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BLT PEJAKIIIT
MMPO®ECIMHA CEPTU®DIKAIIISI MAPKETOJIOT'IB

[Ipodeciitna ceprudikamis — 1€ Mpouec MPUCBOEHHS KBali(ikamiiHOTO CTaTycy y
BIJIMOBITHOCTI 3 KOMIIETEHTHOCTSIMH, JOBEACHUMH IIPH MPOXOKeHH1 icuty. KBamidikariiiai
cepTUdiKaTH € TapaHTi€r0 NMPodeciitHOro piBHA.

IcHye HacTymHHMH MeXaHI3M B3a€MOJIl CHCTEMHM BHINOI OCBITH Ta MNpodeciiHuX
acomiamii moao ceprudikarnii gaxipmiB. OcBITY HaIalOTh 3aKJIa U BHUINOI OCBITH, SIKi JAIOTh
HEOOXITHUN TEOpEeTUYHUN Oaszuc Jyisi MailOyTHBOI poOoTH 3a (axom. Came BOHU BUIAIOTH
JUIUIOMA Tpo  Bumly ocBity. Ilpodeciiini  acomiamii  migATBEpPKYIOTh  HAsBHICTb
KOMITETEHTHOCTEH, K1 HEOX1HI JJI1 BUKOHAHHs mpodeciitnux GyHKIT HA 3aliMaHiil mocai.
Acomiarnii He HaBYalOTh (paxiBIiB, a BCTAHOBIIOIOTH 3MICT ICHUTY, NMPUHMAIOTh ICIIUTH i
BHJIAlOTh KBauTiikamiiHi cepTudikaru.

VYkpainceka acomianiss mapketuary (YAM) 3ampoBamwia cucteMy mpodeciiftHol
ceptudikanii mapkerosoris. IIpodecii moainAOTbCS Ha peryiaboBaHi i HeperJ'IbOBaHl B
3aJISKHOCTI BiJI TOTO, UM 000B’si3K0Ba mpodeciiiHa cepTudikaiis 1t podotu B Kpaini. J{o
perynbpoBaHux mpodeciii, e HasBHICTh cepTUdikaTy BIAMOBIAHOI acolialii € HeOOXiIHO
YMOBOIO JUIsl 3aHSTTS MOCAAH, HAJeXKaTh, HANpUKiIan, mpodecii minoTa, mikaps, MOpsKa.
MapkeTonord BiIHOCSATBHCS 1O HEpPeryibOBaHUX Mpodeciii, HasBHICTh cepTudikaTy He €
000B’SI3KOBOIO, aJie OKAHOI YMOBOIO OTpUMaHHS podoTu. OTke, 0coOIuBIcTIO cepTUdikartii
YKpaTHCHKUX MapKETOJIOTIB € JOOPOBLIBHICTH 11 MPOXOIKEHHS.

CknamanHs icnuty Ha oTpuMaHHA ceptudikaty YAM — 1ie, mepir 3a Bce, MOXKIIUBICTh
BIIOPSAKYBAaTH 1 PO3LIMPUTH CIIELialbHI KOMIETEHTHOCTI. AJDKE OTpUMaHHIO cepTHdikara
nepenye eran miarotoBku. Kpim Ttoro, odimiiiHe miaTBepIkeHHs KBamidikaiii gormomarae
BU3HAYUTH BEKTOP MPO(ECiitHOro 3pOCTaHHS.

3a ocTaHHI pOKU B YKpaiHi MOMITHO 3MIHUJIOCS CTaBJICHHS pOOOTOABIIB 10 (axiBIiB
y rajly3i MapKeTHHIOBOI'O MEHEDKMEHTY. SIKII0 paHille KepIBHULITBO MiIIPUEMCTB HE 3aBXKIU
YCB1JIOMJTIOBAJIO, HaBIIIO HOMY MOTPiOHI Taki (paxiBili, ki IpoOieMu 3 X JOIOMOTO0 MOXHA
BUPIIIYBaTH, K1 3aBIaHHS Nepell HUMHU CTaBUTH, TO 3apa3 aOCTPaKTHI YSABJIEHHS 3HAWILIN
dbopMy, 3'IBUIOCS PO3YMIHHSA TOTO, 3 SIKOIO METOI Ha MiJINPUEMCTBI OPraHi30BaHO BiAJiT
MapkeTHHTy. ChOTO/IH1 ICHY€ IHCTPYMEHT, 1110 103BOJISIE BU3HAUNUTU KOMIIETEHTHOCTI, MMOTP10H1
Uis pobOoTH (axiBId B rajiy3i MapKeTHHIOBOI'O MEHEKMEHTY, HEOOXiAHUN pIBEHb 3HaHb,
yMiHb 1 HaBHUOK. Lle crangaptu npodeciiinoi aisibHOCTI YAM.

Opnecbkuil HalllOHAJBHUN MOJITEXHIYHUN YHIBEpPCUTET NpUHMaEe ydacTb B IPOEKTI
«Ceprudikamis  mapkeronoriBy. CryaeHTH  cremianbHOCTI  «MapKeTUHI»  37al0Th
cepTudikaliiiiuii icnuT ek3aMmeHaliiHii kowmicii YAM mno mnporpami «MeHemxep 3
MapKETUHTOBUX JIOCIIKEHBY. PeKTOpaT po3risgae HOoro sk €IEMEHT CHCTEMH HE3aJeKHOTO
KOHTPOJIIO SIKOCTI MiArOTOBKM CTYAEHTIB-MapkeTojoriB. [l poboTH B ek3aMeHaliiHUX
KOMICISIX 3aJlydeHl KEepIBHMKHM o0yiacHuUX opraHizauii YAM, KepiBHHUKM MapKETHHIOBHX
areHIii Ta BIAIUIIB MApKETUHTY MiAIPUEMCTB, 3aBiTyBayi Kaep MapKETHUHTY.

Ceptudikauis no mnporpami «MeHemkep 3 MapKETHUHIOBUX JOCHIIKEHb» — 1€
BU3HAYCHHS  KBaMi(iKaliifHOI  TPHAATHOCTI  MApKETOJOTIB  IIJISAXOM  CKJIaJIlaHHS
KBaJiQikaiiiHoro icnuty Ha 3HaHHS MixHapoaHoro mnpouecyansHoro Konekcy ICC /
ESOMAR, cranmapTiB SKOCTI MapKETHHTOBHX JOCTIKeHh YAM, miATBEpKeHHS
NPaKTUYHUX YMiHb B 001aCTi MApKETHHIOBOI A1sITBHOCTI.

IcruT ckitagaeThes 3 TBOX YaCTHH:

— TIeplla YacTMHa — TMHUChbMOBa. biner Mictuth nuTaHHA 3 «CTaTUCTUYHOTO
3a0e3TneueHHs] MAPKETHHTOBUX JOCITIKEHb» Ta « MEeHEeDKMEHTY MapKETHHTOBOTO TIPOCKTY;
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— JIpyra 4acTHHA — MPE3CHTAIlisl TOCIIAHUIIBKOTO MPOEKTY CTYACHTA.

[Iporpama ceprudikamiitHoro icnuty Y AM 3 HanpsamMKy «MeHeKep 3 MapKETHHTOBUX
JOCITIJKeHb»  BIAPI3HAETHCA B MpOrpaMH BUBYEHHS AMCUUIUIIHU  «MapKeTHHTOBI
nociiKeHHs». Hanmpukian, mia yac BUBUEHHS AUCUUILTIHN « MapKeTUHIOB1 TOCT1PKEHHSD 32
CTaHJAPTHOI0 MPOTPAMOI0 CTYAEHTH 4-Kypcy cheuiaabHOCTI «MapKeTHHT» BHBYAIOTH Y
po3aini «0OpoOKa pe3ysbTaTiB aHKETYBAaHHS» TaKi METOAM aHAII3y JaHUX B IPOrPAMHOMY
npoaykti SPSS, sk:

— MEPBUHHA CTAaTUCTUYHA 00pOOKa JaHUX: TaOJIUIII YACTOT, PO3PAXYHOK XapaKTEPUCTHK
CepeHbOTO 1 Bapiailii, OLliHKa PO3MOILTY TaHUX);

— noOy10Ba TaOIMITh 3B’ SI3aHOCTI JAaHUX MPH BUBUCHHI MPO(UIIB CIIOKUBAYiB;

— MepEeBIpPKY TiMoTe3 MPOo PIBHICTh CEPEIHIX 3AICKHUX 1 HE3aJICIKHUX BUOIPOK;

— KOpeJIALIHHUN aHali3 AJil CeTMEHTYBAaHHS PUHKY 32 PI3HUMH O3HAKaMU 1 BU3HAUCHHS
MOXJIMBOCTEW HOBOTO TOBAPY;

— perpeciiiHuii aHaji3 I BUSBJICHHS (haKTOPiB, SKi 3HAYMMO BIUIMBAIOTh Ha 0OCSTH
IPOIaXiB 1 MPUOYTOK;

— KJIaCTEpHMI aHalli3 JUIsi CETMEHTYBaHHS PUHKY 3a PI3HUMHU O3HAKaMU 1 BU3HAUCHHS
MOXJIMBOCTEW HOBOTO TOBAPY;

— (hakTOpHUI aHaNI3 ISl BUSBJICHHS XapaKTEPUCTUK TOBAPY, IO BIUIMBAIOTH Ha BUOIP
CIIO’KMBAYIB.

[Tpu migroroBi 10 kBamidikaliiHOTO ICIUTY Ha OTpUMaHHs cepTudikata «MeHemxep
3 MapKETHHTOBHX JOCITIDKEHB)» CTYICHTH JOAATKOBO BHBYAIOTH HACTYITHI IHCTPYMEHTH
MapKETHHTOBUX JOCIIIKEHb:

— MUCKPUMIHAHTHUN aHAI3 JJIs BUSBJIICHHS (JAKTOPIB, IO BIUIMBAIOTH HA MOBEMIHKY 1
BHOIp CIIOKMBAYiB;

— JUCTEpCIHHUN aHami3 JUIsi BCTAHOBIICHHS BIJIMIHHOCTI B CEpeOHIX 3HAYCHHSX
3aJIe)KHOI0 3MIHHOK IS JIEKUTBKOX Kareropiii HesanexHoi 3MiHHOI. Hampukman, uu
PO3PI3HAIOTHCS CETMEHTH 3 TOYKH 30pY O0CATY CHOXHBaHHS ToBapy? UM 3ajeXuTh Hamip
CIIOKMBAYiB IpUI0aTH TOBap JAHOI TOPTOBOi MapKH Bij pi3HHUIIL B IliHAX?;

— OaraTtoMipHe IIKaJIIOBaHHS A NOOYIOBH MPOCTOPOBUX KapT MMO3UI[IOHYBaHHS
TOPTOBHX MapOK 1 BU3HAYEHHS XapaKTEPUCTUK 1IeaIbHUX TOPTOBUX MApOK);

— MOJIEJIIOBAHHSA Ta IPOrHO3YBAHHS 00CSTIB MIPOJaKiB 3a JOMOMOI0I0 MOJIEIEH TPEHIIB
1 CE30HHOCTI;

— koaexkcu ESOMAR 1 YAM;

— METO/IU TUTaHYBaHHS MapKETUHTOBHX JOCIIIXKEHb, CKIIaJaHHs OIIKETY, BUOIPKH.

CryneHTH, 110 YCIIIIHO CKJIAJIH ICIHUT, OTpUMYIOTh ceptudikat YAM «Menemxep 3
MapKETHHTOBUX JOCHIKEHbY» YKpPalHChKOIO Ta aHTIilicbkoro MoBamu. Llum cepTudikatom
YAM miaTrBepmKye, MO MOro BIACHUK Mae€ HEOOXiAHI HABMUKM Ta BMIHHS TMPOBEACHHS
MapKETUHTOBUX JociikeHb. [Ipi3Buia cepTudikoBaHux (axiBLiB MyOJIKYIOThCS Ha CalTi
YAM 1 B xypHaii «MapKkeTuHr B YKpaiHi». AreHuli 3 npauepialiTyBaHHs Ta peKpPyTUHIOB1
areHuil YKpaiHi yBaXXHO BiICTIIKOBYIOTH 1110 iH(OpMaLiio.
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Pucynok 1- VY cknaai komicii Ha Ceptudikauiitnomy icriuti B 2018 porti Oynu npucyTHi
npencraBHukn €Bponeiicbkoro @onay OcBiTi Ta Acorriarii paboToaaBIiB YKpaiHu

28 TpaBHa 2019 poky y cryneHTiB-MapkeToiorie OmechbKoro HamioHAJIEHOTO
HOJITEXHIYHOTO YHIBepcUTeTy BiAOyBcs ueproBuil kBanmidikaumidHuil icnut YkpaiHChKOT
Acomiariii MapkeTHHTYy Ha OTpPHUMaHHS cepTudikaty «MeHemkep 3 MapKETHHTOBUX
JnociijpkeHby. Jlo ckiIaay ek3aMeHaliiHol KoMmicil yBIMIUIM: Tpe3uJeHT YKpaiHChbKOI
Acomiarii Mapkerunry IpuHa JIunmk; AuUpeKkTop InemapTamMeHTy PO3BHUTKY Ta TOJITHKH
€Bponeiickkoro anpsHcy peknamuux crangaptie (EASA, Brussel) XKycrina Paiimxure’;
KEpiBHUK BTy MapKeTHHTY KomraHii «[Hpomupy, k.e.H. [rop Oxitanaep; KepiBHUK BiIITY
MapKETHHTY KOMIaHii «ABTOMO0KY», K.c.H. IpuHa 3matoBa; SEO-crermianict kommanii Smenik
Agency, marictp mapketunry Jliana MakoBernpKa, CTapinid BUKJIaAa4d Kadeapu MapKeTHHTY
JAIBH3 «KuiBchkuil HallioHaIbHUN €KOHOMIYHUH yHIBepcUTeT iMeHi Baauma ['eTbMaHay, K.€.H.
Omnena byunHchka. Pe3ynbpTaTi iciuTy miATBEPAUIIN BUCOKY SIKICTh ITiITOTOBKH MapKETOJIOTIB
OnecbKoro HaliOHAJIBHOTO MOJIITEXHIYHOTO YHIBEPCUTETY.

! €poneiicbkuii anbsaHe 3i crangapTie B peknami (EASA) 06’equye 27 HesalexHMX oprasizauii €sponu i3

CaMOpETyITIOBaHHS pEKJIAMHUX PUHKIB, BIAMOBIATBHNX 32 TOTPUMAHHS HAIlIOHATLHUX KOJIEKCIB, SIKi PETYIIO0Th

TUSTIBHICTh PEKJIaMICTIB Ta MapKETOJIOTiB, Ta 14 ranxy3eBux acoliamii (pekiaMo/IaBIliB, peKIaMHUX areHTCTB Ta

Menia). €ACP cmiBmpaitoe 3 aupekTuBHUMU opraHamMu €C, mo0 3a0e3nednTd BH3HAHHS Taly3eBOTO

caMOpEryITIOBaHHs. AJIbSHC HE TUIbKH 3a0€31euye pO3BUTOK MEXaHi3MiB CaMOpPETyJIIOBaHHS, aJie i TapaHTye, 10

JUSTIBHICTh MEpeXi Tajly3eBHX OpraHizaliii BiANOBilac HAWMBUINIUM CTaHIAPTaM 3aBJISKH CTBOPSHHIO IUJISI HHUX
_ peKOMEHIAIIii MO0 BIPOBAKEHHS KPAIIUX MIPAKTHK.
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Pucynok 2 — ¥V cknani komicii Ha Ceprudikaniitnomy icnuti B 2019 poui Oyna npucyTHs
KEPIBHUK BTy PO3BUTKY Ta MOJITHKH €BPONENUCHKOTO aTbsHCY PEKJIAMHHUX CTAH/IaPTIB
(EASA, Brussel) Xycrina Peiimxure

ITicna BpyueHHs KBadidikamiiiHUX cepTUdikaTiB BiOynack BIIKpUTA JIEKLis
JTUPEKTOpa JETapTaMeHTy PO3BUTKY Ta IOJITHKHA €BPONMEHWCHKOTO ANBSHCY 31 CTaHAAPTIB B
pexiami (EASA, Brussel) XKycrtinu Paiixute. Tema nekuii: «IIpodeciiii acoriarii B pexiiami:
YOMYy BOHHM ICHYIOTH 1 1[0 BOHM MOXYTh JaTH peKIaMonaBIisiM-TipakTukam. Case study Bix
EASA». XKycrina Paiijpkure posnosina mpo gisuibHicTs EASA, micue Ta pomi (axoBux
00’eTHaHb y cdepi perymoBaHHs Taly3i, MoKasajga JOCBII KOOpIAWHAIIT AJIBSTHCOM 3yCHITh
€BPOMNENCHKUX acollialliif 11010 BIPOBAKEHHS €THUHUX HOPM BEJICHHS pEKJIaMHOT TisJIbHOCTI,
PO3pOOKY HaIliOHATHHHUX Ta €BPOTIEHCHKUX CTAH/IAPTIB CAMOPETYITIOBAaHHS B Cepi peKIaMH.

Muxaiisio Oxaanaep
Tonosnutl peoakmop sxcyprany « Mapxemune i yugposi mexunonoziiy
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THE ROLE OF INTERMODAL LOGISTIC CENTERS IN ENHANCING
TRANSPORT CORRIDORS

The article attempts to determine the preconditions of the development of transport logistics in
Europe and the prospects for effective formation in the border region of Transcarpathia and in certain
aspects of Ukraine as a whole. It has been indicated on the essence of transport corridors and their real
scheme of branching on the map of Europe. The consequences of inefficient state policy in the field of
transport and their significance for foreign trade flows in the Transcarpathian border region have been
illustrated. The essence and significance of transport and logistics centers and their development
perspectives in the context of intermodal transportation from Transcarpathia to the countries of the
European Union have been explored. There has also been analyzed some components of the operation
of the Zakhon (Hungary) reloading center.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. The logistics processes that are taking place today in the western
border regions of Ukraine in connection with the passage of pan-European transport corridors
through them, increase the attention to various intermodal logistics systems. That is, two or
more modes of transport are actively used for the transport of one cargo, and thus the
development of an intermodal system using combined transport is being implemented. These
processes greatly enhanced the role of logistics in the organization of transport flows, formed
transport and logistics systems that ensure the integration of production and distribution
systems.
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In the transport sector, the Association Agreement between Ukraine and the European
Union aims to promote the development of stable, efficient, safe, interoperable and
operationally compatible transport systems and to strengthen the main transport links between
the territories of the Parties. Cooperation in the field of transport involves the development of
a sustainable national transport policy covering all modes of transport, based on the
intermodality and multimodal transport network associated with the Trans-European Transport
Network — Articles 367, 368 and 369 of the Association Agreement [1; 2]. However, Ukraine's
transport and logistics system still does not meet the EU standards and requirements and is
marked by significant lag in terms of infrastructure, equipment and norms.

Thus, intermodal logistics centers should play a leading role in the formation of a cargo
turnover system in the transboundary regions of Ukraine through which European transport
corridors pass.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Research on the problems of the creation and
operation of intermodal logistics systems was covered in the works of domestic and foreign
scientists, among them T. Prokofiev, N. Pashynska, V. Klyvenko, O. Lopatkyn, I.
Komarnytskyy, N. Pytulyak, 1. Kogut, V. Kulyk, O. Onyshchenko, G. Mykhailov, S. Garhkov,
R. Garington and others.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Taking into account the peculiarities of the development of the market of
transport services in the transboundary regions of Ukraine, it is necessary to significantly
improve the organizational and economic mechanisms of its functioning and to develop mixed
transport in foreign economic relations of Ukraine with Western foreign countries.

Topicality, urgency, theoretical and practical importance of the study of these problems
mentioned above and their insufficient complex study led to the choice of this topic and the
purpose of this study.

Formulation of the purpose of the article (statement of the problem). We will try to
explore the possibilities of the intermodal-logistic center as a leading link in the system of
mixed cargo transportation in transboundary regions and to determine the essence and role of
such entities for increasing the efficiency of the delivery process of various cargoes.

Statement of the main material of the research with full justification of the
scientific results obtained. EU countries are among the first among the other countries and
regions of the world that face with problems of transport logistics. The main reason was a
significant number of countries in the world rather small area when integration processes
abstain centrifugal trends in the transport sector, which remains an important weapon of the
state and national corporations against monopolies in other countries.

The experts calculated that the damage caused by the well-known autonomy and
protection of economic sovereignty in the EU member states at the end of the 80's amounted to
about 400 billion dollars per year [3; 4].

In the 80 years of the twentieth century, the question arose about the integration of
individual transport systems into the pan-European regional transport system, which purpose
should be the continuous process of transportation of goods, reducing their delivery time, cost
and certain risks. Since the creation of the European Union (the European Conference of the
European Communities in Luxembourg in 1985, which adopted the European Act), having
emphasized four freedoms in the international flow of goods, people, services and capital, a
new type of interstate economic and industrial ties was created that was in need in the
unification of the national transport systems of these countries into a single transport system
and its development in the direction of creating the missing links in the network; increase in
throughput and the number of natural transport transitions and collisions; change in the ratio of
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modes of transport in transportation, connected with the composition of the cargo mass by types
of cargo and long-distance transportation; improvement of the work of transport and the
development of a common transport policy in connection with the intensification of competition
between individual modes of transport and foreign transport expedition companies that have
access to the national transport services market [3; 5].

For decades, the European Union has decided on the development of a common
transport policy. Therefore, the development of international transport corridors begins with the
mid-80s of the XX century, when the trend of increased commodity exchange between the
countries of the European Community and the Asia-Pacific region has become steady in growth.

The concept of the "international transport corridor” is interpreted by the Working
Group of the European Commission on the development of transport corridors, such as the
availability of automobile, rail, water and mixed modes of transport, operating in close
proximity to each other or remote for many kilometers, but oriented in one general direction.

[6].

Ukraine has an active policy of supporting European initiatives on international
transport corridors, and offers its variants of corridors to the European Community [7].
Currently there are 10 pan-European corridors (Figure 1).
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Figure 1 — Scheme of major pan-European international transport corridors
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No. 1 — Gdansk — Warsaw — Minsk — Moscow;

No. 2 — Berlin — Warsaw — Minsk — Moscow;

No. 3 — Berlin — Wroclaw — Mostyska-2 — Lviv — Kyiv — Moscow;

No. 4 — Prague — Budapest — Bucharest — Sofia — Aleksanrupolis — Istanbul;

No. 5 — Lisbon — Trieste — Ljubljana — Zagreb — Budapest — Chop — Lviv — Kiev —
Kazakhstan — China;

No. 6 — Gdansk — Warsaw — Krakow;

No. 7 — (Danube waterway) Vienna — Bratislava — Budapest — Belgrade — Reni — Izmail
— Ust-Dunajsk;

No. 8 — Tirana — Sofia — Burgas-Varna;

Ne 9 — Helsinki — St. Petersburg — Minsk — Gomel — Gornostaevka — Chernigov — Kiev
— Odessa — Kishinev — Bucharest — VVarna;

No. 10 — Salzburg — Ljubljana — Zagreb — Belgrade — Skopje — Thessaloniki.

An international transport corridor No 5 (Crete) runs through the Transcarpathian
region, along the route Lisbon-Trieste-Ljubljana-Budapest-Kiev-Volgograd connecting
Western and Eastern European road, rail and river national networks for the purpose of
intercontinental transit freight traffic in the direction of Europe — Asia. The specified transport
corridor, in particular its auxiliary transport networks in the territory of our region, intersects
with the branches of the interstate transport corridor Baltic Sea — Black Sea (Gdansk — Odessa).

Globalization and international cooperation contribute to the growth of transnational
flows and the international transit of goods. For many countries, transit traffic is an important
source of services export, foreign exchange earnings, creation of additional job places, and so
on.

At the same time, the systematic non-use of domestic transport potential, increasing
competitive advantages in the market of transport services of neighboring countries, led to the
loss of the image of our country as a transit state (Figure 2).
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Figure 2 — Dynamics of foreign trade flows through the Transcarpathian border of
Ukraine (summarized on the basis of source [8])
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Continuing to protract with the delayed reforms in the transport sector, we lose the
opportunity to achieve European standards of quality and speed of movement of the goods,
which will have negative consequences not only in the transit field, but also, in general, in the
economy.

Transport logistics becomes extremely important in the current conditions of
globalization of the world economy. Transportation and logistics operations for the delivery of
goods have always played a very important role in the international economic relations. The
organization of international transport and logistics complexes aims at unification of national
legislation, harmonization of transport infrastructure, which will have uniform technical
parameters, and will ensure the application of a unified transportation technology as the basis
for the creation of a global logistics system and the integration of national transport systems
into the world transport system.

According to expert estimates, over the past 25 years, domestic freight traffic in Western
Europe has doubled. Within the framework of the EU, the formation of new transit trunk lines
Is based on the Trans-European Transport Network.

In the basis of the concept of its development there is the principle of integration of
various types of transport into the multimodal transport network, which, when expanding to the
east (especially to Russia and China), connects with transport networks of the third countries.

Transit states must create the necessary conditions for the movement of goods,
guarantee the targeted transportation. As a way out of this situation, it is suggested to use
overload points at nodal stations of transport corridors. Such points of overloading are transport
and logistics centers.

Transport and logistic center is an inter-sectoral voluntary association of business
structures, transport and logistics infrastructure, public and other organizations specializing in
cargo transportation, storage and freight processing, freight forwarding, logistic service and
management, cooperating with scientific, educational institutions, authorities of the state and
regional levels in order to increase the competitiveness of the domestic and world market of
transport and logistics services [9].

When constructing a cluster model of a transport and logistics center it is expedient to
allocate the following structural elements [10]:

1) "core" — the objects around which the cluster is grouped. These objects perform the
main activity, position the cluster, produce the final product or provide services taking into
account the regional specialization and geographic advantages of the region. It is recommended
to include the leader companies in the field of transport and logistics business to the "core",
mainly large cargo owners and potential investors;

2) "complementary objects" — objects the activity of which directly ensures the
functioning of the "core™ objects;

3) "serving objects" — objects, the presence of which is mandatory, but the activities of
which are not directly related to the operation of the "core" objects. Service objects may include
information and communication systems, sales, repair enterprises. In addition, the service
facilities include the financial center of the cluster, that is, the banking structure, which provides
financial support to the cluster enterprises;

4) "auxiliary objects" — objects of a cluster, the presence of which is desirable, but not
necessary for the operation of other objects of the cluster. These include service and consulting
companies, the functions of which can be carried out both within the cluster, and through
outsourcing. In addition, these objects include various financial capital institutions that are not
part of the financial center. The purpose of these enterprises, if they exist in the cluster, is to
search for internal reserves to ensure the continuity of reproductive processes, achievement of
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strategic benefits, first of all associated with increasing the mobility of the development and the
realization of the technological potential of the entire cluster.

The introduction of new advanced logistics transport technologies is based on the
experience of the operation of a vast network of European transport and storage centers of the
Euro-Platforms system (Naples, Livorno, Marseilles, Barcelona, Madrid, Sevilla, Bourgas,
Victoria, Bordeaux, Turin, Parma, Bergamo, Strasbourg, Paris, Reno, Bremen, Manchester,
Glasgow, etc.). These centers perform at the most up-to-date level all necessary basic operations
for the processing and transportation of goods with the provision of all types of services.

As a successful application of the logistics center, one can cite an example at the Zakhon
(Hungary) transshipment center (on the border with Ukraine — the Transcarpathian region).

Zakhon transshipment center is one of the largest land ports in Europe. It is an important
point of the railway connection from Asia to Europe, because there are docked railway networks
of wide (1520 mm) and European (1435 mm) tracks.

Zakhon transshipment center has an area of 84 km2, its working areas extend to 11
settlements. It has a length of roads: the European road — 260 km, and a wide track 140 km. It
has 140 thousand sq m of open and 7500 sq m of closed hangar customs warehouses for
warehousing, storage and shipment at the destination station for goods arriving from outside
the European Union. The existing technology provides warehousing, storage and processing of
semi-finished goods and raw cargoes during their overload. The transshipment capacity of the
Zakhon Center is 18 million tons per year (Table 1).

Table 1 — Capacity of freight terminals in the Zakhon transshipment center

The name of the terminal Power
Flow base of chemical goods, Zakhoni 7200 t./ day
Zahony, Transfer 500 2900 t./ day
Epereshke Reloading
Bulk cargoes transported in an open rolling stock 18 000 t. / day
Bulk cargoes shipped in an enclosed rolling stock 1800 t./ day
Crane truck overload 7000 t. / day
Oil Terminal, Warehouse 7200 t. / day

The transshipment center is covered by modern information and telecommunication
infrastructure, which allows organizing the rapid transfer of information flow to the Zakhon
center and through this center to any point of the world through the possibility of using Internet
channels.

The old road highway No. 4 is being restored on the territory of the Zakhon
transshipment center. Above the railroad line No. 100 is the motorway to provide access from
the highway Ne4 to the work terminals without crossing the railroad at the same level. Motorway
M3 in the near future will reach the area and will be prepared to shipping projects of the river
Tysa.

Thus, with the intention of creating an accelerated railway connection, the formation of
an intermodal center is expected.

Through the terminals in the Zakhon center, the entire complex of multimodal logistics
services for cargo handling, distribution, storage, insurance, customs clearance, trade is carried
out.

In world practice, logistics services showed the following most demanded types (Table
2).
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Table 2 — Evolution of logistics services

Services 1960- 1970- After
1970 1990 1990
Sending and receiving goods + + +
Transportation and dispatch in the zone of the logistics + + +
center
Warehousing + + +
Processing orders for deliveries + + +
Packing, marking and repacking + + +
Packing and containerization + + +
Paperwork + + +
Information services + + +
Exhibition services + +
Cross-docking + +
Electronic information and electronic document + +

management services

Regional distribution of goods +

Customs clearance

Organization of long-distance transportation

Inventory management

Quality control of goods

Work in a free economic zone

Claim processing

Rotary logistics functions

A simple collection of products

Localization of the goods

|||+ F] |||+

Financial Transactions

The presence of logistics centers in the supply chain allows not only carrying out
operations with goods, but also managing commodity flows, distributing volumes of goods
between destinations, determining the optimal delivery time, the size of the lot, choosing the
carrier, etc.

The main factor suspending the formation of logistics centers is the lack of sufficiently
developed projects and operation of logistics centers in Ukraine.

It is worth noting that recently the question of building a high-speed rail from China to
Europe through Ukraine is being discussed. The profitability of the project is due to the
expectations of a sharp increase in exports of goods from China to the EU, which is likely to
change the flow of traffic in Europe.

Taking into account the scale of the project and the forecasted large volumes of
movement of goods, none of the European states is able to independently provide by their own
efforts the reception, logistics support, storage with the subsequent direction of cargo in the
right way. As a result, the acceptance of most of the Chinese goods that enter the EU will be
able to take place on the Ukrainian border with the EU. For example, in the Transcarpathian
region, the creation of a logistics center would be de facto placed in the city of Mukachevo. To
do this, it is necessary to carry out reconstruction of the Mukachevo airport in accordance with
international standards. There are already railway lines with double canvas (Soviet and
European standards) from Mukachevo to Nyiregyzha (Hungary), which will provide trains to
these European cities. Developed transportation and logistics infrastructure is also provided by
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Uzhhorod and Chop. The EU is interested in creating such corridors, which are a cheaper and
faster alternative to the existing ways of goods delivery.

Creation in the region of a special customs zone of Mukachevo Industrial Park with the
elements of logistics and the possible introduction of a special customs zone regime in
accordance with the Kyoto Convention on simplification and harmonization of customs
procedures will significantly improve both the regional economy and international economic
relations between East and West in general. This is explained by the advantageous geographical
location at the intersection of the routes of cargo and passenger traffic almost in the center of
the Transcarpathian region and other advantages that are present and create the preconditions
for the Mukachevo industrial park with elements of logistics to become the center of economic
development of the region, such as this happened in Ireland after the creation of an economic
zone based on the Shannon International Airport [11].

Taking into account the considerable interest of cargo and forwarding companies of the
countries of Western, Central and Southeast Europe to intermodal transport of goods under the
scheme of rail-road, water and air transport, in order to implement measures for the
development of the infrastructure of international transit a comprehensive program for the
approval of Ukraine as a transit state presupposes the construction of a river port on the Tysa
River near the town of Chop (border of Ukraine, the Hungarian Republic and the Slovak
Republic).

It should be noted that the organization of transportation is possible only with the
opening of the Tysa River for international navigation, which requires the conclusion of the
Convention on the Mode of Navigation on the Tysa River by the countries of the Tysa River
basin (Ukraine, Hungary, the Slovak Republic, the former Yugoslav Republics). The opening
of the waterway between Ukraine and the countries of the Danube river through the territory of
the Hungarian Republic and the countries of the former Yugoslavia will have significant
consequences at the international, national and regional levels, since the location of the port,
which will become the starting point (and the final point) of the Tisza waterway network, will
provide direct access to a shorter and, accordingly, cheaper, compared with a route through
alternative ports, a transport route from the UIS countries to the markets of Central and Southern
Europe and in the opposite direction. The joint use of the Tysa water-transport network will
contribute to the integration of Ukraine into the European transport system, as a transit state,
will become an integral part of the European Union and UIS countries [11].

Consequently, in case of presence of logistics centers, all processes related to
management, maintenance, optimization of flows of different types, will occur in much shorter
time, at a high quality level. Significantly lower logistic costs of individual enterprises,
significant will be deductions to local and regional budgets. Within cities where logistics centers
will be formed, infrastructure will be improved and new jobs places will be created [12].

Conclusions from this research and prospects for further developments in this
area. In the modern economy, the transport sphere is combined with the field of logistics
services. The market value of integrated transport and logistics services is becoming more and
more relevant. The priority direction of the development of international transport corridors for
Ukraine is the provision of transit cargo transportation, that is, the export of transport and
logistics services. Competitive advantages of Ukraine, which should contribute to the increase
of cargo flows are as follows:

1. excellent transit situation of the country, which is at the crossroads of the main trade
routes: East — West, North — South;

2. transboundary - has the greatest length of the state border among European countries
(7590 km);
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3. availability of numerous neighboring countries (six European countries and the
Russian Federation). Since transport component plays a significant role in the value of the
product, it is advantageous to establish ties with neighbors, thus reducing transport costs;

4. relatively developed transport system;

5. availability of non-freezing ports of the Black Sea.

The important tasks of the state transport policy in the sphere of interaction with the EU
should be:

— technical and technological modernization of the infrastructure of the checkpoints
across the state border of Ukraine;

— grounded reduction of the time of control procedures, simplification of control
mechanisms at the points of entry through the state border of Ukraine;

— accelerated development of the container service;

— development of customs technologies, information systems and electronic document
circulation, transit transportation infrastructure, which accelerates delivery and customs
processing of transit goods and the formation of a multifunctional integrated electronic customs
system;

— integration into international customs databases; creation of an effective system of
interstate information exchange and control at points of entry through the state border of
Ukraine with full transition to a paperless information and communication environment;

— improvement of the system of collection and distribution of customs statistics, which
will enable to create a system of monitoring and forecasting of international transit of cargoes;

— providing an effective system for controlling the weight and dimensions of vehicles
at the checkpoints across the state border of Ukraine.
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Ponv inmepmoodanvHux 102icmuUYHUX YeHMPIE Yy NOCUTEeHHI MPAHCROPIHUX KOPUOODI6

Y cmammi 3pobrena cnpoba eusnauumu nepeoymosu po3gUmKy mpaHCHOPMHOL 102ICMUKU 8
€sponi ma nepcnekmusu eg)eKmueHo2o (QOpMy8anHs 6 NPUKOPOOHHOMY pelioHi 3axapnamms U
oKkpemux acnekmax Yxpainu 3aeanom. Bxazano na cymuicms mpancnopmuux Kopuoopis ma ix peanvHy
cxemy poseanyscents Ha kapmi €gponu. Bioodpasiceno Hacnioku HeeekmueHoi 0epicagHoi noaimuxu
¥ chepi mpancnopmy ma ix 3HAUeHHsL 0715 306HIUHbOEKOHOMIYHUX 8AHMANCONOMOKIB 8 RPUKOPOOHHOMY
3axapnammi. J{ocnidsceno cymmuicmb ma 3HAYEHHS MPAHCNOPMHO-TOICMUYHUX YEeHmpIe ma ix
Nepcnekmus pO3BUMKY 6 KOHMeKCmi I[HMepMOOalbHUX nepeseseHs i3 3akapnammsa 6 KpaiHu
E€sponeticvkoeo Corosy. A makodc npoananizosani oxpemi cknadosi @yuxyionyeants 3axoHCbKO20
(Yeopwuna) nepesanmadsicysanvrnozo yenmpy.

Kiro4doBi cioBa: TpaHCIOPTHA JIOTICTHKA, MIXKHAPOHI TPAHCIIOPTHI KOPUIOPH, IHTEPMOAAIbHI
TIEPEeBE3CHHSI, TPAHCIIOPTHO-JIOTICTUYHI IEHTPH, 3aXOHCHKUH ITepeBaHTAXKYBaTbHUH IIEHTP.
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JaitnoBcbkuii FOpiit AnaroaiioBu4

0-p eKoH. HAYK, npoghecop 3a8idyeay Kagheopu MapKemuHey
Jlvgigcoruii mopeosenbHo-eKOHOMIUHUL YHIGepcUmem
I'ninenko Jlapuca KocrsiHTHHIBHA

KaHO. mexH. Hayk, ooyenm, ooyeum xageopu E3IKT
Hayionanvnuti ynisepcumem «JIvgiecoxa nonimexuixay

BIBHEC-MOJEJII XMAPHOT'O HAJJAHHS IT-TIOCJIYT

Y pobomi nposedeno Oocnioxcenns icuyrouux 0OizHec-mooenell HAOAHHA XMAPHUX NOCTYe;
BUOINEHO OCHOBHI IHBAPIAHMU, WO 3ACMOCO8YIOMbCA NPU KIACUDIKY8aHHI yux Oi3nec-molenell ma
CUCMEMAMU308AHO 3HAYEHHS, AKUX HADY8AIOMb 8 PI3HUX MOOEIAX MAKi ineapianmu, AK: pieenb HAOAHHS
XMApHUx nociye, MoOenb pO32OPMAHHA XMApU, 3MICI NPONO3uYii YiHHocmi ma Mooeib OMpPUMAHHSL
00x00y. Chopmynbo8aro YMO8U YCRIWHO20 8NPOBAONCEHHS Oi3Hec-MoO0eael nposaudepamu XMapHux
nociye Ha pisensax 1aaS, Paas, SaaS, sudinreno yinbosi cecmenmu cnojicusayis yux nociye ma niocmasu
0bpanusa mux uu iHwux mooenei odocayeogysamnua cnodxcusadamu. Cucmemamuzo8ano nNpono3uyii
Cneyianizoeanux XMapHux nOCiye ma OKpecieHo iX npueadbaugicmov O/ NeBHUX MUNi6 CROXCUBAYi8;
00CHI0IHCEHO MEeHOeHYIT PUHKY XMAPHUX nociye 6 Ykpaini ma ix eniue Ha 6ubip mooenell HAOAHH: |
CNOJCUBAHHA XMAPHUX CEPBICIB.

KirouoBi crmoBa: xmapHi mociayrd, Oi3Hec-Mojens, iHPpacTpykTypa sk mocayra (laaS),
miatdopma sik mociyra (PaaS), mporpamue 3abe3nedeHHs sk nocayra (Saas).

DOI: 10.15276/mdt.3.2.2019.2

IMocTanoBka mpodjeMH B 3arajibHOMY BHIVISIAI Ta ii 3B’SI30K 3 BaKIMBUMH
HAYKOBUMHM a00 NPAaKTHYHHUMH 3aBJAaHHAMHU. PO3BUTOK iH(OpMaLiHO-KOMI IOTEPHUX
texHosoriii (IKT) ta BcesaranbHicTh nocTyny a0 [HTepHeTy mpusBenu 10 TpaHchopMalii
6i3HeciB, 3acHoBaHuX Ha BukopuctanHi IKT Ta IaTepHer, ToOTO BCix BapiaHTIB e-0i3Hecy.
3amicTh TOTO, 100 PO3p0o0IATH a0 MPUAOATH HEOOXITHE AJIA BEICHHS €IEKTPOHHOTO O13HECY
amapaTHe Ta IIporpamHe 3a0e3nedeHHs, Bce Oiblie cy0’ekTiB Oi3Hecy OepyTh HOro B OpeHIy
Ha OCHOBI XMapHUX TEXHOJIOT1H, IHTEIPyIOUH CBOIO Oi13HEC-MOJEIb 3 O13HEC-MOAEIUII0 XMapHu.
PuHOK XMapHUX MOCIYT 3pOCTa€ 3HAYHO HMIBHIIIE 3a pUHOK iHpopManiiHux TexHounorii (IT)
3arayiom, mpuoau3Ho Ha 17-18 % 1opoky, iy 2021 p. csrue 302 mupa. mon. CIIHA [11, 13, 17].
3pocTae pik BiJ pOKY 1 pUHOK XMapHHX MOCIyT B YkpaiHi. 3a 2017 p. nei puHok 3pic Ha 55 %
1 ckiaB 21 muH. o [6]; Ha kiHeup 2018 p. puHOK XMapHUX HOCTYr YKpaiHU 3a pi3HUMHU
JAHUMU CATHYB 24—28 miH. nodn. [1, 3].

Jlis MozentoBaHHsI Oprasizaiii 0i3HeciB, IO 3aJy4aloTh XMapHI TEXHOJIOTIi, 4acTo
3aCTOCOBYIOTh HMHI TEPMIH «EKOCHCTEMa XMapHUX TEXHOJOTII», KU OXOIUIIOE CYKYIHICTh
Oi3HEeC-MOoIeNe y9acHUKIB (pO3pOOHUKIB, TPOBAMIEPiB, CIIOKUBAYIB), SIKI B3aEMOJIIIOTH MK
c00010, CTBOPIOIOTh, IOCTAYalOTh UM CIOXKUBAIOTh IIHHICTH 32 JOMOMOIOI XMapHUX
TexHoJorii [20].

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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3araqbHO BU3HAHO, IO 3aCTOCYBAHHS XMAapHHUX TEXHOJIOTIH PO3IIMPIOE MOXKIMBOCTI
HaJIaHHS MOCIYT €JIEKTPOHHOI KOMeplii «Ha BUMOTY», pOOUTb B3a€MOJIi MK yYaCHUKaMHU
0i3Hecy IMIBUIIIMMH, THYYKIIIUMH Ta BiIKPUTIIIUMH, IPOTE CHOCOOM YCIINIHOI OpraHizamii
Oi3HECIB Ha OCHOBI XMAapHHUX TEXHOJIOTI € HUHI CKOpIllIe Pe3yJIbTaTOM OKpeMHuX Oi3Hec-
HII[IaTUB, a HE aHAI3y IepeBar Ta HEeJIOJMIKiB OKpeMuX Oi3Hec-MoJeNeil 1 CBiIoMOro BHOOpY
HaWNIpUAATHIINOI U1 TEBHOTO CcepeloBHINa Oi3Hecy Oi3Hec-Mozeni. Y 3B’s3Ky 3 UM
cucreMaTu3aiis 0i3Hec-MoeNel cydacHuX 013HECIB, SKi 3alIy4ar0Th XMapHi TEXHOJIOT11, aHaJIi3
iX CHJIBHUX Ta CJIA0KHUX CTOPIH € aKTyaJbHUM 3aBJaHHSM.

AHaNi3 ocTaHHIX JoCHiIxkeHb i myOuaikamid, B SKUX MNOKJIAJEHUH MNOYATOK
BHpilIeHHIO Po0JeMu. bisHec-MoeNb TPAAULIHHO PO3IIISIAETHCA K CTPYKTYPHA MOJIEIb
croco0y CTBOpEHHS 1 Komepiiamizallii miHHoCTi 6i3Hec-cuctemoro [31]. Crenudika xMapHOTO
HazsaHHA [T-nocayr (cnijibHE 3aCTOCYBAaHHS PECYpCiB KOPUCTYBAauaMH; MEPEKEBUI JOCTYII;
THYYKICTB; MAacIITaOOBaHICTh; MIBUAKICTh OTPHUMAHHS TOCIYT «HAa BHMOTY» CaMUM
KOpPUCTyBa4YeM (camMOOOCITyroByBaHHS), IMPOCTOTAa BHUMIPIOBAHHS OOCATY HaJaHHUX ITOCIYT)
BU3HA4Ya€e 0COOIUBOCTI MOOY10BH Oi3HEC-MOJIENICH XMAPHHUX €KOCHCTEM. Y BCIiX KJIacH(iKaIlisax
Takux Oi3Hec-mozeneit [12, 27, 32, 25, 24] BpaxoByIOThCS 1B1 IHBapiaHTH:

— cnoci0 (pecypc) mocTadaHHs KOPUCTyBadaM / 3a0€3MeYeHHs] KOPUCTyBadaM JOCTYITY
1o IT-nocnyr, 1110 HagaThCA, IKUH 1EKOJIM Ha3UBaIOTh MOJIEILIIO PO3TOPTaHHS XMapH;

— piBEHb BIpTyalbHO (Yepe3 XMapy) HaJaHWUX TOCIYT, IO BU3HAYAETHCS BIPTYAIBHO
BUKOPUCTOBYBaHUM, SIKUH HAJla€ThCs y KOPUCTYBaHHA crioxkuBaudam IT-pecypcom, koTpuii 1ie
HA3WBAIOThH IIapoM [ T-TociyT, 110 CTAHOBHUTH CKJIAIOBY 3MICTY IPOIIO3HIIIi IIIHHOCTI 1 3HAYHOIO
MIpOI0 BU3HAYa€ 1 MOJEIb OTPUMaHHS JOXOAY. PiBeHb MOCIHyT,I0 BIpTYalbHO HAJArOThCS
3ajmae piBeHb aBromaruzanii [T-mporneciB iHQpacTpyKTypH, sSiKa MPOMOHYETHCS Ta BU3HAYAE
MO/IeJIb 00CITyTOBYBaHHS CIIO)KHBAYA.

3a cnocobom mocravanHs [T-mociyr KopucTyBa4aM po3pi3HSIOTh:

nyoniuni (public) xwmapu — xmaphi iHQpPaCTPyKTYpH, NpH3HAYEHI IS BIIBHOTO
BUKOPUCTAHHS JOBUIBHIUMHU KOPHCTyBadaMHu (XMapa 3arajlbHOTO JIOCTYIy). Y TaKHX XMapax
30epiraHHs JaHMX 1/4M IHII TOCIYTH HaJalOThCs MOCTAYaJIbHUKOM IOCIYT (MpoBaiiaepoM
cepsicy) BciM KopuctyBayam. [TyOniuHa xmapa Moxe nepeOyBaTH y BIAcHOCTI (Ha mpaBax
OpEHIM), VIpaBIiHHI Ta eKCIUlyaTauii JOBUIBHUX IOPHUIMYHUX YHM (PI3UUHUX 0cCiO,
3QIMIIAIYNCH Yy FOPUCAMKINI TMOCTavyalbHUKA XMApHUX TIOCHYT, SIKMM 3IiHdCHIOE 11
00CIIyroByBaHHS 1 HajJae MOCIYrd. Y Wi Mofjeni A0AATKHA 3 OOpOOKM JaHUX MPALIOIOThH 3
JaHUMH KOPUCTYBayiB B 1HQPAcCTpyKTypl, c(HOpMOBaHId MOCTaYaJIbHUKOM MOCIYT 1
OpeHI0BaHii KopucTyBadaMu. Lle pimieHHs, B mepIly uepry, NpuaaTHe JUIsl 1HIUBIAyaTIbHUX
KJIIEHTIB (1HAMBIyaJbHOTO BUKOpUCTaHHS). [HppacTpykTypa myOnaidHOi Xmapu 3abesnedye
BIJTHOCHO JI€IlIeBl PIIIEHHS 3a MEHINOI, Y MOPIBHAHHI 3 HIIMMH 1HPPACTPYKTYpaMu XMapH,
Oe3neky 1 3a3BUYail OLIIHIOETHCSA HA OCHOBI IJIATH 3a BUKOpUCTaHHS (pay-per-use). Bona moxe
HaBiTh OYTHM 3aIPOINOHOBAaHA 1HIUBIAYaJILHUM KOpHUCTyBadaM Oe3komToBHO. Came 1ed Tum
XMapHO1 IHPPACTPYKTYpH € HUHI HalpO3MOBCIOPKEHIIINM, Ha HboTo npunaaae 10 30% oocsry
JIaHUX, SIKi 0OPOOJISIOTHCS 3 MOPIYHKM TeMIioM 3poctanHs 16-18% [30];

npueammi (private) xmapu — xmapHi iHQPaCTPYKTypH, IPU3HAYCHI JJIST BAKOPUCTAHHSI
BUKJIIOYHO OJIHIEIO OPraHi3alli€lo, 10 MOXKE BKJIIOYATH KijbKa KOPUCTYBadiB (MiIPO3ILTIB).
Taka iHppacTpyKTypa BCTAaHOBIIOETHCS Y OJHIN opraHizaiii 1 00CIyroBye JuIe ii; BIAKPUTHI
JOCTYIl Y JIOCTYNl TPEThOi CTOPOHU He J[03BoJsieThbea. Ilpu 1boMy mpaBa BIAcHOCTI,
YIpaBJIiHHA Ta €KCIUTyaTallii MOXKYTh HaJleXkaTH K caMiil opraHizallii, Tak 1 TpeTiii CTOPOHI.
Indpactpykrypa 30epiraeTbess abo MOBHICTIO B caMiil opraHizailii, abo y TpeTboi CTOPOHH 32
JTOpY4YeHHSIM opraHizaitii. [adppacTpykTypi mpuBaTHOI XMapH 3/1€0LTBIIIOTO HATAETHCS TTepeBara
BEJIMKMMU KOMIIaHISIMM 1 YCTaHOBaMH, JJIS SKHX IPIOPUTETHOIO € Oe3meka JaHux. Xoua
pUBaTHa XMapa Jopo’kya 3a IyOiiuHy, BoHa 3a0e3leuye NMpuBaOIIMBI MepeBard B IUIaHI
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iHBeCTHUIIiH 1 BUTpaT Ha 00poOKy ganux. OOCsT qaHuX, sSKi 00poosAtoThECs — 01711 15% 3 Temnom
3poctanns 17-18% na pik Ha nepiog no 2022 p. [30];

2pomaocwKi (cninvui, Komynansui, COMMuNity) xmapu — xMapHi iH}pacTpyKTypH,
CIIIJIbHO BUKOPUCTOBYBaHI KUJIbKOMA OpTraHi3alissMH CIenu(igyHOi CIUIBHOTH 13 CIUIBHOIO
METOIO 1 0IHAKOBUMH BUMOT'aMH 111010 OE3MEKH Ta IHIIMX HOPM po3poOku Ta excruryaraii IT-
texHosoriii. KomyHanpHa XxmMapa Moske O0yTu cpopMoBaHa sk myOsIidHa a0o sSK IpUBaTHA XMapa
Ta YOPABIATHCA SK OpPraHi3alisiMU — KOPHCTyBayaMHM XMapH, TaK 1 TPEThOIO CTOPOHOIO.
ITepeBara Takoi CTpyKTypu — (hiHAHCOBHM BUTpAIll YYaCHUKIB CIILJIBHOTH, OCKIJIBKH CIiJIbHA
xMapa € (paKTHUHO OJHOIO BEIHMKOIO IPUBATHOIO XMapOI0, 10 epedyBa€e B eKCIUTyaTallii rpymnu
KOPIIOPaTUBHUX KOPUCTYBAUiB;

2iopuoni (hybrid) xmapu — e xmapHi IHPPACTPYKTYPH, SKi € CIIOTYYEHHSIM JIBOX 200
OinbIIe TPHBATHUX, KOMYHAJIbHHX ab0 myOmiuHux «xmap». Lli Xmapu € yHIKaJbHUMH
CaMOCTIMHUMU CYTHOCTSIMH, 3’ €IHAaHUMH MiX COOOI0 CTaHJapTHU30BaHUMHU ab0 MPUBATHUMHU
TEXHOJIOTISIMU, IO Ja€ 3MOry NEPEHOCHUTH MDK HHMH JlaHlI Ta MPHUKJIAaIHI Iporpamu
(HampuKIaa, pecypcu IMyOaiYHOI XMapu MOXKYTh OyTH BHKOPHUCTaHI JUIsl OajaHCyBaHHS
HaBaHTa)XCHHA MK XMapaMmHu). BiTHOCHO ypa3nuBi, cekpeTHi JaHi Ta 613HEC-KPUTUYHI JOJATKU
30epiraroTh y HpUBaTHIM XMapi B Mexkax TiOpHIHOI XMapu, B TOW dYac, SIK OJNATKH, SKi
BHUMAararoTh MEHIIOI 6e3neKku — y myOmiunii xmapi. ['10puaHi XMapu HakMEHII PO3MOBCIOIKEH1
cepea ycix XMapHHX iH(PpacTpyKTyp, MpoTe iM NMpUTAMAHHUN HAWBUIIMN TEMIT 3POCTaHHS
o0cAry puHKY — ouikyeTbes, 1mo A0 2020 p. 1o 90 % opranizaiiii, 1m0 3aay4aTUMyTh XMapHi
iHdpacTpyKTypH, OyayTh BIPOBAKYBaTH TiOpWaHI BapiaHTH Xmap [28], moemxHyro4H
aNbTepHATHBHI MepeBaru myOJiYHUX Ta MPUBATHUX XMap.

[Momo wmacudikamii Oi3HEC-MOJENCH XMapHHX EKOCHCTEM 3a 3MICTOM IPOITO3HIIil
I[IHHOCTI, TO HMHI BUAUISIOTH HACTYIHI 0a30Bi piBHI HaJaHHI XMapHUX mocayr [29; 18; 25]:

ingppacmpyxkmypa ax nocayza —1aaS, Infrastructure as a Service (HP, IBM, RackSpace,
Microsoft, VMWare, Oracle, Amazon Web Services, Red Hat tomo). [aaS — e Hamanas
BIpTyaJIbHOI KOMIT FOTEPHOI 1H(GPACTPYKTYpPH SK TOCIYTM Ha OCHOBI KOHIEMIIi XMapHUX
o0uMcieHb, 1o 3abe3neuye epeKTHBHINIE BUKOpPHCTaHHS wLiel iHpacTpykTypu. Oruiara
3MIMCHIOETHCS 32 4acOM YM OOCSTOM BMKOPHUCTAHHS HaJaHUX pecypciB. Ha ocHoBi Oi3Hec-
Moneni mpoBaiinepa laaS posBuBaeTbcs monenb «OyaiBHuKa xmapu» (Cloud builder),
MPOIO3ULIS LIIHHOCTI SIKO1 [OJISITa€e y Ha/laHH1 KOHCAJITUHIOBUX MOCIYT 3 TOOY0BY IPUBATHUX
xmap. Taki mocmyrum Bxe HanaroTh, Hampukian, Capgemini, CSC, HP, ta IBM. Ilono
npono3uuii miHHocTi, K.Baliuxapar [32] po3pi3Hs€ HaAaHHS TOCIAYrd 3 MPOBEICHHS
oOuucnens (Hampuknaa, http://aws.amazon.com/ec2/) 1 mocnyru 3i 30€peKeHHS JTaHUX
(manpuxnana, http://aws.amazon.com/s3/). Monenb HIHOYTBOPEHHSI — IMEPEBaXXHO TUIATa 3a
BUKOPHUCTAHHA UM MIAMKCKA; JOJATKOBOI IIIHHOCTI IPOMO3HUIIii HaJae MPOIIOHOBAaHA TMOCIyTa 3
yIOpaBIiHHSA amapaTHUM 3a0e3neueHHsSM 3 iHoro MacmraOyBaHHsAM sk Yy RightScale.
[lepeBaramu AJisi CrioKMBaya €: CIPOLICHHS KepyBaHHS 00JaJHAHHSAM; 3MEHIIEHHS BapTOCTI
OHOBJIEHHS Ta MacuTaOyBaHHS OOYMCIIOBAJILHUX pECYpCiB; 3MEHILIEHHS BUTpAT Ha
€JIEKTPOEHEPTit0, CUCTEMHU OXOJIOKEHHS;

naameopma sk nocayea — PaaS, Platform as a Service (Google App Engine, Microsoft
Azure Tomo). Mojens nependadae HaJaHHS CIIOXKMBA4Ye€Bl MOJKJIMBOCTI BHUKOPHUCTaHHS
XMapHO1 1H(PaCTpyKTypH Ui po3MilleHHsI 6a30Boro nporpamHoro 3abesneuenns (I13) mis
MOJAJIBIION0 PO3MIILIEHHSI HA HOMY HOBHX a00 iCHYIOUMX JIOJIaTKiB (BJIACHHUX, PO3POOIIEHUX
Ha 3aMOBJIEHHs a00 MpuAOaHMX THUpaKOBaHUX aoaaTkiB). Hampukman, Google Apps Hamae
nonatku st Oi3HeCy B PEKHMMI OHJIAMH, JOCTYN N0 SIKUX BiJOYBA€THhCS 3a JOMOMOTOIO
IaTepuer-6paysepa, Toxi sk 113 1 nani 36epirarotecs Ha cepBepax Google. K.Baiiaxapar [32]
BUJIISE HaZlaHHA Tu1aTdopM Ui po3pobku BiacHoro [13 (Morph Labs, Google App Engine,) 1
JUIST BIOPOBADKEHHS JOMATKIB JUIsl YIpaBiiHHSA Oi3HECOM 3a JO0MOMOTO icHyrouoro [13
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(Salesforce), noctym mo sikoro B 000X BUIIAJKax HANAETHCS HpoBaiaepoM xmapu. Jloxina
OTPUMYETHCS SIK BiJ MPOBaAMHTY 1HOPACTPYKTYypH, K B [aaS, Tak 1 BiJ CIPUSHHS yrojaam
KYMiBIi-ipoiaxXy. Mojenb I[iHOYTBOPEHHS — NEepeBaXHO IUIaTa 3a BHUKOpPHUCTaHHS [32].
[lepeBaramu PaaS € MOXIMBICTh 3aJlydeHHS 1HHOBAIIHHOTO IIOTEHIlIATy CIOKUBAYiB,
OCKUIBKH JJOJATKH CTBOPIOIOTHCS B MEXKAX TOi caMoi MmIaT(OopMu 1 JIETKO IHTErpylOThCS B Hel,
a TaKOK 3MEHUICHHS 3aJIeKHOCTI TEXHOJIOT1] BiJl HAssBHOTO 00JaIHAHHS;

npozpamne 3abesneuenns ak nocayea — SaaS, Software as a Service (SalesForce,
NetSuite, Dropbox, cepsicu Gmail tTa Google docs tomio). Ile moxenp mocraBku I13, sika
nepeadavae po3MilIeHHs J0JaTKa Y po3poOHHKa, TPOBaiiiepa Ui TPEThOi CTOPOHU 3 HAJJAaHHAM
KIIIEHTaM JOCTYMY A0 IBOTO JI0JaTKa 3 PI3HUX KIIEHTCHKMX MPHUCTPOIB 3a MiAMUCKOI0 YU Ha
OCHOBI BpaxyBaHHsA (akTHYHO BHUKOpUcTaHoro Tpadika. ILleii piBeHb 3abe3meuye
MOBHO(YHKIIIOHAJILHE 3aCTOCYBaHHS KOPUCTYBa4yeM J0JIaTKa, [0 BUKOHYE TEBHI (YHKIIII,
HaNpUKiIag, poOoTy 13 300pakeHHsIMHI a00 3BYKOM. SaaS sBisie COO0I0 MOAATIBINY €BOJIOLIO
PaaS; y pasi SaaS cnoxuBay J1icTaHe MOXKIIMBICTh KOPUCTYBATHUCS OIaTKaMU TIOCTaYallbHUKA,
10 BHKOHYIOThCS B Xmapi. Came med piBeHb BijmaneHoro mocryny no I3 Haiigacrimie
3aCTOCOBYEThCSI B c(epl ympaBiiHHS JIOJCRKUMH pEeCypcaMu, YIPaBIiHHS BUTpaTaMu,
KaHaJIaMH 3B’s13Ky Ta B CHCTEMax yIPaBIIiHHS CTOCYHKaMu 31 ciokuBadamu (CRM). Mozens
I[IHOYTBOPEHHS — MiANKCKa, IUIaTa 3a BHKOpucTaHHs, freemium [32], a y Bumamky, Koyiu
MPOTIO3ULIIEI0 IHHOCTI € BIpTyadbHHUI MAapKETIUICHC — MOJIENb JUHAMIYHOTO LIHOYTBOPECHHS
(Zimory.com). IlepeBaru Mozemni — 3MeHILIEHHSI BUTPAT Ha po3poOKy I13 Ta crporienHs ioro
BUKOPHCTaHHs 3a paxyHok Web-TexHouorii;

ynpaeninna diznec-npoyecamu Ak nocayza - BPaaS (business process as a service). Lle
MOJIeNIb HaJlaHHS TIOCIYT 3 BUPIMICHHS KOHKPETHUX Oi3Hec-3ajad 3a JONOMOTO XMapHHUX
TEXHOJIOTI 4K Tepenadi B YOPaBIiHHS IMPOBailiepy XMapHOIro cepBicy Oi3Hec-MpoleciB
kommanii. Ha Bigminy Big SaaS, komu B opeHay uepe3 xmapy Hagaerbes 113, 3 skum mparroe
ciiBpoOiTHUK KomriaHii, BPaaS nepenbauae moBHy nepenauy mpoiecy B ayrcopcunr. OmnaTta
TAKOTO ayTCOPCHHTA HJe 3a (PiKCOBAHOIO IIHOO YM 32 ()aKTOM CIIOKMBAHHS MOCITyrd. MoJienb
BPaaS mnpuBabnuBa Juid crnoxuBayiB (KOMIaHiM-3aMOBHHKIB), y SKHMX € TmoTpeba B
aBTOMaTu3alii TUIOBUX pOOIT, IIO MOBTOPIOIOTHCS, aj€ HEMAaE 3aKpilVIEHUX 3a IUMHU
npolecaMy MEHeKepiB UM KBaTi(iKalis OCTaHHIX HEAOCTAaTHSA. 3a KiIacU(iKalliero KOMIaHii
Gartner, B mexxax BPaaS citiz okpeMo BUIUIMTH TOCTYTH HaJaHHS peKJIaMu Ha 0a3i XMapHUX
cepeiciB (Cloud-based advertising), mociyru 3 opranizamii enekTpoHHoi komepuii (E —
Commerce Services), mociyru 3 ympaBiinHs rnepcorasom (Human Resources) i mociyru 3
npuiioMy oraty depe3 riatixai cucremu (Cloud Payment Processing). Ilpu npomy Benuky
YaCTKY PUHKY CKJIajae came «Pekiiama sik XmMapHa mociryray, 10 skoi Gartner BiJITHOCUTB TUIBKH
pexiiamy, IPOoAaHy B PEKUMI OHIaHHOBHUX ayKuioHiB [14]. [lepeBara uiei Mmonemni juist Oi3Hecy
— 3MEHIICHHSI BUTPAT Ha YNPABIiHHA PYTUHHUMH TPOILIECAMH, NPUCKOPEHHS BHBEICHHS Ha
PUHOK HOBHX ITOCIYT T4 MOXJIUBICTh IX MOJIETIOBAHHS.

B nonmatox mo mux 4-x piBHiB kommnauis IBM Buminse mie onuH, mSTHH piBEHb —
npodeciitni mocayru (Professional Services as a Service). Ilpuknang — cepBic Amazon
Mechanical Turk (MTurk), sikuif € MaliJTaHIMKOM KpayJICOpPCHHTa, IO Aa€ po3poOHukam I13
3MOry 3aiyyaTH (paxiBI[iB JUIsi BUKOHAHHS 3aBJaHb, SKI HE MOXKHA JOPYYUTH KOMII IOTEpy
(Human Intelligence Tasks).

KpiMm omucanux Bumie 0a30BUX pIBHIB (MoAeneil) HaZaHHS XMapHUX TMOCIYT,
KOPHUCTYBA4Y€Bl MOXKYTh HaJIaBaTHCSI CIICI1aJII30BaH1 CEPBICH [ 5], SIK1 € YaCTKOBUMU BUTIAKAMH
neBHUX 0a30BMX CeEpBICiB uM 1X KoMOiHamismu, Hanpukiam: DaaS, Desktop as Service
(BipTyanbHH poOoumii ctin sk mociyra); WaaS, Workplace as Service (poGoue wmicie sik
1oCIyra) — HaJaHHsS BIpTyali30BaHOro pobouoro micus, dactkoBuil Bumanok laaS; CaaS,
Communication as Service (koMyHiKalIlii K OCJTyra) — HaJaHHsI XMapHUX mocayr 3B 13Ky (IP-
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tenedonii, momTu Toio); SecaaS (iHdopmariiina Oe3neka sk mociyra); BaaS, Backup as
Service (pesepBHe KolmiroBaHHsA SIK mociyra); aPaaS, application Platform as a Service
(mmatdopma Oi3Hec-moAaTka SK mociayra) — pizHoBua PaaS, skuii mepenbadae mocrym
CHOXHBaya 70 XMapHOTO CEPBICY, IO HAJAE€ TIOBHOIIIHHE CEPEOBHUIIC /ISl TPOSKTYBAaHHS Ta
po3ropTaHHs BiacHUX Oi3Hec-moaatkiB; DraaS, Disaster Recovery as a Service (aBapiline
BIJTHOBJICHHSI SIK IIOCIIyra), 3a $IKOi KIIEHT PEryJIspHO IUIATHTh BCTAaHOBJCHY JOTOBOPOM
CTPaxoBy MpPEMil0, a TOCTAYaIbHUK HAJa€ MOTY)XHOCTI Ha TUMYACOBIH OCHOBI, MIOKU KITI€EHT
BIJTHOBJIFO€ OCHOBHHUI MailfaH4MK ITiciIsA 30010 Ta Oararo 1HIINX.

BHecok OCHOBHHX MOjeiicii 0OCIyroByBaHHS y CBITOBUH PHUHOK XMapHHX IOCIYT
HaBeJICHUH Ha puC. 1, AMHAMiKa 3pOCTaHHS — Ha PHC. 2.

KepyBanns xmapamu
Ta cepBicH Oe3neku
6% BPaaS

PaaS
8%

SaaS
39%

Pucynok 1 — Po3mozis cBITOBOTO pHHKY XMapHHX ITOCIYT 32 MOJACSIMH 00CITyTOBYBaHHS, 32

[11, 13]
350 - —&— BPaaS
300 - 302,5
- PaaS
< 250 -
5 5
g SaaS
=]
7200 |
=
5
=
> == laaS
Z 150 4
=)
5 A 117,1
O
S 100 4 =l= KepyBaHHs XMapamu
83,5 Ta cepBicu Oe3mexkn
50 | 58,4
273 =@ XMapHi IocIyru
161 3aranom (6e3
0 BpaxyBaHHs XMapHOi

PpeKIIaMIL)
2015 2016 2017 2018 2019 2020 2021

Poxun

Pucynok 2 — Jlunamika 3pocTaHHsl puHKY XMapHUX nociyr (2015 — 2018 pp. — daxT, 2019 —
2021 pp. — mporHo3), 3a [22, 11, 13]
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SIx BuaHO 3 puc. 1 1 puc. 2, HaAROUTBIINK BHECOK Yy 3araJibHUi 00CAT XMapHUX TOCITYT
npunaaae Ha Mozens SaaS. Llst x Moenb JeMOHCTPYE HAHBUIINI MPUPICT 3aBIISKH TOMUTY HA
nocayru nepeseneHHs [T-iHppacTpykTypu B Xmapy, HIMPOKOMY BIPOBA/KEHHIO IITYYHOTO
inTenekty, [aTepHery peueii i ananizy Big Data [11, 17, 28, 10]. IIpoTe 3a TeMamu 3pOCTaHHS
(22,3 % y 2018 p. crocoBuo 2017 p.), us moxens nocrynaerscs PaaS Tta IaaS (26,1% ta 36,0
% BIAMOBIAHO), TP IBOMY TEHJCHIIIS Ha BUIIEpEKAr0de 3POCTaHHS IUX MOJeNel Oyne, 3a
nporuo3amu, 30epiratucs 10 2021 poky, Xoda 3arajibHi TEMIH 3POCTaHHS OYAYyTh MOCTYIIOBO
crioBipHIOBaTUCA. Cepen crneriaaizoBaHuX TOCTyr SaaS 3 ympasiiiHHS Oi3Hec-TporecamMmu
HalBHII TeMnu 3pocTanHs —y cdepi pimenHs ERM (Enterprise risk management, ynpasminas
pusukamu mignpuemctBa), CRM (Customer Relationship Management, ymnpaBiiHHS
crocynkamu 3 kimieHtamu), SCM (Supply Chain Management, ynpaBiiHHS JIQHITFO)KKaMU
IIOCTABOK) 1 JI0JaTKiB criibHOI aisutbHOCTI [10].

Icropuuno nepmoro Oyna mozaens laaS; eBomrorist Oi3Hec-mMozeneil BinoOpaxkae (akr
nepeaBaHHs Yy XMapHUH ayTCOPCHHI Bce OUIBIIOI KUIBKOCTI TOB’s3aHuX 3 IT-mporeciB
mianprueMcTBa 1 ckiranoBux iHdopmaiitaoi cucremu (IC), mo iX miaTpuMyroTs (puc. 3).

Moneni Hagaass [T sk mociyr
IT-ipontecu, mo Tpaauuiitna laaS PaaS SaaS BPaaS
MIATPUMYIOTHCS CHCTEMOIO IC, 10 2000 p. | (32000 (32005 (32009 (32014

p.) p.) p.) p.)

BcraHoBiICHHS 1 HaJaropKeHH
omepamiiHol CHCTEMH
Hamaromxenns Bizyamizamii
BunineHHS MepexeBHX pecypciB
Buninenns ¢isnuHNX cepBepiB
BupainenHs pecypciB MepexeBol
cucTeMH 30epiraHHs JaHuX
ba3u nanux ta CYB/]
VYnpapninHs 6e3neKor0
BcraHoBIICHHS MAaTYiB Ta
OHOBJICHB

Bceranosnenns nomarkoBoro 113,
0i0ioTeK eNIeMEHTIB
BuxonysaHi cepenoBuma /
mwratdopmu tumy Java, .NET
(Middleware, Runtime)
BcraHOBICHHS CKITaTHIX
JOJAaTKIB 3 0araTopiBHEBOIO
apXiTEKTYpPOIO

3aBaHTaKEHHS JaAHUX
KOpHCTYyBaJya

TexHivuHA MATPUMKA
VYnpaniHHs Oi3Hec-poLiecaMu
MoHiTopHHT cTaHy 0i3Hec-
CHUCTEMU

YnpaBiiHHS KIIOYOBUM Oi3HECOM

Pucynok 3 — EBosroriist mepenaBanHs Oi3HEC-TIPOIECIB MiMPUEMCTBA, IO 3aTy4aroTh 1T-
TEXHOJIOTI1, Y XMapHHi ayTcOpcHHT (Ha ocHOBI [18, 15]): He3amTpruxoBaHi KOMipKH
BIJITIOBIJJAIOTH MPOLIECaM, 1110 KEPYIOTHCS MPOBAWIEPOM XMAPH; 3aIITPUXOBAHI — CAMUM
nignpueMcTBoM (kopuctyBadem IT)
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Oxpim TOrO, Yy XMapHOMY 0i3Heci, B Mipy HOro pO3BUTKY BUHUKAIOTh 1 PO3BUBAIOTHCS
MOCEPETHUIIBKI 1 peKIaMH1 O13HEeC-MOJIeNi, a caMe:

xmapua peknama, Cloud Advertising. Mogens mnependayae HamaHHS peEKIaMHU
[IJTLOBOMY CITO)KMBA4eBl (SK IMPaBUJIO, HA OCHOBI ayKIIOHHOTO MEXaHI3MY) 1 CTATYBaHHS
OIIATH Y MOMEHT 3BEpHEHHS JI0 PeKJIaMHU KiHIIEBOTO KOPUCTYBAua;

opoxepcoki xmapni cepesicu, Cloud Services Brokerage (Alcatel-Lucent, AmberPoint,
CommonlT, Layer 7 Technologies Tomo). Moaens nependavyae HaJaHHS TPETHOIO CTOPOHOIO
TIOCJTYTH, sIKa T1IBUIIYE [IHHICTh OCHOBHOT TIOCIIYTH, JOTTIOMAarae BIPOBaIUTH XMapHUH CepBic.
Monenb 1oxony — OpoKepchKa;

inmezpamopu xmapuux nociye, Cloud integrator, Cloud Service Integration, laaS2
(eBRIDGE Tomo). Monens nepeadadae HagaHHS MOCIYT 3 IHTETPYBAHHS PI3HUX XMapHHX
CEPBICIB Ta BJIACHOT'O ITPOTPAMHOTO 3a0€3TICUCHHSI MiANPUEMCTBA.

OcTtanHIM YacoM y XMapHHX €KOCHCTeMax Iloyajlla BUKOPHCTOBYBATHCS 1 Oi3Hec-
Mozenb mopzoeys (Hanpukiaa, Capgemini) [29], 3a SKOi TPETHOK CTOPOHOIO 3IHMCHIOETHCS
MEPenpoiaXk XMapHOi MOCIYyrd YH IJIIMUCKA Ha Hel 3 HAJaHHAM J0JIaTKOBOI TOCIYTH
iHTerpyBanHs xmapHoro cepBicy y I[I3 mignmpuemctBa um ioro kacromizamii. Takox
noMpeHo crae Mojuenb eupoonuka (Cloud tool vendor) — BmacHuka i po3poOHHKA
IHCTPYMEHTIB TOOY/IOBM XMAapHUX CEpBICIB, 3a SKOi MPOIMO3UIIIEI0 I[IHHOCTI € came Ii
inctpyments (Cloud.com, Eucalyptus Systems, RightScale, Microsoft, Oracle, VMware).

Takum  umHOM, mepepaxoBaHi  Oi3Hec-MOAeNi  MalOTh  PI3HUU  CTYHiHBb
PO3MOBCIO/KEHOCTI Ta MEPCIEKTUBH 3pocTanHs (puc. 4).

- jlaaS
~ PaaS
) /'
KepyBanuns ( SaaS
XMapamu, | ‘\
—,  cepBicH N g

Oe3nexn

777[}PaaS

¢ )

”e/)CH(’I\'HI UsU 3pOCMAHHA

|
|

Pucynok 4 — Matpu1is 3pii0C€Ti MOJIene XMapHUX CEpBICIB (AlaMeTp KiJ BIAOBIIAE
BIZTHOCHOMY 00CSTy PHHKY), MOIU(iKoBaHO aBTOpamu 3a [18] 3 ypaxyBanusm [17]

Punkosa 3pinicme

Bupinennsi HeBHUpilIeHMX paHille YacTHH 3arajJbHOI MNpPo0JjeMH, KOTPHM
NPHUCBAYYETbCA CTATTA. Y YHMCICHHUX MYOJNIKallisfX, II0 CTOCYIOThCS Oi3HEc-Monenen
XMapHUX CEPBICIB, yBara 30CEpe/KYEThCS MEPEBAXKHO HA OMUCI BUKIIIOYHO PIBHIB HAJTaHHS
XMapHHUX MOCIYT YU CHOCO0IB TOCTYIY A0 HUX; MPAKTUYHO BiJICYTHE OOIPYHTYBaHHS BHOOpY
TOT'O YM 1HILIOTO PIBHS HAJaHHS Y CIIOCO0Y MPUAOAHHS XMapHUX MOCIYT, 1[0 BaYKJIUBE K TS
npoBaiiiepiB, Tak i I CIIOKKUBaYiB XMapHUX nociayr. OkpiM Toro, 6i3Hec-Mo/1enb HE MOXeE
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MapkeTHHr 1 TU(POBI TEXHOJIOTIT

BU3HAYATHUCS JIUIIE PIBHEM HalaHHS XMAaPHUX TOCIIYT: 32 OJJHOTO i TOTO CAMOTO PiBHS HaJaHHS
XMapHOI MOCITYTH MOXJIMBI Pi3H1 MOJIEJIi OTPUMaHHS J0X0/1y Ta Pi3HI MPOIO3HUIIIi IHHOCTI, 1110
TaK0 BUMarae OOIpyHTYBaHHS.

@opmy/IIOBaHHS MeTH CTarTi (MOCTAaHOBKAa 3aBAaHHs). MeTow CTaTTi €
cUcTeMaTH3allist THIoJorii Oi3Hec-mMozeneil XMapHuUX Oi3HECIB Ta BHSBICHHS IEpeayMOB
YCIIITHOTO BIPOBAKCHHS IEBHUX MOJICIICH.

BukiiajeHHs1 OCHOBHOr0 MaTepiajly JOCJiIKeHHS 3 NMOBHHUM OOIPYHTYBAHHAIM
OTPUMAHUX HAYKOBHUX pe3yjbTaTiB. XMapHi OOYHCIICHHS SBJISIOTH COOOK MOJIENb
3a0e3medeHHs MOBCIOIHOTO 1 3pYYHOTO MEPEXKEBOI0 IOCTYILY «Ha BUMOTY» JI0 CIIIJIBHOTO MYy
KOH(IrypoBaHMX OOUYHCITIOBAILHUX PECypcCiB (MEpexk, cepBepiB, 3ac00iB 30epiraHHs JaHUX,
JOJIATKIB 1 CEpBICIB), SIKI MOXKYTh OIEPATUBHO HAJABATHUCS 1 BUBUIBHATHCS 32 MiHIMAJIbHUX
yIPaBIIHCBKUX BHUTPAT Ta 3BEpPHEHb 0 mpoBaiinepa [27]. Xmapui ob6uucinenns (Cloud
Computing) e rexHosoriuauM pynaamentom xmapaux mociyr (Cloud service) [14] 3 naganHs
IT-pecypciB B openay. PesynbpTaTil aHanmizy HaBeIEHHUX Y JliTepaTypi kiacudikamiii Gi3Hec-
MOJIeJIe XMapHOTO Oi3HECY HaBEACHO y TaoI. 1.

Tabmuns 1 — bizHec-moneni xMapHoro 6i3Hecy

Astop | Kommnonentu Knacnoixaniiini Tunomoris
O3HaKu
1 2 3 4
I1. Men, T.|AxTOopHu PiBeHs HamaHux 3a nepiioro o3uakoro: [13 sk mocnyra (SaaS); miatdopma sk
I'panc [27]|(npoBaiizep, xmapHux [T- nocayra (Platform as a Cloud (PaaS)); indpactpykrypa sik
(2009) KOPHUCTYBa) Ta |OCIYT. nocnyra (Infrastructure as a Cloud (1aaS)).
poui (byskmii  |Crocid 3a qpyroro 03HAKO: MPUBATHA, MyOJiYHA («BIAKPUTAY)
npoBaiiaepa; BIPOBAKEHHS XMapa, XMapa CIiIHOTH YH Ti0pUIHa XMapa.
MOYKJIUBOCTI XMapH.
KOPHCTYBava)
K. Baita- |PiBensn PiBeHr HamaHnx Twumn Mozeni 3amaeThbesi KOMOIHAIIEIO 3HAYEHD O3HAK:
xapar [32] [BipTyasibHO xmapuux [T- 1-a o3naka: laaS, PaaS, SaaS, AaaS (Application as a service
(2009) "HagaHux IT- TOCHYT. — Oi3HeC-/10/1aTOK SIK MOCITYTa);
TTOCTIYT. [pono3utis 2-a o3HaKa: iH(pacTpyKTypa, 30epiraHas JaHUX, 0a3u JaHUX,
[pono3uiris I[IHHOCTI. yIpaBIiHHS Oi3HEC-TPOIIeCaMH, MAPKETILICHC, OLTHHT,
/pyHKILIsA Y Monens 3BITHICTh, MOIITA, CMiJbHE 3aCTOCYBAHHS TaHUX, 00pOOKa
CTBOPCHHI IIHOYTBOpeHHs /  |manux, Web—cepBicy;
LIHHOCTI. JTIOXOTY. 3-s1 03HAKA: MOJIETi TIAMUCKH, IIATH 32 00CAT OTPUMAHOT
Monens nociyru (pay-per-use), BUIbHHN TOCTYN Ta JUHAMIYHE
1IHOYTBOPEHHS I[IHOYTBOPEHHS (11 MAPKETIUICHCIB).
M. Ixxe- |PiBeHn PiBenp HagaHux 1. I13 six nocnyra (SaaS) Ha onHii 3 4-X cTajil 3pinocTi, Bij
Kew, A. BipTyaJIbHO xmapHux [T- SaaS 1 (moctym gepe3 Web, 6e3 3MaTHOCTI O pO3MIMPEHHS)
JIyu [24] |napanux IT- TOCHYT. 1o SaaS_4 (posmmpeHHs Ha OaraToninboBii miatdopmi,
(2010) TTOCTIYT. CrymiHb 3pilocTi  |HOBLTBHA KUTBKICTE opeHnapi [13 i B1acHUKIB).
Monens xMmapHoi ociyru  |2. [Tmatdopma sk xmapHa mocayra (PaaS) Ha oxHiit 3 3-x
XOCTHHTa (BU3HAYAETHCS cTaniit 3pinocti, Bix PaaS_1 no noBHOMacmtabHOT
XMapH. XMapHHMH JIaHKaMH [0araToniieoBoi PaaS_3.
Moens 10X0ay. | TaHITIOKKA 3. lindpactpykrypa sk xmapHa nociyra (laaS) Ha oxniii 3 3-
Crmoci6 IIHHOCTI, X CTajiit 3pinocTi, Bij cnado BipryanizoBanoi 1aaS 13
BIPOBADKEHHS  |3/IATHICTIO JI0 nocrynom yepes Web 10 MacimraGoBaHoi, TOBHICTIO
(coxxuBaHHs) |MaciTabyBaHHs,  |BipTyaii3oBaHoi laaS_3.
XMapH. cnocobom goctymy, |4. I'iopuani moaeni: laaS & PaaS; laaS & SaaS; PaaS &
XMapHi JJaHKA ~ |IpaBamMu Ta SaaS; laaS & PaaS& SaaS.
JIAHIIFOKKA KIIBKICTIO KosxHa 3 Mozeneil Mo)ke MaTH KilIbKa BapiaHTIB peaizalii,
(dopmyBaHHS MOCTA4YaJIbHUKIB TA |3aJIE)KHO Bl MOZENI XOCTUHI'Y (CHIOKHMBAHHS) XMapH Ta
LIHHOCTI. CIIO)KMBaYiB Mo/IeJI IHOYTBOpEHHs (IiIKCKa YM TuIaTa 3a (pakTHIHO
MIOCJIYT, iX POJISIMH) |OTPUMAaHy HOCIYTY).
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ITponoBxenns Tadm. |

1 2 3 4

Kowmmnanis |PiBeHb PiBenp Hamanux |38 TUMIIB MOJETCH, SIKI BIAPI3HAIOTHCS X04a O 32 OJTHOIO 3

«Iapt- BipTyanbHO xmapHux IT- HaBeJeHUX o3HaK. lIpuxiianu Mojenei: XxMapHa cucTeMa

Hep» [2] |mamanux IT-  |mocmyr. 36epiranss ganux (Cloud Storage); Opokepchki XMapHi

(2012) HOCHYT. [Mpomno3umis nociyrd (Cloud Services Brokerage), xmapui BPM-tnardopmu
3MicT L[IHHOCTI. (BPaaS); kopnopatusHi noprainu sik nociyra (Enterprise Portals
MPOTIO3HUIIIT Cranist KTy as a Service); iartdopma sk mocnyra (PaaS); xmapHa / Be6-
IIHHOCTI. «axioraxxaoro» |mratdopma (Cloud/Web Platforms); xmapha pexmama (Cloud
Monens TIOTIUTY. Adpvertising); iHTerpamis sik mociyra (Integration as a Service);
JIOXOTy. Crymiss 3pinocti |0e3meka sik cepBic (Security as a Service); [13 sk mocioyra
Hoctym o TEXHOJIOTII . (SaaS); I13 aBromaru3ariii pecypcis 3 mpogaxis (SaaS Sales
XMapHOTO KopucHicts Force Automation).
cepBicy TEXHOJIOT1

K. Epek, |Crpareris Crparerii 6i3Hecy. |KoMOiHaIii 3Ha4eHb KITacU(piKaIiiHIX O3HAK.

B.3ap-  |0i3Hecy. [Mpomno3umis 1. Crparerii 0i3Hecy: a) MapKETHHIOBa CTpaTeris (aaanTaris 10

HEKOB, [Mporo3uwist  |iHHOCTI. ICHYIOUOT'O pUHKY; (DOpMYBaHHSI pUHKY YKJIaAaHHIM

C. Jlabec |miHHOCTI. CrBOpeHHS IHCTUTYLIHHUX yroJ; nudysis); 0) BUXix HA pUHOK (HOBauOK

[25] JocraBka LIHHOCTI PHMHKY; PO3ILIMPEHHS PUHKY; TpaHC(ep HOY-Xay); B) THIL

(2013) IIHHOCTI (mapTHEpH, auBepcudikanii (BepTUKaIbHA, TOPU30HTANIbHA; OiYHA).
(xaHamm po3-  |pecypcH, 2. [Ipono3uiis MIHHOCTI: a) OCHOBHHUI MPOIYKT (30epiraHHas
TIOBCIOJDKEHHS, |IiSUTbHICTB, JAaHUX; 00YHCITIOBATbHA MEPEXa; CEPEAOBHIIIE PO3POOKH;
MOJIEITh BUTPATH). iHCTpYMeEHT po3poOky; [13; 6i3Hec-mporec); 6) cucreMa
JIOXOIY). JlocTtaBka MPOAYKTIB (0a3a NaHWX; MOIIYKOBHK; OiTiHT; MECEH I)KIHT;
Mepexa IIHHOCTI 00poOKa TaHWX; aAMiHICTPYBaHHS, MapKETILICHC);
TapTHEPIB, (IiTPOBHH PUHOK; |B) aCOPTHUMEHT CUCTEMH MPOIYKTIB (IIUPOKHUIT; 0OMEeKeHHH);
pecypcH i BUAM |pO3MOBCIOKEHHS |T') BEpTHKaJIbHA TUBEPCU(BIKOBAHICTh CUCTEMH NPOIYKTIB
JUSUTBHOCTI 1 CTOCYHKH 3 (Bemuka; oOMexeHa); 1) TOJATKOBI MOCIyry (IHTErpyBaHHS;

KITIIEHTAMH). KOHCAJITHHT; JIFOJACHKI pecypcu; miarpumka [13); e) moaensb

Mogens noxony
(mxepeno, MOAETH
OTLIATH)

MOCTa4YaHHs MMOCIyry (IpUBaTHA XMapa; KOMyHaJlbHa XMapa;
ribpuaHa xMapa; myoJiuHa XMapa); k) CIIOKHUBYA IIHHICT
(xoHCOMImaIis; CTPYKTYpYBaHHS; CTAHAAPTH3AIIS; THYUKICTB;
MacITaOyBaHHS; €KOHOMisI BUTPAT; CKOHOMIS 9acy; CTIHKICTB).
3. CTBOpEHHS IIHHOCTI: a) Mepeka MapTHEePiB: THIT KOOTepartii
(exocucTeMa; CTpaTETiYHIH absHC; BiIbHA CITIBITPALIS;
puaOaHHs ); THUI JisSUTEHOCTI TapTHEpa (TeXHOIOTIs; Oi3Hec;
KOHCAJTHHT); 0i3Hec (TToi0HMIT; KOMITIEMEHTapHUH;
3aMiHIOI0YHI); 0) pecypcH 1 AisUIbHICTB: pecypcH (amapaTHe
3abe3neueHHs; [13; Mepexa; qaHi / KOHTEHT; HOY-Xay; JTOACHKI
pecypcH); BUJ IisIbHOCTI (BUPOOHMIITBO; arperyBaHHs;
IHTErpyBaHHs; KOHCAJITHHT); B) BUTpaTH (IHBECTHILINHI,
oriepaliiHi BUTpaTH).

4. loctaBka I[IHHOCTI: &) LiIbOBUI PHHOK (MacOBHH,
rary3eBHii; Hilma); 0) MTbOBUI CErMEHT CIIOKUBAYIB
(mignpuemcrea CMB; crapranm; rpoMaachKuit cekTop; izudHa
0co0a); B) pPO3MOBCIO/PKEHHS i CTOCYHKH 3 KITIEHTaMH: KaHaI
komyHikanii (IaTepHeT; TenedoH; APyKOBaHI MecemxKi;
0COOHMCTO); KaHAT PO3IIOBCIOKCHHS (MEPEKEeBHA iHTEpQeEiic;
MOOLThHUH Tene]oH; caliT); T) B3aEMOIis 3 KIIIEHTaMHU
(camMm000CyTOBYBaHHS; OHIAWH-TIPO]iB; CHIIBHOTA;
MiATPUIMKA; MOHITOPHHT; TIPO30pPi YTOAX PO PiBEHb HAaHHS
TTOCITYT).

5. Monens noxoay: a) Kepeno A0Xoay (OCHOBHA TIOCYTa,
JI0JIaTKOBA TIOCTyTa); 0) MOJEINb OTIaTH (pa3oBa; MiAM1ucKa;
pe3epBYBaHHS; IJ1aTa 32 BAKOPUCTAHHS; MUTTEBA CILIATa B
MOMEHT ITOCTaBKH; OE3KOIITOBHO) B) MapTHEPChKA MOJENb

(cTIoHCOpCHKA; peKIIaMHA; KOMICisl; YWICHCTBO).
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B. Jlitomenko po3risgae XMapHi TEXHOJOTIT K HOBY Oi3HeC-MOJeNb 3 HaJaHHS Ta
OTpUMaHHS 1H(OPMAIIHHUX MOCTYT, IO Ja€ 3MOTY 3HM3UTH SIK ONEpaTHBHI Ta KaIliTaJbHI
BUTpaTH, Tak i BuMoru Ao IT-mepconany; sk cBoepigHHMil iHCTpyMeHT ayrcopcunry IT-
TEXHOJIOT1H, IO B i7iealli MOXKe JaTH YKPaiHCHbKUM MiJIPUEMCTBAM 3MOry 3BecTd mMojenb IT-
CEepBICY 10 TEPEeNiKy armapaTHOro 1 MPOrpaMHOTO 3a0e3rneueHHs, HeOOX1THOTO ISl BEJCHHS
Oi3Hecy, 3 moctymoMm uepe3 mepexy Iarepuer [9]. ns BupoOHuKiB IT-mocmyr xmapHi
TEXHOJIOTIl, 3a YMOBH KOPEKTHOTO OOpaHHsS MOJeni CBOro Oi3Hecy, [alTh 3MOTY
MaJIOBUTPATHOTO 1 IIBHUJKOTO BIPOBA/KEHHS HA PHUHOK CBOiX MPOAYKTIB, IO OCOOJIMBO
B)XJIUBO 11 MOJIOJAMX BUPOOHUKIB IHHOBAIIHHKX CIIEIiali30BaHUX MPOTPAMHUX MPOIYKTIB.

OcTaHHIM YacoM 3’ BHJIMCS] pOOOTH, MMPUCBSIYCHI MOOYI0BI YCHIIMIHUX O13HEC-MOJIENICH
HaJIaHHS CTIeNU(IYHUX XMAPHHUX TOCIYT, 30KpeMa, IMOCIYyT 3 KOMIT I0TEPHOTO MOJIEIIIOBAHHS
[26], y IKHX TIPOIIOHYIOTHCS PO3TOPHYTI Oi13HEC-MO1eJIi POITOHYBaHHS CHEIU(IYHUX ITOCTYT 3
MOJICITFOBaHHS Jyisi Oi3HECY KOHKpeTHOI kommaHii (“‘one-stop-shop” for a specific company),
ramy3i (“one-stop-shop” for a specific industry), XMapHOTO pO3LUIUPEHHS HASBHUX CTaHAAPTHUX
nporpam MozemoBaHHA Ha I1K, XMapHOro BUKOHaHHSI MOJEIIOBAHHS IIPOBAMIEPOM XMapH Ta
nocnyru MPaaS, To6to HamanHs mnatdopmu uis mozentoBaHHs. OxpeMi Oi3Hec-Mojeni
IPOMOHYIOTBCS TaKOX Ui OpoKepiB 1 iHTerpatopiB xmap [29], a Takok s XMapHUX
MapkeTmieici [21] 1 xmapHuX exocucteM 3aranom [20]. Cepsicu Ta miaTdhopMu elNeKTPOHHOT
KOMEpIIii, SIKi HWHI HAJal0ThCs, BBAXKAIOTHCA YU HE HAMKpAIIMM PIilIEHHSAM IS OpraHizamii
€JICKTPOHHOI KoMepiii (Tadut. 2).

Tabmuis 2 — [Tnardopmu Ta cepBicH eIEKTPOHHOI KOMEPIIIi, [0 HAJTAKOTHCS K TOCIYTH 3a
6i3nec-moenssmu PaaS uu SaaS (po3pobiieno aBropamu 3a [16])

Hassa BizHec-moens (piBeHb [Ipomno3wumis iHHOCTI CrioxuBad (IUTHOBUH
wiaThOpMH 4u HaJaHHS TTOCITYTH, CETMEHT)
cepBicy MOJIEITb I0XOY)
Symphony SaaS, migmucka CTBOpEHHS 3arabHOi apXITeKTypH Maumii, IBHIKO
Commerce MPOEKTY opraHizamii [aTepHeT-TOPriBIi, | 3pocTaroumii Oi3HEC
BUPIIICHHS] TEXHIYHUX [IUTaHb
Squarespace PaaS, Freemium [11a6Ji0H eNneKTPOHHOTO MarasuHy Ta Maunuii 6i3Hec

CKJIaJly, 3aBaHTaXKEHHS HEOOMEIKEHOT
KIJIbKOCTI TOBapiB

Magento Paa$S, Freemium, [1aGnon opranizarii eJIeKTPOHHOTO Cepeaniit i Mmanuii
BIJIKPUTHH NPOTPaMHHIA PO3IpiOHOTO TOPTOBIIS; I0IATKOBI 6i3nec (CMB) 3
KoJ 0€3KOIITOBHI PO3UIMPEHHS AJIs aHAJI3Y BrnacHumH IT-
KOPHCTYBAIIbKOT MOBE/IIHKU Ta (axiBisiMu

TIepCOHaNI3aIi{ MPONO3HIIii
CommerceHub | SaaS, mignucka, riata 3a|  YrpaBiiHHS Ta OpraHizallist B3a€MOIii Craprarmm, cepeaHii

BUKOPUCTAHHS ITOCTAavYaIbHUKIB 3 MMPOIABISMHA 0i3Hec 31 cTpaTeriero
3pOCTaHHS
Drupal PaaS, miamucka, mrara 3a| HamaromxkeHHs ta ontumizanis podounx | CMb 3 Bmacanmu IT-
Commerce BUKOPUCTAHHS MIPOIIECiB EIEKTPOHHOI KOMEPIIil (haxiBIsMu
Shopify PaaS, minmucka, miara 3a CTBOpEHHS i HAJIATO/KCHHS OHJIAH CepenHiit 6i3Hec,
BHUKOPHCTAHHSI. TOPTiBEILHOTO MalJaHIHMKA. HaWMnonyJspHima
Bnacuuit marasun Buachi nogatku (Haiaromkenus SEO, miatdopma
JoaTkis - Freemium PO3IHUPEHHS JUIS COLIATbHUX MEPEex)

C. Jla6ec, K. Epex ta P. 3aprekoB [25] 3a pe3yiapTaTaMu aHali3y CTaHy BUPOOHHKIB 1
MOCTaYaJIbHUKIB XMapHUX TOCIYT BUAUTWIIA 5 BEJIMKHX KJIAacTepiB, KOXKHOMY 3 SKHX
MpUTaMaHHa BJacHA yCIilliHa O13HEC-MO/IeNIb HaJJaHH XMapHHUX MOCTYT:

1) HimeBi npoBaiiiepu 3 iHAUBIAYaATbHUMH OCITyTaMH 1 PiKCOBaHUM LIHOYTBOPEHHSIM;
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2) nocrayanbHUKH [T-mociyr 6€3 BIacHOTO anapaTHOTO Ta IPOTrPaMHOT0 3a0e3MeYeHHs
abo pecypciB HOy-Xay, NPUAATHUX AJIS NIEPETBOPEHHS y CTaHIAPTU30BaHI XMapHi MOCIYTH.
EdexTrBHa Moaens Oi3HeCy — iIHAMBIIya bHI MOCTYTH Ha HIIIEBUX PUHKAX, YIaCHUKH SKHX HE
BOAUaTUMYTh IIepeBar y nepexoji B XxmMapy;

3) HOBa4yKM HAa PHHKY 3 MOciHyramu arperyBaHHs. EdexTuBHa Mozenbs Oi3Hecy —
peaizallisi CTaHAApPTU30BAHUX 1 MDKOIEpAIIHUX XMapHUX IOCIYT, arperyBaHHs ICHYIOUHX
XMapHHUX TMOCIYT, PO3MUPEHUX TOJATKOBUMHU MOXKIUBOCTSMU;

4) nuBepcudikoBani iHTerpaTopu PaaS 3 BenukHM OCBiZIOM, IO HAJIAIOTh
KOHCYJNbTaIliifHI mocnyru. bisHec mae (Ga3yBaTucsi Ha BUKOPHUCTaHHI BJIACHUX HOY-Xay IS
CIPUSIHHS. HOBUM IOCTa4YalIbHUKAM MOCIYT y XMapHOMY Oi3Hecl 3 30Cepe/KeHHIM 3YCHIIb Ha
00’eqHaHHI (IHTErpyBaHH1) MOCIYT 1 MOCTyrax KOHCAJITHHTY;

5) mpomaiinmepu IT-mocayr 3  BIaCHUMH  CTaHJAPTU30BAHMMH  amapaTHUM
3abe3neuenHsM i I13. EdextuBHa Monenp Oi3HeCy — MOCTA4aHHS XMapHUX IOCIYr /
1H(PaCTPYKTyp XMapu «Ha BUMOTY» Ha MAacOBUN PHUHOK, OCHOBHHI BUTpall — €KOHOMIisl Ha
mMacmTaoi.

Haityacrime 3acTocoByBaHMMH MOJENSMU JOXOQy € TMIANKWCKA Ta TIUlaTta 3a
BUKOPUCTAHHS, IIO TOSCHIOETHCS IPOCTOTOK IX 3aCTOCYBaHHA Ta MPHUBAOJIMBICTIO IS
kopuctyBauiB [19]. HatomicTe y BUmanky kKomiuiekcHUX XxmapHux nociayr K. Baituxapar
BBa)XKa€ €PEKTHUBHIIIOI MOJIENb ayKIIIOHHOTO I[IHOYyTBOpeHHs [32].

[Tpu BuGOpi mposaiinepom IT-mociyr 6i3Hec-Moeni XMapHOTo 6i3HECY B aCIIEKTI PiBHA
HaJIaHHS XMapHOTO CEpBICY JOIUIBHO CKOPUCTATUCS TAOIUICI0 PECYpPCiB 1 MOKIMBOCTEH
HAJIaHHS MTOCJIYT Ha Pi3HUX piBHAX (Tabm. 3).

Tabmuus 3 — SkicHI XapaKTepUCTUKH 0a30BUX MOJIEICH HaIaHHSI XMAapHUX CEPBICIB
(po3po0ieHo aBTopamu Ha ocHOBI [23])

XapakTepucTUKA Ba3oBi MoJierni HaJaHHS XMapHHUX CEPBICiB

PiBeHr HamaHHA XMapHOT
MTOCTTYTH

laasS, Infrastructure as a
Service

PaaS, Platform as a
Service

SaaS, Software as a
Service

Koo po3poOHuKiB Ta
BIIACHUKIB IHCTPYMEHTIB

HOCTaTHLO IIUPOKE,
€JIAaCTUYHE,

[TomipHO By3bKe, 3/1aTHE
JI0 PO3IIMPEHHS

Jyxxe By3bKe i 3aMKHEHE

pO3poOKH

TTorenmian iHHOBALIH
Bapiantu ycnimanx
0i3Hec-Mojienei

MIPOHUKIINBE
Mannii
OOMexeHa KIJIBKICTh

Bucokwuii
Benuka KinbpKicTb

omipHuii
OOMexeHa KIJIBKICTh, X04a
Ginbia, Hix B [aaS

CKJIIaIHICTh BXOKECHHS Bucoka Cepenns Mana
Ha PHHOK

[Totpeba y BeHUYpHOMY Bucoka Cepenns Mana
Karitasi

Burpartu Ha BXOIKEHHS Benuki Cepenni Maui
Ha PHHOK

IuBecTHUIiiiHI BUTpaTH Benuxki Cepenni Mauti

3a pesynbTaTaMu JIOCHIDKCHb PE3YJbTaTUBHOCTI YHCJICHHHMX XMapHHUX Oi3HECIB
C.®noekep Ta @. Jlexnep [21] Buainmnm HU3KY GakToOpiB, AKi € KPUTUIHUMU JJIS1 YCHIIIHOCTI
Oi3Hec-Moenei nmposaiaepiB [aaS ta PaaS, po3ginueim ix Ha Tpynu 3a CKJIaI0BOO Oi3HEC-
MOJIeNl, SIKy BOHM XapaKTepU3ylOTh (TPOIMO3MUIliS LIHHOCTI, KIIIOYOBI PECYpCH, KIHOYOBI
JiSUTBHOCTI, Mepeka MapTHEPIB, CIIOKUBAIbKI CETMEHTH, KaHallu B3a€EMO/IIT 31 CIIOKUBAYAMU,
MO/JIeNTb (ITOTOKM) AOXO/AY Ta CTPYKTYpa BapTOCT1), IPUUOMY JIesiKi 3 IUX (PaKTOPiB € TUITOBUMHU
Juist Oynib-siIKOro O13Hecy, a AesiKi — cielupiuyHIMHU, TPUTAMAaHHUMHU CYTO XMapHHUM IOCITIyTaM.
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Jlo octanHiX B rpyni (akTopis, 10 XapaKTEPU3YIOTh MPOMO3HUIII0 LIHHOCTI, A7 Mojeni laaS
BIJTHOCSITE:

— MpPOMOHYBAHHS 1 yNpaBlliHHS OaraThbMa XMapamu, SIK BJIACHUMH, TaK 1 UyKHMH,
BHUCTYIIAIOUHU y pOJIi OpoKepa;

— MPOIOHYBAaHHS KEPOBAHWMH IIOCIYyTaMH, TOOTO MOCIYTaMH, SKi KOHTPOJIOIOTHCA,
MIePCOHAII3YIOTHCS Ta aNTPEeUIAThHCS MpoBaiiaepom laaS;

— MOXKJIUBICTB POOOTH Y MeXax «TriOpHIHO» XMapu;

— MPONOHYBaHHS MPUBATHUX XMap;

— TIPOTMOHYBAaHHS INUPOKOTO Jiama3oHy TOCIYr 3 TIIEPEHECEHHs HAasgBHUX Y
mignpueMcTBa Tpamuiidaux [T TexHosoriit y xmapy, mo 0COOJHMBO BaXIJIMBO IS 3PLIUX
BEJIMKHMX 1 CEpeAHIX MIANPHUEMCTB, AKi MOCIAAI0Th 3HAYHMNA OOCAT IMX TEXHOJIOTIH, y T.d.
crienuivHmX.

Jiis PaaS 1o Takux akTopiB HAIEKATh:

— MPOMOHYBAHHS IIUPOKOT'O CIEKTPa IHTErPOBAHKUX €JIEMEHTIB IIaT(GOPMHU K MOCIYTH
3 MOXJIMBICTIO BUOOPY KITIEHTOM MOTPiOHOT 1X KOMOIHAIIIT;

— MPOTOHYBAHHS MOCIYT 3 IHTerpalii pi3HOTO MPOTPAMHOrO 3a0€3MEUYECHHS, y TOMY
YHUCIII KOTPE HAJaeThes K mociyra (SaaS);

— MOXJIMBICTbh PO3MIIICHHS Y IPUBATHUX XMapax.

Jlo TunoBux (axkTopiB ycmimHHOCTI Oi3Hec-monenen sk laaS, Tak i PaaS namexars:
rapaHTyBaHHs 0e3repe0iiHOro JOCTYIy, MPOCTOTA 1 3pO3yMLUIICTh BUKOPUCTAHHS KIHIIEBUMU
CHOXHMBAYaMH, NPOTIOHYBAaHHS ajanTamii MiJl BUMOTH KOHKPETHOTO KII€HTa, HIMPOKHA
ACOPTHUMEHT MPOIIOHOBAHMX XMap Ta MOCTiiHA 1 3Ha4YyIIa MiATPUMKA KII€HTIB.

Jlo cienmgivHUX UIst XMapHOI peaizamii 6i3Hecy KIIF0Y0BUX pecypciB y Bunaaky laaS
HAJIeKaTh:

— posranryBaHHs IIeHTpiB 3 00poOku manux (L[OJ], Data Centres) y kpaiHi, B sKiid
30CepPEKEHI KIIFOYOB1 IUJIbOBI CIIOXKMBAYl BHACIIIOK MOXKJIMBOCTI 3a0€3TI€UCHHSI MOTPIOHOTO
OCTaHHIM piBHS iH(pOpMaIiitHOi Oe3MeKH Ta BiAMOBIIHOCTI HOPMaM 3aKOHOJIABCTBA;

— CTBOPEHHS IIUPOKOT Mepexi BUCOKoe(eKTHBHUX B3aeMonoB’si3anux L1O/];

— HasIBHICTB BIJMOBIIHUX CEpTU(IKATIB, JIIEH31M Ta JO3BOMIB (IO CIIPaBEATIUBE 1 IS
PaaS);

— BUKOPHCTaHHS TiaTdopmu 3 mporpamHuM BikputuM kogom (Open Source Platform).

Jlo 3arampHUX BUMOT 10 000X Oi3HEc-Mojenell OYeBHAHUMHU € BHUCOKa KBaiikaris
MpaliBHUKIB, HAsBHICTh MOTY)XHOI «JIOXMapHOI» KJII€EHTCbKOi Oa3u, 1 y Bumainky PaaS —
MPOBEJCHHS JOCHIDKeHb 1 UITKE OKpPECJIeHHs Koja CIOXKHWBauiB, Tramysi, A sKoi
MPOINOHYBaTUMEThCS MmaTdopma sik mocayra. [Ipu opranizauii BjaacHoOi AisiibHOCTI Ui PaaS
nepeBary peKOMeHIy€eThCsl BiyiaBaTi THyUKuM (agile) MeTomosorism mpoekTiB po3pooku 113,
K1 37]aTH1 3a0€3MeYUTH Kpaluil pe3yyibTaT B yMOBaxX MOCTIHHOI 3MIHM BUMOT CIIOKMBAYiB.

[ToOynoBa mmpokoi Mepesxi mapTHEPiB € OAHAKOBO BAXKIUBOIO 1 1715 Mmozeni [aaS, 1 ans
moneni PaaS, mpore nns [aaS pekoMeHIyeThCs yHMKATH MHapTHEPIB y KIIOUOBUX BUAAX
TiSUTBHOCTI, HAMIPUKIIA, y 30epexeHH] naHux, a ais PaaS pominbHo 3a0e3meunTt eheKTUBHY
B3a€EMOJIII0 B MEXKax CBO€i IUIAaTGOpPMH CTOPOHHIX (ipM — pPO3POOHUKIB IMPOTrPAMHOIO
3a0e3nedeHHs Ta npoBaiiiepiB SaaS 1 KIHIIEBUX CIIOKHUBAYiB.

Ax pns laaS, tak 1 ans PaaS npu BuOOpI CHOXHMBAIIBKOTO CETMEHTY, 3a yYMOBHU
3a0e3medeHHs MOBCIOAHOCTI JOCTYNY JI0 CBOIX MOCIYT SIK MiANPHEMCTB BCIX PO3MIpiB, TakK 1
MPUBATHUX KIIIEHTIB, JOLUIIHHO OLIBIIOI MIPOIO 30CEPEIUTUCS HA YCHIIIHUX 1 TUHAMIYHUX
KOMITaHIIX CEPEHBOTO 1 BEJIMKOTO PO3MIpy BHACIIJOK IX MepeBar y rajiysi TeXHOJOrl, y T.4.
IT, nepcrieKTUBHOCTI AJ11 HUX TOpUIHUX XMap 1 OUThIINX (PIHAHCOBUX PECYPCIB.

B cdepi B3aemonii 3 xmientamu i ans laaS, 1 qis PaaS edexktuBHUME BUSBISIOTHCS
nepexij] BiJl caMOOOCIIYyTrOBYBaHHS KJIIIEHTOM B MpOIleci IpHUI0aHHs MOCIYTy (10 TUIIOBE TS
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SaaS) no npoxaxy ii mepcoHaIOM KOMITaHii BHACIITOK HEOOX1JHOCTI Y3TO/KEHHS 3 ICHYFOUOIO
IT-cTpyKTyporo MiANPUEMCTBA Ta MONEPEAHE PO3TIYMAYCHHS KIIEHTY KOHLEMNLIi XMapHHUX
TEXHOJIOTI Ta iX mepeBar came Aisi HBOTO, a TaKOX CTBOPEHHs cHenupiuyHOi cucTemu
CTUMYJIFOBAHHS 1 OIIaTH Hpali BJIACHOIO TOProBeibHOro nepconany. Jns PaaS nouinbHa
NOCTifHA M ITPUMKA TICHUX KOHTAKTIB 3 po3poOnukamu 13 Ta anaparHoro 3abe3nedyenns [21].

Y mnobymoBi Mozem oOTpuMaHHS ngoxomay s laaS ocoOMMBO BaKIWMBHM €
NepMaHEHTHUI MOHITOPUHT LiH Ha PUHKY MOAIOHUX MOCTYT, OCKUIBKHU I[iHA Y IbOMY BUIIaIKY
€ HHMHI A7 HOKYIISl IOCIYT'M BHpIIaIbHUM apryMEHTOM Ha KOpHCTh ii mpuaOaHHS.
Crneuudiuaum 1 mns laaS, i mis PaaS e mouinpHICTH (IKCOBAHOTO I[IHOYTBOPEHHS 3a
3a0e3eueHHs] MPOCTOTH 1 MPO30POCTI OIUIATH 3a OOCSIT BUKOPUCTAaHMX PECYpCiB, a TaKOX
BITPOBA/DKEHHSI MOJIEII Bceoxorutorouoro minoyrsopenns (Layer-Overarching Pricing Model)
[21], 3a sKoi, 3amMiCcTh IUIATH 3a OAHY YM KiJbKa OOpaHUX IOCIYT, IO 3a3BHYaii CTAaHOBJIATH
HE3HAUHY YaCTKY MPOMO3HIIii poBaiiepa, KOpUCTyBadi KYIYIOTh TaK 3BaHi KPEIUTH Ha IEBHI
CyMH, 3a SIKI BOHM MOXYTb, BIJIMIOBIJIHO JO CBOiX 3MIHHHUX TOTpeO, OTPUMYBATH 3HAYHO
HIMPIIAKA  CHEKTp IMOoCiyr. Bax/MBUM € TakoX IIPONOHYBAaHHS T'HYYKUX MOJENEH
[[IHOYTBOPEHHS 3aJ€KHO BiJ cHenu(ikyd KIi€HTa Ta MIATPUMKa MOJENI Mepeaadi KIi€eHTOM
paHilie OTPUMAHMX JIIEH31 Ha BUKOPUCTAHHS «HexMapHoro» 13 y xmapi 3 MOKIHMBICTIO
HOJABIIOr0 Horo BHKOpucTaHHS (Momens Bring Your Own License), mo moseriiye s
cnoxuBauiB mepexin no xmapHux IT-mocmyr. B crpykrypi Baptocti mns laaS crin
30CepeINTUCS Ha 3MEHILIEHH] BUTPAT Ha €JIEKTPOEHEPrito, 30KpeMa, 3a paXyHOK MEpEeHECEHHs
O/ y xpaiu 3 OUTBII XOJOAHUM KJIIMaTOM /ISl 3MEHIICHHS BUTPAT HA OXOJODKEHHS, 1
JOCATHEHHS €eKOHOMI1 3a paXyHOK MaciITaly, ToOTO 3a paXyHOK 301IbIIEHHS KJIIEHTCHKOI 0a3u
3 BIJIMOBITHUM 3MEHIICHHSM BUTPAT Ha OJUHHIIO HA/IaBaHOI MTOCTYTH, 10 HAJAE€THCS.

[Ipu BuOOpi Mozeni (piBHA 1 crmoco0y AOCTYMY) XMapHOI MOCIYTH MiANPUEMCTBO-
CTOXHBAY IOCITYTH Ma€ OI[IHUTH PiBEHb CBOET MPUCYTHOCTI B [HTepHETI, BapTicTh IT-mmocmyrw,
KPpUTHYHUN  piBeHb iHQoOpMalliiiHoi Oe3neku, piBeHb pO3BUHYTOCTI BiacHoi [T-
iHppacTpyKTYypH, cnenndiky Ta MOTOYHI 3aBAaHHSA Oi3Hecy, y T.4. cTocoBHO IT-TexHomoriii.
SIKII0 MiANPHEMCTBO BXKE Ma€ IITAT BUCOKOKBaNi(iKOBAaHUX IMpaliBHUKIB Ta po3BUHYTY IT-
1H(DpacTpyKTypy, 1 TUTAHHS i/l NHIle NPO MiJABUILEHHS €(EeKTUBHOCTI 1i BUKOPUCTaHHS, TO
JIOLIBbHINIE BIPOBAIUTH MpPHUBATHY XMapy; 3a MeHII po3BuHYyTOl IT-iH(pacTpykTypH 1
BHUCOKHX BUMOT 1H(poOpMaIiiiHoi Oe3reku NpuBabIUBIIIMMYU BUIIIAAAIOTh T1IOpUIHI XMapH, 3a
AKMX Yy <«IyOJliyHy» CKJIaJ0BY BHUHOCUTHCS po0OTa 3 KIHIEBHM KIIEHTOM (KOMEpIlis,
aHaAJIITHKA), a YIPABIIHHA BHYTPIIIHIMU Oi3HEC-NPOIIECAMU 3/IHCHIOETHCS Yepe3 MPHUBATHY
XMapy 4d TpaauLiiHy iHQPacTPyKTypy.

[Ipu BuOOpPI piBHSA OTPUMAHHS XMapHOI MOCIYTH 3aMOBHUK (CIIOXHUBAY MOCIYTH) Mae
YCB1JIOMJTIOBAaTH NIEPEBAry Ta HEJOMIKH OKPEMHX PiBHIB 3a pi3HOI crienniku opraHizaiiii CBOro
013Hecy. Y3arajapHIOIOUM HasiBHI PO 1€ JJaH1, MO>KHA 3aCTOCYBATH /71l OOIPYHTYBAaHHS TaKOTO
BUOOpY po3po0IeHY HAMH MaTPHUIIIO BILTUBY XapakTepucTuk 0i3Hec-cuctemu (bC) opranizarii
Ha e(heKTUBHICTh 0a30BUX MOJIeNel o0cimyropyBaHHs (Tabi. 4).

B 1abn. 4 «+» BiANoOBiAa€e MO3UTUBHOMY BIUIMBY XapaKTEPUCTUKHU HA 3aCTOCYBAaHHS
BIJIMOBIIHOI  MOJIeNl  OOCIYyrOBYBaHHS, «-» — HETaTUBHOMY, TIOPOXHS KOMIpKa —
HEBU3HAUYEHOMY YH BiJICYyTHBOMY.
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Tabmuus 4 — BB XxapakTepucTHK 013HEC-CHCTEMH CIIOKMBAa4Ya XMAapHHUX MOCTYT Ha
e(eKTUBHICTh BUKOPUCTAHHS PI3HUX MOJIeIei o0cayroByBanHs (po3po0st. apTopamu 3a [ 18])

Moneni
00CIIyroByBaHHs
laaS | PaaS | SaaS

+

Xapaxrepuctuku 0i3Hec-cuctemu (BC) criojkiBaya XMapHUX MOCIYT Ta crenugpiku
foro motped B okpemux IT-mporecax

Minnusi notpedu B 00cs31 Ta MOTYKHOCTIX I T-iHGPaCTPyKTypH, CILICCKH
HaBaHTAXKCHHS

Bpak kanitany 1uis iHBecTyBaHHsI B anapaTHe 3a0e3nedenns [T-3anexHux npornecis
3HaYyHi TEMIH 3pOCTaHHs Oi3HECY Ta OpraHi3alliifHOl CTPYKTYPH, 110 HOTO MIATPUMYE
HeoOxiHicTh ypi3aHHS KaliTalbHUX i 30UIbIICHHS ONepaliiHuX BUTPaT
HeoOxinHicTs BUnpoOyBaHHs iH(pacTpyKTypH a00 TUMYACcOBICTh BUMOT 10 Hel

Bup un npeamer Oi3Hecy HaKJIAAAIOTh KOPCTKI PEryISITOPHI OOMEXEHHS Ha Micie
00p0oOKY / 30epeKECHHS TaHUX

3abopoHa / 0OMEXKEHHs Ha ayTCOPCHHT MPOIECiB 00POOKH / 30E€peKECHHS TaHUX - -
Bu uu npenmeT 6i3HeCy BUMAraroTh HABHIIOTO PiBHS BUKOHAHHS BCiX MPOIIECIB - +
Brnacha un mapTHepchbka iHGpacTpyKTypa 31aTHa 3abe3neuuTr Bei Bumoru bC
oprasxizaiii

Bennke K00 po3poOHHKIB IEBHOTO NPOEKTY +
[IparHeHHs crio)xuBava CTBOPIOBATH JI0JATKU 3 BUKOPHCTAHHSM BJIaCHOTO JKeperia
JaHHUX

[IparHeHHs aBTOMaTH3yBaTH BUIPOOYBAaHHS 1 pO3ropTaHHs po3poOJICHUX JOJATKIB +
Tun (Micue) XOCTHHTY JOAATKIB BUCYBa€ BUMOTY X MaKCHMaJIbHOI MOPTATHBHOCTI -
BrutiB pisHHX MOB IIpOrpaMyBaHHs YH JJAaHUX KOPUCTYBayiB Ha npouec po3pobkwu 113 -
HeMoXJMBICTh 3MiHH BeHIOPa IIPH BUKOPHCTaHHI KOPUCTYBAIILKUX MOB
HpOrpaMyBaHHs

BukoHaHHS T0JAaTKy BUMAara€ KaCTOMi30BaHOT'O HaJIALITYyBaHHS 0a30BOT0
YCTaTKyBaHHs i IPOrpaMHOT0 3a0e3neyeHHs

[IparHeHHs1 YHUKHYTH BUTPAT iCTOTHUX PECYPCIB HA YCTaHOBKY, NepeMillleHH,
TECTYBaHHsI 1 PO3TOPTaHHS CTAaHAAPTHUX Oi3HEC-TOAATKIB, 30KpeMa, 0(iCHUX Iporpam
HemudepenuitioBanicts [13, He3abe3meueHHS HIM KOHKYPEHTHHX IIepeBar
(HampuKIIaJ1, CepBiC eJICKTPOHHOI MOIITH)

HeoOxigHicTh yrpaBiiHH JOJATKAMH, IKUM ITOTPIOHUI MOCTIHHIH MepexeBHii a00
MOOUTBHMH ocTyn (Hanpuknaz, [13 ynpasiiHHsS MOOITBHUMH TPOJaXKaMHu, e- + +
TOPTiBJIEIO)
Bpak novarkoBoro kamitany st mpuabanHs Jitensiiinoro I13 (tunose aiist ctapranis) +
Bucoki BUMOTH J10 0€31eKH IaHuX 33 IPOo0JIeM 3 1X 3a/I0BOJICHHSIM - -
BijgcyTHICTh CTabiIBHOTO IOCTYITY JI0 NIBUAKICHOTO IHTEpHETY - - -

+|+ [+ |+

Takum yuHOM, Tpu BUOOpPI MOAENI OTPUMAHHS XMapHHUX IOCIYT CHOXKHBAa4Y Mae, y
Hepury 4yepry, BpaxyBaTu CBOI MOTpeOU 1 pecypcH, BU3HAUUTH METY 1 MPUUMHY 3aTy4EHHS
XMapHOI MOCIYTH, copMyBaTH NPOCTIp UX (AKTOPIB, 337aTH X 3HAYEHHS 1 TIOPIBHATH iX 3
MOYJIMBOCTSIMU KOXKHOI 3 MOJieiel HaJJaHHA XMapHUX MOCIYT, 3/11HCHUBIIN Ha OCHOBI IIbOTO
NOPIBHSIHHS BUO1p HallpuaaTHimoi mozeni. [Ipu npomy ciia 3ayBakuTH, 10 el BUOIp HE €
CTaTUYHUM — MIOYABILH, HANPHUKIAL, 3 SaaS un 1aaS, cnoxupay Moxe B MOJAJIBIIOMY, B MIpy
PO3BUTKY BIIaCHOTO Oi3HECY 1 HAKOIMUEHHSI pecypciB, nepeitu 1o PaaS.

Oxpim 6GazoBux cepgiciB (laaS, PaaS, SaaS), npuBabmuBumH sk 17 MpoBaiiaepa
MOCITYT, TaK 1 IS CIIO’KKMBa4Ya MOKYTh OyTH OKpeMi Crelliajli30BaHl BapiaHTH XMapHUX MOCIYT;
pe3ysbTaTH aHali3y iX 3MICTy Ta MPUBAOIMBOCTI JAJIs CIIOKMBAUIB 1 pO3pOOHUKIB HaBe/EHI B
Tabm. 5.

IIpu BuGOpi 3MicTy 06a30BOI HPOMO3ULITI XMAapHOI MOCIYIM IOCTadaJbHUKAM 1
CIO’KMBayaM CJiJl TaKOXK ypaxyBaTu cnenudiky cTaHy Ta TeHJEHLIi PO3BUTKY YKPaiHChKOTO
PUHKY XMapHHUX MOCIYT.
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Tabmuus 5 — CrenianizoBaHi XMapHi CEpBICH Ha PUHKY XMapHUX HOCTYT
(po3pobiieno aBTopamu 3a [3, 6, 5, 7])

VMware Horizon
Cloud, Amazon
WorkSpaces, Citrix
XenDesktop, BigAir,
Cisco, Crayon Group,
CT4, Leostream

poboyoro crona 3
HOTYXHIIIUMH, HIX Y
JIOKAJILHOTO
pobouoro crona,
TEXHIYHUMH
XapaKTEePUCTUKAMH 3

pecypciB; 3a0€3MeUYCHHS,
OKpIM JOCTYILY,
30epexeHHs 1 0e3nexn
JTaHUX;

YCYHEHHSI HEOOXiTHOCTI
niaTpuMyBata BiacHy [T

Hassa nociyru / [Mpomno3uist Pesynbrat KymniBenbHa npuBabnuBicTs /
poBaiiepu LIHHOCTI LIJTbOBUI CEIrMEHT CIIOYKUBAYiB
DaaS, Desktop as a Hananus JocTym 3 TOBUIEHOTO ExoHOMIsI Ha KamiTadbHUX Ta
Service — poboumnii KOpHCTYBayueBi pobodoro micus 10 SKCILTyaTAl[IHHIX BUTpaTaX,
CTLJI K mociyra / Bi1alIeHOTO 00paHuX XMapHUX BuTparax Ha IT-nepcona;

MaKCHMaJIbHa THYYKICTB,
MmacurradyBanHs. Oco011BO
npuBabnuse 1t CMb i craprarmis 3
nmotpeboro y nmpocynytux IT-
MOCITYTax 3a BiICYTHOCTI KOMITiB Ha
IT-niepconan, miampueMcTs 3

Service — poboue
MiCIIe sIK mociayra /
Sprint, Econocom,
CSC Workplace
Services

poboue Mmicrie
KOPHUCTYBaya 3riTHO
J10 HOro arnapaTHUX Ta
MIPOTrpaMHUX BUMOT

BUKOPHUCTAHHS XMapHUX
pecypciB, sIK anapaTHUXx,
TaxK 1 MpOrpaMHUX
(xoMIT’IOTEp B OpEHAY,
obpane 13, BipTyanbHi
[IK, cepBepu, cxoBuia
JIaHNX, KaHAIA 3B SI3KY)
JUTS opraHizarii pobodnx
MICITh CITIBPOOITHHKIB

OIIJIATOIO TIEPEBAXKHO |iH(pacTpyKTypy CE30HHUMH 00csTaMu podiT Ta
3a MHiITHCKOIO 3HAYHOIO YacTKOK MEPCOHANY, LI0
MPAIIOE TUCTAHITIITHO
WaaS, Workplace as a |[ToBHicTio roTOBE MOKITHBICTD OnruMisariisi BUTPAT Ha MEPCOHATBHI

komi torepu (I1K): cepBicHa Moeb
JIO3BOJISIE ICTOTHO CKOPOTHTH
KamiTanbHi BUTPATH IPH IICHTHYHUX
oleparifHuX; BIICYTHICTh BEIMKUX
KaITliTAIOBKJIAZICHb Ha CTapTi
BoyronninHA mapkoM I1K; mocTiitae
onorieHHs [13. OcobmmBo
npuBabnuse 11 CMbB Ta crapramis

DBaaS, Data Base as a
Service — 0a3a JaHUX
sk nocnyra / IBM
SmartCloud AS,
Amazon Relational
Database Service,
Clustrix Database as a
Service, Google Cloud
SQL, Microsoft Azure
SQL Database

Posroprans,
MiATPUMKA Ta
aJIMIHICTpyBaHHS
CYB/] B xmapi
CHJIaMU CIIeIiaTiCTIB
IIpOBaliepa MOCIIYyTH.
[TinkaroueHHs
KITIEHTIB (Ha
«BHMOTY») 110 0a3u
JIaHWX, PO3TaIIOBAHOT
B XMapi

BukopucTaHHs NOTYXHHX
CVYB/ ta iHCTpyMEHTIB
a/JIMiHICTpyBaHHS HUMH,
JIOCTYITHUX B
«HEXMapHOMY» BapiaHTi
JIMIIIE BEJTUKOMY Oi3HECy.
OnTuMizallist BUTPAT Ha
30epeXeHHS 1 YIpaBIiHHS
JaHUMH, MOKIIUBICTb
BHOOPY 32c00iB
aJMiHICTpyBaHHS

ExoHOMIsI Ha KamiTaThbHAX BUTPATaX;
3MEHIIEHHS 3a1eXHocTi Bix [T-
MEPCOHANY; MBUAKE PO3TOPTAHHS Ta
kioHyBaHHs B/l, 36inbinena
THYYKICTb 1 HQ/IIHHICTB, AOCTYII 10
BJI 3 Oyap-s1K01 TOUKH;
MacuTadyBaHHsI 1 BIICyTHICTh
HEOOXiTHOCTI 3a0e3neuyBaTn
6e3nexy paHux. OcoOIIMBO
npuBabimse st CMbB ta
MiATPHIEMCTB, B TITATI SIKUX BiACYTHI
kBarigikoBaHi agMiHicTpaTopu BJ]

STaaS, Storage as a
Service — cxoBuIIE K
nocnyra / Evergreen
Pure Storage, Amazon
S3, Microsoft Live
SkyDrive, Cloudian
HyperStore

Hanauus B openny
XMapHOT'O AUCKOBOI'O
MIPOCTOPY, AKUH MOXKeE
CITY>KUTH SIK
JIOAATKOBUM JTUCK YU
€JIEMEHT BipTyaJbHOT
Mepexi 30epiraHHs
JTAaHUX

MOKIIHUBICTE BiIIAJIEHO
30epiratu gaHi 3
MOCTIHUM JOCTYIIOM 10
HUX 3 JOBIJILHOTO MiCLis,
MOXITMBICTIO YIIPABIISITH
Ta apxiByBaTH JlaHi
HEe3aJIEKHO BiJ 00CATiB

PesepByBaHHs aHUX cepBic-
mpoBaiinepoM (BiICYTHICTH BUTPAT
Ha pe3epByBaHHs AaHuX). OcoOIMBO
npuBabnuse aiss CMb 3 motpeboro y
30epexkeHHI Ta 3a0e3IeUeHHI
aJIMIHICTpYBaHHSI JAHUMU 32
BiJICYTHOCTI KOIIITiB Ha
kBanidikoBanuii I'T nepconan
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IIpoooeoicenns maobn. 5

SECaaS, Security as a
Service —
iHpopmamniiiHa
Oe3neka (i/abo
mmdpyBaHHS TaHHX)
sk ociyra / Thales,
McAfee,CloudCrypt,
Concealium,
CipherCloud,
PerspecSys, Porticor,
Sophos, Symantec

3abe3neueHHs
0e31eYHOoro
BHKOPHCTAHHS BeO-
TEXHOJIOTiH, B TOMY
9qucyi mudpyBaHHSA
3’eIHaHHA 1/a00 JaHuX,
IO MEePeAI0ThCS
KJIIEHTOM 3 JIOIIOMOT OO
XMapHOTO cepBepa

3abe3neueHHs
KOMIUIEKCHOTO 3aXHCTY
XMapHOi iHPPaCTPYKTYpPH;
3aXUCT 00JIKOBUX 3aIIUCIB
BiJ] KpaJiKKH; €(PEKTHBHA
npotuzis DDoS arakam ta
iHIIAM Kibep3arposam;
3aXHCT JIOKAJIbHUX CEPBICIB
3ac00aMu 3aXHUCTY,
PO3TaNIOBaHNMH B XMapi

3MEHILECHHS BUTPAT Ha MIATPUMKY
BHCOKOTO PiBHA iHpOpMamiiHOL
Oe3meku B pealbHOMY 4aci Ta
BuMor 110 IT-nepconany.
AKTyambHI U1 KOMITaHiH, o
BHKOPHCTOBYIOTH XMapHi cepBicH
a00 IIaHYIOTh ITOYATH iX
BUKOPHCTAHHS, @ TAKOX IS
KOMITaHiH, sIKi 3alliKaBJIeHi B
3aXHCTI JIOKAJILHUX PECYpCiB.

LaaS, Logging as a
Service —
KYpHAJIIOBAHHS K
nociyra / Papertrail,
Raspberry Pi,
Cloudlytics, Loggly,
Splunk

dikcaris Ta 30epiraHHs
B XMapi npoaiizepa
iHpopMmarii npo Oyns-
sK1 i, 1o
BinOyBarOThCA 3
BAKJIMBMMH JAaHUMU
KOpHUCTyBaya

3armuc BCiX 3MiH Yy Jior-
(haiinax ta ix 30epexeHHs
y XMapi

MOKJIHBICTD BiJICHTITKOBYBaHHS
BCIX A 3 JaHUMH HE3aJIEKHO BiJ
xopnopaTtuHux IKC Ta
MePCOHANY; 301IBIICHHS
MIPOCTOTH Ta OE3MEKH YIpaBIiHHS
JaHUMH, MacIITa0yBaHHS.
[IpuBabnuse mist po3pobHUKiB 13
Ta OpraHi3amii 3 KPHTHIHAMHA
JaHUMH, 110 HAAXOAATH 3 PI3HUX
JoKepet

CaaS, Container as a
Service — koHTelHEp
sk ociyra / Google
Container Engine,
Amazon EC2
Container Service

Hapmanus ki1i€HTOBI
3MOTH OpraHi3yBaTHy,
3aMmyCTUTH 400
3YINUHUTH KOHTEHHED
yepes BeO-iHTEpdeiic
abo 3acobamu API

OTpuMaHHA KOHTEHHEPHUX
pillieHb Ta IHCTPYMEHTIB,
OCHOBHHX
00YHNCITIOBATIBHUX PECYpPCIiB
Ta X miATpUMKa
KOPHCTYBaueM SK CEpBiC
XMapHOTO TIpoBaiiaepa

IloBHuit noctyn no
KOHTEHHEPHHX JIOATKIB, 1X
HiATPUMKA, IHIAUBIAyaTbHE
KepyBaHHsI KJIaCTepaMHu;
CIIPOIICHHS PO3POOKH HOBHUX
IIOTaTKiB.

OCHOBHI CIIOKHBaYi: PO3POOHHUKH
ta npoBaiaepu IT nociyr

HaaS, Hardware as a
Service —
YCTAaTKyBaHHA SIK
nociryra / Softline,
FUSE3
Communications, E-
Safe

Hapanus
00YHCTIOBAIBHUX
MTOTY>KHOCTEH 3 XMapu

OpeHza XMapHOTo cepBepa
3aMiCTh KYMIiBIIi (Hi3HIHOTO
cepBepa, PO3MillICHHS
cepBepa Ha MaiIaHIUKyY
cepBic-TmpoBaiiepa 3
3a0e3MneueHHsIM
6e3nepebiliHOT cepBicHOT
MIATPUMKH yCTaTKyBaHHS i
13 mpoBaitnepom

KapaunansHe 3MeHIICHHS
eKCIUTyaTaI[ifHAX Ta KaiTaTbHIX
Butpar. [Ipusabnuse xnss CMB,
CTapTalliB, MiIMIPUEMCTB 3i
3MIHHUMH 00YHCIFOBAILHUMHE
HOTYKHOCTSIMH, ITiATIPUEMCTB,
HE3JIaTHUX BHUBOJWTH TPOILi Ha
KYMIBJIIO yCTaTKyBaHHS 3
000pOTY; JepKaBHUX
HIANPUEMCTB, 1110 MAIOTh
0OMe)KeHHSI Ha 3aKYTIiBIO
imnoptHoro I13

DRaa$, Disaster
Recovery as a Service
— aBapiitHe
BITHOBJICHHS SIK
mociyra / Zerto,
Bluelock, Unitrends, B
VYkpaini: De Novo

HananHs 3aMOBHHKOBI
MOJKJITHBOCTI
BITHOBJICHHS
Nparne31aTHOCTI BIACHOT
BIpTyaJbHOI CTPYKTYPH F
XMapi cepaic-
npoBaiiiepa y pasi aBapij

MO>XITHBICTH CTBOPHTH
MIOBHY BipTYyalbHY KOIIIIO
IT-inppactpykTypu B
XMapi rmposaiinepa 3
HIBUAKHUM IIEPEHECEHHSIM
3aBJaHb Ha PE3EPBHY

XMapHy 1H(pacTpyKkTypy

YcyHeHHs / 3MEHIICHHS BIUTUBY
cepiio3HHX 3001B Ha Oi3HeC.
Haii6inpm npuBabIuBi s
HiIIPHEMCTB, Y SIKHX
npare3aaTHICTh J0AATKIB 1
CEpBICIB € KpUTUUHUM (HaKTOPOM
6i3HeCy

BaaS, Backup as a
Service — pe3epBHe
KOTIFOBAaHHS SIK
nociyra / Fujitsu,
Logicworks; B
VYxpaini: De Novo,
Bos, ITapkosuii,
Tucha

Hananus 3aMOBHUKOBI
MalgaHduka i
THCTPYMEHTIB LIS
oprasizamii npouexypu
pe3epBHOTO
KOTIFOBAHHS JAaHHUX B

XMapy

MosxmuBicTs 30epiratu
pe3epBHI KOIIii TaHUX Ha
XMapHUX JUCKaX 1
CXOBHIIAX JaHUX 1
IIBUJIKO 1X BIJHOBJIIOBATH

EdexTuBHA 11 miInpueMcTB 3
BEJIMKUM 00CATOM KPUTHYHO
BaXJIUBUX JaHUX 32
HEepPEHTA0EIBHOCTI MiATPIMKH
BJIACHOI HaJIIHOI cucTeMu
pe3epByBaHHs

I0.A. Jlaiinoscvkuii, JI.K. I'ninenxo. Bisnec-modeni xmapnoz2o naoanns IT-nocnye
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Saxinuenns mabn. 5

BaaS, Backend as a
Service — GekeH K
mociyra /
AnyPresence, Baas,
Buddy Platform,
Appcelerator, Kony, B

HananHs 3aMOBHHKOBI
Ha0Opy roToBOT
CEepBEPHOIL
(YHKIIOHAJIBHOCTI, 110
Jla€ 3MOTY CIIPOCTHTH 1
MIPUCKOPUTH PO3POOKY

OTpHrMaHHS TOBHOILIIHHOTO
CepesloBHUINA PO3POOKH B
XMapi, 1110 J03BOJISIE
KOpPHUCTYBaTHCS yciMa
IUTIOCAMU XMapHOT
TEXHOJIOT1, 30KpeMa,

EdexTuBHA 17151 MIOPUEMCTB 3
IIBUJIKO 3MIHHUMH TOTpEOaMu y
CIIeLiai30BaHuX T0JaTKax 1
00YHCITIOBAILHUX TIOTYKHOCTSIX,
110 0cO0JIMBO NpUBa0IUBE IS
MOJIOMX IHHOBALIMHUX

MaasS; B Ykpaini: De
Novo

MIPOrpaMHUX 3aCO0IB y
XMapi cepBic-

VYxpaiHi: YKpTenekoM |IOAaTKiB HEOOMEKEHOIO T ATPHEMCTB
MacmTaboBaHICTIO

Maa$S, Monitoring as a |Oprauizaris Bukopucranus ExoHOMist Ha KaIliTaTbHAX

Service — MOHITOPHHT |MOHITOPHMHTY BJIACHOI  |HAMCyJacHIImmx BHUTpaTax Ta BUTpaTax Ha

sIK ociryra / Altnix iHppacTpyKTypH 32 IHCTPYMEHTIB TIepCoHaN 3a 3a0e3NCUeHHS

MaaS, Cherrylabs JIOTIOMOT OO nporpamyBaHHs 6e3 1x e(EeKTHBHOTO MOHITOPHUHTY

KYyMiBJi 1 aqMIHICTpYBaHHS

iH}pacTpyKTypH, 1110 0COOINBO
npuBabiuse 11 CMb

Telefonica, and
Verizon, FUSE3
Communications,
Orange Easy Office

XMapHi cepBicH, 0
IPYHTYIOTBCS Ha
BHKOPHCTAHHI CEpBICiB
TPAHCHOPTHUX 3’ €THAHb
/a0 MDKXMapHUAX
MEpEKEBHUX CEPBICIB

npoBaiepa
NaaS, Network asa  |Hagauus xmapHoi MOXJIHMBICTB EdexTuBHe BUKOPUCTAHHS
Service — Mepexa Ik |MepeKeBOl KOPHUCTYBATUCA KOPHOPaTHUBHUX PECYPCIB i
nocnyra / AT&T, iHpPACTPYKTYpH K IHCTpYMEHTaMHU KOMYHIKAaI[IITHUX CHCTEM;
Level 3 aJIbTEPHATHBY BJIACHIM |MapiipyTH3alii, rapaHTOBaHa SIKiCTb Ta
Communications, Mepexi. pETyIIOBaTH MPONYCKHY  |TPUCKOPECHHS B3a€EMOJII CEpPBiCiB;

3IATHICTH KaHaTy 0e3
CTBOpEHHS (i3UIHOT
JIOKaJTBHOT MEPEXI —
MepexeBa iIHPPaCTPYKTypa
1 BCl MepeKeBi eTIeMEHTH,
BKJIFOYaroun (ainosi
apxiBy, 6a3u qanux, VoiP,
HaJIAI0THCS KOMITAHI€Io -
BJIACHUKOM XMapu

3MEHILICHHS TOTpeOu B
creniaiictax 3 aAMiHICTPYBaHHSA,
CKOPOYEHHS BUTPAT; 3/1aTHICTh
LIBUJIKO BIIPOBA/IXKYBATH
MepeXeBi iHHOBaIIii; 00’ € JHaAHHS
KOPHOPAaTHBHOI Mepexi 3
MEPEKEI0 IIEHTPIB 00pOOKH
JIAHUX; MacIITaOyBaHHSI.
Oco0uBO PUBaOIUBE IS
MITPUEMCTB 3 PO3MOIIICHIMU
KOPIOPATHBHUMH PECYpCaMH Ta
MEPCOHAIIOM

CaaS,
Communications as a
Service — komyHikarii
SIK Tociryra / Amazom
Connect, Swyx Visual
Contacts, Global
Crossing
Communications

Hananus kopuctyBauam
MOXITHBOCTI TIPAIOBATH
3 XMapHUMH
KOMYHIKaI[isIMH 1 OJTUH 3
OJIHUM B PEKUMI
peabHOTO Yacy

«[Iporpamue
3a0e3IeUeHHS SIK ITOCITyTa)
B TaJIy3i TEIEKOMYHIKAI1 —
HaJaHHA 3ac00iB
KOMYHIKaIlii B xmapi,
BKITIOUaroun VoiP, MUTTEBI
MOBITOMJICHHS 1
BiJIcOKOH(EepeHIIil

MOKIHBICTh OpraHi3yBaTH
TeneoHir0, Iepeaqy MUTTEBUX
MTOBiTOMJICHB, BiflcOKOH(pepeHii
CHJIaMH CepBic-TIpoBaiiaepa.
3MeHIICHHS KaliTalbHUX BUTPAT,
Butpar Ha I T-nepconann i I13;
3/ICIIEBICHHS TOCIYT 3B S3KY,
ICTOTHA €KOHOMisl Ha TIPUI0aHHI i
TIATPUMIT MEPEKEBUX CXOBHIII

VYkpaiHCbKHH PUHOK XMapHHX TIOCIYT € JOCTaTHhO HACHUEHHM MPOTO3UIISMHU SIK
3apyOI’KHUX, TaK 1 YKpaiHCbKMX IpOBaii/iepiB, OCTaHHI HUHI HA/IAlOTh MIMPOKE KOJIO XMapHUX
nociyr: iHdpactpykrypy sk nociyry (IaaS) npononytots [lapkoswuii, De Novo, Boss, Tucha;
nporpamHe 3a0e3nedeHHs sk nociayry (SaaS) — Bousa, Tucha, Bpm'online CRM; cxoBuie sik
nocnyry (STaaS) — De Novo, Boins; BiiHOBIEeHHS faHuX sk nociyry (BaaS) — De Novo, Bous,
[TapkoBuii, Tucha; Binnosnenus IT-indpactpykrypu sik nocayry (RaaS) — De Novo; CRM sik
nocnyry (BUKOpHcTaHHs pecypciB xmapHux CRM-cuctem B xmapi mpoBaiiziepa) — Bous,
Bpm'online CRM, bitpikc24; oxpemi BapiaHTH KOMyHiKauiid sk mociyru, CaS (openzaa
xmapuux [P ATC, Bineokondepenuii) — Wnet, Mikporen, Jararpyn, Bons; mocmyru 3
oyxobmiky (Bookkeeping as a Service) — Boinsi, Vega, [IpuBarbank, ABBYY Vkpaina.

[lomo TeHAeHIIiH PO3BUTKY YKPAiHCHKOTO PUHKY XMapHHX TIOCIYT, TO CEpell HUX CIIi[

BUJLIATH Taki [1, 3,

4,5, 6, 8].
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1. Mocriline 3pocTaHHs OOCATY PUHKY XMapHHX IIOCIYT BHIIEPEHKAIOUUMH, II0JI0
CBITOBOTO PHMHKY, TEMIIaMH, L0 € PE3yJIbTaTOM CIIOJIyYCHHS 00’ €KTHBHOI 3arajJbHOCBITOBOT
TEH/ICHII] Ha BCE IIUPIIE 3ay4YeHHS XMapHUX TEXHOJIOTIH BHACIIJIOK IX MepeBar i 3pOCTaHHs
0013HaHOCTI YKPAaTHCHKMX 3aMOBHHUKIB XMAapHHUX TOCIYT 3 IepeBaraMyu XMapHUX TEXHOJIOTIH,
NOJOJIAHHA HEAOBIPH 1O HUX BHACIIZOK HAsBHOCTI MO3MTHUBHOTO JOCBiJYy iX YCIIIIHOTO
3aCTOCYBaHHS. AHaJIi3 TEMIIB 3pOCTaHHS YKPAaiHCHKOTO PUHKY XMapHHUX MOCIYT CBIIYHUTH PO
T€, 10 BiH MPOWUIIOB (ha3y CTAHOBJICHHS 1 3HAXOAUTHCS HA €Talrli CTPIMKOTro (€KIMOHEHIIIIHOTO)
3POCTaHHSI 3 IIEPEXOA0M J0 JESIKOTO YIIOBUIFHEHHS, 10 03HAYA€ 3CYB BUMOT CIIO)KHMBAUiB B 01K
TEXHIKO-eKCIUTyaTallifHUX Ta MIHOBUX XapaKTEPUCTHK MOCIYT, SIKi HAQJAIOTHCS, 1X HaIHHOCTI

(puc. 5).
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Pucynok 5 — O6csiru puHKy XMapHHX mociayr Ykpainu y 2012 — 2018 pp., 3a ganumu [3, 6]

2. IocriifHe 301MbIIEHHS KUIBKOCTI YKPaiHCHKUX MiAIPUEMCTB, 1110 BUKOPUCTOBYIOTh
Ta rOTOBI JI0 BUKOPUCTAHHS XMapHUX nocuyr [3, 4, 5].

3. Bucoka cerMeHTOBaHICTh PUHKY CHOXKHBauiB XMapHUX MOCIYT B YKpaiHi: )KO/Ha 3
KaTeropiii CroxuBayiB He 3aiiMae Ha HboMy HaBiTh 20% [3, 6]. Haiibinbm 3HauHMUMHK
KOpUCTYBa4aMU XMapHHUX IMOCIYT € KOMIIaHii, 10 HajaroTh pizHi [HTepHeT-cepsicu (17 %),
¢inancoBl opranizauii (13 %), mignpueMcTBa BaXXKOi MPOMHUCIOBOCTI Ta PO3POOHMKH
nporpaMHoro 3abesmnedyenus (mo 12 %), a Takox mignmprueMcTBa po3apioHoi Toprisii (11 %).

4. 3pocTaHHs Bard YNHHHKIB, TTOB’I3aHUX 3 €KCILTyaTalll€l0 XMapHUX CEpPBICIB (1I1IHU Ha
HOCIYTY, EKOHOMIi pecypciB y MOPIBHIAHHI 3 O€31eKo0 /Ui Oi3Hecy).

5. 3pocTaHHs YITKOCTI 1 OOIPYHTOBAHOCTI BUMOT CHOKHMBada (MOKYIMIl) MOCIYT 10
CTYHeHsI HeoOXiAHOT HaJiHHOCTI, BIIMOBOCTIMKOCTI Ta pe3epBYBaHHS DPI3HHX MIJICHCTEM Y
MOPIBHSIHHI 3 1X BapTICTIO.

6. [lepeTBOpeHHs JOCTYIy 10 BIPTyalbHUX OOUMCIIOBAJIBHUX PECYpCIB Ha CKIIQJOBY
MaKeTHUX TMPOMO3UIIN 3 MIATPUMKA KOHKPETHHMX OI13HEC-TIpOIEeCiB, 1, SK HAaCHIJOK,
TpaHc(hOpMyBaHHS MPOBaiIepiB XMapHUX MOCIYT Y MocTadyanbHUKIB IT-cepBiciB 3 pilieHHS
KOHKPETHHX O13HEC-3aBJaHb 13 3a0€3MeUeHHsIM HE0OX1THOTO PiBHS 1HPOPMAIIiitHOT Oe3MeKH.

7. Hajanus nepeBaru «riOpuaHUM») XMapaMm K 3ac00y AOCTYIY O XMapHHUX MOCIYT 3
OOKy MiJNPUEMCTB MaJlOT0, CEpEeJHHOTO Ta BEJIMKOro Oi3HECY 3a HasBHOI TEHJEHII Ha
BUIIEPEKAIOYl TEMITM CHOXKUBAHHA LMX MOCIYr MiJIPUEMCTBAMU MAJIOTO 1 CEPeIHbBOrO
613Hecy. Lle 36iraeTbcs 3 3aralbHOCBITOBOIO TEHCHIIIO HA BUIEpPEAKal0Ul TEMITH 3pOCTaHHS
«ribpuaHux» xmap: y 2017 p. yactka miANpUEMCTB, 1110 BUKOPUCTOBYIOTh BUKIIIOYHO NTPUBATHI
XMapHi cepsicH, 3HU3MIacA 3 51% 1o 24%, ToAl K 4acTKa KOPUCTYBadiB TMOPUAHUX XMapHUX
cucreM 3pocna 3 19% no 57% [3].
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8. Po3nofin puHKy XMapHUX nociyr Ykpainu 3a mozessimu laaS / PaaS / SaaS cyrreso
BIJIPI3HAETHCS BiJ 3araJlbHOCBITOBOTO. 2/3 PMHKY XMapHHX IMOCIYr YKpaiHU NpUnazae Ha
cepgicu Ty laaS, o0csr sikux 3a 2017 p. 3pic Ha 51 %, y TOii 4ac K B yCbOMY CBIT1 IOMIHYIOUY
YacTKy PUHKY 3aiiMatoTh Mociiyru SaasS. YkpaiHcbkuii cermeHT SaaS 3aiimaB B 2017 pori 33%
3arajibHOTO 00CATY PUHKY XMapHUX mociayr (6,9 muH. gon. CIIA) 3 piuauM npupocTom y 65
%, 110 OubIIe 3a Temnu 3pocTanHs laaS. Yactka PaaS 3anuiaeTscs HE3HAUHOIO, HA PiBHI 2 %
[3].

9. Ha punky nociyr SaaS HalBUIIUM IMOMUTOM KOPUCTYIOTbCS HUHI KOpHOpaTHBHA
nomrTa i oicHi JoAaTKH, yHi(IKOBaHI KOMYHIKaIlil, HOCIyTy 30epiraHas TaHuX, OyXranTepCehKi
1 CKJIaJIChKI cepBicH, ceppicu InTepuer-Toprisii i CRM (puc. 6).

[ cepsicu (BineocnoctepeskenHs, opicuuii ipyx [ 0,07
TOIIO) 0,06

0,07

Bineoxoudepenui 0,06

Ynpasninus nepconanoM (HR-cuctemu), o6mix il 0,15
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o 022 W 2017
[InanyBanns pecypci mianpuemctsa (ERP) 011 02016
. , 0,52
Ynpasninus crocynkamu 3 knientamu (CRM) 043
. 0,89
[HTepHeT-Mara3uHu (€NeKTPOHHA TOPTiBIIs) 043
. : 1,19
30epexeHHs 1 pe3epBHE KOMIFOBAHHS JaHUX 049
. o 111
Byxrantepchki i CKIachKi cepBic 065
KopropatisHa nomra, podoTa 3 J0KyMeHTaMH, 3,19
yHi(hiKOBaHI KOMyHIKaIlii 1,99 M. zio. CIIA
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Pucynok 6 — 3miHa 00CsITiB pi3HUX MOCIYT SaaS Ha yKpaiHCBKOMY PHHKY
(3a nanumu [3, 4, 6])

[Ipore A mpOrHo3yBaHHS TOMUTY HAa OKPEMI MPOMO3ULIi IIHHOCTI Ba)KIMBOIO €
JMHaMIKa 00cATYy 00CSry MOCTYT, SKi CIIOKHUBAIOTHCS, 1 TYT HaMBHILI TEMIH MPUPOILIEHHS
(011 HIX BJIB141) IEMOHCTPYIOTH 30€piraHHs 1 pe3epBHE KOMIIOBAaHHS JaHUX Ta MPOMO3HUIII] 3
oprasizamii Ta MmATPUMKU [HTepHET-MarasuHiB, W10 CYMPOBOKYETHCA BIAMOBIIHUM
3pOCTaHHAM iX YaCTOK Ha YKPaiHCBKOMY PUHKY XMapHUX MOciayr (Tali. 6).
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Tabnuus 6 — 3MiHa YaCTKU Pi3HUX MOCIYT SaaS Ha YKPaiHCbKOMY PHHKY
(3a manumu [3, 4, 6])

YacTka Ha pUHKY, %

IMocayru SaaS 2016 2017

Kopnopatisra nomra, poboTta 3 JTOKyMeHTaMH, YHi(ikoBaHI KOMyHIKaIii 46,4 43,0
ByxranTepcrki i CKIIaIckKi cepBicH 15,1 15,0
30epexeHHs 1 pe3epBHE KOMIFOBAHHS JTaHUX 115 16,0
IHTepHeT-Mara3uHu (eJIeKTPOHHA TOPTIiBJIsA) 10,0 12,0
Yupasniaasg ctocyHkamu 3 krieaTamu (CRM) 9,9 7,0
[TnanyBanns pecypcis mignpuemctsa (ERP) 2,5 3,0
Yupasniaasg nepconanom (HR-cucremn), 0611ik pobodoro gacy 1,9 2,0
BineokoHdepeHnmii 1,3 1,0
1111 cepBicu (BigeocnocTepekeHHs, 0iCHUH APYK TOIO) 14 1,0

1. JlomiHyBaHHA Ha YKpaiHCBKOMY PHHKY 3apyODKHHMX IMOCTa4ajbHUKIB XMapHUX
nociyr: B cermenTi laaS / PaaS ix vacTka cTaHOBUTH 65 % 1 Ma€e TEHJCHIIIIO 0 MOBUILHOTO
(1-3 %) Ha piK 3pOCTaHHS BHACIIIOK MOJIMBOCTI MPONOHYBAHHS HUMH MPUBAOIUBIIINX IiH
(3a paXyHOK BEIUKHX OOCSTIB IOCIYT), OUTBIIOT MOBIpH KIIIEHTIB IO HAIIHHOCTI 1 Oe3reku
30epeKeHHs TaHUX, MPaIe3AaTHOCT] BIpTyalbHUX MalllH, HE3aJeKHOCTI TapudiB BiJ Kypcy
BAIIOT 1 MOMITUYHOI cUTyamii B YKpaiHi Ta yCIIIIHOTO MPOCYBaHHS CBOiX MPOAYKTIB 4epe3
pO3BUHEHI Mepeski mapTHepiB. B cermenTi SaaS 151 yactka nepesuinye 90 %, npudomy 63 %
npunaaae va Microsoft [1, 3, 4, 6].

2. HasgBHicTh e(eKTHBHOI MOJAEN1 MPOCYBaHHA XMAapHUX CEPBICIB 3apyOiKHUX
KOMITaHIl Ha YKpaiHChKUH PHHOK, OPIEHTOBAHOI HA MICIIEBHX MapTHEPIB (BETUKUX [HTEpHET-
npoBaiiaepis, iHterparopis, IT-nuctpud’rotopiB). Tak, [Jatarpyn i Bera, 3aBasku crarycy
Microsoft Cloud Solution Provider (CSP), akTuBHO MpOCyBaOTh Ha HAIIIOMY PHHKY TOCTYTH
xmapu Azure Ta pimenHs Office 365, maptHepamu natBiiicbkoi kommanii Lattelecom €
«Ykprenexkom» Ta Bigomuil IT-interpatop SI BIS, 1o 3HauHOI0 Mipot0 CIipusie MOCTIHOMY
3pOCTaHHIO 00CATIB 11 MOCIYT Ha YKpaiHCbKOMY PUHKY [2, 3].

3. IIpocyBanHs POBIAHUMHU YKPAaTHCHKUMH TOCTadalIbHUKaMU XMapHUX mociyr (De
Novo, «Jlararpyn», GigaCloud, UCloud, VoliaCLOUD, «IlapxoBwuii», Tucha) 06e3
MOCEPEIHUKIB (MOJEINb «IPSIMOI0 IPOAaKy BiJ BUPOOHHUKAY).

4. BurigHicTe ans ApiOHIMIMX TpoBaiifiepiB 3acTOCYBaHHS MO IMOCEpEAHHKA
(mopeosysi + 6pokepa) 3 MPONIOHYBAHHSAM JOCTYITY J0 MOMYJIAPHHUX CepBiciB THIy MS Azure
Ta OTPUMAHHSIM OCHOBHOT'O JIOXOJy BiJl HaJlaHHS KOMIUJIEKCHMX IOCIYT 3 Mirpamii y xmapy,
MOBHO1 MIATPUMKH, 1HTETpallii 3 iHmuMu [ T-TexHonorissMu 3aMOBHHUKA, a/IanTaIlii CepBICIB Mi
BUMOTH OCTaHHBOTO JIs PillIEeHHS KOHKPETHUX 3a1a4 Oi3Hecy [5].

5. TlosiBa HOBUX YKpaiHCHKMX MOCTAa4aJbHUKIB XMApHUX MOCIYr Ha 0a3l oneparopis
MOOLIBHOTO 3B’5I3KY, sIKi IPOIOHYTH BJIACHI CEPBICH, 30KpeMa, "XMapHe cxoBHILE A 6i3Hecy"
1 "besneka manux B xmapi" (Lifecell) Ta myOmiuni xmapai cepicu MS Azure, Office365
(Yxprenexom, Bera Tenexom, siki mpaltor0Th 3a MOAEILIIO TTocepenHuka [3]).

6. 3pocTraHHS TOMYJISPHOCTI He JMmIe OE3KOMITOBHHX, alleé W IUIATHUX TIOCIYT 3
pEe3epBHOrO KOMIIOBaHHS 1 30epiraHHs JaHUX 3 OOKY SK KOPIOPAaTHUBHHX, TaK 1 MPUBATHUX
KOPHCTYBayiB 3a MOJIEJUTIO MIAIUCKHU (Tapu(HI IJIaHH 3 MIOMICAYHOI0 200 MIOPIYHOIO OTUIATOI0
Ha TaKHX cepBicax, sk OneDrive, DropBox, Google Disc Tomio; BiTun3nsHuii cepBic Fex.Net —
nyOiuHe XMapHE CXOBHIIIE JaHUX — IMPHUHECIO CBOEMY MpoBaiaepy Oing 1,5 MiH. nonapis
noxony 3a 2018 pik [3] 3a paxyHOk 3any4eHHs Outbine Hixk 100 THC. KOpUCTyBadiB Ha 3acaiax
a0OHEHTCHKOT IJIaTH).

I0.A. Jlaiinoscvkuii, JI.K. I'ninenxo. Bisnec-modeni xmapnoz2o naoanns IT-nocnye 37



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 3, No 2, 2019 ISSN 2523-434X (Online)

7. TlocriiiHe pO3MMpPEHHS KOjJa TOCIYr, IO THPOMOHYIOThCS YKPaiHCHKUMHU
orepaTopaMH, SIK 3a PaXyHOK THIIOBHX, TaK i 3a paXyHOK YHIKaJIbHUX IHHOBAI[IHUX MOCyT [3,
4, 6]. Tak, xommanis De Novo 3a octanHi 3 poKu BIpPOBaAWjIa CIEIiai30BaHi PillICHHS,
opieHTOBaHi Ha pi3Hi cermenTH crokuBaviB: G-Cloud — mas mepskaBHuX oprasis; SuperNovo
— ISl CepeHbOTro 1 Manoro Oi3Hecy; Habip MOCIYT PE3ePBHOTO KOIMIIOBAHHSA 1 BiJHOBIICHHS
npanesnatHocti IT-indpactpykryp (Backup & Disaster Recovery); yHiBepcajlbHy CHUCTEMY
pesepHoro komitoBanHs All Backup; cxoBumie manux Ha 6a3i texnomorii All Flash i HPI
(Hosted Private Infrastructure, mpuBaTHa Xmapa sk cepsic). Kpim Toro, Ha puHOK Oyja
BUBE/ICHA a0COJIFOTHO HOBA I YKpaiHChKOro puHKY mociyra — Monitoring as a Service
(MaaS, «wvonitopunr sik cepsic»). Omepatop GigaCloud 3a meil ke mepiodg BUBIB Ha
YKpalHCbKUH PHHOK MOBHUE komruiekc xmapuux mociyr: E-Cloud (laaS-rutatdopma mis
KOpPIOpaTUBHUX KIi€HTIB Ha 0a3i [0 VMware, po3mimiena B Hamii kpaidi Ta [Tosbmi); B-
Cloud (laaS-pimieHHs ans BITYM3HIHUX OaHKIB, MoOyHA0BaHe 3 ypaxyBaHHsM BuMor HBY); S-
Cloud (xmapHi cepBepr B OpeHAY JUJIsi MajioTO 1 cepeaHboro Oi3Hecy Ha 0a3i raTdopmu
OpenStack); pesepBHe xomiroBanHs naHux (BaaS) i cepsic BigHoBienns [T-indpacTpykrypu
y pasi aBapii Ha OCHOBHOMY MaiifaHuuKy 3amoBHUKa (DRaaS); cepBicu enexTpoHHOi TOpriBii
Ta [HTepHEeT-MarasuHiB, TpaHCOpTHUX KommaHii Tomo. [Tpu mpomy E-Cloud inTerpoBana 3
OUIIHIOBOIO CUCTEMOIO, 1110 JJA€ 3MOT'Y KJIIEHTaM 3aMOBJISITH PECYPCH 1 YIPABJISITH HUMH Yepe3
enuauil s ycix cepsiciB GigaCloud kmientcekuit nopran. Kommnanist UCloud BnpoBagmia
HOBY MOCIYTy — JOCTaBKYy (Di3MYHHMX HOCIiB 3 pe3epBHUMH KOIISMU KIIIEHTCHKUX JaHUX 3
MOJILCHKOTO JIaTa-IIEHTPY B odic kommanii-3amoBHHKa 32 12 roauH. Kommanis VoliaCLOUD
PO3BHBA€ MOCIYTY KOH(MIrYpyBaHHs KJIIEHTOM BJIACHOI'O IYJIy HNPOTrPAMHUX IHCTPYMEHTIB 3a
MoJeIIIo Saas.

8. Crilikuil 3HaYHMH TONUT KOPIOPATHBHUX CIIOKMBAYiB HA MOCIYTH PE3EPBHOIO
KOTiroBaHHA 1 BimHOBIIeHHs HanuX (BaaS, DRaaS) i BipTyanbHHX MalvH KIII€HTIB XMapH Ha
Maiijanuukax B €Bpori 3a MexamM YKpaiHu B JOTIOBHEHHS 10 MOTY>KHOCTeH B YkpaiHi [3].

9. Hecraua mpomycKHOi 3MaTHOCTI 3araJlbHUX KaHAIIB Iepeaadi JaHuX BHACIIIOK
NEpPEHECEeHHsI Bce OUIBINOT YacTKHM MPOIECIB YNpaBliHHA JaHUMU B XMapy, 1, K HacHiJOK,
oprasizarlisi orepaTopaMu XMapHUX CEPBICIB BIACHUX MEPEXK Mepeaadi JaHUX, IKi OXOIUTIOIOTh
yBECh PEriOH HAJaHHA XMapHHUX IOCIYr 1 TOB’SA3aHi 3 MOAIOHMMH MepeKaMH IHILIOTO
oreparopa.

10. 3pocraHHs MNONUTYy Ha BHUKOPUCTaHHA «MYJBTUXMapH», TOOTO 3ally4yeHHS
PI3HOPIIHUX MyOJIYHUX XMAapHUX pecypciB y paMkax eauHoi IT-iHdpacTpykTypu oprasizariii,
mo norpelye HapolyBaHHs KBamidikamii IT-nepconany y ramy3i XMapHUX TEXHOJIOTiH, HOro
3/1aTHOCTI 3/11MCHIOBATH aIMIHICTPYBaHHS 3pOCTAI0YOr0 MapKy KOPHOPATUBHUX XMap.

11. 3pocraHHs NONMTYy Ha BUKOPUCTAaHHS cepBiciB KkiOep3axucty (SECaaS) 3a
1 IITUCKOIO.

12. Pi3ke po3MIMpEeHHs PUHKY JAJs YKpaiHChKUX OINEpaTopiB y pa3i WMOBIpHOTO y
HUHIIIHIA TIOJITHUYHIA CHUTyaIlll TPUHHATTA 3aKOHOJABUMX aKTIB MI0JI0 OOOB’SI3KOBOCTI
30epexeHHs KOMIIaHIIMU TEePCOHAIBHUX JaHUX YKPaiHCBKUX KOPHUCTYBadiB TUIBKH Ha
teputopii kpainu. PozramyBannio 11O/l Ha Teputopii YkpaiHu crnpusie Takox i1 BUTIJHE
reorpagivHe MoJI0KEeHHS Ha MEPEeTHHI KaHaJiB €Bpoa3iiicbkoro 38’ s13Ky [3, 5, 6].

BucCHOBKH 3 1aHOI0 JOCJTI/’KEHHS i MEPCHEKTHBH MOJAJIBIINX PO3PO0OK 32 JaHUM
HanpsiMoM. Peamizanis iHpOpMaLiifHO-KOM TIOTEPHOI MIATPUMKH BIAcHOro Oi3Hecy 3a
JIOTIOMOTOI0 3aiTydeHHsT XMapHHX [T-mocimyr 3abesmedye CyTTeBi TepeBard 3a paxyHOK:
3MEHIICHHS KaliTaloBKJIaleHb y MPOrpaMHe Ta anapaTHe 3a0e3NedyeHHs, HOro OHOBJICHHS Ta
HIATPUMKY Ipale3/1aTHOCTI; 3MEHIIEHHS 1 e(EeKTUBHOIO PEryiioBaHHS ONepaliiiHuX BUTpaT
Ha OCHOBI IUIaTH 32 (PaKTMYHO BUKOPUCTAHI pecypcH; MiHiMi3alii 10 HyJsS Yacy OTPUMAaHHS
HeoOx11Hoi1 IT-ocmyru; BUCOKOI THYYKOCTI Ta HaJIHHOCTI; MOMIPHUX 1 MEHII CHelu(pIYHUX
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BumMor 110 IT-nepconany; MOXIJIMBOCTI 30CEPEANTH 3yCHIUISI HAa KITFOUOBUX MUTAHHIX BIACHOTO
Oi3Hecy, a He Ha Horo iH(OpMaIiIHHO-KOMITFOTEPHIM MiATpUMIN. 3pOCTaHHS MacITabiB
NPUCYTHOCTI YKPaiHCBKUX MIiANPHEMCTB B IHTEpHETI, MIBHIKOCTi, SIKOCTI 1 MOBCIOJHOCTI
JIOCTYITY IO HBOTO IMOCTIHHO 30UIBIIYE MPUBAOIMBICTE XMAPHUX MOJENEH I YKPaiHChKUX
HiIPUEMCTB, SIK JUIS CIIOKUBAYiB, Tak 1 uisi BUpoOHUKiB IT-TexHonorii. Ha xxanb, B Ykpaini
mie ¥ J10ci He Mpallloe€ TUIOBA AJs PO3BUHEHUX KpaiH MOJENb aBTOMATUYHOTO MPOJaxXy
XMapHHUX CEpBICiB, KOJH KOPHUCTYBa4 CaM 3aXOJUTh Ha CAWT MOCTayaJIbHUKA TOCIYT 1 KyITy€e
pecypcu, HeoOXiIHI Y JaHUH MOMEHT; 3aJly4€HHsSI XMAapHUX CEPBICIB CTOCYETHCS MEPEBAKHO
nepenayi, oOpoOku Ta 30epekeHHS MaHUX, Maibke BincyTHi cepBicu BPaaS. Bognowac
IPOBIZAHI TOProBi MaigaHUYMKH YKpaiHu, Taki, sk Rozetka, akTHBHO 3aydarOTh MEXaHi3MH
XMapHOI peKIaMu Ta peMapKeTHHTY 3a JoIoMororo cepsiciB tuiry Google AdWords. Moxna
nepeadavyuTy, 110 y TOATBIIIOMY BCE OUTBINE MIANPUEMCTB OyIyTh CXUIIATUCS A0 BUIICHHS
IT-iponteciB sixk HempodimbHUX 1 3acTocyBaHHs opeHau IT-pecypciB pasoMm 3 mepemadero y
ayTCOPCUHT YIIPaBJIIHHS HUMH 3 OJIHOYACHUM BIIPOBA/KEHHSIM BJIACHUX XMApPHUX CTPYKTYD
JUIsL YOPaBIIIHHA KJIIOYOBUMH Oi3Hec-mporiecamu. BojgHouac 3pocTaHHsI MONUTY Ha XMapHIi
MOCIYTU Ma€ MPUBECTU J0 aKTUBHIIIOTO BXO/HKEHHS HA YKPAiHCHKUN PUHOK 1X PO3POOHUKIB
Ta MPOBAWJEPIB 1 MOSIBU HOBUX BITYM3HSIHHUX IMOCTAYAIBHUKIB XMApHUX TOCIYT, Y MEPIIy
4epry, Ha OCHOBI Ilepeiayi B ayTCOPCUHT YKPAaTHCHKUM PO3pOOHHUKaM coPTy OKpeMux GyHKITiI
NPOBIAHUMHU XMapHUMHU TIpOBaiiiepaMu CBITY, y T.4. 3 opranizanii sokansaux L[O/]. Bee e
poOUTH HEOOX1THUM BpaxyBaHHs 0COOTMBOCTEN OKPEMHX MOJIENeH HaJaHHs XMapHHUX MOCTYT
y TMOPIBHSAHHI 3 BIIACHUMHU PECypCaMH Ta LUISIMH MPH BHOOPI NUISXY BIPOBAKEHHS XMapHUX
TEXHOJIOTIH K iX CIOKMBayaMH, TaK 1 MOCTayaJlbHUKaMH. PUHOK LUX MOCIYT IIBUIKO
PO3BHUBAETHCS 1 3MIHIOETBCS, @ Pa30M 3 HUM 3MIHIOIOTHCS 1 BUMOTH 10 YCHIIIHUX Oi3Hec-
Mojienei X HaJaHHS, MOCTIMHE TOCTIIKEHHS SKUX Ma€ CTAHOBUTHU MPEAMET MOJAIbIINX
JOCTIIKEHb.
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Business models of cloudy IT-servicing

Aim of the article. Application of cloud technologies extends possibilities of delivering the IT-
services "on demand", makes cooperation between the participants of business more rapid, more flexible
and more open. However, methods of successful organization of businesses on the basis of cloud
technologies appear to be rather the result of certain business-initiatives than of the analysis of
advantages and drawbacks of different business models with further reasonable choice of the most
suitable model. So the systematization and classification of business models of modern cloud businesses,
analysis of their strengths and weaknesses seems to be an actual task. Numerous publications
considering the business models of cloud services mainly don't go beyond the levels of serviced IT-
resources or methods of granting the access to them without reasoning the choice of both of them with
taking into account target consumers, key resources, pricing models, service content etc. The purpose
of the article is to investigate the typology of business models of cloud businesses and to reveal the terms
of successful introduction of certain models.

The results of the analyses. A business model is traditionally considered as a structural model
of value creation and commercialization by the business system. Special features of cloud services
determine the particularities of constructing the business models of cloud service providers. In all
classifications of business models of cloud ecosystems two invariants are taken into account: method of
deploying the IT-services (private, public, community and hybrid clouds) and level of the virtually
(through a cloud) rendered services determined by virtually used IT-resource called the layer of IT-
services (Infrastructure as a Service, laaS; Platform as a Service, PaaS; Software as a Service, SaasS;
Business Process as a Service, BPaaS). Evident additional business model elements are represented by
pricing model (mainly pay per use or subscription) and value proposal which ranges in different
typologies from the level of the virtually rendered services to the content of each special service (cloud
storage, cloud service brokerage, cloud service integration, security as a service etc.). Each of the
models has different market maturity and prospects of market growth, needs special resources for
deployment and provides different advantages for users.

To choose a model for cloud service providing we suggest comparing the provider resources
and goals with success driving factors for each model. For instance, the SaaS level provides the easiest
market entry, the best opportunities for innovations, the least need for venture capital and lots of
successful business models, but the technology/vendor lock-in is very high and competition is very
strong. This model provides lots of advantages for a consumer: scaling, robustness, economy and
optimization of costs, reliability etc. As the model of service consumption, it is extremely attractive for
organizations avoiding spending resources on buying and maintaining general applications or to those
that have not enough capital to buy the licensed software (start-ups, enterprises of small and medium
business, educational institutions). On the contrary, the laasS level needs much more capital and market
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entry investments, provides fewer opportunities for innovations, but is easy to buy and deploy;
competitive advantage is mainly based on better utilization of existing infrastructure. As the model of
service consumption, laas$ is attractive for enterprises with too high or permanently changing demands
for hardware. While offering laaS the provider is to distinguish the type of offering for experienced
users (medium and big enterprises) and the start-ups: first are interested in managed services, second
— in traditional ones. Offering the services transition of on-premise IT to cloud is also attractive for
medium and big enterprises. Supporting the multi-cloud management seems to be promising for
Ukrainian providers: they can offer own laaS service and act as a broker for other, more advanced
providers so that the users succeed in avoiding vendor lock-in.

The Ukrainian market of cloud IT-services is saturated with proposals of well-known foreign
providers though the segment of home providers is rather strong and increasing in volume but not in
share. Home vendors develop innovative services targeted at different types of consumers but it is
difficult for them to compete with foreign laaS/PaaS providers in prices and consumers’ trust in
reliability. Nevertheless, strong and increasing demand for some kinds of services such as BaaS, DRaaS,
SECaaS seems to be promising enough for home vendors. Moreover, one can expect great market
extension for home providers in case of probable regulatory prohibition on some data hosting out of
Ukraine.

Conclusions and directions for further research. It is obvious that in future more and more
enterprises will be predisposed to identify the IT-processes as non-specialized and to apply the lease of
IT-resources with outsourcing the management of them and simultaneous introduction of own cloudy
structures for a managing the key business processes. At the same time an increase of demand for cloud
services must result in more active entering the Ukrainian market by both foreign and home providers
of such services. To succeed in the market of cloud services the providers and users are to consider the
features of different business models of cloud servicing in comparison to their own resources and goals.
The market of these services develops and changes rapidly resulting in change in requirements to the
successful business models of their provision and deployment that are to be the object of further
research.

Keywords: cloud services, business model, infrastructure as service (laaS), platform as service
(PaaS), software as service (SaaS).
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YIIPABJIHHA CYCHIJIbHOIO IYMKOIO B YMOBAX EJEKTPOHHOI
JAEMOKPATII

Memoro cmammi € po3podka modeni 015 ONUCY OUHAMIYHUX NPOYECI8 PO3ZBUMKY MA ICHYBAHHSL
CoOYianbHOi OYMKU Y CYCNIIbCME] HA MIKPOCOYIAIbHOMY DI6HI, KOIU MOOETIOEMbCS OUHAMIKA 3A2aTbHUX
Xapakmepucmuk Cycniibcmea ma po3pooka nioxo0ié 00 YNPAGNIHHA YUM NPOYecoM 6 YMO8ax
eleKMPOHHOI 0eMOKpamii 3a 00NOMO2010 6NIUGY eNleKMPOHHUX 3ac00i8 KOMYHIKayii. 3a 3Hayywy
Xapakmepucmuxy 6uOpano KinbkKicms jtolel, fAKi NPUMPUMYIOMbCA NeBHOI coyianbHOi OYMKU.
3anpononosano Oumamixy 3miHu CYCHIIbHOI OYMKU ORUCY8AMU HENIHIUHUM OughepenyianbHum
pisHannam. Iloxkazano, wo enekmpouHi 3acobu KOMYHIKAYii CYCRilbCmea € NOMYNCHUM (DAKmopom
BNIUBY HA (POPMYBAHHA MA OUHAMIKY CYCNiNbHOI OymKu. Po3pobieno memoo ynpaenintsa cycniibHow
OYMKOI0, SAKUIL NOJSA2AE 8 YNPAGIIHHI KITbKICHUMU 3HAYEHHAMU napamempie mooeni. Haseoeno npuxiaou
cumyayiu, AKi MOXCYmb nompeby8amu YNpaeiiHHi 6 pamKax ompuManux 6 cmammi mooenei ma
MemoOi8 3 Memor OnMmuMi3ayii po3eUmKy CycnilbCmaad.

KirodoBi croBa: comianbHa AyMKa, MOJCTIOBAHHS, YIPaBIiHHS, CJIEKTPOHHA JIEMOKpATis,
€JIeKTPOHHA KOMYHIKaITif.

DOI: 10.15276/mdt.3.2.2019.3

ITocranoBka mpobjeMH B 3arajJbHOMY BHIVIAAI Ta il 3B'I30K 3 BaKJIUBHUMH
HAYKOBHMH 200 NMPAaKTUYHUMH 3aBAAHHAMHU. YTIPABIIHHSA CYCHUIBHOIO TTYMKOIO 3aBXKIU
OyJ10 BaXXJIMBUM 33J[aHHSAM CYCIIbCTBA. BiToMo, 1110 CyCHiJIBHI [YMKH MOXYTb SIK IOTTIOMaraTu
PO3BUTKY CYCIUJIbCTBA Ta JEP’KaBU, TaK 1 3arpoKyBaTU caMOMY iX ICHyBaHHIO. JlemokpaTis
3aBXKAM BIIPI3HAIACSA THM, 1110 B TAKOMY CYCIIJIBCTBI B HAsIBHOCTI ICHYBaJIM OJIHOYACHO Pi3Hi,
1HOZI HAaBITh IIUIKOM TPOTUJIEKHI, coliaibHi Jaymkd. lle migBuiyBayio amganTailiiHi
MOYJIMBOCTI CyCIIbCTBA Ta JepxkaBH. [1osBa enekTpoHHUX 3ac00iB KOMYHIKallil Mpu3Bena 10
iX aKTUBHOTO 3aJIydeHHsI B 1HCTUTYTH JeMoKpatii. OIHaK JETKUH TOCTYI 0 €IeKTPOHHUX
3ac00iB KOMYHIKallii 3JaTHUH NPU3BECTH O TOTrO, IO CYCHiJIbHI JYMKH, SIKIi HEraTUBHO
BIUIMBAIOTh Ha CYCHUIBCTBO Ta JEprKaBy, 3JaTHI 3aBOIOBATU JOCHUTH BEJIHMKY KUIbKICTh
NPUXUIBHUKIB.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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A 1e, B CBOIO uepry, MOXe BIUIMBAaTH Ha Tepelir BHOOPIB, sKi MPOBOIATHCS 3a
JIeMOKpaTUYHUMU Tipoueaypamu. He ciin takox 3abyBartu, mo ['iTiiep npuiiioB 1o Biagu y
HimeuuunH1 ITKOM JEMOKPATUIHUM IUISIXOM.

Taxum yrHOM, HOCTIKEHHS PeHOMeHa (pOopMyBaHHS CyCHUIBHUX TyMOK Ta iX 3MiHHU B
YMOBax €JIeKTPOHHOI JE€MOKpaTii Ta 3pOCTal0yuOoro BIUIUBY €JIEKTPOHHUX 3aC001B KOMYHIKaLi
€ aKTyaJIbHUM HAayKOBHM Ta BaXJIMBUM B MIPAKTHYHOMY 3aCTOCYBAHHS 3aBJIaHHSIM.

AHaJi3 OCTaHHIX JOCHiIKeHb 1 myOJikamid, B SAKHX MOKJAAEHUH IM0YATOK
BUPIlIEHHIO aHOI npodJieMu i Ha siKi cnupaeTbest aBTOp. B YKpaiHi JOCUTH CTPIMKHIA
PO3BHUTOK €JIEKTPOHHUX 3aC001B KOMYHIKAIIl CTUMYIIIOETHCS JepKABHUMHU CTPYKTypamu [1].
Lle cTBOpIOE YyMOBH JUIsl IIMPOKOTO 3aCTOCYBaHHS €JIEKTPOHHOI nemokpatii [2,3]. ¥ cBoro
4yepry, Bce 1€ MPU3BOAUTH 10 PO3LUIMPEHHS CHEKTpa CYCHIIbHUX JYMOK, 10 TOrO, L0 HaBiTh
HEe3HauHa KIJIBKICTh OAHOAYMIIIB MOXe OyTH mouyTa yciM cycmiabcTBoM. OgHak YkpaiHna
ChOTOJTHI 3HAXOAMTHCS B YMOBAX MOTYXKHOT iH(OPMAIIHHOIT BIHHM, IO € CKJIAJOBOI0 CyYaCHUX
TaK 3BaHUX «TiOpUTHUX BiHY» [4].

OpnuM 13 HampsAMKiB Takoi iHdopMmamiiiHOi BifHM skpa3 1 € (opMmyBaHHS Ta
PO3MOBCIO/DKEHHSI caMe€ THUX CYCIIJIBbHHX JIYMOK Yy CYCHUIBCTBI, SIKi NMPHU3BEAYTh OO HOTO
ocnabyieHHs, MO TOTIPIIEHHS COI[ialbHO-€KOHOMIYHOTO CTaHy. B TOMy wucii HaBiTh 1 10
CTBOPEHHS TaHIKH, KOJH JIFOJU MEPETBOPIOIOTHCS Y arpeCUBHUN HATOBII, KM 3JaTHUH 110
JNECTPYKTUBHUX [iH [5].

3arpo3u CycCHiIbCTBY, SIKI BUKOPHCTOBYIOTh IHCTPYMEHTH €JIEKTPOHHOI JIEMOKpATii,
NepeI0BCIM eJIeKTPOHHI 3acO0M KOMYHiKallii, mMpuTaMaHHi He Juiie YKpaiHi. Bonu Bce Oinbiie
PO3MOBCIOKYIOTECS Y CBIiTi. [IpurHaMu 1IbOTO € CTpIMKE MOMIMPEHHS MIrpalliifHIX MPOIECIB,
sIKe MPU3BOJUTH JI0 TOTO, 1110 B paMKax OJHOT'O CYCIJIbCTBA 3MYIIEH] ()YHKIIIOHYBaTH J1I0CUTh
BEJIMKI CITUTBHOTH JIFOJICH, K1 IPUTPUMYIOTBCS PI3HUX CYCHUIBHHUX TyMOK Ta yrmoj100aHb.

JlocimkeHHs 3a3HaUeHUX MPo0sieM Bce OiIblie MPUBEPTAE yBaAry JAOCIHIIHUKIB.

Hanpuknan, B [6] BUsBIEHO, IO KYJAbTYPHI OCOOJIMBOCTI MITPaHTIB Yy PO3BHHEHHX
mictax Kurato (e mpoxxuBae 6arato Jtojieil, BUIIMI 10Xi1 Ha 0JIHY 0cOo0Y Ta BUILIMHA PO3BUTOK
IHYCTp1aJIbHOTO CEKTOpa) 3aBa)KalOTh aJanTallli MITpaHTIB, Kl NpUOYyIH 13 HIIUX paloOHIB
Kuraro. PoOuThHCS BUCHOBOK, 110 BKJIJH COIIaIbHOT HEPIBHOCTI Ta BiICYTHICTh MOOITBHOCTI
JIOJIeH Ha PUHKY Ipalll MOKe 0OMEKUTH po3BUTOK KHTaro y TOBroCcTpOKOBIN MEPCTIEKTHBI.

B [7], BUKOpUCTOBYIOUM JaHi TPOMaJACHKOI AYMKH LIOJO MIATPUMKH DPi3HHX (HOpM
TEPOPU3MY CEpell PECIOHICHTIB Ha MAaJECTUHCHKUX TEPUTOPIAX 3pOOJEHO BUCHOBOK, LIO
CKeNTHLM3M IIOJ0 JIeMOKpaTii Ta ii NpUAATHOCTI K (OPMH JIEP’KABHOTO YIPaBIIHHSA
JI0TIOMara€e HasiBHOCTI MyOIIYHOT MIATPUMKH JJIs1 HACWJIBHULBKOTO E€KCTPEMI3MY B paMKax
MycynpmMaHCbKOrO  CBITY. BKa3zyeTbes, 110 TNpPEACTaBHUKM MYCYJIbMAaHCBKOTO  CBITY
HiATPAMYIOTh HACHJIBHUIIBKUI EKCTPEMi3M, pO3TJISIaloul HOTo SK €JIeMEHT KYJIbTYpHOTO
oropy. 3a pe3yibTaTaMy JOCHIPKEHHS CYCNUJIbHOI AYMKHU aBTOp [7] mokasye, 0 Mae micle
nBa epEeKTH: OJHI NMPUXWIBHUKHA TEPOPHU3MY BBAXKAIOTh, IO JEMOKpATiS € HECYMICHOIO 3
iclIaMoM, TOJI SIK 1HII BKa3yIOTh Ha COIiaTbHO-€KOHOMIYH1 BITHOCHHU SIK HA OCHOBHI.

V [8] aBTOpM MpUIAIILIK 10 BHCHOBKY, III0 PiBE€Hb MAKPO-TOJIEPAHTHOCTI IO3UTHBHUHN Ta
CHJIBHO acoLliHOBaHUH 13 BUCOKUM piBHEM mpoTecTiB y Mmeranomicax CIIIA.

B [9] nocnigkeHo peakiiito NoJITHYHUX NapTiid Ha I1100aJbHy €KOHOMIUHY KpU3y B 23
KpaiHax €Bponu. BUCHOBOK: mpaBisidi maprii pearyroTb Ha Kpu3W OifbII aKTHBHO, aHDX
OTIO3MII1HH1, 3BUYaliHO Y KpaiHaX, /i€ 30BHILIHII MIOK OyB BUILUM.

3IHCHIOETBCS TAKOXK MOJIETIOBAaHHS (POPMYBaHHA y CYCIIIbCTBI COLIATBHUX TPYI, IO
CKJIQIAIOThCS 13 MPUXWIBHUKIB ONHIET cycniabHOI aymku. Hampuknaza, B [10] 3miiicHeHo
MOJICJIIOBAHHS BIUIMBY HAsABHOCTI I1HIMBIAYalbHHUX JYMOK T€TE€pPOT€HHUX areHTiB Ha
dbopmyBaHHS COIIaTBLHUX TPYI. B pe3ynbpTaTi MOETIOBaHHS MTOKa3aHO, 0 HAsIBHICTh CUITBHUX
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IHANBIAYAIBHUX YHOM00aHb MPU3BOIUTH O HASIBHOCTI y CIUIBHOTI TaKUX areHTIB OLTBIIOT
KUIBKOCTI OKPEMHX COIIIbHUX Tpyn. Ha KUIbKICHI XapaKTepUCTUKH YacTKH OcCi0, sKi
BUOMPAIOTh MEBHUI BapiaHT, BIMBAE K KUIbKICTh JOCTYIMHHMX BapiaHTIB, TaK i Mo4aTkoBa ixX
YacTKa Yy CYCIUJIbCTBI.

Bupinennss HeBHpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NPUCBAYYETCS CTATTHA. TakuM UYUHOM, CbOTOJHI HIMPOKO JAOCHIDKYIOTbCA (DEHOMEH
dbopMyBaHHS Ta QYHKIIIOHYBaHHS Y CYCITUILCTBI COLIABHUX TPYII, IO CKIAAAFOTHCH 13 JIOJICH,
AKI € NPUXUIbHUKAMU IE€BHOI CycnuibHOi OyMku. OnHaK B TEOPETUUYHOMY ILIaHI Taki
JOCIIJIKEHHSI 30CEpPEIKYIOThCSl TIEPEBAKHO HAa MIKPOPIBHI, KOJIM MOJENIOIOTHCS IMPOLECH
arperaifii 1HIWBIAyaJIbHUX IIepeBar OKPEMHX AareHTiB. B ekcriepuMeHTaIbHOMY K IUIaHi
BUBYAIOTHCS PE3YJIBTATH COLIOIOTIYHUX BUMIpIB, SIKi BIAMOBIIAI0TH MAaKPOPIBHIO.

@®opMyJIIOBAHHS METH CTATTI (MOCTAHOBKA 3aBJaHHs). MeTo0 3ampornoHOBaHOT
CTaTTi € pO3pOOKa MOJIeIi 15l OTIMCY IMHAMIUYHUX IPOLIECiB PO3BUTKY Ta ICHYBaHHSA COLIalIbHOT
JTIYMKH Y CYCIUIBCTBI Ha MIKPOCOIIaJIbHOMY PiBHI, KOJIM MOJICTIOETHCS TMHAMIKA 3arajJbHUX
XapaKTePUCTHK CYCHIBCTBA Ta PO3pOOKA MIAXOJIB IO YIPABIIHHS UM MPOIECOM B yMOBax
eJIeKTPOHHOI JeMOKpaTii 3a JOMOMOIOI0 BIUIMBY €JIEKTPOHHUX 3aco0iB KOMYHIKalli. 3a
3HAUYIY XapaKTePUCTUKY BUOpaHa KITbKICTh JTIOACH, K1 MPUTPUMYIOTHCS TICBHOI COIIaIBHOT
IyMKH. [HAMBiAYyanbHI yro100aHHS OKPEMHUX JIF0/IeH B POOOTI HE pO3TIISIAI0THCA.

BukiiajeHHs1 OCHOBHOro Marepiajy JOCJTiI’KeHHS1 3 TOBHMM OOIPYHTYBAaHHSIM
OTPUMAHMX HAYKOBHX pPe3y./bTaTiB.

1. IToGyayemMo Moaens st pO3paxyHKy KUTbKOCTI MPUXMIBHUKIB COIIAIBHOT TyMKH.

KoxxHa cycniibHa JyMKa JIOKajli30BaHa B MNEBHIM cykynHocTi mojeil. PopmMyBaHHS
HOBOI CYCHUIBHOI JyMKa 3AIHCHIOETBCS BIiJHOCHO HEBEIMKOIO KIJIBKICTIO Jrojei. I3
3pOCTaHHAM KITBKOCTI JIFO/IeH, K1 MOAUISIOTH 10 HOBY CYCHUIbHY TyMKa, BOHA 3aKPIILTIOETHCS
B CYCIIUIBCTBI YM TpoMai (TOOTO «3aBOHOBY€E» CBOIX MPUXUIIBHHKIB). [[00ymyemMo Moems st
PO3paxyHKY KUJIbKOCTI JItOJIeH, sIKi OyAyTh HOJIISTH L0 HOBY CYCHUIbHY TYMKY.

PosrnsitHemo cykymHicTh groaei N, siki MaroTh NeBHY c(popMOBaHy paHillie CyCHiIbHY
aymky. Ilin BOJIMBOM BHYTPIIIHIX YW 30BHIIIHIX YWHHHKIB (HANpHUKIAJ, 30BHIIIHBOI'O
OTOYEHHSI, IIUIECTIPSIMOBAHUX 1M TOIO; OUIBII JI€TANbHO Mpo 1€ Oy/e MpoaHaIi30BaHO Aaji)
1151 lyMKa [TOYMHA€E 3MIHIOBATUCS HA HOBY.

Le#t mpouec — 30UIbIIEHHS 3 YacOM KUIBKOCTI JIOJEH, siKi OyayTh MOJAUISTH HOBY
CYCHUIbHY TYMKY, MOXK€ OYTH OMHMCaHO TaKUM JU(EpEeHIIaIbHUM PiBHIHHSM.

C;—I:I:F(N),N(t:O):NO. )

Tyt No — KIIBKICTB JIFO/IEH, K1 MOAUISIOTH HOBY CYCHUIbHY IYMKY Ha ITOYaTKy pO3IIIsAy
(moyaTKOBa KUTHKICTh IUX JTFOJICH ).

®yukiis F(N) moBuHHA 33 J0BOJBHITH TAKHM BUMOTaM:

1) mpu Mamux 3HAYCHHSX 4acy I (QYHKIls MOBHHHA OyTH 3pocTarouoto. JlificHo, Ha
MoYaTKy HOBa CYCIIJIbHA JyMKa MOBHMHHA PO3MOBCIO/DKYBATHUCS Cepell HACeNeHHs, 1 10 Hel
MOBUHHI JJ0Jy4aTHcs HOB1 wieHu. (MoskirBa TakoK aJlbTepHATUBHA CUTYAIlis, KOJIH CyCIiJIbHA
JyMKa BTpayda€e CBOIO MOMYJSAPHICTh. TOJi KUIBKICTh JIOAEH, AKi ii MiATPUMYIOTh, IOBUHHA
criajaTu.);

2) IpOTSIrOM Yacy MIBHKICTh JOJYYCHHS HOBHMX YICHIB MaJa€, i KUIbKICTh JIFOJICH, SIKi
MOJISIOTh HOBY CYCIIJIBHY JYMKY, CTaO1Ii3y€ThCS.

Haiinpocrimmooo MaTeMaTHYHOI0 MOJICIIIO, SKa BiJNOBIJA€ HABEJCHUM BHMOIaM, €
Taka:
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MoxHa 3amponoOHYBAaTH TaKy IHTEpHpETAIil0 MpaBoi YacTUHHU JU(EpPEeHIIaTHLHOTO
piBHsiHHS (2). Ilepmmii 4imeH BiAmoBigae 3a 3pOCTaHHS KUTBKOCTI MPUXHJIBHHUKIB JTaHOI
cycninpHOI aymMKku. Ll KigbKiCTh 3pOCTa€ BHACHIIOK TOTO, IO KOXKEH MPUXHIBHUK JTaHOI
CyCNUIbHOT TyMKH Oyzie IPUBOJUTH JI0 €1 CYCIIJIBHOI TPYIU NIEBHY KUIBKICTh HOBUX YJICHIB.
BHacnigok 1pOro MmBUAKICTE 3pOCTAaHHS KIJIBKOCTI NMPUXWIBHUKIB Oyne mpomnopmiiHa ix
KUTBKOCTI.

Hpyruii unen B (2) BUHUKa€e BHACHIJOK TOTO, IO KOXEH 13 MPUXWIBHHUKIB Mae
CIIJIKYyBaHHS 3 IHIIMMH WICHAMH CYCIIJIbCTBA, TUMH, SKi HE € NPUXWIBHUKAMHU HOTo
cycninbHOl nyMkH. [Ipu bOMY KOXKEH NMPUXUIBHUK OPIEHTYETHCSA HA CIIIBHOTH THX 1HIIUX
CYCIIBHUX TYMOK, SIKI MAIOTh MPUOJM3HO TaKy K KUIBKICTh CBOIX MPUXWIBHUKIB, SIK 1 HOTO
BiacHa. [Ipu koMyHiKaIlii i3 HUMU PUXHIBHUK KOKHOTO pa3y BUMYIICHUH ITOPiIBHIOBATH CBOIO
CYCIIIBbHY AYMKY 13 1HIIMMH, MEPEBIpsA0YN cebe TUM caMUM Ha BigaaHicTh id. lle MoxkHa
PO3TIIAIATH SIK CBOTO POJIY «OITip CYCHIIBCTBAY MO0 JAHOI CYCITUTBHOT TYMKH.

CrabiapHOIO € TaKa KUIbKICTh MPUXMIBHUKIB PO3IIITHYTOI CYyCHUIBHOT TYMKH:

N, = % @)

ITpu mamux N, komu N<Ns, mpaBa yactrHa (2) € J0AATHOIO, 1110 BiAMNOBIIAE 3aTy4YEHHIO
JI0 cycrinbHOi AyMku HOBHX Jiroaed. Komu x N e Benmukum, ko N>Ns, Toai mpaBa wactrHa
(2) € Bix’eMHOI0, 110 BIAIOBi/Ia€ TOMY, IO CyCIiJIbHA AYMKa BTpada€e CBOIX MPUXUIbHUKIB.
Jns  3pilicHeHHS MaTeMaTHYHOro aHawiizy piBHSHHSA (2) 1o ©Oe3po3mipHoi  dopmu
BUKOPHCTOBYIOTh TaKy 3aMiHy:

nzﬁ,nozﬁ,rszstzat. 4)
N N
Toni (2) mpuitme Takuii BUTTISA.
@:n(l—n),n(r:O):no )
dr

Po3B’g3aHHs 11bOT0 3BUYatHOTO JU(EPEHIIaATIbHOTO PIBHSHHS MAa€ TaKUW BUTIIS!

No
no +(1— no) ‘e_z— .

n(z) = (6)

[ToBeninka N(7) HaBeaeHa HA pHC.| T PI3HUX MOYATKOBUX 3HAYEHB No.

48



ISSN 2522-9087  (Print)

MapkeTHHr 1 u(POBI TEXHOJIOTIT Tom 3, Ne 2, 2019 ISSN 2523-434X (Online)

Pucynok 1 — Cxematudne 300pakeHHsI HOBEAIHKU N(7) A1 Pi3HUX MMOYATKOBMX 3HAYECHB No.
kpuBa 1 — ng=0,1; kpuBa 2 — no=0,5; xpuBa 3 — no= 0,8; kpuBa 4 — Ng= 2,0; kpuBa 5 — np=10,0.

2. MetoJ1 3aCTOCYBaHHS MOJIEII.

3anpornoHoBaHa MO/I€Ib MOXe OyTH 3aCTOCOBaHA JUIsl YIPABIIHHSA CYCIIIBHOIO JYMKOIO
B YMOBaXx €JIEKTPOHHOI JAEMOKpATIii 3a I0TIOMOT0I0 BIUTMBY €JIEKTPOHHUX 3aC00iB KOMYHIKaIIii.
[Tokaxkemo, 110 BOHA 37aTHA OMUCATH OCHOBHI XapakTepHI pHcH (OPMYBaHHS Ta 3MiHU
CYCIJIBHOI TyMKH BHACJI1JIOK BIJIUBY €J1EKTPOHHUX KOMYHIKAI[IHHUX 3aCO01B.

B peanbHMX yMOBax BUMIpIOBaHHS KUTBKOCTI JIFO/EH, SIKI HOAUIAIOTH NIEBHY CYCHUIbHY
TIYMKY, 3I1UCHIOETBCS 3 JESKOI TOYHICTIO. J[0 TOro &, camMa KUIBKICTh TaKHUX JIFOACH HE €
CTaJIOI0 BEIMYMHOIO: XTOCh MPUENHYETHCS IO CYCHUIBHOT TYMKH, @ XTOCh 1 «BIIXOJUTH) BiJl
Hel. TakuM YMHOM, OTpHUMaHa B PE3yNbTaTl COLIOJOTIYHOTO JOCHIKEHHS KUIBKICTh JIIOJIEH
Nexp, SIKi IPUTPUMYIOTHCS MIEBHOT CYCIUIBHOI TyMKH, Oy/e CKiiafaTu BeTnIuHY f=Nexp/Ns, sika
He OyJe CWJIBHO BIJIPI3HATHUCS Bl «T€OPETHYHOI» KuibkocTi soaed Ns. MaremaTudHo 1e
3aMUCYETHCS TAKUM YHHOM:

‘1_ﬁ‘:m

<<1. 7
N, (7)

KinpkicHi 3HaueHHs1 Benu4yuH f 200 Nexp MOXYTh OyTH BUMIPSIHI Ta BUKOPHCTaHI B
eKCHepUMEHTAIbHUX JOCTIDKeHHsAX. BigmiTumo, 1mo, 3arajoM Kaxyud, ymoBa (7) Ha
BEITMYUHY £ HE € 000B’SI3KOBOIO (JIETATBLHO 11€ 0OTOBOPEHO J1ajIi).

Inma xapakTepucTtuka, sfka Moxe OyTH BHMIpsSHa Ta BHKOpPHCTaHa B
eKCIIEPUMEHTAJIbHUX JIOCIIKEHHSIX XapaKTepUCTUK 3MIHM CYCHUIBHOI JYMKH, € yac ¢ a0o tc,
3a SKUM KUIBKICTh JIIOJAEH, SIKI MOJAUISIOTH 10 JIYMKY, JOCSra€e CTalioHapHOi. TouHilue,
eKCIIEPUMEHTAJIbHO BUMIpIOBaHO1 BeTMUYUHU S a00 Nexp. Llel yac 3HaXoauTHCS 13 TAaKOTO
PIBHSHHSL:

A.A. Ulusan, JI1.O. Hixighoposa. Ynpaeninus cycninehoio 0yMKol0 8 yM0o8ax eiekmpoHHOL 49
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n(z,) = o =B ®)

ny+@—ngy)-e~ "

I3 (8) merko 3HaiiTH 3HAUEHHS 7¢ 32 (HOPMYIIOIO

T :_|n|:wj| = |n|:M} ) (9)
’ BL—ny) No(1-4)

B ekcnepumeHTax Kpalle BHKOPUCTOBYBATH 3HA4€HHS lc, SKe BUMIPIOETHCS B
PO3MIpPHHX OJIMHUIISIX Yacy.

:1|n|:ﬂ(l—n0):|:1|n Nexp(Ns_NO) . (10)
a nO(l_ﬁ) a NO(NS_Nexp)

c

Ha puc. 2-5 moka3aHo 3a71€KHOCTI 7¢ Bl BEJIMYMH No Ta [, BiIOBITHO.

0 T T T T T T T T I T T T |
0.1 0.2 0.3 0.4 0.5 0.6 0.7

Pucynok 2 — 3anexHicTb 7c BiJl No mpu No<1. 3nauenus f: kpusa 1 — =0,3; kpusa 2 — =0,5;
kpuBa 3 — 5=0,7.
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00— T
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2 3
4
04 0.6 0.8 1.0 P

Pucynok 3 — 3anexHicts zc Big £ npu f<1. 3nauenns No: kpusa 1 — No=0,05; kpusa 2 — ne=0,1,
kpuBa 3 — No=0,2; kpuBa 4 — Np=0,3.

Pucynox 4 — 3anexHicTh 7c BiJ No pu No>1. 3navyenns f: kpusa 1 — f=1,01; kpusa 2 — f=1,1;
kpuBa 3 — f=1,3; kpuBa 4 — f=1,5.
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Pucynok 5 — 3anexHictb zc Bix f npu f>1. 3Hauenss No: kpusa 1 — no=1,5; xpuBa 2 — ng=2,0;
kpuBa 3 — No=5,0; kpuBa 4 — nNp=10,0.

B ekcnepuMeHTANIbHUX JOCHIIKEHHSIX MOXYTh OYTH BHUMIpSHI Takl KIJIbKICHI
XapaKTEPUCTHKH BEIMYHH, 10 XapaKTEPU3YIOTh JUHAMIYHI IPOIIECH 3MiHU CYCIIJIBHOIT TyMKH:

1) cepenne 3Ha4eHHsI CTaOLIBHOI KiTBKOCTI Jit0jiel Nay, IKi HOAUISIOTh HOBY CYCIUIbHY
AYMKY;

2) XapakTepHU# Yac 3MiHM CyCHOUIbHOI TyMKH (TOOTO dYac, 3a SKHMH KiTbKiCTh
NPUXUWIBHUKIB HOBOI CYCIIJIBHOT JYMKH CKJIaJie MOTPiOHY 4acTKy S Bin cTabiibHOT Nav);

3) movaTkoBa KiJbKicTh Jrojieit No, sIKi i ATPUMYIOTh HOBY CYCHIIBHY JYMKY.

B yMoBax Mopelni KibKiCHI 3HaYCHHs MapaMeTpiB @ Ta D B Mojeni BH3HAYAIOTHCS
PI3HUMHU COLIIaJIBHUMU MPOLIECaMH.

[TapameTp Mozeni @ 3a1a€ThCSI ICHYIOUMMH Ha IAaHUH MOMEHT Y CYCIJIBCTBI IpolLiecaMu
PO3MOBCIO/KEHHS 1H(OpMAIIil Ta CXUIBHICTIO JIOACH A0 MPUEAHAHHS J0 HOBOI CYCHUTbHOT
JYMKH (IIpU IIbOMY JUISI PI3HUX CYCIUIBHUX JYMOK KUJIbKICHA BEJIMYMHA IILOTO NapaMeTrpa Oyne
pi3zHo10). ITpy 1bOMY A JOCTATHBO BEJIMKOI KUTBKOCTI MOXKJIMBHUX CYCHUIBHUX TYMOK IeH
napameTp Oyze MpakTUYHO oJHakoBWH. Hampukiaa, B ymMoBax BHOOPYOi KaMIlaHii BETUKUMA
wiacT iHdopmarii BIUIMBAaE Ha JIOACH MPAKTUYHO OJIHAKOBO, 3MIHIOIOTHCS TUTBKH Ha3BU
KaHJUAATIB, MapTiil Ta OJ0KIB TOLIO. [HIIMM NMPHUKIAZIOM MOXKYTh CITYy>KMAaTH COILIaJIbHI TyMKHU
1110710 COILIaJIbHUX Y €KOHOMIUHUX MPOIIECIB y KpaiHi YU PErioHi.

Bka3zana oOcTtaBuHa [103BOJIsIE BUKOPHUCTOBYBAaTH 3HA4YE€HHsS @apaMerpa a, sKi
po3paxoBaHi 3a KUIBKICHUMH 3HAa4€HHSMH XapaKTEPUCTHK PO3MOBCIOKEHHS OJHI€T
CYCIJIBHOI AYMKHU (4M JEKUIbKOX 13 HMX), JIJISl IPOTHO3YBAaHHSA TUHAMIYHMX XapaKTEPUCTHK
1HIIO1 (1HIIKX) COIIAIbHOT TYMKH.

[TapameTp Mozem b cnyXuTh CBOro poay «IpOTHIIEI0» 3POCTAHHIO HOBOI COIIaTbHOT
OyMKd. BiH XapakTepu3ye CyCHiJIbCTBO Y LIJIOMY, BU3HAUAlOUM HOTO peakililo Ha HaMaraHHs
BIJIWTH BiJl NPUMHATHUX y CYCHUIbCTBI MPaBUJ Ta HOPM — TOOTO BiJ ICHYIOUMX Ha CbOT'OJHI
CYCHIUIBHHX IYMOK. BHacmiziok mporo mapamerp Mojeni D MoKHa BHUKOPHCTOBYBATH IS
MIPOrHO3YBaHHS AUHAMIKU 3MIHU JOCUTH BEJIHUKOI KIIBKOCTI PI3HUX CYCHUIBHUX TYMOK.
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3. Meron ynpaBiiHHs CyCHUIBHOIO TYMKOIO.

Meton ynpaBlliHHA CYCIIJIBHOIO JTYMKOIO B YMOBax €JEKTPOHHOI JeMOKpaTii 3
BUKOPHCTAHHSM 3aCc001B €JI€KTPOHHOT KOMYHIKAIIii MOXe OyTH MPEACTaBICHUH Y BUTIIS11 TAKOT
CYKYITHOCTI €TariB.

Eran 1. 3agaroTecst MeTa (11i11) Ta mpeaMeTHa cdepa ColianbHUX TyMOK, B IKHX OyIe
3MIMCHIOBATHUCS YITPABJIiHHA.

[Ipenmerna cdepa MOBHHHA BKIIOYATH TAaKOX 1 Ty COLIaIbHY AYMKY, SKOIHO Oyne
HeoOXimHo ympamisaTu. Kpim Toro, 3amaHa mpenMeTrHa cdepa MOBHHHA BKIIOYATH B ceOe
JEKITbKa YKe€ aKTUBHO (DYHKIIOHYIOUMX CYCHUTBHUX AYMOK (1ie Oyae HeoOXigHO s
BU3HAYCHHS TapaMeTPiB MOJIETI Ta IS ePEBIPKH 11 Ha BiIOBIHICTS).

Etan 2. JlochimxyroTbcss AMHAMIYHI XapaKTEPUCTUKHU 1HIIUX COLaTbHUX TYMOK, SIKi
B)K€ (DYHKITIOHYIOTH B 3aJlaH1i MpeaMeTHIH o6sacTi. TakuMu XapaKTepUCTUKAMH €:

1) xapakrepHuii yac tc. Moro mMoxxHa BUGpaTH SK yac, 0 BiATOBiAae XapaKTepHiii 3MiHi
JTUHAMIKHU TIEBHOI (HE MOCIIKyBaHO1) comianbHOl AyMKu. Hanpukian, e moxke OyTHu yac, 3a
SIKMI KUTBKICTh MPUXWJIBHUKIB Ii€1 MIEBHOT COLIATBHOT AYMKH 3pOCTA€E BiJ MOYaTKOBOI No abo
No (sika Mae Miciie Ha MOYaTKy BUMIpPIOBaHHSA) 10 BeUYUHU Nexp (10 sIKOT BOHA BUPOCIIA 32 Yac
cnocrepexeHHs tc). Hanpukian, sk BennuuHy Nexp MOXHa BUOpaTH BEIMUUHY

Nexp :NO+%(NS_N0):%(NS+NO)’ (11)

2) 3a BenmuumHy Ns MokHa BuOparu BenmuuuHy Nav. KinbkicHe 3naueHHS Nay
BUMIPIOETRCS K CEPEIHE 32 YaCOM 3HAYCHHS MPUXMILHUKIB Ii€] IEBHOT COIIATBHOI TyMKHU
iCIIs TOTO, SIK Oy/ie 3aKiHYCeHO ii CTpiMKHI picT (a00 cTpiMKe MaiHHS Y BUIIAJKY, KOJIH No>1).

Takum uyMHOM, 3a cowLiaJibHY AYMKY, $ika Oyle BHKOpPHCTaHa JUll pPO3PAXYHKY
napameTpiB Mo a ta b, moTpiOHO BUKOPHUCTATH Ti COIiaIbHI AYMKH 13 33JJaHOT TPEAMETHOT
cdepu, K1 BKe MPOUIIUIM BECh TUHAMIYHHM UKJI Bl MOYATKy BIPOBAKEHHS Y CYCIIIBCTBO
10 cTabimizamii KUTbKOCTI CBOIX MPUXUIIBHUKIB.

B mpaktuuniii peanizaiii ympaBmiHHS 1€ O3Hauyae, IIO BIAMOBIIHI Jep)KaBHI Ta
IrpPOMaJICbKl €KCIIEPTHI CTPYKTYpU MOBHHHI 3aiiMaThCcs MOHITOPUHIOM JIMHAMIKM 3MIHU Ta
(YHKILIOHYBaHHS CYCHIJIBHUX AYMOK. J{J1s1 IbOro HalOUIBII JOLIIBHO BUKOPUCTOBYBATH BHIII
HaBYaJIbHI 3aKjaJd, B SIKUX BUKJIQAayl OyayTh 3alydaTd CTYAEHTIB JI0 BIJNOBIAHHUX
JIOCITiJIKEHb.

Etan 3. BuxopucToBylOuM OTpHMaHI Ha MOINEPEIHbOMY €Taml KUIbKICHI 3Hau€HHS
BIJIMOBIHUX XapaKTePUCTUK, OOYHMCIIOEMO KUTbKICHE 3HAUEHHs IapameTpa Mojemi a,
Moaudikyroun Gopmyny (10) 1o BurIs Ly

:lln /B(l_no) :iln Nexp(Nav_NO)
tc nO(l_ﬂ) tc I\lo(Nav _Nexp)

(12)

Etan 4. BUkopucToByIOUYHM MOKAa3HUKH €TariB 2 Ta 3, 3HAXOAUMO KUIbKICHE 3HAYECHHS
napamerpa Mojei b 3a moaudikosanorw Gopmyioro (3) sk

a
b=—. (13)
Nay
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Eran 5. BukopucToByeMO po3paxoBaHi 3HA4CHHsS NapameTpiB mozeni a Ta b mis
MPOTHO3Y Ta YHPAaBIIHHSA 33JJaHOI0 CYCHUIBHOIO JYMKOIO BiAMIOBITHO JI0 3a/IaHOT METH.

4. OOroBOpeHHs pe3ybTaTiB.

VYrpaBiiHHS CYCIIIBHOIO IYMKOIO BKIIIOYA€ B ceOe, BIMOBITHO 10 PO3MIISIHYTOT MOJCITI,
yIpaBiiHHs mapamerpamu @ ta b. [Tapamerp a BU3HAYa€ThCS MOXKIMBOCTSMH MPUXUIBHUKIB
JOCITIIKYBAHOI CYCIIBHOT ITyMKH «BepOyBaTH» 001 HOBHX NpuXuibHHKIB. ITapamerp b
XapaKTEPU3Y€E «OMip» BiJl NPUXMIBHHUKIB IHIIUX ICHYIOYHX CYCIIUIBHUX TYMOK.

BukopucTtanHs enekTpoHHUX 3ac001B KOMYHIKaIlii CyCIJIBCTBOM 3pOCTA€E MTPAKTUYHO 13
KO)KHUM pokoM. Tomy 3pocTae TakoX BIUIMB NMPHUXWIBHUKIB OJHUX CYCHUIBHUX AYMOK Ha
IHIIKX. 3ac00M eJICKTPOHHOI KOMYHIKaIIii JO3BOJISFOTH HABOJIUTH BEJIUKY KIJIbKICTh apTYMEHTIB
K 00’ €KTUBHOTO, JIOTIYHOTO, TaK 1 Cy0’€KTHBHOTO, €MOIIHHOTO cripsiMyBaHHs. Lle Brepiie B
icTopili JroACTBa 3’SIBWJIACh Taka MOJKJIMBICTh, KOJM KOXKHA JIIOAMHA MOXKE 3BEPHYTHCS
NPAaKTUYHO JI0 BCHOTO JIIOJICTBA.

B pesynpTaTi CHEKTp CYCHUIBHHX JYMOK 3aKOHOMIPHO DPO3IIUPIOETHCS. Al psi
CYCIIITBHUX JTYMOK MOXK€ (YHKIIIOHYBaTH SIK JeCTaOuTi3yrouuii (GakTop I COIliabHO-
€KOHOMIUHOTO CTaHy CYCH1IbCTBA.

Ipuxnao 1. Ypsn Pociiicekoi @enepartii Biepiue BigdyB 11e B KiHIi 1990-X pokiB, KoIu
JIOCTaTHBO BENMKA KUTBKICTh TPOMA/ISIH IPUTPUMYBAJIACs CYCHUIBHOI JYMKH L1010 HEraTUBHOI
poni Pociiicbkux BilicbKOBMX y 4eueHCBKil Biiini. MIMOBipHO, came Toji BIepIIe OpraHu
Jep>KaBHOI Biagu Ta ynpasiiHHa Pocii Biguynu cuiy iHbopMamiiiHoi BifHM Ta 3pO3yMilU
HEOOXIHICTh K mpoTuaii iHpOpMaIifHUM aTakaMm, Tak i MEPCIEeKTUBU BJIACHOI aTakd Ha
CyCIiIbCTBO 1HIMX KpaiH. B Pocii 3’aBunocst 6arato kiHOMIBMIB, B SKHUX IPOCIABIISIICS
BIHCHKOBI Ta cHJIOBI cTpyKTypH Pocii, a yedeHni Oyiau mpeacTaBieHi NepeBaXHO HEraTUBHO.
Takosx 3’sBUIIOCS 6arato craTeil )KypHamicTiB (0co0IMBO micis TepakTiB Yy Mocksi 1999 poky,
SK1 TIPUITMCAIIA YEUECHISIM) Ta XYIOKHBOI JITepaTypu Takoro *k xapakrepy. Lle mo3ommio
JIOCHTh INBUKO BHIIPABUTH cuTyamito. J[ificHo, 3HaueHHs nmapametpa b, sikuit xapakrepusye
NPOTHIIIIO CYCIIBCTBA HETaTUBHIN st ypsixy Pocii miaTpuMili 4edeHiiB, BHACTIIOK I[bOTO
noyano cTpiMKo 3poctaT. Tomy kinbkicTh Ns MPUXUIBHOT AJIS YEUEHIIB CYCIIIbHOI JTyMKH,
BHacHiIOoK (3) mouana JOCHTh IIBUIKO 3MeHITyBaTtucs. Ha 3MeHIeHHs 1i€i KUTbKOCTI
BIUTMHYJIO TaKOX Te, 110 MOKJIMBICTh MPOMAryBaT CBOKO CYCHUIbHY AYMKY Ha TepeHax Pocii
JUTSL YEUYEHIIIB CTAJIO HaJ[3BUYAHO Ba)KKO, IO IPU3BEJIO JI0 CYTTEBOTO 3MEHIIIEHHS ITapaMeTpa
a 1, BIAMOBIIHO JI0 TOJIaTKOBOTO 3MEHIIEHHS KITbKOCTI Ns MPUXUIBHUKIB He3aIeKHOCTI YeuHi
Bi1 Pocii.

[Tpuknan 1 geMOHCTpYE MOKIIMBICTD peatizallii 3alpONOHOBAHOTO METOLY YIIPaBIIHHS
CYCIIIJIBHOIO TYMKOIO 3 OOKY JepiKaBH.

Kinbkicts Ns pUXUIBHUKIB JOBUIBHOT CYCHIIBHOI TyMKH (200 11 peanbHe ycepeaHeHe
3Ha4eHHS Nav), sIK BUIHO 13 (3), 3pocTac 13 301IbIICHHSIM MTapaMeTpa MOJIeNi & Ta 3MEHIIIYEThCS
i3 3pocTaHHsAM mapaMerpa mozeni b. J{is 3meHIneHHs KinbkocTi Ns MPUXUITBHUKIB CYCITUTBHOT
JTYMKH MapameTpu Mojieni a Ta b moBuHHI OyTH 3MiHEHI MPOTHIICKHUM YHHOM. MOKHA TaK0XK
OOMEXHUTHCS 3MIHOIO JUIIE OJHOTO 13 IHMX MapaMeTpiB. TakuM YHMHOM, YOPAaBISATH II€IO
KUIBKICTIO MOHA 32 JIOIOMOTOI0 CTBOPEHHS y CYCIUIBCTBI YMOB JUIsl 3MIHU IIMX ITapaMeTpiB.

Tak, Hanpukiaz, JUIst 30UTBIIEHHS KUTbKOCTI MPUXUWIBHUKIB MEBHOT CYCHUIBHOT JYMKH
HEOOX1IHO CTBOPUTH YMOBH, L0 33JJal0ThCS TAKUM KOPTEKEM:

R={AB,E,I} (14)

Tyt A — 11e CyKymHICTh YMOB, SIKi HEOOXiHI JAJISl YIPABIIHHA KiJIbKICHUM 3HAYEHHSAM
NOKa3HUKa a. B — cyKymHICTh YMOB /17151 yripaBIliHHS KiJIbKICHAM 3Ha4eHHsIM noka3Huka b. E —
CYKYIHICTb YMOB JIJIs1 KOMYHIKaI[ii M’ CYCIIIbCTBOM Ta BJIJI0I0, SIKI OpIEHTOBAH1 Ha MOTPiOHE
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YIIPaBJIIHHSA MapamMeTpaMu Mozelti a Ta b (SIK mpaBUiI0, CHOTOJIHI 1I€ € EPEBAYXKHO SIICKTPOHHI
3aco0M KOMyHiKkalii: IHTepHeT, coIiaabHI MEpeXi, eJIEeKTPOHHI KHHUTH, EJICKTPOHHE
tenebaueHHs, enekTpoHHi 3MI). | — CyKynHICTh MOMITUYHUX, COLIANIBHUX Ta €KOHOMIYHUX
IHCTUTYTIB, SIKI pOOJIATH MOXJIMBHUM SIK TIOCTAHOBKY 3aBJIaHHS HA YIPABIIHHS CYCIJIBHOIO
JyMKOIO, TaK 1 HOTO peaizaliiio.

3araibHy 3a/1a4y Ha ONTHUMI3aIlif0 KUIBKOCTI MPUXWIBHUKIB CYCIIJIBHOI TyMKH MOJKHA
3arycaTy y TakOMY BHUIJISIIL

argmax{a(K)},or
K =< argmin{b(K)},or (15)
argmax{a(K)}
argmin{b(K)}

argmin{a(K)},or
K =<Jargmax{b(K)},or (16)
argmin{a(K)}
argmax{b(K)}

3amaya onrtuMizamii (15) BiamoBimae curyarlii HEOOXiTHOCTI 30ITBIICHHS, a 3axada
ontumizanii (16) — 3SMEHIIIEHHIO KUTBKOCTI IPUXWIBHUKIB 1aHOT CYCHIBHOI AYMKH.

HaBenemo pexinbka TpUKIAAiB CHUTYyalild, KOJMHM ICHYe HEOOXiIHICTh B YHpaBJIiHHI
CYCHUIBHOIO TyMKOIO.

Ilpuknao 2. BB eneKTpOHHUX 3ac001B KOMYHIKAIII1.

Yac [0 HIMPOKOro pO3MOBCIOKEHHS I[HTEpHETYy 13 BEJIMKUM CIIEKTPOM 3aco0iB
€JIEKTPOHHOI KOMYHIKallli XapakTepu3yBaBCsl THUM, L0 IHTEHCHUBHICTh @ 3aJIy4€HHS HOBHX
Jro/ied 10 MEeBHOI CYCHUIbHOI AYMKH Oyja JOCHUTh HEBEIMKOI. Pa3oM 13 TMM, 1HTEHCHUBHICTb
npotuii b HoBMM cycmiibHUM TymMKaM Oylia TOCUTh BEIMKOK0. TakuM YMHOM, Ha I[bOMY eTarli
YIIpaBIIiHHA CYCHIIBHUMU TyMKaMH BiJIOBIJAJI0 YMOBAM 3aCTOCYBAaHHS 3ajJladi ONTHMi3amii
(16).

ToMy KIIBKICTh CYCHUIBHHUX JYMOK, $IKI OJHOYacHO OynIM JOCTaTHbO LIUPOKO
PO3MOBCIOKEH] Yy CYCHUIBCTBI, Oyna BIJTHOCHO HeBeMNKOW. (OCHOBHUMH KaHalaMHu
KOMYHIKalii Toai Oyiau ra3eTw, KHUTHM Ta iHIIA ApyKapcbka mpoaykuis. IIoTiM mpakTHyHO
OJIHOYACHO JONy4YWJIMCS KaHaiau KiHo(uibMiB Ta panaio. HeszaGapom mnpuiinuia emnoxa
TesnebaueHHs. Bel 11 kaHaaM BUMaraiu HasiBHOCTI JOCTaTHBO BENIMKOI iHPPACTPYKTYpH IS
Toro, iHopmarris Oyia mepenaHa BiJ OAHIET YACTHHU CHUIBHOTU JIO CYCIUJIBCTBA B IUIOMY
(HasiBHICTh JpyKapeHb, pajio-, KiHO- Ta TeJecTyIid, 3aBOAM 13 BUPOOHUIITBA pPajo- Ta
TejenpuiiMadiB, KIHOTeaTpd TOIO). BHacmigok nboro aepkaBa Ta OCHOBHA YacTHHA
CYCHUIbCTBA, KA MPUTPUMYBajacs BIJHOCHO HEBEIMKOI KUIBKOCTI «IIaHIBHUX» Ha TOH yac
CYCIJIBHUX TYMOK, MOTJIA JIOCUTH JIETKO KOHTPOJIFOBATH KaHAJIN PO3MOBCIOKEHHS 1H(QOopMariii
Ta JOCTYH /10 «HenoTpiOHoi» iHpopmamii A cBoixX rpoMaisH. ToMy KUTBbKICTh JIIOJEH, sKi
MPUTPUMYBAIIUCS «HE-TIAHIBHUX)» CYCHUIBHUX JIyMOK, TaK CaMoO, K 1 KUIBKICTb IIUX «HE-
NaHIBHUX» TyMOK, Oyja BiTHOCHO HEBEIHKO. TuM Oinblie, 10 NpOTAroM 3HAYHOI YaCTHHU
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XX CTONITTS y CBITI HajidyBajacs BeMUKa KUIBKICTh KpaiH 13 aBTOPUTAPHHUMH CHCTEMaMH
BJIAJIU.

ITosBa [HTEpHETY HE MpHUBEpPHYJIA BEIMKOI yBaru JO TOrO, IO KaHAJI E€JIEKTPOHHOI
KOMYHIKaIlii MaB MIPUHITMIIOBI BIJIMIHHOCTI BiJl Ha TOW 4yac icHyrouux. Bin OyB Ham3BHUYaitHO
JIEMOKPATUYHHM 1 JI03BOJISB JIETKO JIOHOCUTH BJIACHY TyMKY HaBiTh OJIHI€1 JIIOJUHH MPAKTUIHO
JI0 BCHOTO CYCHUIBCTBA Bijapasy. binmbiie Toro: mepeciuyHa jroauHa B [HTEpHETI BHUSBUIACS
3aHypeHa y HaJ3BUYaiHO BEIMKY KUIBKICTh PI3HUX JYMOK, YaCTO MPOTHJICKHUX OJHA OJHIMH.
Ha nepie Micuie mocTynoBo BUXOAUTh €MOIIIMHA CKJIa[0Ba, B11€OPsi TOLIO.

Sk pesynbTar, B KaHall €NEKTPOHHOI KOMYHIKAIll 3pociia BeITUYMHA MapaMerpa a, a
BEJIMYKMHA apameTpa b 3MmeHmmmiacs. TakuM YHHOM, CYCIIJIBCTBO [OYAJI0 iICHYBaHHS B YMOBax
3acTOCYBaHHS 3a/1a4i ontuMizaiii (15).

Lle mpu3Beso 10 TOro, L0 paHille JOCUTh «OJHOPIAHE» CYCHUIbCTBO PO3MANAEThCA Ha
CYKYIHICTb JIOCHTB BEJIMKOI KUIBKOCTI OKPEMHUX IPYII JIIOJIEH, B KOXKHI 13 SIKUX JIFO/IX 3aTy4eHi
JI0 OHI€T CYCNUIbHOI AYMKH. [IpUTOMY KIIBKICTh JIFOACH Yy TakWX COILIAJIBHHX TpymHax €
HACTIJIbKM BEJIMKA, [0 BOHU NMOYHMHAIOTH BIUIMBATH HA XXHUTTSA CYCIIIbCTBA y IijoMmy. lLle
HPU3BOJUTH J0 TOTO, IO CYCIIIBCTBO CTA€ HEOAHOPIHUM. 3 MOSIBOIO [HTEpHET y CyCHiNbCTBI
3aKpinuiIacs JTyMKa Ipo HEOOXiIHICTh iICHYBaHHS «TOJEPAHTHOCTI» Ta IIOJIT KOPEKTHOCTI».
[Tinkpecaumo, 1m0 cami 1o coOi i TEPMIHM € HEHTPaJIbHUMH: €MOIliiHAa CKJIaJIoBa B HUX
3’SBISETHCS TUIBKMA Ha €Tami aHami3y 3B’S3Ky THX UM IHIIUX CYCHUIBHUX TYMOK 13 yMOBaMH
PO3BUTKY CYCHIJILCTBA.

He Bci cycninbHi TyMKH € KOPHCHUMH JJIs1 PO3BUTKY CycIijibcTBa. Lle BuaHO, HanpuKIias,
Ha TpUKIaal (amucTChKoi Ta KOMYHICTHYHOI COIlialbHUX IyMOK. Posmowari choronHi
iH(opMaIiifHi BIifHA TaKOX € MOKa30BUM IIPHUKIIAJOM JAecTabiii3alii CycniibeTBa 32 paXyHOK
301IBIIEHHS KUTBKOCTI CYCHUIBHUX JTYMOK Ta CTPIMKOTO 3pOCTaHHS KUIBKOCTI MPUXHIBHUKIB
OKPEMUX CYCHIIBHUX TYMOK.

Ilpuknao 3. BzaeMonis OIHOPIAHOI TPyHH Ta CYCHUIBCTBA: BIUIMB EJIEKTPOHHOI
JIEMOKpATIi.

Po3rnsHeMo BUMa 0K, KOJIU Y BIAIHOCHO OJJHOP1THOMY CYCIIJIbCTBI (T06To KOJIU OibIla
YacTUHA CYCIUIBCTBA MOMIISAE CHUTBHY KUIBKICTh CYCHUIBHUX TYMOK) 3’ SBIISIETHCS HEBEIIMKA
KUIBKICTB JIFOJIEH, SIK1 CKJI/Ial0Th OJHOPIHY I'PYIY 1 SKi MOALISAIOTH 1HIIY CUCTEMY CYCIUTBHUX
JYMOK. [HIIMMU clTOBaMH, B OJTHOPI/THE CYCHUIBCTBO MMOMICTUMO TAaKOK OJHOPIAHY COIiaIbHY
IpyIy, YUCEIbHICTh SKOI € HabaraTo MEHIIO0.

B Ttakomy BuNaAKy AMHAMIKY YHCEIBHOCTI «MEHIIMHW» MOXXHa OyAe ONHCYBaTH
MoaeITIo (2).

MosxnuBi TpU clieHapii pO3BUTKY CUTYaIlii.

3a mepuIMM CIEHapieM KUIBKICTh YIEHIB «MEHUIMHMW» Oyne 3MeHiyBatucs. bynae ne y
TOMY BUIIAJKY, KOJIM IHTEHCUBHICTh 3aJIy4€HHS JI0 HEl HOBUX YJIEHIB a OyJie MEHILOI, aHIXK
BIJITIOBITHUI apaMeTp JUIst «O1TbIIocTi». J[o TOro X ci1iJi BpaxyBatu, 110 BeJIMYMHA TapaMeTpa
«omopy OinbmocTi» b Oyae OLIBIIOW, aHDK «OIMip MEHIIMHU» Ui CYCHUIBHUX JYMOK
«O6inpmocti». ITo cyTi, 11e € iHTerpanis «MEHIIMHNY» Y CYCIIIBCTBO «OUIBLIOCTI.

Hpyruii cueHapiii — 1€ MNIATPUMAaHHA CTajo0i KUIBKOCTI WIEHIB «MEHIIMHUY.
Haiinpocrime e I0CATTH HUIAXOM OOMEXEHHS KOHTaKTIB MK WIEHAMH «MEHIIMHU» Ta
wieHaMu «Oubmocti». [lepenycim, 1ie ctocyeTbes oOMiHY 1H(GOpMAIII€0: HAPUKIIA, IIJITXOM
0OME)KeHHS BUIbHOT KOMYHIKalii Jfofel (IOIIbHO BUKOPUCTOBYBATH MOBHI OOMEXEHHS Ta
JIOKaJIbHE PO3CENICHHS WICHIB «MEHIIMHIN)» KOMIAKTHHUMH TPYIIaMH).

Tpetiil cueHapiii — 11e «PO3MIUPEHHS» YU «3aXOIJICHHA», KOJIHM KUIBKICTh «MEHIIMHN
3pOCTa€ 3a PaxXyHOK «OiabIIocTi». BiH Mae Miciie, KOJIM YJIE€HU «MEHIIWHWY» OTPUMYIOThH
NepeBaXHUN JOCTYN J0 KaHaTIB KOMYHIKaIlii, TOOTO, KOJIU Ui iX YJeHIB MOKa3HUK & CTa€
OUTHIIMIM, aHDK BIJMOBITHUN MOKA3HUK IS YICHIB «OLIbIIOCTI». Takok mpH bOMY 4YacTo
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JIOCSITAIOThCSl MEHIII 3HAYCHHS «II0Ka3HWKa onopy» b ans «menmmuw». Hanmpuknan, xoim
MPUBYUTH «OLIBIIICTE» JO HEOOXIJHOCTI TOCTIHHO TMPOSBISATH «TOJEPAHTHICTH» Ta
«TOJIITKOPEKTHICTHY. [IpOSBH «TOIEPaHTHOCTI» MOXKYTh MPU3BOAMUTH JI0 TOTO, IO BiAMOBiAHA
coliaibHi 1yMKa 4 MOBE/1HKA MPEACTaBHUKIB «MEHILIOCTI» IOYMHAE 3HAXOAUTHUCS 32 MEXKAMU
KPUTHUKH, a WIEHIB «OUIBIIOCTI» MPUBYAIOTH A0 TOTO, II0 HOBA CYCHUJIbHA JyMKa Ta HOBA
HOBE/IIHKA T1 WICHIB € KHOPMOIO». 3alIPOBAKEHHS «IIOJIITKOPEKTHOCTI» PU3BOAUTH J10 TOTO,
IO 4YiIeHaM «OUIBLIOCTI» CYyCHIbCTBAa 3a00POHSETHCS B3arayli «KpPUTHKYBATHU» CYCHUIbHY
JTYMKY Yd TIOBEAIHKY YJIEHIB «MEHIIOCTI». [Ipn 1bOMYy 4JIEHH «MEHIIOCTi» MOXYThb HaBiTh
OpOCTUH aHadi3 X CyCHUIbHOI AYMKH YHM iX TOBENIHKM BBA)XKaTH 3a MPOSBICHHS «He-
TOJICPAHTHOCTI (HETEPIMMOCTI)» YU «HE-TIOJITKOPEKTHOCTI». OCOOJIMBO y BHIAJKY, KOJIHU
YJICHH «OUTBIIOCTI» BXKE «IPUBYMIIUCS JI0 TOTO, IO «TOJEPAHTHICTH)» Ta «IOJIITKOPEKTHICTH
€ «00OB’A3KOM OUIBLIOCTI». SICKpaBO Il NMPOSABISAETbCA Yy BHUMAAKY, KOJIM «MEHLIMHA» €
«BOMOBHUYOIO» Ta/YM «HETIPUMHUPEHHOIO» JI0 HAWMEHIINX «YIIEMJICHb)» IX CYyCHUIBHOT JYMKH
4y ix noBeaiHku. [1o cyTi, y 1boMy BUIIAJIKy MAEMO 3pOCTAHHS KIJIbKOCTI «MEHIIUHU» (B TOMY
YHCIi BHACTIOK TOTO, M0 OaraTbOM NpEACTaBHUKAM «OUIBIIOCTI» CTa€ BHUTITHUM abo
MPUETHATHUCS 10 «MEHIIOCTI», a00 K MoYaTh 00CIyroByBaTH IHTEPECH «MEHIIOCTI»). L{imkom
MOYKJIMBAM BapiaHTOM € HaBITh T€, KOJIH «OLIBIIICTHY MOXKE MEPETBOPUTHUCS Y «MEHIITICTY.

BnacTtuBo, cutyanis i3 ObkeHusMHu y KpaiHax €C pO3BHUBAETHCS caMme 3a OCTaHHIM
cuenapieM. Ha »anp, psii CycHiIbHHX JIyMOK ODKEHI[IB HE MOKe OyTH CYMICHUM i3
(GyHKIIIOHYBaHHSI PO3BHHYTOTO CYCIIJIBLCTBA, 1 TOMY ISl CHyTallii €, MO CYyTi, PEaJbHOIO
3arpo3010 HaIllOHAIBHIN Oe3Mmeli X KpaiH.

Ilpuxnao 4. CTpiMKe 3pOCTaHHS BIJICOTKAa HEOHAIMCTIB Ha Teputopii CximHoi
Himeuunnu micns 00’ eTHaHHS.

Komynictnuna Bnaga CxingHoi HiMeduumHM ycHilIHO CTpUMyBaHa HaBiTh HAaTAKM Ha
NOSIBY HAaMCTCHKOI imeosnorii. Ilicns 06’ exnanns HiMedunmHHM Ha L0 TEPUTOPIIO MPUALILIA
«TOJIEPAHTHICTH» Ta IIOJITKOPEKTHICTHY». A MPEICTAaBHUKU «OUIBIIOCTI» HACEICHHS HE Mallu
3MOTH €()EeKTHBHO TMPOTHIISATH PO3MOBCIOKEHHIO HEOHAIMCTCHKOI 1710JIoTii, TOMY M0 iX
pO3TISAANU SIK «IIPEICTaBHUKIB KOMYHICTiBY». IlpencraBHuku >k 3axigHoi HiMeyunHu Ha
MEepIIMX Mopax MICs 00’ €THAHHS I[IKABUJIKCS OlIbIe €KOHOMIYHUMHU mpobiieMamu. Takum
YUHOM, OYJIO peasli3oBaHO TPETiH clieHapii i3 mpukiany 3.

Ilpuknao 5. Monens (2) onucye He TUTBKUA 3POCTAHHS KUIBKOCTI JTFOJIEH, 1II0 PO3AUISAIOTH
NEBHY CYCHUIbHY JyMKy. BoHa 3/1aTHa onucyBaTH Tako>K 3MEHILIEHHs MOYaTKOBOI KITBKOCTI
JIOJIeH miciis TOro, SIK MEeBHA CyCIJIbHA JyMKa BTpayae cBoi nmo3uii. [Ipu nupomy, sik BUHO 13
moJeini (2) Ta puc. 4-5, KUTbKICTh IPUXHIIBHUKIB LI€T «CTapoi» CyCHUIbHOT AYMKH 3MEHIIY€EThCS
MPAKTUYHO eKCHOHeHUianbHO. [Ipuuomy ymm Ounbina pizHuns Mk No Ta Ns, TUM Ouiblla
MIBUJIKICTh TAKOTO 3MeHIIeHHs. L{e 03Hauae, 1110 «IaHiBHa» CYCHUIbHA TyMKa, sIKa «IIporpaja
y KOHKYpEHIIiT IHIIH CyCNibHI AyMUI (1HIIMM CYCHUIBHUM JIyMKaM), BKpail IIBUJIKO BTpayae
CBOIX NpUXWIbHUKIB. IIpM IbOMY HIBHJKICTh 3MEHIIEHHS i1 KUIBKOCTI HPUXMIBHHUKIB
3/11MCHIOETHCS YacTo HabaraTo MBU/IIIE 3a IIBUAKICTh 3pPOCTAHHS KUIBKOCTI IPUXUIIBHUKIB THX
CYCHUIBHUX JYMOK, sIKi 11 «riepemorin». Posnang CPCP HaouyHO 1MIOCTpye Taky cuTyauito. Sk
LTIOCTpAaLlis BUCTYNAE KUIBbKICTh MPUXWIBHUKIB NOJITUYHUX NApTIid, SK1 IPOrparoTh BUOOPU B
napJaMeHT (L0 XapaKTepHO s yMOB Ykpainu uu Pocii). Takox onucaHe MOXe CIYXHTH
MOSICHEHHSIM CHUTYyaIlii, sika mMana micie B Ha KaBkasi ta B CepenHiit A3ii, KOJIM HaCEICHHS
NPaKTUYHO 3a JIIYeH1 POKH MepeHiun BiJ 1eMOKparTii 0 aBTOPUTAPU3MY Ta HalllOHAJIi3MYy.

Ha 3akinueHHs BiAMITHMO, 1110, 3aTaJIOM KaKy4H, piBHSHHS (1) Moke OyTH 3anmucaHe y
OB 3araJiIbHOMY BUIAJKY:
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dN

L= aN®—BN Y N(t=0) = No, N, = )

YMoBa HassBHOCTI oOMexeHHs Ha 3poctants N(t) e c<d.

OcCHOBHI 0COOJIMBOCTI JAMHAMIKM KUIBKOCTI JIFOACH, IO MOIUISIOTH JOCTIIKYBaHY
CYCIIITIBHY JIYMKY, @ TaKOX OCHOBHI BHCHOBKM CTaTTi 30epiraioTh cBoto cuiny. OpmHak
JIOCJIIJDKEHHS pPEaJbHUX BHIIQJIKIB BHMAara€ IPOBEICHHs IMITALIHHOTO EKCIIEPUMEHTY 13
BUKOPUCTAHHAM AudepeHuianbHoro piBHsIHHES (17).

ExcniepumenTanbHo 3HaiTi mapamerpu moeni (17) a, b, ¢ Ta d MokHa TaKUM YHHOM.

[epmmii unen B audepenuianbHoMy piBHsAHHI (17) onucye iHTEHCHBHICTH 3pOCTaHHS
KUIBKOCT1 MPUXUIBHUKIB (IHTEHCHUBHICTB arperariii IpuXuiIbHUKIB) 1aHOI CYCITUIBHOT TYMKH, a
JOpYruii — 3MEHIICHHS KUIBKOCTI NPUXWIBHHUKIB (IHTEHCHUBHICTH pO3MAJy CIIUIBHOTH
OJIHOYMIIIB).

Tomy Ha erani (opMyBaHHS CyCIIIBHOT JYMKH Y CyCITIJILCTB1, KOJIH APYTHid wieH B (17)
€ MajguM 1 #oro B mepmoMy HaOMMKEHHI MOKHA BIAKUHYTH, 3pPOCTaHHS KUIBKOCTI
MPUXUIHHUKIB MOKHA OIMHUCATH TAKOKO (POPMYJIOH0:

N ~ ~ No(1+ N3 Cat),if : N << Nj. (18)

NO
[1— NG© (1—c)at]/v(‘a) 0

I3 (18) BuaHO, MO UIsI BUKOHAHHS BHMOTH 3POCTAHHS KiJbKOCTI NPHXUJIBHHKIB
HeoOXigHO, mo0 BuKoHyBasacs BuMora 0<c<l. OcraHHe HaOJIMKEHHS CIIPaBEUIMBE TPU
BukoHaHHi ymoBu Not¢(1-C)at<<I, To6TO Npu MaIuX 3HAUEHHSX Yacy CIIOCTEPEKEHHS.

ExcniepuMeHTanbHO BU3HAYUTH KUIBKICHI 3HAYEHHS BEIMYMH & 1 C MOXHa i3
eKCIIePUMEHTATbHUX JIaHUX, BUKOPUCTOBYIOUH, HAMPUKIAA, METOJl HAaWMEHIIMX KBaJpaTiB.
3BUYaiiHO, YMOBH, 3a3HaueH1 B (18), moBUHHI OyTH BUKOHAHI.

Jlna Bunaaxky a=1, mo BiAmoBizae ymoBaMm Mojeni (2), 3aMicTh criBBigHOmEHHS (18)
NOTPIOHO BUKOPUCTOBYBATH TaKe CITIBBIAHOIIEHHS:

N = Nge® = Ny(L+ct),if : N << Nj. (19)

ExcniepumeHTanbHi AaHi IpU IbOMY MOTPiOHO OMPalbOBYBATH B HaMiBJIOTapuGMIYHUX
KoopAuHaTax. BigmiTumo, mo crhiBBigHomeHHs (19) € cnpaBeIMBUM NPOTITOM 4Yacy, KOJIU
ct<<1.

KinpkicHl 3HaueHHs XapakTepucTUK uieHa B (17), skl BIANOBIJAIOTH 3a poO3Maj
KUJIBKOCTI OfHOAYMUIB (10 Mae Mmicue 3a yMoBH N>Ns), Moke OyTH 3HaiiieHO 13 Takoro
CHIBBIAHOIIECHHS:

N~ No 1
L+ NS (d -1)bt |

~ No(@L—NJ™bt),if : Ny = N >> N.. (20)

I3 (20) BumHO, 1O AT BUKOHAHHS BUMOTH 3MEHIICHHS KUIBKOCTI MPUXWIBHUKIB
HEOoOXiHO, 1100 O0y/I0 BUKOHaHE criBBiaHOMEHHS O>1. OcTaHHe HAOJIVKEHHS CIIPABEINBE
nipu BukoHaHH] yMoBH No®?(d-1)bt<<1, T06TO Mpy MaNMX 3HAYEHHAX YACY CIIOCTEPEKEHHS.
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CniBeigHomenHns (18)-(20) Mo)KHa BUKOPUCTOBYBAaTH Ha MOYATKY 3MIHHM CYCHUIbHOI
JTYMKH, BUSIBIITFOYH KUIBKICHI 3HAUYE€HHS ITapaMeTpiB, sKi € cnienudiyHuMu came 11 Hei. TooTo
came Ti, AKi BIUTMBAIOTh Ha ii 3pocTaHHs. ToJl SK XapaKTEPUCTHKH «OMOPY» JTOCIIIKyBaHIN
CYCIUIBHIN AYMIII, SIK IPABUIIO, XapaKTEPHU3YIOTh CYCITUIBCTBO Y IIJIOMY.

Taxum ynHOM, 331a4a Ha YIPABIIHHS HOBOIO CYCIIUJIBHOIO TYMKOIO (3a7ja4a onTuMi3arii
(15) uu (16); nus 3aranpHOTO BUIAAKy Mozedi (17) 1i MoxkHa Jierko nepegopMyIIFoBaTH) MOXKE
PO3MOYMHATHCS TPAKTUYHO HAa CAMOMY TOYATKY IIOTO TPOLIECY.

BHCHOBKH 3 1aHOT0 JOCJIIKEHHS | MePCNEeKTUBY MOJAJbIINX PO3PO0OK 32 JaHUM
HanpsiMoM. [lociipkeHns: penomena popMyBaHHs CYCHUIBHUX TYMOK Ta iX 3MiHM B yMOBax
€JICKTPOHHOI JIeMOKpaTii Ta 3pOCTar04yoro BIUIMBY EJICKTPOHHHX 3ac00IB KOMYHIKaIlii €
aKTyaJbHUM HayKOBUM Ta BaKJIMBHM B IPAaKTUYHOMY 3aCTOCYBaHHI 3aBIaHHSIM.

Meroro cTarTi € po3poOka Moem Uisi ONMUCY AWHAMIYHUX IPOIIECIB PO3BUTKY Ta
ICHYBaHHSI COIIIQJIbHOT TyMKH y CYCIIJIbCTBI Ha MIKPOCOI[iaJIbHOMY PiBHI, KOJIM MOJETIOETHCS
JTMHAMIKa 3arajJbHUX XapaKTEPUCTHK CYCHIJIbCTBA, Ta pO3po0OKa MiIX0/IiB A0 YIPABIIHHS [IHM
IPOIIECOM B YMOBaX €JIEKTPOHHOI JEMOKpATil 3a JOMOMOTOI0 BIUIMBY €JIEKTPOHHHX 3ac00iB
KOMYHIKaIii. 3a 3HaYylly XapaKTepUCTHKY BHOPAHO KUIbKICTh JIIOJEH, sIKI IPUTPUMYIOThCS
MIEBHOT COIIaTbHOI JYMKH.

3anponoOHOBAaHO JUHAMIKY 3MIHM CYCHUIBHOI JYMKH OIKCYBAaTH HETIHIHHUM
nudepeHIiaTbHIM PiBHSHHAM. BOHO BKIIIO4ae B cede JiHIHHUHN 3a KIJIBKICTIO MPUXMIBHUKIB
YlieH, SKWAW BIANOBIAa€ 3pPOCTAHHIO KIUIBKOCTI MPUXWIbHHUKIB. OOMEXyHuuid dleH €
KBaJPaTHYHUHN 3a KUIBKICTIO MPUXHIBHHUKIB Ta OMHCYE OMIp CYCHUIBCTBA JAHIM CyCHUIbHIN
nymii. [TokazaHo, 110 eneKTpoHHI 3aCO0M KOMYHIKAIIl CYCHIbCTBA € MOTYXHUM (aKTOpOM
BIUTMBY Ha ()OPMYBaHHS Ta AMHAMIKY CYCIJIBHOI JYMKH.

Po3po6eno Meto 3acTocyBaHHS 3apONOHOBAHOI MOJIENI, OMTMCaH1 MOXKIIMBI BapiaHTH
NPOBE/ICHHS €KCIIEPUMEHTIB, HEOOX1THUX JJIsi BUMIPIOBaHHS MapaMeTpiB Mojeni. OmucaHo
METOJl YNpPaBIIHHS CYCIIJIBHOI JYMKOIO, SKHWA TONAra€ B YHPaBIiHHI KUIBKICHUMU
3HAYCHHSMH TTapaMeTPiB MOETII.

3niiicCHeHO YAOCKOHAJICHHS MOJIeli Ha BUTMIAJ0K, KOJU HEeNiHIHHUMU € OOMIB1 CKIIa0B1
(SIK1 OTIMCYIOTh 3pOCTaHHS KIJIbKOCTI MPUXUIIBHUKIB Ta 00MEXYBaHHS 3 OOKY CYCIIJIbCTBA).

HaBeneno npuknaaum cutyamid, siKi MOXYTh NOTpeOyBaTH YIpaBIiHHSA B pPaMKax
OTPUMAHMX Y CTAaTT1 MOJIEJIEH Ta METO/IIB 3 METOIO ONTHUMI3allii PO3BUTKY CYCIJIbCTBA.
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Management of public opinion in the conditions of electronic democracy

The aim of the article. The article purpose is to develop a model for describing the dynamic
processes in development of social opinion in society at the micro social level, when the dynamics of the
general characteristics of society are modeled, and the approaches to managing this process in
conditions of electronic democracy through the influence of electronic communications is developed.

The results of the analyses. As a significant characteristic, the number of people who hold a
certain social opinion is chosen. The dynamics of change of public opinion is proposed to be described
by a nonlinear differential equation. It includes a linear term of the number of supporters, which
describes an increase of the number of adherents. The limiting term is quadratic in the number of
adherents and describes the resistance of the society to this public opinion. Also presented is an
improvement of the model, which includes both nonlinear terms. It is shown that electronic
communication tools of society are a powerful factor in influencing to the formation and dynamics of
public opinion. The method of application of the proposed model is developed, the possible variants of
conducting the experiments necessary for measuring parameters of the model are described. The method
of management of public opinion, which consists in managing the quantitative values of model
parameters, is described. Examples of situations that may require management in the framework of the
models and methods obtained in the article in order to optimize the development of society are given.
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Conclusions and perspectives for further research. The method of public opinion managing
in frame of e-democracy using electronic communication means can be presented in the form of such
set of stages.

Stage 1. The purpose (goals) and the subject area of social opinion in which the management
will be carried out.The subject area should also include the social opinion that needs to be managed. In
addition, the given subject area should include several already active public opinion (this will be
necessary to determine the parameters of the model and to verify its).

Stage 2. Dynamic characteristics of other social opinion that are already functioning in the
given subject areas are studied. Such characteristics are the characteristic time corresponding to the
characteristic changes in the dynamics of existing (not investigated) social opinion. As the magnitude
of the equilibrium number of adherents of public opinion, one can choose the average time value of the
supporters after its rapid growth finishing (or a rapid fall, respectively). Thus, as a social opinion, which
will be used to calculate the parameters of the model, it is necessary to use those social ideas from a
given subject domain that have already passed the entire dynamic cycle from the beginning of its
introduction to society to stabilize the number of its supporters.

Stage 3. Using the quantitative values of the corresponding characteristics obtained in the
previous step, we calculate for the formula, which was derived in the article, the quantitative value of
the parameter of the model that is responsible for the growth of supporters

Stage 4. Using the indicators of Stages 2 and 3, we find, according to the formulas of the article,
the quantitative value of the model parameter, which is responsible for limiting the number of adherents
of public opinion.

Stage 5. We use the calculated values of the model parameters for forecasting and controlling
the given public opinion in accordance with the given purpose.

Keywords: social opinion, modeling, management, electronic democracy, electronic
communication.
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MARKETING TOOLS AND BRANDING IN PROFESSIONAL FOOTBALL CLUB
ACTIVITIES

The need to strengthen the use of the marketing concept in the organization of football clubs is
substantiated in the article. It is shown that Ukrainian football clubs should use modern marketing tools
more effectively starting with conducting relevant research, based on which the offer of new services
types for consumers should increase. It is also necessary to improve the pricing policy, improve the
branding process and a set of communication measures and distribution channels, etc., which focus the
activities of football clubs as much as possible to meet the needs of sports organizations, fans and
sponsors, which should lead to commercial success.

Key words: football business, marketing in football, professional football club, marketing
complex in football business, communication activity of football clubs, branding in football.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Football has long ceased to be just a game. Now, it is a profitable
business which success largely depends on the financial conditions of the club. Ukrainian
football can hardly be called profitable. The most of Ukrainian clubs keep in competitions due
to sponsor's injections, because they hardly receive money from their activity. In the world,
however, viewers bring much more money to the club's budget than oligarchs, patrons,
sponsors. For example, one third of the revenue of a successful European team is money earned
in the day of the match. Football fans watch matches, purchase tickets, subscriptions and
production with club symbolic, etc. The market of football services constantly develops in
accordance with increase of the amount of fans. The situation in Ukraine is not only different,
but also over the past 4 years has worsened in three times, which is directly proportional to the
average deterioration of life in the country. Thus, in 2017 Premier League matches were visited
by an average of only 4,268 persons. For comparison, the best ratings in a time of independence
were in the 2012/2013 season — 12,602 fans.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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The leaders of Ukrainian clubs cannot (do not want) engage in crisis management and
turn their faces to their target audience. Exiting this situation is in the application of the general
marketing concept in increasing the demand for sporting events in general and in football in
particular.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Sports marketing is the term that came to us from
the United States (it was first mentioned in 1978 in the publication “Advertising Age”). USA
has brought us both the phenomena and the sensations that are inherent to it: pragmatism, the
desire to identify in conditions of fierce competition, the search for non-standard paths, etc.
Sports marketing is actively investigated since the beginning of the 21st century. The experts
of this scientific direction are V.A. lyoshin [1], G. Aronov [2], D. Beach [3], André W. Biihler,
G. Nufer [4], V. Galkin [5], S. Devis, M. Dunn [6], V. Zolotarev [7], L. Kozyn [8], B. Mullin,
S. Hardi, U. Satton [9], B. Pitts, Stotlar D. [10], S. Razumovsky [11], O. Stepanova [12], P.
Terner [13], T. Tishchenko [14], who focus on marketing in sport in their works as the driving
force in the development of this industry. The situation is complicated by the lack of literature
and scientific works about the marketing activities of professional sports clubs. The book
“Sports Marketing” by T. Schaaf [15] is widely known, but it was published in Russia in 1998
and has not been reprinted since. Today it can be considered somewhat outdated. The rest of
the work in this area has not gained popularity among professionals, as they are considered to
be simply a revised version of the above mentioned work. The work of B. Mullin, S. Hardi and
U. Satton “Sport Marketing” [9], as well as B. Pitts and D. Stollar “Fundamentals of Sports
Marketing” [10] in fact, are the only academic textbooks on this issue. These authors consider
sports marketing at a common angle: how to use sport for marketing purposes.

G. Aronov notes that, unlike other types of entrepreneurial activity, in the field of sport,
the categories of supply and demand have their own characteristics, due to the social orientation
and the implementation of cultural and educational functions. In turn, the level of demand for
goods and physical education services depends not only on their quality, but also on consumers'
behavior and their preparedness — physical, which implies the possibility of choosing the
appropriate physical education classes, taking into account the level of physical development,
and the theoretical, which implies the availability of knowledge xegarding the types of sports
and sports services [2].

S. Razumovsky considers individual-oriented and anthropocentric marketing
approaches to physical education, the basis of which is the focus on personal development and
the realization of the individual capabilities of consumers of sports services [11].

P. Terner argues that one of the features of the current situation in the sports market is
the active use of interactive tools, the effectiveness of which depends on the degree of
individualization [13].

L. Kozyn's opinion coincides with him, who believes that in the relations between
manufacturers of sports products and their consumers there is an objective need to implement
a complex client-oriented approach aimed at creating long-term and mutually beneficial
relations [8].

T. Tishchenko emphasizes the importance of the system of knowledge about sports
marketing as a prerequisite for effective work of specialists in the field of sports [13].

I. Yavlenin identified such tasks of sports marketing as: interest and impressions of the
viewer (fan) by the drama of a sports spectacle, provoking an emotional burst; the involvement
of sponsors, the creation of an associative link between brand of professional club and brand of
manufacturer; creation of informational reasons, cooperation with mass media and cultural
organizations [15].

Consequently, most authors suggest looking at sports marketing not just as a variation
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or modification of traditional marketing, but as a very special, near-autonomous form of
marketing combining the unique characteristics of sports with fundamental marketing
techniques [4].

The sharp deterioration of the situation in this industry requires significant attention to
the marketing components: relevant research, marketing mix, communication tools, etc., which
can be proposed for immediate correction of the situation in the football area of the country.
Therefore, research on this topic is very relevant today.

Formulation of the purpose of the article (statement of the problem). The main
objective of paper is to investigate the existing audience of the average professional football
club (PFC) of Ukraine, to determine the factors that influence the consumer choice of fans when
visiting matches and to suggest ways to solve problems associated with a decrease in interest
in local football.

Statement of the main material of the research with full justification of the
scientific results obtained. Modern sport, more than ever, “thinks” about the fan, formulates
loyalty in him and the opinion that the fan is the main sponsor of the club. Now the concept the
more fans at the team, the higher its capitalization is clearly traced. The sponsors choose the
most popular teams, and the broadcasters render their matches in the primetime. In the modern
sense, marketing in the field of sports represents a powerful and well-integrated technology of
socio-cultural innovations, an important component of the general culture and spiritual life of
modern society [17]. Football clubs usually receive three main types of income: income directly
from the stadium; income from television broadcasts; income from commercial activity. This
money is received by selling the rights to their brand.

Modern football clubs are successful joint-stock companies which general capital
doesn't concede to the leading technical brands. For example, according to “Forbes” rating, the
value of “Manchester United” is 3.69 billion dollars. “Barcelona” is ranked second with a rating
of 3.66 billion dollars. “Real Madrid” ranked third: its value, according to the rating is 3.58
billion dollars [18]. The main tendencies of European football concern increase of the share of
sold subscriptions; reconstruction of stadiums; increasing the level of comfort and service;
introduction of fan relation management (FRM) systems and fan cards; active work on
attracting fans to the stadium; development of club press and club TV channels; activity on
match day; the emphasis on the safety of the fans at the stadium. Such business goals are
achieved through the FRM-system as: increasing the attendance of home matches, attracting
new fans, increasing the loyalty of existing fans, increasing the club's income by organizing
work with fans. FRM-system consists of club cards, websites, ticket system, forums of fans,
booking tickets, online stores, internet TV, accounting system.

Modern football leaders are interested not so much in sociodemographic segmentation
as the behavioral characteristics of fans, based on which it will be possible to develop tools to
stimulate tickets sales for the match, considering how much the club's fans are satisfied with its
image, how well their expectations are justified, what aspects of the club's affairs the fans are
paying attention first, and the Fan Lifetime Value (the value of the life cycle of the fan), which
may take decades. The value of a fan's life cycle is the first stage in assessing customer
satisfaction and loyalty. It consists of the items indicated in figure 1.

Since the concept of “life-long loyalty” is destroyed in football today, even if the fan
does not cease to support the native team, he can change his audience’s interests and club
management should change marketing accordingly. The twentieth century turned football into
a part of mass culture and business called professional sports. Today, European football is a
capital-intensive industry with its rules, laws and methods of earning money, but Ukrainian
football has recently lost its positions. Ukraine's national football team is ranked fourth in the
top ten FIFA ranking, while the best Ukrainian clubs (“Shakhtar” and “Dynamo Kyiv”) rank
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17th and 25th in the overall UEFA club rankings respectively. The profit of Ukrainian clubs
from participation in Euro Cup competitions in the season 2016/2017 year is shown in figure
2.

L Assessing the quality of the club’s products and serving the fans @
Familiarity with the brand (whether consumers recognize brand @
among competitors)
Associations with brand (feelings associated with brand) | ﬂ
Brand satisfaction (assessment of the understanding of club’s @
activities)

Loyalty (assessing the potential of attracting new customers and
their relationship with the club)

Figure 1 — Assessment of customer loyalty to the club

Olimpik; 0.235 Oleksandriia; 0.48

Zoria; 3.3 .
Dinamo; 6

Shakhtar; 24.7 /

Figure 2 — The profit of Ukrainian clubs from participation in Euro Cup competitions in the
2017/2018 season, million euros

Ukrainian football is not profitable at this time. This is due to the difficult economic and
political situation in the country. Heads of clubs cannot allocate a large amount of money for
marketing activities, and therefore the effectiveness of promotion tools that use commands is
rather low. Distribution of bonus money for participation in European Cup tournaments of the
five best teams of the past season is depicted in figure 3.

It is noticeable that at the level of income which can’t be predicted clubs can’t allocate
30% of funds for marketing activity as UEFA offers because of a high possibility of losses
execution. There is still no uniform television pool in the championship of Ukraine —
centralization of the marketing rights of teams at the championship. The Championship of
Ukraine still lacks a single television pool — the centralization of the marketing rights of the
Championship teams. It allows the subject, which owns him to negotiate on behalf of the clubs,
to search for a uniform sponsor, get a much bigger profit and go to the international market.
UEFA has developed a system of budget formation that can be successfully applied to the clubs
of the Ukrainian Premier League.
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Help from
sponsors and club
owners; 10%

Income from
transfer policy;
30%

Income from
marketing
activities; 30%

Income from TV
rights; 30%

Figure 3 — Formation of club budget by recommendations of UEFA and FIFA

Such a system can completely change the approach to the formation of clubs budgets,
which in most are subsidized completely. Consequently, the decline of Ukrainian professional
football forces clubs to develop marketing strategies aimed at obtaining additional profit.

We will consider the professional football club (PFC), for example, PFC “Sumy”, the
most typical representative of teams of the average regional centers. As a commercial
enterprise, it is the main team of the city. It is based on the “Yuvileiniy” Stadium, which
accommodates 25,830 fans. Each organization (enterprise) has certain advantages on the market
and it has disadvantages. SWOT-analysis allows identifying the strengths and weaknesses that
require the greatest attention and efforts from the company. Before the beginning of the SWOT-
analysis one should concentrate on the probable threats and opportunities faced by the subject
of economic activity. After that, it is necessary to find out what threats are the most probable
and what risks they can cause. The last require the greatest attention and concentration of efforts
for the purpose of their elimination [20].

We conducted an analysis of the football club competitiveness to determine its main
characteristics for the further construction of the hypotheses and job objectives of marketing
research (Table 1). Apply the method of quantitative analysis. We choose three factors. We use
the confidence coefficient to assess the probable nature of the factors influence of the external
and internal environment (changes boundary is from 1 to 5), as well as the rules of their
combination to calculate the integrated assessment of the impact of the whole complex of
factors: 5 — complete confirmation of the possibility of implementing the option for availability
of this characteristic; 1 — the influence of this characteristic on the possibility of option
realization is uncertain (Table 2). The results are checked with the Table 3.

As a result of the conducted analysis, we can conclude that at the moment the situation
in which the enterprise is located is characterized by uncertainty as to the correspondence of
the internal capabilities of the enterprise development to external, since the average value is
2.92. We have the situation with more “for” than “against”. The marketing research of the
audience of the sports club of the typical Ukrainian city was aimed at identifying and solving a
specific problem of the club’s activity — increasing the occupancy of the stadium by at least
30%. According to a study by ProceWaterhouseCoopers, 93% of sport industry leaders consider
sporting events to be a catalyst for positive change in their organization, but emphasize the
importance of timely planning and preparation for the use of sport facilities after the end of the
competition [21].
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Table 1 — SWOT analysis of PFC “Sumy”

1. PFC “Sumy” is the only team in
Sumy.

1. Development and
implementation of a marketing

2. The popularity of football in the ¢ | program to increase the attendance
country and city. Ig of matches.

@ | 3. Alarge number of loyal fans. 2 | 2. Advertising of visiting matches

§> 4. New investor. S | (media and BTL-activity in the

o | 5. Good stadium in the city center. g | city).

& | 6. Infrastructure at the stadium, which © | 3. Regular meetings with fans.
allows to provide a higher service to S | 4. Regular open team trainings not
fans. = | only for the press, but also for fans.

5. Increase in the number of ticket
sales and subscriptions.
1. Weak advertising of PFC “Sumy" 1. Due to negative results, mass-
matches. media often pressures PFC that

., | 2-Lackof constant work with team @ | causes nervousness among the

8 | fans. § players and coaching staff.

§ 3. Dirty seats at the stadium. < | 2. Due to the crisis and vague

< | 4. The state of the lawn of the football E results of the club, financial support

%’ field is not satisfactory. < | may be reduced.

5. Unthinkable price ticket policy, lack 2|3, Leading players may leave the
of proper differentiation in the price of team in case of downgrading
tickets
Table 2 — Quantitative SWOT analysis for PFC “Sumy”
Marke_t_ Market threats Average
opportunities value
1 2 3 1 2 3
1 3 2 5 3 3 3 3.17
Strengths 2 5 3 5 2 3 3 3.5
3 5 5 5 2 3 3 3.83
1 3 4 3 4 3 3 3.33
Weaknesses 2 2 2 1 1 3 2 1.83
3 1 2 3 2 2 1 1.83
Average value 317 | 3 3.6 2.33 | 2.83 2.5 2.92

Table 3 — Table for decision-making on the correspondence of internal opportunities of
development of the subject of economic activity to the external and the possibility of
corresponding direction realization

The value of the
appropriate factor of

confidence

Conclusion on the conformity of internal capabilities of the
subject of economic activity to external capabilities

Average value = 1

Complete confidence in the absence of internal capabilities of the
subject of economic activity in accordance with external. It is
impossible to implement the direction, the conditions are absent.

1 < Average value <

2

More “against” than “for” regarding the correspondence of
internal capabilities of the subject of external economic activity
and the realization of the direction.

2< Average value <

3

More “for” than “against” the conformity of internal
opportunities of development of the subject of economic activity
outside and implementation of the direction.

A. Teletov, I. Nagornyi, N. Letunovska, P. Pigul. Marketing Tools and Brending Football
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Continue Tabl 3
Internal capabilities of the subject of economic activity are likely
3< Average value <4 to be external. There are conditions for implementing the
direction.

Complete confidence in accordance of internal capabilities of the
subject of economic activity with external. There are all
conditions for implementing the direction. Complete confidence
in the success

Average value =4

Stadium is an important part of the club’s success. There is a problem with the effective
work of this sport facility in Sumy, so when creating the questionnaire for market research,
great attention was paid to the factors associated with the stadium. The main methods of
marketing research were the Internet survey of respondents through the ability to find out the
opinion of the existing audience of the club. In general, there are no specific algorithms for
conducting specialized marketing research in sports, and in particular in football, so we offer
our version of an online survey that is best suited to the situation. We have created an
application form in one of the most convenient services — Google Forms. The high efficiency
of the method of interviewing on the Internet is due to the fact that it has good communicative
properties and maximally “brings together” respondent and interviewer. In addition, the Internet
allows to reduce the time spent on passing the questionnaire on the chain “interviewer —
respondent — completed questionnaire — entering questionnaire into the database — analysis
of questionnaire — presentation of results in graphical form”. The poll was conducted in the
official community of the PFC “Sumy" in the social network. The group has 7750 people. The
working hypothesis sounds like: “Fans stopped going to football because of low awareness and
overall dissatisfaction with the level of service delivery”. We also consider it appropriate to
check with similar research in the field of football marketing conducted by the laboratory
“Biletolohiia” at the Center ‘“Management in gaming sport”. In their study “Marketing
Strategies for Football Clubs in Europe” experts highlight 13 key group factors that influence
the decision of fans to attend football matches: ticket/subscription programs; ticket sales
organization; improvement of the stadium; logistics; catering; matchday activity; promotion;
activity in a digital environment; work with fans; security; atmosphere in the arena; league
activity; sports result [22].

The results of the research show that: 1) 10% of the respondents visited the matches of
PFC “Sumy” only one time, 21% — 2-3 times, 9% — 4-6 times, 27% more often, and 33% of
respondents generally ignored the matches of the club; 2) the average occupancy of home
matches is low which is explained by the low level of game that the team demonstrates and the
ignorance of potential fans; 3) PFC cannot provide a general feeling of a holiday in the city on
the day of the match, because, according to a team of authors under the guidance of experts in
the field of sports marketing, D. Bich and S. Chadvik, the perception of a sports product by the
consumer is largely depend on the environment, in particular sports facilities [3]; 4) the most
significant factor was the safety of the tribunes, the most insignificant — the availability of places
for fast food; 5) about 50% of respondents agree to buy football attributes, but it is difficult:
you have to either wait for a club match or call the representatives of the club dealing with the
attributes; 6) about 41% of respondents are not ready to pay for a ticket more than 20 hryvnias,
however, 23% of respondents are not at all price sensitive, it is more important for them to be
in comfort when viewing a match; 7) about 54% of the respondents receive news about PFC
“Sumy” through the club’s pages in social networks, 18% from friends, and 15% of respondents
do not receive information about the club in general, which indicates the consumer’s ignorance;
8) the introduction of modern FRM systems requires a database of fans information (the
databases are very expensive and difficult to create, but the local fans in most cases agree to
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provide their data; 9) it should be noted the high level of education among the fans (33% of
those surveyed have higher education , 38% - incomplete higher), which destroys the stereotype
that sporting events are of interest only to people with a low level of education; 10) target
audience is young people aged 21-30 (54%) and 31-40 (28%) years who are engaged in sports
and have an active lifestyle; but it should be noted that now a large number of fans (men aged
40 and over who remember the football history of the city) are not registered in social networks;
women make up 20% of the respondents, which is a fairly decent percentage; 33% of fans have
a salary of more than 5,000 hryvnias, so at an existing low ticket price, they are not sensitive to
costs.

The main result is that such clubs as PFC “Sumy”, in the majority, do not know who is
their target audience. These Ukrainian clubs do not want to engage in crisis management and
return to their target audience, because then it is necessary to develop a separate marketing
program for each buyer [23], which is difficult task but quite realistic with the help of the
Internet.

The globalization of world processes and the development of modern technologies link
the commercial success of football clubs with the use of marketing tools. Sports marketing
inevitably includes the concept of marketing-mix [15]. Marketing mix is defined as a
combination of elements of the marketing complex, under the popular name “4P”: product —
commodity policy of the football club; price — the price policy of a football club; place — the
distribution policy of the football club; promotion — club communication policy [12].

Personality is the main system-building component in the field of physical culture and
sports [1]. Spectators can be divided into individuals and legal entities — sponsors. Sponsor of
sports event usually puts money into the association of his company with the brand of a football
club or its players. Sponsors are negotiating on behalf of their companies to create sales
programs that could awaken the enthusiasm of retailers by tapping into consumers’ sports
arenas and creating a good mood for corporate employees [24]. PFC’s goal is to develop a set
of activities that help attract spectators and sponsors, such as turning the club into brand;
receiving from the sporting event an income for sponsor and for club; accentuated interaction
with various cultural organizations, creation of the “effect of presence”.

Owners of a professional football should use the tools of remarketing: work with fans —
creating a portrait of the target consumer; activity in social networks, especially in the day of
the match (pre-match advertising), conduct of events with fans; informing the fan through BTL
and ATL. PFC should rely on the latest technologies in promotion of brands in its marketing
strategy, which, in the first place, are intended to bring the interaction of the club and the fan to
a new level. For example, the use of mobile apps that allow the club to communicate with its
fans on a regular basis, as well as the introduction of a club card method, which allows ticket
holders to receive certain bonuses and discounts on a regular basis, not just on the day of
matches. Let’s consider ways to improve the classical “4P” of the marketing complex in the
field of football activity based on the results of our study.

Marketing commodity policy. Sports products are the means of implementing a sporting
event, such as tickets, subscriptions, club cards, rights to TV/radio broadcasts, promotional and
sponsorship packages and so on [6]. We propose the following measures: the introduction of
the function of printing the surname on the game form of PFC “Sumy”; creation the official
online store of PFC; change of the technical sponsor to the Ukrainian manufacturer, which will
make sports ammunition with the PFK brand more accessible; the introduction of the official
mascot; the introduction of a range of toys to promote the club among children. Particular
attention in commodity policy should be devoted to the creation of fan cards and club
subscriptions, which will allow not only to receive personal data about fans for use in FRM-
systems, but also create additional loyalty to the club: subscriptions for adults and children; fan
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cards (school, student, regular and for people of retirement age); electronic tickets.

Marketing pricing policy. The price policy of a football club should be stable. The most
effective price method for the market of sports attributes is based on the target profit rate. The
price risks for a typical PFC are given in Table 4.

Table 4 — Factors of price risk for PFC “Sumy”

Factors of price risk Wagh(t\/\c;&factor Ball (Bj)
The emergence of a new club in the city 0.11 7
Decrease the percentage of ticket revenue 0.16 5
Inflation processes in the country 0.16 4
Tax risks 0.1 2
Tickets forgery by speculators 0,14 6
Change in the tastes of fans 0,15 5
Purchasing power 0,09 6
Changing the main shareholder 0,09 5

For each risk factor we assign a certain score (B;j) from 1 to 10. Each criterion we give
weight (W), which identifies the fraction of the influence of the factor in the total size. These
are indicators that are constantly changing under the influence of external circumstances by
analogy with the weighting factors of product quality indicators. In our case, they are
determined by pairwise comparisons of expert opinions, although other methods may be used.
The sum of weights is 1. As a result, the size of the price risk for PFC “Sumy” is determined
by the sum of the products of the ball of each factor to its corresponding weight:

R:ZBi W, (1)
i-1
R=0.11*7 + 0.16*5 + 0.16*4 + 0.10*2 + 0.14*6 + 0.15*5 + 0.09*6 + 2
0.09*5 = 4.99.

The scale of the boundaries of price risk areas is presented in Table 5.

Thus, the value of R=4.99 corresponds to the high risk area. This suggests that the PFC
is very close to the critical risk area. First of all, due to inflationary processes, the purchasing
power of the fans has decreased. We offer a list of measures to reduce price risks (Table 6).

Table 5 — The scale of the boundaries of price risk areas

Zones of risk Risk free Minimal | High risk Critical risk Catastrophic risk
Limit of risk areas (R) 0 0.1-2.5 2.6-5.0 5.1-7.5 7.6-10

Table 6 — Measures to reduce the negative impact of risks

Factor of price risk Methods of reducing risk
The emergence of a new club | - Continuous monitoring of the local market;
in the city - creating FRM system.
Decrease the percentage of Implementation of season tickets and club cards.

ticket revenue

There was a negative image in the media like “Owner — not paying
Tax risks taxes”. It is necessary to inform the media that it is rumors and
show tax reports.
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Continue Tabl 6

Tickets forgery by speculators | Creating signs that can not be falsified.

Creating “Sumy — more than team” relationships so that fans feel
like a part of a big football family.

Conducting marketing researches on sales of attributes, tickets,
sponsorship products, etc.

Change in the tastes of fans

Purchasing power

Marketing distribution policy. Distribution policy involves the development of systems
and sales channels used by the football club for implementation: tickets and season tickets and
products with a brand image of the club and souvenirs. In order to maximize PFC incomes it is
necessary: to consolidate goals and objectives of sales policy with the policy of other functional
units; calculate demand for products and tickets, forecast demand in subsequent periods,
evaluate the desired results and methods of implementing measures that will provide them;
determine the length of the distribution channel by comparing all the advantages and
disadvantages of direct and indirect sales channels, as well as weighing strengths and
opportunities in organizing the sales channel and performing all intermediary functions; to
choose intermediaries who are successful in selling sports products and booking.

Marketing communication policy. PFC’s marketing communication policy is to create
measures aimed at awareness of consumers, sales and marketing intermediaries, contact
audiences, as well as the general public about products and their commodity producers,
stimulating demand for products with a view to promoting it on the market. The bulk of the
audience of sports clubs is formed by fans — representatives of different age and social groups.
The concept of positioning the club should meet the needs of a number of target groups.
However, fans are not the only one target audience of the club. For the effective existence of
PFC it is necessary to position itself as more than a team, it will have a large number of
supporters, including those who are neutralize to football: cultural leaders, politicians and
businessmen — potential investors. A big problem is the fact that middle clubs like PFC, in most,
do not know who their target audience is.

In addition to traditional marketing communications tools, the introduction of effective
FRM systems and the implementation of relevant fan-projects — integrated marketing
communications tools that immediately manage both a huge array of information and almost
all types of marketing communications are proposed. If we talk about the current scale of using
such systems in sports clubs around the world, the coverage will be very impressive. Such
systems are used by almost all clubs of the English Football Premier League, including
Manchester United, Arsenal, Chelsi, Liverpool, Manchester City, many clubs of
Championships (Coventry City, Lester City, Watford and others). They are supported by clubs
of other European championships, such as Barcelona, Real Madrid, Bavariia, Pari Sen-Zhermen
[25].

The media plan in football is usually developed for the entire season with corrections
on the second round of the championship. In Table 7 the components of the media plan for the
season 2016/2017 for PFC “Sumy” prepared by authors are presented.

Table 7 — The cost of marketing communications as a percentage of their total

Communication Instrument Expenses Weight of
channel (UAH) expenses (%)
Advertising TV Advertising 36,750 13.85
Advertising on the radio 56,840 21.42
Press 6,650 2.51
Social networks 20,000 7.54
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Continue Tabl 7

Outdoor advertising 81,000 30.53
PR Press conferences 14,000 5.28
Sales promotion Tickets lottery 100 0.04
Direct marketing FRM system 50,000 18.84
Sum 265,340 100%

Unfortunately, not using these recommendations on communication marketing policy
led to the fact that in autumn 2018 on the match of 1/16 Cup of Ukraine between PFC “Sumy”
and the popular team of the higher league “Carpathians” (Lviv) came only one thousand fans,
although according to statistics, such matches were collected to 10 thousand people in Sumy.

The synergistic effect of communication policy according to [14] consists in combining
the means of communication influence and calculating the interaction of marketing tools by the
formula:

E=1 LG5 C)

where n — the number of instruments influencing the action of the i-th element of the
marketing complex; m — index of degree which ranges from +1 to -1 depending on the direction
of action of the j-th instrument of i-element and, accordingly, increases or decreases it; Cj -
coefficient characterizing the influence of the j-th instrument on the i-th unstrument. To
calculate the synergistic effect we will use an expert method. Output data for calculations is
shown in Table 8.

Table 8 — Situational analysis of communication tools

Advertising PR Sales promotion Direct
marketing
Direction of + " " )
action
Coefficient 1.26 113 102 131

The synergistic effect from the use of the complex of marketing communications is 1.75.
Consequently, with the simultaneous application of all these instruments, profits will increase
in 1.75 times.

Conclusions from this research and prospects for further developments in this
area. Today’s sports in general and football in particular are becoming more and more
commercialized, and football clubs not only make money for their managers and football
players, but also must be profitable. Marketing researches of the typical professional football
club of Ukraine have been carried out. Marketing tool improvement will help to return fans to
the stadiums. For this purpose, the appropriate marketing mix should be used: the football
products and services will be diversified, pricing policy will be improved, complex of
communication measures and distribution channels in the field of football will be expanded. It
IS substantiated that priority actions include the creation of a portrait of the target consumer;
activity in social networks; conducting various encouragement of fans; creation of a general
holiday atmosphere in the city on the day of the match; informing the fan through BTL and
ATL,; implementation of FRM systems, etc.

Overall, the results of a study conducted by the football business indicate that the
marketing activities of the typical Ukrainian football clubs can be improved in line with the
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trends of world football, which are as attractive as possible to sponsors, fans and the public as
a whole, and should lead first to their break-even, and in the future to commercial success.

Further researches should focus on increasing the role of the internet in football
marketing, particularly in social networks, branding and rebranding features in the field of
professional football clubs, as well as communication activities aimed at both individual
supporters and sponsors as well as sports organizations in general.
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O.C. TeneroB, A-p €KOH. HayK, mpodecop, npodecop Kadheaprn MAPKETHHTY Ta YHPaBIiHHS
iHHOBaIli#HOO misubHiCTIO, CyMChKHE MepxkaBHuii yHiBepcuteT (Cymu, Ykpaina);

€.1. Haropumii, xaHa. eKoH. HayK, HayK. CHiBpoOiTHHK HaykoBo-moCHigHOTO CeKTopy,
CyMmchbKuil 1ep)kaBHUM Tienaroriunuii yaisepcuteT iMeHi A.C. Makapenka (Cymu, Ykpaina);

H.€. JleryHOoBCcbKa, KaHA. €KOH. HAyK, aCUCTEHT KadeAph MapKeTHHTY Ta YIpPaBIiHHS
IHHOBaIIHOIO AisTbHICTIO, CyMChKUH nepskaBHni yHiBepcuteT (Cymu, YkpaiHa);

I1.B. Hiryas, marictp, HaBuansHO-HayKOBHIA iHCTUTYT (DiHAHCIB, EKOHOMIKH Ta MEHEPKMEHTY
imeni Onera banarpkoro, Cymcbkuii nep:xkaBuuii yaisepcureT (Cymu, YkpaiHa)

MapkeTuHroBi iHCTpyMeHTHM Ta OpeHIiHr B JisiibHOCTI npodeciiiHoro ¢yrdoabHOrO
KJIyO0y.

Y ecmammi 06rpynmosano neobxionicme niocuienHs GUKOPUCTAHHA KOHYENYIL MAPKemuHay 6
opearizayii disabHocmi pymbonrvHux knyois. Josedeno, wo ykpaincoki oymooavri kiyou nogunHi Oiib
PE3YILMAMUBHO BUKOPUCTIOBY8AMU CYUACH] MAPKEMUH208I IHCIPYMEHMU, NOYUHAIOYU 3 NPOGEOEeHH S
BIONOGIOHUX OOCHIOMNCEHb, HA NIOCMAGL SAKUX MAE 30LIbUUMUC NPONO3UYIS HOBUX 6UOI8 Nocaye OJis
CROXHCUBANIB, 80OCKOHANIOBAMU YIHOBY NONIMUKY, NOKpaAwysamu npoyec 6peHoy8anHs ma KOMHIIEKC
KOMYHIKaYIiHUX 3axo00i8 U KaHauie po3nooiry mowjo, AKI MAKCUMAIbHO 30PIEHMYIOMb OisIbHICHb
dymobonvrux K1y6ie Ha 3a00801eHHA NOMPed CNOPMUBHUX OP2aHi3ayili, 600NIBANbHUKIE MA CHOHCODIS,
Wo Mae npusecmu 00 KOMepYitihoz2o Ycnixy.

Kittouosi cnoBa: ¢yrOosibHU Oi3HEC, MapKEeTUHT Y GyTOO0i, Ipodeciiinuii GyTOONBHUN KiIyO,
KOMIUIEKC MapKeTHHTY y (QyTOOIbHOMY Oi3Heci, KOMyHiKaliiiHa HisiabHICTh (PyTOONBHUX KITYOiB,
OpenmyBanHs y GpyTOOImIi.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. At the end of the 20th - at the beginning of the 21st century, the
main process of developing an international market - the globalization of the world economy.
The national economies of the world are united into a single market system, where goods,
information and capital have the opportunity to move freely, and ideas are freely distributed,
improving and stimulating the development of modern institutions.

The rapid development of globalization were significantly influenced by the technical
improvement of communication and transport, which make it possible to reduce the economic
distance between the borders of the states. Thanks to accessing to the necessary information
from any point of the planet in real time and the ability to quickly make decisions, modern
telecommunications systems make it easier to organize international investment of capital and
co-operate with marketing and production. In conditions of information integration of the world
the country can borrow foreign experience of management, accelerate the process of creating
new technologies.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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The first source of globalization of such processes that existed only within the country
begins is the management of financial transactions or the acquisition of higher education.

The second source of globalization - economic freedom and free trade outside the
country, which limited the protectionist policy and made the cross-border trade liberal. As a
result, barriers to trade in goods and services were eliminated and tariffs significantly reduced.
Other measures to liberalize trade have increased the movement of capital and other factors of
production.

Creation of transnational corporations has become the third source of globalization of
market relations, including marketing, in which a certain share of production, consumption,
export, import and income of the country depends on the decisions of international centers
abroad of this state.

The Internet has changed human life and has helped to reach the global level of many
companies. Searching for customers, promoting their products and services to different
countries, selling products without the need for physical presence in foreign markets offers
significant opportunities for the more secure and effective operation of international marketing.
Potential buyers have access to purchasing goods at any time of the day. In addition, territorial
restrictions are abolished. E-commerce displaces traditional trade. 60% of transactions are
carried out using devices, the Internet, etc. Only 40% comes from purchases by cash in stores

[1].

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Internet marketing is growing fast. It is becoming
one of the main tools for product promotion, including in the international market. Significant
contribution to his research was made by F. Kotler, R. Wilson, W. Henson, MA Oklander, T.O.
Oklander, O.1. Yashkina SM llyashenko, VP Pylypchuk, IV Boichuk, E.V. Kricavsky, L.O.
Ligonenko, O.K. Shafaluk. However, the unresolved part of the overall problem remains the
rapid adaptation of marketing to the opportunities provided by information technology in the
international market.

Formulation of the purpose of the article (statement of the problem). The aim of the
article is to highlight the current trends in digital marketing in the international market.

Statement of the main material of the research with full justification of the
scientific results obtained. The fast development of technologies, including information,
changes the human way of life and the managerial-organizational and production aspects of the
work of economic entities. Such processes are accelerating and require enterprises to adapt
quickly to ensure their competitiveness.

B. Terkel introduces a new term "instant generation™ - these are young buyers who have
grown up with the immense need of digital technology and do not know how to function in an
analog environment, which does not immediately respond to every one of their bosom [2; with.
37]. These consumers are no longer ready to wait for what they want, they want to get it
immediately. In addition, their reaction to purchasing goods or receiving services is also
instantaneous in the form of positive or negative feedback in social networks.

The number of Internet users in 2018 amounted to 4,021 billion, an annual growth of
7%. The number of social networking users in 2018 was 3.196 billion, an annual growth of
13%, and a daily increase of 11 people. Owners of mobile phones in 2018 were 5.135 billion,
each year their number increases by 4%. [3]

Globalization is becoming one of the most important factors influencing the further
development of human society and covers all spheres of human activity: economy, science,
security, education, environment, social sphere, politics, culture, etc. At the same time,
information technologies at the global level lead to the creation of a single world information
space.
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Globalization is reflected in the economy of all countries of the world. It affects the
production of goods and services, the use of manpower, investment, technology and their
distribution from one country to another. All this affects the efficiency of production,
productivity and competitiveness. It is globalization that has exacerbated international
competition.

Companies in almost all countries of the world are directly involved in the global
business. In order for the company to be able to enter the international arena, it must take into
account the real world market situation, which includes the definition of needs and demands of
consumers and determine the possibilities for changing them in the future. It is this knowledge
that is provided through the implementation of international marketing. The implementation of
international marketing firms helps to identify the needs and the ability to meet these needs in
the best possible way.

By realizing of international marketing, the company strives to achieve its goals first of all.
The main goal of all commercial companies is to maximize profits. In addition to the main
goal, there are secondary ones, which may include:

— access to a new markets;

— increasing of sales volumes;

— conquest of higher positions in target markets;

— providing more favorable conditions for industrial and commercial activities;

— providing competitive advantage;

— reduction of production costs per unit of goods;

— formation of positive image and commitment of consumers to the goods and services
of the firm, etc.

When using international marketing, the firm implements a systematic approach to
management with a well-defined goal, which is detailed by a set of measures aimed at its
achievement. To do this, she carries out the following:

— defines the needs for each particular product;

— produces goods that are most appropriate to the identified needs;

— provides the promotion of goods to the target market using a complex of
communications, which includes advertising, public relations, personal sales and their
promotion;

— finds an opportunity to enter foreign markets;

— ensures the delivery of goods in the required quantity, at a given time and place;

— sets the price acceptable to the buyer and ensures the receipt of the necessary profits
by the seller.

So, the company, knowing the real needs and determining the possibility of their
satisfaction, using the four main tools of the marketing complex, offers on every foreign market
the goods in the required quantity and assortment, at an affordable price, in a certain place and
at a given time.

The process of globalization of the market has accelerated in recent decades, precisely
because of the use of modern technologies in international marketing, when capital markets,
technologies and goods, as well as labor, became increasingly interconnected in a multi-layered
network of multinational corporations. While some international corporations focus on the
traditional trading sector, most international firms advocate the restructuring of industry in most
developing countries by creating new technologies in various industries.

Modern global corporations operate predominantly in information and financial
markets, unlike previously-operating corporations that did not have these capabilities. The
formation of a single global financial information space takes place through the global
unification of these markets. Accordingly, the growth of the influence of international
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corporations and bodies regulating their activities - international economic organizations and
structures - is very fast.

Through the study of the global economy model, it has been determined that 147
transnational corporations have an impact on 40% of total world income. The analysis of the
interconnections of transnational corporations, which is only 43 thousand, has revealed that
only a small number of financial corporations has a disproportionately large impact on the
international economy and the world market. The researchers found 1,318 copans with the
largest number of indirect links, controlled 20% of world income directly, and, because of
ownership of shares in the share capital of the largest international companies, have 60% of
world income. These companies are owned by 147 multinational corporations, most of which
are financial institutions. [4]

Together with the processes of globalization, there is a phenomenon of globalization,
which combines global and local and points to significant local differences between different
cultures. The post-global stage of development of mankind with the slogan in business has come
- "to think globally, but to act locally" [5, p. 109-124].

In international marketing it is expedient to use personalization not only products and
services, but also elements of Internet marketing in their promotion. This affects the ability to
highlight the company's products among many offers and increase consumer loyalty to it.

In modern society, international marketing must be based on new concepts, ideas, and
creativity of producers. And also be as close as possible to the consumer, having analyzed the
traditions, the specifics of consumption of other countries in which this product comes true.
Fast-moving information technology has entered a new level of development, at the moment
new technologies are in place in places of marketing activity in which they were not available
before.

At the moment, all international corporations are actively using information technology.
That allows direct contact with consumers from different countries of the world, to identify
needs and even have an impact on the masses.

At this stage, the fourth concept of Internet marketing with the main strategy of struggle
for the consumer develops. For her is characterized by the rapid development of Internet
technologies, social networks, an individual approach, the use of chat bots, etc. [6, p. 55]. The
main areas of information technology use in digital marketing are as follows (Fig. 1).

Most TNCs focus on marketing in social networks, that is, because of their advertising
on the Internet, they promote their products, create their own websites, communicate with
consumers. Website promotion in social media is a set of activities aimed at attracting visitors
from social media: blogs, social networks, and more.

Innovative ways of promotion products on the Internet, which have been quickly
developing in recent years:

1. Non-standard advertising media

1.1. Promotional games

1.2. Virus rollers

2. Promotion of the site in social networks

2.1. Social Networking Optimization (SMO)

2.2. Marketing in Social Networks (SMM)

2.3. Advertising in social networks (Ads)

3. Internet Exhibitions

4. System of interaction with sellers

5. Web conferences

5.1. Podcasting

5.2. Web seminars
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Figure 1 — Main directions of information technology development in marketing

Site promotion in social media can be divided into three branches — site change itself
(SMO), marketing in social media (SMM), social advertising (social advertising).

SMO (Social Media Optimization) — translated from English means site optimization
for social networks. In other words, this is a set of activities that need to be conducted on the
site to effectively promote social networks.

SMM (Social Media Marketing) — The use of social platforms as channels for promoting
the brand and solving other business tasks. In the SMM, the focus is on the social platforms
itself.

Seeing the increasing popularity of social networks it becomes more appropriate to
advertise your product or to inform the consumer exactly there. In 2018, the social network
Facebook accounted for 2.2 billion consumers, Pinterest - 200 million, Spotifies — 170 million,
Netflixes — 125 million [1]. At the moment, social advertising ("Social Ads™) uses the user
profile information and places ads for him that suits him exactly.

Promotion in social networks has a number of significant advantages over other methods
of Internet marketing. Among these, the first thing to consider is the effect of placing links to
the company's website. Advertising in blogs on famous sites can give much more than links on
the main pages of the company's websites.

Internet exhibitions are one of the most modern ways of communicating with the seller
of goods or services with their potential client. This new communication tool most often uses
multi-sectoral small and medium enterprises. The company spends much less on this kind of
exhibition than the traditional exhibition, and the target audience remains unchanged in
quantitative terms. The virtual stand of any online exhibition is always available for potential
customers and partners, and the time of the exhibition itself is unlimited. Unlike the virtual
exhibition website, the whole group of thematically identical companies, and by definition
better known to visitors to the network, differs from the site of the company itself.

Promotional games are a new but usefull and effective way of marketing. The success
of promotional games in marketing is the ability to create an interesting game with a plot that
is echoed with business or aimed at a promotional campaign or an advertising campaign.
Actually, games with a user-friendly interface attract people who are already interested in the
theme of the company-developer. In addition, during a game, a person is one way or another
interested in what is happening in the game. This influence is used by the company to advertise
its product or service. Promotional games help to establish contact with consumers, build a
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long-term brand awareness campaign and make the site more attractive. The use of a system of
incentives or prizes motivates players to return to the game — it contributes to the formation of
an audience of regular site visitors - potential consumers of products. This practice in marketing
gives an effect at a relatively low cost of advertising and is recommended for business of any
scale as a component of the company's major marketing activities.

Viral marketing — is the impact on the target audience of consumers, the promotion of
advertising of goods and services is reflected at the expense of the target audience, which
voluntarily engages in the dissemination of information about the subject of marketing. This
advertising communication, so affects a person that he is "infected" by the idea and deliberately
or consciously distributes information about the product, service, and it becomes active its
advertising carrier.

One of the promising methods of promotion is Vendor Relationship Management
(VRM) — the system of interaction with sellers. Such systems combine the needs of the buyer
and the seller's offerings, anonymously inform sellers about the needs of a particular buyer.

One of the most important roles in distributing products in the market are web
conferencing, web training.

A web conference means online meetings or online presentations, in which each
participant is on a computer, and the connection between them is maintained on the Internet
through the communication application installed on the computer Every participant's computer,
or through a web application.

During the web training, one or more newsmakers work on site visitors. It can
significantly increase the attendance of the site presence in the online conference of a well-
known person. By conducting conferences on actively visited resources, you can tell potential
customers about manufactured goods and services to improve the image of their organization.

The release of Arrlé's new generation of iPod players has led to the emergence of a new
type of broadcast. Along with musical broadcasts, the copyright broadcast service, called
"Podcasting"”, appeared. Podcasting and webcasting are the creation and distribution of audio
or video transmissions on the network, with a certain theme and periodicity of the publication.
"Podcast Terminals" allow each user to download records from their own software releases. In
a sense, "podcasts" are a sound alternative to text blogging. Many firms use this kind of gear,
trying to reach their audience by distributing content on demand for mobile devices.

One of the most promising areas in the field of online sales is the transfer of a social
graph (social interactions among users in social networks) between social networks (Portability
of the Social Graph). At the moment, having registered in the new social network, the user must
separately add their contacts. It is assumed that his social graph (certain social data and
interaction with other users on the Internet) will be able to separate from social networks and
will be stored in a separate database. Users will be able to interact as part of their network on
static sites, the social graph will be transferred to simple web sites.

Google already offers its users to sign up for the Google Social Graph API. The API
only provides addresses of public pages on the Internet and public information about the links
between them. The API does not have access to restricted information, such as personal profiles
and websites that are open to friends only.

Email marketing, that is, the ability to create mailings to the customer's mailbox is still
a demand-driven and effective tool for promoting products. It is constantly evolving towards
more personalization, interactivity and effective content creation. Now, in order to increase
profits, TNCs take into account new technologies, trends, ideas and implement them through
link creation services.

You can consider the following new trends for e-mailing:
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— personalized e-mail communication with customers of the retail network. A running
loyalty program on cards in offline stores allows you to collect customer purchase data in a
CRM system, and CRM integration with the distribution service helps to send a copy of checks
by email with cross-sell and up-sell offers, a personal discount, tips on how to use the purchased
goods and promotions at a point of sale, based on shopping history, at the point of sale where
the customer usually makes purchases. Thus the company can directly communicate with the
buyers of their goods;

— digital models of products delivered with e-mail. Very often the email channel is used
as a means of delivering goods to the buyer: tickets to events, museums, aviation and rail tickets,
and more. The presence of scanned codes allows you to use only a mobile phone to skip;

— Real-time personalization / updating of the content of the sent message. When the
subscriber opens the email, the content may be updated depending on the goods viewed before,
the city in which the client is located, the time of day etc. This makes email communication
even more interactive and effective than before;

— use of traditional offline communication channels for attracting subscribers. Due to
the widespread distribution of smartphones, it is possible to stimulate subscriptions not only
online, but also in offline channels: TV, radio, outdoor advertising, for example, posters with
QR-code linked to the subscription page that can be placed in the subway or retail outlets. sales.

A great contribution to the increase of the client base can carry subscriptions at sales
places. More retailers are offering to place an order on the missing goods in the store through
online terminals. It helps to collect e-mail addresses when ordering, helps to increase sales of
the offered product and increase consumer loyalty:

—visualization of consumer data. Marketers have the need for a more comprehensive
and detailed analysis of their customer base. The number of data increases, so their convenient
access to them is necessary for their convenient work. On this basis, new reports appear in the
interface for mailing platforms, linking eMaMail marketing data with other data sources
integrated with the mailing service. Yes, Ofsys, integrated with Google Analytics, displays data
on the number of orders, average check and turnover from each mailing list.

In addition to the reports, the interface of the platforms may appear entire interactive
maps that visualize different data, average consumer income, the area of residence, the location
of retail outlets next to him, etc. This helps to initiate further purchases in stores, plan the shares
for a specific region [7];

— E-mails based on customer geolocation data. Using consumer location data allows you
to customize the eMail campaign based on the client's local time. Thus, consumers from
different regions have equal opportunities to take part in promotions.

The communication technologies are rapidly developing in the field of international
marketing, a lot of services were created for the current state of the information profiling of the
consumer, and the identification of the specific needs of the target consumers.

Among the examples of the introduction of the latest information and advertising
technologies in the global sphere are:

1. Consumer-oriented marketing. After acquiring Atlas's advertising platform in
Microsoft, Facebook restarted it as a system for tracking consumers' paths before entering into
an agreement and made it an effective advertising technology tool [8]. Like the DoubleClick
(Goolge) solution, Atlas is a platform that can display ads designed to create marketing
campaigns, track the interaction with the brand and purchase path, and use digital advertising
technology.

2. Modified payment systems and modern advertising technologies. PayPal, having
separated from eBay, has opened new horizons for development and has been able to compete
with other payment services and Apple [9]. The Touch ID (Apple) and Alipay (payment service
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of the Chinese company Alibaba, an e-commerce company) built into some smartphones do not
allow PayPal to maintain leadership without introducing new technologies.

3. Major advertising technologies in the integration of television and mobile interactive
channels. Delivery Agent has contracted with news stations, leading teleconnects and cable
channels for the purpose of providing its platform ShopTV (service for the purchase of goods
from TV programs) with mobile applications. That is, the Delivery Agent integrates shopping,
television and mobile interactive channels with the help of modern technology. In order to
improve the quality of media shopping, the Delivery Agent also entered into a contract with
Sony for integrating ShopTV with their SideView extension (mobile TV management
application). The Patented Context Delivery Agent database identifies products that are relevant
to viewing the channel, transmission, hero, episode, stage, or advertisement, and displays them
in the app, allowing viewers to make a purchase. The partnership with Sony will help improve
the automatic content recognition (ACR) technology, which, according to the representatives
of the Delivery Agent, is critical for the development of the TV commerce. TV networks and
advertisers have integrated their programs with what is a digital fingerprint of their finger, when
the current television is interacting with a mobile device [10]. Retailers also have the
opportunity to display the order form of their product when the viewer views his ad.

4. Smartphones facilitate the use of bonuses for loyalty. Until recently, if the coupon /
gift coupon was on the consumer on a smartphone, he could not use it in the store: the sensor
did not scan the barcode from the screen of the mobile device. However, a new technology has
now been introduced that allows you to use the promo code directly from your mobile device.
On modern scanners are installed optical sensors, which can read barcodes from the screen of
smartphones.

Conclusions from this research and prospects for further developments in this
area. Internet marketing tools provide an opportunity to reach the global level even for small
businesses, search for target market segments outside the country, increase market share and
increase profits. And all this with the optimal marketing budget. The Internet erases the
boundaries between countries, but to succeed using the new information technologies, we need
to conduct a thorough analysis, which should precede their use. Marketers should not assume,
but precisely know, that the introduction of innovations will improve the purchasing experience.
Consideration should be given to the aspects of globalization and the need for an individual
approach to the promotion of products and services in the international market. This is a
significant factor in the competition. Information technology is constantly being refined and
innovative solutions are emerging. However, their distribution in the world is not uniform. What
has long been used in developed countries, in others, can only be embodied. When entering
other markets, it is expedient to analyze the possibilities of using digital technologies and
consumer behavior in dealing with various Internet marketing tools.

At the forefront are the possibility of personalization of Internet marketing tools through
the receipt of data about the consumer, his social graph, geolocation. In turn, consumers become
easier to make purchases using information technology of their smartphone, tablet, computer.
It's a quick search for products, online design and purchase at any time, including overseas
online stores, the use of bonuses and payment from a smartphone in regular stores.

Digital marketing is transformed with the development of information technology.
Ukrainian mobile operators have only switched to the 4G standard, and a gradual introduction
of the next 5G standard in the world is expected to be implemented and distributed. Over
broadband Internet access will again affect the means of consumer interaction. The use of new
trends in digital marketing and personalization and adaptation to the process of globalization
are among the most important aspects of the company's operations on the international market.
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Kipnocosa M.B., xano. exou. Hayk, doyemm, ooyenm kagheopu mapxemuney, OoecbKuii
HayionaneHuu nonimexuiunuu ynieepcumem (Ooeca, Yrpaina)

Kexyn A.A., cmyoenm kapeopu mapxemuney, OOlecvkuil HAYIOHATbHUL NOAIMEXHIYHUL
yuieepcumem (Odeca, Ykpaina)

Cyuacni menoenyii Inmepuem-mapKemunzy Ha MidICHapOOHOMY PUHKY.

B cmammi  pozensamymo cyuacui menoenyii po3eumky yu@posoco Mapkemuuzy Ha
MIdDCHAPOOHOMY PUHKY. Budineno eadxciusi acnexmu 6naugy iHEOOPMAyitUHUX MexHOA02I HA 3MIHY
J00CbK020 nobymy ma OisibHocmi nionpuemMcmes. BusHaueno 3Havywicms iHmepHem-mapKemuney 0Jis
3A0080/1eHHs. nOmMped CnodJCU8awie H08o2o0 NOKONIHHA. Ilpoananizoeanuil pozsumok enobanizayii ma
3pobneno axyenm ua ii mpancopmayii 6 npoyecu enoxanizayii. Busnaueni ocmoeni Hanpsamu
BUKOPUCMANHS THHOPMAYIUHUX MEXHOA02IL Y MAPKEmuHey 3 iX MeHOeHyielo 00 nepcouigixayii.
Ilpoananizogani epexmugHi iHcmpymeHmu npocy8anHs NPOOYKYii y mepedxci iHmepHem, wo Maromo
SHAUHUL PO3BUMOK OCMAHHI poxu. Budinreno ocHo6Hi IHGOPpMAYIIHO-peKIAMHI MeXHON02Tl Ha
MINCHAPOOHOMY PUHKY. 3pobaeHO 8UCHOBOK W000 NOOANLUOI Mpanchopmayii Mapkemunzy y 36 ‘a3Ky
30 CIPIMKUM PO3BUMKOM MEXHONO02IH, 8 YyacmKosocmi po3pooku cmandapmy 5G.

KnrodoBi crnoBa: iHTepHET-MapKETHHT, Iio0amizamis, TJIOKami3alis, MDKHApOIHHHA PUHOK,
iH(popMaIlifHO-pEKITaMHI TEXHOJIOT1].
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®pososa Jlapuca Boronumupisua

0-p eKoH. HayK, npoghecop

3a6idysay kageopu niONpUEMHUYMEA i Mopeiei
OO0ecbKuil HAYioOHAIbHUL NOJIIMEXHIYHUL YHIgepCUmem
(Ooeca, Ykpaina)

HocoBa Tersina IropiBua

KaHOUuOam eKOHOMIYHUX HAYK

cmapwiuill 8UKNa0ay Kageopu nionpueMHuymea i mopeieni
Ooecvrutl HAYIOHANBHUL NOATMEXHIYHUL YHIsepcumem
(Ooeca, Ykpaina)

CUCTEMA KJIIOYOBUX IHAUKATOPIB OUIHKH EPEKTUBHOCTI
MAPKETHHI'OBUX 3AXO/IB B EJIEKTPOHHIN KOMEPLII

Pospobneni i naykoso oOIpYHMOGAHI MeOPemMUKO-MemoOON02iuHi 3acaou GopmysaHHs
cucmemu Kioyo8uUx IHOUKAmMopie oYiHKY ehekmugHOCmi ereKmporHHOI Komepyil, KA IPYHMYEMbCA HA
NPUHYUNGX: YLIECNPAMOBAHOCMI, CUCMEMHOCHI, KOMNAEKCHOCMI, BUMIPIOGAHOCMI, DeNe6aAHMHOCHI,
00 ’exkmusnocmi ma 36anancogarocmi. Po3pobiaeno i 00Ipynmosano mooeib HPUUHAMMSA PilleHHS
cnoocugauem npo npudbanus mosapy 6 Iumepunem. 3 memoro onmumizayii npoyecy npooaxicie ma
nIOBUWEHHS.  eQ)eKMUBHOCMI  eleKMPOHHOI  KOMepyii  0OIPYHMOBAHO OCHOGHI emanu  OYIHKU
ehexmuerHocmi enekmpoHHOI Komepyii ma RIOBUWEHHS KOHBEPCIUHOCMI caumy Ha PI3HUX emanax
«80POHKU npodadiciey. [Ipakxmuyna peanizayis OmpuManux HayKosux pe3yibmamis Hadae MONCIUGICINb
KOMNIEKCHO OYIHUMU eheKMUBHICMb eleKMpPOHHOI KoMepyii, npocHo3ysamu i oyintoeamu eghekmu 8i0
DI3HO20 POOY MAPKEMUH208UX 3AX00i8.

KittouoBi ciioBa: eeKTpoOHHA KOMEPILisl, «6OPOHKA NPOOAICi8», CTIOKUBAY, KITFOYOBI ITOKa3HUKH
e(hekTuBHOCTI, TpadiK, MiIKDOKOHBEPCisl, MAKPOKOHBEPCIsl.

DOI: 10.15276/mdt.3.2.2019.6

ITocranoBka mpolJeMH B 3arajJlbHOMY BHIUIAAI Ta 1i 3B’A30K 3 BasKJIMBHMH
HAYKOBHMH 200 NMPaKTHYHUMH 3aBAaHHAMH. OCOOJHBICTIO CYy4acHOTO €Tamy PO3BHUTKY
HalllOHAIbHOI E€KOHOMIKM € NEepCHEeKTHBHE JOMIHYBaHHS i1H(pOpMaliifHO-KOMYyHIKallIHHUX
TexHoJorii. 3a nanumu «vpnMentor» y cBiTi B 2018 pori 6yno nonan 1,24 mupa. BeO-cailTiB
[1]). CroronHi cy0’ €KTH MiANPUEMHUIIBKOT TISIIBHOCTI MEPEOCMUCTIOIOTH CBil 013HEC 3 TOUKH
30py IHTepHeTy Ta #oro HOBOi KyabTypu Ta MoximBocteil. Cxemu BigHocuH B2C (GizHec-
cnoxkuBay), B2B (6i3nec-013Hec), C2B (cnoxuBau-6i3Hec), C2C (cnoxxkuBau-crioxuBay), B2G
(013Hec—nepxaBa), C2G (cnoxkuBau—nepxkaBa), E2E (cmiBpoOiTHHK-criBpoOiTHUK), B2E
(Gi3Hec-cmiBpoOITHUK) HaOyBarOTh Bce OUIBINOT MOMYJISIPHOCTI Y BChOMY CBiTi. 3a JaHUMHU
«EVO.business» B 2018-M B MOpIBHSAHHI 3 MUHYJIMUM POKOM PUHOK €JIEKTPOHHOI KOMepIii B
VYkpaiti 3011bIIUBCS Ha TPETUHY — 10 65 MIIPA.TPH.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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3a TemMnamMu 3pOCTaHHS BiH 3aJUINAEThCS ApYruM B €Bpomi [2]. EnexTponHa koMepiis,
BPaxOBYIOUM 3pPOCTAIOUUN PUTM CYYaCHOTO JKHUTTS, CTa€ OUIbII MOOUIbHOI (KOPUCTYyBadi
MOOUTBHUX MPUCTPOIB MAIOTH HIMPOKI MOXKIUBOCTI TPUOAHHS TOBAPIB Uepe3 3pYUHi TOJATKH ),
a CTPIMKHH PO3BUTOK 1H(POPMAaIIfHO-KOMYHIKAI[IHHUX TEXHOJIOTH 3a0e3neuye CloKuBa4am y
BCHOMY CBITi BUIBHHUI JTOCTYII IO TOBApiB Ta PO3IIMPIOE MOKIMBOCTI iX BHOOPY Ta KyMiBIIi.
Taxwuii, 10BOJI1 OypXJIMBUI PO3BUTOK €JIEKTPOHHOI KOMEPILii, 3 OAHOI0 OOKY PO3LIUPIOE CIIEKTP
MOYJIMBOCTEH PO3LIMPEHHS PHUHKIB 30yTy, 30UIbIICHHS 00CATIB peamizamii Ta 3pOCTaHHA
MpUOYTKY, 3 1HIIIOTO — CIPHSE 3aTOCTPEHHIO KOHKYPEHIIil Y MaHii chepi. Y CBIAOMICHHS ITUX
00CTaBHH NMPHU3BEJIO A0 aKTUBALlI] HAYKOBOTO IHTEPECY TOCIIAHUKIB A0 MPOOIEMATUKHU MOIIYKY
NUISIX1B MABUIICHHS €()eKTUBHOCTI Ta KOHKYPEHTOCIIPOMOKHOCTI JiSTTHHOCTI.

Jis miATPUMKH ICHYIOUMX Ta PO3BUTKY HOBUX KOHKYPEHTHHX IiepeBar y cdepi
€JIEKTPOHHOI KOMepILii cy0’€KTH TOCHOJAapIOBaHHS IOBUHHI CHUCTEMAaTHYHO 31HCHIOBATH
OLIIHKY e(eKTUBHOCTI CBOEI IISUIBHOCTI 3 YpaxyBaHHAM cHenu(piyHUX Ui E€JIeKTPOHHOI
TOPTiBJII O13HEC-TIPOIIECIB.

AHaJi3 ocTaHHiX AocHilKeHb i myOaikauniii, B SIKMX MNOKJIaJeHMl IOYaTOK
BHPIIIEHHIO JaHOI npod/jeMu i Ha sAKi cnupaerbesi aBTop. Cepel akKTMBHUX HAyKOBUX
JTUCKYCIi € ps TEOPEeTUYHHX Ta METOIOJOTIYHUX acCIleKTiB aHami3y e(eKTUBHOCTI
enekTpoHHoi koMepitii. Tak, psa Buenux (A. B. Tanmypa, H. B. Kosanenko [3], T. I'. Byii, L.51.
[aBpuuis [6], JI. /1. Tapminep, A.B. Opiosa [7], O. 1. lllanesa O. [9], H. JI. [Tucapesnko, 3. P.
€pnokumona [10], O.K. Madantok [12], I'. II. Jlsmenko, P. B. Motkamtok [14] Ta iH.)
pO3TIIAIAIOTh  OCOOMMBOCTI  (PYHKIIIOHYBaHHS, PO3BUTKY, MOJeNi Oi3HECY HAa PHUHKY
eJIeKTPOHHOI KoMepiii B YKpaiHi, mpoOaemMu 1 MOKIMBOCTI PO3BUTKY [HTepHET-MapKeTUHTY,
BU3HAYAIOTh MEXaHI3MHU JPOMIIHIIIIHTY B YMOBaX MEPEXKEBOI eKOHOMIKH [3].

VY po6oTi [4] 3ampornoHOBaHO JOXITHUN, PUHKOBHUM 1 BUTPATHUN IMIXOJH IO OIlIHKH
e(EeKTUBHOCTI AISITBHOCTI €JIEKTPOHHOTO MarasuHy, c()OPMOBAHO JIBi TPyNH TOKa3HUKIB —
OIIIHKM TOTOYHHUX PE3YyJIbTATIB AISUIBHOCTI Ta OI[IHKU KIHIIEBHX Pe3yJbTaTiB AisUIbHOCTI. J{is
aHamizy e(QEeKTUBHOCTI EIEKTPOHHOI KOMepIii B poOOTI [5]3ampOnOHOBAHO METOIUKY
MO/JICJIIOBAHHS KOMIUIEKCY MapkeTuHry (marketing-mix modeling, MMM), sika no3Bosisie
KUIBKICHO OIIIHUTH, SIKUM YMHOM KOKE€H BHUJI MapKETHHTOBOI JISUTBHOCTI BIUIMBAE HA 0OCST
npojaxiB. 3aciyroBye Ha yBary 3alpoliOHOBaHM B poOotri [6] mnepenik dakropis
KOHKYPEHTOCIIPOMOXKHOCTI ~KOMIaHii, 10 3aliMaloTbCsi €JIIEKTPOHHUM Oi3HECOM Ta
METOJUYHHM IHCTPYMEHTApil JaHOI OIIHKH.

BuniienHHsi HeBHpilleHMX paHille YacTHH 3arajbHOi MNpPodJIeMH, KOTPHUM
NPUCBAYYEThC CTATTHA. Bigmaroun Hane)XHe ICHYIOUUM JIOCHIIKEHHSIM PI3HHX AacleKTiB
YIPaBJIiHHS €JIEKTPOHHOIO KOMEPLIEI0, CIi 3a3HAYUTH, 110 MUTAaHHSA (POPMYBaHHS CUCTEMU
KJIIOYOBUX 1HIUKATOPIB OLIHKA €()EeKTUBHOCTI E€JIEKTPOHHOI KOMEpIii 3aluIIaroThCs
HEIOCTaTHHO BUCBITIIEHUMH Ta MOTPEOYIOTH MOIANBIIOT0 HAYKOBOTO TIOIIYKY.

@®opMy/1I0BAaHHA MeTH CTATTi (IOCTAaHOBKaA 3aBJaHHsl). MeTa crarTi moisrae y
BHU3HAUEHH] 1 KOHCTPYKTHMBHOMY OIPAIIOBAHHI NMHUTAaHb (OPMYBAHHSI CHUCTEMH KIHOYOBHUX
IHAMKATOPIB OLIHKM €()EeKTUBHOCTI MapKETMHIOBMX 3aXO/IB B E€JEKTPOHHIM Komepuii 3
ypaxyBaHHSM CHEeIU(IYHUX TPOIECIB.

Jlnst peanizaliii HOCTaBIE€HOI METH BUPIIIIEHO HACTYIIHI 3aBJIaHHs: pO3pOOJICHO MOJEIb
NPUKRHATTS PIlICHHS CIIOKMBa4YeM TpO NpuA0aHHS ToBapy B IHTEpHET; BU3HAYEHO OCHOBHI
METPUKU €(PEKTUBHOCTI B €NIEKTPOHHIN KOMEpIIii sl KOXKHOIO eTany «BOPOHKH IPOJaXKiBY,
c(hOpMOBaAHO CUCTEMY KITFOUOBUX 1HAMKATOPIB OLIIHKU €(EeKTUBHOCTI MaPKETUHTOBUX 3aXO01B
B €JIEKTPOHHIHT KOoMepITii.

BukJjageHHsi 0OCHOBHOro Matepiajy AO0CJTiIKeHHsI 3 MOBHUM OOIPYHTYBAHHAM
OTPUMAHMX HAYKOBHMX pe3y/bTaTiB. 3BUYANHO, MiJ €JIEKTPOHHOIO KOMEPIIEI0 PO3yMilOTh
«...CIIJIbHE BUKOPUCTAHHS A1I0BO1 iH(opMallii, MATPUMaHHS 1IJ0BUX BIIHOCHH 1 TPOBEIEHHS
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JIUTOBHX ONepaiiid 3a JONOMOTOK TEJICKOMYHIKAIiHHUX Mepex» [7]. EnexrpoHHOIO
KoMepIliero € Oyap-ska Qopma Oi3Hec-mpoIrecy, B SKOMY B3aEMOJIS MK CyO'€KTamu
BifIOyBaeThcsi enekTpoHHUM uuHOM [8]. Jlo enekTpoHHOi KoMepIii BiJHOCITH Hadip
IHTEpaKTUBHHX METOJIB BEICHHS isSUIbHOCTI 3 HaJaHHS CIIOKMBa4yaM TOBapiB Ta mocayr [9]:
CJIEKTPOHHUM OOMiH iH(OpMaIli€r0; €IeKTPOHHUI pyX KaliTaly; eJIeKTPOHHY TOPTIBIIIO;
€JICKTPOHHI TPOIII; €JICKTPOHHUM MApKETHHT; €JICKTPOHHUK OaHKIHT; €JIEKTPOHHI CTpaxoBi
nocayru. EjekTpoHHa Komepuis Hajgae yHiBepcaldbHy MiarGopMy Ui IMiITPUMKH
KOMEPIIIHHOI JISITBHOCTI 10 BCbOMY CBiTYy. CaliT €JIEKTPOHHOI KOMEPIIii HaJa€ KOPUCTYBayeBi
wiatdopMy, Ha SKii Bes iHPOpMaLlis JOCTYITHA B OJTHOMY MICIIi.

EntekTpoHHa KOMEPIIisi €BOJIIOI[IOHYE I/ BIUTMBOM TPhoxX MeTadakTopis [10]:

1) iHHOBalil — pilIEHHS 100 BHKOPHUCTaHHS [HTEpHETY sK 3aco0y KOMYHIKarlii,
KaHaTy 30yTYy 1 KpaluM JOCTYIIOM BHACIIIOK MOIMUPEHHS CMapT(HOHIB 1 IJIAHIIETIB;

2) IPOHUKHEHHSI PUHKY — XBHJISI aKTUBHOT'O PO3BUTKY 1HTEPHET-TOPTIBIII;

3) BHCOKOro piBHsA mpodecioHamiaMy, MmO 3abe3rneuye MOKIMBICTD MPOHUKHEHHS
oHJaiH-puHKy. [locayru BimoMux OpeH/iB IUIATIHKHUX CHCTEM IOCTYIIOBO 3pOOMIIM OHJIAMH-
riaTexi Oe3MeYHUMH, 3pOciia 3HAUYIIICTh Bi3yaJbHOTO Ta iH(QOpMAIIIHOTO MpeacTaBIeHHS
IPOAYKTIB, PO3LMIMPHIIACS MOKIMBOCTI IOCTABOK i O€3KOMITOBHOTO IMTOBEpHEHHS 400 0OMiHYy.
A BUMOIA KII€HTIB B HAIMHOCTI 1 IIBUAKOCTI IIOCTABOK 3a0€3IeYmyii CUJIbHUI THUCK
KOHKYPEHIIii cepesi OHIaitH-TOPTOBIIiB.

B enextponHiit komepIiii oOCHOBHUI (POKYC yBaru CpsiIMOBaHUI Ha LIJTLOBY ayJUTOPIIO
CIIO’KMBAYIB Ta MOXJIMBICTh BIUITMBATH HA MPUUHATTS HUMU PIIICHHS NP0 MPHUIOAHHS TOBapY

(puc. 1).
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Pucynok 1 — Moenb NpuitHATTS pillieHHS CIIOKUBAa4YeM Mpo npuabdaHHs ToBapy B [HTepHETI,
Cknaoeno asmopamu na ocrosi [11]
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BinmoBigHO mpencTaBiIeHOi MOJENI, MepIl HiX MPUHHATH PIMICHHS MPO MPUIOAHHS
TOBapy B IHTEpHETI, MOKYIELb MPOXOIUTh I€KIJIbKa OCHOBHHX €TaIliB:

1) IMomyk indopmamii. [Ijis 1bOro BHUKOPUCTOBYIOTBCS PI3HOMAHITHI JpKepesa
iHdopmMartii: ocoOucTi mKepena, KOMEpIiiHI pKepera, 3araabHOA0CTyNHI Kepena (3MI),
JOKepea eMITIPUIHOTO JIOCBITY.

2) ®opmyBaHHs «00pa3y» MOTEHIIIHHOTO MpojaBisl. Ha manomy erari 3HaYCHHS Mae
apxiTekrypa caiity [HTepHeT-marasuny. 3pydHa apXxiTekTypa 3a0e3nedye MpocTy HaBIralliro 1mo
CaiiTy Ta MOJIErHIye 1HJIEKCYBaHHS pPecypcy MOIIYKOBUMH CHCTeMaMU. ApXITEKTypa cailTy
MOBUHHA OYTH 1MOOYI0BaHA TAKMM YHHOM, 1100 KOPUCTYBAay BUTPAYaB HE OiJIbIIIE TPHOX KITIKIB,
o0 MIATH A0 CaMOro HUXKHBOTO piBHA caiTy. OntumansHa SEOQ-CcTpykTypa calTy 103BOJISIE
OTPUMYBATH 3 TOIIYKOBUX CHCTEM MaKCUMyM MOXIUBOTO Tpadiky Oe3KomToBHO abo 3a
HaWHKYOIO I[IHOO 32 KJIIK B KOHTEKCTHiH pekinami Google Adwords a6o SAunekc Jlipekr.

3) [Momyk indopmariii Ha caifTi mpo ToBap. Ha caiiti InTepHeT-Mara3uny 000B’13KOBO
MOBUHHA OyTH CTOPIHKA 3 IOBHUM OIHUCOM XapaKTepUCTUK ToBapy. Lle 703BOIUTh MiABUILINTH
piBeHb 1H(GOPMOBAHOCTI CHOXHMBaya MPO TOBApP Ta TMO3WTHUBHO BIUIMBATHME Ha pPIIICHHS
CIIOKMBaYa BIJIHOCHO MOKYIIKU TOBapy.

4) Ominka ansrepHatuB. CIoKHUBaY 311MCHIOE BUSHAYCHHS 1 IIOPIBHSHHS BIIACTHBOCTEH
TOBapiB, MOKA3HUKIB 3HAYYIIOCTI XapaKTEPHUX BIACTUBOCTEH TOBapy, QYHKIIH KOPHUCHOCTI
PI3HHX aJIbTEPHATUBHHUX BapiaHTIB, IKi MOXYTh BUPIIIIHTH MTPOOIIEMY.

5) PitieHHs PO MOKYIIKY IPUUMAETHCSA SIK PE3YIIbTAT IMONEPEAHIX €TaliB, i TYT BasK/IHBI
pIIIICHHSI, TTOB'13aHi 3 TUM, SIKHW TOBAp KYIUICHUH, B SIKii KIJTBKOCTI, 32 SIKOIO IIHOIO.

6). Peakuis Ha mokynky. Ilepenbadae OLIHKY CEpBICY Ta YCBIOOMIJIEHHS CTYIICHS
3aJI0BOJICHHS IMOKYIIKOFO, [ii micyist mokynku. Ciil 3a3HaYUTH, IO Y pa3i MO3UTHUBHOI OIIHKU
pOOOTH CaliTy CIIOKUBaYEM ITiIBUILYETHCS BIPOTIIHICTh «OTPUMAHHS TOCTIHHOTO KITIEHTAY.

V3aranpHIOIOYM JETaNi3amilo eTamiB  peaizamii MoJeNni NPUHHATTA pIMICHHS
CIIO’KMBaYeM Ipo MpuaAOaHHS ToBapy B [HTepHETI MOXKHA CTBEpIKYyBaTH, L0 B €IEKTPOHHIN
KoMepIlii e(peKTUBHICTh 3HAYHOIO MipOI0 BU3HAYAETHCS 3[IaTHICTIO 10 CTBOPEHHS CIIPUSATIMBOT
«30HM BIUIMBY» Ha pIIICHHsS CMOXXHUBaya BIAHOCHO MPUUHATTS pIMIEHHS MPO MpHAOAHHS
ToBapy. [Ipm 1IbOMY OCHOBHA yBara IOBHHHA (DOKYCyBaTHUCS Ha TPOIEC] TMEpeBEICHHS
3BUYAMHOTO 3aJy4eHHs YBaru MOKYIIS 0 ToBapy Oe3mocepenHbo 10 HOoro MOKYMKH, TOOTO
3MIHHU CTaTyCy MOKYMI 13 «IIOTEHIIIHHUI HA «pEaTbHUN».

[Ipu uboMy, MpU AOCHIKEHH] TMOBEIIHKHA CIIOKUBAYiB T4 MPUUHITTA HUMHU PillIEHHS
po IpuaOaHHsS TOTO YW 1HIIOrO ToBapy abo mociyru B [HTepHeTi, nepi 3a Bce, HEOOX1IHO
BHBYHMTH CaMOT0 CIIOXKWBaya. BUIIIAIOTH IeKiIbKa TUITIB crioykuBayiB [11]:

1) [nauBigyabHI CHIOXKKUBAYI — [I€ CIIOXKHMBAYi, SIKi OTPUMYIOTh TOBAPH TUIBKHU IS CBOTX
ocobuctux notpeod. [IpuknagoM Takux CroXUBaydiB MOKYTh BUCTYIATH K CAMOTHI JIFOJIH, TaK
1 TpoMajasHH, KOTpPl MPOXKHUBAIOTH caMmocCTiiHO. JlaHWil TuUnm cHokuBa4iB HaAMOUIBII
3aIliKaBJICHHUI B MOKYIII OSTY, B3yTTS Ta OCOOUCTUX pEUECH.

2) Cim’i abo momorocrmogapcTBa — II€ Tpyna IMOKYIIB MPOJAYKTIB Xap4dyBaHHS 1
HEMPOJOBOJIBUMX TOBAPIB, 32 BUHATKOM OCOOMCTHX peueil. B qaHoMy BUMajky pilleHHS Ipo
Ty YH 1HIIY MOKYIKY NPUHMAETHCS CIIUIBHO MOAPYKAKSAM a00 K IJIaBOIO CIM'i.

3) TlocepenHWKH — Iie¢ THI CIOXKUBA4iB, sKi KYNyHOThb TOBap IS MOJAJIBIIOTO
nepenpojaxy. [locepeaHuku sBIsAOTH c0000 OUTBIT MpodeciiHUX MOKYIIIB, Ha BIIMIHY BiJl
ciMell Ta IHIUBIMyaTbHUX CIIOXUBAYiB. 3apPOMOHOBAHUI HUMH MOMUT MOXE OYTH K JOCUTH
IIHPOKUM, TaK 1 JIOCHTH BY3bKHM.

4) TocravyanbHUKK 200 MPEICTaBHUKK (PipM, TOOTO MOKYIII TOBApiB MPOMHUCIOBOTO
npu3HavYeHHs. BOHM KyIyIOTh TOBap JUIS MOJMAJIBIIOTO HWOTO BUKOPUCTAHHS Y BHPOOHUIITBI,
TOMY BPaXxOBY€ThCS BCE: I[iHA, KUTbKICTh, IMIBUKICTh MOCTABOK, PO3MIpP TPAHCIIOPTHUX BUTPAT,
MOBHOTA aCOPTUMEHTY, penyTalis GipMu Ha pUHKY, PIBEHb CEpPBICY Ta 1HII1 YUHHUKH.
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JlJis BU3HAYEHHS OCHOBHHMX HAMPSMKIB IIIBHUIIECHHS €(PEKTUBHOCTI EIEKTPOHHOI
KoMepIlii Moxke OyTH 3aCTOCOBaHA MOJICTb «BOPOHKH MPOJAXKIBY, Bi3yalbHUN 00pa3 K01 OyB
3anpornionoBanuii A. [Terepconom B 1959 porti. lanuii incTpyMeHT HaOyB IIUPOKOTO BU3HAHHS
y pi3HHX cdepax EKOHOMIYHOI MISUTBHOCTI, B TOMY YHCII cdepl eIeKTPOHHOI KOMepIlii.
«BopoHKa TIpoAaxiBy SBIIsLE€ COOOI KApTy TEOPETUYHOTO NUIAXY MOKYMIS, TOYMHAIOYH 13
HIEPBICHOTO KOHTAKTY i3 MPOJIABIIEM i 3aBEPIIYIOYHN TOKYITKO ToBapy [12].

Boponka npogaxi sBisie codoto rpadik, o Harajaye mepeBepHyTy mipamiay (puc. 2):
BEpXHS IMMPOKA YaCTHMHA ITOKa3y€e, CKIIbKH KIIE€HTIB 3HAXOMAThCS Ha IMOYATKOBIM cTamil
IpoIieCcy MpOAaKiB (BHCIIOBJIIOIOThH 3alliKaBJICHICTh MPOIO3UIIIEI0, TEPErISAal0Th MOXKIIUBI
IbTEPHATHBY, 3HAHOMJIIITBCS 13 XapaKTEePUCTUKAMU TOBApPiB, BEAYTh MIEPETOBOPH ), & HUKHS —
xapakTepusye 0e3nocepeiHbo pe3ynbraT (mpoaaxi) [13].

[ToTeHIiiiHI CTIOKUBAYI, SIKI CKOPUCTATHCS
MOIITYKOM Ta 13 MOYJIMBHX aJIbTEPHATUB 00paH
KOMITaHio «X)»

Crio’xuBai, SIKi IEPersTHYIIHA TPOTIO3HIIII0
KOMIaHii Ha caiTi (BigBiAyBai caiiTy)

BinpinyBaui, siki 1eTanbHO
03HAWOMUJIUCS 13 MPOTIO3UITIEIO Ta
BHCJIOBHJI HaMip MPUI0aTH TOBAP

[oxymmi (8iosioysaui catimy,
SKI 000a6uY MO6ap y KOWUK
ma oniamuau 102o)

Pucynok 2 — «BopoHka npoiaxiB» B €IEKTPOHHIN KoMepIIii
Crnaoeno asmopamu Ha ochosi [14]

Jlng omtumizaliii mpolecy MpOAaXiB Ta, BIAMOBIIHO, MiJBUIICHHS €()EKTHBHOCTI
€JIeKTPOHHOI KOMepIlli HEeOoOXiJHO OTPMMATH BIAMOBIIb HAa MUTAHHS: KA YaCTKa KIIEHTIB
NEepexXOoANTh A0 HACTYMHOro etammy? J{i1s 1boro HeoOXi1HO MMpoaHalli3yBaTH BCi il CIIO)KHBava
Ha CalTl 3a HACTYMHMMM KJIIOYOBHMHM aclleKTaMM: yBara — IHTepec — OakaHHs — [ Ha
OCHOBI crieU(piYHUX Ui eIeKTPOHHOI KOMEpIii 1HAMKATOPIB (Tpadik, KOHBEPCIs, JiJIN).

Tpadik (Traffic) — obcsr indopmartii, sika MPOXOAUTH UEpe3 CANT 3a BU3HAUCHU
npoMikok dacy [15]. OcHoBHa oMHMIISI BUMIpIOBaHHS — OIT, aje 4acTille A po3paxyHKiB
BUKOPUCTOBYEThCST OaliT 1 moxigHi: Merabaiit (MB), rirabaititr (I'b) 1 TepaGaiit (TH).
Po3zpaxoByeTbes 3a GopMyIIoro:

Traffic=R x K x D,
ne R — po3mip 3aBaHTaKEHUX CTOPIHOK;
K — KUJIBKICTh Bi/IBiyBadiB B JICHB;
D — KinbKICTh AHIB B aHATI30BAHOMY TEPIOIi.
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["onoBHUM 3aBIaHHAM OYAb-SKOTO BH]y €JIEKTPOHHOI KOMEpIIii € 30inbieHHs Tpadika
caity. Jls 3aydeHHs iJIbOBOT ayIUTOPii — HEOOX1THO ONITUMI3yBaTH MTOCAAKOBI CTOPIHKH 1]
IJIbOBI KJTFOUOBI CJI0BA, €KCIIEPUMEHTYBATH 3 PEKJIAMHUMH OTOJIOIIEHHAMH, ToIo [16].

Cnenudiyauii IHAMKATOP OLIHKYU B eNeKTpoHHIH Komepii «JIim» (Lead) — e Oyap-sika
noJis, sKa 3[iCHEHa KOpHCTyBaueM Ha caiTi. /Io HbOro MOXHA BIJHECTH: PEECTpPALIIO,
BKa3iBKY ocoOucToi iHdopmartii mpo cede, 3aroBHEHHS crierianbHOi (opMu (aHKETH, 3asBKH),
3aBaHTAXKEHHS Oy/Ib-SKHUX JaHUX, TOmO [ 16]. JIigu 103BONSIOTE MUTTEBO JOHOCUTH MPOIIO3HUIIIi
¢bipM HOBUM KITIEHTaM, KOHBEPTYIOUH iX y MOKYNKH. JIiT1 yMOBHO MOAUISIFOTHCS HA JIB1 SIKICHI
kareropii [17]:

— MPOJAXKHI JIIIM — HOBI KIIE€HTH, Kl 3aJIMIIAIM CBOi KOHTAKTHI JaHi, mo0 3apa3
npua0aTH KOHKPETHUHN TOBAp;

— MapKETHHTOBI JIiW — TOTCHIIWHI KIIEHTH, SKI 3QJIHMIIAIM KOHTAaKTHI JaHl TpH
HiANUCI Ha PO3CHIKK HOBHUH, PEKJIAMHUX OYKJIETiB, aKIiHHUX MPOMO3HLiN, iH(popmMarii npo
po3mnponaxi, SMS). BoHu 1ikaBIsATBCS MPOAYKTOM 1, MOXKJIMBO, B MaHOyTHHOMY CTaHYTh
KITI€EHTAMH.

Jlig omiHkKM Bifmadi calTy y BapTICHOMY 3HA4€HHI BHKOPUCTOBYIOTH IOKAa3HHUK
«apricts migy» CPL (Cost Per Lead), sikuii po3paxoByeThCs 3a (GOPMYJIOFO:

CPL=B—M,

L
ne, CPL - BapricTh miny;
By - MapKeTHHTOBHI OOJTKET;
QL — KUTBKICTh OTPUMAHHHUX JITIB.

Buxonsuu 3 BaprocTi Jiay 1 MapKUHAIBHOCTI Oi3HEeCy ab0 KOHKPETHOTO TOBapy
(mociyru), MOKHA BU3HAUUTH, Y4 BUT1HA poOOTa MO KOHKPETHOMY KaHaly, 1 Ha SIKOMY piBHI
MOBHHHI OyTH BUTPATH, 00 1€ 3aJIUIIATIOCS BUT1IHUM.

KitouoBoro MeTpukor eheKTUBHOCTI B eleKTpoHHiH komepirii € kouBepcis (CR) —
BIJIHOIIEHHS KIJTBKOCTI JIFOJICH, 10 3/IIMCHUIIM Ha CalTI IIJIbOBY IO, 10 3arajibHOI KUTBKOCTI
BiJIBI1yBauiB caiiTy, sKka po3paxoByeThcs 3a hopmysoro [17]:

B Z
Traffic '

ne CR — xonBepcis;
Z — KIJIbKICTh 3aMOBJICHb;
Traffic — Tpagix.

[Tokynka — 11e MaKpOKOHBEpPCisi, OCHOBHUI MOKa3HUK €(PEKTUBHOCTI poOOTH CAalTy B
eJIEKTpOHHIH KoMepiii. MikpoKoHBepcii — 1€ MPOMIXKHI J1ii, SIK1 B1/IBiJyBad poOUTh HA LIUIAXY
70 MaKpoOKOHBepcii. BoHH He TPUHOCATH NPSMOI BHPYUYKH, TPOTE MO3UTUBHO KOPEIIOIOTH 3
OCHOBHOIO METOI0 — iponaxamu [18].

MikpokoHBepcii MOKHA PO3JIIIIUTH Ha JAB1 KaTEropii:

— eTamy Mpolecy: MIKpOKOHBEPCIi, 5Kl 31 CHIOI0Th KOPUCTYBadi Ha HIISAXY JI0 MaKpo-
KOHBepcii. MOHITOPUHI TakMX M JOMOMOXK€ BHU3HAYUTH €TalM, Ha SKUX HEoOX1JIHO
nomnpaifroBaty 1 nominmmrty UX-1u3aiis;

— BTOPUHHI Jii: HE € OCHOBHMMHM LIJISIMU CalTy, aje JOCSITHEHHS TakuxX Lied €
1HAMKATOPOM MaillOyTHIX MaKpOKOHBEPCIH.

JLB. @ponosa, T.1. Hocosa. Cucmema Kno4o8ux iHOuKamopie oyinku eqpekmusHocmi 89
MapKemuH208uUx 3ax00ie 6 eleKmpoHHil Komepyii



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 3, No 2, 2019 ISSN 2523-434X (Online)

AHai3 MiIKpOKOHBEPCii T03BOJIUTHh BH3HAYUTU «BY3bKi» MICISl y BOPOHII MPOJAXKIB.
Hanpukinan, sximo 3 1000 BiaBiayBauiB cainTy 200 mepeHIiIIyn B pO3/Iii «KOIIHKY, a 3 «KOIIHKa
Tinbku 10 opopMuIM 3aMOBJIEHHS, TO MOXKHA NPUIYCTHTH, 110 (popma, J1e¢ KOPUCTyBaueBi
MIPOMOHYETHCS OPOPMUTH 3aMOBJICHHS, IOTPEOYE MePEPOOKH 1 IMOTIIIICHHS.

Ha MikpokoHBepCitO BIUNIMBAIOTh Taki YnHHHUKH [16]:

1) yHKITIOHANBHICTB CaliTy: HOTO CTPYKTYpa, HaBiraiisi, TOCTYIHICTh iHTEpPEiicy,
3pYYHICTh KOPUCTYBAaHHS, IBUIKICTh 3aBaHTaKEHHS;

2) KOHKYPEHTOCITPOMOXKHICTh: PIBEHb I[iH, YMOBU JOCTaBKH, (HOPMU OILIIATH,
YHIKQJIBHICTb 1 3aTpe0yBaHICTh MPOITOHOBAHOTO TOBApY a00 MOCIYTH, PIB€Hb KOHKYPEHIIIi
(KITBKICTh YYACHUKIB PUHKY, SIK1 POTIOHYIOTh aHAJIOT1YHY IPOIYKIIIFO, 110 3aJIEKHUTh BiJl
TOT0, 3MYIIICH] BiJIBilyBadi 3BEpTaTHCA A0 Ti€i UM iHIIOT KOMIIaHii abo pecypcy, 4d y HUX €
BHOIp);

3) SKiCTh ayIUTOpIi CalTy, IX MOTHBAILiSl Ta HAMIPH.

[HITUM KITFOUOBUM acmeKTOM cepu eIeKTPOHHOI KOMEpIIii € Te, III0 TOBAPOM BUCTYIIA€
fioro BipTyanpHUil 00pa3 y Burisiai iHGopMalii mpo KiHIEBUH MPOIYKT, a HE caM KiHIIEBUU
npoAaykTr. Ha BigMmiHy BiI MarepiaJibHUX TOBapiB, Iieil oOpa3 Moxe OyTu Oe3KiHEUHO
PO3TUPAKOBAHUN Ta IUIECIIPSIMOBAHO JOBEJCHUH 10 KOXKHOTO MOTEHIIHHOTO MoKyt Came
BiH 1 € 00’€KTOM KYIIiBJIi-IPOIaXy, MaTepiaii3yoduch mcis omiatu [19].

Cain 3a3HauuTH, TI0 JUIS €IEKTPOHHOI KOMEPIIii XapaKTepHi crennidai mpouecH, siKi
OB’ s13aH]1 3 YroJAaMH KYIiBJIi-TIPOJIaXKYy:

1) B enexkTpoHHi# KOMepIii i1 9ac ornepariii 0coOMCTOT MPUCYTHOCTI YIACHUKIB YIOIH
He mnoTpiOHO. IIpaBOBOIO OCHOBOIO Ui CKJIaJaHHA JaHUX YroA € P 3aKOHOJABUUX
JOKYMEHTIB, OCHOBHMMHU 3 sikux € HactymHi [20]: IlomarkoBumit Komekc Ykpainu; 3akoH
VYkpainu «lIpo enektpoHHY KoMmepiito»; 3akoH Ykpainu «lIpo enextponHuil mudposwHii
mianucy; 3akoH Ykpainu «I[Ipo enekTpoHHI TOKYMEHTH Ta SJICKTPOHHHMA JOKYMEHTOOO0ITY.

2) B enexkrtponHiii komepmuii ayreHTH(]iKaimis BigOyBa€ThCA aBTOMATHYHO 3
BUKOPHUCTAHHSM MEXaHI3MIB €JCKTPOHHUX cepTHdikaTiB AyTeHTH}IKAIiS HaJae TapaHTIio
TOTO, 1110 YYaCHUKH YTO/IM B MOJAJIBIIOMY HE 3MOXKYTh 3allepeuyBaTu CBOET y4acTi.

3) I'poroBuit 06Ir Ta TOBAPOOOMIH 3MIMCHIOETHCS 3 BUKOPUCTAHHSAM EIEKTPOHHHX
B32€MOPO3PaXYHKIB.

4) OcopmiteHHS Ai0BOT YoM XapaKTepU3ye pe3yabTaTHBHICTh JIIOBOI omepaiii Ta
MO3Ke 3a0€3MeYUTH MK IPOAABIIEM 1 MMOKYIIIEM TOBITOCTPOKOBI BiTHOCHHHU.

5) Pe3yibpTaTHBHICTH JAUIOBUX OMEpallii B €JICKTPOHHIA KOMEpIii 3aJeKUTh Bil
e(eKTUBHOCTI CTpaTerii MapKeTUHTY 1 HaJJaHHs CIOXKKUBadaM iHdopmartlii mpo npoayktu. [Ipu
IbOMY OCHOBHA yBara IMOBHHHA NPUIUIATHCS IISM, SIKI CIPHSIOTH 3aBEPILIEHHIO JIJIOBHX
orepartii.

3 ypaxyBaHHSIM BHU3HAUEHUX KJIIOUYOBUX AacleKTiB O13HEC-TPOLECIB B €JIEKTPOHHIN
KOMEDIIii KOHBEPCisl «BOPOHKH MPOJIAXKiB» MOXKe OyTH IpeCTaBIeHa HACTYITHUM YHHOM (pHC.

3).
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Tpadik - o6cse ingopmayii, axa npoxooums wepes
caum 3a GUSHAYEHUI NPOMINCOK Uacy

MikpokoHuBepcii — 0ii' nomenyilino2o Kuicuma,
AKT 00360JIA10Mb OYIHUMU JIOSATIbHICb |
20MOBHICMb 3p0OUMU YiNbOosY Oit0 HA cauimi

Jlinm — Oyowb-sxi 0ii kopucmysaua Ha
caumi (peecmpayisi, 3ano08HeHHs /
ankemu / 3a56KU, 3a6aAHMAIICEHHS, MOUWO

MaxkpoxoHBepcist
(moxkymnka ToBapy)

Pucynok 3 — KonBepcist «BopoHkH MpoaxiBy» B €IEKTPOHHIN KoMepIIii
Crnadeno asmopamu Ha ocnosi [17, 18, 22, 24]

[Tpuitmaroun 10 yBaru BUKIAACHHA BUIIE IMiIX11 A0 YIIPABIIHHS 00CSITaMu IPOIaXkKiB B
€JICKTPOHHIN KOMepIlii, MO>KHa CTBEp;KYBaTH, IO IiJBHINCHHS KOHBEPCIMHOCTI KOXHOTO
eTary «BOPOHKH IPOJaKiB» JI03BOJISIE€ ONTUMI3yBaTH TaKi pe3y/IbTYIOUi IOKA3HUKH, SIK JIOXO/T
Ta IpUOYTOK. B 03HaUEHOMY acIeKTi 3acIyroBye Ha yBary mijXif 0 po3paxyHKy TOXO.Y BiJl
JisUTBHOCTI [HTepHEeT-Mara3uHy, 3anpornoHoBaHuii B podori [21]:

J=BAxK,, xBl,,xP, +TI+CII+5,

ne BJl — KUIbKICTh BiABITyBaHb CalTy;
K3n — koeilieHT 3aBepiIeHOCT] MOKYIIKH;
BII cep. — cepeanst BapTiCTh NOKYIIKH;
P11 — piBeHb KOMEpILIIITHOTO 10X0.1Y;

TII — nu1ata 3a TpaHCIIOPTHI OCITYTH;

CII — nutata 3a cepBicHI IOCITYTH;

b — omuara Ganepis.

[TepeBaroro maHOTO MIAXOMY € BpaXyBaHHs CHEIUMIUHUX ISl €IEKTPOHHOT KOMEpITii
MOKA3HUKIB (KITBKICTh BiJBiyBaHb CalTy, Koe(DillieHT 3aBEpIICHOCTI IMOKYMKH, OIIaTa
OanepiB, iHmii). Pazom 13 1uM, 3a3HaA4MMO, 110 BHUPIIMIEHHS MUTAHHS ONTHUMI3aIlli JT0XOIIB
00yMOBITIO€ HEOOXIJIHICTh JIOCHITKEHHsI Ta aHami3y Oi3Hec-NpoleciB, SKi € KIIOUYOBUMHU
YMOBaMH, Ta, BIAMOBIHO, JKepesaMu (OpMyBaHHS JOXOY B €IEKTPOHHIN KOMEpIIi.

B o3HaueHOMy acmekTi 3aciyroBye Ha yBary MiJixXia, BUKIaJeHHH B poOoTi [22],
BIJIMOBIJTHO SIKOMY: «... KIIFOYOBUMH YMOBaMH 301IbIICHHS OOCATIB TIPOJIaXK € BUCOKI Tpadik
(KUTBKICTh  BIJBIAYBayiB CTOPIHKM TOBapy) Ta KOHBepcis (CHIBBIIHOLIEHHS KUIBKOCTI
BiJIBi/TyBauiB Ta MOKYIIIIiB) CTOPIHKU TOBapy (JTICTHHTY), iHII1». be3yMoBHO, /711 3a0e3neueHHs
e(eKTUBHOCTI €JIEKTPOHHOI KOMepIii He0O0X1/1HI IIMPOKI 3HAHHS MPO Pi3HI Oi3HEC-TIPOIIECH Ta
TiSUTBHICTh YCHOTO JIAHIFOTa CTBOPEHHS BapTOCTI, TAKUX SK MApKETUHT 1 MPOJaX, depes
PO3pOOKY HOBUX MPOIYKTIB, BAPOOHUIITBO Ta BX1JHY Ta BUX1JIHY JOTICTHKY.
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Koncynbrant OpeHaiB BigoMoi cBiTOBOi miaropMu  eJIEeKTPOHHOI KoMepiii
«BigCommerce» K. Kem0Oemn akieHTye yBary Ha TpPbOX KIIFOUYOBHMX AacCI€KTaX OILIHKH
e(eKTUBHOCTI eJeKTpOoHHOI Komepilii [23]: BuOIp NPaBWIBHUX KIIOYOBHX IMOKA3HUKIB
edpexruBHocTi (KPI); 2) HasBHICTh aHATITHYHOI CHCTEMH U1 MAKCHMAJIBHO TOYHOT'O BHMIPY
KPI; 3) Bu3HaueHHs MpaBUIBLHUX OpieHTHPIB 1uis nepeniky KPI.

VY3aranpHEHHs ICHYIOUHX I1IXO/IIB /10 OLIHKK €()EeKTUBHOCTI 1 €JIEKTPOHHIM KoMepIii
JI03BOJIHIIO CPOPMYBATH CHCTEMY KIIIOUOBHX 1HIUKATOPIB, 3 ypaxyBaHHSIM OCHOBHHX Oi3Hec-
npoIieciB y aaxii cepi (puc. 4).

Bapricts kiiky

KrikabenpHICTB )
CTR (click-throughrate) CPC (cost per click)
MikpoKoHBepCist — _\ Bapricth THCSUI TOKa3iB
CRm (conversion rate)/ CPM (cost per thousand,
M (millesimus)
Hac Ha ca#rti IToka3HUK BiIMOBICHB
CUHTETHUYHI I[IOKA3HUKH

I'mubuna nepermisay LinHICTh CTOPIHKH

CTOPIHKH / MakpokoHBepcist

O6esr padixy / CRm (conversion

_____________ KPI |- ———————————- ratfe) '
) JIOXOHICTB KIIIKY

Ba‘p'TICTI) i Ha EPC (Revenue

caiti CPA (F)OSt per C|iCk)
per action) Butparosinnaya

Bapricts 1 3amos- BI3HEC-TIOKA3HHUKH gaFii'?n(COSt Revenue

nennst / nocayrn CPO Bapricth cepennboro
(cost per order) quy AOV (average order

KoedirieHT moBepHeHHS value)
inBectunii ROI (Return on BapTICTB 3aJIy4€HHS HOBOTO
Investment) CykynHuit npu6yToK Ha 1 kmienta CAC (Customer
xmienta LTV (Lifetime Acquisition Cost)
Value)

Pucynok 4 — CucremMa KII0YOBHX 1HAMKATOPIB OLIIHKU €(EKTUBHOCTI MAPKETHHIOBUX 3aXO/IiB B
eneKTpoHHiit komepitii, Chopmosaro asmopamu Ha ocHosi y3azanvhenns [4, 8,9, 16]

Cucrema KITIOYOBHX 1HIUKATOPIB €(PEKTUBHOCTI MAaPKETUHTOBUX 3aXO/IiB B €JEKTPOHHIN
KoMepIlii chopMoBaHa Ha OCHOB1 CHHTETUYHUX MTOKAa3HUKIB Ta O13HEC-TIOKa3HUKIB. 3a3HAUNMO,
110 npu (OpMyBaHHI CHUCTEMH KIFOUOBUX MOKA3HUKIB €()EKTUBHOCTI MapKETHHTOBUX 3aXOiB
B enekTpoHHii komepirii (KPI) Gyno BpaxoBaHO Taki OCHOBHI IPUHITUIIN: IIJIECTIPSIMOBAHOCTI;
CHCTEMHOCTI; KOMILIEKCHOCTI; BHUMIPIOBAHOCTI; PEJNEeBaHTHOCTI; 00’ €KTUBHOCTI;
30aJ1aHCOBAHOCTI.

[IpencraBnenuii nepenik iHIUKATOPIB OLIHKK €(EKTUBHOCTI €IEKTPOHHOT KOMep1ii He
€ BUYEpPHAHUM Ta 3 ypaxXyBaHHSIM KOHKpeTH3allil IUIel OI[IHKH, MOXe OyTH pO3LIMpPEHUH.
3a3HauMMO, IO CYYacHI TEXHOJOTI] MTYYHOTO 1HTENEKTY JO3BOJISIOTH OTPUMATH 3HAUCHHS
1HJMKATOPIB OLIIHKU €(QEeKTUBHOCTI €JIEKTPOHHOI KOMEpIIil Ha OCHOBI 1IHCTPYMEHTIB 300py Ta
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aHaJi3y JAaHUX MPO MOKYNKH, TpaH3aKIii Ta MOBEIIHKY MOKYIIIB Ha CailTi (HampuKiIaa, Ha
OCHOBI J01aTKy cTtaHaapTHoro moayis Ecommerce (Google Analytics) ta SIngexc.MeTpuka),
10 3HAYHO CHPOIIYE MPOIEC OMIHKK €(PEKTUBHOCTI €IEKTPOHHOI kKomepiii. Tak, mTydHuit
IHTEJIEKT JO3BOJISIE TPOBOIUTH JTOCTIIHKEHHS caMe 3 TUX MPOOJEMHHUX aCIEeKTiB, K1 HEOOX1THO
ONTHMI3yBaTH, [IO3BOJISIE BUSBHUTH 3B'S30K MK JaHUMH MPO TOBEIIHKY CIIOKHUBAYiB 1
PE3YNBTYIOUMMH TOKa3HUKaMH (HAIIPUKJIa], BUPYIKOIO Bl peanizailii, mpuOyTKOM).

BucHOBKHM 3 1aHOT0 TOCTiI:KeHHS i MePCNeKTHBHU MOAAJIBIINX PO3POOOK 32 TAHUM
HanpsimoM. CpopMoBaHa crcTeMa KIIOYOBUX 1HAWKATOPIB JIO3BOJISIE KOMIUIEKCHO OIIHUTH
e(EeKTUBHICTD €JIEKTPOHHOI KOMEpIIii, MPOTHO3YBAaTH 1 OI[IHIOBAaTH €()eKTH BiJ Pi3HOTO POIY
3aX0/iB, BU3HAYATH 1 peajli30ByBaTH HAHOUIbIIT €(PEKTUBHI €KOHOMIUHI IHCTPYMEHTH PO3BUTKY.
[lepceKTHBHUMHU y TaHOMY HANpsSMKY € po3poOKa METOAMYHOIO IHCTpYMEHTapito BHOOpY
ONTUMAJILHOI CTPATETil PO3BUTKY €JIEKTPOHHOI KOMEPIIii.
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Key indicators system for assessing the effectiveness of marketing efforts in e-commerce

The aim of the article. The peculiarity of the modern stage of the national economy development
is the promising domination of information and communication technologies. To support the existing
and development of new competitive advantages in the field of e-commerce, business entities should
systematically evaluate their activities effectiveness, taking into account e-commerce business-
processes. The paper purpose is to identify and constructively elaborate the issues of the key indicators
system formation for assessing the effectiveness of marketing activities in e-commerce, taking into
account the specifics of trade area processes.

The results of the analyzes. The article deals with the theoretical and methodical principles of
key indicators system formation for assessing the effectiveness of e-commerce. It is substantiated that in
order to maintain existing and develop new competitive advantages in the sphere of e-commerce,
business entities should systematically evaluate their activities efficiency, taking into account business-
specific e-commerce business. The main metafactors under the influence of which electronic commerce
evolves are characterized. In the paper developed the model of decision making by the consumer about
the purchase of goods on the Internet and described the main stages of it. Implementation of this model
creates the opportunity to receive direct signals about the behavior of clients, to conduct research on
those problematic aspects that need to be addressed.

The main types of consumers on the Internet (individual consumers, families or households,
intermediaries and suppliers) were investigated. In order to optimize the sales process and increase the
efficiency of e-commerce, the key aspects that should be taken into account when substantiating
managerial decisions (attention — interest — desire — action) are determined based on e-commerce-
specific evaluation indicators: traffic, microconversion, macroconversion, sales lead, marketing lead,
etc. The methodical principles of their calculation are considered. It is substantiated the processes,
which are specific for e-commerce, which are connected with sale and purchase agreements. The main
stages of evaluating the effectiveness of e-commerce and increasing the conversion of the site at different
stages of the sales funnel are described. This approach allows to optimize such result indicators as
income and profit.

Conclusions and directions for further research. The scientific novelty of the research results
is to improve of key the indicators system for assessing the effectiveness of marketing efforts in e-
commerce, which, unlike existing ones, takes into account the specifics of e-commerce by synthetic
indicators (which are not related to business objectives, but indirectly affect the effectiveness of e-
commerce), and business indicators (which characterize the economic results of e-commerce), the
complexity and logical linkage of indicators which gives a possibility to comprehensively evaluate the
efficiency of e-commerce, predict and evaluate the effects of various types of marketing efforts. This
creates the opportunity to reasonably determine the list of priority strategic decisions regarding
marketing measures for optimizing sales volumes in e-commerce.

The practical significance is the possibility of a well-founded determination of the new
competitive advantages preservation and formation in the context of the progressive e-commerce
innovation development taking into account the requirements of the consumer and the target strategic
guidelines for the e-commerce development. Promising in this direction is the development of
methodical tools for choosing the best strategies for developing e-commerce.

Key words: e-commerce, sales funnel, consumer, key performance indicators, traffic,
microconversion, macroconversion.
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BU3HAYEHHS JJOI'ICTUYHUAX PU3UKIB ¥ CE30HHHUX ITPOT'HO3AX
OBCAT'IB PEAJIIBALII IIIAITPUEMCTB MAIIMHOBY 1YBAHHSA

Cmammsi npucesiueHa NUMAarH0 OYIHKU JTOCICIMUYHUX PUSUKIE MAUUHOOYOIGHUX NIONPUEMCINE.
3a ananizom obcazie peanizayii npodykyii 8cix nideanyseu ma epyn niONPUEMCME MAwuHo0y0i6HOI
2any3i OMpUMAHO Ce30HHI [HOeKCU ma NpocHO3U peanizayii NpooyKyii Ha HACMYNHI POKU.
3anpononosano nousmms 102iCMUYHO20 PUBUKY NPOSHO3YGAHHS NONUMY MA PO3POOIEHO MEMOOUKY
OYIHKU JIOCICIUYHO20 PU3UKY NPOSHO3YBAHHA NONUMY 3d 080MA OYIHKAMU: MOYHICMIO MPEHO080i
MoOeni Ol OMPUMAHHA NPOSHO3Y MA MOYHICIIO NPOSHO3Y 3 8PAXYBAHHAM ce30HHOocmi. [[na ecix
nioeanyseu MauuHoby0isHOl 2any3i ma 01 2pyn NIONPUEMCING 8 NIO2ATY35X OYIHEHO NOSICMUYHI PUSUKU
NPOCHO3YBAHHA NONUINY.

KittouoBi ciioBa: c€30HHICTh, TPOTHO3YBAHHS, JIOTICTUYHI PU3UKH, MAITUHOOYIYBaHHS, TTOTIHT
Ha MPOAYKIIIO

DOI: 10.15276/mdt.3.2.2019.7

IlocTtanoBka mnpobieMH B 3arajJlbHOMY BHIVIAAI Ta ii 3B'I30K 3 BaKJIUBHUMH
HAYKOBMMH a00 NPAKTUYHUMU 3aBAaHHAMHU. OJHUM 3 KIHOYOBUX (DAKTOPIB 3aroOiraHHs
BUHUKHEHHIO JIOTICTUYHUX PU3HKIB HA ITiIPUEMCTBI € BUBYCHHS NOMTUTY HA OTO MPOIYKIIIO.
JlocniKeHHs TOMUTY A03BOJISIE MIANPUEMCTBY OTPUMATH 3BOPOTHUI 3B'SI30K 31 CIIO’KUBAYEM.
3a paxyHOK IIbOI'O CTa€ MOXJIMBMM: (POPMYBAaTH OOIPYHTOBaHI 3amacy rOTOBOI MPOIYKIIIi;
3aBYAaCHO TOTYBAaTH y BIJJIUII 3aKymiBellb 3amacd BY3JiB, JAeTalieil Ta MeXaHi3MiB A ii
BUTOTOBJICHHSI; CKJIaZlaTH IUIaH BUPOOHUIITBA, KM MaKCUMaJbHO BPaxOBY€E JaHl MONUTY Ha
npoaykuito. TakuM YWHOM, 3a0IIAKYIOThCS BUTpPATH Ha 30epiraHHs roTOBOT MPOAYKIII Ta
CUPOBHUHHU (JeTaliel, By3J11B, MEXaHI3MIB) Ha CKJIa/1ax MiIPUEMCTBA, (POPMYETHCS UITKUM TUIaH
BUPOOHHUYOTO TMPOLECY, L0 TAKOX JO3BOJISIE YHUKATH PU3UKIB BUPOOHUIITBA HaJJIMIIKOBOI
MPOAYKIIii a00 pU3HKIB BTpaTH MPUOYTKY BiJ HECTaul TOTOBOI MPOAYKIIi. TpaHCTIOPTHI PU3HKHU
TaKO’K 3MEHIIYIOTbCS 32 PaXyHOK TOTO, IIIO MpoJaBellb Mae OLIbII JOCTOBIPHY iH(OpMaIlio
PO HEOOX1/IH1 0OCSTH MEepEeBE3EHB 3a3/AJIET1Ib.

AHaJli3 OCTaHHIX JOCHiIKeHb i myOJikauniii, B AKMX NOKJAJAeHUHA NOYATOK
BUPilIEHHIO 1aHOI Mpo0JjemMH i Ha fAKi cnupaeTbesa aBTOpP. JlOCTIHKEHHIO PUHKIB 30yTYy
NPOAYKLIT Ta MPOTHO3YBAaHHIO MailOyTHIX TeHJEHLINH MPUCBAYEHO HU3KY CTaTel yKpaiHChKUX
Ta 3apyOoikHMX BueHHX. Tak, y ctarti M.C. buuk, [I.C. bonsnoscrkoi, O.B. 3apok Ta P.O.
MamuuHa npoaHaIi30BaHO CTaH Ta AMHAMHUKY HOIMUTY Ha MeOJIeBy MPOAYKLi0 B YKpaiHi, 3a
IUMHU JJaHUMHU aBTOPHU OTPUMYIOTH MPOTHO3 TOIMUTY Ha JOCTIIKYBaHY NpPOAYKIIIO, aje
ce30HHHH (hakTOp aBTOpaMu He B3sTO A0 yBaru [1]. T.O. 3aiiuyk 3anmpornoHOBaHO OLIHIOBATH
PHUHKOBHIA TIOTEHITIAJ 32 METOIMKOIO TPHUBAOIMBOCTI pUHKOBHX cerMeHTiB [2]. P.b. Oxpenkum
ta A.M. ByroBUM pO3p00JIeHO MOJENb TAKTUYHOTO (KOPOTKOCTPOKOBOI'O) MPOrHO3YBAHHS
HOMUTY ISl YHUKHEHHSI JUCIIPOTIOPIIT MiXK BUPOOHHUIITBOM Ta CIOKUBAHHAM MPOAYKIIl [3].

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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H.b Annpeiinaa 3anpononyBaia KOHIEIIIII0 TPOTHO3yBaHHS MOMUTY Ha MPOJYKIIIIO
HiANPHEMCTBA €KOHOMIKO-MaTeMaTHYHUMH METOJIaMHM, KA CKJIAJA€ThCs 3 YOTUPHOX €TalliB:
BU3HAYEHHS (aKTOPiB, AKi BIUIMBAIOTH HA MOIMHUT, BUOIp MaTeMaTHYHOI 3aJI€KHOCTI, ITepeBipKa
aJICKBaTHOCTI Ta TOYHOCTI Mojeii i mporHo3 momnuty [4]. O.I1. TlapxomeHnko po3po0ieHo
€KOHOMIKO-MaTeMaTUYHUN METOJI MPOTHO3YBaHHS IMONHUTY 3 BHUKOPHCTAHHSAM KoeQilieHTa
€JIACTUYHOCTI JUIsl 3HWKEHHS BUTpAT Ha YNpaBJIIHHA BUPOOHUYMMH 3aracaMy Ta 3alacamu
rOTOBOI TPOXYKIii B HECTaOUIbHUX yMOBax (yHKIiIOHYBaHHS minmpuemMcts [5]. M.A.
Oxmannepom T1a [.A. Ilempko 3amporOHOBAaHO HAYKOBO-METOAMYHHHA 1HCTpYMEHTapPii
OTPUMAaHHS TPOTHO3IB 30yTy iHHOBaIiiiHOI a00 IMIOPTO3aMiHHOI MPOMYKII, SIKHA
IPYHTYETbCS Ha BHOOpPI oxHOro 3 Tphox MetoaiB [6]. Ellen C. Mik posrisaae migxoau 1momo
OTPUMAaHHS MPOTHO31B HA HOBY MPOJIYKIIiIO, SIKA 3 SIBJISAE€THCS HA pUHKY, B 3aJIC)KHOCTI BiJl BUIY
npoaykiii [7]. IlomynspaiuM y HAyKOBOMY CepeIOBHII € BUKOpucTaHHs Mozeni Ppenka bacca
JUIs OTpUMaHHs nporHo3iB. Tak nBi rpynu 3akopaonnux BueHux: XakeoH Jli, Canr I'yk Kim,
[Tapx Xron By i Ilincynr Kan Ta 3yxaiimi Icmain 1 Hoparika AOy mpoInoHYHOTh MalllMHHANA
IHCTpyMEeHTapiii OTpUMaHHsS MPOTrHO3IB 3a miero moxaewto [8-10]. Maiikn Jloypenc, Ilon
I'yngin, Mapkyc O'Konnop, [inex OHkan 30cepeiniii yBary Ha IpOrHO3yBaHHI CyJ’KE€Hb Ha
rpyHTi iHpopMarii, sika Oyna 3i0paHa Ha MPOTA31 ocTaHHIX 25 pokis [11].

Buninennsi HeBMpIilleHHX paHilme 4YacTHH 3arajbHoi mpo0JieMu, KOTPUM
NPHUCBAYYETbCS C€TaTTs. Ha Ham mornsa, 3aiumiaeTsCs BIIKPUTHM THTAaHHS II0J0
IPOTHO3YBaHHS TOMUTY 3 OLIHKOK PHU3MKY JOBIpH LbOMY Mporsosy. [laHi, 3a sSKUMH
JOCITITHUK OTPUMYE€ TPOTHO3H, MAIOTh Pi3HUN XapakTep. BoHM MOXyTh MaTH cTabiibHY 200
CTpUOKOIONIOHY TUHAMIKY. MOXYTh XapakTepu3yBaTHCs HAsIBHOIO TEHICHIIIEIO 10 3pOCTaHHS
abo crmamy, a TaKOK MaTH XAOTUYHHWN BHIIISIA. MOXyTh OyTH y BUIUIAII JUHAMIYHHAX a00
CTaTUYHUX JAHWX, CE30HHUX JaHMX ab0 MaHux Oe3 HasABHOI ce30HHOCTI. Bcei 1i dakropu
BIUIMBAIOTh HA SKICTh OTPHUMAHHMX MOJCNICH Ta, BIAMOBIIHO, HA TOYHICTH MporHo3iB. ToOTO
IPOTHO3U MOXKYTh OYTH PI3HHUMHM, TOMY ¥ BUHUKAE MUTAHHS: K OLIHUTH PU3MK JIOBIpU LIUM
IPOTHO3aM.

@opMy.TI0BAHHSA METH CTATTI (IOCTAHOBKA 3aBAaHHA). MeTOI0 JOCHIKEHHS 0Yi0
OTPUMAaHHS NPOTHO31B CE30HHOIO MOMUTY JJs BCIX MiAramxy3ed MamnMHOOYIIBHOI Tamysi,
OLlIHKa OTPUMAHHUX IPOTHO3IB 3a 3alpPOIOHOBAHUM Y JOCIIIKEHHI HayKOBO-METOAMYHUM
M1JX0J0M Ta BU3HAUYEHHS JIOTICTUYHOTO PU3HKY J0BIPU KO)KHOMY 3 OTPUMAaHUX IPOTHO31B.

BukiageHHs1 OCHOBHOIO MaTepiajy JOCTIAKEHHSA 3 NOBHHM OOIPYHTYBAHHAM
OTPHMMAHHMX HAYKOBHUX pe3y/bTaTiB. BUIBLIICTh NPOAYKTIB, sIKI BUPOOJSAIOTHCA B CydacHIN
€KOHOMIIIl, MatOTh C€30HHUI nonuT. Ce30HHICTh MOB’sA3aHa, HacaMIlepel, 31 3MIHOKO MOMUTY
CHOXHBAYiB Ha MPOJYKIIIO B MEBHOMY Micsi abo KBapTaji MOTOYHOro poky. ITpomykiis
MaIIMHOOYAYBaHHS TAKOK Ma€ Ce30HHUM NonuT. PO3risiHeMO IOMICSIUHY AMHAMIKY peai3aliii
MaIIMHOOYA1BHOI IPOAYKIIT mianpuemMcTBaMu Ykpainu y 2014-2018 pp. (puc. 1).
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Pucynok 1 — [{omicsuni o0csiru peanizaiii MamuHoOyaiBHOT mpoaykiii y 2014-2018 pp.
(MIJIH. TpH., 32 1aHuMH [12]

I'padix momicsyHuX OOCATIB MPOAAXKY MAIIUHOOYAIBHOI MPOIYKINI CBIAYUTH PO
HAsSBHICTh CE30HHHMX KOJIMBaHb Yy peaiizamii MamuHoOyaiBHOT mpoaykiii. Ilomutr Ha
MaIIMHOOYAIBHY MPOIYKIII0 Ma€ TEHICHI0 3MiHIOBaTHCS. KOXKHOTO pOKY y TpynHi 00csATH
peai3oBaHOi MPOIYKIIiT 3HAYHO 3POCTAIOTh, a B CiUHI, HABIAKH, CNIaIat0Th. KpiM 1mboro, € mie
KUJIbKa MepioJIiB craay Ta 3pOCTaHHs HA MPOTA31 POKY, SKi HEOOX1JHO BUSHAYUTH.

3a MeTOJIOM [EKOMIIO3HUIlii YacoBOTO PSAY OTPHUMAEMO CE30HHI iHAEKCH peaji3arii
MaIIMHOOYAIBHOT mpoayKiii (puc.2).
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Pucynok 2 — Ce30HHI iHJeKcH 00CATIB peartizalii MaluHOOYAIBHOT IPOAYKIIT 32 MICALIMHU

BinmoBigHO 10 OTpUMaHUX CE30HHUX 1HAEKCIB 3arajJbHUX 00CSTIB peasizallii mpoayKIii
MamuHOOyAyBaHHs (Tabm.1), HaiimMeHIIl mpoaaxi BiIacTuBi ciuyHio — Ha 30% MeH, HIX Y
CepeTHbOMY 3a PiK, Ta IIoToMy — Ha 14% MeHri, HiX y cepeHbOoMY 3a pik. CeprieHb, TpaBEeHb
Ta JIIIEHb TaKOX XapaKTEPH3YIOThCA MEHIIMMHU o0csraMu peamizaiii MamuHoOymaiBHOT
npoaykiii — Ha 8%, 7% Ta Ha 5% MeHIIe, HiX B CEpeTHhOMY 3a piK, Biagnosigno. Haitbinemri
o0cAru mpoaaxy XxapakTepHi ais rpyaHs — Ha 38% OunblIl, HIXK B CepeHbOMY 3a piK. Y
JUCTOMAMl, BepecHi Ta Oepe3Hi TaKoXX MOXKHA CIOCTEPIraTH IOXKBABICHHS MPOJAXY
MaImuHOOyA1BHOI TTpoaykiii — Ha 7%, 6% Ta 5% BiAMOBiAHO.

H.C. Hwxin Busnauenns 102icmuynux puuKis y ce30HHUX npocHo3ax obcaeie peanizayii 99
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Tabmuus 1 — Ce30HHI iHASKCH peartizallii MaImuHOOYAIBHOT TPOTYKIIii

Micsnp Ce30HHUI iHAEKC
CiueHnp 0,70
JIroruii 0,86
bepesenn 1,05
Ksitenn 0,96
Tpasens 0,93
YepBeHb 1,01
Jlunens 0,95
Cepnenb 0,92
Bepecenn 1,06
JKoBTeHns 1,02
JInctoman 1,07
I'pynens 1,38

[Ticns BHKIIOYEHHS CE30HHOTO (hakTopa 3 BUXIJHUX JIaHUX Ta OTPUMAHHS NaHHUX 3
MONPABKOI0 HA CE30H OTPUMAHO MPOTHO3 3a TPEHJOM (IIPOTHO3 3 BUKIIOYCHHSIM CE30HHUX
KOJIMBaHb). PIBHSHHS TpeHIa Ma€ BUTJISL;

Y =6059,08+156,59*t 1)

ne t — mepioj 4acy, sKui 3MiHIOE€ThCS Bin 1 1o 60 mis mepiomy mepenicTopii, Mo
BIJINTOB1JIa€ I’ ITH POKAM JIOCIIPKCHHS.

Mognens (1) € Tounoro (R?=0,81), To6To 81% Bapiarlii JaHNX TIOSCHIOIOTECSA MOJCILITIO,
HafaiHow (F-3Hauymicts = 5,24E-23, p-3nauenns: 4,54E-25 Tta 5,24E-23) Ta agexkBaTHOIO
(r1(e) = 0,45). Tob6T0 3a MozesTIO (1) MOYKHA OTPUMYBATH TOCTOBIPHI MIPOTHO3H.

Jlist oTpuMaHHS MPOTHO3Y 3aMicTh 1 MiICTaBUMO MOJAJIBIII PiBHI, SIKI BIAMOBIJAIOTH
nepionam 3 ciunsg 2019 poky no rpyaens 2020 poky — 24 nepiogu. IToMHOXMBIIM HaHi
MPOTHO3Y 3a TPEHJOM Ha CE30HHI 1HJAEKCH OTPUMAEMO MPOHO3 3 ypaXyBaHHSM CE30HHOCTI
(puc.3).

SIK BUJTHO 3 pUC.3, TPOTHO3 € IOCTaTHHO TOYHUM: BUX1HI JaH1 MPAaKTUYHO CIiBMaIal0Th
3 IPOTHO30BaHUMM Ha BIJPI3KY MEPEAICTOPI.

B Tabn. 2 3HaX0aAThCS OCTATOYHI JIaH1 IPOTHO31B 3 BUKIIOYEHHSM CE30HHOTO (haKTopy
Ta MPOTHO3 3 BpaXyBaHHSIM CE30HHOCTI, 5IKi € OPIEHTUPOM JIJIS 3aTaJIbHUX MTOKAa3HUKIB 00CATIB
peatizaiii MamuHOOYIIBHOT TPOIYKIIIi..
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==IIPOTHO3 32 TPEHIOM IIPOrHO3 3 BPaxyBaHHIM CE30HHOCTI BUX1/IH1 JJaH1

PI/ICYHOK 3 - HpOFHOS 3 BpaxyBaHHIAM CE30HHOCTI Ta IIPpOrHo3 3a TPCHAOM

Tabmuns 2 — [Iporuno3 peanizanii MammmHOOyAIBHOT npoaykiii Ykpainu va 2019-2020 pp. 3a
BHUKJIFOUCHHSIM CE30HHOTO (haKTopa Ta 3 BpaXyBaHHSIM CE30HHOCTI (MJTH. TPH.)

I[Iporuo3 3a TPEHIOM (3 BUKITIOUCHHSIM I[Iporuo3 3 BpaxyBaHHSM CE30HHUX

Iepiog CE30HHOCTI) KOJIMBaHb
Ciu.19 15610,99 10883,02
Jor.19 15767,57 13607,06
bep.19 15924,16 16772,49
Kgi.19 16080,75 15479,15
Tpa.19 16237,34 15155,12
Yep.19 16393,93 16476,03
JInn.19 16550,52 15737,49
Cep.19 16707,11 15345,78
Bep.19 16863,69 17859,21
XoB.19 17020,28 17299,65
JInc.19 17176,87 18443,59
I'py.19 17333,46 23971,99
Ciu.20 17490,05 12192,99
JIiot.20 17646,64 15228,65
bep.20 17803,23 18751,66
Kgi.20 17959,82 1728791
Tpa.20 18116,4 16908,95
Yep.20 18272,99 18364,51
JInn.20 18429,58 17524,25
Cep.20 18586,17 17071,74
Bep.20 18742,76 19849,2

XoB.20 18899,35 19209,56
JIuc.20 19055,94 20461,22
I'py.20 19212,52 26570,71
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JInst  OIIHKM TOYHOCTI MOJIell 3 BpaxyBaHHSAM CE30HHOCTI 3alpPOIOHOBAHO
BHUPHUCTOBYBATH BiJHOIIEHHSM CTaHAAPTHOI OILIHKH TOXHOKH J0 po3maxy aanux. [lozHaunmo
1€ BITHOILIIEHHS

JO = 9.7 i(n 1)
|ymax - ymin|

Y
e Y _ IIPOT'HO3 3 BPaxyBaHHIM CE30HHOCTI;
VYV — BuxinHi naHi.

mis = *100%

)

3a ganumu Tabi. 1, mis = 7,6%, 110 € pe3yabTaToM 3 BUCOKOIO TOYHICTIO.

OmiHroBaTH MOJENH JEKOMIIO3HUIIIT YaCOBOTO PSAY IIOJ0 MOXIIMBOCTI OTPUMAaHHS 3a
HEIO MPOTHO3Y MPOMOHYETHCA Y BIIMOBIAHOCTI JI0 IOCTOBIPHOCTI MMPOTHO31B IBOX 11 CKIaI0BUX:
MIPOTHO3Y 32 TpeHI0M (0e3 BpaxyBaHHS CE30HHOCTI) Ta MPOTHO3Y 3 BpaXyBaHHSIM CE€30HHOCTI.
TpeHnoBy MoJienb Ta MPOTHO3 3a HEl OyAyIOTh 3a JaHWMH 3 MOMPABKOI0 HA CE30H, TOOTO 3
BUKJIIOYEHHSIM CE30HHUX KOJIMBaHb. TaKy MoJenb OLIHIOITh Ha TOYHICTh, HAIIHHICTH Ta
aJIeKBaTHICTh. B 3ameXHOCTI Bil UX OLIHOK OTPUMYIOTh BHCHOBOK IOJI0 CaMOi MOJeni i
JIOCTOBIPHOCTI TPOTHO3IB 3a HEer0. Moielb, sika BKIIIOYA€ CE30HHUI KOMITIOHEHT, OTPUMYETHCS
MHOYKEHHSM 3HaueHb TPEH/a Ha BiJNOBiIHMUIA ce30HHMIA injekc. i mponoHyeThes omiHIOBaTH,
BUXOJISTYH 13 3THIIKIB OTPUMAHOT MOJISNI Ta BUXITHUX JTaHUX.

[IponoHyeThCs Taka rpajaalis U010 OL[iHKYA MIPOTHO31B 3 BPaXyBaHHIM CE30HHOCTI:

— BHCOKA JIOCTOBIpPHICTH y pasi, ko Mmis < 10%;

— cepeaus poctoBipHicTs — 10% < = mis < 15%);

— HHU3bKa JOCTOBIpHICTH Mis > = 15%.

CTOCOBHO TPOTHO3IB 3a TPEHIOM — 0€3 BpaxyBaHHA CE30HHOTO KOMIIOHEHTY —
IIPOMOHYETHCS TaKa rpajiaiis OliHOK:

— BUCOKa JIOCTOBIPHICTb, y pa3i, KOJIU MOJIeNIb TOYHA, Ha/lilHa Ta aJieKBaTHA, IPUIOMY
KoedimieHT nerepminaiii R?>=0,70;

— cepeiHs I0CTOBIPHICTh — MOJIEIIb TOUHA, HaJlifHA Ta aJIeKBaTHA, MPUYOMY KOe(illieHT
nerepminanii 0,50 < = R2 < 0,70;

— HU3bKa JIOCTOBIPHICTh — MOJETIb HETOYHA, HaJiifHa Ta aJeKBaTHa, NPUYOMY
koedimienT nerepminaiii 0,30 < = R? < 0,50:

— HEJOCTOBIpHa — MOJIeNIb HETOYHA, HaJiifHa Ta ajeKBaTHa, MPUYOMY KOeQilli€eHT
nerepminamnii R? < 0,30.

Takox y HaykoBuUil 00Ir JOTICTUKH 3alIpOIIOHOBAHO BBECTU MOHATTA «Iozicmuunuii
PU3UK RPOZHO3Y6AHHA nonumy. B1H 3MICTOBHO BUpa)ka€ pU3MK BTpaTH NpUOYTKY BiJ JOBIpH
IPOTHO3aM MONUTY Ha MPOAYyKIito mianprueMcTBa. OLiHIOBaTH HOTO MPOMOHYETHCS SK SIKICHO
(HM3BKUH, cepeH1i, BUCOKHM, Jy»e BUCOKHII), B 3aJIEXHOCTI BiJl JOCTOBIPHOCTI MPOTHO31B 32
TPEeH/IaMH Ta CE30HHICTIO, TaK 1 KiJIbKICHO, B 3aJIE)KHOCTI BiJl BEJIMYUH MOXUOKH Yy MMPOTHO3aX.

BiamoBigHO 10 OIIIHOK JOCTOBIPHOCTI TMPOTHO3IB 3a TPEHIOM Ta IPOTHO3IB 3
ypaxyBaHHSIM CE30HHOro (akTopa MPONOHYETHCS OILIHIOBATH JIOTICTMYHI  PHU3UKH
NIPOTHO3YBaHHS TIONHUTY, SKi BHHUKAIOTH BiJl BIPOBa/PKEHHS OTPUMAHHWX IIPOTHO3IB Yy
JUSUTBHICTB MIJIPUEMCTB y TaKuX cdepax, sSK:

— (¢popMyBaHHsI 3amaciB TOTOBOT MIPOAYKIIii;

— IJIaHYBaHHs BUPOOHUYOTO MPOIIECY;

— TPAHCIIOPTHUX HABAHTAKEHb.
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JloricTuuHi PHU3UKH TPOTHO3YBAaHHS IOMHUTY 3alpOIIOHOBAHO OLIHIOBATH Y
BIJIMOBITHOCTI JI0 Tpajiailiii mporuo3is (Tadi. 3).

Tabmuist 3 — PiBHI TOTICTUYHOTO PU3UKY MIPOTHO3YBAHHS IMOIUTY Y BiJIITOBITHOCTI 710 PiBHIB
JIOCTOBIPHOCTI TIPOTHO31B 32 TPEHAOM Ta 3 BPaxXyBaHHIM CE30HHOCTI

IIpornos 3 IIporso3s 3a TpeHIOM

BpaxyBaHHSIM Bucoxka Cepenus Hwuspka HenoctoBipHuii
CE30HHOCTI JIOCTOBIPHICTB JIOCTOBIPHICTH JIOCTOBIPHICTh

Bucoka HU3bKUIL cepeaHin BHCOKHI1 Jly’K€ BUCOKUH
JOCTOBIPHICTB

Cepenns cepenHii cepeaHin BHCOKHIHA JTy’Ke BHCOKHH
JIOCTOBIPHICTh

Husbka BUCOKHH BUCOKUU Jly’K€ BUCOKUHI Jly?K€ BUCOKUHI
JIOCTOBIPHICTh

* Po3po0iieHo aBTOpOM

SIK BUIHO, HU3BKUI JIOTICTUYHUI PU3UK MOXe OyTH rapaHTOBaHHM JIUIIE B OAHOMY
BUMAJIKY — BUCOKA JOCTOBIPHICTH 000X MPOTHO3iB. B moganpimomy Bij sIKICHHX OIIHOK Oyne
3aMpONOHOBAHO MEPEHTH 0 KUIbKICHUX. AJle MU BBa)KAEMO, IO 1€ JOLUIHLHO pOOUTH Yy pasi
OTPHMAaHHS HE y3araJbHEHUX MPOTHO3IB 3a raiy33i0 a0o ii miaramy3sMu, a y pa3i OTpUMaHHs
IOPOTHO3Y Ul MEBHOTO HiANpHeMcTBa. [[ns arperoBaHuX IMOKa3HUKIB, TaKuX K 0OCSATU
peaizanii mpoXyKIlii TPyl MiAMPUEMCTB, IKICHI MOKA3HUKH OI[IHKH JIOTICTUYHHUX PU3UKIB €, Ha
Halll TIOTJIsAM, OUIBII KOPUCHUMM, OCKUIBKU J03BOJIIIOTH BUSIBUTH IIEBHI 3aKOHOMIPHOCTI.

[lepeBiprMo, U € CE30HHI KOJIMBAaHHS 00CATIB peari3alii MamuHOOYAIBHOT TPOAYKITT
PI3HUX BU/IIB aHAJIOTIYHUMHU /10 OTpUMaHuX. 1 bOT0 PO3IIISTHEMO BILUIMB CE30HHOTO (haKTopa
Ha MMOTUT OKPEMHUX BUIB MAIIMHOOYIIBHOT MPOIYKIIii.

I"any3p MamimHOOYIyBaHHS CKJIAJA€ThCS 3 YOTUPBOX MiJrany3eil:

— BUPOOHMIITBO KOMI'TOTEPIB, €JIEKTPOHHOI Ta ONTUYHOI MPOTYKIIII;

— BUPOOHUIITBO €JIEKTPUYHOTO YCTaTKOBaHHS;

— BUPOOHMIITBO MAIIMH 1 yCTaTKYBaHHS, HE BIIHECEHHUX JI0 1HIIUX YTPYIyBaHb;

— BHUPOOHMIITBO aBTOTPAHCIOPTHHUX 3ac00iB, MPUYEMNiB 1 HAMIBIPHYENIB Ta IHIIUX
TPAHCIIOPTHUX 3aCO01B.

[Tigramy3i MammHOOY1iBHOT ranys3i, B CBOO Uepry, MOAUISIOTHCS Ha IPYIIN MiAIPUEMCTB
3 JICHTHYHUM BUPOOHUIITBOM.

PosrnsiHemo mo dep3i MOMICAYHI TOKa3HUKHU OOCSTIB peaiizamii MpOayKIi BcCix
nifraay3ed MalnMHOOy/ IyBaHHs Ta BIAMOBIAHUX Tpyn nignpueMcTs 3a 2014 — 2018 poxwu.

[Tigrany3ss «BUpOOHUITBO KOMI'IOTEPIB, EIEKTPOHHOI Ta ONTHYHOI MPOIYKIIi»
BKJIIOYA€E TaK1 IPYNU BUPOOHUKIB 1IEHTUYHOT MPOAYKIIIi:

— BUPOOHUIITBO €JIEKTPOHHUX KOMIIOHEHTIB 1 IL1aT;

— BUPOOHUIITBO €JIEKTPOHHOI arnaparypu MOOYTOBOTO MPU3HAYEHHS Il PUHMaHHS,
3aMMCyBaHHS Ta BIATBOPIOBaHHS 3BYKY i 300pa’keHHS;

— BHUPOOHUITBO 1HCTPYMEHTIB 1 OOJaAHAHHA IS BUMIPIOBAHHS, JIOCHIUKEHHS Ta
HaBiraii; BUpOOHHUIITBO TOAMHHHUKIB;

— BHUPOOHMIITBO PAIOJIOTIYHOTO, EJIEKTPOMEIUYHOTO0 M eNeKTPO-TepareBTHUYHOTO
yCTaTKyBaHHS.

[Tigramysi «BupoOHUITBO KOMIT'IOTEPIB, €JIEKTPOHHOI Ta ONTUYHOI MHPOAYKLID» —
BiJnoBigae nume 7,8% peanizoBaHOi NpoAYKIii B 00csa31 MamnHoOyyBaHHsA. Ls miaramysp
Ma€ HEBEJIHMKY YacTKy B 3arajJbHOMY 00cs31 peani3oBaHOi NPOAYKLIi MalIMHOOYAyBaHHs, aje
XapakTepu3yeThes 3HaYHUM noTeHnianoM. 3 2015 mo 2017 pp. oOcsiru peanizoBaHOi MPOTYKIIii
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i€l ramy3i 30ubmmucs y 1,5 pasu — 3 8772,9 muH. rpH. y 2015 pori qo 13783,3 muH. TpH. y
2017 pori.

PosrnsiHemMo auHaMmiky OOCSTiB Mpojaky Nponaykmii miaramysi «BupoOHUITBO
KOMIT'FOTEPIB, €JIEKTPOHHOI Ta ONTHYHOI MPOAYKIIIi», a TAKOX MOKAa3HUKHU BIAMOBIIHUX TPYI
BUpoOHUKIB 3a 2014 — 2018 poku. 3a UMM JaHUMHU MOKHA BUAUTUTH TPU TCHIACHIII].

[lepmia TeHaeHIlis XapaKTepHa Ui TPYNU 1IEHTUYHHUX MiANPUEMCTB «BUPOOHUITBO
IHCTpYMEHTIB 1 OOJIafiHaHHS IS BUMIPIOBAaHHS, JOCHIMKEHHS Ta HaBiramii; BUPOOHUIITBO
roMUHHKKIBY (4). JInHamika oOcariB peamizalii B ik rpymi Maixe 30ira€Tbcs 3 3araJbHUMU
KOJIMBaHHSAMH 00CATIB peamizamii y miaranys3i « BUpoOHUIITBO KOMI'IOTEPIB, €IEKTPOHHOI Ta
ONTHUYHOI Tpoaykiii». OOcarm peamizamii MATPYNd MATPUEMCTB  «BupoOHUIITBO
IHCTpYMEHTIB 1 OOJIafiHaHHS IS BUMIPIOBAaHHS, JOCHIMKEHHS Ta HaBiramii; BUPOOHUIITBO
TOJIMHHHKIBY CKIanaoTh 44-48% 3arampHMX 0OCSTiB peaiizamii MpOayKIli miaramtys3i
«BUpOOHUIITBO KOMIT'IOTEPIB, €JIEKTPOHHOI Ta ONTHYHOI mHpoaykmii». Tomy 1 ce3oHHI
TEHJCHIII], SKIIO BOHM OyIyThb BHUSBJICHI s miAramry3i «BuUpoOHUITBO KOMIT'IOTEpIB,
€JIEKTPOHHOI Ta ONTHUYHOI MPOMYKII(» Ta JIs MATPYyNd MiANpHEMCTB «BUpOOHHUIITBO
IHCTPYMEHTIB 1 0ONaJHAHHA AJii BUMIPIOBAHHS, MOCTIIKEHHS Ta HaBiraiii; BUPOOHUIITBO
TOJIMHHUKIB» OyIIyTh Maii’ke OJJHAKOBUMH.
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===BupoOHHUIITBO KOMII'IOTEPIB, €IEKTPOHHOI Ta ONTHYHOI MPOTYKIiT

=== BUpOoOHUIITBO IHCTPYMCHTIB 1 00JIQJIHAHHS JIJIsl BUMIPIOBAHHS, JTOCIIIKCHHS
Ta HaBiramii: BUDOOHUITBO I'OAUHHUKIB

Pucynok 4 — O6csru peasnizoBaHoi IpOAYKIIi y miarany3i «BUpoOHUIITBO KOMIT'IOTEPIB,
€JIEKTPOHHOI Ta ONTUYHOI IPOAYKIII» Ta Y TPy MiAIPUEMCTB « BUPOOHUIITBO IHCTPYMEHTIB
1 o0aiHaHHS AJ1 BUMIPIOBAHHS, OCHIDKEHHS Ta HaBIiraiii; BUpOOHUIITBO TOAMHHHKIBY (32

nanumu [12])

Jlpyry TeHIEHLII0 AeMOHCTPYIOTh TPYNHU MiANPUEMCTB « BUpOOHUIITBO €1eKTPOHHUX
KOMIIOHEHTIB 1 miat» Ta «BUpOOHUITBO pajiioIOTIYHOTO, €JIEKTPOMEAUYHOIO U EJIeKTpo-
TEpareBTUYHOTO YCTaTKyBaHHs» (puC. 5).

OO6csarn peanizamii miIOpUEMCTB IUX MIATPYN cKiIagaroTh 7% Ta 5% Big obcAriB
peamizamii mpoxykii migrany3i «BHUpOOHHIITBO KOMMI'IOTEPIB, €JIEKTPOHHOT Ta ONMTHYHOL
MPOIYKIII» BIAMOBIIHO. AJle peamizallis MPOMYKIIi HHUX MiJIPUEMCTB XapaKTEPU3YETHCS
3pOCTal0UuO0I0 TEHJICHIIEIO Ta HAIBHOIO CE30HHICTIO, SIKY OyJie BUOKPEMIIEHO B MOAAIBIIOMY.
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=== BHpOoOHHIITBO EIEKTPOHHNX KOMIIOHEHTIB i I1aT

BupoOHHIITBO paioIOTiYHOTO, EIEKTPOMEIMIHOTO 1
CJICKTPOTEPANICBTUYHOTO YCTATKOBAHHS

Pucynok 5 — O6csru pearnizoBaHOi IPOAYKIIil y rpymi mignpueMcTB « BupoOHUIITBO
SJIEKTPOHHUX KOMIIOHEHTIB 1 Iu1aT Ta «BUpoOHUITBO PagioioriYHOT0, ENEeKTPOMETUIHOTO i
€JIEKTPO-TEPaNeBTUUHOI0 YCTaTKyBaHHs» (3a gaHuMu [12])

Tperto TeHACHIIO AEMOHCTPYE Tpyma MiANPUEMCTB «BUPOOHHUIITBO ENEKTPOHHOI
armaparypu oO0yTOBOTO NMPU3HAYEHHS 1Sl TPUHMAaHHS, 3a[ICYBaHHS Ta BiITBOPIOBAHHS 3BYKY
it 300paxkeHHs». [y Hel € xapakTepHUM criaj] 00cATiB peaniszanii, skuid moyascs y 2015 pori.
Bynp-KuX CE30HHMX KOJIMBAaHb TYT BHSBUTH HEMOXJIMBO. TOMy IO TPyIy MHiANPHEMCTB
MPOTOHYETHCSI BUKIIIOYMTH 3 PO3MIIAAY 1010 aHAi3y TPEH IiB-Ce30HHOCTI (puc. 6).
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== BHUPOOHUIITBO EJICKTPOHHOT arnaparypu noOyTOBOI0 MPU3HAYCHHS JUIs TPUUMaHHS,
3aIMCyBaHHs Ta BiATBOPIOBAHHS 3BYKY 1 300paKeHHs

Pucynok 6 — O6csru peanizoBaHol NpoAyKLii y rpymi mianpueMcTs «BupoOHUIITBO
€JIEKTPOHHOI anapaTypu NoOyTOBOTO MPU3HAYEHHS JUIsl IPUIMaHHS, 3allMCyBaHHS Ta

BIJITBOPIOBaHHS 3BYKY 1 300paxkeHH» (3a JaHumH [12])

3HaiiieMo A MepIIUX JBOX TPYI CE30HHI 1HIEKCH, BUSBHMO XapaKTepHY TCHCHITIIO
— TPEeH/I Ta OTPUMAEMO MPOTHO3M 30yTy HA HACTYITHI Nepioan. BaxkIMBUM € TaKoX OIIHUTH

JIOTICTUYHI PU3MKH 32 peKOMeHAalisaMu 3 Tabi. 3. OTpumana iHdopMallisi y BUTIISAI BUCHOBKIB
MICTUTBCS y Ta0I. 4.

J.C. Awikin Buznauenns n102icmuyHux puukie y Ce30HHUX NPOSHO3ax 00¢s2i8 peanizayii
niONpUEMCme MauuHo0y0y8aHHs.
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Tabmuus 4 — Mogeni Ta MPOrHO3HW 32 TPEHIAMH i 3 ypaxXyBaHHSAM CE30HHOCTI Ta OLIIHKH
JIOTICTHYHUX PU3UKIB IS Mmiarany3i « BUpoOHUIITBO KOMITHOTEPIB, €IEKTPOHHOI Ta ONITHYHOT
MPOAYKIIi» Ta TPYH MiJIPUEMCTB
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—]Iporuo3s 3a TpeHIOM
=—=]Iporuo3 3 BpaxyBaHHsIM CE€30HHOCTI
BupoOHUIITBO KOMIT'IOTEPIB, €EKTPOHHOI Ta ONTUYHOT MPOTYKITIT
Vv _ * Mogens 3a TpeHIOM TOYHA, HaJilHA Ta aJeKBaTHA.
Mzoz_[em) 3a_TpeHHOM‘ Y =472,6+10,36*t [Iporao3 3a TpeHIOM cepedHboi OdocmosipHocmi.
R® = 0,64, F-3Haqyu¥10TL - 2,34E-23, p-3HAYCHHS! | Cesommmii nporHos nussKoi docmosiprocmi.
5,52E-25 1a 2,34E-23; ri(e) = 0'07" . BucHoBoOK: 102icmuuni puzuku eucoxi.
Moiens 3 BpaxyBaHHIM Ce30HHOCTI: Mis = 17,5%.

a) BuxiznHi gaHi, IpOrHo3 3a TPEH0OM Ta 3 BpaxyaHHSIM CE30HHOCTI, OIIIHKY MPOTHO3IB Ta JIOTICTUYHOTO PU3UKY
JuIsl miaranysi « BUpoOHUIITBO KOMIT'TOTEPIB, €JIEKTPOHHOT Ta ONTUYHOIT MPOAYKIIID»
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e ][pOrH03 3a TPEHIOM
=== []pPOTHO3 3 BpaxyBaHH]IM CE€30HHOCTI
BupoOHHLITBO eNeKTPOHHUX KOMIIOHEHTIB 1 riaT"
7 Mopenb 3a TpPEeHIOM TOYHA, HajiliHa Ta aJieKBaTHa.
Mogens 3a pergom: Y = 26,76+ 0,81*t & PeHA » Halll e .
R’ = 049 F . _ 43E-10 [TporHO3 3a TPEHIOM HU3BKOI O00CHOBIpHOCHI.
239_E 09 '453]??0}@10“’_6 ¥ 1Y, PTSHAUCHHA | Cesopumit  npornos  musskoi  docmosiprocmi.
39E-09 Ta 4,3E-10; ra(e) =0, L BucHoBOK: 10cicmuuni puzuku 0ysice 6UcokKi.
Mogenb 3 BpaxyBaHHsIM Ce30HHOCTI: MIS = 25%.

6) BuxinHi 1aHi, MPOrHO3 3a TPEHIOM Ta 3 BpaxXyaHHSIM CE30HHOCTI, OLIHKH IIPOTHO31B Ta JIOTiICTHYHOTO PU3UKY
JUIS TPYTIH TiATPUEMCTB «BUpOOHUIITBO €IEKTPOHHUX KOMITIOHEHTIB 1 IIaT)
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e===]]pOTHO3 32 TPEHIOM
=====]]pOTHO3 3 BpaxXyBaHHIM CE30HHOCTI

BupoOHHIITBO IHCTPYMEHTIB 1 00TaJHAHHS IJIsl BUMiPIOBAHHS,
JIOCITIJDKEHHSI Ta HaBiraiii, BApOOHHUIITBO TOJUHHUKIB

2 Mogenb 3a TpeHIOM TOYHA, HAAiMHA Ta afcKBaTHA
— * ”
Mogems 3a rpemnon: Y = 228,75+5,05*t IIporHO3 3a TPEHIOM cepednboi Odocmosiprocmi.
RZ = 0,63; F-3nauymicte = 6,82E-10, p-3HaueHHS:

Ce30HHUN TIPOTHO3  CE€PeOHbOI  O0CHIOGIPHOCHI.
6,3E-11 Ta 6,82E-08; ri(e) = - 0,002. BUCHOBOK: 102icmuyni pusuxu cepeoni.
Mopeins 3 BpaxyBaHHIM Cce30HHOCTI: Mis = 14,8%.
B) BuxinHi naHi, mporao3 3a TpEHIOM Ta 3 BpaxXyaHHIM CE30HHOCTI, OLIHKH MIPOTHO3IB Ta JIOTiCTUYHOTO PU3UKY

UL TPYIU MiAOpUEMCTB «BHpOOHUITBO iHCTPYMEHTIB 1 OONagHAHHS IS BHMIPIOBAHHS, JOCIIIKCHHA Ta
HaBiTaIlii; BUpOOHUIITBO TOTUHHUKIBY
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e[ [pOrHo3 3a TPEHIOM
=== [[pOTHO3 3 BpaxyBaHH;IM CE30HHOCTI

Buxinni nani "BupoOHUIITBO paaioaori4vHOTO €ISKTPOMEIMYHOTO i eIeKTPO-
TEpareBTUYHOrO yCTaTKyBaHHA"

2 Moyenb 3a TpPeHIOM TOYHA, HAjiliHA Ta ajeKBaTHA
Mogens 3a pergom: Y =17,35+0,45*t A PeHII » Hall -

) i . [IporHo3 3a TpeHIOM cepeonboi Oocmogipnocmi
(F; - 01'5;3]'5 F; Haqylingg%: 1,48-6, p-snaenna: 2,1E- | cosopppi TIPOTHO3 HU3bK0I 0ocmogipnocmi.

7 1a 1,4E-6; 11(€) = 0,35. L. BucHoBoK: 102icmuuni puzuku eucoxi.
Mogernb 3 BpaxyBaHHsIM Ce30HHOCTI: Mis = 26,8%.

r) BuxinHi gaHi, nporHo3 3a TPeHAOM Ta 3 BpaxyBaHHSM CE30HHOCTI, OLIHKH MPOTHO3IB Ta JIOTiCTHYHOTO
pH3MKY UL Tpynd  IiAnpueMcTB  «BHpoOHHITBO
CJICKTPOTEPANIEBTHYHOTO yCTATKYBAHHS»

PamioNIOTIYHOTO,  €IIEKTPOMEIUYHOrO0 U

BusiBiieHi A€o cxoki ce30HH1 1HAEKCH IS 3arajJbHUX 00CATIB peamizallii mpoayKIii y
niarany3i «BupoOHHMIITBO KOMIT'IOTEPIB, €JIEKTPOHHOI Ta ONTHYHOI MPOAYKLIi» Ta y rpymi

mianpueMcTB «BUpOOHUIITBO IHCTPYMEHTIB 1 00IaTHAHHS /Il BUMIPIOBAHHS, TOCIIHKCHHS Ta
HaBiraiii; BUpoOHHUIITBO TOJMHHUKIBY (Ta0I. 5).

J.C. Awikin Buznauenns n102icmuyHux puukie y Ce30HHUX NPOSHO3ax 00¢s2i8 peanizayii 107
niONpUEMCme MauuHo0y0y8aHHs.
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Tabmuus 5 — Ce30HHI IHASKCH, XapaKTepHi AT MiAIPUEMCTB Tiaranysi « BupoOHUIITBO
KOMIT'FOTEPIB, CJICKTPOHHOT Ta ONTHYHOT IPOTYKITIi»

BupoOnuurBo | BupoOHHITBO iHCTpYMEHTIB i Bupo6uaunrso BupoOuuTBO

KOMIT'IOTEPIB, o0JiaiHaHHS IS panioJoriyHoro, €JIeKTPOHHUX

Micsup CJICKTPOHHOI Ta | BHMIPIOBAHHS, JOCIIKCHHS €JIEKTPOMEANYHOTO i KOMIIOHEHTIB 1
ONTHUYHOT Ta HaBiraii; BAPOOHHUIITBO €JIeKTPOTEPATIeBTUIHOTO iaT

TPOAYKI1 TOJIMHHUKIB yCTaTKyBaHHS

Ciy. 0,748 0,510 0,48 0,75
JTror. 1,093 0,969 0,58 0,86
Bep. 1,146 1,411 0,62 1,18
Kgi. 0,859 0,829 0,93 0,89
Tpa. 0,878 0,742 0,80 0,92
Yep. 0,903 0,996 0,96 1,05
JIum. 0,868 0,784 1,09 1,11
Cep. 0,969 0,982 0,78 0,68
Bep. 0,997 1,029 0,91 1,11
Kos. 0,976 1,040 0,97 0,99
JInc. 1,206 1,279 1,27 1,11
I'py. 1,369 1,399 2,38 1,14

Jlucronaa i rpyleHb € MiCALSAMH 3 HaWOUIbIIUMH oOcAraMH HPOAaXy B MiAranmysi
«BUpOOHUIITBO KOMITIOTEPIB, €IEKTPOHHOI Ta ONTHYHOI MPOIyKHii». B 1i micsmi mpomax
30ibmryeTbest Ha 20,5% Ta Ha 37%, HiIXK B cepeqHbOMY 3a POKOM, BilmnoBigHO. CiueHb €
MiCsIIeM 3 HAMEHIIMMU O00CsTaMH peatizaiii mpoayKIii — Ha 25% MeHIIe, HiXK B CEpeTHEOMY
3a poKOM. Y OepesHi 30UIbIIyI0Thes 00csiru peanizaiii Ha 14%.

Jdns  Tpynu mianpueMctB  «BUpOOHHMITBO IHCTPYMEHTIB 1 oOONagHaHHSA IS
BUMIPIOBAHHA, JIOCHIUKCHHS Ta HaBiraiii; BHPOOHHUIITBO TOJWHHUKIBY Ta HIs TPYyIU
«BUpoOHMIITBO €NEKTPOHHUX KOMIIOHEHTIB 1 IUIaT» 3arajlbHl TEHLEHII € CXOXUMH, aje
OepeseHb € MicslleM 3 HalOIIbIIMM ce30HHUM iHAekcoM — Ha 41% abo Ha 18%, BiAmoBigHO,
o0csru peainizallii NpoayKIii OUIbIIe, HIXK B CEpeJHROMY 3a piK. A y ClYHI, HaBOaku, o0csIru
peanizanii nanaroTh Ha 49% Ta Ha 25% BianosigHO. LlikaBoto € ce30HHa 0COOIUBICTH 30yTYy Yy
rpynoy  MIIIPUEMCTB «BupoOHHLITBO ~ pajioiOrivyHOrO, €JIEKTPOMEIUYHOT O 51
EIEeKTPOTEPANIEeBTUYHOTO YCTAaTKYBaHHS». 32 PaxyHOK TOTO, IO Yy TPYIHI 00CsITH peamizarii
3poctatoth Ha 138%, BCl 1HII MICSIll, KPIM JIMITHS, MAalOTh CMajaloyl MOKa3HUKH CE30HHOTO
MPOJAXKY.

[Iporno3u peamzamii Ha 2019 Ta 2020 poku mpoxykuii miaranysi «BupoObHuITBO
KOMIT'FOTEPIB, €MEKTPOHHOI Ta OMTUYHOI MPOIYKI[ii» HaBeIeHO B Ta0I. 6.

Tabmuus 6 — [Iporuosu peanizauii npoayKuii miaramysi «BupoOHUITBO KOMI'TOTEPIB,
€JIEKTPOHHOI Ta ONTUYHOI mpoaykuii» y 2019 ta 2020 pp. (MIH.TpH)

BupoOuuiTBo BupoOHnunrBo
BupoOuuuTBo BupoOuunTBo IHCTPYMEHTIB 1 paniosoriqHoro,
Micsis KOMIT'IOTEPIB, CJIEKTPOHHHX oOnajHaHHS I €JIEKTPOMEINYHOTO 1
. €JIEKTPOHHOT Ta KOMITOHEHTIB 1 BUMIpIOBaHHS, €JIeKTPO-
ONITHYHOT MPOAYKIIi{ IaT JOCITIJKEHHS Ta HaBiramii; TEpareBTHYHOTO
BHPOOHHMIITBO TOANHHUKIB YCTaTKYBaHHS
Ciu.19 826,70 57,19 273,99 21,58
Jhor. 19 1218,69 66,01 525,30 26,06
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ITponoBxenHs Tad. 6

Bep.19 1289,34 91,97 771,91 28,56
Kgi.19 975,45 69,64 457,31 43,02
Tpa.19 1006,16 72,80 413,29 37,12
Yep.19 1043,79 84,39 559,66 45,30
JIun.19 1013,35 89,72 444,32 51,65
Cep.19 1140,49 55,39 561,73 37,22
Bep.19 118351 92,11 593,70 43,90
KoB.19 1169,46 82,52 605,74 4757
Jnc.19 1456,73 93,45 751,24 62,46
I'py.19 1667,87 97,27 828,81 118,18
Ciu.20 919,75 64,48 304,92 24,18
JIior.20 1354,59 74,34 584,05 29,17
Bep.20 1431,78 103,46 857,44 31,94
Kgi.20 1082,23 78,25 507,51 48,06
Tpa.20 1115,31 81,71 458,25 41,42
Yep.20 1156,00 94,61 620,00 50,50
JInn.20 1121,32 100,49 491,80 57,52
Cep.20 1260,94 61,97 621,23 41,42
Bep.20 1307,41 102,94 656,03 48,80
KoB.20 1290,84 92,13 668,78 52,83
Juc.20 1606,63 104,23 828,75 69,30
I'py.20 1838,04 108,39 913,60 131,01

[IpoBeneMo aHaii3 aHAJIOTIYHMX TIJCYMKIB OTpPHMaHHS MOJENeH JIeKOMIIO3MIIii
4acoBOIO psily Ta IMPOrHO3IB 3a HUMHU Ui HiArany3i «BUpoOHHUITBO eJEKTPUYHOIO
ycTaTKyBaHHs». Jlo Hel BKIIFOUEHO TaKi TPpyIH MiANPHEMCTB 3 OJJHOPITHOKO MPOAYKITIETO:

— BUPOOHUIITBO €JIEKTPO/IBUT'YHIB, F'€HEpaTOpPiB, TpaHC(HOPMATOPIB;

— BUPOOHMIITBO €JIEKTPOPO3IMOALIFYOI Ta KOHTPOJIBHOI araparypu;

— BUPOOHUITBO OaTapel 1 akyMyJIsITOpiB;

— BUPOOHMIITBO IPOBO/IIB, KAaOEIB 1 €JIEKTPOMOHTAKHUX IIPUCTPOIB;

— BUPOOHUIITBO €EKTPUYHOTO OCBITIIIOBAJILHOIO YCTAaTKYBaHHS;

— BUPOOHHUIITBO MOOYTOBUX MPUIIAJIIB.

ITpoxykuisi, peanizoBaHa MiANPUEMCTBAMM MiJArany3i «BHpOOHMITBO €NEeKTPUYHOTO
yCTaTKyBaHHA» ckianae 21% peanizoBaHoi NmpoAyKiii MamMHOOYIIBHOI rajiy3l B LIJIOMY.
To6T0, € JOCUTH BaroMoo0 B raiy3i.

3a oOcdramu peanizoBaHOi MPOAYKLIl miaramny3i «BuUpOOHHLITBO eNEKTPUYHOTO
YCTaTKyBaHHSA» OTPUMYEMO TOYHY, HaJiiiHy Ta ajekBaTHy Mojenb (Tabn. 7), ska
XapaKTEePU3YETHCS MTPOTHO30M 3 BUCOKOIO JOCTOBIPHICTIO SIK JJII TPEH0BOI MOJIETi, TaK 1 s
MOJIeJl 3 CE30HHMM KOMITOHEHTOM. MO’KHa JIIHTH J0 BHCHOBKY, IO JIOTICTUYHI PU3UKHU 3a
OTPUMAHOIO MOJIEIUTIO € HU3BKUMH, 32 KJIacu(]ikaiiero pu3uKiB, sika Oyia HaBeaeHa B Ta0m. 3.
Ominka Mojeneil JeKOMIO3MIi 100 MPOrHO3YBaHHS Ta OLIHKA BIAMOBIAHUX JIOTICTHYHHX
PHU3HKIB TaKOX HaBEJIeHI B Ta0. 7.

H.C. Hwxin Busnauenns 102icmuynux puuKis y ce30HHUX npocHo3ax obcaeie peanizayii 109
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Marketing and Digital Technologies

Volume 3, No 2, 2019 ISSN 2522-9087  (Print)

ISSN 2523-434X (Online)

Tabmuns 7 — Mopeni Ta MpOrHO3M 3a TPEHAAMH U 3 YpaXyBaHHSIM CE30HHOCTI Ta OLIHKH
JIOTICTUYHUX PU3HKIB AJIs miArany3i « BUpoOHUIITBO €1eKTPUYHOTO YCTaTKYBaHHS» Ta IPYI

MiIPUEMCTB
6000
5000
4000
3000 > /\N\A A J¥
2000 -/—7"""" v Ta V
1000 7
0
Trznmmeesenone==anagyg
SEEEEELEEE A AEE RS
e ]pOrH03 3a TPEHIOM
=== []pPOTHO3 3 BpaxyBaHHIM CE30HHOCTI
BupoOHUITBO €IEKTPUYHOTO YCTaTKyBaHHS
Mojes 32 Tpeszon: Y" —1360,96 + 29,42 *t Mopnens 3a TpeHIOM TOYHA, HafiliHa Ta He

aJleKBaTHA.
R? = 0,82; F-3nauymicts = 2,55E-23, p-3nauenns: 2,5E-29
Ta 2,554E-23; r1(€) = 0,97.

[IporHo3 3a TpeHAOM GucoKoi docmogipHocmi.
Ce30HHHI TPOTHO3 6UCOKOI 00CHIOGIPHOCHII.
MOI[CHB 3 BpaxXyBaHHSAM CE€30HHOCTI: mis = 8,3% BucHoBOK: ﬂozicmuqnipu:gukl‘ HU3bLKI.

JUTA Tiarany3i «BUpOOHHIITBO NEKTPHYHOTO YCTaTKYBaHHSDY
1200

a) BuxinmHi gaHi, IporHO3 3a TPEHIOM Ta 3 BpaxXyaHHIM CE30HHOCTI, OI[IHKH MIPOTHO3IB Ta JOTiCTUIHOTO PUBHKY
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=== []porHo3 3a TpeHI0M

e====[]pOrHo3 3 BpaxXyBaHHIM CE30HHOCTI

BHpOOHUIITBO €IeKTPOABUTYHIB, T€HEPATOPIB 1 TpaHCHOPMATOPIB

. lad Liradissias

Mojieib 3a TPSHIOM: YA = 440,94 + 2,01*t

aJleKBaTHA.
R? = 0,06; F-3pauymicts = 0,06, p-3nauenns: 4,24E-17 ta

MOZ[CJ'IB 3a TPEHAOM HC TOYHA, HaI[iP'IHa Ta HC

IIporHo3 3a TpeHAOM He O00CHMOGIpHUIL.
0,06; r1(e) = 0,91. Ce30HHHUIA TIPOTHO3 CePeOnboi 00CmogipHOCHI.
Mogzens 3 BpaxyBaHHsM ce30HHOCTI: Mis = 13,5%. BucHOBOK: 1o2icmuyuni puzuku 0ysce 8UcokKi.
6) BuxiznHi faHi, IPOrHO3 32 TPEHJIOM Ta 3 BpaxyaHHSIM CE30HHOCTI, OLIIHKU IPOTHO31B Ta JIOTICTUYHOTO PU3UKY

JUIsl TPYIIH i AIPHEMCTB «BUPOOHHIITBO €JIEKTPOABUTYHIB, T€HEPaTOPIB i TpaHCHOPMATOPIBY
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=== []pOrH03 32 TPEHJOM
=== []pOrH03 3 BpaXyBaHH]IM CE€30HHOCTI
=== BHPOOHUNTBO EJICKTPOPO3NOALILYOI Ta KOHTPOJIBHOI anapaTypu
2 Mopnens 3a TpeHOOM TOYHA, HaJiiiHa Ta He
— * 9
Mopens 3a TPECHAOM: Y —162155+4126 t aJICKBAaTHa.
R? = 0,63; F-3nauymicts = 3,8E-11, p-3nauenns: 2,36E-12 IporHos 3a TPeHIOM cepeonboi
Ta 3,8E-11; r1(e) = 0,96. o oocmogipruocmi.
Mogens 3 BpaxyBaHHSM ce30HHOCTI: Mis = 11,6%. Ce30HHHIA TIPOTHO3 CEPeOHbOT 00CMOGIPHOCHI.
BUCHOBOK: J10cicmuuni pusuxu cepeoHi.

B) BuxizaHi 1aHi, IpOrHO3 32 TPEHIOM Ta 3 BpaXyaHHSIM CE30HHOCTI, OL[IHKH MPOTHO3IB Ta JIOTICTUYHOTO PU3HKY
JUIsl TPYIIH I AIPHEMCTB «BUpOOHHUIITBO €JeKTPOPO3IOALIEYOT Ta KOHTPOJILHOT arapaTypu»
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=== [pOTHO3 32 TPEHIOM
=== []pOTHO3 3 ypaxyBaHH]IM CE30HHOCTI
=== BHpoOHUITBO OaTapeil i akyMyJIATOPiB
2 Mojenp 3a TpPEeHIOM TOYHA, HajdiiHA Ta He
— * )
Mzonem) 3a TPEHIIOM: .Y —17,35+0,45 t B —
R® = 0,83; F-snauywicts = 2,73E-16, p-3nauenns: 1,12E- | [Iporuos 3a tpennom eucoxoi docmosipnocmi.
24 ta 2,73E-16; ri(e) = 0,98. o Ce30HHHIi IPOTHO3 cepednboi docmosipnocmi.
Mogens 3 BpaxyBaHHIM ce30HHOCTI: Mis = 11,5%. BHCHOBOK: J102icmuyni pusuKu cepeoni.

r) BuxigHi 1aHi, MporHo3 3a TPEHAOM Ta 3 BpaXyaHHSIM CE30HHOCTI, OI[IHKU MTPOTHO3IB Ta JIOTICTUYHOTO PU3UKY
JUTA TPYTIH HiAnpueMCTB «BupoOHUITBO OaTapeii i akyMyIsTOpiBy

J.C. flwkin BusnauenHs 102iCMUYHUX PUUKIB ) CE30HHUX NPOSHO3aX 00CA2i8 peanizayii 111
nIONpUEMCIME MAUUHOOYOVBAHHSL
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=== []pPOrHO3 32 TPEHI0M
=== []pPOTHO3 3 BpaxyBaHH;IM CE30HHOCTI

BupoOHUIITBO POBOIB, KaOeiB 1 eIeKTPOMOHTAXKHUX IIPUCTPOIB

2 Mopnens 3a TpeHOOM TOYHA, HaJiifHa Ta HE
Mogens 3a Tpenom: Y = 363,54+ 7,25*t aJleKBaTHA.
R? = 0,73; F-3nauymicts = 5,7E-18, p-snauenns: 4,2E-25 | TIporxos 3a Tpeniom sucoxoi docmosiprocmi.
Ta 5,7E-18; 11(e) = 0,96. _ Ce30HHUI IPOTHO3 6UCOKOT d0CMOGipHOCH.
Moens 3 BpaxyBaHHIM Ce€30HHOCTI: Mis = 9%.

BUCHOBOK: 10cicmuuni puzuxku HU3bKi.
1) BuxinHi naHi, mporHo3 3a TPEHAOM Ta 3 BpaxyaHHSIM CE30HHOCTI, OLIHKH IIPOTHO31B Ta JIOTiICTHYHOTO PU3UKY

JUIsl TPYIIH i ANIPHEMCTB «BUpOOHHUIITBO IPOBO/IIB, KAOEINiB i €IEKTPOMOHTaXKHHUX IIPUCTPOIBY»
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e====]]pOTHO3 32 TPEHAOM
e====]]pOTHO3 3 BpaXyBaHHIM CE30HHOCTI

BI/Ip06HI/IHTBO CJICKTPHUIHOTO OCBITJIIOBAIILHOTO YCTAaTKyBaHH

Mopens 3a penom: Y = 69,71+1,39*t ﬁgigz;;a TPEH/IOM TOTHA, HaUIHA Ta He
R? = 0,68; F-3nauymiicts = 6,5E-16, p-3nauenns: 9,3E-23 TporHos 22 TpeHnoM cepeonsoi
Ta 6,5E-16; ri(e) = 0,97. docmogipuocmi.
Mozesnb 3 BpaxyBaHHSIM ce30HHOCTI: Mis = 11,1%.

Ce30HHMI IPOTHO3 cepednboi 0ocmogipnocmi.

BucHOBOK: 10cicmuuni pusuku cepeoui.
) BuxizHi qani, MporHo3 3a TPEHAOM Ta 3 BpaXyaHHSIM CE30HHOCTI, OIHKH IIPOTHO31B Ta JIOTICTUYHOTO PU3UKY

JUIsl TPYIIH i AIPHEMCTB «BUPOOHHIITBO €JIEKTPUYHOTO OCBITIIOBAJIBHOTO YCTATKOBAHHSDY

112




. . . ISSN 2522-9087  (Print)
MapxketuHr i mudpoBi TEXHOIOTIT Tom 3, Ne 2, 2019 .
P widp ) ISSN 2523-434X (Online)
900
800
700
600 L=
500 (A —F1
| —
400 N
—
300 — L
g
200 ==
100
0
<t < 3T n n n O O O >~ > > 00 0 0 OO O O O
I S S B B S S S S S S S S S S S B B SRS
= < o g < o g < o g < o g < o g < o = < o
SEESEEEERSEESEEEEEGEG
=== [[pOTHO3 32 TPEHIOM
[IporHo3 3 BpaxyBaHHSIM CE30HHOCTI
BupoOHUIITBO TOOYTOBUX MPUITAIIB
2 Mogens 3a TpeHIAOM TOYHA, HaaiiiHa Ta HeE
Mopaensb 3a TpEHAOM: Y =20545+4,5*t A et A

aJIeKBaTHA.

IIporuo3s 3a TpeHIOM ucoKoi docmogipHocmi.
Ce30HHMI IPOTHO3 6UCOKOT 00cmogipHocmi.
BUCHOBOK: s10cicmuuni puzuxku HU3bKi.

3) BuximHi naHi, mporHo3 3a TPSHIOM Ta 3 BpaxyaHHSIM CE30HHOCTI, OI[IHKH MTPOTHO3IB Ta JOTICTUYHOTO PUBUKY
JUIsl TPYTU MiANPUEMCTB «BUPOOHUIITBO MOOYTOBUX MPHIIAIBY

R? = 0,74; F-3mauymicts = 2,1E-18, p-3nauenus: 1,4E-23
ta 2,1E-18; ri(e) = 0,96.
Mogernb 3 BpaxyBaHHIM Ce30HHOCTI: Mis = 8%.

Tabmuus 8 — Ce30HHI IHASKCH, XapaKTepHi A MiIPUEMCTB miaranysi « BupoOHUIITBO
CJIEKTPUYHOTO YCTaTKyBaHHS»

BupoGuuurBo | Bupobuunr-so | BupoOuuur- | BupoOnuurso BupoGHuLTBO BupoOuuurso
BupoOHHULITBO €JIeKTPO- €JIeKTPO- BO Oarapeii i MIPOBO/IIB, €JIEKTPHUYHOTO MOOYTOBHX
Mi €JIEKTPUYHOTO JBHTYHIB, PO3MOIiITB-401 aKyMyJIATO- Ka0eiB 1 OCBITIIIOBAJILHOTO NIpUIIaziB
1CAILE YCTaTKYy- reHepaTopiB i | Ta KOHTPOJIb-HOT piB eNeKTPO- YCTaTKYBaHHS
BaHHS TpaHcdop- amapatypu MOHTa)KHUX
MaropiB IIPUCTPOIB
Ciu 0,65 0,41 0,56 1,30 0,55 0,59 0,70
0,86 0,91 0,74 0,86 1,02 0,88 0,79
Jlrot.
0,99 1,22 0,91 0,84 0,98 0,87 0,86
Bep.
Ksi 0,88 0,86 0,87 0,83 0,95 0,76 0,81
0,96 1,05 1,20 0,83 0,98 0,93 0,79
Tpa.
0,90 0,99 0,88 0,69 1,03 0,84 0,75
Yep.
1,00 1,08 0,89 0,96 1,15 0,95 0,95
JIum.
0,94 0,81 0,92 1,08 1,00 1,00 1,04
Cep.
1,11 1,03 1,12 1,05 1,13 1,27 1,23
Bep.
1,12 1,01 1,06 1,16 111 111 1,44
Kos.
1,22 1,27 1,11 1,29 1,09 1,36 1,48
Juc.
1,31 1,28 1,70 1,08 1,00 1,37 1,10
I'py.

[Iporno3u peanizamii Ha 2019 Tta 2020 pokum mpoaykmii miaramy3i «BupoOHHIITBO
€JIeKTPUYHOTO YCTaTKYBaHHS HaBEICHO B Ta0I. 9.

H.C. Hwxin Busnauenns 102icmuynux puuKis y ce30HHUX npocHo3ax obcaeie peanizayii 113
niONpUEMCme MauuHo0y0y8aHHs.
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Tabmuus 9 — [poruosu peanizauii Ha 2019 Ta 2020 poxu npoaykuii migramrysi
«BupoOHUITBO €IEKTPUYHOTO YCTATKYBaHHS (MJIH. TPH.)

Bupo6- Bupo6- Bupo6HHITBO BupoOHHITBO Bupo6uuuTBo
Bupo6- Bupo6uunTBo HUILT-BO HHULTBO IIPOBOJIB, €JIEKTPUYHOTO MOOYTOBHX
HULITBO €JIEeKTPO- €JIEeKTPO- Garapeii i kabeiB 1 OCBITIIIOBAJILHOTO IpUIaziB
Mic CIEKTPUYH JIBUTYHIB, PO3MOALIB- AKyMYJISITO- €JIEKTPO- YCTaTKyBaHHS
Alb oro reHepaTopiB i 4oi Ta piB MOHTa)KHUX
YCTaTKy- Tpancdop- KOHTPOJIb- IIPUCTPOIB
BaHHS MartopiB HOI
amaparypu

Ciu.19 2062,91 229,67 235,58 329,31 443,63 90,68 334,96
JIrot.19 2740,01 514,30 317,62 219,02 828,04 137,50 383,58
bep.19 3175,98 690,91 390,78 217,01 801,80 137,43 419,47
Kgi.19 2839,07 487,32 377,02 214,49 787,28 119,85 399,84
Tpa.19 3155,67 597,57 525,93 217,08 820,99 148,15 392,04
Yep.19 2988,77 565,20 389,54 183,14 867,99 135,91 376,30
JInm. 19 3348,06 619,92 398,70 255,82 980,12 154,43 482,68
Cep.19 3161,30 466,04 414,07 289,58 859,94 164,53 533,23
Bep.19 3755,18 598,17 513,34 284,59 974,16 210,58 635,76
XKos.19 3843,64 587,08 486,58 317,58 966,88 185,85 748,75
JIuc.19 4200,40 741,41 514,12 354,74 953,27 228,59 776,26
I'py.19 4548,77 747,45 799,69 300,53 889,27 232,54 581,66
Ciu.20 2293,70 239,50 264,09 363,65 491,52 100,47 372,65
JIrot.20 3043,72 536,23 355,68 241,66 916,64 152,21 426,34
bep.20 3524,80 720,27 437,13 239,25 886,84 152,00 465,79
Kgi.20 3148,06 507,95 421,31 236,29 870,05 132,45 443,60
Tpa.20 3496,03 622,79 587,11 238,96 906,55 163,59 434,56
Yep.20 3308,25 588,97 434,42 201,44 957,67 149,95 416,74
JInm.20 3702,79 645,90 444,20 281,17 1080,53 170,24 534,10
Cep.20 3493,31 485,50 460,87 318,04 947,29 181,25 589,53
Bep.20 4146,15 623,06 570,82 312,34 1072,28 231,79 702,30
Xog.20 4240,37 611,42 540,57 348,30 1063,46 204,41 826,43
JInc.20 4630,26 772,05 570,64 388,77 1047,69 251,23 856,11
I'py.20 5010,34 778,24 886,80 329,13 976,64 255,39 640,98

[ migramysi Oyno mpoaHadi30BaHO 3a AHAJIOTIYHHUM AITOPUTMOM Ta BHSBICHO
CE30HHI TEHJICHIIIT i TOYHICTh MPOTHO3IB 32 3aIPOITOHOBAHOI0 METOIUKOIO (Tad. 3).

3a pe3yabTaTaMy raxy3eBOrO JOCIHIIKEHHS MOKHA CKIIACTH TaONUIIO BiAMOBITHOCTI
MiAraxy3ei Ta rpym MiAMPUEMCTB, IO J0 HUX BXOJSATH Ta BIAMOBIIHUX JIOTICTUHYHUX PU3HKIB
nporHo3yBanHs monuty (tabsm. 10).
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Tabmuus 10 — Iiaramy3i MammmHoOy1iBHOT ranysi, Tpyny MiANPUEMCTB TiAramy3ei Ta oIiHKa
BIJIMOB1THUX JIOTICTUYHUX PU3HKIB MPOTHO3YBAaHHS 30yTY

[Mixramysi / rpymnu miamnpueMcTs

OuiHKa JIOTICTUYHUX PU3HKIB IPOTHO3YBaHHs PU3nK

Huspkuit

Cepenniii

Bucoxuii

Hyxe
BHUCOKHUM

BupoOHUITBO KOMII'IOTEPIB, €JICKTPOHHOI Ta
ONTHYHOI MPOAYKILIT

X

BHpoOHHIITBO €NEKTPOHHUX KOMIIOHEHTIB 1
iat

BupoOHHIITBO iHCTPYMEHTIB 1 00TaqHAHHS IS
BUMIPIOBaHHS, [OCTI/DKCHHS Ta HaBiramii;
BHPOOHHUIITBO TOAWHHUKIB

Bupo6uuireo pamioNoTiYHOTO,
SNEKTPOMEIMYHOI0  eJIeKTPOTEePAaeBTHYHOTO
yCTaTKyBaHHS

BupoOHUUTBO eJIEKTPUYHOI0 YCTATKYBAHHS

BupoOHHIITBO €NEKTPOIBUTYHIB, TEHEPATOPIB,
TparchopMaTopiB

BupoOHuITBO  enexTpopo3nodinpHOl  Ta
KOHTPOJIBHOI anaparypu

BupoOHuLTBO OaTtapei i akyMyJsITOpiB

Bupo6HHIITBO MIPOBO/IIB, KabeiB i
€JIEKTPOMOHTAaKHUX IIPUCTPOIB

BupoOHuTBO
OCBITJIIOBAILHOTO YCTAaTKYBaHHs

CIIEKTPHYHOTO

BurpoOHHIITBO TOOYTOBHX NpHIIA/IiB

BupoOHUITBO MalmIMH i yCTaTKyBaHHS, He
Bi/lHECEHMX 10 IHIINX YIPyNyBaHb

BupoOHuITBO MammH 1 yCTaTKyBaHHS
3arajabHOr0 NPU3HAYEHHS.

BupoOHHIITBO MalMH 1 YCTAaTKyBaHHS JUIs
CUIBCHKOTO Ta JIICOBOTO FOCIIOIAPCTBA

BupoOHHIITBO MeETaN000pOOHMX MAaIIMH i
BepCTaTiB

BupoOHHLTBO MAIIMH i YCTaTKyBaHHS JUIs
MeTamyprii

BupoOHHIITBO MalIMH 1 YCTATKYBaHHS JUIst
JO0OYBHOI TPOMICIIOBOCTI Ta OY/iBHUIITBA

BupoOHHIITBO MalIMH 1 YCTATKYBaHHS JUIst
BUTOTOBIICHHSI XapUOBHX TMPOJYKTIB 1 HAIMOIB,
nepepoOIeHHS TIOTIOHY

BupoOHUITBO aBTOTPAHCNOPTHHUX 3ac00iB,
npuyeniB i HanmiBnpudyemiB Ta  iHIIMX
TPAHCNOPTHHUX 3ac00iB

BrpoOHHIITBO aBTOTPaHCIIOPTHUX 3ac00iB

BupoOHHIITBO By3:1iB, ieTanel i npuiaaiis Uis
ABTOTPAHCIIOPTHUX 3aC00IB

BupoOHUIITBO 3aTi3HUYHUX JIOKOMOTHBIB i
PYXOMOTO CKIIay.

BucHOBKH, iK1 MOXHAa 3pOOUTH 3 OTPUMAHUX PE3YJIbTATIB:

— HaMOLIBIINI JIOTICTUYHUI PU3MK NMPOTHO3YBaHHS peastizaiii MpoayKiii BIaCTUBUNA
niarany3i «BupoOHHITBO KOMIT'IOTEPIB, €IEKTPOHHOI Ta ONTHYHOI MPOAYKIII» Ta y rpynax ii

M IPUEMCTB;

H.C. Hwxin Busnauenns 102icmuynux puuKis y ce30HHUX npocHo3ax obcaeie peanizayii

niONpUEMCme MauuHo0y0y8aHHs.
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— HAMEHIIM JIOTICTUYHUHM PU3MK MPOTHO3YBAaHHS peaji3alii MpoAyKIii BIaCTUBUN
niaramy3si «BupoOHUITBO €IEKTPUYHOTO YCTATKYBaHHS Ta TPyHaM il IMiJIpHEMCTB;

— y IHIIKX miAranxy3ed Ta Tpyn iX miJIpueEMCTB JIOTICTHYHI PU3UKH MPOTHO3YBAHHS
peaizarii mpoAyKIlii MatOTh CX0K1 XapaKTEPHUCTUKH.

BucHOBKM 3 1aHOT0 J0CJTiIKeHHS i NepcneKTHBH NOJAJIBIIMX PO3POOOK 32 TaHUM
HanpsimoM. llnanyBaHHS BHITyCKY NpPOXYKIii MiANPUEMCTBOM Ma€ TIPYHTYBAaTHUCS Ha
IPOTHO3aX MOMUTY HAa NPOAYKI[ito. OTpUMaHi MPOTrHO3M MOMUTY Ha MPOAYKIIIIO 32 TPEHIAMH 3
BPaxyBaHHSAM CE30HHOCTI 3alpONOHOBAHO OIIHIOBATH 32 PIBHEM JIOTICTUYHOTO PHU3HUKY, Y
BIJIMIOBITHOCTI IO PiBHIB JOCTOBIPHOCTI MPOTHO3IB 32 TPEHJOM Ta IPOTHO3IB 3 BpaXyBaHHSIM
ce30HHOCTI. JIOricTHYHI PU3UKHM MPOTHO3YBAHHS IONMHUTY 3AIPOIIOHOBAHO MOIUISTH Ha TPU
piBHI: HU3BbKHH, CEpeIHIN Ta BUCOKHA.

[IporHo3u NpOMOHYEThCS OTPUMYBATH K Ha PIBHI Taiay3i Ta Miaramry3i Taki Ha piBHI
nianpueMcTBa. [IporHo3u Ha piBHI raysi, SK IpaBUiI0, MAIOTh MEHIITY BOJIATHIIbHICTH Ta O1IbII
noctoBipHi. [IporHo3u Ha piBHI MANPUEMCTBA, SK MPABUIO, MAIOTh OLIBII KOJIMBAHHS Ta
MICTSTh OUTBIIY CTOXaCTHYHY CKJIaAoBy. llopiBHIOIOYHM TEeHIEHI, SKi BIACTUBI Traimysi,
miAramy3i Ta miJInpHEMCTBY MO>KHA 3MEHIIMTH JIOTICTUYHI PU3UKU POTHO3yBAaHHS IOIHTY Ta
YHUKHYTH HIIUX JOTICTUYHUX PHU3HKIB, SKi MMOB’A3aHi 3 (OPMYBaHHIM TOBApHHX 3amaciB Ta
CKJIQJIOBUX JIUIsl BATOTOBJICHHS TIPOTYKITi1.

B momanbmmx AOCHIIKEHHSIX BAapTO TOCTIAWTH CIIBBIAHOIICHHS PHU3HKIB Ha pPiBHI
rajy3si Ta HiAPUEMCTBA Y MIPOTHO3AX JUIS Pi3HUX Taly3ei eKOHOMIKH KpaiHH.
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Yashkin Dmytro, Assistant of the Department of Marketing in Odesa National Polytechnic
University

Determination of Logistic Risks in Seasonal Forecasts of Sales of mechanical engineering
enterprises

The aim of the article. The data on which the researcher provides forecasts can have a different
nature. It can have a steady or hopping dynamics. The data can be characterized by the current tendency
to rise or fall, and also to have a chaotic appearance. It can be in the form of dynamic or static data,
seasonal data or data without existing seasonality. All these factors influence the quality of the models
obtained and, accordingly, the accuracy of forecasts. The aim of the study was to obtain forecasts of
seasonal demand for all sub-industries of the machine-building, to evaluate the received forecasts for
the proposed scientific-methodical approach and to determine the logistic risk of trust for each of the
forecasts.
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The results of the analysis. Forecasts of seasonal demand for production of sub-industries of
the machine-building and Groups of companies were obtained by the time series decomposition method.
It is proposed to estimate the model of the decomposition of the time series regarding the possibility of
obtaining a forecast in accordance with the reliability of forecasts of its two components: the forecast
for the trend (excluding seasonality) and the forecast that into account seasonality. The trend model and
its forecast are based on data adjusted for the season, that is, with the exception of seasonal fluctuations.
These models are rated for accuracy, reliability and adequacy. Depending on the model's estimates, a
conclusion is drawn about the model itself and the reliability of the forecasts for it. A model with a
seasonal component was obtained by multiplying the trend values by the corresponding seasonal index.
In order to evaluate the accuracy of the model, taking into account the seasonality, it is suggested to use
the ratio of the standard error estimate to the data range. Proposed gradation for estimating forecasts
is based on seasonality: high; medium and low. Regarding trend forecasts, i.e. without taking into
account the seasonal component, the following grading of estimates is proposed: high reliability, when
the model is accurate, reliable and adequate, and the determination coefficient R? > = 0,70; average
reliability 0,50 < = R? < 0,70; low reliability 0,30 < = R? < 0,50; unreliable R? < 0,30.

In the scientific use of logistics it is proposed to introduce the concept of "Logistic risk of
forecasting demand". It substantially expresses the risk of losses from trusting forecasts of demand for
products of the enterprise. A qualitative assessment is offered (low, medium, high, very high), depending
on the reliability of forecasts for trends and seasonality, and quantitatively, depending on the magnitude
of the error in the forecasts.

It is proposed to evaluate logistic risks of forecasting demand according to the forecast
gradations. From the results, the greatest logistic risk of forecasting the sale of products is inherent in
the sub-industry "Production of computers, electronic and optical products™ and in the Groups of its
companies. The smallest logistic risk of forecasting the sale of products is inherent in the sub-industry
"Production of electrical equipment™ and Groups of its companies. In other sub-industries and Groups
of companies, the logistic risks of forecasting the sale of products has similar characteristics.

Conclusions and directions for further research. Production planning should be based on
demand forecasts for products. The obtained forecasts of demand for products according to trends with
the consideration of seasonality are proposed to be evaluated according to the level of logistic risk, in
accordance with the levels of reliability of forecasts for the trend and forecasts, taking into account
seasonality. The logistic risks of forecasting demand are divided into three levels: low, medium and
high. By comparing the trends inherent in the industry, sub-industry and enterprise, it is possible to
reduce the logistic risks of forecasting demand and avoid other logistic risks associated with the
formation of inventories and components for manufacturing products.

In further research, the ratio of risks at the industry and enterprise levels in the forecasts for
various sectors of the country's economy should be examined

Key words: seasonality, forecasting, logistic risks, machine building, demand for products
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