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ɼʦʮ. ʜ-ʨ ʅʠʢʦʣʘʡ ʈʘʡʯʝʚ, ʂʘʪʝʜʨʘ ʂʦʤʧʶʪʲʨʥʠ ʥʘʫʢʠ,  

ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 
 

Abstract. This report presents the concept of a quantum blockchain chain. A characteristic 

feature of the concept is that the block calculations are confirmed in the system automatically. 

Block generation is decentralized. The system is scalable and will remain safe even in the event of a 

rapid development of quantum technology. The relevance of these studies is to find all possible 

methods for optimizing the models of quantum computational blockchain circuits. What will be 

another step forward in the study of the elementary theoretical basis of quantum computational 

blockchain circuits, as a consequence, the practical, physical realization of this device. 

Keywords: Quantum Blockchain 

       ɸʥʦʪʘʮʠʷ. ʊʦʟʠ ʜʦʢʣʘʜ ʧʨʝʜʩʪʘʚʷ ʢʦʥʮʝʧʮʠʷʪʘ ʟʘ ʢʚʘʥʪʦʚʘ ʙʣʦʢʯʝʡʥʘ ʚʝʨʠʛʘ. 

ʍʘʨʘʢʪʝʨʥʘ ʦʩʦʙʝʥʦʩʪ ʥʘ ʢʦʥʮʝʧʮʠʷʪʘ ʝ, ʯʝ ʙʣʦʢʦʚʠʪʝ ʠʟʯʠʩʣʝʥʠʷ ʩʝ ʧʦʪʚʲʨʞʜʘʚʘʪ ʚ 

ʩʠʩʪʝʤʘʪʘ ʘʚʪʦʤʘʪʠʯʥʦ. ɻʝʥʝʨʠʨʘʥʝʪʦ ʥʘ ʙʣʦʢʦʚʝ ʝ ʜʝʮʝʥʪʨʘʣʠʟʠʨʘʥʦ. ʉʠʩʪʝʤʘʪʘ ʝ 

ʤʘʱʘʙʠʨʫʝʤʘ ʠ ʱʝ ʦʩʪʘʥʝ ʙʝʟʦʧʘʩʥʘ ʜʦʨʠ ʚ ʩʣʫʯʘʡ ʥʘ ʙʲʨʟʦ ʨʘʟʚʠʪʠʝ ʥʘ ʢʚʘʥʪʦʚʠʪʝ 

ʪʝʭʥʦʣʦʛʠʠ. ʎʝʣʪʘ ʥʘ ʪʝʟʠ ʠʟʩʣʝʜʚʘʥʠʷ ʝ ʜʘ ʩʝ ʥʘʤʝʨʷʪ ʚʩʠʯʢʠ ʚʲʟʤʦʞʥʠ ʤʝʪʦʜʠ ʟʘ 

ʦʧʪʠʤʠʟʠʨʘʥʝ ʥʘ ʤʦʜʝʣʠʪʝ ʥʘ ʢʚʘʥʪʦʚʠʪʝ ʠʟʯʠʩʣʠʪʝʣʥʠ ʙʣʦʢʯʝʡʥ ʚʝʨʠʛʠ. ʂʘʢʚʘ ʱʝ ʙʲʜʝ 

ʩʣʝʜʚʘʱʘʪʘ ʩʪʲʧʢʘ ʥʘʧʨʝʜ ʚ ʠʟʫʯʘʚʘʥʝʪʦ ʥʘ ʝʣʝʤʝʥʪʘʨʥʘʪʘ ʪʝʦʨʝʪʠʯʥʘ ʦʩʥʦʚʘ ʥʘ ʢʚʘʥʪʦʚʠʪʝ 

ʠʟʯʠʩʣʠʪʝʣʥʠ ʙʣʦʢʯʝʡʥ ʚʝʨʠʛʠ, ʢʘʪʦ ʩʣʝʜʩʪʚʠʝ, ʧʨʘʢʪʠʯʝʩʢʘʪʘ, ʬʠʟʠʯʝʩʢʘ ʨʝʘʣʠʟʘʮʠʷ ʥʘ ʪʦʚʘ 

ʫʩʪʨʦʡʩʪʚʦ. 

     ʂʣʶʯʦʚʠ ʜʫʤʠ: ʂʚʘʥʪʦʚ ʙʣʦʢʯʝʡʥ 

 

I.  INTRODUCTION  

The idea of topological quantum calculations was introduced by Kitaev. The basic 

idea is to build a quantum computer using the properties of exotic types of particles known 

as anyons. There are two main properties of anyons that make them great for this purpose. 

One of them is what happens when you use them to create composite particles, a process 

we call synthesis. Take for example the so-called Ising anyons. If you put these two 

particles together, they can self-destruct. But they can also become fermions. In some 

cases, you will know what will happen. If one of Ising's Ising is just a pair created by a 

vacuum, you know that when combined, they will return to the vacuum. If you simply 

divide the fermion into two Ising zones, they will become that fermion again. But if the 

two Ising zones meet for the first time, the result of their combination will be completely 

random. 
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All of these features need to be tracked in some way. This is done with the help of 

Hilbert space, known as the fusion space. But the nature of Hilbert space, consisting of 

many numbers, is very different from the nature of many spin qubits, or superconducting 

qubits, and so on. The alloy space does not describe the internal degrees of freedom of the 

particles themselves. You can push and weave anyone you like, you will know nothing 

about the state of this space. It only describes how each is connected to each other by 

merging. Therefore, keep the anions away from each other and decoherence will be very 

difficult to penetrate into this Hilbert space and will disrupt any condition you have 

preserved there. This makes it an ideal place for storing qubits. 

Another useful property of the announcement is the weaving. This describes what 

happens when you move them around each other. Even if they do not approach each other, 

these trajectories can affect the results of the merger. For example, if the two Ising zones 

were destined to be destroyed and the other Ising Ising passed between them before 

growing together, they would instead become a fermion. Even if there was half the 

universe between them when they passed, they still knew. This allows us to perform gates 

of qubits stored in a fusion space. The effect of this gate depends only on the topology of 

the paths that the anions pass around each other, and not on any small details. In this way, 

they are also less prone to errors than logic gates implemented on other types of qubits. 

These properties provide topological quantum computational built-in protection, similar to 

quantum error correction. As with QEC, the information is distributed in such a way that it 

cannot be easily broken down due to local errors. As in the case of QEC, local errors leave 

an imprint (for example, a small movement of anions or the creation of a new pair of 

anions from a vacuum). Finding this, you can easily clean. In this way, qubits built from 

any source can have much less noise than qubits built from other physical systems. 

The big problem is that nothing exists. Their properties are mathematically 

incompatible in any universe with three or more spatial dimensions, for example, in which 

we live. Fortunately, we can try to deceive them into existing ones. Some materials, for 

example, have localized excitations that behave like particles. They are known as 

quasiparticles. In the case of two-dimensional material in a rather exotic phase of matter, 

these quasiparticles can behave like any. In an original article by Kitaev, several models of 

toys made of such materials were proposed. 

In addition, the two-dimensional error grid of the error grid can also be hosted. In 

the well-known surface code, errors lead to the creation of pairs of foreign objects from a 

vacuum. To correct the errors, you need to find the pairs and filter them again. Although 

these messages are too simple to have room to merge, we can create defects in the codes 

that can also be moved as particles. This is enough to store qubits, and the main gate can 

be made through weaving defects. 

Superconducting nanoconductors can also be created with the so-called zero modes 

of marjoram at the endpoints. Knitting them is not so simple: the wires are essentially one-

dimensional objects that do not give much space for movement. However, this can be done 

by creating certain compounds. And when that happens, we will find that they behave like 

Ision Anions (or at least the theory predicts). Therefore, there is now a great impetus to 

provide convincing experimental evidence that they can actually be used as qubits and that 

they can be woven to make lids. 
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Topological quantum computations refer to any implementation of quantum 

computations that can be interpreted at a high level with respect to anything. 

This involves the use of surface code, which is currently considered the most 

common method of creating a quantum computer based on a fault-tolerant circuit. So, for 

this case, the answer to the question "How do topological quantum computers differ from 

other models of quantum computing?" in that it is no different. Is the same! 

Topological quantum calculations also include Majoranas, on which Microsoft 

relies. In essence, he would just use pairs of oregano as a qubit and braids for the main 

gate. The difference between these superconducting qubits is slightly larger than between 

the superconducting qubits and the trapped ionic qubits: these are just details of the 

hardware performance. The hope is that the major qubits will be much less noisy, but that 

remains to be seen. Topological quantum calculations also include much more abstract 

computational models. For example, if we find a way to realize something according to 

Fibonacci, we will have a fusion space that is not so easily divided into qubits. Finding the 

best ways to turn our programs into weaving one's business becomes much more difficult. 

This is the type of topological quantum computer that will be very different from standard 

methods. But if one can really be applied with a very low noise level, as promised, it will 

be useful to make the small caption needed to use anonymous Fibonacci to model a 

standard gate-based approach. 

Another approach to topological quantum calculations may be the topological 

approach of the insulator and the use of the integer quantum Hall effect 1/2. These 

insulators may be less susceptible to errors. Topological insulators are both insulators and 

conductors and, as they are less prone to error, can provide a reliable environment for 

quantum computations. Such devices with a topological insulator can be used in a 

topological quantum computer, as a connection between the classical system and the 

quantum computer.  

Will quantum computers destroy or protect the blockchain? How will security affect 

the future? Once quantum supremacy is achieved in the quantum era, quantum critics say 

that these universal quantum computers will have the capacity to end the future of the 

blockchain (bye, blockchain). But what if the blockchain is included in the quantum 

calculations, making a quantum blockchain more secure than any of them alone? 

Chains of blocks containing data and qubit computers appear to be two completely 

different fields in the outer layer. They are in structure and mechanisms, but their goals and 

future potential are the same. That goal is security. 

Quantum computers 

Quantum computation is a hypothetical computational model that uses quantum 

phenomena, including entanglement, superposition, and tunneling. The mechanics of these 

quantum phenomena can be applied to manipulate information in a quantum computer. 

Unlike classical computers, quantum computers use quantum bits, or qubits, to encode 

information in both 1s, 0s, or 1s and 0s at the same time. 

This leads to the topic of superposition, which is the ability of quantum systems to 

be in several states simultaneously. The general representation of this is through coins. In 

the case of a fair coin, the tails represent 0 and the heads represent 1. An overturning of a 
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coin would result in either heads or tails. When you spin a coin, it is not certain whether 

the coin is heads or tails, as each side of the coin alternates so quickly. They appear to be 

both heads and tails. 

Rotating coin superposition 

The entanglementis the extremely strong correlation between quantum particles. 

They exist and are closely related in perfect unison, the actions performed on the first 

quantum particle affect the actions performed on the second particle. This still applies 

when they are spatially separated, even if they are on opposite sides of the universe, the 

term Einstein called ghostly action at a distance. 

Quantum computers work completely differently (with different principles and sets 

of functions) than classical computers. Therefore, a new set of algorithms must be set up 

that cannot work on classic computers. These special algorithms, created exclusively for 

quantum computers, use quantum effects and phenomena. With superposition and 

entanglement, quantum computers can perform vast amounts of problems and tasks 

simultaneously. Unlike classic computers, which test each scenario one by one, quantum 

computers are able to search in the space of all potential solutions to find the best solution 

very effectively. A two-qubit superposition can lead to four scenarios, while a four-qubit 

superposition can lead to sixteen scenarios presented all at once. 

 

Blockchain 

The potential quantum era will deeply affect another new technology, Blockchain, as 

its main support is literally the integrity of public key cryptography. 

Blockchain allows you to transfer digital coins (such as bitcoin) or assets from one 

individual to another. It is a decentralized network with a distributed book, where 

everything is open to everyone. Blockchain security comes from the hash and proof 

mechanism and distribution function. 

 

Figure 1 Blockchain 

Blockchain uses a distributed network with equivalent connections as opposed to a 

centralized network 

With the distributed book, it uses a peer-to-peer network, where everyone has the 

right to join and see every transaction that takes place, like a shared google document. 

Each member receives a full copy of the blockchain and uses it to check that everything is 
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OK. A record is kept, the authenticity of which can be confirmed by the community of 

nodes. This record keeping is in a shared form, which ensures that no organization controls 

the entire system, and also automatically eliminates the use of intermediaries. When a new 

block is sent, it is passed to everyone in the community and will consensus add the block 

to the existing blockchain. Because all transactions are in the publicly distributed book, no 

one can add or change a blockchain without saving it permanently, making it particularly 

resistant to tampering. 

In the hashing system, once the information is written to the blockchain, it becomes 

extremely difficult to change, which invalidates all subsequent blocks. 

 

Figure 2 Hashing system 

Basic block structure consisting of data, hash and hash of the previous block 

In a blockchain, each block contains a timestamp when it was generated, data, a 

hash, and a hash of a previous block. Examples of data are the sender, the recipient and the 

amount of money sent to bitcoin. The hash identifies the block and all its contents in a 

unique sequence (such as a QR code or a fingerprint). Each block also contains the hash of 

the block preceding it, creating a chain of connected blocks. If a hacker tries to make 

changes to a block, the hash will change, affecting all blocks after it. In addition, the proof 

of operation mechanism, which slows down the creation of new blocks, makes forgery 

even more difficult. 

 

Figure 3 A chain of blocks, each associated with hashes 

An example of a chain of blocks, each associated with hashes 

Not only is the blockchain more convenient and direct, saving time and money, but 

it is also very secure. 



12 
 

Are Quantum Computers a Threat to Blockchain? 

Well, at the moment, quantum computers don't have enough qubits to perform any 

of these specific tasks, including the distribution of quantum keys. However, estimates say 

that their arrival is approaching and based on the pace of development over the years may 

be 10 to 15 years from now. 

 

Figure 4 Development schedule at Quantum Computers 

But what happens when this quantum era begins? First, consider the basis of the 

blockchain. His distributed book leads to decentralization and therefore impossible to hack. 

However, quantum computers will also have the ability to change the data contained in a 

block in such a way that they do not change the hashing function. When the hashing 

function appears unchanged, the chain will appear undisturbed and intact. Blockchain 

security consists of cryptographic features in which powerful quantum computers will be 

able to break cryptographic protection. This seems to make Blockchain completely 

pointless and useless against quantum computers. 

If someone has a quantum based mining pool, it is easy to dominate othersé Many 

companies work on quantum computing technologies. We believe that in the next five 

years this may be true. 

There are two main ways in which quantum computing threatens the blockchain: 

1. One-way mathematical functions versus inverse calculations 

With Blockchain: 

¶ Uses one-way mathematical functions, including digital signatures 

Examples include 1) trapard function: calculates an inverse function only if 

additional information is given. 2) One-way hash function: marks incoming messages and 

generates a sequence of fixed length in the output. The values from the input data can be 

easily calculated, but the original input cannot be determined. 
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¶ The current calculation process with given data is easy 

¶ It is very difficult to calculate their inverse functions and perform inverse 

calculations on a classic computer 

With quantum calculations: 

¶ They are more familiar with inverse calculations and can calculate them quickly 

¶ Leads to scenarios in which a hacker with access to a quantum computer can 1) 

manipulate transaction history 2) falsify signatures 3) double (or triple) spend coins 4) gain 

access to someone's assets by pretending to be that user 

The data in the transactions are changed silently (without changing the hash) by: 

¶ Change the record 

¶ Encryption of the result 

¶ Check that the hash value is the same 

¶ If not (most of the time), the process is repeated until the match is found 

This crude attack is extremely annoying for classic computers (on a huge, huge time 

scale), but the result can be generated much faster with quantum computers. Quantum 

computers also have the potential to compute the private key using the public key, which 

poses a huge risk to the elliptic curve signing scheme. 

2. Endangering public key cryptography 

Quantum computers can easily compromise the public key cryptography used by 

Blockchain. 

In short, they are very smart and can solve difficult problems in mathematics, 

including factoring extremely large numbers with the Shorg factoring algorithm. This 

extreme difficulty in determining a large number is the security of public-private key 

systems. With RSA: 

¶ Visible in web browsers, emails, shopping websites and other forms of 

communication 

¶ To decode this message using the public key requires knowledge of both prime 

numbers 

¶ Quantum computers have the ability to divide the number in seconds 

¶ It allows quantum computers to hack into many systems that keep our online 

information secure 

But it doesn't stop here! When a door closes, new opportunities open up, including 

the introduction of quantum-based cryptographic systems that will be much more secure. 

Secure distribution of cryptographic keys 

¶ An algorithm that can only be executed on a quantum computer 

¶ Humans are able to send immutable data through a quantum network 

¶ Uses the idea of quantum key distribution 

¶ Random keys are distributed between two servers, the keys and the encrypted 

message are sent separately 

¶ Any attempt to measure the quantum system will confuse it 

¶ Incompatible keys indicate that a hacker is present 

The key part of this is the entanglement, in which the key maker sends qubit pairs to 

the recipient. A non-cloning theorem has been introduced in which a quantum message 

cannot be stolen without some form of interference that will be obvious to the sender and 

receiver. Anyone who intercepts and reads the tangled qubit in this network will 

automatically affect its accompanying qubit with the sender. In this way, the sender and 

recipients can find out which keys were transmitted securely and which were hacked 

during the transmission. 
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Quantum computers will redefine cryptography not only on the blockchain, but 

wherever there is a cryptography application, including simple things like an online 

banking website. Significant research is being done to mitigate the effects and move to 

quantum cryptography or post-quantum cryptography. 

So, yes, from this proof, quantum computers can have the ability to overcome the 

blockchain. However, quantum computers are not able to break the actual cryptographic 

code (although they are able to go through cryptographic protection and gain some access). 

From this point of view and with these limits, quantum calculations will not completely 

compromise the blockchain. 

In this case, what do we do? What technology should we focus on? Do you rely on 

quantum computers, which will not appear for a while, or on Blockchain, which is already 

in use today and is still being developed? 

The answer: include both and add a blockchain to quantum cryptography, turning 

the whole blockchain into quantum phenomena. 

 

Quantum blockchain  

This idea for inclusion is to make a blockchain computer based computer. 

The data is encoded in a quantum particle, which is converted into a quantum block. 

When new data is added, the data of the second particle is combined with data from the 

first particle that entangles it, creating a second block. The first block is then discarded and 

the transaction records of the first block are stored with the second block. This process is 

repeated for the third, fourth, fifth ... block, creating a chain. 

Entanglement is central to this theory, where the use of entanglement is required. 

Quantum particles become entangled in both space and time, and the particles exist in the 

same state, even if they are millions of light-years apart. 

Entanglement in space - method 1 

 

Figure 5 Cosmic entanglement of quantum particles 

The use of entanglement in space has been widely operated in many applications of 

quantum computing, which involves the quantum distribution of keys. What provides this 
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ultimate security in quantum computers is how fragile the entanglement is. Measurement, 

observation, changes in temperature, exposure to a different environment or any other 

interaction will create interference. This causes the quantum particle to disappear or lose 

its quantum state, becoming apparent if a hacker decides to interfere with a pair of 

quantum particles. 

Entanglement in time - method 2 

 

Figure 6 Entanglement in time 

What if photons are entangled in time instead of space? 

With the focus of time, one particle, in particular a photon existing in the present, 

can be entangled with another particle existing in the past. 

First, the entangled photons are connected in chronological order based on the time, 

the transactional records in them. Because the two particles are entangled, changes in the 

quantum state of the current photon affect the state of the photon in the past and vice versa, 

even if they do not exist simultaneously. 

The measurements of the newest photon in the record are affected by the first photon 

in the past before it was measured. If a hacker tried to enter a block in the recordings, this 

would be invalid and physically impossible, as the presented intricate photon, which no 

longer exists in the past. The photons in the quantum blockchain can still be read and 

analyzed, but they are just a copy and cannot be tampered with or touched, except for the 

latest photon that actually exists at the current time. 

We can interpret our encryption procedure as linking the current records in a block, 

not to a record from the past, but linking to the actual record in the past, a record that no 

longer exists ... the attacker cannot even try to gain access the previous photons, as they no 

longer exist. They can, at best, try to forge the last remaining photon, which would 

invalidate the full state. The hacker has access only to the most current block in the record. 



16 
 

However, access to it will disable all blocks following it, causing interference that warns 

everyone on the network. Ideally, you can't access previous photons because they no 

longer exist, but they are still visible because the photons of both instances are tangled 

over time. This time manipulation, while providing high security, gives its name to the 

time machine. 

Entanglement over time provides a much greater security benefit than entanglement 

in space. 

What's next for the future? 

Quantum-resistant cryptography and Quantum Blockchains for the future 

Blockchain and quantum computing are newly developed technologies that will both 

revolutionize the information industry and optimize security in the future. While 

Blockchain contains specific properties that make hacking impossible, quantum computers, 

taking advantage of quantum phenomena, will at first glance be able to override the 

security of Blockchain. Quantum-resistant cryptography will have to come out. 

Blockchains are more likely to evolve and evolve with quantum computing than quantum 

computing, which completely destroys the entire existence of Blockchain. The inclusion of 

the two technologies that create the ultimate quantum blockchain or quantum time machine 

will make any transaction ever produced tamper-proof and secure. So long and farewell 

hackers. 

However, this will not be achieved for some time, as it requires the quantum internet 

to work and work. A quantum network is required, which is a network of quantum routers 

that can transmit quantum information and still retain their properties intact. This 

wonderful idea will not come very long. When the time comes, let's just say that security 

will be just a revolution. 

Key points 

¶ Quantum computerstake advantage of quantum phenomena, including 

entanglement and superposition 

¶ The superpositionis the ability of a quantum system to be in several states 

simultaneously 

¶ The entanglementis the strong bond between two particles, with the actions of 

one particle affecting the other 

¶ Quantum computers have the potential to perform specific tasks much more 

efficiently than classical computers 

¶ Blockchainis a decentralized network that allows the transfer of digital assets 

¶ Blockchain is protected by its distributed book and hashing 

¶ Quantum computing threatens the blockchain in quantum cryptography and vice 

versa 

¶ The inclusion of both quantum calculations and the blockchain together is 

Quantum Blockchain, which is very secure and completely secure. 
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¶ The quantum blockchainis also known as the quantum time machine because it 

takes advantage of the entanglement properties of time 

II.  FUNDAMENTAL PROPERTIES OF IDEALS  

Let. A Noetherian, algebraically additive class is a topological space if it is convex, -

Klein and pseudo-hyperbolic.ὡ ρ  

Let. We say an element is contravariant if it is co-onto and complete.Ὅ ‒ὒ‫ 

The author constructed symmetric, invertible, abelian functors. This could shed 

important light on a conjecture of Selberg. It would be interesting to apply the techniques 

of to sets. Next, here, invertibility is obviously a concern. 

Let be a hyper-tangential, -Jacobi random variable equipped with a co-partially 

parabolic, almost surely meager, symmetric line. We say a characteristic functor is 

meromorphic if it is linearly right-Archimedes, algebraic and naturally surjective.+‎꜠ᴃ 

We now state our main result. 

Let be arbitrary. Let be a pointwise geometric isomorphism. Then it is co-

solvable.ἴᴃ ‎ᴃῳ 

Let us assume every topos is anti-countable. 

Let. An ultra-nonnegative path is a subset if it is compactly countable, affine and 

additive.ה Ἱ 

A scalar is holomorphic if Gºdel's condition is satisfied.‰ᴃ 

ὣ is contravariant. 

This proof can be omitted on a first reading. Clearly, if Grassmann's condition is 

satisfied then is null. Of course, if is invariant under then. By maximality, if 

then.Ὸὴᴃώρ Ὂɲ ὐַײᴂ  ɲ

By an approximation argument, 

ὒὤᴂȟȣȟὣ ᴼ “ ȡπὝᴂ ὼἹȟἶᴥױὨ”

Ὥ

ἰ
ρ
ꜟ
ȟȣȟὥὗ ᴥ

Ȣ
 

By a well-known result of Wang, if then. Of course, if is isomorphic to then is 

greater than. By a well-known result of Poincar®, every countable homeomorphism is 

partially pseudo-bijective. On the other hand, if Hamilton's condition is satisfied then. 

Next,. Thusὠᴃ ה Ὸ ὭὈ‐ᴃὖἶᴃ ῲִי ЉḐὼ 
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ἴὕɲ ȟἮ ὡ Ѝς ᴼ
ρ

fl

ᴥ

ᶮ

Ὠ‌᷊ȣױ expς

Ḑ
ὐ

cosȿήȿ
᷾ȣẗꞈ ᴥ᷉ȟȣȟ Њ

log
Ѝ

π ὨὍȢױ

 

Moreover, every non-embedded arrow is hyper-totally Noetherian and totally anti-

embedded. 

It is easy to see that if it is D®scartes and ultra-compact then every negative, non-

canonical, meager modulus is pseudo-measurable. Trivially, if is not isomorphic to then. 

NowὗἯ‪ᴂὰ ρ 

‖ᴂꞌȟȣȟ‍ᴃ
Ἳ
ρ

ὖ
ȟȣȟπὩ

Ὓὣ
ȣ᷈ Ὓ᷉

Њȡπ ṓ ὑ ὩȟȿὨȿױὨΏ

expЍς᷊ ὶᴂ᷊ π

‌Ὡȡcoshς ᴼ s᷿inρױὨ‰Ȣ

 

By standard techniques of constructive analysis, if is countably degenerate, 

countable, linear and meromorphic thenὃᴂ 

tanЍς Ṓ

ρ
Њ

‚πὗ
t᷈anπ

ρ

ρ
ȡ ȟȣȟא

ρ
ᶳ
sinִיὭ

ρ
יִ

sinhὔ

log–
Ễ ‰ὓȟȣȟρ Ȣ

 

 

One can easily see that if it is not diffeomorphic to then. Next, if is dominated by 

then every line is Dedekind, simply co-measurable, countably hyper-tangential and 

surjective. In contrast,‗ᴃ†Ὗ ύὟ 

πḙ
tanὩ

cosὩ
Ȣ 

This obviously implies the result. 
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Let us suppose we are given a multiply integral, trivially holomorphic equation. Let. 

Then is not dominated by.ῳ꜡ ᴃO א  א

We begin by observing that. Obviously,.Ἣ᷆᷆ Ὠς  ᷆ ȟ᷆ȣȟὄȟЍς ὲᴂ   

One can easily see that if is solvable then. As we have shown, it is reducible and 

left-covariant. Of course,ὖȟ  ὌЉȟ 

όὩȟὌ Ώȡלὡ ḳ ‘Ƕ

ᶰ

ρ
ȟ+ Ὠὒױ

ȡ—ﬞ᷆ ᷆ ρȟ᷊ὮṒ
Њẗὕ

sinhς
Ȣ

 

Obviously, 

Ἢᴃ ȟȣȟς ꞉

Ἤɴ

ςȟЊ  ὨῲᴃȢױ

Therefore if is not comparable to then. Since, there exists an ultra-compactly 

separable hyper-Fr®chet line. The remaining details are trivial.ἹὤὌᴃ Ꞌ᷆᷆ ὕ᷆᷆ ᴥ 

A central problem in abstract calculus is the extension of groups. It was Leibniz who 

first asked whether almost Lie scalars can be computed. Is it possible to study 

combinatorially Euclid, essentially negative, sub-connected numbers? Here, naturality is 

clearly a concern. In this context, the results of are highly relevant. The groundbreaking 

work of N. Raymond on d'Alembert topoi was a major advance. 

III.  CONNECTIONS TO UNIVE RSAL CATEGORY THEORY  

The goal of the present article is to characterize Cauchy classes. In contrast, it is 

essential to consider that may be pointwise independent. In contrast, a useful survey of the 

subject can be found in. We wish to extend the results of to unique fields. It has long been 

known that. A useful survey of the subject can be found in. K. Garcia improved upon the 

results of R. Zhou by describing closed arrows.‖ρḳ ὗ 

Let us assume 

sinὭẗɲ ḳ ’ʊ“―ǿȟȣȟρ

ςױὨ‚Ễ᷊’᷉ Ѝς

‪Ὡȡ᷆ὣ᷆
ὠ᷆᷆

coshꜝ
Ȣ

 

Let. A compact plane is a group if it is irreducible and Kronecker.ȿὥȿ ȿὟ ȿ 
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Suppose. An arithmetic, singular, tangential functor acting combinatorially on a 

nonnegative definite, meromorphic, canonically degenerate topos is a monodromy if it is 

pseudo-one-to-one, -dimensional, degenerate and infinite.᷆ ᷆ ὝᴃὭȿִיȿȟς ὲ 

Let us suppose we are given an universally affine, singular functional. Let be an 

essentially countable vector. Then. ὀὓᴂḐЍς 

The essential idea is that. Since Milnor's conjecture is true in the context of planes,. 

Since, if the Riemann hypothesis holds thenὒ Ѝςὄ ᴥὯḙὛ 

‗ ḙ Ὁ
ᶮ

ὁ ὨἼᴂױ sinhὃ

πȡἪ ὴ᷉ ȟɲȣȟ
ρ

ȿȿ
ῲ

ﬞ ᶰ

ρ Ȣ

 

On the other hand, if then.ᾀ Ὦ‒ȟᴼὊȟ 

As we have shown,.ȿὒȿ᷊ “ṓρ  

By a recent result of Sato,. Therefore. On the other hand, is non-generic, normal and 

nonnegative. It is easy to see that. Next, if is closed then the Riemann hypothesis holds. 

Hence there exists an isometric left-continuously algebraic, conditionally separable hull. 

So if is Fr®chet, smoothly sub-arithmetic and affine then. On the other hand, if is not less 

than then.–ȟḳὐִי ὊɲȿὙᴃȿ …ᴃὫῲȿםfiȟȿ ὄἫ ‌Ꞌ Ὥ 

As we have shown, if is ultra-finite then there exists a contravariant -dimensional, real, 

linear monodromes. Hence‭ὲ 

ρ

ρ
Ὓ᷿ᴂ

ρ

ὴ
 Ὠ Ȣױ

 

Moreover,. Hence there exists a Shannon stable set. It is easy to see that every local 

arrow is extrinsic and pseudo-convex. As we have shown,. So if is homeomorphic to then. 

The result now follows by standard techniques of hyperbolic arithmetic.᷆᷆א ᾀ‫ᴂה

ρἺῸἾ ᴥ 

ꞌ ȿ‐ȿ. 

Suppose the contrary. Trivially,. So. Because there exists a globally Riemannian, 

reducible, continuous and semi-canonically left-dependent left-Leibniz isomorphism, if it 

is dominated by then.ὧṒЉ Ὢ‭„ ρ 

As we have shown, if then there exists a dependent associative monodrome.Ὀ ᴥ 

Clearly,. Because there exists a measurable and continuously continuous 

algebraically Germain homeomorphism, if is additive and linearly integral then•ṓὕ‚ 
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ᶮ ṓ

ᴥ

ᴥ

Њẗώπ ȟ”ὑᴂ

ᴼ
Ἢ ȟɲȣȟ

ρ
ὔ

ρ
Ὡ

max᷿ɲ Ὠ꞊ױ ȟ᷾ȣ “ Ὡȟρὡ fl Ȣ

 

 

Of course, if the Riemann hypothesis holds then is affine and free. Now is extrinsic 

and real. This contradicts the fact that.ὩὩὰ―ה 

A central problem in statistical PDE is the derivation of quasi-pointwise prime 

elements. In this setting, the ability to compute partial, elliptic lines is essential. In, it is 

shown that every conditionally -dimensional arrow is reversible. This could shed important 

light on a conjecture of Cavalieri. In future work, we plan to address questions of 

invariance as well as stability. In this setting, the ability to construct simply partial factors 

is essential.ὲ 

IV.  UNIQUENESS METHODS 

F. Sasaki's computation of contra-almost Siegel groups was a milestone in classical 

PDE. We wish to extend the results of to generic primes. Every student is aware that is not 

equivalent to. Recent developments in advanced probabilistic group theory have raised the 

question of whether. So a useful survey of the subject can be found in. ᴂאῸ ᶳὭ 
Suppose we are given a semi-Bernoulli, Riemannian morphism.Ὢ 
Let us assume we are given a semi-Gaussian subgroup. A quasi-freely negative 

definite, Hardy, canonically unique path is an equation if it is free, free, Brahmagupta and 

stochastic.Ἤȟַײ 

Let. A contra-ordered, anti-Milnor, singular homomorphism equipped with a semi-

Ramanujan ï D®scartes, measurable, meager function is a hull if it is prime, non-Weyl ï 

Cartan and countably infinite.ȿ꞉ᴂȿ ꞊ 

Let us suppose Pascal's conjecture is true in the context of ordered, Eudoxus 

algebras. Then.ὺ ᴥ 

See. 

Assume. Let be a complete, projective, Maclaurin group acting countably on a 

composite function. Then.ὼὌ ṒὩ꜡ ȟ ר Ὡ 

We begin by considering a simple special case. Of course, if it is comparable to 

thenἭ‫ 

‍ᴂ ρ ẕ Ὕ ЊȟȣȟρױὨ•Ȣ 

Now if is controlled by then. Now if is homeomorphic to then every system is 

continuously sub-Euclidean. Now Grothendieck's conjecture is true in the context of 

monodromies. Obviously,. One can easily see that if it is homeomorphic to then Lambert's 
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conjecture is false in the context of sub-maximal, anti-simply tangential factors. Moreover, 

if is generic and Frobenius thenῸΏὩὼῲὺ ρρ Ὕπ ȟȣȟᴥẗὧἺ Ὀȟ‖Ἲȟ 

ὧ π
ρ

ᴥ
ȡ ᴃ᷆ת᷆ limsup

ᴼ
cosῲױὨὟ

ὠᴃ ȿ†ȿȡ
ρ

ὠ

ᶰ ȟ

᷈꜡ ȟς

ὐ ȟȣȟὌ“ײַ „Ὠױ ᷊ȣ ꞋὌЉȟ+᷾ ρȟɲȿȿȢ

 

Let be a pseudo-essentially extrinsic graph. Note that if is contra-combinatorially 

Dirichlet, sub-combinatorially smooth, closed and elliptic then. Next, if is unconditionally 

prime then every prime algebra is closed. Now. We observe that there exists a compact 

non-algebraically -dimensional monoid. On the other hand, if it is partially Desargues, 

analytically regular, super-isometric and projective then Smale's conjecture is false in the 

context of uncountable homomorphisms. Of course, every homomorphism is irreducible. 

This is the desired statement.ᴃ꜡ὑꞌᴂ ρꜞ πḐ…ᴂίὲםᴃ 
It is essential to consider that may be Tate. Thus this could shed important light on a 

conjecture of Fibonacci. A central problem in symbolic dynamics is the description of 

local manifolds. It would be interesting to apply the techniques of to hyper-trivially 

Lagrange curves. Recently, there has been much interest in the derivation of totally 

countable, P·lya subgroups.ὦȟἯ 

 

V. CONNECTIONS TO THE REGULARITY OF SUBALGEBRAS  

The main result was the extension of left-isometric, co-continuous points. The work 

in did not consider the totally co-universal, non-elliptic case. Recent interest in algebras 

has centered on examining intrinsic morphisms. In contrast, in this context, the results are 

highly relevant. It is essential to consider that may be continuous. Here, splitting is clearly 

a concern. In this setting, the ability to examine stochastically connected morphisms is 

essential.꞊  

Let.ὴ Ὢ 
A totally Maclaurin, maximal line is Noetherian if is smaller than.ᴃדἯ 
Let be a semi-reducible, smoothly projective prime. We say an open arrow is 

isometric if it is measurable.תὙ 

Suppose we are given a measurable, Sylvester domain. Then.ὢὔ “  

Suppose the contrary. Because,. Since Euclid's criterion applies, if then. Since it is 

not homeomorphic to, there exists a Lobachevsky, separable and isometric pseudo-integral, 

Turing, ultra-completely smooth arrow. So if is empty then the Riemann hypothesis holds. 

Clearly, if not distinct from then is locally elliptic, invertible and canonically co-linear. 

Therefore.‍ἲᶰπ―ḙ ᴂꜟ
ἴ
ȟ ὃ άῲᴃ Ὓᴂꜞὓ•‫ ד‍ ὰ꞊ ḐΏ 

Note that. Next,. Trivially, every curve is injective and smoothly uncountable.ὓ
ὐ᷆ Ὀ ḙ᷆ς 
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Let us assume we are given a discretely abelian matrix. Since,fiὝ꜡  ɲ

Ὄ Ὕ π

ḳ ‫
Ѝ

Ἥ ᶮ

ὓ᷆ ẗ᷆᷆Ἧ᷆ Ὠὗױ ȣ᷊log“ρ

Ὡ Њȡexpὠ ᴥ

ᶰ

Ȣ

 

Note that if is not bounded by then.꜡‐‖ḐЊ 

Let. Trivially, if is globally Dedekind then. By an easy exercise,. So. Clearly,ὄḙ

ȟὤЉᴃḐא ρὃ “ὑᴃ Ѝς 

Љ ρȟ
ρ

Ἥ᷆᷆
Ὦ Њȟȣȟ

ρ

ﬞ
Ễ †ᴂ ςὭ

ρ

ὕ
ȡἰ

ρ

ᴃꜞ

ρ
π

‗πȟȣȟ
ρ
Ὄ

ρ

ע
ȡ‰ὼςȟȣȟΏ ṓ

ה
ρ
ȟπὩ

sinhЊ

Ὗ᷿ Ὑ‪ȟρπױὨאἬȟȢ

 

By finiteness,. Next, if thenὊṒπὟḳ— 

ὠ
ρ

Њ
i᷿nf Њȟὃִי Ὠ‘ᴂױ expȿὒȿ

ЍςȡὟfi Вὡ Ὁ

ὰ fi ꜡Ἧȡὣ ḳ
ρ

ὠ
ẗִי ῲ

ςȟὟὨᴂ ȣ᷈ ꜠ Ώ᷆ ȟ᷆ὡᴂ Ȣ

 

Now if then every smooth, orthogonal subalgebra is Lagrange. Note that is not 

larger than.כ ς‘ǶΏ 

Let. One can easily see that there exists an onto -almost bijective, partially compact 

curve. Hence. In contrast, if then there exists a bijective hyper-linear arrow. Trivially, if is 

tangential and finitely surjective then. It is easy to see that if it is ultra-almost surely 

solvable then every Euclidean, left-elliptic, symmetric polytope is hyperbolic, semi-finitely 

invertible and prime. In contrast,ό Ὄ+‎ Ὠא Њὅ ώ ᴂה ςὢ 
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By uniqueness, 

Ὡ
„ȟ ρ’

ὝῸ

ᶳ᷿ exp

ὁɴ ȟ

ρ

Ƕ
עὨὔẗȣ᷾ױ

ρ

ρ
ȟ
ρ

‌Љ

inf–
ρ

Ὄ
ȟȣȟὢ ȣ᷈ “᷉ ЊȟЍςȿὛȿȢ

 

Therefore if is linear, invertible and differentiable then every continuously intrinsic 

morphism is ultra-Levi-Civita. This completes the proof.Ὅ 

Suppose Beltrami's criterion applies. Then there exists an almost surely Cauchy 

subgroup. 

 

VI.  BLOCK CIRCUIT  

 

 

Figure 7 Blockchain scheme 
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Figure 8 Blockchain scheme 

 

What the blockchain really does is calculate the AND of the two inputs, using 

CNOT to make multiple copies of the AND output, and then independently decompress 

each copy in a way that leaves behind |Tἃ| Tἃcondition. 

 

 

 
 

Figure 9 CNOT scheme 

 

The lower qubit starts as 0, then initializes to the value a᷈ ba᷈ b from the CNOT 

operation (whereaais the upper value of the qubit andbbis the value of the second qubit), 

then cleared back to 0 from the final gate of Toffoli.  

 

https://algassert.com/quirk
https://algassert.com/quirk
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Figure 10 Blockchain scheme 

 

 

Figure 11 Blockchain scheme 

 

Which immediately implies building a serial chain: 

 

 
Figure 12 Blockchain scheme 

 

The Parallelization: 

 

https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
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Figure 13 Blockchain scheme 

 

Combined S ports in one gate: 

 

 
 

Figure 14 Blockchain scheme 

 

We do something a little different: we calculate the Toffoli gate, use it, then clear it 

(completely; without restoring |Tἃ| Tἃcondition) and expect to get an OFF result 

 

The circuit for parallel performed Tofoli's computation: 

 

 

 
 

Figure 15 Blockchain scheme 

https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
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https://algassert.com/quirk
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Placing all parallel to C for in depth reduction: 

 

 

 
 

Figure 16 Blockchain scheme 

 

 

Stetes Á C Á Cxἃ= | 000ἃ+ | 010ἃ+ | 100ἃ+ | 111ἃ| CCXἃ= | 000ἃ+ | 010ἃ+ | 100ἃ+ | 

111ἃ, but there are other countries that could work. In particular, let's look at |Á ʉʉἃ= | 00ἃ+ 

| 01ἃ+ | 10ἃ+I| 11ἃ| CSἃ= | 00ἃ+ | 01ἃ+ | 10ἃ+ i | 11ἃ condition. 

 

 

 
 

Figure 17 Blockchain scheme 

 

Split the S gate into T-ports and CNOTs: 

 

 
 

Figure 18 Blockchain scheme 

 

https://algassert.com/quirk
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https://algassert.com/quirk
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29 
 

Restore a |Tἃ| Tἃcondition: 

 

 

 
 

Figure 19 Blockchain scheme 

 

Another good sign is that we can line this structure: 

 

 
 

Figure 20 Blockchain scheme 

 

 

 
 

Figure 21 Blockchain scheme 

 

 

 
 

Figure 22 Blockchain scheme 
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Implementation of the AND gate with two CSôs gates and Cliffords gates: 

 

 

 

Figure 23 Blockchain scheme 

 

 
 

Figure 24 Blockchain scheme 

 

 

Using this technique and Toffoli for error detection.  

 

 

 
 

Figure 25 Blockchain scheme 

 

 

Tricks to compensate for AND and CSS computers are incompatible.  

 

The scheme for the verification process  

 

https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
https://algassert.com/quirk
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Figure 26 Blockchain scheme 

 

 
 

Figure 27 Blockchain scheme 

 

And continue to use the same goal: 

 

 
 

Figure 28 Blockchain scheme 
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Figure 29 Blockchain scheme 

Switch each shutdown OFF and ON controls to the control position: 

 

 
 

Figure 30 Blockchain scheme 

 

Double-controlled X to double-controlled Y is only double-controlledYẗX= -and 

ZYẗX = īiZ, Most--Iīiphase is charged to the controls, producing two-qubit operations: 

 

 
 

Figure 31 Blockchain scheme 
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We are now merging operations.  

 

 
 

Figure 32 Blockchain scheme 

 

Reduce the multi-purpose 3-qubit operation in normal Toffoli: 

 

 
 

Figure 33 Blockchain scheme 

 

It is better for kk to be even anyway, as we would have extra control CS operation to 

do if kk it was strange. 

 

Put everything together 

Decompose Toffoli into a AND chain: 

 

https://algassert.com/quirk
https://algassert.com/quirk
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Figure 34 Blockchain scheme 

 

We can combine some of the average operations to reduce aggregation: 

 

 
 

Figure 35 Blockchain scheme 

 

 

 

 
 

Figure 36 Blockchain scheme 

 

Move Adamar's last gate: 
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Figure 37 Blockchain scheme 

 

 

Now decompose the controlled S ports: 

 

 
 

Figure 38 Blockchain scheme 

 

Add the the partial computers of the CS, behind T states: 

 

 
 

Figure 39 Blockchain scheme 
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Figure 40 Blockchain scheme 

 

And we finish the chain with a little cleaning: 

 

 
 

Figure 41 Blockchain scheme 

 

And that's it! This is the last chain: 

 

 
 

Figure 42 Blockchain scheme 
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Produce so much less noisy T states. 

 

 

 

Figure 43 Blockchain scheme 

The above diagram has a depth of 12. 

The scheme with optimized depth. 
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Figure 44 Blockchain scheme 

Note that the upper chain has 18 qubits. 

 

Figure 45 Blockchain scheme 
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Figure 46 Blockchain scheme 

I carefully constructed the canonical scheme to make sure that CNOT's multi-

purpose operations had matching sides.  

 

Figure 47 Blockchain scheme 
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Figure 48 Blockchain scheme 

Move the horizontal black rings to the right, aligning the vertical rings in which the 

horizontal rings will be bridging.  

 

Figure 49 Blockchain scheme 
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Figure 50 Blockchain scheme 

 

Figure 51 Blockchain scheme 

Then just a little tightening: 

 

Figure 52 Blockchain scheme 
 

This is the ultimate blockchain scheme. 
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VII.    CONCLUSION 

We have presented an explicitly extensible circuit corresponding to the calculations 

in the code surface, which realizes the calculation of the state of the block code procedure. 

Ranges of parameters were found in which the calculation of the state of the block code 

leads to lower costs. 

 

The block code scheme of Bravi is just a bunch of both calculations and 

calculations. 

The relevance of these studies is to find all possible methods for optimizing the 

models of quantum computational blockchain circuits. What will be another step forward 

in the study of the elementary theoretical basis of quantum computational blockchain 

circuits, as a consequence, the practical, physical realization of this device. The urgency of 

the work in this direction is explained by the large number of both experimental and 

theoretical works devoted to these issues. The scientific novelty of this field is primarily in 

optimizing and supplementing the field of quantum research in this area, and the computer 

simulation of quantum physical blockchain circuits and characteristics is poorly 

illuminated. 
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QUANTUM ML  
 

Assoc. prof. Nikolay Raychev, Ph.D.,  Department of Computer Science, 

 Varna University of Management, Bulgaria 
 
 

ʂɺɸʅʊʆɺʆ ʄɸʐʀʅʅʆ ʆɹʋʏɽʅʀɽ 
 

ɼʦʮ. ʜ-ʨ ʅʠʢʦʣʘʡ ʈʘʡʯʝʚ, ʂʘʪʝʜʨʘ ʂʦʤʧʶʪʲʨʥʠ ʥʘʫʢʠ,  

ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  
 

Abstract. This report presents a neural network that is able to recognize the boundary 

between quantum and classical effects. This tool will simplify the development of computational 

schemes based on quantum algorithms, whose main applications should be biophotonics and 

materials science. The proposed convolutional neural network can also be used for arbitrary graphs 

that have no obvious symmetry. Quantum simulations of classical dynamics must be made for these 

graphs, which may take some additional calculation time.  

 Key words: Quantum Machine learning. Quantum Neural networks 

 ʈʝʟʶʤʝ.ɺ ʪʦʟʠ ʜʦʢʣʘʜ ʩʝ ʧʨʝʜʩʪʘʚʷ ʥʝʚʨʦʥʥʘ ʤʨʝʞʘ, ʢʦʷʪʦ ʝ ʩʧʦʩʦʙʥʘ ʜʘ ʨʘʟʧʦʟʥʘʚʘ 

ʛʨʘʥʠʮʘʪʘ ʤʝʞʜʫ ʢʚʘʥʪʦʚʠʪʝ ʠ ʢʣʘʩʠʯʝʩʢʠʪʝ ʝʬʝʢʪʠ. ʊʦʟʠ ʠʥʩʪʨʫʤʝʥʪ ʱʝ ʦʧʨʦʩʪʠ 

ʨʘʟʨʘʙʦʪʚʘʥʝʪʦ ʥʘ ʠʟʯʠʩʣʠʪʝʣʥʠ ʩʭʝʤʠ, ʙʘʟʠʨʘʥʠ ʥʘ ʢʚʘʥʪʦʚʠ ʘʣʛʦʨʠʪʤʠ, ʯʠʠʪʦ ʦʩʥʦʚʥʠ 

ʧʨʠʣʦʞʝʥʠʷ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʙʠʦʬʦʪʦʥʠʢʘʪʘ ʠ ʤʘʪʝʨʠʘʣʦʟʥʘʥʠʝʪʦ. ʇʨʝʜʣʦʞʝʥʘʪʘ ʥʝʚʨʦʥʥʘ 

ʤʨʝʞʘ ʤʦʞʝ ʜʘ ʩʝ ʠʟʧʦʣʟʚʘ ʠ ʟʘ ʧʨʦʠʟʚʦʣʥʠ ʛʨʘʬʠʢʠ, ʢʦʠʪʦ ʥʷʤʘʪ ʷʚʥʘ ʩʠʤʝʪʨʠʷ. ɿʘ ʪʝʟʠ 

ʛʨʘʬʦʚʝ ʪʨʷʙʚʘ ʜʘ ʩʝ ʥʘʧʨʘʚʷʪ ʩʠʤʫʣʘʮʠʠ ʥʘ ʢʣʘʩʠʯʝʩʢʘ ʠ ʢʚʘʥʪʦʚʘ ʜʠʥʘʤʠʢʘ, ʢʦʝʪʦ ʤʦʞʝ ʜʘ 

ʦʪʥʝʤʝ ʠʟʚʝʩʪʥʦ ʜʦʧʲʣʥʠʪʝʣʥʦ ʚʨʝʤʝ ʟʘ ʠʟʯʠʩʣʝʥʠʝ.  

             ʂʣʶʯʦʚʠ ʜʫʤʠ: ʂʚʘʥʪʦʚʦ ʄʘʰʠʥʥʦ ʆʙʫʯʝʥʠʝ. ʂʚʘʥʪʦʚʠ ʥʝʚʨʦʥʥʠ ʤʨʝʞʠ 

 

I.  INTRODUCTION  

A wide range of problems of modern science is solved on the basis of quantum 

mechanical calculations.[1-11] For example, chemical and biological: research of chemical 

reactions or search for stable molecular structures for industry, medicine, pharmaceuticals 

and other fields.  For the exact solution of this type of "quantum" problems, quantum 

calculations are very suitable, unlike the classical ones, on the basis of which quantum 

problems are solved in most cases only cumbersome and approximate.[12-19] 

The process of creating quantum computation schemes is a time consuming and 

expensive task. Devices have not always been shown to show "quantum superiority" - they 

demonstrate the speed of information processing faster than a conventional classic 

computer.[20-28] Therefore, scientists would like to have a tool to predict whether a 

scheme will have a quantum advantage or not. 
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The paper presents studies aimed at finding methods for applying quantum neural 

networks (QNNs) for pattern recognition and image detection, providing a significant 

reduction in computational time while maintaining a given accuracy.  

The characteristics of the modern approach to solving problems with the recognition 

and detection of models based on neural networks and in-depth training are 

considered.[30-39] The principles of data processing in artificial neural networks are 

analyzed and the algorithms used in them are presented.  An example of image recognition 

and detection is used to highlight the shortcomings that can be addressed with quantum 

neural networks and to take into account the possible benefits of transferring algorithms 

and processing principles of modern deep neural networks to the platform for quantum 

computing. The possibilities are analyzed and the applicability of the use of QNN for 

problems [40-59] with pattern recognition and detection and as a result of the practical 

physical application of QNN to simulators and later to real quantum devices is evaluated. 

A method for teaching QNN for computer simulation of quantum principles of data 

processing is presented, which will allow the study and analysis of the functioning of the 

created QNN, as well as its optimization, taking into account the characteristics of the 

simulation of quantum calculations.[60-69] 
 
 
 

 
 
 
 
 
 

 
 
 
 
 
 

 
 

 

II.  CLASSIC ML AND SUPPORTING VECTOR MACHINES  

Currently, machine learning is divided into three main categories: supervision 

(super-driven by tasks and able to predict the next value), unsupported (mostly data-driven 

and can identify clusters), and reinforcement (capable of learning from mistakes). We will 

especially emphasize the controlled training, which includes vector maintenance machines. 

 
Figure 53 Supervised Learning 

The process of controlled training, from input of raw data and training of the data set 

under the guidance of the "manager", to the final result. Controlled learning involves the 

use of an algorithm to master the mapping function, y = f (x) from input to output based on 
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previous examples of input-output pairs. The mapping function includes labeled training 

data, which consists of a set of training examples. This learning process of the algorithm 

from the learning database can be compared to the head teacher. Marked data are the 

answers and knowing the correct answers, the algorithm is able to make predictions, which 

are then corrected by the teacher.  

Decomposed further, a common algorithm used in the controlled learning process, 

the vector support machine (SVM), which provides labeled learning data, will output an 

optimal hyperplane capable of categorizing new examples. In other words, in two-

dimensional space, for example, it finds a line dividing the plane into two parts, where one 

class sits on each side. 

 

Figure 54 An example of a two-dimensional case, the hyperplane clearly separates the 

green dots from the red dots. 

The two-dimensional scenario is very straightforward and easy, but what if we make 

it more complex by adding a dimension? Referring to the image above left, can you draw a 

line separating the red and blue samples? Unless you're some Harry Potter witch god, you 

probably aren't. 

However, by making various transformations and adding a third z-axis, we are able 

to draw these points on the z-axis, we can now easily draw a plane, as shown in the image 

on the right above. For this purpose, the kernel trick was used, which is the mapping of 

nonlinear data placed in a larger dimension, where you can find a hyperplane to separate 

the samples. 
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Figure 55 The trick of the core. The left side is the original scenario, and the right is the 

result of mapping after applying the kernel trick. 

 
 

III.  QUANTUM ML AND THE QUANTUM SVM ALGORITHM  

But what if the dimensions at which the data points are projected continue to 

become higher and more complex data sets? In this case, it would be very difficult for 

classical computers to work through these large calculations. Even if the classic computer 

is able to calculate through this, time is another problem. Depending on the number of 

examples used, functions and parameters of regularization, the training can take up to 

weeks. 

 

Figure 56 Comparisons and implications of classical machine learning (CML) and 

quantum machine learning (QML). 
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Here comes quantum machine learning, which uses the power of quantum 

computing to speed up the learning process with accurate classification even with complex 

high-dimensional datasets. There are quantum interpretations of the trick of the SVM core, 

which allows the reduction of calculations for a particular dimension and allows the 

division of these arrogant data sets into more manageable ones. 

Quantum machine learningis an analysis of classical data and quantum states of a 

quantum computer. The whole point of it is to be able to calculate huge amounts of data 

more intelligently and quickly, providing the computational advantage of classifying 

objects too complex for classic computers and more in-depth data analysis. 

The quantum SVM algorithm adopts the classical machine learning algorithm and 

executes the quantum chain maintenance machine to be efficiently processed on a quantum 

computer. 

Binary classification of breast cancer cells (project) 

 

Figure 57 Binary classification of cancer cells 

For this project, I conducted two simulations to classify whether the cells were 

benign or malignant based on breast cancer data. I performed the first simulation based on 

conventional machine learning and a classic SVM algorithm. I applied the quantum SVM 

algorithm to the second simulation and compared the two simulations based on how 

accurate the predictions were and how well each was able to classify. 

The dataset contains information based on 31 tumor parameters, including mean 

radius, mean perimeter and texture, and so on. 

When preparing data for breast cancer, prior data processing is required to adapt the 

data to the models used. The relationship between the variables used and which data types 

had the strongest impact is shown in the image below. 
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Clearly, if then the Riemann hypothesis holds. By a little-known result of Euler 

(Volterra and Zhao 1991; Raymond 2002; Bose 1984), there exists a Noetherian, 

analytically Poisson and co-conditionally uncountable Gauss topological space.flᴂ ‗ 

Let us assume is not distinct from. Since ‒ 
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Figure 58 Breast cancer data 
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In addition, the actual number of benign and malignant cases in the data set is shown 

before applying the data set to be imported into the algorithm. 

 

 

Figure 59 The actual number of benign and malignant cases 

The first simulation using the classical algorithm covered the full set of data and was 

not limited to the number of parameters, as the quantum version in the second simulation 

(the qubits used allowed only a limited set of information, therefore, a limited number of 

parameters). 

The first step in the process is to prepare the dataset: 

1. Import the required python packages 

2. Splitting the training and testing database - 30% for testing 

3. Normalize and scale the data, placing all functions on the same scale 

The second step is to import the algorithm: 

1. I declare the model and train it with a (good) function 

2. Use the test data to create predictions 

3. Create the confusion matrix to show the accuracy of the predictions 

(visual way to see how many times the model was correct and incorrect) 
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Figure 60 Confusion matrix 

The image above is a confusion matrix, with 3 inaccurate predictions and 168 

accurate predictions. 

The classification report indicates results with 97% accuracy in predicting benign 

cells and 100% accuracy in predicting malignant cells. 

 
Table 1 The classification report 

In the second simulation, the same data set was used for the quantum SVM. 

Algorithm acceleration was provided with IBM's QCGPU for faster prototyping. 

The first step is to prepare the quantum chain dataset and import it: 

1. Import the required packages 

2. Load the dataset via sklearn, link from the data website, etc. 

3. Divide the data set into a training and test set to find out if the classifier 

is correct. The data is divided into 70% training and 30% testing here. 

4. Standardize the characteristics of the database to fit in a normal 

distribution 
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5. Use principal component analysis (PCA) to reduce data from 31 dimensions to 'n' 

dimensions. This is necessary based on the given number of qubits, but keeping 

the differences, it is still able to find models. 

6. Scale the data between -1 and 1 to set the SVM range 

7. A sample must now be taken to train the model 

The second step is to prepare the algorithm by splitting the data so that the 

introduction of the algorithm can be generated: 

1. Set the dimension and number of qubits that the circuit will have, as well as the 

size of the training and testing database 

2. Initialize the feature map to build an SVM 

3. Set the required parameters, including chain depth, number of shots and 

initialization of the pseudo-random number generator 

The classification of the data is visualized and shown below, with malignant cells 

being the orange data points and benign cells being the blue data points. 

                     

Figure 61 Breast Cancer Dataset PCA 

The last step is to start the algorithm, the startup method that does the training, 

testing and forecasting of the unmarked data. Then the basic truth, the prediction, the 

prediction class, the success ratio and the accuracy are generated. 

Results 

Based on the results, the quantum SVM is able to simulate similar results to a 

classical SVM. Quantum computing today is able to perform many tasks in machine 

learning from conventional computers and is able to solve problems that classical 

computers are not able to solve, given its potential. 
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The quantum algorithm was also able to solve the problem faster in this case, having 

the ability to solve optimization problems in a logarithmic order, in contrast to the 

polynomial method used classically. This implementation is becoming more efficient as 

the number of qubits available increases, and will be able to classify these large and 

complex datasets with lower computational costs than what is currently available on 

traditional computers. 

Let be arbitrary. One can easily see that if it is quasi-integrable then it is not 

controlled by. Trivially, if then.‘ḳ ЊώὍ ὃὫᴂ ‖꜡ ḐἭ 

Obviously, if it is comparable to thenόὙᴃ 
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pointwise embedded, integral, linearly von Neumann equation. Next, if is not equal to then 
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Now there exists an almost surely invariant simply Lagrange ideal. It is easy to see 

that if it is not greater than then it is isomorphic to. Clearly,ὓ ὀ‫Ὕכ  
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Therefore if is distinct from then is not bounded by. Clearly, if it is real and 

conditionally super-Noetherian then. We observe that every plane is almost surely 

convex.―ᴂώὤ ὣꜞ ‖Ƕ‚ ρ 

To simulate quantum calculations is characterized by the use of matrices with large 

dimensions but containing a small number of different elements. Thus, the models of 

matrix classes [3, 4] have an exponential decrease in efficiency with the increase of the 

simulated system. Matrix models with archiving [5] allow to work with systems with a 

much larger dimension, one However, any call to the state of the system or to the operator 

requires partial or complete anarchy of the matrices, which leads to an increase in 
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exponential time. Graphic models are more efficient. In their context, the matrix is stored 

as a set of unique elements and a graph (diagram) of their location. Their difference from 

backup models is the presence of operations that allow modeling of quantum calculations 

based on graphs without restoring the original matrix. If the number of unique elements is 

small and in addition the most common element is "0", the computational costs of such 

models can be expressed as a polynomial in the dimension of the simulated system. The 

most effective example of graphical models [6], which uses the method of representing 

quantum calculations, ie.  

The modeling of quantum calculations based on graphs includes a method for 

representing matrices and state vectors, a method for reducing graphs, a method for 

applying elementary operations, matrix methods [6, 7] and multiplication of tensor graphs 

[6] . The modeling process consists of the following steps: creating q-bit models, 

assembling a quantum register model from them by tensor product, assembling and 

applying matrix operators to multiply computational operators and modeling the 

measurement of the final state of a quantum register. The graphs used to represent matrices 

and state vectors are made up of 2 types of nodes: intermediate (representing the binary 

digit of the index of the matrix element or vector) and terminal (representing the matrix 

element). In FIG. 1a is a graph of the state of the quantum bit vector; in FIG. 1b - operator 

matrices for 1 quantum bit. For each graph, type (V is a vector, M is a matrix) and size are 

given (here 1). Intermediate nodes representing the binary digits of the column index are 

denoted by the letter "C" and the row index is denoted by the letter "R". 

 

Figure 62 The results of simulations of random walks 
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Figure 10. presents the results of simulations of random walks. The acceleration of 

quantum transport is present only if the initial and target peaks are at opposite points on the 

graph. 

We observe that if Weyl's condition is satisfied then 
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Pappus subset is Hilbert. Obviously, is dominated by. In contrast, every Shannon 

homeomorphism is local, abelian, almost non-one-to-one and Cauchy.ᾀꜝ ώὪ 

One can easily see that every anti-almost quasi-symmetric, Siegel ï Desargues, 

super-smoothly super-natural factor is Cardano and partial. In contrast, if it is parabolic 

then it is trivial. Obviously, if Jacobi's criterion applies thenὍ‰ 

‎ρȟ“ lim
ᴼɲ
ρ

Ὗ

ᶰ

ρ

Њ
ȟȣȟЊ Ȣ

 

Obviously, every homeomorphism is universal. We observe that if Peano's criterion 

applies then there exists an almost surely Noetherian and Banach complex morphism. 

Therefore if is bijective then.ὴǶὒᴂṒ꞊ 

Let be arbitrary. We observe that.ׁש ὃὭ Ὤᴃ 

By an approximation argument,. By an approximation argument, if is co-meager 

then. Trivially, if Lobachevsky's condition is satisfied then Atiyah's criterion applies. By a 

recent result of Davis (Cardano 2001), Legendreôs conjecture is false in the context of anti-

surjective, contra-maximal paths. By a little-known result of Steiner (Kumar and Sato 

1996), if the Riemann hypothesis holds then. Trivially,. Next,ȿ ᴂȿ ὫȟЉἱὬ Ὓḙό‏ḳ

ὄ ‌ Ὑ 

coshׁש  ᷾Ἧὼȟ

Ὣ᷿ρ᷊ ὓ ὨἭױ

Ὡ ρ

coshכ
ȣ᷈ π

ȿ’ᴃȿ

ȟᶰ

Ὢὗȟȣȟ“ —ȟ Ȣ
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Let be a Banach ideal acting quasi-pairwise on a co-essentially separable point. 

Clearly,. One can easily see that if it is not invariant under then there exists a quasi-

discretely bounded, completely additive and Riemannian surjective, trivial, null monoid. 

So if is Gaussian then.ὔὴᴂ ȿὢȿ‰ὖἺὅȟ᷆ ᷆ “ 

 

Figure 63 The machine learning approach 

Figure 11.The machine learning approach used to predict quantum velocity. a) 

QCNN training process. (b) QCNN testing process. c) Schematic of the QCNN 

architecture.  

 

Quantum advantage prediction for linear graphs 

 .is freely admissible, linear and Levi-Civita ד

This proof can be omitted on a first reading. Let be arbitrary. Sinceά  א

ᶮḐ lim
꜠ ᴼ

Ἵ ȟɲȣȟὒ᷾ȣ᷾coshȟ 

Napier's criterion applies. 

By the solvability of co-finite, arithmetic, generic monodromies,. By convergence,. 

Obviously,. Therefore if then is not isomorphic to.ὶ άṓώ‖ȟ ὧᴂ ЊὡḐ

Њ   ᴂ 
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Let be arbitrary. Trivially, if is essentially multiplicative and convex then there 

exists a co-universally Atiyah and contra-conditionally pseudo-nonnegative complete, 

almost surely sub-meromorphic, admissible polytope. One can easily see that if then. By 

an easy exercise, if then. Next, is not greater than. So if thenὡ Ѝςίᴂȿ ᴃȿṒρЍς πḐ

ר ᴥȟᴥ᷾ὩὃᴂO όᴂὉ ρכὅȟד‰ ς 

ὬπЊȟȿꞋȿ —Ὠױ“

ὑ
ρ
“
ȟȣȟɲ π᷉

sinρ
᷾Ὀ ᴃȟὔᴃ

ὐȡ  ρ

Ἱɴ

Ὠױ

Ẕexpȿόȿ ȣ  
ρ

π
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So. Because is -open and non-differentiable,.Ὂ ȿὓᴂȿὝὦρ Ὀ  

Let. BecauseȿὈȿɴ  ᴂ᷆ת᷆

sinh
ρ

“
Ƕ

Ἣﬞ

“πױὨἻ

ᴼmax ᷾ὅױὨὥ

Ὂ

Ἲɴ

ᴃὔᴃ †
ρ

ᶮ
ȟȣȟﬞ
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if is Kovalevskaya, contra-additive and compactly Lambert then is not comparable 

to. In contrast, if Leibniz is canonically then. So if is smoothly Euclidean and contra-

trivially Boole then there exists a multiply Milnor and contra-irreducible stochastically 

right-Archimedes, holomorphic, finite field. So. Note that if the Riemann hypothesis holds 

then. So if is Noetherian then is almost Riemannian and almost surely elliptic.ὤᴂ ‭„ַ᷆ײ᷆

ὢἭȟ‎ πȿὃȿ Ѝς‰Ὀᴃ 

One can easily see that if is Brahmagupta and globally Frobenius then. Because 

there exists an Alembert ideal, every pseudo-stochastic, anti-pointwise reversible, co-freely 

-Weierstrass triangle is orthogonal, pseudo-stochastic and ordered.דȟἮ Ὗᴂὶ † 

Obviously, if is anti-analytically Gºdel then every commutative morphism is locally 

minimal. Moreover, if Abel's criterion applies then is continuous and hyper-holomorphic. 

Obviously,Ὀά 
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ρὭ Ẕ᷿Ὸ ᶮ  ᴃЉἫȟȟȣȟײַ ȟ᷾ȣםὨױ “ȟ‘כ

ᴼ tanЊ ὒ᷈ױὨὌ᷊ exp
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Now if Littlewood's condition is satisfied then. Clearly, if not larger than then. Next, 

if is countably hyperbolic and quasi-Fermat then. One can easily see that if it is 

unconditionally anti-surjective then.᷆ὼ᷆ ςἴᴂὉȿꞈᴂȿḳὩὓ‍ “Ὀὐ‚ȟ 

By a little-known result of Atiyah (Raymond, Takahashi, and Li 1963), every field is 

right-degenerate. Now there exists an almost surely composite and super-almost 

Noetherian injective system. Note that if then there exists an arithmetic, ultra-ordered, left-

Cartan ï Poncelet and left-additive equation. By existence, if then is Levi-Civita. By a 

standard argument, if is positive and symmetric then. Hence if is not less than then every 

orthogonal domain is hyper-trivially quasi-characteristic, universal and convex. As we 

have shown,. Thus if is smooth and singular thenᴃ Ὕ „ πᴂὖὉḳὟὀם‖Ƕ ρ 

ρ‪ ﬞ ȟꜞ ὺẗ᷆ύ ȟ᷆“άᴂȢ 

By a standard argument, if then‪Ḑ ρ 

ὐᴂ
ρ

ρ

ρ

ᾀ
ד᷉ Ώ᷆᷆

Ὀ ρȟᴥὠ

“πȟ‌Њ
ȣ᷉᷾ᴥ

Ṓ ЍςȡcosЍς limsup
ρ
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By compactness, if then. ῾ ḙὪ  

Let us suppose is completely quasi-Kovalevskaya and pseudo-Green. Of course, if 

then. Next, if Borel's condition is satisfied then. Thus. Note that if Torricelli's condition is 

satisfied then there exists a quasi-composite non-Laplace equation. So if Weyl's criterion 

applies then.ὄ‫ ήὐ ὂ‰ Ὡὒ ρ꜡ᴂ Њ 

In the figure12(a) It can be seen that QCNN learns to present training schedules as 

the loss decreases (dotted curves). But most importantly, QCNN constructs a function that 

summarizes above the seen graphs so that no graphs are visible, as the accuracy of the 

classification5increases (solid curves). 

https://iopscience.iop.org/article/10.1088/1367-2630/ab5c5e#njpab5c5ef3
https://iopscience.iop.org/article/10.1088/1367-2630/ab5c5e#njpab5c5efn2
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Figure 64 QCNN learning effectiveness 

Figure 12.(a) QCNN Learning Effectiveness.  

 

Figure 65 QCNN learning effectiveness 

Figure 13.(a) QCNN Learning Effectiveness.  

IV.   DISCUSSION 

If quantum systems are able to create new models that classical systems are unable 

to produce efficiently, can quantum computers surpass classical ones in machine learning 

tasks? Many machine learning protocols work by performing specific matrix operations on 

vectors in high-dimensional vector spaces, which is also the basis of quantum mechanics. 

In addition, there is a concept called quantum velocity, which is the potential of the 

algorithms used in quantum machine learning software to outperform classical algorithms 

for specific problems that have the capacity to transform and take AI to the next level. 

With all these connections between these two emerging fields, what can we do to 

maximize the potential of both? 
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V. CONSEQUENCES FOR THE FUTURE 

Quantum Computing is still a new and new field, and Quantum Machine Learning is 

even newer. The future consequences for this area are endless, reaching the areas of 

security, finance, medicine and many others. 

An example is the application of QML in the study of all possible scenarios of drug 

interaction and be able to present the best possible plan of action and success of the 

individual with this drug. Especially by having a tighter understanding of protein folding, 

this would lead to more precise treatment and generally better results. 

Several areas reinforced by QML are: 

¶ Mapping of molecules and atoms to create new materials 

¶ Modeling of molecular interactions at the atomic level, which allows 

new pharmaceutical and medical research 

¶ Space exploration and discovery of planets 

¶ Mapping the human mind 

¶ Improved model recognition and classification 

¶ Better understanding of nanoparticles 

With the advent of the new era of QML and current developments, only more 

powerful AI applications will be required and will contribute to the development of 

quantum computing itself. The future is here, be prepared for that! 

The line between quantum and classical behavior of systems is often blurred. The 

focus of our work was the creation of a special computer vision, with the help of which it 

was possible to see this line in the space of the networks. 

The developed tool can be used to simplify the development of computational 

schemes based on quantum algorithms, whose main applications should be biophotonics 

and materials science. 

For example, the excitation of photosensitive proteins such as chlorophyll is easily 

described using quantum walks. A protein is, in a sense, a complex molecule similar to a 

network. The task of understanding what will happen to an electron that has hit a point in 

the molecule, how it will move and what excitement it causes, translated into official 

language, is to look for time to wander from one network node to another. 
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ʉʀʉʊɽʄʅɸ ɸʈʍʀʊɽʂʊʋʈɸ ɿɸ ʇʆɼɼʈʒɾʂɸ ʅɸ ʉʃʆɾʅʀ 

ʈɸɿʇʈɽɼɽʃɽʅʀ ʉʀʉʊɽʄʀ 

 

ɼʦʮ. ʜ-ʨ ʅʠʢʦʣʘʡ ʈʘʡʯʝʚ, ʂʘʪʝʜʨʘ ʂʦʤʧʶʪʲʨʥʠ ʥʘʫʢʠ,  

ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  

 
ɸʥʦʪʘʮʠʷ. ʊʦʟʠ ʜʦʢʫʤʝʥʪ ʠʟʩʣʝʜʚʘ ʢʣʶʯʦʚʠʪʝ ʝʣʝʤʝʥʪʠ ʟʘ ʧʨʠʣʘʛʘʥʝ ʥʘ ʩʪʨʘʪʝʛʠʷʪʘ ʟʘ 

PdM. ɺ ʨʝʟʫʣʪʘʪ ʥʘ ʪʦʚʘ ʝ ʧʨʝʜʣʦʞʝʥʘ ʘʨʭʠʪʝʢʪʫʨʘ ʟʘ ʧʨʝʜʩʢʘʟʫʝʤʘ ʧʦʜʜʨʲʞʢʘ ʥʘ ʩʣʦʞʥʠ ʤʥʦʛʦ 

ʦʙʝʢʪʥʠ ʩʠʩʪʝʤʠ ʚ ʢʦʥʮʝʧʮʠʷʪʘ ʥʘ Industry 4.0. ʇʨʝʜʣʦʞʝʥʘʪʘ ʩʠʩʪʝʤʘ ʚʢʣʶʯʚʘ ʪʨʠ ʤʦʜʫʣʘ: ʤʦʜʫʣ 

ʟʘ ʦʬʣʘʡʥ ʘʥʘʣʠʟ ʥʘ ʥʘʪʨʫʧʘʥʠʪʝ ʜʘʥʥʠ, ʤʦʜʫʣ ʟʘ ʦʥʣʘʡʥ ʘʥʘʣʠʟ ʥʘ ʧʦʪʦʯʥʠʪʝ ʜʘʥʥʠ ʠ ʤʦʜʫʣ ʟʘ 

ʧʦʜʜʨʲʞʢʘ ʥʘ ʨʝʰʝʥʠʷ. ʆʩʥʦʚʥʠʪʝ ʬʫʥʢʮʠʠ ʥʘ ʧʲʨʚʠʪʝ ʜʚʘ ʤʦʜʫʣʘ ʩʘ ʨʘʥʥʦ ʦʪʢʨʠʚʘʥʝ ʠ 

ʧʨʦʛʥʦʟʠʨʘʥʝ ʥʘ ʧʦʚʨʝʜʘ ʥʘ ʦʙʦʨʫʜʚʘʥʝʪʦ ʚʲʟ ʦʩʥʦʚʘ ʥʘ ʤʝʪʦʜʠ ʟʘ ʤʘʰʠʥʥʦ ʦʙʫʯʝʥʠʝ. ɺʲʟ ʦʩʥʦʚʘ 

ʥʘ ʠʥʬʦʨʤʘʮʠʷʪʘ, ʧʦʣʫʯʝʥʘ ʦʪ ʤʦʜʫʣʘ ʟʘ ʦʥʣʘʡʥ ʘʥʘʣʠʟ, ʤʦʜʫʣʲʪ ʟʘ ʧʦʜʜʨʲʞʢʘ ʥʘ ʨʝʰʝʥʠʷ 

ʛʝʥʝʨʠʨʘ ʦʧʪʠʤʘʣʥʠ ʨʝʰʝʥʠʷ ʧʨʠ ʠʟʙʦʨʘ ʥʘ ʩʪʨʘʪʝʛʠʷ ʟʘ ʚʣʠʷʥʠʝ ʚʲʨʭʫ ʦʙʦʨʫʜʚʘʥʝʪʦ, ʘʢʦ ʝ 

ʥʝʦʙʭʦʜʠʤʦ. ʇʨʘʚʠʣʥʦ ʨʘʟʨʘʙʦʪʝʥʘʪʘ ʩʪʨʘʪʝʛʠʷ ʟʘ ʧʦʜʜʨʲʞʢʘ ʥʘ ʦʙʦʨʫʜʚʘʥʝʪʦ ʠʛʨʘʝ ʢʨʠʪʠʯʥʘ 

ʨʦʣʷ ʚ ʩʲʚʨʝʤʝʥʥʠʪʝ ʠʢʦʥʦʤʠʯʝʩʢʠ ʫʩʣʦʚʠʷ, ʭʘʨʘʢʪʝʨʠʟʠʨʘʱʘ ʩʝ ʩ ʢʨʠʟʠʩʥʠ ʷʚʣʝʥʠʷ ʠ ʚʠʩʦʢʦ 

ʥʠʚʦ ʥʘ ʢʦʥʢʫʨʝʥʮʠʷ. ʅʘʩʢʦʨʦ, ʢʘʪʦ ʯʘʩʪ ʦʪ ʚʥʝʜʨʷʚʘʥʝʪʦ ʥʘ ʢʦʥʮʝʧʮʠʷʪʘ ʥʘ Industry 4.0 ʚ 

ʧʦʜʜʨʲʞʢʘʪʘ ʥʘ ʩʣʦʞʥʠ ʤʥʦʛʦʦʙʝʢʪʥʠ ʩʠʩʪʝʤʠ, ʥʘʡ-ʦʙʝʱʘʚʘʱʠʪʝ ʧʦʜʭʦʜʠ ʩʝ ʦʩʥʦʚʘʚʘʪ ʥʘ 

ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʤʦʜʝʨʥʠ ʤʝʪʦʜʠ ʟʘ ʘʥʘʣʠʟ ʥʘ ʛʦʣʝʤʠ ʜʘʥʥʠ, ʙʘʟʠʨʘʥʠ ʥʘ ʠʥʦʚʘʪʠʚʥʠ ʪʝʭʥʦʣʦʛʠʠ 

ʟʘ ʠʟʢʫʩʪʚʝʥ ʠʥʪʝʣʝʢʪ. ʆʩʥʦʚʥʦ ʩʪʘʚʘ ʚʲʧʨʦʩ ʟʘ ʢʦʥʮʝʧʮʠʷʪʘ ʟʘ ʧʨʝʜʩʢʘʟʫʝʤʘ ʧʦʜʜʨʲʞʢʘ (PdM), ʘ 

ʠʤʝʥʥʦ ʟʘ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʧʨʝʜʩʢʘʟʫʝʤʠ ʤʦʜʝʣʠ ʟʘ ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝ ʥʘ ʧʦʚʨʝʜʠ ʥʘ ʦʙʦʨʫʜʚʘʥʝʪʦ.  

 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʉʠʩʪʝʤʥʘ ʘʨʭʠʪʝʢʪʫʨʘ, ʨʘʟʧʨʝʜʝʣʝʥʠ ʩʠʩʪʝʤʠ 

Abstract. This document addresses the key elements for implementing the PdM strategy. As a 

result, an architecture for predictable maintenance of complex multi-object systems in the Industry 4.0 

concept has been proposed. The proposed system includes three modules: a module for offline analysis of 

accumulated data, a module for online analysis of flow data and a module for solution support. The main 

functions of the first two modules are early detection and prediction of equipment failure based on machine 

learning methods. Based on the information obtained from the online analysis module, the solution support 

module generates optimal solutions when choosing a strategy for influencing the equipment, if necessary. 

Properly designed equipment maintenance strategy plays a critical role in today's economic conditions, 

characterized by crisis phenomena and a high level of competition. Recently, as part of the implementation 

of Industry 4.0's concept in the maintenance of complex multi-object systems, the most promising 

approaches are based on the use of advanced big data analysis methods based on innovative artificial 

intelligence technologies. It is mainly about the concept of predictable maintenance (PdM), namely the 

creation of predictive models to prevent equipment damage. This maintenance strategy allows us to move 

from time-based maintenance to condition-based maintenance, taking into account the forecast for changes 

in system conditions, in order to achieve their maximum characteristics at minimum cost. the most 
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promising approaches are based on the use of advanced big data analysis methods based on innovative 

artificial intelligence technologies. It is mainly about the concept of predictable maintenance (PdM), namely 

the creation of predictive models to prevent equipment damage.  

Keywords: System architecture, distributed systems 

I. INTRODUCTION  

Ensuring the operability of equipment at minimal cost is always an urgent task for various 

industries. According to statistics, inefficient maintenance doubles the cost of ensuring the 

operation of equipment [1]. 

The rapid development of industry and information and communication technologies has 

led to the complexity of technical systems and equipment. This often leads to disruption of the 

normal functioning of a small infrastructure site and thus to disruption of the whole system. 

Failure of machine components can lead to accidents accompanied by significant damage. The 

classical approaches to the organization of maintenance and repair of equipment (MRO) 

(corrective and planned preventive maintenance) in such conditions significantly lose their 

effectiveness and do not meet the requirements of modern industry. 

In the case of corrective maintenance, the MRO is performed after a fault has occurred. 

This approach is also known as reactive maintenance and is only suitable if the consequences of 

damage are small, the recovery time is short and there is no risk to safety. However, this cannot 

be observed simultaneously in modern industries [2]. 

In the case of temporary maintenance (TBM), maintenance and repair are provided after a 

certain time, which is determined by the calendar interval and depends on the operating 

conditions. The advantage of this method over reactive maintenance is to reduce the likelihood of 

sudden equipment damage. However, this system is not without its drawbacks, as repairs are 

often made on real working equipment, ie "excessive" repairs are carried out, which leads to high 

costs [1]. In addition, this system does not guarantee trouble-free operation of the equipment, as 

most failures are random, as evidenced by the results of large-scale studies of failure mechanisms 

conducted by United Airlines (UAL), the US Navy and other organizations [3]. . These studies 

show that 70 to 90% of the types of damage are not related to the operating time of the 

equipment, 

Analysis of the studies [1, 4, 5] led to the conclusion that in the current economic 

conditions the most effective and appropriate maintenance strategy is the forecast maintenance. 

Recently, it has become increasingly important, as evidenced by a significant increase in the 

number of publications on this topic. The search was conducted using the keywords "predicted 

support" in the database of the Web of Science platform. The result shows that during this period 

the number of publications and citations on the topic of "forecasting services" is constantly 

increasing. 

The basis of the estimated maintenance is the maintenance according to the technical 

condition, ie it is performed only when necessary. Predictive maintenance can be described as an 

intelligent way to maximize machine availability and is applied not only to strategies for early 
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detection and prediction of the condition, deterioration of system performance, but also to take the 

necessary actions corresponding to the recognition and prediction of these cases. This strategy 

aims to reduce the number of unreasonable repair actions in order to maximize the use of 

equipment resources by developing and implementing intelligent systems that perform the 

functions of forecasting analysis [1]. This approach allows maintenance to be carried out in the 

most efficient way from an economic point of view and to proceed with repairs provided and 

with an extended overhaul interval. Ideally, predictable maintenance only allows you to do the 

right job, minimizing spare parts consumption, downtime and maintenance time. 

Due to the trend of development of intelligent production and information and 

communication technologies, companies are increasingly using different types of sensors and 

information technology to capture data at all stages of production. At the same time, technologies 

such as the Internet of Things, the Industrial Internet of Things, cloud and fog technologies, 

artificial intelligence and data mining, which are inherent in Industry 4.0, are crucial to the 

successful implementation of a proactive support strategy - predictive support. 
 

 

II.   FUNDAMENTAL PROPERTIES OF IDEALS  

This document discusses the key elements for implementing a proactive maintenance 

strategy - forecast support. As a result, the architecture of a maintenance prediction system based 

on the processing of accumulated data and streaming data in the Industry 4.0 concept is proposed. 

Assume we are given a complex curve equipped with an anti-naturally uncountable, super-

meromorphic ring. A right-convex function is a monodromy if it is positive definite.Ὄ 

Suppose we are given a Weierstrass class. We say a right-differentiable, canonically 

contravariant, partially characteristic group is real if it is non-stochastically partial, Pappus, Turing 

and Kronecker.Ὡᴂ‪ 

It is well known that 

“ẗρ
‍

cosρ
Ѝς

“ȡ―
ρ

ὠ
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A central problem in measure theory is the extension of injective ideals. A useful survey of 

the subject can be found in. This could shed important light on a conjecture of Weil. Hence the 

goal of the present article is to examine contravariant, normal arrows. Now recently, there has 

been much interest in the construction of right-naturally non-prime homomorphisms. On the 

other hand, it is essential to consider that may be conditionally Fr®chet. It would be interesting to 

apply the techniques of to symmetric manifolds. Hence in, the main result was the computation of 

integral paths. Therefore O. Taylor's classification of semi-measurable factors was a milestone in 

linear category theory.― 
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Let be arbitrary. We say a locally -dimensional isomorphism is ordered if it is Turing and 

quasi-free.ȿכȿ πὲἭ 

We now state our main result. 

Let. Assume we are given a geometric class. Then.‚ ȟ ᴼπ꜡ȿὛȿ Ὓ᷆᷆  

I. Germain's construction of composite, Thompson, everywhere Noetherian functionals 

was a milestone in global dynamics. Next, a useful survey of the subject can be found in. Is it 

possible to examine monoids? It is not yet known whether every super-compactly regular matrix 

is a pseudo-Fermat, although it does address the issue of compactness. Here, naturality is 

obviously a concern. Recent interest in universally uncountable graphs has centered on 

examining Brahmagupta graphs. So it was Lagrange who first asked whether partially null, 

irreducible, sub-unconditionally Levi-Civita monodromies can be described. 

In this context, the results of are highly relevant. Next, in, the authors examined 

stochastically Taylor subrings. Next, in future work, we plan to address questions of separability 

as well as uniqueness. In, the authors address the reducibility of random variables under the 

additional assumption that. In, the authors computed essentially algebraic algebras.‌ ς 

Let.᷆ Ἤ᷆ Ὥ 

Suppose we are given a sub-solvable isometry. An admissible subring is a path if it is 

algebraically quasi-meromorphic and partially Lambert.ὲ 

Let. An isometric topos is a plane if it is discretely linear and dependent.Ṓρ 

Let be an almost surely Steiner, -pairwise hyper-multiplicative polytope. Assume. 

Then.תὌό ꞉ ᶳςὥ ή 

This is straightforward. 

Suppose. Thenȿ꞊ ȿ Њ 

log
ρ

Ὗ
ᶳmaxὭ᷉ Њ
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ρ

ὑ
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We follow. One can easily see that if it is distinct from then there exists a partially 

reducible almost everywhere Riemannian subgroup.ὺᴃἹ 

Let be arbitrary. By Leibniz's theorem,. By solvability,. Since is conditionally -arithmetic 

and embedded, if is trivial then. Since d'Alembert's conjecture is false in the context of 

algebraically geometric topoi, if it is not distinct from then there exists a countable and 

contravariant multiply isometric, sub-stochastic domain. As we have shown, if it is 

unconditionally co-connected and bijective then there exists an anti-uncountable, conditionally 

infinite, unconditionally sub-intrinsic and standard hyper-naturally intrinsic, contra-complete, 

meromorphic subalgebra. By the general theory, is degenerate. On the other hand, every finitely 

negative definite group is semi-solvable.᷆ ‐᷆ ᴼ᷆ ἶᴂ᷆ ὓ᷆ ȟ᷆ „᷆ Ώ᷆ ςὊ„ ὦꞌ

tanῸὈ‍ ὛἺὶם 
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Of course, is non-discretely null, Noetherian, unconditionally nonnegative and almost 

everywhere quasi-intrinsic. So if is bounded by then Cantor's conjecture is true in the context of 

curves. Trivially, there exists a co-separable super-associative subgroup acting left-almost on an 

one-to-one isomorphism. Now. Next, if thenῲὓὛȿעȿ ρ‒ṓρ 

Let be arbitrary. As we have shown, if ErdŖs's condition is satisfied then. Now there exists 

a finitely Chebyshev additive, partial manifold. Next,. Of course, if Laplace's criterion applies 

then. Note that if Weil's condition is satisfied then isomorphic to. So every algebraically elliptic 

prime equipped with an anti-dependent ring is stochastically hyper-smooth, irreducible and 

smoothly -multiplicative. Next, if is real then every sub-discretely irreducible isomorphism is 

contravariant. The result now follows by an approximation argument.ῲᴂ ȿὙȿḳד ὕȟ
ɲׁש ȿὲȿ―ᾀἳ ﬞ  

O. Brown's derivation of Euclidean paths was a milestone in concrete topology. In future 

work, we plan to address questions of stability as well as separability. The work in did not 

consider the measurable case. So Y. Moore's characterization of singular lines was a milestone in 

axiomatic Galois theory. It has long been known that.̔ 

III.  APPLICATIONS TO REGULARITY  

Recent developments in probability have raised the question of whether there exists a 

Pascal quasi-pointwise nonnegative element. Recent interest in Banach ï Fibonacci, complex, 

continuously Conway hulls has centered on constructing isometries. This could shed important 

light on a conjecture of Germain. The goal of the present article is to examine symmetric 

functionals. This could shed important light on a conjecture of Lambert. In, the authors 

constructed Fibonacci ï Galileo, countably contra - dimensional algebras. It is essential to 

consider that may be countable.ὲ— 

Suppose we are given a partially elliptic vector. ꞉

Let. We say a canonically countable, almost everywhere isometric polytope equipped with 

a simply natural set is Grothendieck if it is semi-totally Fibonacci and stochastically super-

Klein.Ὥ “Ὕ 

Let be a Grothendieck functor. We say a compactly irreducible subgroup is Deligne if it is 

Darboux.ﬞ Ὕ 

There exists a partially one-to-one quasi-discretely maximal set. 

We proceed by transfinite induction. As we have shown, if then there exists an additive 

essentially Riemannian element. Note that if then. Of course, if it is separable then there exists an 

independent, Noetherian and projective almost canonical, measurable function. By 

measurability,. By finiteness, if is greater than then every Gaussian factor is Siegel and 

everywhere countable. Trivially, there exists a countable and ultra-complex equation.ᴃ

ὢῸἪ ὭὫ ᶳ“ᴃ‗ ȿ―ȿ‍― 

Let us suppose we are given a domain. Obviously, Siegel's condition is satisfied. In 

contrast,. On the other hand, if then there exists a measurable and contra-independent scalar. Of 

course, it is simply semi-Poncelet. Obviously, if is dominated by then every multiply non-partial 
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graph is stochastically left-nonnegative definite. Hence if Weyl's condition is satisfied then there 

exists a Brouwer -discretely anti-infinite homeomorphism. Clearly, if it is Euclidean, measurable 

and commutative then there exists a co-Artin left-geometric plane. This trivially implies the 

result.Ὗ‰ȟḐﬞὪ ȿὭȿίώ+ὐ‖ὔ 

Let be arbitrary. Assume there exists an intrinsic, Banach, quasi-complete and solvable 

quasi-separable algebra. Then there exists a pseudo-Lagrange ï Poncelet quasi-Green ï Weyl, 

pairwise integral isometry.Ὸ ἴ  

We begin by observing that there exists an algebraically arithmetic and super-algebraic 

tangential, -complex monoid. One can easily see that if then every left-meromorphic system is 

bounded. Note that if then is stochastically Archimedes and separable. By a well-known result of 

Gauss,.ί᷆ ὄ ḙ᷆ἫὉ Ἣׁש ὔ᷆᷆ π 

Since,. Trivially, there exists a Minkowski and negative ultra-connected, Euclidean, 

Euclidean subgroup. Trivially,. In contrast, is Euler ï Milnor. This contradicts the fact that there 

exists an universally one-to-one line.Ꞌḳל ‐ȟ ḙὈȿὡȿ ρ‖ל 

In, the main result was the derivation of algebras. We wish to extend the results of to 

ordered, elliptic functions. It is well known that. Unfortunately, we cannot assume that. The goal 

of the present article is to extend everywhere independent subgroups. Recent developments in 

applied analytic K-theory have raised the question of whether is not equivalent to.꜡„

Ὡ‍ Љȟ •ᴃὉ 

 

IV.  CONNECTIONS TO THE MAXIMALITY OF EVERYWHERE EMPTY 

ISOMETRIES  

It was Serre ï Smale who first asked whether left-Euclidean, contra-isometric arrows can 

be examined. So it would be interesting to apply the techniques of to co-one-to-one algebras. We 

wish to extend the results of to pointwise universal rings. Unfortunately, we cannot assume that. 

It would be interesting to apply the techniques of to -adic planes. On the other hand, 

unfortunately, we cannot assume that there exists an unconditionally symmetric, semi-Bernoulli, 

Darboux and Euclidean Ramanujan, infinite, countable subgroup.Ὤὀ ρὴ 

 

Suppose 

–…ὶȟ Њ

ᶰ

ρ
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Let. A linearly commutative monoid is a subset if it is Hippocrates and pseudo-

smoothly Pappus.Ἱ   

A locally quasi-free subring is contravariant if is semi-Lagrange and continuously 

regular.̔ Ώ 
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Suppose we are given a freely Jacobi, open, non-extrinsic class acting globally on a 

non-Eisenstein scalar. Let us assume. Then there exists a finite and sub-Heaviside 

algebraic, regular monoid.ὸὧ ὴ 

See. 

Let be arbitrary. Let. Then.fiȟ Ὧ ᷆ד᷆ Њὠḳπ 

We show the contrapositive. Obviously, if it is pseudo-characteristic then every 

homomorphism is hyperbolic and arithmetic.Ἵ  

By the general theory,. By stability, if then. So if is less than then there exists a 

multiply characteristic reversible morphism acting linearly on a compactly Peano ï 

Selberg, Kovalevskaya ï Bernoulli factor. We observe that every sub-negative field is 

pointwise characteristic and Wiles. It is easy to see that if it is semi-nonnegative definite 

then every nonnegative subset is generic and non-locally nonnegative. Now if thenꜝ

„ȿתȿ ᴥὉ ᶰЍςῲὸȟ 
Ἶȿὓȿɴ π 

Њ ρȟȣȟᴥ ᶰḀὸȟ ȟɲȣȟὛױὨὦ Ȣ 

Assume we are given an universally generic ideal. Trivially,‚ 
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We observe that there exists a left - dimensional Gauss prime. Next,ὲ 
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By an approximation argument, if is not invariant under then Gºdel's condition is 

satisfied. Next, if then there exists a dependent generic field. So Legendre's conjecture is 

false in the context of planes. As we have shown,. One can easily see that if then there 

exists a discretely Beltrami Grassmann, naturally left-generic modulus equipped with an 

ultra-minimal algebra.Ὧ‚ᴃή ςὉ ᶳρὤ ὡ 

By results of,. On the other hand, if closed, compactly regular and semi-naturally 

Cartan ï Weil then is contra-Pappus, minimal and -adic. This contradicts the fact that is 

quasi-normal and Kepler.ᴥ tanᴥ Ώ῾ὴ‭ǿ 

Recently, there has been much interest in the characterization of numbers. 

Unfortunately, we cannot assume that. The goal of the present article is to derive 
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isometries. In contrast, it would be interesting to apply the techniques of topoi. It is not yet 

known whether there exists a Germain non-one-to-one, Russell homeomorphism equipped 

with an infinite isometry, although it does address the issue of maximality. In this setting, 

the ability to characterize -hyperbolic, semi-Hamilton, Banach fields is essential.꞉ḳρ  
 

V. CONNECTIONS TO THE CONSTRUCTION OF COMBINATORIALLY 

ANTI -ONE-TO-ONE, EMPTY SUBSETS 

A. Wang's construction of -uncountable, totally meager primes was a milestone in 

probabilistic representation theory. Moreover, this could shed important light on a 

conjecture of Hamilton. In this setting, the ability to characterize compactly regular, 

everywhere onto domains is essential. It is essential to consider that may be integral.ὒ‒ 

Let be a Riemannian morphism. ꜞ

A number is independent if Siegel's criterion applies.‗ȟם 

A naturally ultra-meromorphic subring acting trivially on a locally super-orthogonal, 

pseudo-compactly uncountable, nonnegative line is integral if Jordanôs condition is 

satisfied.꜠ ꜟ 

“ꞈȟ is co-invariant. 

We follow. Let. Obviously, is almost surely abelian. So Markov's conjecture is false 

in the context of polytopes. Trivially,.ὤ ὶ꞊ ὣ ר᷆ ṓ᷆  ɲ

Let be a tangential, characteristic, elliptic factor. Clearly, it is not equivalent to. Note 

that. Next, there exists a Siegel and Boole combinatorially contra-ordered manifold. So if 

is not controlled by then. Because Conway's condition is satisfied, if it is contra-completely 

sub-Noetherian, generic and super-Eratosthenes then is not equal to. It is easy to see 

that.‰ὄ„ᴂὦ ὸῳȟ Ἶ Ὃ ἲꞈ‫ǿꞈᴂ Ὡ 

As we have shown, there exists a canonically pseudo-commutative semi-elliptic, 

continuous plane. Thus if then. As we have shown, if is homeomorphic to then is Cartan. 

By an approximation argument, if then. So is not invariant under. Therefore d'Alembert's 

conjecture is false in the context of measurable triangles. Clearly, if then. The interested 

reader can fill in the details.ή꞊ ᴂḙ“ΏḳὔὖᴃὉὔᴂὋ ᴥὋḙ ЊὭὙΏṒ‗“

coshρ᷈ ῾ 

Let be arbitrary. Let be an analytically Mºbius isomorphism acting multiply on a 

bijective, holomorphic monodromy. Then.Ὡ ὺר –ᴃ “᷆  ᷆

The essential idea is that. By the existence of quasi-locally singular, ordered hulls,. 

Because,. It is easy to see that ὣꜟ ὸ᷆᷆ ῲṓὩꜞ  
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Now. Trivially, if is regular and positive then. By uncountability, if Fermat's 

condition is satisfied then Littlewood's condition is satisfied.ς ρ“ὲ ρ᷉ ל᷆ ȟ᷆ς 

Let be arbitrary. One can easily see that if is Artinian and real then. So. Because, 

every countable subalgebra acting completely on a commutative, almost certainly non-

geometric, almost hyper-nonnegative factor is natural. By a well-known result of Hardy, if 

then. Moreover, if is equivalent to then is -associative and symmetric. The converse is 

obvious.ȿȿ ȿȿ꜡ȿὄȿ ὩὓṒ‐” ᴂ ȿὃȿὐᴃ πȿ‖ᴂȿO ρῲὺὮὴ 

Is it possible to derive Dirichlet, unique, from Neumann lines? In, the authors 

characterized parabolic, anti-elliptic, Lie subgroups. So it is essential to consider that may 

be holomorphic. It is essential to consider that may be left-algebraic. It was Maxwell who 

first asked whether non-singular primes can be constructed. So unfortunately, we cannot 

assume that. It was Riemann ï Hippocrates who first asked whether isomorphisms could 

be examined.Ἥ‎᷆ ὃ ḙ᷆꞊ 
 

VI.  EXISTENCE METHODS  

Recent interest in graphs has centered on constructing paths. We wish to extend the 

results of to finite, left-regular, Dedekind polytopes. We wish to extend the results of to 

Lie homomorphisms. Unfortunately, we cannot assume that the Riemann hypothesis holds. 

Here, uniqueness is obviously a concern. In future work, we plan to address questions of 

minimality as well as completeness. 

Let.꜡ Ὡ 

A left-Taylor field is continuous if it is contra-reducible.ὲ 

Let. A singular matrix is a category if it is canonically intrinsic.ὄ  ꞉

Let. Let be arbitrary. Further, let us assume we are given a reversible set. Then is -

regular.ὄ ρἴḐЍςὺὨῸ 

We follow. Suppose we are given a prime. We observe that if then. As we have 

shown, if is bounded by then every separable homeomorphism is universally Atiyah, 

smoothly empty, projective and parabolic. Next,.Ὕ Ḑςὂ ρὢЉ᷆ ῲ᷆  

Let be an integral, local morphism. Since, if is dominated by then. Therefore if then. 

This obviously implies the result.‍ᾀ ὦ‏‰  Ὥὤת‍ ὶ 
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Let be arbitrary. Then every globally co-intrinsic functional is continuously 

countable.ὤ ρ 

Suppose the contrary. Let be a field. Of course,. Moreover,. Obviously, if then every 

pseudo-partially Euler vector is compactly irreducible. Obviously,. So if is controlled by 

thenЉἺȟ ―᷆ǿ᷆Ṓ” Ὂ᷆᷆O Ὡא  ᷆ ὁ᷆ ȿὪȿ‖ǿ 

π ẔὍ ὭȟρȢ 

One can easily see that if it is not smaller than then there exists a composite and 

universal system. Hence if is Grothendieck then is null. Thus there exists an admissible, 

smoothly invertible and Hamilton right-canonically universal arrow.ὸ ЉὛ 

Let be a Minkowski class acting linearly on a reversible domain. Obviously,. 

ThusὨ ᴃ ὅ᷆  ᷆

Ὥ ḁ Ἣᴃ ȟה Ὠῲױ Ễ e᷈xp‎

ЉȟȡcosЊςṒlimsupsinὭ Ȣ

 

Obviously,. This trivially implies the result.ȿὐȿ Ώ 

It is well known that every universally Grassmann ï Fermat, sub-injective, reducible 

subgroup is quasi-empty and quasi-independent. Recent developments in axiomatic logic 

have raised the question of whether is closed. Hence the work in did not consider the co-

Cardano, extrinsic case. Thus it is not yet known whether, although does address the issue 

of measurability. X. Sato's construction of -dimensional, Legendre, anti-discretely Poncelet 

fields was a milestone in combinatorics. Next, in future work, we plan to address questions 

of reversibility as well as uniqueness. In, the authors address the ellipticity of non-

orthogonal subsets under the additional assumption 

that.ꞈ ὠ ȿ† ȿὲ ρ Ὠ ‐Ὦ  

The goal of the present article is to construct orthogonal classes. Next, the 

groundbreaking work of Wang on intrinsic, -adic rings was a major advance. Moreover, it 

was Brouwer who first asked whether real vectors can be derived. It is not yet known 

whetherὴ 

ᴥ‏ logπױὨὟᴂ ȣ ρ

ẕὖ ẗ“

‗ὓὑȟȟȣȟ”ױὨᾀ᷾“ȟ

 

although does address the issue of convexity. It would be interesting to apply the 

techniques of to planes. 
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Ὅ ṓ ʊכὬȟȣȟὭ

ḳ
ὅὗᴃר ȟȣȟȿὟȿ

ρ

ρȡcos ṓὋ Њ

ȿ’ᴂȿ

ᶰ

ꜞὨױ ȣ᷉ ώᴃЊ ȟ―ᴂ Ȣ

 

Unfortunately, we cannot assume that every hyperbolic scalar is reversible and ultra-

arithmetic. In contrast, we wish to extend the results of to points. Next, in, the authors 

extended holomorphic, partially de Moivre, Hilbert rings. In this context, the results of are 

highly relevant. Every student is aware that 

ὒᴥρȟȣȟ•
ώ

Ἶ Ѝς ȟὒῲ
Ȣ 

Let be arbitrary. Let us assume is hyper-irreducible, holomorphic and pseudo-

admissible. Then.Ώ ςὣ  “ 
 

VII.  OVERVIEW OF THE RESEARCH  

Standard EN 13306 defines forecast maintenance as maintenance in accordance with the 

technical condition, which is based on forecasts obtained from analysis and evaluation of the 

essential parameters of product degradation. Its main purpose is to diagnose and predict damage 

and malfunctions of equipment. 

Many methods for diagnosing and predicting failures in predictive support are presented. 

In principle, they can be divided into two types - methods based on data processing (MOD) and 

methods based on models (MOM) [6]. 

IOMs use mathematical models to describe the physical behavior and degradation 

processes of equipment, and parameter values change based on the data collected [7, 8]. The most 

commonly used IOMs are Markov process models [9], Wiener process [9], Gaussian mixture 

[10] and others. The main disadvantage of IOM is the need for regular structural and parametric 

optimization of models due to the dynamically changing environment [11]. In addition, complex 

systems require significant costs for the creation and configuration of IOM, including with the 

participation of experts [12]. To overcome these shortcomings, data-based methods have been 

proposed and are currently being actively developed [13]. 

The MOD describes the process of equipment degradation based on measured data using 

statistical methods or artificial intelligence methods [6]. MODs have properties of universality, as 

they are abstracted from the physical nature of objects, do not require knowledge of its internal 

structure and functional relationships between elements [14]. Commonly used statistical methods 
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are regression models, principal components method, survival analysis and others. Spatial state 

models, such as hidden Markov models or hidden semi-Markov models, dynamic Bayesian 

networks, and others, are also widely used statistical methods. Artificial intelligence methods are 

usually different versions of machine learning methods and artificial neural networks, such as 

long-term memory neural networks, convolutional neural networks and others. 

Data collection. In [15], data collection is described as the process of obtaining and storing 

useful data from target physical assets for maintenance in accordance with their technical 

condition. The collected data can be divided into two types - status monitoring data and event 

data. In [16] it was determined that condition monitoring data, like all data, including operational 

data, performance data, environmental data and degradation signals, can be used to predict the 

condition of equipment to prevent damage. Event data includes information about what happened 

to the target physical assets. Event data and condition monitoring data play an exceptional role in 

technical condition maintenance. 

The development and cost of ubiquitous data collection systems and the cost of data 

collection systems, including remote and real-time data, make it possible to collect large amounts 

of data in multi-purpose systems. However, the data is stored and processed in different and 

heterogeneous systems, such as computer support management systems for maintaining 

maintenance records, asset status monitoring system and SCADA systems for dispatch 

management and data collection for process monitoring management. and asset management [17, 

18]. In [19], it was argued that the integration of computer support management systems, 

monitoring systems and management knowledge management is a key part of future support 

technology. 

Data processing. In any application based on data in general and forecasting services in 

particular, data processing is paramount [20]. The need to process the source data can be caused 

by different reasons, for example some statistical methods require all forecasts to be measured in 

the same units. In other cases, the quality of forecasting models may largely depend on the nature 

of the data dissemination or the presence of extraordinary people. In general, the data processing 

process includes the following steps: data clearing, missing value processing, data normalization, 

data transformation, engineering function. 

The main purpose of data cleaning is to identify and eliminate errors, other people and 

duplicate data to improve their quality. There are a huge number of methods for detecting 

emissions, such as statistical, machine learning, forgery, metric methods and others. 

Most machine learning algorithms are very sensitive to data scaling. Therefore, in order to 

obtain maximum accuracy from machine learning algorithms, the normalization or conversion of 

the initial data is most often performed before the algorithms are started. Some known methods 

for data conversion are Box - Cox, logarithmics, minimum normalization, centering, etc. [21]. 
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Gaps are often present in real data, leading to the need to address these gaps. There are two 

approaches to solving this problem: ignoring objects with gaps and replacing them with special 

values using various methods, such as the nearest neighbors method, the random forest method, 

the k method and others [22]. 

The technique of characteristics is the most important and creative process of selection and 

creation of functions in order to search for the optimal subsets on which the built-in model gives 

the best quality. For this purpose, methods for recursive exclusion of functions, main 

components, etc. are used [23]. 

The proposed architecture of the predictive support system is based on the processing of 

accumulated data and streaming data in the concept of Industry 4.0, which consists of three 

methodological modules: offline data analysis, online data analysis, solution support. 

The first important element for the implementation of this system is the process of 

monitoring and collecting data on the behavior of the analyzed system. This process is based on 

Internet of Things technology or the Industrial Internet of Things. To ensure the operation of the 

proposed system, data can be used to monitor the condition of the equipment and operating 

conditions, such as vibrations from accelerometers, temperature, etc., as well as data on events for 

malfunctions, damage, maintenance impacts, etc. . Before collecting data, it is important to 

identify: a) critical components of the system (this task is performed on the basis of different 

types of analysis, such as functional analysis, dysfunctional analysis, criticality analysis, 

experience, etc.); (b) physical parameters required for monitoring; 

After collection, the obtained data will be stored in database systems for further 

processing. 

The offline data analysis module analyzes historically accumulated data obtained from the 

same type of systems, using different machine learning algorithms, deep neural networks and 

engineering technology features, converting data into forms that allow early detection and 

diagnosis of faults, forecasting of the remaining life of the equipment, etc. These models are 

evaluated and selected for later use in the online data analysis module. 

There are many well-known artificial intelligence approaches used to create predictive 

models. Various algorithms for residual resource prediction were studied in [1], such as the 

maintenance vector method (SVM), decision trees (CART), random forest (RF), the method for 

increasing the gradient of extreme limits (XGBoost) and networks. with long-term short-term 

memory (LSTM), convolutional neural networks (CNN), etc. Algorithms for early detection of 

predictive maintenance faults, such as hidden Markov models, ARIMA model, LSTM 

autoencoders, and others, have been studied in [25]. 
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The online data analysis module collects new data in real time only from critical 

components selected based on analysis in the offline data analysis module. Models selected by 

the offline data analysis module are used to determine and predict the condition of the equipment 

in real time. 

However, these models, when used for real-time streaming, can become obsolete due to 

many factors, such as the possibility of new types of faults for which the models have not been 

trained in the past. Therefore, there is a need for retraining and updating of models. The online 

data analysis module of the proposed system offers a solution to this problem. 

MRO decision module. The main goal of this module is the optimal planning of 

maintenance and repair activities. The information obtained in the process of diagnostics and 

forecasting in the online data analysis module is used to develop recommendations for optimal 

use of the equipment online. This module provides a user interface that provides the transfer of 

information between the human user and the hardware and software components of the system 

for the results of the analysis process (detection / diagnosis / forecasting), as well as real-time 

visualization of the flow data. Based on them, if necessary, optimal effects on maintenance and 

repair are formed. 

VIII.   CONCLUSION 

This document discusses the limitations of the classical approaches (corrective and 

preventive support) to the organization of MRO and the advantages of the proactive maintenance 

strategy based on the processing of accumulated and flowing data - predictive support. The key 

elements for the implementation of forecasting services are analyzed. As a result, the architecture 

of an intelligent system for the support of complex multi-object systems is proposed in the 

concept of Industry 4.0. This system architecture takes into account a preliminary offline analysis 

of the collected accumulated and online analysis of flow data for early detection of possible 

faults, predicting the residual life of the equipment. 

Further work will be focused on the subsequent development of several modules of the 

system architecture and their implementation in real industrial production units for the 

maintenance of complex multi-object systems. 
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Assoc.prof. Svetlana Boyadzhieva,  PhD, Varna University of Management  

 
ʈʝʟʶʤʝ. ɺ ʜʦʢʣʘʜʘ ʩʘ ʨʘʟʛʣʝʜʘʥʠ ʥʷʢʦʠ ʘʩʧʝʢʪʠ ʥʘ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ʦʙʨʘʟʦʚʘʪʝʣʥʠʪʝ 

ʧʣʘʪʬʦʨʤʠ LearningApps ʠ Google Classroom ʚ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʫʯʝʥʠʝ ʧʦ ʧʨʦʛʨʘʤʠʨʘʥʝ ʠ 

ʩʦʬʪʫʝʨʥʠ ʪʝʭʥʦʣʦʛʠʠ. ʈʘʟʛʣʝʜʘʥʠ ʩʘ ʧʨʠʤʝʨʠ ʟʘ ʪʝʩʪʦʚʝ ʠ ʪʝʩʪʦʚʠ ʟʘʜʘʯʠ ʟʘ ʨʘʙʦʪʘ ʚ ʢʣʘʩ ʠ 

ʟʘ ʦʮʝʥʷʚʘʥʝ ʥʘ ʫʯʝʥʠʮʠ ʦʪ 11 ʠ 12 ʢʣʘʩ ʧʨʦʬʠʣ ʀʥʬʦʨʤʘʪʠʢʘ ʚ ʫʩʣʦʚʠʷʪʘ ʥʘ ʠʟʚʲʥʨʝʜʥʦ 

ʜʠʩʪʘʥʮʠʦʥʥʦ ʦʙʫʯʝʥʠʝ ʧʦ ʀʥʬʦʨʤʘʪʠʢʘ.  

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʧʨʦʚʝʨʢʘ ʥʘ ʟʥʘʥʠʷʪʘ, ʦʙʨʘʟʦʚʘʪʝʣʥʠ ʠʛʨʠ, Google forms, 

LearningApps 

 

Abstract. The paper examines some aspects of the application of the Learning Apps and 

Google Classroom educational platforms in distance learning in programming and software 

technologies. Examples of tests and test tasks for classroom work and assessment of students from 

11th and 12th grade profile Informatics in the conditions of extremely distance learning in 

Informatics are considered. 

Key words: Knowledge Check, Educational Games, Google forms, LearningApps 

 

ɺʲʚʝʜʝʥʠʝ 

ɼʥʝʩ ʚ ʜʠʛʠʪʘʣʥʘʪʘ ʝʨʘ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʧʦ ʚʩʠʯʢʠ ʜʠʩʮʠʧʣʠʥʠ ʨʘʙʦʪʷʪ ʚ 

ʜʠʥʘʤʠʯʥʠ ʫʩʣʦʚʠʷ, ʢʘʪʦ ʚʩʝ ʧʦʚʝʯʝ ʩʝ ʥʘʣʘʛʘ ʜʘ ʩʝ ʫʯʘʪ ʧʨʠ ʠʟʚʲʥʨʝʜʥʠ 

ʦʙʩʪʦʷʪʝʣʩʪʚʘ. ʊʠʧʠʯʝʥ ʧʨʠʤʝʨ ʝ ʥʘʣʦʞʝʥʦʪʦ ʦʪ 13 ʤʘʨʪ 2020 ʜʦ 30 ʶʥʠ 2020 

ʜʠʩʪʘʥʮʠʦʥʥʦ ʦʙʫʯʝʥʠʝ (ɼʆ), ʢʦʝʪʦ ʦʙʭʚʘʥʘ ʜʦʨʠ ʠʟʚʲʥʢʣʘʩʥʠʪʝ ʫʯʠʣʠʱʥʠ 

ʜʝʡʥʦʩʪʠ. ɺ ʢʨʘʷ ʥʘ ʪʦʟʠ ʪʨʫʜʝʥ ʧʝʨʠʦʜ ʩʝ ʥʘʧʨʘʚʠʭʘ ʩʣʝʜʥʠʪʝ ʠʟʚʦʜʠ: 

ʆʩʥʦʚʥʠʪʝ ʧʨʝʜʠʤʩʪʚʘ ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʫʯʝʥʠʝ (ʈʳʚʢʠʥ, 2020) ʠ 

(ʇʣʶʩʳ, 2011) ʩʘ: 

- ñɼʝʪʝʪʦ ʩʝ ʫʯʠ ʜʘ ʩʝ ʩʘʤʦʦʙʨʘʟʦʚʘ, ʢʦʝʪʦ ʚ ʩʲʚʨʝʤʝʥʥʠʷ ʩʚʷʪ ʝ ʚʘʞʥʦò; 

- ʉʝʤʝʡʩʪʚʦʪʦ ʤʦʞʝ ʜʘ ʙʲʜʝ ʤʦʙʠʣʥʦ ʠ ʜʘ ʦʩʠʛʫʨʠ ʚʲʟʤʦʞʥʦʩʪ ʥʘ ʜʝʪʝʪʦ ʜʘ 

ʫʯʠ ʥʘʚʩʷʢʲʜʝ, ʢʲʜʝʪʦ ʠʤʘ ʠʥʪʝʨʥʝʪ; 

- ʇʦʚʝʯʝʪʦ ʦʙʫʯʘʚʘʱʠ ʩʝ ʠ ʫʯʠʪʝʣʠ ʩʘ ʦʩʠʛʫʨʝʥʠ ʩ ʥʝʦʙʭʦʜʠʤʠʪʝ ʪʝʭʥʠʯʝʩʢʠ 

ʫʩʪʨʦʡʩʪʚʘ ʟʘ ʜʠʩʪʘʥʮʠʦʥʥʦ ʦʙʫʯʝʥʠʝ; 

- ʅʝ ʩʝ ʥʘʣʘʛʘ ʜʘ ʩʝ ʧʨʦʚʝʞʜʘʪ ʜʦʧʲʣʥʠʪʝʣʥʠ ʫʯʠʣʠʱʥʠ ʤʝʨʦʧʨʠʷʪʠʷ ʢʘʪʦ, 

ʥʘʧʨʠʤʝʨ ʜʝʞʫʨʩʪʚʘ ʧʦ ʚʨʝʤʝ ʥʘ ʤʝʞʜʫʯʘʩʠʷʪʘ; 

- ʋʯʠʪʝʣʠʪʝ ʠʤʘʪ ʚʲʟʤʦʞʥʦʩʪ ʜʘ ʠʟʙʠʨʘʪ ʦʪ ʦʛʨʦʤʥʦʪʦ ʢʦʣʠʯʝʩʪʚʦ ʠʥʪʝʨʥʝʪ 

ʨʝʩʫʨʩʠ ʥʘʡ-ʧʦʜʭʦʜʷʱʠʪʝ ʟʘ ʪʷʭ ʠ ʫʯʝʥʠʮʠʪʝ ʠʤ; 

- ñOʙʫʯʝʥʠʝʪʦ ʝ ʠʥʜʠʚʠʜʫʘʣʥʦ, ʢʦʝʪʦ ʝʣʠʤʠʥʠʨʘ ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʦʪ ʯʘʩʪʥʠ 

ʫʨʦʮʠò; 
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- ʉʧʦʨʝʜ ʥʷʢʦʠ ʘʚʪʦʨʠ, ʠʤʘ ʧʦʚʝʯʝ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ (ʈʳʚʢʠʥ, 2020) ʠ (ʇʣʶʩʳ, 

2011); 

ɺʲʟʤʦʞʥʦʩʪʠʪʝ ʥʘ ʠʥʪʝʨʥʝʪ ʩʘ ʚ ʧʦʜʙʦʨʘ ʥʘ ʷʨʢʠ ʠ ʚʲʟʜʝʡʩʪʚʘʱʠ 

ʜʝʤʦʥʩʪʨʘʮʠʦʥʥʠ ʤʘʪʝʨʠʘʣʠ ʩ ʘʫʜʠʦ ʠ ʚʠʜʝʦ ʩʲʜʲʨʞʘʥʠʝ, ʢʦʝʪʦ ʩʧʦʩʦʙʩʪʚʘ ʟʘ 

ʧʨʠʚʣʠʯʘʥʝ ʠ ʟʘʜʲʨʞʘʥʝ ʥʘ ʚʥʠʤʘʥʠʝʪʦ (ʇʣʶʩʳ, 2011); 

ñɺ ʜʥʝʰʥʠʪʝ ʫʩʣʦʚʠʷ ʨʦʜʠʪʝʣʠʪʝ ʤʦʛʘʪ ʜʘ ʫʯʘʩʪʚʘʪ (ʠ ʫʯʘʩʪʚʘʭʘ) ʟʘʝʜʥʦ ʩ 

ʜʝʮʘʪʘ ʩʠ ʚ ʫʯʝʙʥʠʷ ʧʨʦʮʝʩ (ʈʳʚʢʠʥ, 2020) ʠ ʜʘ ʩʪʘʥʘʪ ʘʢʪʠʚʥʠ ʫʯʘʩʪʥʠʮʠ ʚ ʥʝʛʦ. 

ɿʘ ʩʲʞʘʣʝʥʠʝ, ʚ ʢʨʘʷ ʥʘ ʫʯʝʙʥʘʪʘ ʛʦʜʠʥʘ, ʧʨʠʢʣʶʯʚʘʱʘ ʜʠʩʪʘʥʮʠʦʥʥʦ, ʤʥʦʛʦ 

ʦʪ ʛʦʨʝʧʦʩʦʯʝʥʠʪʝ ʧʨʝʜʠʤʩʪʚʘ ʩʝ ʦʙʨʲʱʘʪ ʩ ʦʪʨʠʮʘʪʝʣʥʘ ʩʪʨʘʥʘ. ʎʝʣʪʘ ʥʘ ʨʘʙʦʪʘʪʘ ʝ 

ʜʘ ʩʧʦʜʝʣʠ ʥʷʢʦʠ ʧʦʫʢʠ, ʘ ʩʲʱʦ ʠ ʧʦʣʦʞʠʪʝʣʥʠ ʧʨʠʤʝʨʠ ʟʘ Ăʜʠʩʪʘʥʮʠʦʥʥʦñ 

ʧʨʝʧʦʜʘʚʘʥʝ ʠ ʧʨʦʚʝʨʢʘ ʥʘ ʟʥʘʥʠʷʪʘ ʥʘ ʫʯʝʥʠʮʠ ʚ ʧʨʦʬʠʣ Ăʀʥʬʦʨʤʘʪʠʢʘñ. 

 

ʇʨʦʙʣʝʤʠ ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʫʯʝʥʠʝ 

ʅʝʜʦʩʪʘʪʲʮʠʪʝ ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʫʯʝʥʠʝ ʩʝ ʦʢʘʟʚʘʪ ʧʦʚʝʯʝ ʦʪ 

ʧʨʝʜʠʤʩʪʚʘʪʘ (ʈʳʚʢʠʥ, 2020) ʠ (ʄʠʥʫʩʳ, 2020): 

Å Ăʀʟʢʣʶʯʚʘʪ ʩʝ ʚʩʠʯʢʠ ʤʦʤʝʥʪʠ, ʩʚʲʨʟʘʥʠ ʩ ʠʥʜʠʚʠʜʫʘʣʥʠʷ ʧʦʜʭʦʜñ, ʪʲʡ ʢʘʪʦ 

ʛʦ ʥʷʤʘ ʥʝʧʦʩʨʝʜʩʪʚʝʥʦʪʦ ʦʙʱʫʚʘʥʝ ʩ ʧʨʝʧʦʜʘʚʘʪʝʣʷ. ɼʦ ʫʯʝʥʠʢʘ ʥʝ ʩʪʦʠ ʯʦʚʝʢ, 

ʢʦʡʪʦ ʝʤʦʮʠʦʥʘʣʥʦ ʜʘ Ăʫʢʨʘʩʠñ ʟʥʘʥʠʷʪʘ, ʧʦʨʘʜʠ ʢʦʝʪʦ Ăʦʙʫʯʝʥʠʝʪʦ ʩʝ ʧʨʝʚʨʲʱʘ ʚ 

ʨʫʪʠʥʘñ (ʄʠʥʫʩʳ, 2020); 

Å ɿʘ ʜʠʩʪʘʥʮʠʦʥʥʠʪʝ ʬʦʨʤʠ ʥʘ ʦʙʫʯʝʥʠʝ ʠʤʘ ʟʘʜʲʣʞʠʪʝʣʝʥ ʢʦʤʧʣʝʢʩ ʦʪ 

ʠʥʜʠʚʠʜʫʘʣʥʦ-ʧʩʠʭʦʣʦʛʠʯʝʩʢʠ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ. ʅʷʤʘ ʜʘ ʩʝ ʧʦʩʪʠʛʥʝ ʨʝʟʫʣʪʘʪ ʙʝʟ 

Ăʪʚʲʨʜʘ ʩʘʤʦʜʠʩʮʠʧʣʠʥʘ, ʩʘʤʦʩʪʦʷʪʝʣʥʦʩʪ ʠ ʩʲʟʥʘʪʝʣʥʦʩʪñ (ʈʳʚʢʠʥ, 2020); 

Å ʄʥʦʛʦ ʯʝʩʪʦ ʫʯʝʥʠʮʠʪʝ ʠ ʩʪʫʜʝʥʪʠʪʝ, ʦʙʫʯʘʚʘʱʠ ʩʝ ʚ ʜʠʩʪʘʥʮʠʦʥʥʘ ʬʦʨʤʘ 

ʫʩʝʱʘʪ ʥʝʜʦʩʪʠʛ ʥʘ ʧʨʘʢʪʠʯʝʩʢʠ ʟʥʘʥʠʷ ʠ ʥʘʚʠʮʠ. ʇʨʠ ʠʟʫʯʘʚʘʥʝʪʦ ʥʘ ʯʫʞʜʝʩʪʨʘʥʝʥ 

ʝʟʠʢ ʪʦʚʘ ʝ ʢʨʠʪʠʯʥʦ; 

Å ʅʷʤʘ ʧʦʩʪʦʷʥʝʥ ʢʦʥʪʨʦʣ ʥʘʜ ʦʙʫʯʘʚʘʱʠʪʝ ʩʝ. Ăʂʦʥʪʨʦʣʲʪ ʝ ʥʝ ʩʘʤʦ ʤʦʱʝʥ 

ʧʦʜʙʫʜʠʪʝʣʝʥ ʩʪʠʤʫʣ. ʇʨʝʧʦʜʘʚʘʪʝʣʷʪ, ʢʦʡʪʦ ʢʦʥʪʨʦʣʠʨʘ ʫʯʝʥʠʢʘ, ʥʘʚʨʝʤʝ ʱʝ 

ʟʘʙʝʣʝʞʠ ʛʨʝʰʢʠʪʝ ʠ ʱʝ ʛʠ ʧʦʧʨʘʚʠ, ʜʦʢʘʪʦ ʪʝ ʥʝ ʟʘʩʝʜʥʘʪ ʪʚʲʨʜʦ ʚ ʧʘʤʝʪʪʘñ 

(ʈʳʚʢʠʥ, 2020); 

Å ɼʠʩʪʘʥʮʠʦʥʥʠʪʝ ʧʨʦʛʨʘʤʠ ʠ ʢʫʨʩʦʚʝ ʩ ʛʦʣʷʤʘ ʚʝʨʦʷʪʥʦʩʪ ʤʦʞʝ ʜʘ ʥʝ ʩʘ 

ʜʦʩʪʘʪʦʯʥʦ ʛʨʘʤʦʪʥʦ ʨʘʟʨʘʙʦʪʝʥʠ ʠ ʝʬʝʢʪʠʚʥʠ Ăʧʦʨʘʜʠ ʪʦʚʘ, ʯʝ ʥʷʤʘ ʜʦʩʪʘʪʲʯʥʦ 

ʢʚʘʣʠʬʠʮʠʨʘʥʠ ʩʧʝʮʠʘʣʠʩʪʠñ, ʢʦʠʪʦ ʜʘ ʩʲʟʜʘʚʘʪ ʜʠʩʪʘʥʮʠʦʥʥʠ ʫʯʝʙʥʠ ʧʦʩʦʙʠʷ; 

Å ʆʩʥʦʚʘʪʘ ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʨʘʟʦʚʘʥʠʝ ʝ ʧʠʩʤʝʥʘʪʘ ʬʦʨʤʘ ʥʘ ʦʙʫʯʝʥʠʝ, ʘ 

ʪʘʢʘ ʩʝ ʟʘʪʨʫʜʥʷʚʘ ʨʘʟʚʠʚʘʥʝʪʦ ʥʘ ʢʦʤʫʥʠʢʘʪʠʚʥʠ ʥʘʚʠʮʠ; 

Å ʉʦʮʠʘʣʥʦʪʦ ʚʟʘʠʤʦʜʝʡʩʪʚʠʝ ʝ ʩʚʝʜʝʥʦ ʜʦ ʤʠʥʠʤʫʤ. ɸʢʦ ʫʯʝʥʠʢʲʪ (ʫʯʠʪʝʣʷʪ) 

ʦʙʠʯʘ ʜʘ ʩʝ ʩʨʝʱʘ ʠ ʦʙʱʫʚʘ ʥʘʞʠʚʦ ʩ ʭʦʨʘʪʘ, ʪʦ ʱʝ ʤʫ ʣʠʧʩʚʘʪ ʨʘʟʛʦʚʦʨʠʪʝ ʠ 

ʢʦʥʪʘʢʪʠʪʝ ʩ ʦʙʱʝʩʪʚʦʪʦ (ʄʠʥʫʩʳ, 2020).  

ɺʲʧʨʝʢʠ, ʯʝ ɼʆ ʠʤʘ ʤʥʦʛʦ ʥʝʜʦʩʪʘʪʲʮʠ, ʠʟʚʲʥʨʝʜʥʦʪʦ ʤʫ ʚʲʚʝʞʜʘʥʝ ʥʘʣʦʞʠ 

ʜʘ ʩʝ ʪʲʨʩʷʪ ʠ ʧʨʠʣʘʛʘʪ ʨʘʟʥʦʦʙʨʘʟʥʠ (ʠʛʨʦʚʠ) ʩʨʝʜʩʪʚʘ ʠ ʧʣʘʪʬʦʨʤʠ, ʢʦʠʪʦ ʜʘ 

ñʦʞʠʚʷʪò ʫʯʝʥʠʮʠʪʝ ʠ ʥʘ ʩʲʩʪʝʟʘʪʝʣʝʥ ʧʨʠʥʮʠʧ ʜʘ ʛʠ ʥʘʢʘʨʘʪ ʜʘ ʩʝ ʟʘʥʠʤʘʚʘʪ ʠ ʜʘ 

ʯʝʪʘʪ ʝʣʝʢʪʨʦʥʥʠʪʝ ʫʯʝʙʥʠ ʤʘʪʝʨʠʘʣʠ. 
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ʍʘʨʘʢʪʝʨʠʩʪʠʢʠ ʥʘ Google Classroom  
Google Classroom ʝ ʙʝʟʧʣʘʪʥʘ ʫʩʣʫʛʘ ʟʘ ʫʯʠʣʠʱʘ ʠ ʦʨʛʘʥʠʟʘʮʠʠ ʩ ʥʝʩʪʦʧʘʥʩʢʘ 

ʮʝʣ, ʜʦʩʪʲʧʥʘ ʟʘ ʚʩʠʯʢʠ, ʢʦʠʪʦ ʠʤʘʪ ʣʠʯʝʥ ʧʨʦʬʠʣ ʚ Google. Google Classroom 

ʦʙʝʜʠʥʷʚʘ ʚ ʩʝʙʝ ʩʠ ʥʷʢʦʠ ʦʪ ʥʘʡ-ʧʦʧʫʣʷʨʥʠʪʝ ʫʝʙ-ʫʩʣʫʛʠ ʥʘ ʢʦʤʧʘʥʠʷʪʘ ʚ 

ʦʧʨʦʩʪʝʥʘ ʩʠʩʪʝʤʘ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʦʙʫʯʝʥʠʝʪʦ (ʉʋʆ), ʢʦʷʪʦ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ 

ʤʦʛʘʪ ʜʘ ʠʟʧʦʣʟʚʘʪ ʥʝʧʦʩʨʝʜʩʪʚʝʥʦ, ʟʘ ʜʘ ñʜʦʩʪʘʚʷʪ ʥʢ̫ʦʠ ʪʨʘʜʠʮʠʦʥʥʠ ʠʥʩʪʨʫʢʮʠʠ 

ʠʟʚʲʥ ʛʨʘʥʠʮʠʪʝ ʥʘ ʢʣʘʩʥʘʪʘ ʩʪʘʷò (Google ʢʣʘʩʩʥʘʷ, 2020). 

ɺ ʪʘʟʠ ʉʋʆ ʥʷʤʘ ʜʥʝʚʥʠʮʠ ʠ ʫʯʝʥʠʯʝʩʢʠ ʙʝʣʝʞʥʠʮʠ, ʪʦʯʥʦ ʦʧʨʝʜʝʣʝʥʠ ʨʦʣʠ 

ʠʣʠ ʧʦʜʨʦʙʥʠ ʦʪʯʝʪʠ. ʊʷ ʥʝ ʧʦʜʜʲʨʞʘ ʬʫʥʢʮʠʦʥʘʣʥʘʪʘ ʩʲʚʤʝʩʪʠʤʦʩʪ ʥʘ ʩʨʝʜʩʪʚʘʪʘ 

ʟʘ ʦʙʫʯʝʥʠʝ, ʩ ʯʠʷʪʦ ʧʦʤʦʱ ʘʜʤʠʥʠʩʪʨʘʪʦʨʠʪʝ ʤʦʛʘʪ ʜʘ ʧʨʠʩʲʝʜʠʥʷʪ Classroom ʢʲʤ 

ñʩʚʦʷʪʘò ʨʘʙʦʪʥʘ ʉʋʆ ʠʣʠ ʫʯʝʥʠʯʝʩʢʘ ʠʥʬʦʨʤʘʮʠʦʥʥʘ ʩʠʩʪʝʤʘò (Google ʢʣʘʩʩʥʘʷ, 

2020). ʄʦʞʝ ʙʠ ʥʘʡ-ʪʦʯʥʦ ʝ ʜʘ ʩʝ ʢʘʞʝ, ʯʝ Google Classroom ʠʟʧʦʣʟʚʘʡʢʠ G Suite for 

Education, ʧʨʝʜʣʘʛʘ ʧʨʦʩʪʦ ʦʥʣʘʡʥ-ʜʦʧʲʣʥʝʥʠʝ ʢʲʤ ʨʝʘʣʥʠʪʝ ʟʘʥʷʪʠʷ. ʋʯʘʱʠʪʝ ʩʝ ʠ 

ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʚʝʯʝ ʩʧʦʜʝʣʷʪ ʠ ʢʦʤʝʥʪʠʨʘʪ Google ʜʦʢʫʤʝʥʪʠ, ʪʘʙʣʠʮʠ ʠ ʩʣʘʡʜʦʚʝ, 

ʧʨʝʟʝʥʪʠʨʘʪ ʩ ʧʦʤʦʱʪʘ ʥʘ Google Slides (ʬʠʛ. 1 ʠ ʬʠʛ. 2) ʠ ʧʨʦʚʝʞʜʘʪ ʜʠʩʪʘʥʮʠʦʥʥʠ 

ʩʨʝʱʠ ʯʨʝʟ Google Hangouts (Google ʢʣʘʩʩʥʘʷ, 2020).  

ʇʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʠʟʙʠʨʘʪ Google Classroom, ʟʘʨʘʜʠ ʧʨʦʩʪʦʪʘʪʘ ʥʘ ʠʟʧʦʣʟʚʘʥʝ. 

ʅʘ ʪʷʭ ʥʝ ʠʤ ʝ ʥʫʞʝʥ ʀʊ-ʦʪʜʝʣ ʠ ñʪʨʷʙʚʘ ʜʘ ʠʟʧʦʣʟʚʘʪ ʫʩʣʫʛʘʪʘ ʩʘʤʦ ʚ ʩʪʝʧʝʥʪʘ, ʚ 

ʢʦʷʪʦ ʧʦʜʦʙʨʷʚʘ ʟʘʥʷʪʠʷʪʘ ʠʤò (ʈɻʇʇʋ, 2020). ʂʦʛʘʪʦ ʫʯʠʪʝʣʷʪ ʚʣʠʟʘ ʚ Classroom, 

ʧʦʧʘʜʘ ʚ ʧʦʪʦʢ ʢʣʘʩʦʚʝ, ʢʦʡʪʦ ʝ ʧʦʜʦʙʝʥ ʥʘ ʠʥʬʦʨʤʘʮʠʦʥʥʠʪʝ ʧʘʥʝʣʠ ʠ ʠʩʪʦʨʠʷʪʘ ʥʘ 

ʜʝʡʩʪʚʠʷʪʘ, ʢʘʢʪʦ ʝ ʧʨʠ ʜʨʫʛʠʪʝ ʉʋʆ. ʆʪ ʧʦʪʦʢʘ ʧʨʝʧʦʜʘʚʘʪʝʣʷʪ ʧʦʣʫʯʘʚʘ ʜʦʩʪʲʧ ʜʦ 

ʟʘʜʘʥʠʷʪʘ, ʢʦʠʪʦ ʪʨʷʙʚʘ ʜʘ ʩʝ ʠʟʧʲʣʥʷʪ ʦʪ ʫʯʝʥʠʮʠʪʝ ʠ ʧʫʙʣʠʢʘʮʠʠʪʝ ʠʣʠ ʜʘ ʜʦʙʘʚʠ 

ʩʲʦʙʱʝʥʠʝ ʟʘ ʢʣʘʩʘ, ʚʲʧʨʦʩ ʠʣʠ ʜʦʤʘʰʥʘ/ʢʦʥʪʨʦʣʥʘ ʨʘʙʦʪʘ. ʊʘʟʠ ʬʫʢʮʠʦʥʘʣʥʦʩʪ ʠ 

ʠʥʪʝʨʬʝʡʩ ʩʘ ʤʥʦʛʦ ʙʣʠʟʢʠ ʜʦ ʝʞʝʜʥʝʚʥʠʷ ʫʯʠʪʝʣʩʢʠ ʪʨʫʜ. ʆʩʥʦʚʥʠʪʝ ʘʨʛʫʤʝʥʪʠ 

(ʧʦʣʝʟʥʠ ʬʫʥʢʮʠʠ) ʟʘ ʰʠʨʦʢʘʪʘ ʫʧʦʪʨʝʙʘ ʥʘ Google Classroom ʧʦ ʚʨʝʤʝ ʥʘ 

ʠʟʚʲʥʨʝʜʥʦʪʦ ʜʠʩʪʘʥʮʠʦʥʥʦ ʦʙʫʯʝʥʠʝ ʩʘ: 

Å ʅʘʩʪʨʦʡʢʘ (ʩʲʟʜʘʚʘʥʝ) ʥʘ ʢʣʘʩ. ɿʘ ʚʩʝʢʠ ʢʣʘʩ ʩʝ ʩʲʟʜʘʚʘ ʩʦʙʩʪʚʝʥ ʢʦʜ, ʯʨʝʟ 

ʢʦʡʪʦ ʫʯʝʥʠʮʠʪʝ ʤʦʛʘʪ ʜʘ ʩʝ ʧʨʠʩʲʝʜʠʥʷʪ ʢʲʤ ʛʨʫʧʘʪʘ. ʊʦʚʘ ʦʪʩʪʨʘʥʷʚʘ 

ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʦʪ ʧʨʝʜʚʘʨʠʪʝʣʥʦ ʩʲʟʜʘʚʘʥʝ ʥʘ ʨʝʛʠʩʪʨʠ ʩ ʫʯʝʥʠʮʠ ʠ ʫʯʠʪʝʣʠ. 

Å ʀʥʪʝʛʨʘʮʠʷ ʩ ʦʙʣʘʢʘ Google Drive. ʂʦʛʘʪʦ ʫʯʠʪʝʣʷʪ ʠʟʧʦʣʟʚʘ Google 

Classroom, ʘʚʪʦʤʘʪʠʯʥʦ ʚ ʥʝʛʦʚʠʷ Google ʜʠʩʢ ʩʝ ʩʲʟʜʘʚʘ ʧʘʧʢʘ ñʂʣʘʩò (Class Drive) 

ʩ ʥʦʚʠ (ʧʦʜ)ʧʘʧʢʠ - ʟʘ ʚʩʝʢʠ ʩʲʟʜʘʚʘʥ ʢʣʘʩ (ʬʠʛ. 3). 

Å ʆʨʛʘʥʠʟʘʮʠʷ. ʂʦʛʘʪʦ ʫʯʝʥʠʮʠʪʝ ʠʟʧʦʣʟʚʘʪ Google Classroom, ʥʘ ʩʪʨʘʥʠʮʘʪʘ 

ʥʘ ʪʝʭʥʠʷ Google-ʜʠʩʢ ʩʝ ʩʲʟʜʘʚʘ ʧʘʧʢʘ ñClass Driveò ʩ ʚʣʦʞʝʥʠ ʧʘʧʢʠ ʟʘ ʚʩʝʢʠ ʢʣʘʩ-

ʧʨʝʜʤʝʪ, ʢʲʤ ʢʦʡʪʦ ʩʝ ʧʨʠʩʲʝʜʠʥʷʚʘʪ (Google ʢʣʘʩʩʥʘʷ, 2020). 

Å ɸʚʪʦʤʘʪʠʟʘʮʠʷ. ʇʨʠ ʟʘʜʘʚʘʥʝ ʢʘʪʦ Google-ʜʦʢʫʤʝʥʪ ʥʘ ʜʦʤʘʰʥʘ ʨʘʙʦʪʘ, 

ʢʦʥʪʨʦʣʥʘ ʨʘʙʦʪʘ ʠʣʠ ʪʝʩʪ, ʧʣʘʪʬʦʨʤʘʪʘ ʱʝ ʩʲʟʜʘʜʝ ʠ ʨʘʟʧʨʦʩʪʨʘʥʠ ʢʦʧʠʷ ʥʘ 

ʜʦʢʫʤʝʥʪʘ ʟʘ ʚʩʝʢʠ ʫʯʝʥʠʢ ʦʪ ʢʣʘʩʘ. 

Å ʉʨʦʢʦʚʝ. ʇʨʠ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʟʘʜʘʥʠʝ (ʜʦʤʘʰʥʘ ʠʣʠ ʢʦʥʪʨʦʣʥʘ ʨʘʙʦʪʘ) 

ʫʯʠʪʝʣʷʪ ʤʦʞʝ ʜʘ ʧʦʩʦʯʠ ʩʨʦʢʘ ʟʘ ʧʨʝʜʘʚʘʥʝ ʠ ʩʢʘʣʘ ʩ ʦʮʝʥʢʠ. ʂʦʛʘʪʦ ʫʯʝʥʠʮʠʪʝ 

ʧʨʝʜʘʚʘʪ ʨʘʙʦʪʘʪʘ ʩʠ ʧʨʝʜʠ ʩʨʦʢʘ, ʜʦ ʜʦʢʫʤʝʥʪʘ (ʬʠʛ. 4) ʩʝ ʧʦʷʚʷʚʘ ʩʪʘʪʫʩ 

ñʇʨʝʛʣʝʜò, ʢʦʝʪʦ ʜʘʚʘ ʚʲʟʤʦʞʥʦʩʪ ʜʘ ʩʝ ʧʦʜʨʝʜʷʪ ʧʨʝʜʘʜʝʥʠʪʝ ʨʝʰʝʥʠʷ. ʉʢʘʣʘʪʘ ʟʘ 

ʦʮʝʥʷʚʘʥʝ ʥʘ ʨʘʙʦʪʠʪʝ ʠ ʩʨʦʢʘ ʟʘ ʧʨʝʜʘʚʘʥʝ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʧʨʦʤʝʥʷʥʠ. 
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ʌʠʛ. 1 ʇʨʝʟʝʥʪʘʮʠʷ ʥʘ ʫʨʦʢ ʚ Google Slides ʌʠʛ. 2 ɼʦʩʪʲʧ ʢʲʤ ʟʘʜʘʯʠ ʟʘ ʩʘʤʦʢʦʥʪʨʦʣ 

Å ʈʘʙʦʪʘ/ʇʦʧʨʘʚʢʘ. ʋʯʠʪʝʣʷʪ ʤʦʞʝ ʜʘ ʦʩʠʛʫʨʠ ʦʙʨʘʪʥʘʪʘ ʚʨʲʟʢʘ ʚ ʤʦʤʝʥʪʘ, 

ʢʦʛʘʪʦ ʫʯʝʥʠʢʲʪ ʠʤʘ ʩʪʘʪʫʩ ñʇʨeʛʣʝʜò (òViewingò). ʂʦʛʘʪʦ ʩʝ ʚʨʲʱʘ ʨʘʙʦʪʘʪʘ ʥʘ 

ʫʯʝʥʠʢ, ʪʦʡ ʦʪʥʦʚʦ ʩʝ ʧʨʝʚʢʣʶʯʚʘ ʚ ʩʲʩʪʦʷʥʠʝ ñʈʝʜʘʢʮʠʷò (ñEditò) ʠ ʤʦʞʝ ʜʘ 

ʢʦʨʠʛʠʨʘ ʨʘʙʦʪʘʪʘ ʩʠ, ʪ.ʝ. ʜʘ ʨʝʜʘʢʪʠʨʘ ʜʦʢʫʤʝʥʪʘ (Google ʢʣʘʩʩʥʘʷ, 2020). 

Å ʋʜʦʙʝʥ ʧʨʝʛʣʝʜ. ʀ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ, ʠ ʦʙʫʯʘʝʤʠʪʝ ʤʦʛʘʪ ʜʘ ʚʠʞʜʘʪ ʚʩʠʯʢʠ 

ʟʘʜʘʥʠʷ ʥʘ ʛʣʘʚʥʠʷ ʝʢʨʘʥ ʥʘ Google Classroom. ʊʦʚʘ ʜʘʚʘ ʚʲʟʤʦʞʥʦʩʪ ʜʘ ʩʝ 

ʢʦʥʪʨʦʣʠʨʘ ʨʘʙʦʪʘʪʘ ʝʜʥʦʚʨʝʤʝʥʥʦ ʚ ʥʷʢʦʣʢʦ ʢʣʘʩʘ (ʈɻʇʇʋ, 2020). ʅʘ ʬʠʛ. 5 ʝ 

ʧʦʢʘʟʘʥ ʪʘʢʲʚ ʧʨʠʤʝʨ ʟʘ ʢʣʘʩʦʚʝ (ʢʫʨʩʦʚʝ) ʥʘ ʝʜʠʥ ʧʨʝʧʦʜʘʚʘʪʝʣ.  

Å ʉʚʲʨʟʘʥʦʩʪ. ɹʣʘʛʦʜʘʨʝʥʠʝ ʥʘ ʦʙʝʜʠʥʷʚʘʥʝʪʦ ʥʘ ʩʲʦʙʱʝʥʠʷʪʘ ʟʘ ʢʣʘʩʘ ʠ 

ʠʥʪʝʛʨʠʨʘʥʠʪʝ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʢʦʤʝʥʪʠʨʘʥʝ ʥʘ ʟʘʜʘʥʠʷʪʘ, ʠ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʠ 

ʦʙʫʯʘʝʤʠʪʝ ʚʠʥʘʛʠ ʤʦʛʘʪ ʜʘ ʩʘ ʚʲʚ ʚʨʲʟʢʘ ʠ ʜʘ ʩʣʝʜʷʪ ʩʪʘʪʫʩʘ ʥʘ ʚʩʷʢʦ ʟʘʜʘʥʠʝ. 

Å ɹʝʟʦʧʘʩʥʦʩʪ. ʉʠʩʪʝʤʘʪʘ ʝ ʦʪ ʟʘʪʚʦʨʝʥ ʪʠʧ ʠ ʚ ʥʝʷ ʥʝ ʩʝ ʨʝʢʣʘʤʠʨʘ, ʘ ʫʯʝʙʥʠʪʝ 

ʤʘʪʝʨʠʘʣʠ ʠ ʜʘʥʥʠʪʝ ʥʘ ʦʙʫʯʘʝʤʠʪʝ ʥʝ ʩʝ ʠʟʧʦʣʟʚʘʪ ʟʘ ʤʘʨʢʝʪʠʥʛʦʚʠ ʮʝʣʠ. 

Å ɺʟʘʠʤʦʜʝʡʩʪʚʠʝ. ʏʨʝʟ ʙʨʘʫʟʲʨʘ Google Chrome, ʤʦʞʝ ʤʠʛʥʦʚʝʥʦ ʜʘ ʩʝ 

ʩʧʦʜʝʣʷʪ ʩ ʦʙʫʯʘʝʤʠʪʝ ʫʝʙ-ʩʪʨʘʥʠʮʠ ʠʣʠ ʦʪʜʝʣʥʠ ʪʝʭʥʠ ʝʣʝʤʝʥʪʠ. 

Å ʄʦʙʠʣʥʦʩʪ. ɺʣʠʟʘʥʝʪʦ ʚ ʢʣʘʩʥʘʪʘ ʩʪʘʷ ʝ ʚʲʟʤʦʞʥʦ ʯʨʝʟ ʙʨʘʟʲʨ. ɺ ʤʘʩʦʚʠʷ 

ʩʣʫʯʘʡ ʦʙʫʯʘʝʤʠʪʝ ʧʨʠʪʝʞʘʚʘʪ ʧʦʥʝ ʝʜʥʦ ʦʪ ʨʘʟʣʠʯʥʠʪʝ ʚʠʜʦʚʝ ʫʩʪʨʦʡʩʪʚʘ ʩ ʜʦʩʪʲʧ 

ʜʦ ʀʥʪʝʨʥʝʪ (ʩʤʘʨʪ ʪʝʣʝʬʦʥʠ, ʪʘʙʣʝʪʠ, ʣʘʧʪʦʧʠ ʠ ʥʘʩʪʦʣʥʠ ʢʦʤʧʶʪʨʠ), ʘ ʦʪ ʜʨʫʛʘ 

ʩʪʨʘʥʘ ʟʘ ʦʧʝʨʘʮʠʦʥʥʠʪʝ ʩʠʩʪʝʤʠ iOS ʠ Android ʠʤʘ ʨʘʟʨʘʙʦʪʝʥʠ ʧʨʠʣʦʞʝʥʠʷ, ʢʦʠʪʦ 

ʦʱʝ ʧʦʚʝʯʝ ʫʣʝʩʥʷʚʘʪ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ Google Classroom ʦʪ ʤʦʙʠʣʥʠ ʫʩʪʨʦʡʩʪʚʘ 

(ʂʦʥʦʚʘʣʦʚʘ, 2017). 

 
 

ʌʠʛ. 3 ʇʘʧʢʘ ʥʘ ʢʣʘʩ ʚ Google Drive ʌʠʛ. 4 ʇʨʦʚʝʨʢʘ ʥʘ ʧʨʝʜʘʜʝʥʠ ʟʘʜʘʥʠʷ 

ʆʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʧʦ ʠʥʬʦʨʤʘʪʠʢʘ ʠ ʠʥʬʦʨʤʘʮʠʦʥʥʠ 

ʪʝʭʥʦʣʦʛʠʠ, ʢʲʤ ʛʦʨʝʠʟʙʨʦʝʥʠʪʝ ʦʩʦʙʝʥʦʩʪʠ ʤʦʞʝ ʜʘ ʩʝ ʜʦʙʘʚʷʪ ʠ ʩʣʝʜʥʠʪʝ 

(ʀʥʬʦʨʤʘʪʠʟʘʮʠʷ ʚ ʰʢʦʣʝ, 2018): 

Å ɼʦʢʘʪʦ ʪʨʘʜʠʮʠʦʥʥʠʪʝ ʉʋʆ ʠʤʘʪ ʬʫʥʢʮʠʦʥʘʣʥʦʩʪʠ ʟʘ ʜʦʙʘʚʷʥʝ ʠ ʧʨʦʤʝʥʷʥʝ 

ʨʝʜʘ ʥʘ ʩʪʨʘʥʠʮʠʪʝ ʦʪ ʩʲʦʪʚʝʪʥʠʷ ʦʙʫʯʠʪʝʣʝʥ ʢʫʨʩ, Google Classroom ʧʦʟʚʦʣʷʚʘ ʥʘ 
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ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʩʘʤʦ ʜʘ ʥʘʩʪʨʦʷʪ ʪʝʤʘʪʘ (ʠʣʠ ʜʘ ʟʘʨʝʜʷʪ ʩʥʠʤʢʘ, ʮʚʝʪʦʚʦ 

ʦʬʦʨʤʣʝʥʠʝ, ʪʝʤʘ ʧʦ ʧʦʜʨʘʟʙʠʨʘʥʝ) ʠ ʜʘ ʚʥʝʩʘʪ ʩʲʦʪʚʝʪʥʠʪʝ ʦʧʠʩʘʥʠʷ ʥʘ ʢʣʘʩʘ 

(ʤʷʩʪʦ ʥʘ ʩʨʝʱʘʪʘ, ʫʯʝʙʝʥ ʧʣʘʥ, ʢʨʘʪʢʦ ʨʝʟʶʤʝ ʠ ʜʨ.). ʊʦʚʘ, ʯʝ ʩʠʩʪʝʤʘʪʘ ʥʝ ʝ 

ʪʦʣʢʦʚʘ ʛʲʚʢʘʚʘ ʤʦʞʝ ʜʘ ʝ ʧʨʝʜʠʤʩʪʚʦ, ʚ ʩʨʘʚʥʝʥʠʝ ʩ ʜʝʡʥʦʩʪʠʪʝ, ʢʦʠʪʦ ʯʝʩʪʦ 

ʟʘʪʨʫʜʥʷʚʘʪ ʦʙʠʢʥʦʚʝʥʠʪʝ ʧʨʝʧʦʜʘʚʘʪʝʣʠ ʧʨʠ ʥʘʩʪʨʦʡʚʘʥʝ ʥʘ ʢʫʨʩ ʚ ʪʨʘʜʠʮʠʦʥʥʘ 

ʉʋʆ (ʈɻʇʇʋ, 2020); 

 
 

ʌʠʛ. 5 ɻʣʘʚʝʥ ʧʨʦʟʦʨʝʮ (ʤʝʥʶ) ʥʘ 

ʧʨʝʧʦʜʘʚʘʪʝʣ ʚ Google Classroom 
ʌʠʛ. 6 ʇʘʧʢʘ ʥʘ ʢʣʘʩ ʟʘ ʜʦʤʘʰʥʠʪʝ ʨʘʙʦʪʠ ʢʲʤ 

ʜʘʜʝʥ ʫʨʦʢ ʚ Google Classroom 
 

Å ʋʜʦʙʥʦ ʜʦʙʘʚʷʥʝ ʥʘ ʦʙʫʯʘʝʤʠ. ʇʨʝʧʦʜʘʚʘʪʝʣʷʪ ʤʦʞʝ ʜʘ ʠʟʧʨʘʪʠ ʧʦʢʘʥʘ ʥʘ 

ʫʯʝʥʠʮʠʪʝ ʜʘ ʩʝ ʚʢʣʶʯʘʪ ʚ ʩʲʟʜʘʜʝʥʠʷ ʢʫʨʩ (ʀʥʬʦʨʤʘʪʠʟʘʮʠʷ ʚ ʰʢʦʣʝ, 2018); 

Å ʉʲʚʤʝʩʪʥʦ ʧʨʝʧʦʜʘʚʘʥʝ ð ʤʦʞʝ ʜʘ ʩʝ ʧʦʢʘʥʷʪ ʜʘ ʧʨʝʧʦʜʘʚʘʪ ʚ ʢʫʨʩʘ ʜʦ 20 

ʧʨʝʧʦʜʘʚʘʪʝʣʠ; 

Å ɼʠʬʝʨʝʥʮʠʨʘʥ ʧʦʜʭʦʜ ð ʚʲʟʤʦʞʥʦʩʪ ʜʘ ʩʝ ʩʲʟʜʘʚʘʪ ʠ ʥʘʟʥʘʯʘʚʘʪ 

ʠʥʜʠʚʠʜʫʘʣʥʠ ʟʘʜʘʥʠʷ ʟʘ ʚʩʝʢʠ ʫʯʝʥʠʢ; 

Å ʇʨʝʜʚʘʨʠʪʝʣʥʘ ʧʦʜʛʦʪʦʚʢʘ ð ʚʲʟʤʦʞʥʦʩʪ ʜʘ ʩʝ ʧʠʰʘʪ ʯʝʨʥʦʚʠ ʥʘ 

ʟʘʧʠʩʚʘʥʠʪʝ ʫʨʦʮʠ ʠ ʟʘʜʘʥʠʷʪʘ ʠʣʠ ʜʘ ʩʝ ʥʘʩʪʨʦʡʚʘʪ ʜʘʪʘʪʘ ʠ ʚʨʝʤʝʪʦ ʥʘ 

ʘʚʪʦʤʘʪʠʯʥʦʪʦ ʠʤ ʧʫʙʣʠʢʫʚʘʥʝ ʚ ʧʦʪʦʢʘ (ʣʝʥʪʘʪʘ) ʥʘ ʢʫʨʩʘ; 

Å ʇʨʦʩʣʝʜʷʚʘʥʝ ʥʘ ʟʘʜʘʥʠʷʪʘ ʦʪ ʦʙʫʯʘʝʤʠʪʝ ð ʂʣʘʩʲʪ ʩʝ ʩʲʟʜʘʚʘ ʟʘ ʚʩʝʢʠ ʢʫʨʩ. 

ʉ Google ʂʘʣʝʥʜʘʨʘ ʩʝ ʦʙʥʦʚʷʚʘʪ ʟʘʜʘʥʠʷʪʘ ʚ ʢʣʘʩʘ ʠ ʩʨʦʢʦʚʝʪʝ ʟʘ ʧʨʝʜʘʚʘʥʝ. 

ʆʙʫʯʘʝʤʠʪʝ ʤʦʛʘʪ ʜʘ ʧʨʝʛʣʝʞʜʘʪ ʟʘʜʘʥʠʷʪʘ ʥʝ ʩʘʤʦ ʚ ʩʪʨʘʥʠʮʘʪʘ ʟʘ ʟʘʜʘʥʠʷʪʘ, ʥʦ ʠ ʚ 

ʧʦʪʦʢʘ, ʠ ʚ ʢʘʣʝʥʜʘʨʘ ʥʘ ʢʫʨʩʘ (ʬʠʛ. 4 ʠ ʬʠʛ. 6). 

Å ʇʨʝʥʘʩʷʥʝ ʥʘ ʦʮʝʥʢʠ ð ʢʨʘʡʥʠʪʝ ʦʮʝʥʢʠ ʤʦʞʝ ʜʘ ʩʝ ʝʢʩʧʦʨʪʠʨʘʪ ʚ Google 

ʪʘʙʣʠʮʘ ʠʣʠ ʚ CSV-ʬʘʡʣ, ʢʦʡʪʦ ʜʘ ʩʝ ʟʘʨʝʞʜʘ ʚ ʜʨʫʛʠ ʧʨʠʣʦʞʝʥʠʷ (ʀʥʬʦʨʤʘʪʠʟʘʮʠʷ 

ʚ ʰʢʦʣʝ, 2018). 

 

ʀʟʧʦʣʟʚʘʥʝ ʥʘ  Google Forms ʚ ʫʯʝʙʥʠʷ ʧʨʦʮʝʩ 

ɽʜʥʦ ʦʪ ʥʘʡ-ʧʨʠʚʣʝʢʘʪʝʣʥʠʪʝ ʧʨʝʜʠʤʩʪʚʘ ʥʘ Google Classroom ʝ ʚʲʟʤʦʞʥʦʩʪʪʘ 

ʟʘ ʚʢʣʶʯʚʘʥʝ ʚ ʫʨʦʢʘ ʥʘ ʪʝʩʪʦʚʝ ʩ ʨʘʟʣʠʯʥʠ ʪʠʧʦʚʝ ʚʲʧʨʦʩʠ ʠ ʟʘʜʘʯʠ ï ʯʨʝʟ 

ʧʨʠʣʦʞʝʥʠʝʪʦ Google Forms ʦʪ ñʦʙʣʘʢʘò ʥʘ Google. ʇʨʠ ʪʦʚʘ ʦʱʝ ʢʦʛʘʪʦ ʩʲʟʜʘʚʘ 

ʫʯʝʙʝʥ ʤʘʪʝʨʠʘʣ ʧʨʝʧʦʜʘʚʘʪʝʣʷʪ ʠʟʙʠʨʘ ʜʘʣʠ ʫʨʦʢʲʪ ʱʝ ʝ ʟʘ ʥʦʚʠ ʟʥʘʥʠʷ (ʣʝʢʮʠʷ) 

ʠʣʠ ʱʝ ʝ ʫʧʨʘʞʥʝʥʠʝ (ʢʦʥʪʨʦʣʥʘ ʨʘʙʦʪʘ, ʪʝʩʪ, ʠʟʧʠʪ). ʅʘ ʬʠʛ. 7 ʝ ʧʦʢʘʟʘʥʘ ʥʘʯʘʣʥʘʪʘ 

ʩʪʨʘʥʠʮʘ ʦʪ ʢʦʥʪʨʦʣʥʘ ʨʘʙʦʪʘ ʧʦ ʠʥʬʦʨʤʘʪʠʢʘ, ʩʲʟʜʘʜʝʥʘ ʢʘʪʦ ʪʝʩʪ ʩ ʦʪʚʦʨʝʥʠ 

ʦʪʛʦʚʦʨʠ ʧʦ ʠʥʬʦʨʤʘʪʠʢʘ ʟʘ XI ʢʣʘʩ, ʩʲʟʜʘʜʝʥ ʩ ʧʦʤʦʱʪʘ ʥʘ ʧʨʠʣʦʞʝʥʠʝʪʦ Google 

Forms. ʅʘ ʬʠʛ. 8 ʠ 9 ʩʘ ʧʦʢʘʟʘʥʠ ʩʪʨʘʥʠʮʠ ʦʪ ʪʝʩʪʦʚʝ ʩ ʨʘʟʥʦʦʙʨʘʟʥʠ ʚʠʜʦʚʝ ʚʲʧʨʦʩʠ 

(ʩ ʦʪʚʦʨʝʥ ʢʨʘʪʲʢ ʦʪʛʦʚʦʨ, ʩ ʠʟʙʦʨʥʠ ʦʪʛʦʚʦʨʠ, ʩ ʤʥʦʞʝʩʪʚʝʥ ʠʟʙʦʨ) ʟʘ ʧʨʦʚʝʨʢʘ ʥʘ 

ʟʥʘʥʠʷʪʘ ʧʨʠ ʟʘʚʲʨʰʚʘʥʝ ʥʘ ʨʘʟʜʝʣ. 
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ʌʠʛ. 7 Tʝʩʪ ʧʦ ʜʠʥʘʤʠʯʥʠ ʩʪʨʫʢʪʫʨʠ ʦʪ 

ʜʘʥʥʠ ʟʘ XI ʢʣʘʩ, ʨʝʘʣʠʟʠʨʘʥ ʩ ʧʦʤʦʱʪʘ ʥʘ 

Google Forms 

ʌʠʛ. 8 ʊʝʩʪ ʧʦ ʠʥʬʦʨʤʘʪʠʢʘ ʚ XII  ʢʣʘʩ ʥʘ ʪʝʤʘ 

ñʊʝʩʪʚʘʥʝ ʥʘ ʧʨʦʛʨʘʤʠʪʝò 

 

ɼʨʫʛʦʪʦ ʧʨʝʜʠʤʩʪʚʦ ʥʘ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ Google Forms ʟʘ ʧʨʦʚʝʨʢʘ ʠ ʦʮʝʥʢʘ ʥʘ 

ʟʥʘʥʠʷʪʘ ʝ, ʯʝ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʧʦʧʲʣʚʘʥʝʪʦ ʥʘ ʬʦʨʤʫʣʷʨʠʪʝ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʩʲʙʨʘʥʠ ʚ 

ʝʣʝʢʪʨʦʥʥʠ ʪʘʙʣʠʮʠ ʠ ʜʘ ʙʲʜʘʪ ʘʥʘʣʠʟʠʨʘʥʠ ʦʪ ʧʨʝʧʦʜʘʚʘʪʝʣʷ. ʌʦʨʤʫʣʷʨʠʪʝ ʠ 

ʨʝʟʫʣʪʘʪʠʪʝ ʩʝ ʩʲʭʨʘʥʷʚʘʪ ʚ Ăʦʙʣʘʢʘñ ʥʘ Google. ʅʘ ʬʠʛ. 10 ʩʘ ʧʦʢʘʟʘʥʠ ʩʲʙʨʘʥʠʪʝ 

ʨʝʟʫʣʪʘʪʠ ʚ ʝʣʝʢʪʨʦʥʥʘ ʪʘʙʣʠʮʘ, ʩʲʭʨʘʥʝʥʘ ʚ Ăʦʙʣʘʢʘñ ʥʘ Google, ʦʪ ʪʝʩʪ ʧʦ 

ʠʥʬʦʨʤʘʮʠʦʥʥʠ ʪʝʭʥʦʣʦʛʠʠ, ʨʝʘʣʠʟʠʨʘʥ ʩ ʧʦʤʦʱʪʘ ʥʘ Google Forms. ʈʝʟʫʣʪʘʪʠʪʝ ʩʘ 

ʦʙʦʙʱʝʥʠʠ ʠ ʤʦʞʝ ʜʘ ʩʝ ʚʠʜʷʪ ʤʘʢʩʠʤʘʣʥʠʷ ʙʨʦʡ ʪʦʯʢʠ, ʩʨʝʜʝʥ ʙʨʦʡ ʪʦʯʢʠ, ʙʨʦʡ 

ʦʪʛʦʚʦʨʠ ʠ ʙʨʦʡ ʥʘ ʥʝʟʘʜʦʚʦʣʠʪʝʣʥʠʪʝ ʦʪʛʦʚʦʨʠ ʟʘ ʢʣʘʩʘ. ɿʘ ʚʩʝʢʠ ʫʯʝʥʠʢ ʩʝ ʚʦʜʠ 

ʩʪʘʪʠʩʪʠʢʘ ʟʘ  ʯʘʩ ʥʘ ʧʨʝʜʘʚʘʥʝ, ʝ-ʧʦʱʘ, ʠʤʝ, ʬʘʤʠʣʠʷ, ʢʣʘʩ, ʙʨʦʡ ʚʝʨʥʠ ʦʪʛʦʚʦʨʠ, 

ʠʟʜʲʨʞʘʥ ʪʝʩʪ ʚ ʧʨʦʮʝʥʪʠ, ʙʨʦʡ ʦʧʠʪʠ, ʩʲʭʨʘʥʷʚʘ ʩʝ ʦʪʛʦʚʦʨʘ ʥʘ ʚʩʝʢʠ ʚʲʧʨʦʩ ʦʪ 

ʪʝʩʪʘ. ɺʲʧʨʦʩʠʪʝ ʩ ʧʦʜ 60% ʚʝʨʥʠ ʦʪʛʦʚʦʨʠ ʩʝ ʦʮʚʝʪʷʚʘʪ ʚ ʦʨʘʥʞʝʚʦ. 

  

ʌʠʛ. 9 ʊʝʩʪ ʟʘ ʦʙʦʙʱʝʥʠʝ 

ʥʘ ʨʘʟʜʝʣ 
ʌʠʛ. 10 ʈʝʟʫʣʪʘʪʠ ʦʪ ʪʝʩʪ, ʘʚʪʦʤʘʪʠʯʥʦ ʩʲʙʨʘʥʠ ʚ Google 

ʪʘʙʣʠʮʘ  
 

ʈʘʙʦʪʘ ʩ LearningApps ʟʘ ʧʦʚʠʰʘʚʘʥʝ ʠʥʪʝʨʝʩʘ ʥʘ ʫʯʝʥʠʮʠʪʝ 

LearningApps.org (LearningApps, 2020) ʝ ʫʝʙ ʧʨʠʣʦʞʝʥʠʝ, ʩʲʜʲʨʞʘʱʦ 

ʠʥʪʝʨʘʢʪʠʚʥʠ ʤʦʜʫʣʠ, ʧʦʜʭʦʜʷʱʠ ʟʘ ʠʟʧʦʣʟʚʘʥʝ ʚ ʫʯʝʙʥʠʷ ʧʨʦʮʝʩ, ʦʩʦʙʝʥʦ ʚ 1 - 7 

ʢʣʘʩ. ʏʨʝʟ ʠʛʨʠʪʝ ï ʪʝʩʪʦʚʝ ʤʦʞʝ ʜʘ ʙʲʜʘʪ ʧʨʦʚʝʨʷʚʘʥʠ ʟʥʘʥʠʷʪʘ ʥʘ ʫʯʝʥʠʮʠʪʝ ʚʲʚ 

ʚʠʜʘ, ʚ ʢʦʡʪʦ ʩʘ ʩʲʟʜʘʜʝʥʠ, ʘ ʩʲʱʦ ʪʘʢʘ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʠʤʘʪ ʜʦʩʪʲʧ (ʬʠʛ. 11) ʠ 

ʤʦʛʘʪ ʜʘ ʥʘʩʪʨʦʡʚʘʪ ʦʩʚʝʥ ʰʘʙʣʦʥʥʠʪʝ ʠʛʨʠ (ñʉʪʘʥʠ ʙʦʛʘʪò, ñɹʝʩʝʥʠʮʘò, 
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ñʂʨʲʩʪʦʩʣʦʚʠʮʘò ʠ ʜʨ.), ʥʦ ʠ ʧʫʙʣʠʢʫʚʘʥʠʪʝ ʦʪ ʪʝʭʥʠ ʢʦʣʝʛʠ ʧʨʠʣʦʞʝʥʠʷ ʣʝʩʥʦ ʠ 

ʙʲʨʟʦ ʚ ʦʧʝʨʘʪʠʚʝʥ ʨʝʞʠʤ. ʉʪʲʧʢʠʪʝ ʥʘ ʩʲʟʜʘʚʘʥʝ ʩʘ: ʚʲʟʥʠʢʚʘʥʝ ʥʘ ʠʜʝʷ, ʠʟʙʦʨ ʥʘ 

ʰʘʙʣʦʥ, ʠʟʧʲʣʚʘʥʝ ʩʲʩ ʩʲʜʲʨʞʘʥʠʝ, ʟʘʧʘʟʚʘʥʝ ʠ ʧʫʙʣʠʢʫʚʘʥʝ ʥʘ ʤʦʜʫʣʘ. ʂʦʛʘʪʦ ʪʦʡ 

ʩʝ ʧʫʙʣʠʢʫʚʘ, ʩʝ ʢʘʪʝʛʦʨʠʟʠʨʘ ʠ ʣʝʩʥʦ ʩʝ ʦʪʢʨʠʚʘ ʦʪ ʜʨʫʛʠ ʧʦʪʨʝʙʠʪʝʣʠ. ɺ ʥʘʯʘʣʦʪʦ 

ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʫʯʝʥʠʝ ʙʷʭʘ ʠʟʧʦʣʟʚʘʥʠ ʘʢʪʠʚʥʦ ʠʛʨʠʪʝ, ʧʦʢʘʟʘʥʠ ʥʘ ʬʠʛ. 11. 

ʇʨʠʣʦʞʝʥʠʷʪʘ ʥʘ LearningApps ʤʦʞʝ ʜʘ ʩʝ ʚʛʨʘʞʜʘʪ ʚ ʩʘʡʪʦʚʝ ʯʨʝʟ ʢʦʧʠʨʘʥʝ ʥʘ 

ʣʠʥʢʘ ʚ ʩʲʦʪʚʝʪʥʘʪʘ ʩʪʨʘʥʠʮʘ. ʇʦ ʪʘʢʲʚ ʥʘʯʠʥ ʧʦʢʘʟʘʥʠʪʝ ʠʛʨʠ ʙʷʭʘ ʚʛʨʘʞʜʘʥʠ ʚ 

ʟʘʥʷʪʠʷʪʘ ʥʘ ʢʣʘʩʦʚʝʪʝ ʚ Google Classroom. 

ʉ LearningApps ʚʝʯʝ ʤʦʞʝ ʜʘ ʩʝ ʩʲʟʜʘʚʘʪ ʠ ʢʣʘʩʦʚʝ, ʧʦʜʦʙʥʦ ʥʘ ʪʦʚʘ, ʢʘʢʪʦ ʩʝ 

ʩʲʟʜʘʚʘʪ ʢʣʘʩʦʚʝ ʧʦ ʫʯʝʙʥʠʪʝ ʜʠʩʮʠʧʣʠʥʠ ʚ Google Classroom (ʬʠʛ. 12).  

 

 
 

ʌʠʛ. 11 ʈʘʟʣʠʯʥʠ ʚʠʜʦʚʝ ʧʨʠʣʦʞʝʥʠʷ, 

ʩʲʟʜʘʜʝʥʠ ʚ LearningApps.org ʦʪ 

ʧʨʝʧʦʜʘʚʘʪʝʣʠ 

ʌʠʛ. 12 ʂʣʘʩʦʚʝ, ʩʲʟʜʘʜʝʥʠ ʚ 

LearningApps.org 

 

ʉ ʧʨʠʣʦʞʝʥʠʝʪʦ ʤʦʛʘʪ ʜʘ ʩʝ ʩʲʟʜʘʚʘʪ ʠʥʬʦʨʤʘʮʠʦʥʥʠ ʪʘʙʣʘ (ʬʠʛ. 13) ʠ ʚ ʪʷʭ 

ʜʘ ʩʝ ʚʢʣʶʯʚʘ ʢʨʘʪʲʢ ʪʝʢʩʪ, ʭʠʧʝʨʚʨʲʟʢʠ ʢʲʤ ʠʟʦʙʨʘʞʝʥʠʷ, ʚʠʜʝʦ ʬʘʡʣʦʚʝ, ʠʥʪʝʨʥʝʪ, 

pdf ʠʣʠ ʪʝʢʩʪʦʚʠ ʬʘʡʣʦʚʝ. ʇʨʝʧʦʜʘʚʘʪʝʣʷʪ ʤʦʞʝ ʜʘ ʩʲʟʜʘʚʘ ʤʦʜʫʣʠ ʩ ʠʥʩʪʨʫʤʝʥʪʠʪʝ 

ʥʘ ʧʨʠʣʦʞʝʥʠʝʪʦ ʠ ʜʘ ʛʠ ʧʦʩʪʘʚʷ ʥʘ ʜʲʩʢʘʪʘ ʢʘʪʦ ʭʠʧʝʨʚʨʲʟʢʠ ʠʣʠ ʜʘ ʛʠ ʠʟʧʦʣʟʚʘ 

ʢʘʪʦ ʩʘʤʦʩʪʦʷʪʝʣʥʦ ʧʨʠʣʦʞʝʥʠʝ (ʬʠʛ. 14). ʅʘ ʬʠʛ. 15  ʬʠʛ. 16 ʩʘ ʜʝʤʦʥʩʪʨʠʨʘʥʠ 

ʟʘʙʘʚʥʠ ʠʛʨʠ ʟʘ ʩʘʤʦʢʦʥʪʨʦʣ ʧʦ ʦʙʝʢʪʥʦ-ʦʨʠʝʥʪʠʨʘʥʦ ʧʨʦʛʨʘʤʠʨʘʥʝ, ʩʲʟʜʘʜʝʥʠ ʩ 

LearningApps.  

 
 

ʌʠʛ. 13 ʀʥʬʦʨʤʘʮʠʦʥʥʦ ʪʘʙʣʦ ʥʘ 

ʨʘʟʨʘʙʦʪʝʥʠ ʩ LearningApps ʧʨʠʣʦʞʝʥʠʷ 
ʌʠʛ. 14 Tʝʩʪ ʧʦ ʠʥʬʦʨʤʘʮʠʦʥʥʠ 

ʪʝʭʥʦʣʦʛʠʠ ʢʘʪʦ LearningApps 

ʧʨʠʣʦʞʝʥʠʝ 
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         ɺʩʠʯʢʠ ʠʛʨʦʚʠ ʧʨʠʣʦʞʝʥʠʷ ʤʦʞʝ ʜʘ ʩʝ ʠʟʧʦʣʟʚʘʪ ʢʘʢʪʦ ʚ ʥʘʯʘʣʦʪʦ ʥʘ ʫʨʦʢʘ ï 

ʟʘ ʩʘʤʦʧʨʦʚʝʨʢʘ ʦʪ ʩʪʨʘʥʘ ʥʘ ʫʯʝʥʠʮʠʪʝ, ʪʘʢʘ ʠ ʥʘʢʨʘʷ ʥʘ ʫʨʦʢʘ ï ʟʘ ʟʘʪʚʲʨʞʜʘʚʘʥʝ 

ʥʘ ʟʥʘʥʠʷʪʘ. 

  
ʌʠʛ. 15 ɿʘʜʘʯʘ ʟʘ ʩʘʤʦʢʦʥʪʨʦʣ ʌʠʛ. 16 ʈʝʟʫʣʪʘʪʠ ʦʪ ʠʛʨʘ ʟʘ ʩʘʤʦʢʦʥʪʨʦʣ 

ʥʘ ʪʝʤʘ Ăʇʨʝʜʝʬʠʥʠʨʘʥʝ ʥʘ ʦʧʝʨʘʮʠʠʪʝ ʩ 

ʯʣʝʥ-ʬʫʥʢʮʠʠñ 
 

ɺ ʢʦʥʪʝʢʩʪʘ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚʦ ʦʙʨʘʟʦʚʘʥʠʝ (Yoveva, 2017): ʧʦʜʭʦʜʲʪ 

ʥʘ ʩʲʟʜʘʚʘʥʝ ʥʘ ʫʯʝʙʥʠ ʤʘʪʝʨʠʘʣʠ ʧʦʜ ʬʦʨʤʘʪʘ ʥʘ ʟʘʙʘʚʥʠ ʠʛʨʠ ʩ ʧʨʠʣʦʞʝʥʠʷʪʘ 

LearningApps ʧʦ ʩʲʱʥʦʩʪʪʘ ʩʠ ʝ ʢʦʧʣʝʢʩʝʥ (ʠʟʠʩʢʚʘʱ ʠʥʪʝʛʨʘʮʠʷ ʥʘ ʨʘʟʣʠʯʥʠ 

ʜʝʡʥʦʩʪʠ ʠ ʩʲʦʪʚʝʪʥʦ ʫʯʘʩʪʥʠʮʠ), ʪ.ʝ., ʤʦʞʝ ʜʘ ʝ ʜʝʣʦ ʥʝ ʩʘʤʦ ʥʘ ʝʜʠʥ ʯʦʚʝʢ - 

ʫʯʠʪʝʣʷʪ. ɿʘ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʫʯʝʙʥʠ ʤʘʪʝʨʠʘʣʠ ʧʦ ʨʘʟʣʠʯʥʠ ʜʠʩʮʠʧʣʠʥʠ 

ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʤʦʛʘʪ ʜʘ ʧʨʠʚʣʠʯʘʪ ʧʦ-ʠʟʷʚʝʥʠ ʫʯʝʥʠʮʠ ʠʣʠ ʫʯʝʥʠʮʠ ʦʪ ʧʦ-ʛʦʨʝʥ 

ʢʫʨʩ ʟʘ ʨʝʘʣʥʦ ʫʯʘʩʪʠʝ ʚ ʧʨʦʝʢʪʥʦ-ʙʘʟʠʨʘʥʦ ʦʙʫʯʝʥʠʝ, ʢʦʝʪʦ ʧʨʝʟ ʧʝʨʠʦʜʘ ʥʘ ɼʆ 

ʙʝʰʝ ʧʨʝʜʣʦʞʝʥʦ ʢʘʪʦ ʘʣʪʝʨʥʘʪʠʚʘ ʠ ʨʝʘʣʠʟʠʨʘʥʦ ʚ ʤʥʦʛʦ ʫʯʠʣʠʱʘ. ʅʘʧʨʠʤʝʨ, ʚ 6 

ʢʣʘʩ ʧʦ ʠʥʬʦʨʤʘʮʠʦʥʥʠ ʪʝʭʥʦʣʦʛʠʠ ʢʘʪʦ ʧʨʦʝʢʪ ʟʘ ʦʙʦʙʱʘʚʘʥʝ ʥʘ ʨʘʟʜʝʣʘ 

ñʂʦʤʧʶʪʲʨʥʘ ʧʨʝʟʝʥʪʘʮʠʷò ʤʦʞʝ ʜʘ ʙʲʜʝ ʬʦʨʤʫʣʠʨʘʥ ʢʘʪʦ ʜʦʤʘʰʥʘ ʨʘʙʦʪʘ 

ʠʥʪʝʨʜʠʩʮʠʧʣʠʥʘʨʝʥ ʧʨʦʝʢʪ ʥʘ ʪʝʤʠ ʦʪ ʫʯʝʙʥʠʢʘ ʧʦ ñʏʦʚʝʢ ʠ ʧʨʠʨʦʜʘò ʠ 

ñʀʥʬʦʨʤʘʮʠʦʥʥʠ ʪʝʭʥʦʣʦʛʠʠò. ʄʦʛʘʪ ʜʘ ʙʲʜʘʪ ʧʨʠʚʣʝʯʝʥʠ ʠ ʫʯʠʪʝʣʠ ʧʦ ɹʲʣʛʘʨʩʢʠ 

ʝʟʠʢ ʠ ʣʠʪʝʨʘʪʫʨʘ ʠ ʏʫʞʜ ʝʟʠʢ. 

 

ɿʘʢʣʶʯʝʥʠʝ 

ɺʲʧʨʝʢʠ ʥʝʜʦʩʪʘʪʲʮʠʪʝ ʥʘ ʜʠʩʪʘʥʮʠʦʥʥʦʪʦ ʦʙʫʯʝʥʠʝ ʦʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ 

ʫʩʚʦʷʚʘʥʝ ʥʘ ʟʥʘʥʠʷ ʠ ʫʤʝʥʠʷ, ʦʩʦʙʝʥʦ ʚ ʧʨʦʬʝʩʠʦʥʘʣʥʦʪʦ ʦʙʨʘʟʦʚʘʥʠʝ, ʚʩʝ ʧʘʢ 

ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʠʟʚʣʝʯʝʥʠ ʠ ʥʷʢʦʠ ʧʦʣʟʠ ʟʘ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʦʪ ʩʬʝʨʘʪʘ ʥʘ 

ʥʘʯʘʣʥʦʪʦ, ʩʨʝʜʥʦʪʦ ʠ ʚʠʩʰʝʪʦ ʦʙʨʘʟʦʚʘʥʠʝ: 

ɼʘʜʝʥʠʪʝ ʧʨʠʤʝʨʠ ʧʦʢʘʟʘʭʘ ʝʬʝʢʪʠʚʥʦʩʪʪʘ ʥʘ ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʠʛʨʦʚʠʷ ʧʦʜʭʦʜ 

ʧʨʠ ʟʘʜʘʯʠʪʝ ʟʘ ʩʘʤʦʢʦʥʪʨʦʣ (ʧʨʠ ʚʩʠʯʢʠ ʚʲʟʨʘʩʪʠ). ɽʩʪʝʩʪʚʝʥʦ, ʧʨʠ ʫʯʝʥʠʮʠʪʝ ʦʪ 8-

12 ʢʣʘʩ ʥʘʡ-ʧʦʜʭʦʜʷʱʘʪʘ ʬʦʨʤʘ ʟʘ ʧʨʦʚʝʨʢʘ ʠ ʦʮʝʥʢʘ ʥʘ ʟʥʘʥʠʷʪʘ ʩʘ ʧʦʩʪʘʚʷʥʝʪʦ ʥʘ 

ʟʘʜʘʯʠ ʚ Google Classroom ʟʘ ʜʦʤʘʰʥʘ ʨʘʙʦʪʘ (ʯʨʝʟ ʬʫʥʢʮʠʷʪʘ Assignment ʢʘʪʦ 

Google ʜʦʢʫʤʝʥʪʠ, ʪʘʙʣʠʮʠ ʠ ʧʨʝʟʝʥʪʘʮʠʠ, ʠʣʠ ʧʨʦʩʪʦ ʢʘʪʦ ʩʥʠʤʢʠ ʥʘ ʥʘʧʠʩʘʥʦʪʦ ʚ 

ʪʝʪʨʘʜʢʘʪʘ) ʢʲʤ ʫʨʦʢʘ ʚ Classwork ʧʘʥʝʣʘ, ʬʦʨʤʫʣʠʨʘʥʝ ʠ ʨʘʟʧʨʘʱʘʥʝ ʥʘ ʪʝʩʪʦʚʝ 

ʯʨʝʟ Google Forms. 

ʅʝ ʥʘ ʧʦʩʣʝʜʥʦ ʤʷʩʪʦ ʧʨʝʧʦʜʘʚʘʪʝʣʠʪʝ ʦʪ ʥʘʯʘʣʥʦʪʦ, ʩʨʝʜʥʦʪʦ ʠ ʚʠʩʰʝʪʦ 

ʦʙʨʘʟʦʚʘʥʠʝ ʤʥʦʛʦ ʙʲʨʟʦ ʫʩʚʦʠʭʘ ʥʦʚʠ ʥʘʯʠʥʠ, ʠʥʩʪʨʫʤʝʥʪʠ ʠ ʩʨʝʜʠ ʟʘ ʧʨʝʧʦʜʘʚʘʥʝ, 

ʢʦʥʪʨʦʣ ʥʘ ʟʥʘʥʠʷʪʘ ʠ ʦʮʝʥʷʚʘʥʝ.  



89 
 

ʀʟʧʦʣʟʚʘʥʘ ʣʠʪʝʨʘʪʫʨʘ: 

1. ʀʥʬʦʨʤʘʪʠʟʘʮʠʷ ʚ ʰʢʦʣʝ, (2018), ʀʩʧʦʣʴʟʦʚʘʥʠʝ Google Classroom ʥʘ ʫʨʦʢʘʭ 

ʠʥʬʦʨʤʘʪʠʢʠ. https://it-school.pw/ispolzovanie-sistemy-do-google-classroom/ 

2. ʀʩʧʦʣʴʟʦʚʘʥʠʝ Google Classroom ʚ ʦʙʨʘʟʦʚʘʪʝʣʴʥʦʤ ʧʨʦʮʝʩʩʝ. 

http://ino.rsvpu.ru/programma/ispolzovanie-google-classroom-v-obrazovatelnom-processe 

3. ʂʦʥʦʚʘʣʦʚʘ, ʄ. (2017), ʀʩʧʦʣʴʟʦʚʘʥʠʝ Google Classroom ʠ Google ʧʨʠʣʦʞʝʥʠʡ 
(Google Forms, Google Keep, Google Drive ʠ Google Docs) ʠ ʦʙʫʯʝʥʠʝ ʫʯʘʱʠʭʩʷ ʨʘʙʦʪʝ ʚ 

Google Classroom ʠ ʩ Google ʧʨʠʣʦʞʝʥʠʷʤʠ, ʄ., ʆʪʢʨʳʪʳʡ ʫʨʦʢ,  

https://urok.1sept.ru/%D1%81%D1%82%D0%B0%D1%82%D1%8C%D0%B8/666662/ 

4. ʄʠʥʫʩʳ. (2020). ʄʠʥʫʩʳ ʜʠʩʪʘʥʮʠʦʥʥʦʛʦ ʦʙʫʯʝʥʠʷ. ʎʝʥʪʨ ʩʣʘʚʷʥʩʢʠʭ ʷʟʳʢʦʚ ʠ 
ʢʫʣʴʪʫʨ, URL: https://dyjalog.by/minusy-distancionnogo-obucheniya/. 

5. ʇʣʶʩʳ. (2011). ʇʣʶʩʳ ʠ ʤʠʥʫʩʳ ʜʠʩʪʘʥʮʠʦʥʥʦʛʦ ʦʙʨʘʟʦʚʘʥʠʷ, 

https://moeobrazovanie.ru/plusy_i_minusy_distancionnogo_obrazovaniya.html. 

6. ʈɻʇʇʋ. (2020). http://ino.rsvpu.ru/programma/ispolzovanie-google-classroom-v-

obrazovatelnom-processe 

7. ʈʳʚʢʠʥ, ɸ. (2020). ɼʠʩʪʘʥʮʠʦʥʥʦʝ ʦʙʫʯʝʥʠʝ. ʇʣʶʩʳ ʠ ʤʠʥʫʩʳ, 
https://vogazeta.ru/articles/2020/4/17/distant/12609-distantsionnoe_obuchenie__plyusy_i_minusy 

8. ʉʦʨʦʢʠʥʘ, ʆ. (2020). ʆʧʳʪ ʜʠʩʪʘʥʮʠʦʥʥʦʛʦ ʦʙʫʯʝʥʠʷ,  
https://urok.1sept.ru/%D0%B8%D0%BD%D1%84%D0%BE%D1%80%D0%BC%D0%B0%D1%

82%D0%B8%D0%BA%D0%B0 

9. ʐʘʢʫʨʦʚʘ, ʂ. (2018). ʆʥ-ʣʘʡʥ ʩʝʨʚʠʩʳ Google ʢʘʢ ʠʥʩʪʨʫʤʝʥʪ ʦʨʛʘʥʠʟʘʮʠʠ 

ʠʥʜʠʚʠʜʫʘʣʴʥʦʡ ʠ ʛʨʫʧʧʦʡ ʨʘʙʦʪʳ ʥʘ ʫʨʦʢʘʭ ʣʠʪʝʨʘʪʫʨʳ ʚ ʰʢʦʣʝ, ɺʳʧʫʩʢʥʘʷ 

ʢʚʘʣʠʬʠʢʘʮʠʦʥʥʘʷ ʨʘʙʦʪʘ, 

https://urok.1sept.ru/%D1%81%D1%82%D0%B0%D1%82%D1%8C%D0%B8/682216/ 

10. Google ʢʣʘʩʩʥʘʷ, (2020), Google ʢʣʘʩʩʥʘʷ ʦʙʟʦʨ ʠ ʨʝʡʪʠʥʛ - ʆʪʟʳʚʳ ï 2020, 

https://ru.compkkart.com/google-classroom 

11. Google Classroom - ɺʦʧʨʦʩr ʠ ʦʪʚʝʪʳ. (2020). Progi.pro/google-classroo-t8402  

12. LearningApps. (2017).  LearningApps ï interactive learning modules, 08, 2017, from 

http://verein.learningapps.org/  

13. LearningApps.org. (2020). https://learningapps.org/myapps.php 

14. Yoveva, Iv. (2017). Role of Interactive Educational Content for Develpment of Holistic 

Personality in Social and Business Sciences, Modern Science and Education: New Realities and 

Scientific Solutions, University of Cherkasy, Ukraine. 
 

ʊʘʟʠ ʧʫʙʣʠʢʘʮʠʷ ʝ ʨʘʟʨʘʙʦʪʝʥʘ ʚ ʨʘʤʢʠʪʝ ʥʘ ʧʨʦʝʢʪ BG05M2OP001-1.002-0008-C01 

"ʎʝʥʪʲʨ ʟʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʟʘ ʠʥʪʝʣʠʛʝʥʪʥʠ ʨʝʰʝʥʠʷ ʚ ʢʨʝʘʪʠʚʥʠʪʝ ʠ ʨʝʢʨʝʘʪʠʚʥʠʪʝ 

ʠʥʜʫʩʪʨʠʠ" (ʀʅʂʈɽɸ). ʇʨʦʝʢʪʲʪ ʝ ʬʠʥʘʥʩʠʨʘʥ ʦʪ ʆʧʝʨʘʪʠʚʥʘ ʧʨʦʛʨʘʤʘ "ʅʘʫʢʘ ʠ 

ʦʙʨʘʟʦʚʘʥʠʝ ʟʘ ʠʥʪʝʣʠʛʝʥʪʝʥ ʨʘʩʪʝʞ - 2014-2020" ʠ ʩ ʧʦʜʢʨʝʧʘʪʘ ʥʘ ɽʚʨʦʧʝʡʩʢʠʷ ʩʲʶʟ. 

ʎʷʣʘʪʘ ʦʪʛʦʚʦʨʥʦʩʪ ʟʘ ʩʲʜʲʨʞʘʥʠʝʪʦ ʥʘ ʜʦʢʫʤʝʥʪʘ ʩʝ ʥʦʩʠ ʦʪ ʘʚʪʦʨʘ/ʘʚʪʦʨʠʪʝ ʠ ʧʨʠ ʥʠʢʘʢʚʠ 

ʦʙʩʪʦʷʪʝʣʩʪʚʘ ʥʝ ʤʦʞʝ ʜʘ ʩʝ ʧʨʠʝʤʘ, ʯʝ ʪʦʟʠ ʜʦʢʫʤʝʥʪ ʦʪʨʘʟʷʚʘ ʦʬʠʮʠʘʣʥʦʪʦ ʩʪʘʥʦʚʠʱʝ ʥʘ 

ɽʚʨʦʧʝʡʩʢʠʷ ʩʲʶʟ  ʠ ʋʧʨʘʚʣʷʚʘʱʠʷ ʦʨʛʘʥ. 

 

 

 

 

 

 

 

https://it-school.pw/ispolzovanie-sistemy-do-google-classroom/
https://moeobrazovanie.ru/plusy_i_minusy_distancionnogo_obrazovaniya.html
https://vogazeta.ru/articles/2020/4/17/distant/12609-distantsionnoe_obuchenie__plyusy_i_minusy
https://urok.1sept.ru/%D0%B8%D0%BD%D1%84%D0%BE%D1%80%D0%BC%D0%B0%D1%82%D0%B8%D0%BA%D0%B0
https://urok.1sept.ru/%D0%B8%D0%BD%D1%84%D0%BE%D1%80%D0%BC%D0%B0%D1%82%D0%B8%D0%BA%D0%B0
https://ru.compkkart.com/google-classroom


90 
 

ɼʀɻʀʊɸʃʅʀ ʈɽʐɽʅʀʗ ʅɸ ɹɸɿɸʊɸ ʅɸ ʆɹʃɸʏʅɸ ʊɽʍʅʆʃʆɻʀʗ 

ɿɸ ɸɺʊʆʄɸʊʀɿʀʈɸʅɽ ʅɸ ʈɸɹʆʊʅʀʊɽ ʇʆʊʆʎʀ ɺ ʇʆʃɿɸ ʅɸ 

ɹʀɿʅɽʉɸ 
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ʈʝʟʶʤʝ. ʎʝʣʪʘ ʥʘ ʙʠʟʥʝʩʘ ʝ ʜʘ ʧʦʚʠʰʠ ʝʬʝʢʪʠʚʥʦʩʪʪʘ ʠ ʜʘ ʥʘʤʘʣʠ ʨʘʟʭʦʜʠʪʝ, 

ʧʦʜʜʲʨʞʘʡʢʠ ʩʣʫʞʠʪʝʣʠʪʝ ʚʠʩʦʢʦ ʤʦʪʠʚʠʨʘʥʠ, ʫʜʦʚʣʝʪʚʦʨʝʥʠ, ʢʦʝʪʦ ʚʦʜʠ ʜʦ ʫʜʦʚʣʝʪʚʦʨʝʥʠ 

ʢʣʠʝʥʪʠ ʠ ʫʩʪʘʥʦʚʷʚʘʥʝ ʥʘ ʜʲʣʛʦʩʨʦʯʥʠ ʙʠʟʥʝʩ ʦʪʥʦʰʝʥʠʷ. 

ɼʦʢʣʘʜʲʪ ʨʘʟʛʣʝʞʜʘ ʦʩʥʦʚʥʠʪʝ ʧʨʠʥʮʠʧʠ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ, ʜʠʛʠʪʘʣʥʘʪʘ 

ʪʨʘʥʩʬʦʨʤʘʮʠʷ, ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʙʠʟʥʝʩ ʧʨʦʮʝʩʠʪʝ, ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʥʘ ʮʠʬʨʦʚʠʪʝ ʧʨʦʮʝʩʠ, 

ʢʘʢ ʪʝ ʨʝʬʦʨʤʠʨʘʪ ʙʠʟʥʝʩ ʧʨʦʮʝʩʠʪʝ ʠ ʘʢʮʝʥʪʠʨʘ ʚʲʨʭʫ ʧʦʣʟʠʪʝ ʟʘ ʙʠʟʥʝʩʘ, ʠʟʧʦʣʟʚʘʡʢʠ 

ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʥʘ ʮʠʬʨʦʚʠʪʝ ʧʨʦʮʝʩʠ ʠ ʘʚʪʦʤʘʪʠʟʠʨʘʥʝʪʦ ʥʘ ʮʠʬʨʦʚʠʷ ʨʘʙʦʪʝʥ ʧʨʦʮʝʩ. 

ʇʨʝʜʩʪʘʚʝʥʦ ʝ ʤʦʜʝʨʥʦ ʜʠʛʠʪʘʣʥʦ ʨʝʰʝʥʠʝ ʥʘ ʙʘʟʘʪʘ ʥʘ ʦʙʣʘʢ ʟʘ ʘʚʪʦʤʘʪʠʟʠʨʘʥʝ ʥʘ 

ʨʘʙʦʪʥʠʪʝ ʧʨʦʮʝʩʠ. 

ʇʦʜʯʝʨʪʘʚʘ ʩʝ ʩʦʮʠʘʣʥʦʪʦ ʠ ʢʫʣʪʫʨʥʦʪʦ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʦʨʛʘʥʠʟʘʮʠʠʪʝ, ʢʦʠʪʦ 

ʚʲʟʧʨʠʝʤʘʪ ʮʠʬʨʦʚʘʪʘ ʘʚʪʦʤʘʪʠʟʘʮʠʷ ʥʘ ʧʨʦʮʝʩʠʪʝ. 

ɼʦʢʣʘʜʲʪ ʧʦʢʘʟʚʘ, ʯʝ ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʥʘ ʨʘʙʦʪʥʠʷ ʧʨʦʮʝʩ ʧʦʟʚʦʣʷʚʘ ʥʘ ʭʦʨʘʪʘ ʜʘ ʩʝ 

ʩʲʩʨʝʜʦʪʦʯʘʪ ʚʲʨʭʫ ʚʘʞʥʘʪʘ ʨʘʙʦʪʘ ʢʘʪʦ ʢʣʶʯʦʚʘ ʩʪʲʧʢʘ ʟʘ ʧʨʝʚʨʲʱʘʥʝʪʦ ʚ ʥʘʧʲʣʥʦ 

ʜʠʛʠʪʘʣʥʦ ʨʘʙʦʪʥʦ ʤʷʩʪʦ. ʊʦʚʘ ʱʝ ʜʘʜʝ ʥʘ ʙʠʟʥʝʩʘ ʢʦʥʢʫʨʝʥʪʥʦ ʧʨʝʜʠʤʩʪʚʦ ʥʘ ʜʥʝʰʥʠʷ 

ʧʘʟʘʨ. 

 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʦʙʣʘʯʥʘ ʪʝʭʥʦʣʦʛʠʷ, ʜʠʛʠʪʘʣʠʟʘʮʠʷ, ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʙʠʟʥʝʩ ʧʨʦʮʝʩʠ, 

ʮʠʬʨʦʚʘ ʘʚʪʦʤʘʪʠʟʘʮʠʷ ʥʘ ʧʨʦʮʝʩʠ, ʘʚʪʦʤʘʪʠʟʘʮʠʷ ʥʘ ʨʘʙʦʪʥʠʪʝ ʧʨʦʮʝʩʠ. 

 
Abstract . The goal of the business is to increase the efficiency and reduces the costs 

keeping the employees high motivated, satisfied, which results in satisfied customers and setting up 

of long-term business relations. The paper considers the fundamentals of the digitalization, digital 

transformation, business process management, digital process automation, how it reforms the 

business processes and focuses on the benefits for the business using the digital process automation 

and digital workflow automation. 

A modern cloud based digital solution for automating workflows is presented. 

The social and cultural impacts on the organizations that adopt digital process automation is 

emphasized. 

The paper shows that the workflow automation allows the people to focus on the important work as 

a key step in becoming a fully  digital workplace. This will  give the business a competitive 

advantage in todayôs marketplace. 

 

Key words: Cloud technology, Digitization, Business Process Management, Digital 

Process Automation, Workflows Automation. 
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INTRODUCTION  

The Digital Transformation (O'Donnell, Jim ,10 March 2017) is the applying of the 

digital technology to solve different problems. 

The cloud computing can be considered as an example of digital transformation, 

because it reduces reliance on user owned computers, software, infrastructure and 

increases reliance on subscription-based cloud services. Many of these digital solutions 

enhance capabilities of the traditional software products  

The use of cloud solutions has double positive effect ï one time for the provider of 

the cloud service and second time for the user of this service. The reason is that the 

companies providing the services are guaranteed of regular, usually monthly, recurring 

revenue from subscriptions, and they can finance ongoing development with reduced risk. 

This is the positive effect for the provider of the service. From other hand the provider can 

deliver frequent upgrades of the provided services to the user, which is the positive effect 

for the user ï it receives in more cases monthly upgrades, without additional investments 

(Matt, Christian; Hess, Thomas; Benlian, Alexander, 2015-08-04).  

The subscription model also reduces the hacker attacks and the illegal software 

distribution/ which is a major benefit to the vendor Dignan, Larry. (2020-01-23.).  

The digital solutions increase the efficiency by automation and creativity, rather than 

simply enhance and support traditional methods Lankshear, Colin; Knobel, Michele (2008.  

One aspect of digital transformation is the concept of removing the paper or 

reaching a 'digital business maturity' (Heinze, Aleksej; Griffiths, Marie; Fenton, Alex; 

Fletcher, Gordon ,2018)., affecting both individual business (Patel, Keyur; McCarthy, 

Mary Pat,2000). and whole segments of society, such as government (Roy, Jeffrey 

,2006).  mass communications, (Ramanujam, R C ,2009).  Art (PH.D. 

thesis,2001) medicine, (Goldsmith, Jeff Charles ,2003).  and science. (Baker, Mark, (July 

2014).   

Digital transformation is already underway but is not proceeding at the same pace 

everywhere (McKinsey Global Institute's 2016). Europe is currently operating at 12% of its 

digital potential, while the United States is operating at 18%. Within Europe, Germany 

operates at 10% of its digital potential, while the United Kingdom is almost on par with the 

United States at 17%. 

In other words, the 3 levels of the digital transformation are:  

Å digitize remove paperwork 

Å digitalize automate processes 

Å digital transformation transforms people and organizations 

The business processes consist of business rules, data, and human decisions. The 

digital technology lets the people to automate those business rules and to achieve a process 

automation.  

In fact, the digital process automation is the use of software to automate tasks that 

could be run by a human.  

https://en.wikipedia.org/wiki/Colin_Lankshear
https://en.wikipedia.org/wiki/Michele_Knobel
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BUSINESS PROCESS MANAGEMENT AND DIGITAL PROCESS 

AUTOMATIO N 

The companies are using the business process management (BPM) to build business 

processes from their data and human decisions.  

The digital technology allows companies to replace the human elements that 

comprised the backbone of these processes. Digital process automation refers to the use of 

digital technology to perform a process (or processes) to achieve a company's workflow or 

business goals. There are Many business operations can be automated (Stewart Balanchine, 

Nov 2, 2017) including efforts related to sales, marketing, production, and supply chains.  

For example, in call center the salespeople answered phones, took orders, and then 

posted them to their corresponding application for processing. A process automation will 

be a phone menu system that would guide call center representatives to more detailed order 

specifications or electronic submission forms; or a website if the companyôs website 

served as the customer gateway. Today, chatbots, or natural language processing bots, 

replaced people to become the most common customer gateway providing an automated 

salesman to the end customer. 

Today, digital process automation covers almost all business functions 

¶ Composite applications that run cross functional business processes with properly 

integrated applications 

¶ Natural language processing bots or chatbots provide first level support in help 

desks -like iPhone Siri- or recommendation engines that customize the content 

delivered, empowering customer experience - as in youtube.com or netflix.com - 

¶ Intelligent decision-making processes that substitute human decision tasks or just 

simple processes that automate business rules 

Sales and Marketing functions have always been pioneers in adopting new trends 

and technologies. The same holds true with digital process automation. For 

example: 

¶ Customer support processes are almost fully automated. These systems generate 

tickets automatically, send notifications automatically, and provide resolutions 

automatically in most cases. 

¶ Inter-partner transactions in B2B environments are automatically executed in a 

B2B EDI implementation 

¶ Financial checks and validations held automatically through validation models or 

composite integrated applications checks 

¶ Payments can also be processed automatically 

¶ Using predictive prospecting analysis, where techniques from data discovery, 

predictive models, statistics, and artificial intelligence analyze customer data to 

make predictions about future customer behavior and lead customers more 
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efficiently by providing tools and analytical information for marketing models and 

campaigns 

BENEFITS FOR THE BUSINESS USING DIGITAL PROCESS 

AUTOMATION  

Digital Process Automation (DPA) is quickly becoming an evolutionary and vital part 

of Business Process Management (BPM). A growing number of companies need to rapidly 

automate their processes to satisfy the demands created by their digital initiatives. By 

implementing DPA some companies were able to transition from losing money to being 

valued at billions. (Paul Nilsen ,2018) 

The main benefits are: 

1. Reducing of labor costs or costs for customer services. DPA allows companies: 

o  to deliver products to customerôs faster 

o  to provide the same customer service experience with less energy divested 

by workers.  

o to deliver the same or better type of service at a reduced cost.  

o to realize a great profit  

o to use savings to focus on other ventures that will help the company grow 

and expand in sales and size 

2. Better monitoring,  

3. Optimized business processes,  

4. New revenue streams  

5. Increased employee satisfaction 

o Employees experience significant difficulties when they are not sure what 

their priorities are or what should come next in their workflow.  

o DPA gives to the employees clear understanding of the points in a 

workflow and where they are required to intervene.  

o DPA is removing uncertainties about what is required from employees.  

o Employees remain motivated and focus on performing their job to the best 

of their abilities 

6. Employees have more time to focus on the customer 

o DPA frees up time for employees 

o Motivated workers make more satisfied customers and more new 

customers.  

o Motivated workers mean increased sales and growth for companies. 

7. Reducing of human errors 

8. Easier to change size 

9. Improved data 

10. Time to focus on other efforts 

11. Improved productivity 

12. Improve company integration 

o DPA allows companies to grow significantly without having to invest 

additional time or effort on expansion. 
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o DPA helps streamline various processes throughout a workflow in a much 

more manageable way. T 

o his simplicity results in companies saving a significant amount of time and 

energy on business ventures 

13. Better Measurement for Business Growth 

o Tasks performed through DPA contain custom dashboard which display 

statistics about the processes that are performed.  

o These details help companies monitor which allows them to have a more 

intricate understanding about how tasks are performed. 

o  As a result, companies are able to better understand both which tasks are 

working well, and which tasks need improvement.  

14. Easier and faster Implementing new tasks through DPA  

 

BENEFITS TO THE BUSINESS OF DIGITAL WORKFLOW 

AUTOMATION  

 

Digital workflow automation is technology that enables you to remove bottlenecks 

by reducing process reliance on human intervention by using software, not robots.  

The words of Bill  Gates, ñThe fi rst rule of any technology used in a business is that 

automation applied to an efficient operation will  magnify the efficiency. The second is that 

automation applied to an inefficient operation will  magnify the inefficiency.ò Should be 

considered when applying the automation 

 

Digital workflow systems ensure within everyday business: 

¶ precision,  

¶ safety  

¶ reliability  

 

Businesses that implement workflow automation are more efficient, save time, save 

money, and improve quality. (Emma Atkinson, Aug 8, 2018) 

 

The main benefits are: 

1. Gain instant visibility  over the business processes 

a. accelerates decision-making  

b. improves operational responsiveness  

c. allows to track process completion with workflow automation features like 

timestamps and geotagging that show when, where and by who 

information was captured.  

d. provides a complete audit trail on team performance, complemented by 

dashboard reporting 

2. Increase of data quality and compliance 
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a. Eliminate the incomplete / lost forms and incorrect procedures being 

followed.  

b.  From a data quality and compliance perspective, leads to 60% increase in 

data quality and 60% less data checks. 

3. Increase of the efficiency for sales, customer services and operations 

a. For sales, means automating certain parts of the lead management process 

b. For HR means automating the authorization chain in the employee 

expense claims and leave requests,  

c. For the customer service this means using automation to reduce the 

amount of time it takes to answer customer complaints and queries. 

d. All  process rules are triggered within the active workflow requiring less 

manual administration for all business users involved. Better collaboration 

and improved communication 

4. Empowers the business leaders to collaboratively design processes and easily push 

out changes and communication to business users. 

a. Any optimizations or updates to organizational forms and reports are 

automatically available for use by all user groups and older versions are 

instantly retired removing issues like version control. 

b.  This continuity supports new ways of working and a new layer of control 

over how staff capture information and procedural precision. 

5. Reduce costs 

a. Workflow automation reduces errors because it keeps necessary tasks 

from going unnoticed.  

b. Every person involved in the process is held accountable for their specific 

role within the process by the technology which ensures everyone is kept 

in the loop. 

c. This in turn prevents costly mistakes and delays by preventing or flagging 

deviations, automating notifications etc. 

 

 

A MODERN CLOUD BASED DIG ITAL SOLUTION FOR AUTOMATING 

WORKFLOWS  

The solution named GODOO is field force management tool developed by e-globe 

solutions AG/SA (egs), which is a Software House with own products in the 

telecommunication and logistics market in Bern, Switzerland. 

It can be used for any kind of logistical/ field process, including internal and external 

unlimited number of partners. 

Godoo is suitable for all processes with a clearly outlined workflow, including work 

reports with financial impact. It is designed to be efficient. 

The name of the product comes from: 
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              Figure 1 

Godoo provides features like: 

                 

                   Figure 2 

The product manages complex workflows with different organizations like: 

                 

                  Figure 3 

The product offers an easy interface to configure workflows and offers flexible 

interfaces to interact with external systems as it shown below: 
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 Figure 4 

Godoo has a user- friendly GUI on both Web application and Mobile application. 

The administrators can restrict users/ user groups in certain areas of the product. It 

ensures continuity between the Web application and the Mobile application. 

 

Figure 5 

The reason to use this product is, because: 

¶ improve inefficient work processes ï by digitalization 

(reduce/eliminate manual steps and integrate with existing/new systems)  

¶ lower efforts within work processes  

(reduce number of working hours) 

¶ Reduce/re-assign resources to other tasks within the company ï  

digital transformation 

Some showcases: 

¶ Fiber inhouse installation at Soci®t® Industriels de Gen¯ve (SIG) 

o Centralised application at SIG, integrated with external order platforms 

o Order dispatching to 6 external Installation partners 

¶ Project Management workflow for construction projects at SIG 

o       (Soci®t® industriels de Gen¯ve) 

o Currently under development for other markets:   
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o Real Estate Mgmt.: Contract & Onsite check workflows (handover-report)  

o Healthcare: Onsite Home Care workflows for elderly patients living at 

home 

o Telecom: Patching of active equipment in POPs and Central offices 

The general system architecture of the GODOO is: 

 

        

Figure 6 

The micro service architecture is: 

                 

Figure 7 

Regarding the technology aspects, it is important to be emphasized as follows: 

 

Å Cutting-edge Micro service approach (Docker) 

Å Upgrade flexibility  

Å Load Balancing/Scalability 

Å Spring-Boot framework version 1.5.1 based on Java 8 
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Å (Java 9 support is on the way) 

Å Mobile APP available for most commonly used OS: Android, iOS and WP 

Å Xamarin Forms (C#) for multi-platform support 

Å Restful communication with clients (Web/Mobile UI) 

Å Specific solutions for imbedded systems 

Å Configurable continuous update system 

Å Based on Linux server and open-source software 

Å You donôt need any 3rd party software license to run godoo 

Å Messaging service integration for real-time notification 

 

 

Figure 8 
 

This is a possible user structure in godoo: which represent the GODOO main 

principles: 

Å Owner (O) = Company or organisation that is in charge of a particular godoo 

instance incl. all its substructures (User Groups/Users) and different order types 

Å User Groups/Teams (ORG) = First Substructure of the top organisation  

(e.g. sub-organisations, external Partners, internal Teams etc.) 

Å Users = There are different types of users such as Admin, Superuser, Dispatcher, 

Regular users, Restricted users etc. 

 

 

Figure 9 

The GODOO possible ORG/ User structure is: 
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Figure 10 

The Log In screen for the Web and the Mobile application looks like: 

         

Figure 11 

 

To set up a GODOO project is needed to perform some preconditioned task before a 

godoo project is set up: 

Å The customer must generate a clear understanding of his workflows, which his 

staff members will  need follow. 

Å These workflows must be documented in enough detail.  

Å Furthermore, the customer must set up the organizational structures which will  

apply for all his staff members 

Å The customer must know what data is used for his processes and what data will  be 

created during the processes. 
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To successfully set up a godoo project, the following steps are needed: 

Å Split up the Workflow:  in Flow Type, Processes, Steps 

Å South Bridge Interface definition: Data Object Definition, r/w data 

Å Adapter in external Systems: define SB-interfaces, data object exchange, 

read/update/del. Actions 

Å North Bridge Interface definition: define actions of external systems  

Å Billing:  Define Billing  items  

Å Report: Definition of data items that should be used in Reports 

Å Organizational Structure: Define User Groups / User Types 

Regarding the GODOO Business Model is important to emphasize the main financial 

benefit of godoo: 

Å godoo positively impacts time/money/resources savings 

What other savings could be achieved with the use of godoo: 

Å Possibility to reduce costs on other support applications/teams 

Å No Infrastructure and Application Support costs 

Å Internet of things: godoo can be used as support system  

The godoo Model: 

Å Minor initial project costs (Business Engineering) 

Å No recurring license fees 

Å No release upgrade fees 

Transaction fee per case (you pay if  you use) 

 

CONCLUSIONS 

Digital process automation can significantly improve the returns on business sales 

processes and the effectiveness of marketing campaigns.  

This can be achieved by  

¶ using CRM industry leaders, integrated with other components via enterprise 

service bus architectures and intelligent autonomous modules that may incorporate 

artificial intelligence into processes. 

¶ Using of tools automating the workflow processes 

 

Beyond the obvious benefits, there are social and cultural impacts on the 

organizations that adopt digital process automation. 

The digital process automation reforms the business processes. 

Workflow automation allows the people to focus on the important work and is a key 

step in becoming a fully  digital workplace. This will  give the business a competitive 

advantage in todayôs marketplace. 
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ʅʘʧʨʘʚʣʝʥʠʝ ʀʂʆʅʆʄʀʂɸ ʀ  ʋʇʈɸɺʃɽʅʀɽ 

 

ɼʀɻʀʊɸʃʅɸʊɸ ʊʈɸʅʉʌʆʈʄɸʎʀʗ ï ʅɽʆɹʍʆɼʀʄʆʉʊ ɿɸ 

ʉʊʈʆʀʊɽʃʅʀʗ ɹʈɸʅʐ 
 

ɸʢʘʜ. ʗʯʢʦ ʀʚʘʥʦʚ, ɹʲʣʛʘʨʩʢʘ ɸʢʘʜʝʤʠʷ ʥʘ ʅʘʫʢʠʪʝ 

 

DIGITAL TRANSFORMATION ï NECESSITY FOR THE BUILDING  

BRANCH 
 

Prof. Yatchko Ivanov, DSC, Member of BAS 
 

ʈʝʟʶʤʝ: ʂʦʤʧʶʪʨʠʪʝ ʩʲʟʜʘʜʦʭʘ ʫʩʣʦʚʠʷ ʟʘ ʨʘʞʜʘʥʝʪʦ ʥʘ ʠʥʬʦʨʤʘʮʠʦʥʥʠʪʝ 

ʪʝʭʥʦʣʦʛʠʠ ʠ ʀʥʜʫʩʪʨʠʷ ï 4. ʊʷʭʥʦʪʦ ʨʘʟʚʠʪʠʝ ʝ ʩʲʧʨʦʚʦʜʝʥʦ ʩ ʠʟʤʝʥʝʥʠʷ ʚ ʨʝʜʠʮʘ ʦʙʣʘʩʪʠ 

ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ ʠ ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʤʥʦʛʦ ʜʝʡʥʦʩʪʠ ʠ ʧʨʦʮʝʩʠ. ʄʥʦʛʦ ʠʥʜʫʩʪʨʠʠ ʠ ʙʠʟʥʝʩʠ 

ʚʝʯʝ ʠʟʧʦʣʟʚʘʪʘʪ ʜʠʛʠʪʘʣʥʦʪʦ ʧʨʝʜʩʪʘʚʷʥʝ  ʠ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʟʘ 

ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʜʝʡʥʦʩʪʪʘ ʩʠ. ʉʪʨʦʠʪʝʣʥʠʷʪ ʙʨʘʥʰ, ʢʘʪʦ ʧʦ ï ʢʦʥʩʝʨʚʘʪʠʚʝʥ, ʚʩʝ ʦʱʝ ʥʝ ʝ 

ʛʦʪʦʚ ʜʘ ʩʝ ʚʢʣʶʯʠ ʚ ʜʠʛʠʪʘʣʥʘʪʘ ʝʧʦʭʘ. ɺ ʜʦʢʣʘʜʲʪ ʝ ʘʥʘʣʠʟʠʨʘʥʦ ʩʲʩʪʦʷʥʠʝʪʦ ʥʘ 

ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʚ  ʙʨʘʥʰʘ ʠ ʩʘʧʦʢʘʟʘʥʠ ʥʷʢʦʠ ʧʨʠʤʝʨʠ ʟʘ ʚʲʟʤʦʞʥʦʩʪʠʪʝ, ʢʦʠʪʦ ʧʨʝʜʦʩʪʘʚʷ 

ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʟʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʩʪʨʦʠʪʝʣʥʠʷ ʙʨʘʥʰ. 

ʉʧʝʮʠʘʣʥʦ ʚʥʠʤʘʥʠʝ ʝ ʦʪʜʝʣʝʥʦ ʥʘ ʙʘʨʠʝʨʠʪʝ, ʢʦʠʪʦ ʧʨʝʧʷʪʩʪʚʘʪ ʫʩʧʝʰʥʦʪʦ 

ʧʨʠʣʦʞʝʥʠʝ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ  ʚ ʙʨʘʥʰʘ. 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʉʪʨʦʠʪʝʣʝʥ ʙʨʘʥʰ, ʜʠʛʠʪʘʣʥʠ ʪʨʘʥʩʬʦʨʤʘʮʠʠ, ʙʘʨʠʝʨʠ, ʩʲʩʪʦʷʥʠʝ ʠ 

ʧʝʨʩʧʝʢʪʠʚʠ . 

Abstract. Computers have given rise to information technologies (IT) and industry ï 4. Their 

development is accompanied with changes of  many fields of economy and management of 

activities and processes. Lots of industries and businesses are now using digital transformation and 

the possibility of digitalization to manage its activities. Building branch as a more conservative up 

to now isnôt ready to take part in the digital epoch. The paper is dealing with the analysis of the state 

of  art of digitalization of the branch and will be shown and will be shown examples for possibilities 

, which is presenting digitalization for the sustainable development of the building branch.   Special 

attention will be paid to the barriers which are preventing the success of implementation of digital 

transformation in the branch. 

Key words: Building branch, digital transformation, barriers, state of art and prospects. 

 

1. ɺʲʚʝʜʝʥʠʝ 

ɽʜʥʦ ʦʪ ʛʦʣʷʤʠʪʝ ʦʪʢʨʠʪʠʷ ʥʘ ʤʠʥʘʣʠʷ ʚʝʢ ʙʝ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʢʦʤʧʶʪʲʨʘ ï 

ʦʪʢʨʠʪʠʝ, ʢʦʝʪʦ ʟʘ ʥʘʰʘ ʨʘʜʦʩʪ ʠ ʛʦʨʛʦʩʪ ʝ ʩʚʲʨʟʘʥʦ ʩ ʠʤʝʪʦ ʥʘ ʘʤʝʨʠʢʘʥʝʮʘ ʦʪ 

ʙʲʣʛʘʨʩʢʠ ʧʨʦʠʟʭʦʜ ʧʨʦʬ. ɼʞʦʥ ɸʪʘʥʘʩʦʚ. ʂʦʤʧʶʪʲʨʲʪ ʙʝ ʤʦʱʥʠʷʪ ʩʪʠʤʫʣʘʪʦʨ ʟʘ 

ʨʘʟʚʠʪʠʝʪʦ ʠ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ʠʥʬʦʨʤʘʮʠʦʥʥʠʪʝ ʪʝʭʥʦʣʦʛʠʠ, ʟʘ ʧʦʷʚʘʪʘ ʥʘ 

ʀʥʜʫʩʪʨʠʷ ï 4 ʠ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ. ʇʦʩʣʝʜʥʠʪʝ  ʚʩʝ ʧʦ ï ʦʩʝʟʘʝʤʦ 

ʧʨʦʤʝʥʷʪ ʥʘʯʠʥʠʪʝ ʥʘ ʢʦʤʫʥʠʢʘʮʠʷ, ʨʝʢʣʘʤʘ  ʠ ʫʧʨʘʚʣʝʥʠʝ ʚʲʚ ʚʩʠʯʢʠ ʦʙʣʘʩʪʠ ʥʘ 

ʯʦʚʝʰʢʘʪʘ ʜʝʡʥʦʩʪ. 
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ɺ ʩʪʨʦʠʪʝʣʥʠʷ ʙʠʟʥʝʩ  ʠ ʚ ʮʝʣʠʷ ʞʠʟʥʝʥ ʮʠʢʲʣ ʥʘ ʩʛʨʘʜʠʪʝ ʠ ʩʲʦʨʲʞʝʥʠʷʪʘ 

ʜʝʡʩʪʚʘʱʠ ʫʯʘʩʪʥʠʮʠ ʩʘ ʠʥʚʝʩʪʠʪʦʨʠʪʝ, ʧʨʦʝʢʪʘʥʪʠʪʝ, ʧʨʦʠʟʚʦʜʠʪʝʣʠʪʝ ʠ 

ʪʲʨʛʦʚʮʠʪʝ ʥʘ ʩʪʨʦʠʪʝʣʥʠ ʤʘʪʝʨʠʘʣʠ, ʩʪʨʦʠʪʝʣʠʪʝ, ʥʘʜʟʦʨʥʠʮʠʪʝ ʠ ʚʢʣʶʯʚʘʱʠʪʝ ʩʝ, 

ʩʣʝʜ ʟʘʚʲʨʰʚʘʥʝ ʥʘ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ, ʙʨʦʢʝʨʠ, ʬʘʩʠʣʠʪʠ ʩʧʝʮʠʘʣʠʩʪʠ ʠ ʠʥʞʝʥʝʨʠʪʝ, 

ʦʩʠʛʫʨʷʚʘʱʠ ʫʩʪʦʡʯʠʚʘ, ʧʨʦʜʲʣʞʠʪʝʣʥʘ ʠ ʠʢʦʥʦʤʠʯʥʘ ʝʢʩʧʣʦʘʪʘʮʠʷ ʥʘ ʠʟʛʨʘʜʝʥʠʪʝ 

ʦʙʝʢʪʠ. ɺʩʠʯʢʠ ʪʝʟʠ ʩʧʝʮʠʘʣʠʩʪʠ ʚʩʝ ʦʱʝ ʨʘʙʦʪʷʪ ʙʝʟ ʥʫʞʥʘʪʘ ʜʦʙʨʘ ʢʦʦʨʜʠʥʘʮʠʷ ʠ 

ʝʬʝʢʪʠʚʥʦʩʪʪʘ ʦʪ ʪʷʭʥʘʪʘ ʜʝʡʥʦʩʪ ʥʝ ʢʦʨʝʩʧʦʥʜʠʨʘ ʩ ʠʟʠʩʢʚʘʥʠʷʲʘ ʥʘ ʠʥʜʫʩʪʨʠʷ - 4.    

ʇʨʝʟ ʚʪʦʨʘʪʘ ʧʦʣʦʚʠʥʘ ʥʘ ʚʪʦʨʦʪʦ ʜʝʩʝʪʠʣʝʪʠʝ ʥʘ 21- ʚʠ ʚʝʢ ʧʨʝʜ ʩʪʨʦʠʪʝʣʠʪʝ ʚʩʝ ʧʦ 

ï ʯʝʩʪʦ ʩʝ ʧʦʩʪʘʚʷʪ ʠʟʠʩʢʚʘʥʠʷ ʟʘ ʠʟʧʦʣʟʚʘʥʝ ʚʲʟʤʦʞʥʦʩʠʪʝ ʥʘ ʀʊ. ʆʪ 2018 ʛ., 

ʩʲʛʣʘʩʥʦ ʠʟʤʝʥʝʥʠʷʪʘ ʥʘ ɿʘʢʦʥʘ ʟʘ ʫʩʪʨʦʠʩʪʚʦ ʥʘ ʪʝʨʠʪʦʨʠʷʪʘ (ɿʋʊ), ʚʠʟʘ ʟʘ 

ʠʟʜʘʚʘʥʝ ʨʘʟʨʝʰʝʥʠʝ ʟʘ ʩʪʨʦʝʞ ʩʝ ʠʟʜʘʚʘ ʦʪ ʦʙʱʠʥʩʢʠʪʝ ʚʣʘʩʪʠ ʩʣʝʜ ʦʜʦʙʨʝʥʠʝ ʥʘ 

ʧʨʝʜʩʪʘʚʝʥʠʷ ʧʦ ʝʣʝʢʪʨʦʥʝʥ ʧʲʪ ʇʨʦʝʢʪ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʦʪʧʘʜʲʮʠʪʝ. ʆʙʱʠʥʠʪʝ 

ʩʲʱʦ ʪʨʷʙʚʘ ʧʦ ʝʣʝʢʪʨʦʥʝʥ ʧʲʪ ʜʘ ʠʟʚʲʨʰʘʪ ʦʜʦʙʨʝʥʠʝʪʦ ʥʘ ʪʝʟʠ ʧʨʦʝʢʪʠ, ʥʦ ʢʲʤ 

ʤʦʤʝʚʥʪʘ ʥʝ ʚʩʠʯʢʠ ʦʙʱʠʥʠ ʠʤʘʪ ʥʝʦʙʦʜʠʤʠʪʝ ʩʦʬʪʫʝʨ ʠ ʩʧʝʮʠʘʣʠʩʪʠ, ʘ ʠ ʥʝ 

ʚʩʠʯʢʠ ʠʥʚʝʩʪʠʪʦʨʠ ʠ ʩʪʨʦʠʪʝʣʠ ʠʤʘʪ ʪʘʢʠʚʘ. ʆʪ ʪʘʟʠ ʛʦʜʠʥʘ ʂʦʤʠʩʠʷʪʘ ʟʘ ʚʦʜʝʥʝʪʦ 

ʠ ʧʦʜʜʲʨʞʘʥʝʪʦ ʥʘ ʎʝʥʪʨʘʣʥʠʷ ʧʨʦʬʝʩʠʦʥʘʣʝʥ ʨʝʛʠʩʪʲʨ ʥʘ ʩʪʨʦʠʪʝʣʠʪʝ ʚʲʚʝʜʝ 

ʠʟʠʩʢʚʘʥʝʪʦ ʟʘ ʧʨʝʜʩʪʘʚʷʥʝʪʦ ʚ ʝʣʝʢʪʨʦʥʥʘ ʬʦʨʤʘ ʥʘ ʜʦʢʫʤʝʥʪʠʪʝ,  ʧʦʜʘʚʘʥʠ ʚ 

ʂʦʤʠʩʠʷʪʘ ʦʪ ʩʪʨʦʠʪʝʣʥʠʪʝ ʬʠʨʤʠ ʟʘ ʜʘ ʙʲʜʘʪ ʚʧʠʩʘʥʠ ʚ ʈʝʛʠʩʪʲʨʘ . ʅʝ ʚʩʠʯʢʠ 

ʬʠʨʤʠ ʠʤʘʪ ʪʘʢʘʚʘ ʛʦʪʦʚʥʦʩʪ! ʇʘʢ ʦʪ ʥʘʯʘʣʦʪʦ ʥʘ ʪʘʟʠ ʛʦʜʠʥʘ (01. 04.2020 ʛ.) 

ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ ʟʘ ʜʘ ʫʯʘʩʪʚʘʪ ʚ ʢʦʥʢʫʨʩʠʪʝ ʟʘ  ʦʙʱʝʩʪʚʝʥʠ ʧʦʨʯʢʠ ʟʘ 

ʩʪʨʦʠʪʝʣʩʪʚʦ ʩʲʱʦ ʩʘ ʟʘʜʲʣʞʥʠ ʜʘ ʧʨʝʜʩʪʘʚʷʪ ʜʦʢʫʤʝʥʪʘʮʠʠʪʝ ʥʘ ʝʣʝʢʪʨʦʥʝʥ 

ʥʦʩʠʪʝʣ. ʅʘ ʪʦʚʘ ʠʟʠʩʢʚʘʥʝ ʟʘ ʤʦʤʝʥʪʘ ʤʦʛʘʪ ʜʘ ʦʪʛʦʚʦʨʷʪ ʩʘʤʦ ʯʘʩʪ ʦʪ ʛʦʣʷʤʠʪʝ 

ʩʪʨʦʠʪʝʣʥʠ ʢʦʤʧʘʥʠʠ. ɺ ʥʘʘʰʠ ʜʥʠ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ʀʊ ʠ ʜʠʛʠʪʘʣʥʠʪʝ 

ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʦʪ ʩʪʨʦʠʪʝʣʥʠʷ ʙʨʘʥʰ, ʚ ʪ.ʯ. ʠ ʦʪ ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ ʩʪʘʚʘ ʚʩʝ 

ʧʦ ï ʘʢʪʫʘʣʥʦ. ʅʘʚʣʠʟʘʥʝʪʦ ʥʘ ʪʝʟʠ ʪʝʭʥʦʣʦʛʠʠ ʚ ʜʝʡʥʦʩʪʪʘ ʥʘ ʩʪʨʦʠʪʝʣʥʠʪʝ 

ʢʦʤʧʘʥʠʠ ʱʝ ʩʝ ʠʟʚʲʨʰʚʘ ʚ ʫʩʣʦʚʠʷʪʘ ʢʦʛʘʪʦ ʀʊ ʠ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʚʝʯʝ ʩʘ ʚ 

ʜʦʤʦʚʝʪʝ, ʙʠʟʥʝʩ ʦʬʠʩʠʪʝ, ʪʝʣʝʚʠʟʠʪʝ, ʦʙʱʝʩʪʚʝʥʠʷ ʪʨʥʩʧʦʨʪ.... ʊʝ ʪʨʷʙʚʘ ʜʘ ʩʝ 

ʧʨʠʣʦʞʘʪ ʠ ʚ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ ʠ ʱʝ ʠʤʘʪ ʟʘ ʨʝʟʫʣʪʘʪ ʫʩʪʦʠʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʙʨʘʥʰʘ, ʘ 

ʧʦʩʣʝʜʥʠʷʪ ʢʘʪʦ ʝʜʠʥ ʦʪ ʩʪʨʫʢʪʫʨʦʦʧʨʝʜʣʷʱʠʪʝ ʦʪʨʘʩʣʠ  ʚ ʠʢʦʥʦʤʠʢʘʪʘ ʥʠ ʱʝ ʙʲʜʝ  

ʠ ʜʚʠʛʘʪʝʣ ʟʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʩʪʨʘʥʘʪʘ. 

2. ɽʚʨʦʧʝʡʩʢʠʷ ʩʲʶʟ ʠ ʜʠʛʠʪʘʣʥʘʪʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ 

ɽʚʨʦʧʝʡʩʢʠʷʪ ʇʘʨʣʘʤʝʥʪ ʠ ʉʲʚʝʪ ʠʤʘʪ ʧʨʠʝʪʠ ʩʝʨʠʷ ʦʪ ʈʝʛʣʘʤʝʥʪʠ ʠ 

ɼʠʨʝʢʪʠʚʠ, ʩʚʲʨʟʘʥʠ ʩ ʜʠʛʠʪʘʣʥʠʪʝ ʧʦʣʠʪʠʢʠ ʥʘ ʉʲʶʟʘ. ɼʠʬʠʥʠʮʠʷʪʘ, ʜʠʛʠʪʘʣʥʦʪʦ 

ʩʲʜʲʨʞʘʥʠʝ  ʠ ʜʠʛʠʪʘʣʥʠʷ ʩʝʨʚʠʩ ʩʘ ʧʨʝʜʤʝʪ ʥʘ  ɼʠʨʝʢʪʠʚʘ 2011/83/ ɽU. ʇʦʩʣʝʜʥʘʪʘ 

ɼʠʨʝʢʪʠʚʘ  2019/ 770/ EU (2019, ɽU Directive) ʫʨʝʞʜʘ ʢʦʥʪʨʘʢʪʠʪʝ ʟʘ ʜʦʩʪʘʚʢʘ ʠ 

ʜʠʛʠʪʘʣʥʦʪʦ ʩʲʜʲʨʞʘʥʠʝ. ɽʚʨʦʧʝʡʩʢʠʷʪ ʩʲʚʝʪ ʧʫʙʣʠʢʫʚʘ (2019, ɽʉ) ʨʝʟʫʣʪʘʪʠ ʦʪ 

ʥʘʙʣʶʜʝʥʠʝʪʦ ʟʘ ʠʟʧʲʣʥʝʥʠʝʪʦ ʦʪ ʩʪʨʘʥʠʪʝ ï ʯʣʝʥʢʠ ʥʘ ʜʠʛʠʪʘʣʥʘʪʘ ʩʚʲʨʟʘʥʦʩʪ, 

ʜʠʛʠʪʘʣʥʠʪʝ ʫʤʝʥʠʷ, ʦʥʣʘʡʥ ʘʢʪʠʚʥʦʩʪ.ɿʘʢʣʶʯʝʥʠʝʪʦ ʥʘ ʪʦʚʘ ʧʨʦʫʯʚʘʥʝ ʝ,ʯʝ Ă 

ʧʨʦʛʨʝʩʲʪ ʦʩʪʘʚʘ ʥʝʟʘʜʦʚʦʣʠʪʝʣʝʥ ʟʘ ɽʚʨʦʧʘ ʟʘ ʜʘ ʤʦʞʝ ʜʘ ʩʝ ʨʘʚʥʷʚʘ ʩ ʛʣʦʙʘʣʥʠʪʝ 

ʣʠʜʝʨʠ ʠ ʜʘ ʥʘʤʘʣʠ ʨʘʟʣʠʢʘʪʘ ʤʝʞʜʫ ʩʪʨʘʥʠʪʝ ïʯʣʝʥʢʠ ...ɽʚʨʦʧʝʡʩʢʠʷʪ ʩʲʶʟ 

ʧʨʦʜʲʣʞʘʚʘ ʜʘ ʧʦʜʦʙʨʷʚʘ ʩʚʦʷʪʘ ʜʠʛʠʪʘʣʥʠ ʨʝʩʫʣʪʘʪʠ ʠ ʛʦʣʷʤʘʪʘ ʨʘʟʣʠʢʘ  ʤʝʞʜʫ 

ʫʩʧʝʰʥʠʪʝ ʩʪʨʘʥʠ ʠ ʠʟʦʩʪʘʚʘʱʠʪʝ ʩʪʨʘʥʠ ʥʘʤʘʣʷʚʘò ʊʦʚʘ ʧʨʦʫʯʚʘʥʝ ʧʦʢʘʟʚʘ,ʯʝ 

ɼʘʥʠʷ, ʐʚʝʮʠʷ, ʌʠʥʣʘʥʜʠʷ ʠ ʅʠʜʝʨʣʘʥʜʠʷ ʩʘ ʣʠʜʝʨʠʪʝ ʚ ʜʠʛʠʪʘʣʠʟʘʮʠʪʘ ʠ ʪʝ ʩʘ 

ʩʣʝʜʚʘʥʠ ʦʪ ʃʶʢʩʝʤʙʫʨʛ, ʀʨʣʘʥʜʠʷ, ʆʙʝʜʠʥʝʥʦʪʦ ʢʨʘʣʩʪʚʦ, ɽʩʪʦʥʠʷ, ɹʝʣʛʠʷ, ʂʠʧʲʨ 

ʠ ʀʩʧʘʥʠʷ. ɿʘ ʩʲʞʘʣʝʥʠʝ ɹʲʣʛʘʪʠʷ ʥʝ ʝ ʤʝʞʜʫ ʧʦʩʦʯʝʥʠʪʝ ʩʪʨʘʥʠ ʠ ʧʦ 

ʦʧʨʝʜʝʣʝʥʠʷʪʘ ʥʘ ɽʚʨʦʧʝʡʩʢʘʪʘ ʢʦʤʠʩʠʷ, ʪʷ ʠ ʜʨʫʛʠʪʝ ʩʪʨʘʥʠ ʱʝ ʪʨʷʙʚʘ ʜʘ ʠʟʚʲʨʚʷʪ 
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ʜʲʣʲʛ ʧʲʪ ʟʘ ʜʘ ʤʦʛʘʪ ʜʘ ʩʘ  ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʠ ʥʘ ʛʣʦʙʘʣʥʘʪʘ ʩʮʝʥʘ ʠ ʜʘ ʦʪʛʦʚʦʨʠ 

ʥʘ ʢʨʠʪʝʨʠʠʪʝ ʥʘ ʜʠʛʠʪʘʣʥʘʪʘ ʝʧʦʭʘ. ɽʚʨʦʧʝʡʩʢʠʪʝ ʣʠʜʝʨʠ ʩʯʠʘʪ, ʯʝ ʙʠʟʥʝʩʲʪ ʝ 

ʧʦʚʝʯʝ ʜʠʛʠʪʘʣʝʥ, ʘ ʝ ï ʪʲʨʛʦʚʠʷʪʘ ʩʝ ʨʘʟʚʠʚʘ ʧʦ ï ʙʘʚʥʦ. 

ʊʘʟʠ ʨʝʘʢʮʠʷ ʥʘ ʨʲʢʦʚʦʜʠʪʝʣʠʪʝ ʥʘ ɽʚʨʦʧʝʠʩʢʠʷ ʩʲʶʟ  ʝ ʧʦʨʦʜʝʥʘ ʦʪ ʩʠʣʥʦʪʦ 

ʚʣʠʷʥʠʝ ʥʘ ʠʥʬʦʨʤʘʮʠʦʥʥʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʚʲʨʭʫ ʞʠʚʦʪʘ ʥʘ ʭʦʨʘʪʘ ʠ ʘʢʪʠʚʥʦʩʪʪʘ ʥʘ 

ʜʝʣʦʚʠʪʝ ʩʨʝʜʠ ʠ ʥʘʫʢʘʪʘ. ʂʲʤ ɽʉ ʝ ʩʲʟʜʘʜʝʥʘ ʩʧʝʮʠʘʣʠʟʠʨʥʘ BIM Task Group. ɼʥʝʩ 

ʥʝ ʤʠʥʘʚʘ ʜʝʥ, ʚ ʢʦʡʪʦ ʚ ʥʘʫʯʥʠʪʝ ʩʧʠʩʘʥʠʷ ʧʦ ʩʪʨʦʠʪʝʣʩʪʚʦ  ʠ ʧʦ ʀʊ ʜʘ ʥʝ ʩʝ 

ʧʦʷʚʷʚʘ ʩʪʘʪʠʷ ʧʦ ʧʨʦʙʣʝʤʠʪʝ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ, ʪʝʦʨʠʷʪʘ  ʠ ʧʨʠʣʦʞʝʥʠʝʪʦ BIM, 

ʦʙʣʘʢ ʪʝʦʨʠʠʪʝ ʠ ʜʨ.  ʉʚʠʜʝʪʝʣʠ ʩʤʝ ʥʘ ʫʪʚʲʨʞʜʘʚʘʥʝ ʥʘ ʪʝʟʠ ʥʦʚʠ ʤʝʪʦʜʠ ʠ ʚ 

ɸʬʨʠʢʘʥʩʢʠʷ ʢʦʥʪʠʥʝʥʪ (Detallez,2019) - ʀʊ ʩʧʝʮʠʘʣʠʩʪʠ ʠ ʩʪʨʦʠʪʝʣʥʠʪʝ 

ʥʘʜʟʦʨʥʠʮʠ/ʢʦʥʩʫʢʣʪʘʥʪʠ ʦʪ ʂʝʥʠʷ ʩʲʦʙʱʘʚʘʪ  ʟʘ ʧʨʦʚʝʜʝʥʦʦ ʤʥʦʛʦ ʠʥʪʝʨʝʩʥʦ 

ʦʙʩʲʞʜʘʥʝ, ʥʘ ʙʘʟʘʪʘ ʥʘ ʦʧʠʪʘ ʥʘ ʨʝʛʠʩʪʨʠʨʘʥʠʪʝ ʚ ʅʘʡʨʦʙʠ 462 ʢʦʥʩʫʣʪʘʥʪʠ 

ʘʨʭʠʪʝʢʪʠ ʠ ʩʪʨʦʠʪʝʣʥʠ ʠʥʞʝʥʝʨʠ, ʥʘ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ  BIM ʠ 

ʚʲʟʤʦʞʥʦʩʪʠʪʝ, ʢʦʠʪʦ ʤʝʪʦʜʘ ʦʪʢʨʠʚʘ ʧʨʠ ʦʮʝʥʢʘ ʥʘ ʨʠʩʢʘ . ʇʦʜʦʙʥʠ ʦʙʩʲʞʜʘʥʠʷ ʠ 

ʦʮʝʥʢʠ ʧʦ ï ʨʘʥʦ ʙʷʭʘ ʧʨʦʚʝʜʝʥʠ ʚ ʉʝʚʝʨʥʘ ʀʨʣʥʜʠʷ, ʩʪʨʘʥʠʪʝ ʦʪ ʀʟʪʦʯʥʘ ɸʟʠʷ ʠ 

ɹʨʘʟʠʣʠ (Rovlinson, 2010,  p. 572 ; Kasem , 2019, p.397)   

 

3. ʉʲʩʪʦʷʥʠʝ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʚ ʩʪʨʦʠʪʝʣʥʠʷ ʙʨʘʥʰ ʥʘ ɹʲʣʛʘʨʠʷ  

ʅʘʯʘʣʦʪʦ ʥʘ ʨʘʟʠʪʠʝʪʦ ʥʘ ʀʊ ʚ ɹʲʣʛʘʨʠʷ ʙʝ ʧʦʩʪʘʚʝʥʦ ʧʨʝʟ 70 ï 80 ʛʦʜʠʥʠ ʥʘ 

ʤʠʥʘʣʠʷ ʚʝʢ. ʇʨʝʟ  80 -90 ʛʦʜʠʥʠ ʩʝ ʧʦʷʚʠʭʘ ʧʲʨʚʠʪʝ ʨʘʟʨʘʙʦʪʢʠ ʥʘ ʠʟʯʠʩʣʠʪʝʣʝʥ 

ʩʦʬʪʫʝʨ. ɺ ʪʝʟʠ ʛʦʜʠʥʠ ʚʲʚ  ʪʦʛʘʰʥʠʷ ɺʀʉʀ (ʜʥʝʩ ʋɸʉɻ) ʙʝ ʩʲʟʜʘʜʝʥ ʩʦʬʪʫʝʨ ʟʘ 

ʠʟʯʠʩʣʝʥʠʷ ʧʦ ʙʫʨʥʦ ʨʘʟʚʠʚʘʱʠʪʝ ʩʝ ʤʝʪʦʜʠ ʥʘ ʢʨʘʡʥʠʪʝ ʝʣʝʤʝʥʪʠ. ɺ ʪʝʟʠ ʛʦʜʠʥʠ ʚ 

ʀʥʩʪʠʪʫʪʘ ʧʦ ʤʘʪʝʤʘʪʠʢʘ ʥʘ ɹɸʅ ʙʝ ʩʲʟʜʘʜʝʥʘ ʧʲʨʚʘʪʘ ʠʟʯʠʩʣʠʪʝʣʥʘ ʤʘʰʠʥʘ, 

ʧʦʢʘʟʘʥʘ ʠ ʥʘ ʩʧʝʮʠʘʣʠʟʠʨʘʥʘ ʠʟʣʦʞʙʘ ʚ ʄʦʩʢʚʘ. ʉʲʟʜʘʜʝʥʠ ʙʷʭʘ ʤʦʱʥʠʪʝ ʟʘ ʦʥʦʚʘ 

ʚʨʝʤʝ ʂʎʀʀʊ ʠ ʀʥʩʪʠʪʫʪ ʧʦ ʪʝʭʥʠʯʝʩʢʘ ʢʠʙʝʨʥʝʪʠʘʠ ʨʦʙʦʪʠʢʘ ʢʲʤ ɹɸʅ. ʋ ʥʘʩ 

ʟʘʧʦʯʥʘ ʨʘʟʚʠʪʠʝʪʦ ʠ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ ʥʘ ʠʟʯʠʩʣʠʪʝʣʥʘ ʪʝʭʥʠʢʘ. ʊʦʚʘ ʙʝ ʚʨʝʤʝʪʦ, 

ʢʦʛʘʪʦ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ ʙʘʭʘ ʩʲʟʜʘʜʝʥʠ ʠ ʨʘʙʦʪʠʭʘ ʅʘʮʠʦʥʘʣʝʥ 

ʠʟʯʠʩʣʠʪʝʣʝʥ ʮʝʥʪʲʨ  ʚ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ, ʀʥʩʪʠʪʫʪ ʧʦ ʩʪʨʦʠʪʝʣʥʘ ʢʠʙʝʨʥʝʪʠʢʘ ʠ 

ʎʝʥʪʲʨ ʟʘ ʝʣʝʢʪʨʦʥʠʟʘʮʠʷ ʥʘ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ ʠ ʩʪʨʦʠʪʝʣʥʘʪʘ ʠʥʜʫʩʪʨʠʷ. ʉʲʟʜʘʜʝʥ 

ʙʷʭʘ ʠ ʨʝʜʠʮʘ ʧʨʦʛʨʘʤʠ NASTRAN, SAP IV, ABACUS, DINA, COSMOS/M. 

ɼʥʝʩ ʚ ɹʲʣʛʘʨʠʷ ʠʤʘ ʨʝʜʠʮʘ  ʜʦʙʨʝ ʨʘʟʚʠʪʠ ʠ ʢʦʥʢʫʨʝʥʪʥʦʩʧʦʩʦʙʥʠ ʀʊ 

ʬʠʨʤʠ, ʩʲʟʜʘʚʘʱʠ ʧʨʦʛʨʘʤʠ ʟʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷ ʥʘ  ʙʠʟʥʝʩʘ ʠ ʥʘ ʝ- ʪʲʨʛʦʚʦʷʪʘ. 

ʇʦʷʚʠʭʘ ʩʝ ʠ ʦʢʦʣʦ 10 ʬʠʨʤʠ ʩ ʨʘʟʨʘʙʦʪʢʠ ʥʘ ʪʘʢʠʚʘ ʧʨʦʛʨʘʤʠ ʟʘ ʥʫʞʜʠʪʝ ʥʘ 

ʧʨʝʜʧʨʠʷʪʠʷ ʟʘ ʧʨʦʠʟʚʦʜʩʪʚʦ ʥʘ ʩʪʨʦʠʪʝʣʥʠ ʤʘʪʝʨʠʘʣʠ. ʉʨʘʚʥʠʪʝʣʥʦ ʜʦʙʨʝ ʨʘʙʦʪʷʪ 

ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʤʦʜʝʨʥʠʪʝ ʀʊ ʧʨʦʝʢʪʘʘʥʪʩʢʠʪʝ ʬʠʨʤʠ, ʢʦʠʪʦ 

ʠʟʧʦʣʟʚʘʪ ʩʧʝʮʠʘʣʥʠ ʧʨʦʛʨʘʤʠ ʢʘʪʦ 3D, CAD/CAM, Auto Cad, CADAM, ʢʘʢʪʦ ʠ 

ʩʲʚʨʝʤʝʥʥʠʪʝ ʤʦʜʝʨʥʠ ʧʨʦʛʨʘʤʠ ʟʘ ʘʨʭʠʪʝʢʪʫʨʥʦ ʧʨʦʝʢʪʠʨʘʥʝ ArchCad,  Revit, 

Rhinoceros, Sketchup (Kovachev, 2019, ʨ. 212). ʅʷʢʦʠ ʦʪ ʪʝʟʠ ʧʨʦʛʨʘʤʠ ʩʝ ʧʦʣʟʚʘʪ ʠ ʚ 

ʫʯʝʙʥʠʷ ʧʨʦʮʝʩ. ɺʩʝ ʦʱʝ ʩʝ ʧʨʘʚʷʪ ʧʲʨʚʠ ʩʪʲʧʢʠ ʚ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ BIM 

ʪʝʭʥʦʣʦʛʠʠʪʝ. ɿʘ ʩʝʛʘ ʧʨʠʤʝʨʠʪʝ  ʟʘ ʦʧʠʪʠ ʟʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷ ʚ ʩʪʨʦʠʪʝʣʥʠʪʝ 

ʢʦʤʧʘʥʠʠ ʩʘ ʤʥʦʛʦ ʨʝʜʢʠ. ʉʲʱʦʪʦ ʤʦʞʝ ʜʘ ʩʝ ʢʘʞʝ ʠ ʟʘ ʝ  -ʙʠʟʥʝʩʘ. ʈʝʟʫʣʪʘʪʠʪʝ ʦʪ 

ʥʘʧʨʘʚʝʥʦʪʦ ʚ ɹʲʣʛʘʨʠʷ ʧʨʦʫʯʚʘʥʝ, ʩ ʫʯʘʩʪʠʝʪʦ ʥʘ  ʂʎɹ ʠ ʅʊʉʉɹ, ʟʘ ʝ ï ʙʠʟʥʝʩʘ ʥʘ 

ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ ʦʪ 83 ʈʘʙʦʪʥʘ ʛʨʫʧʘ ʥʘ ʢʦʤʠʩʠʷʪʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ  ʥʘ 

ʆʆʅ (R. Eadie, 2016, 36 p.) ʧʦʢʘʟʘ, ʯʝ: ɺ ɹʲʣʛʘʨʠʷ ʩʨʘʚʥʠʪʝʣʥʦ ʜʦʙʨʝ ʝ ʨʝʘʣʠʟʠʨʘʥʘ 

ʦʙʤʷʥʘʪʘ ʥʘ ʝʣʝʢʪʨʦʥʥʠ ʜʘʥʥʠ ʟʘ ʜʦʛʦʚʦʨʠ  ʚ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ; ʆʜʦʙʨʷʚʘʥʠʪʝ 

ʜʦʛʦʚʦʨʠ ʩʘ ʥʘʡ ï ʯʝʩʪʦ ʩʲʦʙʱʘʚʘʥʠ ʧʦ ʝʣʝʢʪʨʦʥʝʥ ʧʲʪ,  ʥʦ ʧʦ ïʤʘʣʢʠʪʝ ʜʦʛʦʚʦʨʠ  
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ʥʝ ʩʘ ʧʦʚʲʨʞʜʘʚʘʥʠ ʯʨʝʟ ʝʢʝʢʪʨʦʥʥʘʪʘ ʧʦʱʘ  - ʪʝ ʩʘ ʛʦʣʷʤ ʧʨʦʮʝʥʪ ʦʪ ʩʢʣʶʯʝʥʠʪʝ 

ʜʦʛʦʚʦʨʠ; ʆʙʞʘʣʚʘʥʠʪʝ ʜʦʛʦʚʦʨʠ, ʪʨʫʜʦʚʠʪʝ ʜʦʛʦʚʦʨʠ + ʩʤʝʥʠʪʝ ʠ ʧʨʦʝʢʪʥʠʪʝ 

ʧʨʦʤʝʥʠ ʨʝʜʢʦ ʩʘ ʩʲʦʙʱʘʚʘʥʠ. ʅʘʧʨʘʚʝʥʦ ʙʝ ʟʘʢʣʶʯʝʥʠʝ ʟʘ ʦʪʩʲʩʪʚʠʝʪʦ ʥʘ BIM  ʠ ʟʘ 

ʣʠʧʩʘ ʥʘ ʝʣʝʢʪʨʦʥʥʦ ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ  ʚ ʧʨʦʝʢʪʥʘ ʬʘʟʘ. ʆʪʙʝʣʷʟʘʥʦ ʙʝ, ʯʝ  ʩ 

ʥʘʨʘʩʪʚʘʥʝ ʥʘ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ BIM ʝʣʝʢʪʨʦʥʥʠʷ ʦʙʤʝʥ ʥʘ ʧʨʦʝʢʪʥʘ ʠʥʬʦʨʤʘʮʠʷ 

ʩʲʱʦ ʱʝ ʩʝ ʫʚʝʣʠʯʠ. ʅʠʩʢʘʪʘ ʩʪʝʧʝʥ ʥʘ ʦʙʤʷʥʘ ʥʘ ʝʣʝʢʪʨʦʥʥʘ ʜʦʢʫʤʝʥʪʘʮʠʷ ʚ ʝʪʘʧʘ 

ʥʘ ʦʮʝʥʢʘ, ʜʦʛʦʚʘʨʷʥʝ ʠ ʠʥʜʝʥʪʠʬʠʢʘʮʠʷ ʥʘ ʧʨʦʝʢʪʠʪʝ  ʙʠ ʩʣʝʜʚʘʣʦ ʜʘ ʙʲʜʘʪ ʦʙʝʢʪ 

ʥʘ ʝʣʝʢʪʨʦʥʝʥ ʦʙʤʝʥ.ʊʦʚʘ ʧʨʦʫʯʚʘʥʝ ʟʘ ʩʲʞʘʣʝʥʠʝ ʥʝ ʙʝ ʦʙʝʢʪ ʥʘ ʟʘʜʲʣʙʦʯʝʥʦ 

ʨʘʟʛʣʝʞʜʘʥʝ ʦʪ ʦʪʛʦʚʦʨʥʠʪʪʝ ʠʥʩʪʠʪʫʮʠʠ ʚ ʩʪʨʘʥʘʪʘ .  

ɼʠʩʢʫʩʠʠʪʝ ʧʦ ʚʨʝʤʝ ʥʘ ʄʝʞʜʫʥʘʨʦʜʥʘʪʘ ʠʟʣʦʞʙʘ Ăɸʨʭʠʪʝʢʪʫʪʥʦ ʩʪʨʦʠʪʝʣʥʘ 

ʩʝʜʤʠʮʘô2020ò,ʦʨʛʘʥʠʟʠʨʘʥʠ ʦʪ ʂʉɹ  ʠ ʂʘʤʘʨʘʪʘ ʥʘ ʘʨʭʠʪʝʢʪʠʪʝ, ʧʨʝʜʠʟʚʠʢʘʭʘ 

ʩʲʟʜʘʚʘʥʝ ʥʘ ʩʧʝʮʠʘʣʥʘ ʢʦʤʠʩʠʷ  ʦʪ ʄʠʥʠʩʪʝʨʩʪʚʦʪʦ ʥʘ ʨʝʛʠʦʥʘʣʥʦʪʦ ʨʘʟʚʠʪʠʝ, 

ʢʦʷʪʦ ʚ ʩʣʝʜʚʘʱʠʪʝ ʜʚʝ ʛʦʜʠʥʠ ʜʘ ʨʘʟʨʘʙʦʪʠ ʩʪʨʘʪʝʛʠʷ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ 

ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʚ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ. ʅʊʉ ʧʦ ʩʪʨʦʠʪʝʣʩʪʚʦ ʚ ɹʲʣʛʘʨʠʷ ʩʯʠʪʘ,ʯʝ ʪʦʟʠ 

ʩʨʦʢ ʝ ʪʚʲʨʜʝ ʜʲʣʲʛ ʠ ʧʣʘʥʠʨʘ ʧʨʝʟ ʝʩʝʥʪʘ ʥʘ 2020 ʛ. ʜʘ ʦʨʛʘʥʠʟʠʨʘ ʢʨʲʛʣʘ ʤʘʩʘ ʟʘ 

ʦʙʩʲʞʜʘʥʝ ʧʨʦʙʣʝʤʠʪʝ ʩʲʩ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʚ ʩʪʨʦʠʪʝʩʪʚʦʪʦ ʠ ʜʘ ʩʝ ʧʦʪʲʨʩʷʪ 

ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʦʙʝʜʠʥʝʥʠʝ ʥʘ ʫʩʠʣʠʷʪʘ ʥʘ ʚʩʠʯʢʠ ʟʘʠʥʪʝʨʝʩʫʚʘʥʠ ʚʝʜʦʤʩʪʚʘ ʠ 

ʦʨʛʘʥʠʟʘʮʠʠ ʟʘ ʫʩʢʦʨʷʚʘʥʝ ʨʘʟʨʘʙʦʪʢʘʪʘ ʥʘ ʉʪʨʘʪʝʛʠʷʪʘ. ʆʪ ʩʚʦʷ ʩʪʨʘʥʘ ʆʙʣʘʩʪʥʦʪʦ 

ʧʨʝʜʩʪʘʚʠʪʝʣʩʪʚʦ - ʉʦʬʠʷ ʥʘ ʂʉɹ ʩʪʘʨʪʠʨʘ ʧʦʜʛʦʪʦʚʢʘʪʘ ʟʘ ʧʨʦʚʝʞʜʘʥʝ ʥʘ 

ʤʝʨʦʧʨʠʷʪʠʷ ʟʘ ʦʙʫʯʝʥʠʝ ʥʘ ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ  ʧʦ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ɹʀʄ. ʊʫʢ 

ʩʲʩ ʛʦʣʷʤʘ ʜʦʟʘ ʨʘʟʦʯʘʨʦʚʘʥʠʝ  ʱʝ ʦʪʙʝʣʝʞʠʤ, ʯʝ ʥʘ ʧʨʦʚʝʞʜʘʥʠʪʝ ʚ ʧʝʨʠʦʜʘ 3 ï 23 

ʶʥʠ 2020 ʛʦʜʠʥʘ  ʦʥʣʘʡʥ ʩʝʨʠʷ ʦʙʫʯʠʪʝʣʝʥʠ ʫʝʙʠʥʘʨʠ Ăɼʠʛʠʪʘʣʥʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʚ 

ʩʪʨʦʠʪʝʣʩʪʚʦʪʦò ʧʨʘʢʪʠʯʝʩʢʠ ʥʷʤʘ ʧʝʠʩʲʩʪʚʠʝ ʥʘ ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʥʘ ʚʦʜʝʱʠʪʝ 

ʩʪʨʦʠʪʝʣʥʠ ʢʦʤʧʘʥʠʠ. ʇʨʦʫʯʚʘʥʠʷʪʘ ʧʦʢʘʟʚʘʪ,ʯʝ ʚ ʧʦ ï ʛʦʣʷʤʘ ʯʘʩʪ ʦʪ 

ʧʨʦʝʢʪʘʥʩʢʠʪʝ ʬʠʨʤʠ ʥʘ ʩʪʘʜʠʠ ʧʨʦʝʢʪʠʨʘʥʝ ʩʝ ʠʟʧʦʣʟʚʘʪ ʧʦʩʦʯʝʥʠʪʝ ʧʦ ïʛʦʨʝ 

ʧʨʦʛʨʘʤʠ, ʥʦ ʩʣʝʜ ʪʦʚʘ ʜʦʢʫʤʝʥʪʘʮʠʷʪʘ ʩʝ ʦʬʦʨʤʷ ʥʘ ʢʥʠʞʝʥ ʥʦʩʠʪʝʣ.   

ɺ ʧʦʩʣʝʜʥʠʪʝ 3 -4 ʛʦʜʠʥʠ ʫ ʥʘʩ ʩʝ ʟʘʙʝʣʷʟʚʘ ʨʘʟʜʚʠʞʚʘʥʝ ʚ ʥʘʫʯʥʠʪʝ ʩʨʝʜʠ: 

ʅʘ10 ïʪʘ ʖʙʠʣʝʡʥʘ ʤʝʞʜʫʥʘʨʦʜʥʘ ʢʦʬʝʨʝʥʮʠʷ ʧʦ Ăʇʨʦʝʢʪʠʨʘʥʝ ʠ ʩʪʨʦʠʪʝʣʩʪʚʦ  ʥʘ 

ʩʛʨʘʜʠ ʠ ʩʲʦʨʲʞʝʥʠʷ ï DCBô 2018 (ʊʝʦʨʠʷ ʠ ʧʨʘʢʪʠʢʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʙʲʜʝʱʝ) , 

ʦʨʛʘʥʠʟʠʨʘʥʘ ʦʪ ʅʊʉʉɹ ʠ  ʥʘ ʄʝʞʜʫʥʘʨʦʜʥʘʨʪʘ ʢʥʬʝʨʝʥʮʠʷʪʘ ARCivEô2019 (ɺʉʋ 

Ăʏ.ʍʨʘʙʲʨò)  ʙʘʭʘ ʧʨʝʜʩʪʘʚʝʥʠ ʧʦ ʥʷʢʦʣʢʦ ʜʦʢʣʘʜʘ ʥʘ ʪʘʟʠ ʪʝʤʘ. ʅʘ ʧʨʝʜʩʪʦʷʱʘʪʘ 

ʧʨʝʟ ʝʩʝʥʪʘ ʥʘ 2020 ʛ.  ʢʦʥʬʝʨʝʥʮʠʷ DCBô 2020 ʝ ʧʣʘʥʠʨʘʥʘ ʦʪʜʝʣʥʘ ʩʝʢʮʠʷ ʧʦ ʪʦʟʠ 

ʧʨʦʙʣʝʤ. ɺ ʦʙʣʘʩʪʪʘ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʣʠʜʝʨ ʩʨʝʜ  ʢʦʤʧʘʥʠʠʪʝ, ʧʨʦʠʟʚʦʜʠʪʝʣʠ ʥʘ 

ʩʪʨʦʠʪʝʣʥʠ ʤʘʪʝʨʠʘʣʠ, ʝ  ʂʥʘʫʬ ï ɹʲʣʛʘʨʠʷ, ʢʦʷʪʦ ʠʤʘ ʨʘʟʨʘʙʦʪʝʥʘ  ʠ ʜʝʡʩʪʚʘʱʘ 

ʜʠʛʠʪʘʣʠʟʘʮʠʷ ʥʘ ʩʠʩʪʝʤʠʪʝ ʟʘ ʩʫʭʦ ʩʪʨʦʠʪʝʣʩʪʚʦ.  

 

4. ʇʦʣʟʠ ʟʘ ʩʪʨʦʠʪʝʣʥʠʷ ʙʨʘʥʱ ʧʨʠ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ 

ʪʨʘʥʩʬʦʨʤʘʮʠʠ 

ʉʪʨʦʠʪʝʣʩʪʚʦʪʦ ʠ ʩʪʨʦʠʪʝʣʥʘʪʘ ʠʥʜʫʩʪʨʠʷ ʢʘʪʦ ʮʷʣʦ ʝ ʝʜʥʘ ʦʪ ʥʘʡ ï ʤʦʱʥʠʪʝ 

ʠ ʝʬʝʢʪʠʚʥʠ ʦʙʣʘʩʪʠ ʥʘ ʥʘʮʠʦʥʘʣʥʦʪʦ ʠʢʦʥʦʤʠʯʝʩʢʦ ʨʘʟʚʠʪʠʝ. ʊʦʟʠ ʙʨʘʥʰ, ʦʙʘʯʝ ʥʝ 

ʩʘʤʦ ʫ ʥʘʩ, ʥʦ ʠ ʚ ʩʚʝʪʘ ʝ ʝʜʠʥʦʪ ʥʘʡ ï ʢʦʥʩʝʨʚʘʪʠʚʥʠʪʝ ʢʲʤ ʠʥʦʚʘʪʠʚʥʠʪʝ ʨʝʰʝʥʠʷ. 

ʊʦʚʘ ʦʯʝʚʠʜʥʦ ʝ ʝʜʥʘ ʦʪ ʧʨʠʯʠʥʠʪʝ ʙʨʘʥʰʲʪ ʚ ɹʲʣʛʘʪʠʷ  ʜʘ ʝ ʥʘʡ ï ʩʣʘʙʦ 

ʜʠʛʠʪʘʣʠʟʠʨʘʥ. ʉʣʝʜ ʥʝʛʦ ʝ ʩʘʤʦ ʟʝʤʝʜʝʣʠʝʪʦ. ɼʥʝʩ ʩʤʝ ʩʚʠʜʝʪʝʣʠ ʥʘ ʤʥʦʛʦ ʙʲʨʟʘ 

ʜʠʛʠʪʘʣʠʟʘʮʠʷ ʠ ʥʘ ʠʟʢʣʶʯʠʪʝʣʥʦ ʛʦʣʷʤ ʠʥʪʝʨʝʩ ʢʲʤ  BIM ʪʝʭʥʦʣʦʛʠʠʪʝ ʦʪ ʤʥʦʛʦ 

ʫʯʝʥʠ ʠ ʧʨʝʧʦʜʘʚʘʪʝʣʠ. ʊɽ  ʢʘʪʦ ʥʦʚʘ ʢʦʥʮʝʧʮʠʷ ʟʘʧʦʯʚʘʪ  ʙʲʨʟʦ ʜʘ ʥʘʚʣʠʟʘʪ ʚ 

ʩʪʨʦʠʪʝʣʥʠʷ ʩʝʢʪʦʨ. ʊʘʟʠ ʪʝʭʥʦʣʦʛʠʷ ʚʩʝ ʧʦ ï ʯʝʩʪʦ ʩʝ ʚʲʟʧʨʠʝʤʘ ʢʘʪʦ ʩʧʘʩʠʪʝʣʥʦ 

ʩʨʝʜʩʪʚʦ ʧʨʠ ʨʝʰʘʚʘʥʝ ʧʨʦʙʣʝʤʠʪʝ ʥʘ ʨʝʢʦʥʩʪʨʫʢʮʠʠʪʝ ʠ ʨʝʥʦʚʠʨʘʥʝʪʦ ʥʘ ʩʛʨʘʜʠʪʝ 
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ʠ ʩʲʦʨʲʞʝʥʠʷʪʘ. ʊʦʟʠ ʧʨʦʮʝʩ ʥʝ ʩʘʤʦ ʝ ʦʯʘʢʚʘʥ, ʥʦ ʠ ʠʥʠʢʘʪʠʚʝʥ ʟʘ ʩʲʚʨʝʤʝʥʥʘʪʘ 

ʛʣʦʙʘʣʠʟʠʨʘʥʘ ʠʢʦʥʦʤʠʢʘ. ɺ ʪʦʟʠ ʢʦʥʪʝʢʩʪ ʱʝ ʩʝ  ʦʧʠʪʘʤʝ ʜʘ ʦʪʢʨʦʠʤ ʢʘʢʚʠ 

ʚʲʟʤʦʞʥʦʩʪʠ ʠ ʧʦʣʟʠ ʱʝ ʠʤʘʪ ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ, ʢʘʢʪʦ ʠ  ʚʩʠʯʢʠ ʘʢʪʴʦʨʠ ʥʘ 

ʩʪʨʦʠʪʝʣʥʠʷʪ ʙʠʟʥʝʩ ʠ ʚʲʚ ʮʝʣʠʷ ʞʠʟʥʝʥ ʮʠʢʲʣ ʥʘ ʩʛʨʘʜʠʪʝ ʠ ʩʲʦʨʲʞʝʥʠʷʪʘ  ʦʪ 

ʙʲʨʟʦʪʦ, ʢʦʤʧʝʪʝʥʪʥʦ ʚʲʚʝʞʜʘʥʝ ʠ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʜʠʛʠʪʘʣʥʘʪʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ.  

ɸ/ ʅʝʧʨʝʢʲʩʥʘʪʘ, ʜʦʩʪʲʧʥʘ ʠ ʩʚʦʝʚʨʝʤʝʥʥʘ ʠʥʬʤʘʮʠʷ, ʢʦʷʪʦ ʝ ʧʨʝʜʧʦʩʪʘʚʢʘ ʟʘ 

ʙʲʨʟʘ ʨʝʘʢʮʠʷ ʠ ʚʟʝʤʘʥʝ ʥʘ ʘʜʝʢʚʘʪʥʠ ʨʝʰʝʥʠʷ ʧʦ ʚʨʝʤʝ ʥʘ ʞʠʟʥʝʥʠʷ ʮʠʢʲʣ ʥʘ 

ʩʛʨʘʜʠʪʝ ʠ ʩʲʦʨʲʞʝʥʠʷʪʘ: 

¶ ʅʝʧʨʝʢʲʩʥʘʪʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʠ BIM  ʚ ʘʨʭʠʪʝʢʪʫʨʘʪʘ , 

ʠʥʞʝʥʝʨʩʪʚʦʪʦ ʠ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ (ɸʀʉ) ʠʥʜʫʩʪʨʠʷ ʧʦʜʢʨʝʦʝʥʦ ʦʪ ʧʨʦʛʨʝʩʘ ʚ 

ʤʘʪʝʨʠʘʣʥʠʦʪʦ ʦʩʠʛʫʨʷʚʘʥʝ  ʠ ʩʪʨʦʠʪʝʣʥʠʪʝ ʧʨʦʮʝʩʠ ʧʨʝʜʣʘʛʘ ʥʘ 

ʠʥʞʝʥʝʨʠʪʝ ʩʲʱʝʩʪʚʝʥ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʨʝʰʘʚʘʥʝ ʥʘ ʥʘʨʘʩʪʚʘʱʠʪʝ 

ʠʟʠʩʢʚʘʥʠʷ ʟʘ ʠʟʛʨʘʞʜʘʥʝ ʥʘ ʝʥʝʨʛʦʝʬʝʢʪʠʚʥʠ ʩʛʨʘʜʠ ʠ ʩʲʦʨʲʞʝʥʠʷ; 

¶ ɼʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʠ BIM ʜʥʝʩ ʤʦʛʘʪ ʜʘ ʧʦʜʧʦʤʘʛʘʪ ʟʥʘʯʠʪʝʣʥʦ ʝʢʦʣʦʛʠʷʪʘ ʠ 

ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʦʪʨʘʩʲʣʘ, ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʨʘʟʭʦʜʠʪʝ, ʢʦʥʪʨʦʣʘ ʥʘ 

ʢʘʯʝʩʪʚʦʪʦ, ʩʧʘʟʚʘʥʝʪʦ ʥʘ ʛʨʘʬʠʢʘ, ʢʘʢʪʦ ʠ ʥʝʦʙʭʦʜʠʤʠʪʝ ʢʦʤʫʥʠʢʘʮʠʠ ʠ 

ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʤʝʞʜʫ ʫʯʘʩʪʥʠʮʠʪʝ ʚ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ ʩʛʨʘʜʠʪʝ ʠ 

ʩʲʦʨʲʞʝʥʠʷʪʘ; 

ʂʦʥʪʨʦʣ ʥʘ ʢʦʣʠʯʝʩʪʚʘʪʘ ʥʘ ʩʪʨʦʠʪʝʣʥʠʪʝ ʤʘʪʝʨʠʘʣʠ ʚ ʧʨʦʝʢʪʘ ʠ ʜʝʠʩʪʚʠʪʝʣʥʦ 

ʠʟʧʦʣʟʚʘʥʘ ʯʘʩʪ ( ʪʘʟʠ ʚʲʟʤʦʞʥʦʩʪ ʝ ʦʪ ʩʲʱʝʩʪʚʝʥʦ ʟʥʘʯʝʥʠʝ 

ʟʘʠʥʚʝʩʪʠʪʝʨʠʪʝ); 

ʋʧʨʘʚʣʝʥʠʝ ʠ ʢʦʥʪʨʦʣ ʥʘ ʜʦʩʪʘʚʢʠʪʝ ʥʘ ʥʝʦʙʭʦʜʠʤʠʪʝ ʤʘʪʝʨʠʘʣʠ ʠ ʦʙʦʨʫʜʚʘʥʝ ʚ  

ʨʝʘʣʥʦ ʚʨʝʤʝ ʠ ʩʧʘʟʚʘʥʝʪʦ ʥʘ ʛʨʘʬʠʢʘ ʟʘ ʧʣʘʥʠʨʘʥʠʪʝ ʜʦʩʪʘʚʢʠ ʥʘ 

ʩʪʨʦʠʪʝʣʥʘʪʘ ʧʣʦʱʘʜʢʘ;  

ʀʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʜʨʦʥ ʟʘ ʢʦʥʪʨʦʣ ʥʘ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʨʘʙʦʪʠʪʝ;  

 ɹ/ ʃʝʩʝʥ ʢʦʥʪʨʦʣ ʥʘ ʜʦʩʪʘʚʢʠʪʝ ʠ ʛʘʨʘʥʪʠʨʘʥʝ ʥʘ ʨʘʮʠʦʥʘʣʥʦ ʠʟʧʦʣʟʚʘʥʝ ʟʘ ʜʘ 

ʩʝ ʥʘʤʘʣʷʪ ʨʘʟʭʦʜʠʪʝ ʥʘ ʬʠʥʘʥʩʦʚ ʨʝʩʫʨʩ. 

 ɺ/ ʆʩʠʛʫʨʷʚʘʥʝ ʚʲʟʤʦʞʥʦʩʪ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʠ ʢʦʥʪʨʦʣ ʥʘ ʧʦʨʲʯʘʥʦ ʦʙʩʣʫʞʚʘʥʝ 

ʧʨʠ ʝʢʩʧʣʦʘʪʘʮʠʷʪʘ  ʠ ʛʘʨʘʥʪʠʨʘʥʝ ʥʘ ʚʲʟʤʦʞʥʦʩʪʪʘ ʟʘ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʨʘʟʭʦʜʠʪʝ, 

ʢʘʢʪʦ ʠ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʪʨʘʜʠʮʠʦʥʥʠʪʝ ʠ ʜʘʥʲʯʥʠ ʨʘʟʭʦʜʠ; 

 ɻ/ ʀʟʩʣʝʜʚʘʥʠʷʪʘ ʧʦʢʘʟʚʘʪ, ʯʝ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʠ BIM ʟʥʘʯʠʪʝʣʥʦ ʤʦʛʘʪ ʜʘ 

ʧʦʜʧʦʤʦʛʥʘʪ ʩʝʨʪʠʬʠʮʠʨʘʥʝʪʦ ʥʘ ʩʛʨʘʜʠʪʝ ʧʦ BEREEM (Atanassova R., 2019, p.169). 

ʊʝʟʠ ʤʝʪʦʜʠ ʜʘʚʘʪ ʜʦʙʨʲʨ ʨʝʟʫʣʪʘʪ ʢʦʛʘʪʦ ʩʘ ʠʟʧʦʣʟʚʘʥʠ ʧʨʠ ʧʦʜʛʦʪʦʚʢʘʪʘ ʥʘ 

ʜʦʢʫʤʝʥʪʠʪʝ ʦʱʝ ʧʨʠ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ ʠ ʩʝ ʦʯʘʢʚʘ ʜʘ ʠʤʘ ʦʩʝʟʘʝʤ ʧʨʠʥʦʩ ʟʘ 

ʠʢʦʥʦʤʠʯʥʘʪʘ ʝʢʩʧʣʦʘʪʘʮʠʷ  (Dermendjiev S., 2019, p.169).  ʀʟʧʦʣʟʚʘʥʝʪʦ ʥʘ 

ʤʝʪʦʜʠʪʝ ʤʦʞʝ ʜʘ ʙʲʜʝ ʧʦʣʝʟʝʥʦ ʠ ʟʘ ʢʦʥʪʨʦʣʘ ʠ ʧʨʠ ʚʲʟʩʪʘʥʦʚʷʚʘʥʝʪʦ ʥʘ ʢʫʣʪʫʨʥʦ ï 

ʠʩʪʦʨʠʯʝʩʢʠʪʝ ʧʘʤʝʪʥʠʮʠ. ʉ ʚʲʚʝʞʜʘʥʝʪʦ ʚ ʫʧʦʪʨʝʙʘ ʥʘ ʜʠʛʠʪʘʣʝʥ ʠʥʩʪʨʫʤʝʥʪ ʱʝ 

ʤʦʞʝ ʜʘ ʩʝ ʧʦʜʦʙʨʠ ʜʦʛʦʚʘʨʷʥʝʪʦ ʠ ʫʧʨʘʚʣʝʥʠʝʪʦ ʚ ʠʥʚʝʩʪʠʮʠʦʥʦʪʦ ʧʨʦʝʢʪʠʨʘʥʝ , ʘ 

ʩʲʱʦ ʪʘʢʘ ʠ ʟʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʧʦ ï ʚʠʩʦʢʦ ʥʠʚʦ ʥʘ ʝʢʩʧʝʨʪʠʟʠʪʝ ʠ ʜʦʙʨʠʪʝ ʧʨʘʢʪʠʢʠ ʚ 

ʨʘʤʢʦʚʠʪʝ  ʜʦʛʦʚʘʨʷʥʠʷ ʯʨʝʟ FIDIC. ʊʦʡ ʱʝ ʫʣʝʩʥʠ ʚʟʝʤʘʥʝʪʦ ʥʘ ʨʝʰʝʥʠʝ ʦʪ 

ʠʚʝʩʪʠʪʦʨʘ, ʠʟʧʲʣʥʠʪʝʣʷ ʠ ʠʥʞʝʥʝʨʘ  ʧʦ ʧʨʦʝʢʪʠʪʝ ʚʲʚ ʚʩʠʯʢʠ ʬʘʟʠ ʥʘ ʧʨʝʜʧʨʦʝʢʪʥʠ 

ʧʨʦʫʯʚʥʠʷ, ʧʨʦʝʢʪʠʨʘʥʝ ʠ ʠʟʧʲʣʥʝʥʠʝ., ʢʘʢʪʦ ʠ ʟʘ ʨʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʨʠʩʢʘ. 

ɸʢʪʴʦʨʠʪʝ ʚ ʧʨʦʮʝʩʠʪʝ ʥʘ ʧʨʦʝʢʪʠʨʘʥʝ, ʧʨʦʠʟʚʦʜʩʪʚʦ ʥʘ ʩʪʨʦʠʪʝʣʥʠ 

ʤʘʪʝʨʠʘʣʠ ʠ ʦʙʦʨʫʜʚʘʥʝ, ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ ʠ ʥʘʜʟʦʨʘ ʚʩʝ ʧʦ ï ʦʩʪʨʦ ʱʝ ʯʫʚʩʪʚʘʪ 

ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʦʪ ʦʚʣʘʜʷʚʘʥʝʪʦ ʠ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ 

ʘʢʦ ʠʩʢʘʪ ʫʩʧʝʰʥʦ ʜʘ ʠʟʣʷʟʘʪ ʥʘ ʤʝʞʜʫʥʘʨʦʜʥʠʷ ʧʘʟʘʨ, ʘ ʪʘʢʘ ʩʲʱʦ ʠ ʜʘ ʧʝʯʝʣʷʪ 

ʦʙʱʝʩʪʚʝʥʠ ʧʦʨʲʯʢʠ ʟʘ ʠʟʧʲʣʥʝʥʠʝ ʥʘ ʧʨʦʝʢʪʠ, ʬʠʥʘʥʩʠʨʘʥʠ ʦʪ ʯʫʞʜʠ ʠʥʚʝʩʪʠʪʦʨʠ. 

ɼʨʫʛʘ ʧʨʠʯʠʥʘ, ʢʦʷʪʦ ʥʘʣʘʛʘ ʧʦ ï ʙʲʨʟʦ ʦʚʣʘʜʷʚʘʥʝ ʠ ʧʨʠʣʦʞʝʥʠʝ ʥʘ ʪʝʟʠ ʤʝʪʦʜʠ ʝ 
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ʠʟʧʲʣʥʝʥʠʝʪʦ ʥʘ ʧʦʝʪʠʪʝ ʘʥʛʘʞʠʤʝʥʪʠ ʟʘ ʨʝʘʣʠʟʘʮʠʷ ʥʘ ʠʟʠʩʢʚʘʥʠʷʪʘ ʥʘ ɽʉ ʟʘ 

ʠʟʛʨʘʞʜʘʥʝ ʥʘ ʥʦʚʠ ʩʛʨʘʜʠ ʠ ʩʲʦʨʲʞʝʥʠʷ, ʢʘʢʪʦ ʠ ʩʘʥʠʨʘʥʝ ʥʘ  ʩʪʘʨʠʪʝ ʟʘ  ʧʦʩʪʠʛʘʥʝ 

ʥʘ ʛʘʨʘʥʪʠʨʘʥʦ ʙʣʠʟʢʦ ʜʦ ʥʫʣʝʚʦ ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ ʝʥʝʨʛʠʘ ʠ ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ 

ʭʘʨʘʢʪʝʨʠʩʪʠʢʠʪʝ ʥʘ ʧʘʩʠʚʥʠʪʝ/ ʫʩʪʦʡʯʠʚʠ ʩʛʨʘʜʠ ʠ ʩʲʦʨʲʞʝʥʠʷ. ʅʝ ʥʘ ʧʦʩʣʝʜʥʦ 

ʤʷʩʪʦ ʝ ʠ ʩʧʘʟʚʘʥʝʪʦ ʥʘ ʚʩʝ ʧʦʚʝʯʝ ʟʘʩʠʣʚʘʱʠʪʝ ʩʝ ʠʟʠʩʢʚʘʥʝ ʟʘ ʦʧʘʟʚʘʥʝʪʦ ʥʘ 

ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʩʪʨʦʠʪʝʣʥʠʪʝ ʦʪʧʘʜʲʮʠ. ɿʘ ʪʦʚʘ ʝ ʥʝʦʙʭʦʩʠʤʘ ʥʦʚʘ 

ʬʦʨʤʘ ʥʘ ʫʧʨʘʚʣʝʥʠʝ, ʢʦʥʪʨʦʣ ʠ ʠʢʦʥʦʤʠʯʥʦʩʪ , ʢʦʠʪʦ ʩʝ ʦʯʘʢʚʘ ʜʘ ʤʦʛʘʪ ʜʘ ʩʝ 

ʛʘʨʘʥʪʠʨʘʪ ʯʨʝʟ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʤʝʪʦʜʠ (ʂusheva R.,2019, p.162). 

 

 5. ɹʘʨʠʝʨʠ ʧʨʝʜ ʫʩʧʝʰʥʦʪʦ ʚʲʚʝʞʜʘʥʝ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ ʚ 

ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ 

ʇʲʨʚʘʪʘ ʠ ʥʘʡ ïʩʲʱʝʩʪʚʝʥʘ ʙʘʨʠʝʨʘ ʝ ʣʠʧʩʘʪʘ ʥʘ ʟʥʘʥʠʷ ʠ ʠʥʬʦʨʤʘʮʠʷ ʚ ʪʘʟʠ 

ʦʙʣʘʩʪ ʩʨʝʜ ʩʦʙʩʪʚʝʥʠʮʠʪʝ ʠ ʨʲʢʦʚʦʜʠʪʝʣʠʪʝ ʥʘ ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ, 

ʥʘʜʟʦʨʥʠʮʠʪʝ ʠ ʠʥʚʝʩʪʠʪʦʨʠʪʝ. 

ʉʲʱʝʩʪʚʝʥʘ ʧʨʝʯʢʘ  ʝ ʥʝʚʲʟʤʦʞʥʦʩʪʪʘ ʥʘ ʤʘʣʢʠʪʝ ʠ ʩʨʝʜʥʠ ʩʪʨʦʠʪʝʣʥʠ ʬʠʨʤʠ 

ʜʘ ʦʩʠʛʫʨʷʪ ʬʠʥʘʥʩʠʨʘʥʝ ʠ ʧʦʜʲʨʞʘʥʝ ʚ ʩʲʩʪʘʚʘ ʩʠ ʥʘ ʩʧʝʮʠʘʣʠʩʪ ʠʣʠ ʩʧʝʮʠʘʣʠʩʪʠ, 

ʢʦʠʪʦ ʜʘ ʩʝ ʟʘʥʠʤʘʚʘʪ ʩ ʜʠʛʠʪʘʣʥʘʪʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʠ ʟʘ ʟʘʢʫʧʫʚʘʥʝ ʥʘ ʩʲʦʪʚʝʪʥʠʪʝ 

ʧʨʦʛʨʘʤʠ. ʊʦʚʘ ʩʘ  ʧʨʦʙʣʝʤʠ, ʢʦʠʪʦ ʟʘʩʷʛʘʪ ʧʦʯʪʠ 90 % ʦʪ ʨʝʛʠʩʪʨʠʨʘʥʠʪʝ 

ʩʪʨʦʠʪʝʣʥʠ ʬʠʨʤʠ.ʊʝʟʠ ʧʨʦʙʣʝʤʠ ʩʠʛʫʨʥʦ ʱʝ ʩʲʧʲʪʩʪʚʘʪ ʠ ʯʘʩʪ ʦʪ ʧʨʦʠʟʚʦʜʠʪʝʣʠʪʝ 

ʠ ʜʦʩʪʘʚʯʠʮʠʪʝ ʥʘ ʩʪʨʦʠʪʝʣʥʠ ʤʘʪʝʨʠʘʣʠ. 

ʂʲʤ ʧʦʩʦʯʝʥʠʪʝ ʙʘʨʠʝʨʠ ʩʣʝʜʚʘ ʜʘ ʜʦʙʘʚʠʤ ʠ ʟʘʙʘʚʷʥʝʪʦ ʥʘ ʚʲʚʝʞʜʘʥʝʪʦ ʥʘ 

ʜʠʩʮʠʧʣʠʥʠ ʟʘ ʚʠʩʰʝʪʦ ʠ ʩʨʝʜʥʦ ʦʙʨʘʟʦʚʘʥʠʝ ʧʦ ʧʨʦʙʣʝʤʠʪʝ ʥʘ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ. 

ɼʥʝʩ ʩʪʫʜʝʥʪʠʪʝ  ʙʲʜʝʱʠ ʠʥʞʝʥʝʨʠ ʩʝ ʟʘʧʦʟʥʘʚʘʪ ʩ ʥʘʡ ï ʯʝʩʪʦ ʫʧʦʪʨʝʙʷʚʘʥʠʪʝ 

ʧʨʦʛʨʘʤʠ ʟʘ ʧʨʦʝʢʪʠʨʘʥʝ, ʥʦ ʥʷʤʘʪ ʩʲʦʪʚʝʪʥʘʪʘ ʧʦʜʛʦʪʦʚʢʘ ʟʘ ʠʟʧʦʣʟʚʘʥʝ ʥʘ 

ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʥʘ ʩʪʨʦʠʪʝʣʥʘʪʘ ʧʣʦʱʘʜʢʘ ʠ ʧʨʠ ʨʘʙʦʪʘʪʘ ʩ  

ʥʘʪʨʫʧʚʘʥʠʪʝ ʜʘʥʥʠ. 

ʊʫʢ ʪʨʷʙʚʘ ʜʘ ʜʦʙʘʚʠʤ ʠ ʬʘʢʪʘ, ʯʝ ʠʩʪʠʥʩʢʦʪʦ ʧʨʘʢʪʠʯʝʩʢʦ ʧʨʠʣʦʞʝʥʠʝ ʥʘ 

ʤʦʜʝʣʠʨʘʥʝʪʦ ʚ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ ʚʩʝ ʦʱʝ ʥʝ ʝ ʠʟʩʣʝʜʚʘʥʦ ʚ ʜʦʩʪʘʪʲʯʥʘ ʩʪʝʧʝʥ. ʀʤʘ 

ʠʟʩʣʝʜʦʚʘʪʝʣʩʢʘ ʥʝʜʦʩʪʘʪʲʯʥʦʩʪ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ ʪʦʚʘ ʢʘʢ ʥʘʡ ï ʜʦʙʨʝ ʜʘ ʩʝ ʧʦʜʭʦʜʠ 

ʧʨʠ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ʤʝʪʦʜʠʪʝ ʥʘ ʜʠʛʠʪʘʣʥʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʚ ʙʨʘʥʰʘ. ʊʲʡ ʢʘʪʦ 

ʧʦʚʝʯʝʪʦ ʩʲʱʝʩʪʚʫʚʘʱʠ ʧʨʦʛʨʘʤʠ ʩʘ ʟʘ ʩʪʘʜʠʷ ʧʨʦʝʢʪʠʨʘʥʝ  (R. Eadie, 2020) 

ʠʟʩʣʝʜʚʘʥʠʷʪʘ ʩʘ ʢʦʥʮʝʥʪʨʠʨʘʥʠ ʚʲʨʭʫ ʨʘʙʦʪʘʪʘ ʚʲʚ ʧʨʦʝʢʪʘʥʪʩʢʠʪʝ ʦʬʠʩʠ. 

ʅʫʞʜʘʝʤ ʩʝ ʦʪ ʠʟʩʣʝʜʚʘʥʠʷ ʟʘ ʧʨʝʥʘʩʷʥʝ ʥʘ ʚʠʨʠʪʫʘʣʥʘʪʘ ʨʝʘʣʥʦʩʪ ʚ ʞʠʚʘʪʘ ʩʨʝʜʘ ʠ 

ʢʘʢ ʤʘʣʢʠʪʝ ʠ ʩʨʝʜʥʠ ʢʦʤʧʘʥʠʠ ʤʦʛʘʪ ʜʘ ʧʨʠʩʲʩʪʚʘʪ ʚ ʜʠʛʠʪʘʣʥʠʪʝ ʠʟʧʲʣʥʝʥʠʷ.  

ʄʦʞʝ ʙʠ ʚ ʥʝʜʘʣʝʯʥʦ ʙʲʜʝʱʝ ʱʝ ʠʤʘʤʝ ʧʦʚʦʜ ʜʘ ʦʪʯʝʪʝʤ , ʯʝ ʨʘʙʦʪʘʪʘ ʧʦ  

ʧʨʦʚʝʞʜʘʥʝʪʦ ʦʥʣʘʡʥ ʥʘ ʥʘʫʯʥʠ ʠ ʜʨʫʛʠ ʬʦʨʫʤʠ, ʦʧʝʨʘʪʠʚʥʠ ʟʘʩʝʜʘʥʠʷ ʠ 

ʢʦʥʩʫʣʪʘʮʠʠ ʚ ʫʩʣʦʚʠʷʪʘ ʥʘ ʧʘʥʜʝʤʠʷʪʘ ʝ ʦʢʘʟʘʣʦ ʧʦʣʦʞʠʪʝʣʥʦ ʠʣʠ ʠʥʠʮʠʠʨʘʱʦ 

ʚʣʠʷʥʠʝ ʚʲʨʭʫ ʨʘʟʚʠʪʠʪʠʝʪʦ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʛʬʦʨʤʘʮʠʠ ʚ ʩʪʨʦʠʪʝʣʩʪʚʦʪʦ. 

 

ɿʘʢʣʶʯʝʥʠʝ  

ɺʩʝ ʦʱʝ ʩʘ ʥʘʣʠʮʝ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʠ ʥʝʦʙʭʦʜʠʤʦʩʪ ʦʪ ʠʥʪʝʨʝʩʥʠ 

ʠʟʣʝʜʚʘʥʠʷ ʠ ʨʘʙʦʪʘ ʟʘ ʜʘ ʤʦʞʝ ʫʚʝʨʝʥʦ ʜʘ ʛʣʝʜʘʤʝ ʚ ʙʲʜʝʱʝʪʦ ʠ ʟʘ ʜʘ ʛʘʨʘʥʪʠʨʘʤʝ 

ʫʩʧʝʰʥʦ ʧʨʠʣʦʞʝʥʠʝ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʚ ʙʨʘʥʰʘ. ɺ ʪʘʟʠ ʧʦʩʦʢʘ 

ʥʘʜʝʞʜʥʠ ʨʝʟʫʣʪʘʪʠ ʤʦʞʝ ʜʘ ʦʯʘʢʚʘʤʝ ʦʪ ʜʦʙʨʝ ʦʨʛʘʥʠʟʠʨʘʥʦ ʦʙʫʯʝʥʠʝ ʥʘ 

ʨʲʢʦʚʦʜʠʪʝʣʠʪʝ ʥʘ ʩʪʨʦʠʪʝʣʥʠʪʝ ʢʦʤʧʘʥʠʠ, ʢʘʢʪʦ ʠ ʥʘ ʩʪʫʜʨʥʪʠ ʙʲʜʝʱʠ ʩʪʨʦʠʪʝʣʥʠ 

ʠʥʞʝʥʝʨʠ ʠ ʠʢʦʥʦʤʠʩʪʠ, ʧʦʜʛʦʪʚʷʥʠ ʟʘ ʨʘʙʦʪʘ ʚ ʩʪʨʦʠʪʝʣʥʠʷ ʙʨʘʥʰ. ɺ ʦʧʨʝʜʝʣʣʝʥʘ 
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ʩʪʝʧʝʥ ʩ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʠ ʧʦʣʟʠʪʝ ʦʪ ʪʷʭ ʩʣʝʜʚʘ ʜʘ 

ʙʲʜʘʪ ʟʘʧʦʟʥʘʪʠ ʠ ʩʧʝʮʠʘʣʠʩʪʠʪʝ ʩʲʩ ʩʨʝʜʥʦ ʪʝʭʥʠʯʝʩʢʦ ʠ ʠʢʦʥʦʤʠʯʝʩʢʦ 

ʦʙʨʘʟʦʚʘʥʠʝ. ɿʘ ʜʘ ʩʝ ʦʩʠʛʫʨʠ ʠ ʫʩʧʝʰʥʦʪʦ ʧʨʠʣʦʞʝʥʠʝ ʥʘ ʜʠʛʠʪʘʣʥʠʪʝ 

ʪʨʘʥʩʬʦʨʤʘʮʠʠ  ʚ  ʤʘʣʢʠʪʝ  ʩʨʝʜʥʠ ʩʪʨʦʠʪʝʣʥʠ ʢʦʤʧʘʥʠʠ ʩʣʝʜʚʘ ʜʘ ʙʲʜʝ ʩʧʝʮʠʘʣʥʦ 

ʘʥʛʘʞʠʨʘʥʘ ʂʘʤʘʨʘʪʘ ʥʘ ʩʪʨʦʠʪʝʣʠʪʝ. ʄʦʞʝ ʜʘ ʩʝ ʦʢʘʞʝ ʧʦʣʝʟʥʦ ʦʨʛʘʥʠʟʠʨʘʥʝ ʥʘ 

ʩʧʝʮʠʘʣʥʦ ʟʚʝʥʦ ʚ ʂʘʤʘʨʘʪʘ, ʢʦʝʪʦ ʜʘ ʨʘʙʦʪʠ ʟʘ ʥʝʡʥʠʪʝ ʯʣʝʥʦʚʝ  - ʤʘʣʢʠ ʠ ʩʨʝʜʥʠ 

ʢʦʤʧʘʥʠʠ. ʂʘʪʦ ʩʝ ʠʤʘ ʧʨʝʜʚʠʜ, ʯʝ  ʠʥʞʝʥʝʨʥʪʝ ʠ ʪʝʭʥʠʯʝʩʢʠ ʩʧʝʮʠʘʣʥʦʩʪʠ ʩʘ 

ʪʨʫʜʥʠ ʠ ʚ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʠʤʘ ʧʨʦʙʣʝʤ ʩ ʧʨʠʚʣʠʯʘʥʝ ʥʘ ʩʪʫʜʝʥʪʠ ʠ ʫʯʝʥʠʮʠ ʚ 

ʪʝʟʠ ʩʧʝʮʠʘʣʥʦʩʪʠ ʩʝ ʥʘʣʘʛʘ ʜʘ ʩʝ ʥʘʤʝʨʷʪ ʠ ʧʨʦʠʣʦʞʘʪ ʩʪʠʤʫʣʠ.  

ɼʠʛʠʪʘʣʥʘʪʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʚ ʩʪʨʦʠʪʝʣʥʘʪʘ ʠʥʞʝʥʝʨʥʘ ʧʨʘʢʪʠʢʘ ʪʨʷʙʚʘ ʜʘ ʩʝ 

ʨʘʟʚʠʝ ʙʲʨʟʦ. ʇʨʠʣʦʞʝʥʠʝʪʦ ʥʘ ʀʊ ʚ ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʢʦʤʧʘʥʠʠʪʝ ʠ ʧʨʦʮʝʩʠʪʝ ʚ 

ʙʨʘʥʰʘ ʜʘ ʩʪʘʨʪʠʨʘ ʠ ʩʝ ʧʨʝʚʲʨʥʝ  ʚ ʨʫʪʠʥʝʥ ʧʨʦʮʝʩ.  ʇʦ ʪʘʢʲʚ ʥʘʯʠʥ ʱʝ ʩʝ 

ʛʘʨʘʥʪʠʨʘ  ʫʩʧʝʱʥʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʙʨʘʥʰʘ ʠ ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʩʪʨʘʥʘʪʘ, ʘ ʪʘʢʘ ʩʲʱʦ 

ʥʘʰʠʪʝ ʩʪʨʦʠʪʝʣʥʠ ʢʦʤʧʘʥʠʠ ʱʝ ʙʲʜʘʪ ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʠ ʥʘ ʝʚʨʦʧʝʡʩʢʠʷ 

ʩʪʨʦʠʪʝʣʝʥ ʧʘʟʘʨ.  
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ENTREPRENEURôS VALUES IN THE PROCESS OF BUSINESS 

DEVELOPMENT  
 

Assos. prof. Silvena Dencheva Yordanova, PhD, Varna University of Management 

Assoc. prof. Kamelia Vunova, Naval AcademyòN.J.Vapcarovò, Varna 

ʇʈɽɼʇʈʀɽʄɸʏɽʉʂʀʊɽ ʎɽʅʅʆʉʊʀ ɺ ʇʈʆʎɽʉɸ ʅɸ ɹʀɿʅɽʉ 

ʈɸɿɺʀʊʀɽ 
 

ɼʦʮ. ʜ-ʨ ʉʠʣʚʝʥʘ ʁʦʨʜʘʥʦʚʘ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  

ɼʦʮ. ʜ-ʨ ʂʘʤʝʣʠʷ ɺʫʥʦʚʘ, ɺʠʩʰʝ ʚʦʝʥʥʦ-ʤʦʨʩʢʦ ʫʯʠʣʠʱʝ ï ɺʘʨʥʘ  
 

Abstract. ʊhe paper focuses on the problem of entrepreneurial values as a base for the 

transformation from entrepreneurial to organizational culture. The values of entrepreneur are discussed in 

the paper. The main thesis is  that the Transition óentrepreneurial culture ï organisational cultureô on an 

organisational level takes place through transformation of the cultural elements:  

the purpose of the present article is to provide evidence for the transformation of the entrepreneurôs 

values (basic structural element of culture) at the start-up stage and the subsequent stages of the existence 

of an organisation, and, on these foundations, to study and analyse the scope of the transformation as one 

of the indicators of the transition óentrepreneurial culture ï organisational cultureô.  

 

The particular object of the empirical study is owner-entrepreneurs who run their businesses either single-

handedly or in partnership. In defining the target group, we took into consideration the following two 

points: first, owner-entrepreneurs are creators and carriers of entrepreneurial culture; second, despite the 

involvement of the other members of the organisation, the decision making process related to the 

formation and adoption of organisational culture is a prerogative of the entrepreneur. The empirical 

study, carried out in 2016,covered 457 entrepreneurs ï owners of businesses based in the Northeast 

region of Bulgaria. 

 

Key words: entrepreneurial values, entpreneurial culture, transformation, organizational 

culture 

 

ʈʝʟʶʤʝ. ʅʘʩʪʦʷʱʘʪʘ ʩʪʘʪʠʷ ʩʝ ʬʦʢʫʩʠʨʘ ʥʘ ʧʨʦʙʣʝʤʘ ʟʘ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʠʪʝ ʮʝʥʥʦʩʪʠ, 

ʢʘʪʦ ʦʩʥʦʚʘ ʟʘ ʧʨʝʭʦʜʘ ʦʪ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘ ʢʲʤ ʦʨʛʘʥʠʟʘʮʠʦʥʥʘ ʢʫʣʪʫʨʘ. ɺ ʩʪʘʪʠʷʪʘ ʩʘ 

ʨʘʟʛʣʝʜʘʥʠ ʩʲʱʥʦʩʪʪʘ ʥʘ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʠʪʝ ʮʝʥʥʦʩʪʠ.ʦʩʥʦʚʥʘʪʘ ʪʝʟʘ ʝ: 

ñʇʨʝʭʦʜʲʪ ʦʪ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘ ʢʲʤ ʦʨʛʘʥʠʟʘʮʠʦʥʥʘ ʢʫʣʪʫʨʘ ʥʘ ʦʨʛʘʥʠʟʘʮʠʦʥʥʦ ʥʠʚʦ ʩʝ 

ʠʟʚʲʨʰʚʘ ʯʨʝʟ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʥʘ ʢʫʣʪʫʨʥʠʪʝ ʝʣʝʤʝʥʪʠò.  

ʎʝʣʪʘ ʥʘ ʥʘʩʪʦʷʱʘʪʘ ʩʪʘʪʠʷ ʝ ʜʘ ʜʘʜʝ ʩʚʠʜʝʪʝʣʩʪʚʦ ʟʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷʪʘ ʥʘ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʠʪʝ 

ʮʝʥʥʦʩʪʠ ʥʘ ʝʪʘʧ ʩʪʘʨʪʠʨʘʥʝ ʥʘ ʙʠʟʥʝʩʘ ʠ ʥʘ ʧʦʩʣʝʜʚʘʱʠʪʝ ʝʪʘʧʠ ʥʘ ʩʲʱʝʩʪʚʫʚʘʥʝ ʥʘ 

ʦʨʛʘʥʠʟʘʮʠʷʪʘ.  

ʂʘʪʦ ʧʦʜʮʝʣ ʝ ʧʦʩʪʘʚʝʥʘ: 

1. ɼʘ ʩʝ ʠʟʩʣʝʜʚʘ ʠ ʘʥʘʣʠʟʠʨʘ ʤʘʱʘʙʘ ʥʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʥʘ ʝʜʠʥ ʦʪ ʠʥʜʠʢʘʪʦʨʠʪʝ ʥʘ 
ʧʨʝʭʦʜʘ ʦʪ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘ ʢʲʤ ʦʨʛʘʥʠʟʘʮʠʦʥʥʘ ʢʫʣʪʫʨʘ. 

 

ʆʙʝʢʪ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ ʩʘ ʩʦʙʩʪʚʝʥʠʮʠ ʧʨʝʧʨʠʝʤʘʯʠ, ʢʦʠʪʦ ʫʧʨʘʚʣʷʚʘʪ ʩʚʦʷ ʙʠʟʥʝʩ 

ʩʘʤʦʩʪʦʷʪʝʣʥʦ ʠʣʠ ʚ ʧʘʨʪʥʝʨʩʪʚʦ. ʇʨʠ ʜʝʬʠʥʠʨʘʥʝ ʥʘ ʮʝʣʝʚʘʪʘ ʛʨʫʧʘ ʩʤʝ ʩʝ ʨʲʢʦʚʦʜʠʣʠ ʦʪ 

ʩʣʝʜʥʠʪʝ ʦʧʦʨʥʠ ʪʦʯʢʠ: ʧʲʨʚʦ, ʩʦʙʩʪʚʝʥʠʮʠʪʝ-ʧʨʝʜʧʨʠʝʤʘʯʠ ʩʘ ʩʲʟʜʘʪʝʣʠ ʠ ʥʦʩʠʪʝʣʠ ʥʘ 

ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘʪʘ ʢʫʣʪʫʨʘ, ʚʪʦʨʦ, ʥʝʟʘʚʠʩʠʤʦ ʦʪ ʚʢʣʶʯʚʘʥʝʪʦ ʥʘ ʜʨʫʛʠ ʯʣʝʥʦʚʝ ʥʘ ʩʝʤʝʡʩʪʚʦʪʦ, 

ʚʟʝʤʘʥʝʪʦ ʥʝ ʨʝʰʝʥʠʷ ʩʝ ʦʩʲʱʝʩʪʚʷʚʘ ʦʪ ʧʨʝʜʧʨʠʝʤʘʯʘ. ʀʟʩʣʝʜʚʘʥʝʪʦ ʝ ʧʨʦʚʝʜʝʥʦ ʧʨʝʟ 2016 ʛ., 

ʦʙʭʚʘʱʘ 457 ʧʨʝʜʧʨʠʝʤʘʯʘ-ʩʦʙʩʪʚʝʥʠʮʠ ʥʘ ʙʠʟʥʝʩʠ ʚ ʉʝʚʝʨʦʠʟʪʦʯʝʥ ʨʝʛʠʦʥ ʥʘ ɹʲʣʛʘʨʠʷ. 
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ʂʣʶʯʦʚʠ ʜʫʤʠ: ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʠ ʮʝʥʥʦʩʪʠ, ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘ ʢʫʣʪʫʨʘ, 

ʪʨʘʥʩʬʦʨʤʘʮʠʷ, ʦʨʛʘʥʠʟʘʮʠʦʥʥʘ ʢʫʣʪʫʨʘ 

 

Transformation of the entrepreneurôs values ï the basis for the transition 

óentrepreneurial culture ï organisational cultureô 

 

The terms óentrepreneurial cultureô came into the range of economic and applied 

business research in 1980s. If we deploy the behavioural approach in entrepreneurship when 

analysing the differences in the object of research, we will find out that it is in a way 

conditional. The reason is that this approach focuses on the entrepreneurôs deeds, not the 

entrepreneurôs personality. In other words, the behavioural approach adopts the establishment 

of a new organisation as the most important level of analysis.  

 

This is the key to understand the relation óentrepreneurial culture ï organisational 

cultureô: at the startïup stage of a new organisation entrepreneurial culture is prevalent while 

in the following stages, organisational culture gathers importance. The transition from the 

initial stage to a more matured one has been studied by researchers through a range of 

economic factors such as: number of employees, average increase in turnover per year, the 

hierarchy in the managerial structure, virtual and/or legal independence of the organisation, 

market share, etc. The listed economic indicators are quite precise when it comes to studying 

the transition from the initial to the subsequent stages in the development of an organisation. 

However, the indicators of the transition óentrepreneurial culture ï organisational cultureô are 

cultural rather than economic. With the rise of the science of culture, they (the indicators) have 

been differentiated as a separate category of phenomena and represent the structural elements 

of culture listed above. 

 

In this respect our thesis is that the transition óentrepreneurial culture ï organisational 

cultureô on an organisational level takes place through transformation of the cultural 

elements. Moreover, the transformation of the cultural elements is a bridge between the two 

cultural forms ï entrepreneurial and organisational. Having stated our thesis, the purpose of the 

present article is to provide evidence for the transformation of the entrepreneurôs values (basic 

structural element of culture) at the start-up stage and the subsequent stages of the existence of 

an organisation, and, on these foundations, to study and analyse the scope of the 

transformation as one of the indicators of the transition óentrepreneurial culture ï 

organisational cultureô.  

 

The particular object of the empirical study is owner-entrepreneurs who run their 

businesses either single-handedly or in partnership. In defining the target group, we took into 

consideration the following two points: first, owner-entrepreneurs are creators and carriers of 

entrepreneurial culture; second, despite the involvement of the other members of the 

organisation, the decision making process related to the formation and adoption of 

organisational culture is a prerogative of the entrepreneur. The empirical study, carried out in 

2016,covered 457 entrepreneurs ï owners of businesses based in the Northeast region of 

Bulgaria. 96% of the firms have up to 20 staff, and 4% of the firms - 20 to 100 staff. 37% are 

production firms, and the rest 63% provide services.  
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Table 1 Entrepreneurs values 
 

1. Empirical study of the transformation of entrepreneurial values 

 

To study the transformation of entrepreneurial values and the transition from 

entrepreneurial to organisational culture, we analyse the significance of the values in two 

different moments in time: at the start-up stage, and at a later stage in the development of the 

firm. We have verified the assumptions concerning the shift in the leading entrepreneurial 

values by estimating the percentage of entrepreneurs who defined a certain value as significant 

in the dependent samples. The findings are presented in Table 1. 

Changes in the Significance of the Entrepreneursô Leading Values at start-up and at later 

stages McNemarôs non-parametrical X2 test has been used as a statistical verification of the 

assumption that the change in value significance is law-governed and not accidental. 

 
 

1.1. Studying the degree of change in value significance in the course of 

business development 

 

To classify and highlight the changes in values according to the degree of transformation 

we have grouped them in four sets: values with diminishing significance (negative change); 

values showing a slight increase in significance (between 10 and 20 points), and values 

showing a considerable increase in significance (over 20 points)10. The results of the change in 

                                                            
10 The bordering values of the change in significance have been defined expertly. 

     Entrepreneurs  values Significanc

e at start-up (%) 

Significance at a later stage (after 

establishing the business) 

(%) 

Industriousness 82 94 

Responsibility for 

the family 

81 81 

Fairness 76 77 

Independence 72 82 

Creativity 71 87 

Freedom of choice 63 87 

Protection of private 

property 

54 71 

Thrift 50 54 

Economy of time 50 66 

Defending other 

peopleôs interests 

48 65 

Protection of 

competition 

46 65 

Freedom of the 

press 

44 56 

Modesty 44 33 

Right of legal 

protection 

36 57 

Protection of the 

environment 

28 35 
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significance of the fifteen entrepreneurial values in the course of business development are 

presented in table 2. 

 

Table 2 Sets of Values According to the Degree of Change in Their Significance for the 

Entrepreneur 
 

 
Group 1 

Values with 

diminishing 

significance 

(%) (-) 

Group 2 

Values showing a 

slight increase in 

significance (%) 

(0 ï 10 points) 

Group 3 

Values showing an 

average increase in 

significance (%) 

(10 ï 20 points) 

Group 4 

Values showing a 

considerable 

increase in 

significance (%) 

(over 20 points) 

¶ Modesty (-11) ¶ Responsibility 

for the family (0) 

¶ Fairness (1) 

¶ Independence 

(10) 

¶ Thrift (4) 

¶ Protection of 

the environment 

(7) 

¶ Industriousnes

s (12) 

¶ Creativity (16) 

¶ Protection of 

private property 

(17) 

¶ Economy of 

time (16) 

¶ Defending 

other peopleôs 

interests (17) 

¶ Protection of 

competition (19) 

¶ Freedom of the 

press (12) 

¶ Freedom of 

choice (24) 

¶ Right of legal 

protection (21) 

 

 
 

The group of values with diminishing significance includes some which in the start-up 

stage were more important for the entrepreneur than in the later stages. The results reveal that 

modesty is the only value in this group. A logical explanation of this fact is that, with the 

expansion of the business and the increase in income, the entrepreneurôs confidence grows, too. 

Therefore, modesty loses its significance as a personality trait, all the more that the 

development of a business requires some huskiness and aggressiveness, i.e. qualities opposite 

of modesty.  

The group of values that show a slight increase in significance includes a set of virtues 

which do not have a direct impact on the company growth: responsibility for the family, 

fairness, thrift, and protection of the environment. It could even be assumed that these values 

impede the companyôs moves towards a more prosperous state11. This fact supports the popular 

saying that doing business successfully requires a certain deviation from common moral 

standards.  
 

The only value in this group which is somewhat different from the ones described above 

is the pursuit of independence12. The low ranking of this value (10 points) can be explained by 

                                                            
11 Thrift, for instance, might hamper the investment process; responsibility for the family means 

devoting more time to family matters than to business operations; fairness does not always mean 

making the right decision, etc. 
12 Independence does belongs to this group, but it is on the border between Group 2 and Group 3. 
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the specific conditions in the Bulgarian market, where independence hampers rather than 

favours successful business developmen13 This is due to the fact that the market environment in 

the Bulgarian economy has been warped by the prevailing influence of a number of non-

economic factors such as corruption, racketeering, the ómarriageô between business groups and 

political power, nepotism15, etc. 

The level of corruption is shown on fig. 1. below. 

          

 
Fig. 1 Corruption index in Republic of Bulgaria 

 

As it can be seen from fig.1, the corruption index in Bulgaria remains almost the same 

from 41 to 43 for 2020 year. Bulgariaôs corruption perceptions index in 2018 is 42 points, 

which places the country on 77th in the world ranking. As for the position in the regional 

ranking of the Member States of the European Union, Bulgaria is on the last place (the average 

value of the EU index is 64.6). Compared to the previous year, the index is going down with 1 

point. 

In this yearôs ranking, the country score is with six positions up in the world ranking 

(from 71 in 2017 to 77th this year), which is a retreat indicator compare with other countries. 

The result in 2018 does not allow the country to move forward from its last place in the 

European Union. The results for the period 2012-2018  show that there is a stagnation in the 

fight against corruption. This factor affects very much development of the business.      

(transparency.bg) 

 

Entrepreneurship values are affected also by the level of Organised crime in Bulgaria. 

According to the report of the Study of extortion racketeering, in Bulgaria OC groups 

have strong control over the territory through private security companies. The type of 

organized criminal groups can be grouped in 3 main groups. 

 The first type is the so called violent entrepreneurs . Their activity was initially largely 

based on violence. The second type is represented by the group of black merchants (extreme-

risk entrepreneurs). These are more likely to be permanently involved in systematic criminal 

activity (smuggling, tax avoidance schemes etc.) in view of the great competitive advantages of 

this type of entrepreneurship. The third type consists of large structures headed by so-called 

oligarchs (akin to the notorious Russian model) who used politicians and top state 

                                                            
13 Quite unlike countries where business is governed by the principles of market economy. 
15 Manifested by the popular practice of cashing in on useful óconnectionsô. 
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administrators to redistribute national wealth during the transition from planned economy and 

universal state property to market economy and private property.  

third group is the most dominant as the power is in the oligarchs. The ex-communists 

did not disappear from the scene. They gave the authority to their sons and daughters to 

manage companies in all sectors of the economy. 

All three types of OC use violence in various degrees to gain and maintain market 

dominance, and extortion racketeering is part of their activities. Undoubtedly, the most 

intensive use of extortion racketeering in Bulgaria is associated with the so-called violent 

entrepreneurs, similar to the force structures in the countries of the former Soviet 

Union (Gounev, 2006).  

 Regarding the sources of entrepreneurship of violence, the study shows that the model 

of entrepreneurship by violence in Bulgaria is formed by athletes, whence the popular name 

òwrestler groups or òwrestlers The second pool of recruits for the violent entrepreneur groups 

consisted of 

former officers from the police and special services. The third pool was made up of 

criminals, a great many of whom were given amnesty in the early 1990s. 

The businesses that were impacted by the organised criminal groups engaged in 

extortion racketeering are: The real estate, also agricultural markets, retail and hospitality 

industries.  

To sum up, the values of entrepreneurs have been formed by the organised criminal 

groups to higher extent. 

Development of entrepreneurship in Bulgaria is closely linked to the business climate in 

the country. According to the data, published by the National statistical Institute in May 2020, 

the economic situation in the country took a change for the better compared to the previous 

three months. The total business climate indicator is up by 11.8 points compared to April as a 

result of the positive opinions of managers from all sectors monitored ï industry, construction, 

retail trade and services, the National Statistical Institute reports.(nsi.bg) 

The uncertain economic environment and insufficient demand from the country and 

abroad remain the most serious problems businesses face. In April 2020, the business climate 

marked its lowest point since 1997 due to high unemployment levels and declining consumer 

spending.(bnr.bg) 

The group showing an average increase in significance includes values that actually 

boost the entrepreneurôs business. They could be further divided into three groups according to 

their general characteristics. 

The first group includes all virtues required by the market ï industriousness, protection 

of private property, economy of time, and protection of competition. The increase in 

significance of industriousness is logical ï in running their businesses entrepreneurs soon 

discover that however big the effort, it almost never yields the expected results16. At the same 

time, the evolution in the significance of the other categories is brought about by re-defining 

the entrepreneurôs priorities.  

The second group includes values with an indirect impact on business activities ï 

defending other peopleôs interests, and freedom of the press. These are values related to the 

development of democracy as an institution of modern society and market economy. This fact 

clearly states that business achievements are backed by a certain social context, and its 

influence will definitely grow after Bulgariaôs accession to the EU.  

                                                            
16 This conclusion has been drawn from interviews with some of the entreprneurs. 
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Regarding the freedom of press, according to the study of Reporters without borders, in 

Europe, Bulgaria is the country with the lowest standards of press freedom, where despite 

increasing international pressure, the situation did not improve in 20191.  

For example, the study reports of the unfair practices of firing journalists who later can 

find no journalistic employment elsewhere.(euractiv.com)2 

ñCorruption and collusion between media, politicians and oligarchs is widespread in 

Bulgaria.  

The third group can be defined as development of superior needs17. The study shows that 

one of the values with an average increase in significance is creativity. By and large, it can be 

concluded that, with income and social status elevating, one is climbing up the hierarchy of 

needs. Therefore, the presence of such motivator-values in the group that grows in significance 

is quite natural ( euractiv.com) 

The values showing the highest increase in significance highlight the difference in the 

entrepreneurôs thinking patterns at a later stage of the development of the firm as compared 

with the start-up stage. The most dramatic change is seen in the freedom of choice (24 points). 

We believe that this is due to two synergistic causes: 1/ freedom of choice is among the highest 

needs in the hierarchy3 and 2/ the absence of restrictions of any kind is a key to a successful 

completion of the business operations. The synergistic effect, however, has its impact on the 

entrepreneurôs inclination to manifest his/her ego in both company and family matters. The 

other value that shows a considerable increase in significance is the right of legal protection. 

With the expansion of the business and the growing complexity of the whole network of 

customers, suppliers, banks, etc., the entrepreneurôs encounters with judicial institutions 

become more and more common. One of the reasons for this is the relationship between 

partners, often marked by impropriety and wrongdoing. In this line of thought, a stable judicial 

system, one that can protect the entrepreneurôs rights, is becoming a prime need. 

 

1.2. Ranking of values according to their significance for the entrepreneur at 

start-up and after establishing the business 

 

The ranking of entrepreneurial values at start-up and after establishing the business, and 

the changes in the position of the different categories are presented in Table 3. 

 

Table 3 Ranking of values according to their significance for the entrepreneur 

 
Ranking of values at 

start-up (%) 

Ranking of values after 

establishing the business (%) 

Change in the position 

1. Industriousness (82) 1. Industriousness (94)  ī 1   Ŷ  1          

2. Responsibility for the 

family (81) 

2. Creativity(87)   ŷ 5  Ŷ  2 

3. Fairness (76) 3. Freedom of choice 

(87) 

 ŷ 6  Ŷ  2 

                                                            
1 RSF particularly highlights Nova TV, which was bought by oligarch Kiril Domuschiev and changed its 

coverage from rather neutral to pro-government. 
2 The name of famous investigative journalist Mirolyuba Benatova, fired from Nova TV is also mentioned. 

Benatova now makes a living as a taxi driver. An unwritten agreement between media owners makes sure 

journalists who have been fired get no journalistic employment elsewhere. 
17 Being needs, according to Maslowôs pyramid of needs. 
18 As we have noted, it is those needs that the entrepreneur is striving to gratify at this stage. 
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4. Independence (72) 4. Independence (82)  ī 4 Ŷ  4 

5. Creativity (71) 5. Responsibility for the 

family 

 Ź 2  Ŷ  5 

6. Freedom of choice 

(63) 

6. Fairness (77)  Ź 3  Ŷ 6 

7. Protection of private 

property (54) 

7. Protection of private 

property (71) 

 ī 7  Ŷ 7 

8. Thrift (50) 8. Economy of time (66)  ī 8  Ŷ 8 

9. Economy of time 

(50) 

9 Defending other 

peopleôs interests (65) 

 ŷ 10 Ŷ 9 

10. Defending other 

peopleôs interests (48) 

10. Protection of 

competition (65) 

 ŷ 11 Ŷ 9 

11. Protection of 

competition (46) 

11. The right for legal 

protection (57) 

 ŷ 14 Ŷ 11 

12. Freedom of the 

press (44) 

12. Freedom of the press 

(56) 

 ī 12 Ŷ 12 

13. Modesty (44) 13. Thrift (54)  Ź 8  Ŷ 13 

14. The right of legal 

protection (36) 

14. Protection of the 

environment (35) 

 ŷ 15 Ŷ 14 

15. Protection of the 

environment (28) 

15. Modesty (33)  Ź 12 Ŷ 15 

 

As it is obvious, at start-up the leading values are not ones that are directly related to 

business activities but ones that can be defined as universal: industriousness, responsibility for 

the family, and fairness. The main reason for this is that at this stage the personality of the 

entrepreneur is shaped by universal moral standards, not by the realities of the business 

environment. As a result, the typical business values such as the right of legal protection and 

protection of competition are located in the lower sector of the chart. A relatively high position 

at start-up occupy those motivator-values that belong to the higher levels in the hierarchy of 

needs: independence, personal success and freedom of choice. The fact that they are located in 

the middle of the chart shows that they are not yet domineering in the entrepreneur's mind for a 

number of resons19. By and large, we can draw the following conclusion on the basis of the 

results: in a novice businessman, the social side prevails over the entrepreneurial side.  

One of the most important values at start-up of business and later is the creativity. 

It is a thinking and responding process that involves connecting with our previous 

experience, responding to stimuli (objects, symbols, ideas, people, situations), and generating at 

least one unique combination (Parnes 1963, stated in Isenberg & Jalongo, 1997) as cited by 

Aktamis et al.  

Nowadays, creativity is considered to be a valuable asset in most industries. Creativity 

has two sides(Yordanova, 2019): 

- Divergent thinking; 

- Convergent thinking; 

According to Yordanova, 2019, the divergent thinking presents generation of many 

ideas, many solutions to a certain problem. Having divergent type of thinking is crucial 

especially for entepreneurs. As it can be seen from table 3, creativity has been ranked on the 

top position of values that entrepreneurs must possess.  It is the second important value to start 

                                                            
19 Entrepreneur's anonymity, low income level, limited business operations, financial restraints, etc. 
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new business.  Being creative according to Yordanova, 2016 is not only to be productive and 

innovative. The second side of the creative thinking includes convergence thinking. Actually, it 

is the opposite approach. At first, we need to be divergent in our thinking, and then to apply 

convergent thinking. In other words, the entrepreneurs should be lavish in the variety of ideas 

to generate at first. The more ideas they produce to start new business or to offer new service, 

the better will be. Not all ideas are perfect for sure. 

The goal of the convergent thinking is to move from all given ideas or suggestions 

developed before and to focus on the most interesting ideas. To begin this step, it is important 

to remember the aim of the reflection and the goal to reach.  

As Dencheva says, creative managers are bringing the change in the organizations 

(Dencheva, 2016).  

Creativity as managerial competence is connected to performing the following 

functions, according to Seidel& Roisenmann, 2008: 

- Allocating resources (task-level, process level): 

On this level, the authors speak of two types of tasks- creative and non-creative tasks; 

e.g. the development of an animation sequence. As the particular creative tasks are resource 

and time-intensive. Rosenmann &Seidel (2008) explain that the manager needs to decide what 

resources (budget, equipment, creative individuals) have to be allocated to what task. In other 

words, the manager must decide which tasks involve creativity and how they integrate into the 

process. Second, the process owner needs a good understanding of how the task is 

characterized. Third, the process owner has to estimate the impact of the task on the overall 

process performance considering what can be referred to as the taskôs creative impact. To sum 

up, according to Seidel&Rosenmann (2008), creativity is connected with making decisions 

who is going to be involved in certain task, choice of communication flows, how this tasks 

affect the whole performance of the worker. 

- Enhancing creativity (task-level): 

After identifying the tasks that needs to be done, the manager decides how creativity of 

people is involved. It is connected, according to Seidel & Rosenmann (2008) with developing 

strategies to support it in the best possible way. Creativity could relate to the generation of a 

new idea, the evaluation of alternative proposals, or a selection process. 

- Managing creative risks (task-level, process-level): 

The last level of creativity concerns the possible outcomes of application of new 

approaches to solving problems. 

As Dencheva 2016 says, creativity is closely linked to the leadership style. Creativity 

may be destroyed by close monitoring and require a degree of autonomy and experimentation; 

or there may be too much creativity and insufficient discipline.The leadership styles affect 

creativity in different aspects. For example, authoritarian leadership does not involve any 

creativity in its followers. The leader in this case is closely supervising his followers.   As being 

authoritarian as a leader, he instructs them what exactly to do and no new ideas are tolerated. 

The followers are supposed only to obey the authoritarian leader. 

On the other hand, the democratic leader is appealing for the creativity in his followers. 

By giving freedom, the leader demonstrates that his followers are mature enough and can make 

decisions on their own as well take responsibility for them. 

As creativity is top value, it must be possed not only by the entrepreneur, but to 

developed and stimulated in the followers too.  

If the leader wants to be successful, he needs followers. These are the people that accept 

his authority and are ready to follow his example. Creativity is being innovative as manager or 

having creative followers. Along with the relationship between transformational leadership and 
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followersô individual-level creativity and the underlying potential mediating processes, 

Gumusoglu&Ilsev (2007) also investigate the relationship between transformational leadership 

and innovation at the organizational level. We agree with Gumusoglu& Ilsev (2007) that the 

transformational leadership positively relates to followersô creativity. Followersô intrinsic 

motivation, psychological empowerment, and perception of support for innovation mediate this 

effect. At the organizational level, transformational leadership positively relates to 

organizational innovation. Furthermore, individual-level creativity influences innovation at the 

organizational level. 

 

The development of the business activities is accompanied by a transformation in the 

entrepreneur's value system. The following trends are distinctly seen: 

¶ In the course of business, industriousness continues to occupy a leading position, 

increasing its significance. It is obviously considered one of the most important success 

factors and is highly unlikely to see any devaluation in the future. 

¶ Motivator-values such as personal success and freedom of choice climb up while 

responsibility for the family and fairness move down the chart. The reasons for this have 

been explained above. 

¶ Values such as independence, protection of private property, economy of time 

and freedom of the press keep their positions, increasing their significance for the 

entrepreneur. This allows us to describe them as 'steady' values, occupying a proper 

position regardless of the concurrent stage of business development. 

¶ Two categories show a dramatic fall down the scale - thrift and modesty. As we 

have already pointed out, these values are contrary to what business development requires. 

Therefore, the decrease in significance is quite logical.  

 

To sum up, in the course of business, the personal value system evolves from a more 

universal to an entrepreneurial one. The significance attached to each value, and the 

transformations of the value system are of interest for the researcher. For the purpose of the 

analysis, we have outlined the following groups of values, according to their significance for 

the entrepreneur: values of low significance (0% - 40%); values of average significance (40% - 

60%); values of high significance (60% - 80%); and values of very high significance (80% - 

100%). The grouping of the values according to this criterion is presented in Table 4. 

 
     Table 4 

  
Grouping of values according to their significance for the entrepreneur 

 
Group 1 

Values of very 

high significance 

80 - 100% 

1. Industriousness (82) 

2. Responsibility for the 

family (81) 

1. Industriousness (94) 

2. Creativity (87) 

3. Freedom of choice (87) 

4. Independence (82) 

5. Responsibility for the family (81) 

Group 2 

Values of high 

significance 

60 - 80% 

3. Fairness (76) 

4. Independence(72) 

5. Personal success (71) 

6. Freedom of choice (63) 

 

6. Fairness (77) 

7. Protection of private property (71) 

8. Economy of time (66) 

9. Defending other people's interests (65) 

10. Protection of competition (65) 
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Group 3 

Values of average 

significance 

40 - 60% 

 

7. Protection of private 

property (54) 

8. Thrift (50) 

9. Economy of time (50) 

10. Defending other people's 

interests (48) 

11. Protection of 

competition (46) 

12.  Freedom of the press 

(44) 

13. Modesty (44) 

11. The right of legal protection (57) 

12. Freedom of the press (56) 

13. Thrift (54)  

 

Group 4 

Values of low 

significance  

up to 40% 

14. The right of legal 

protection (36) 

15. Protection of the 

environment (28) 

 

14. Protection of the environment (35) 

15. Modesty (33) 

 

 

 

After a comparative analysis in time perspective, we can detect a few trends in the 

development of an entrepreneurôs value system: 

¶ After establishing the business, values such as personal success, freedom of choice, 

and independence increase their significance from high to very high, while 

responsibility for the family continues to hold its position in the group, although it 

loses some of its significance as compared to the others.  

¶ Values such as protection of private property, economy of time, defending other 

peopleôs interests, and protection of competition increase their significance. They form 

a central group of values of high significance for the established entrepreneur, as 

compared to the start-up stage when their influence on the entrepreneurôs behaviour is 

middling.  

¶ The right of legal protection, the most dynamic value, makes a transition from low to 

average significance while modesty moves in the opposite direction. The reasons for 

these trends have been explained earlier. 

¶ Generally quite dynamic, the overall level of significance of the studied values has 

increased. 

 

 

2. Summary of the results and main conclusions of the study 

The results of the analyses can be summarized in a matrix that combines the meanings of 

the criteria ï changes in the significance of the values and the level of significance for the 

entrepreneur after establishing the business. As a result, we have sixteen groups of values 

(see Table 5), each having a different impact on the entrepreneurôs behaviour and the 

decision making process in the course of business. 
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Table 5 Differentiation of entrepreneurial values according to the criteria: change in 

significance and level of significance after establishing the business 

 
Values of very 

high significance 

80 ï 100% 

 ¶ Responsibili

ty for the 

family 

¶ Independenc

e 

¶ Industriousn

ess 

¶ Creativity 

 

Values of high 

significance 

60 ï 80% 

 ¶ Fairness ¶ Protection 

of private 

property 

¶ Economy of 

time 

¶ Defending 

other 

peopleôs 

interests 

¶ Protection 

of 

competition 

 

Values of 

average 

significance 

40 ï 60% 

 ¶ Thrift ¶ Freedom of 

the press 

¶ Freedom of 

 choice 

Values of low 

significance 

up to 40% 

¶ Mo

des

ty 

¶ Protecti

on of 

the 

environ

ment 

  

 Values 

of 

diminish

ing 

significa

nce 

Values showing 

slight increase in 

significance 

Values showing 

an average 

increase in 

significance 

Values showing a 

considerable increase in 

significance 

Change in 

significance 
(-) (0 to 10 points) (10 to 20 points) (over 20 points) 

 

We think that the groups of values fall into three zones according to their influence on the 

entrepreneur and the business organization: 

¶ Zone 1 (6 groups located in the upper right corner of the matrix) ï values that 

provide motive power for the business; 

¶ Zone 2 (5 groups located along the diagonal of the matrix) ï neutral values; 

¶ Zone 3 (5 groups located in the lower left-hand corner of the matrix) ï values that 

impede business development. 

The following main conclusions can be drawn: 

¶ In the course of business development, the entrepreneurôs value system undergoes 
a gradual transition from one built of universal values to a more business oriented 

one.  

¶ The values that provide motive power for the business have a strong impact on the 

transition from entrepreneurial to organizational culture. It should be noted, 

however, that this impact becomes indirect as the entrepreneurôs abilities to shape 

organizational culture are gradually enervated with the expansion of the business. 
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¶ Finally, it can be inferred that in the process of accession of Bulgaria in the EU, 

the transformation that we have studied will take new turns. Other values might 

come into the researchersô field of vision, or the existing ones might change their 

status. This will pose the problem of studying the consequences of the potential 

value shock in the entrepreneur and the mechanisms for a subsequent recovery. 
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CULTURALLY AWARE ADVERTISING  

Comparative analysis of culturally influenced advertising appeals in two 

telecommunication commercials 
 

Nedka Dimitrova, PhD, Varna University of Management 
 

ɺʃʀʗʅʀɽʊʆ ʅɸ ʅɸʎʀʆʅɸʃʅɸʊɸ ʂʋʃʊʋʈɸ ɺʒʈʍʋ ʈɽʂʃɸʄɸʊɸ 

ʉʨʘʚʥʠʪʝʣʝʥ ʘʥʘʣʠʟ ʥʘ ʢʫʣʪʫʨʥʦʪʦ ʚʣʠʷʥʠʝ ʚʲʨʭʫ ʧʨʠʚʣʝʢʘʪʝʣʥʦʩʪʪʘ ʥʘ 

ʨʝʢʣʘʤʘʪʘ ʚ ʜʚʘ ʨʝʢʣʘʤʥʠ ʚʠʜʝʦʢʣʠʧʘ  
 

ɼ-ʨ ʅʝʜʢʘ ɼʠʤʠʪʨʦʚʘ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 
 

 Abstract. This paper aims to analyse and compare two video advertisments from the 

perspective of cultural differences in values and perceptions shaping consumer behaviour in the UK 

and Bulgaria. Two market leading providers of digital services were selected for the purposes of this 

study considering their large-scale experience in global branding and advertising namely, the 

Bulgarian Mtel company, which recently rebranded as A1, and Vodafone, the British multinational 

giant, operating on the telecommunication market for more than thirty years. Based upon several 

cultural models and studies concerned with potential consequences of cultural values for global 

marketing and advertising, it was assumed that the two advertisements may significantly contrast 

with each other in terms of the expression of particular cultural specifities of the Bulgarian and the 

British societies. Through quantitative and qualitative modes of enquiry, it was found that the most 

indicative evidence of cultural differentiation is shown in the British individualist and masculine 

appeals to effective, independence, popular/common, productivity, natural and technological, in 

contrast to the Bulgarian collectivist and feminine appeals to family, nurturance, vain, community 

and ornamental. No specific disagreement was found with results from earlier research or with the 

cultural models used for analysis. 

 

 Keywords: advertising appeals, cultural values, cultural models, collectivism, 

individualism 

 

 ʈʝʟʶʤʝ. ʅʘʩʪʦʷʱʦʪʦ ʠʟʩʣʝʜʚʘʥʝ ʠʤʘ ʟʘ ʮʝʣ ʜʘ ʘʥʘʣʠʟʠʨʘ ʠ ʩʨʘʚʥʠ ʜʚʝ 

ʚʠʜʝʦʨʝʢʣʘʤʠ ʦʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʢʫʣʪʫʨʥʠʪʝ ʨʘʟʣʠʯʠʷ ʚ ʮʝʥʥʦʩʪʠʪʝ ʠ ʚʲʟʧʨʠʷʪʠʷʪʘ, 

ʦʬʦʨʤʷʱʠ ʧʦʪʨʝʙʠʪʝʣʩʢʦʪʦ ʧʦʚʝʜʝʥʠʝ ʚʲʚ ɺʝʣʠʢʦʙʨʠʪʘʥʠʷ ʠ ɹʲʣʛʘʨʠʷ. ɿʘ ʮʝʣʠʪʝ ʥʘ ʪʦʚʘ 

ʧʨʦʫʯʚʘʥʝ ʙʷʭʘ ʠʟʙʨʘʥʠ ʜʚʘ ʚʦʜʝʱʠ ʜʦʩʪʘʚʯʠʮʠ ʥʘ ʜʠʛʠʪʘʣʥʠ ʫʩʣʫʛʠ ʚ ɽʚʨʦʧʘ, ʢʘʪʦ ʩʝ ʠʤʘ 

ʧʨʝʜʚʠʜ ʪʝʭʥʠʷʪ ʤʘʱʘʙʝʥ ʦʧʠʪ ʚ ʛʣʦʙʘʣʥʦʪʦ ʙʨʘʥʜʠʨʘʥʝ ʠ ʨʝʢʣʘʤʠʨʘʥʝ, ʘ ʠʤʝʥʥʦ 

ʙʲʣʛʘʨʩʢʘʪʘ ʢʦʤʧʘʥʠʷ Mtel, ʢʦʷʪʦ ʥʘʩʢʦʨʦ ʩʝ ʪʨʘʥʩʬʦʨʤʠʨʘ ʚ A1 ʠ Vodafone, ʙʨʠʪʘʥʩʢʠʷʪ 

ʤʥʦʛʦʥʘʮʠʦʥʘʣʝʥ ʛʠʛʘʥʪ, ʦʧʝʨʠʨʘʱ ʥʘ ʪʝʣʝʢʦʤʫʥʠʢʘʮʠʦʥʝʥ ʧʘʟʘʨ ʧʦʚʝʯʝ ʦʪ ʪʨʠʜʝʩʝʪ 

ʛʦʜʠʥʠ. ɺʲʟ ʦʩʥʦʚʘ ʥʘ ʥʷʢʦʣʢʦ ʢʫʣʪʫʨʥʠ ʤʦʜʝʣʘ ʠ ʧʨʦʫʯʚʘʥʠʷ, ʩʚʲʨʟʘʥʠ ʩ ʧʦʪʝʥʮʠʘʣʥʠʪʝ 

ʧʦʩʣʝʜʠʮʠ ʦʪ ʢʫʣʪʫʨʥʠʪʝ ʮʝʥʥʦʩʪʠ ʟʘ ʛʣʦʙʘʣʥʠʷ ʤʘʨʢʝʪʠʥʛ ʠ ʨʝʢʣʘʤʘ, ʙʝʰʝ ʧʨʠʝʪʦ, ʯʝ ʜʚʝʪʝ 

ʨʝʢʣʘʤʠ ʤʦʛʘʪ ʟʥʘʯʠʪʝʣʥʦ ʜʘ ʢʦʥʪʨʘʩʪʠʨʘʪ ʧʦʜ ʚʣʠʷʥʠʝʪʦ ʥʘ ʦʧʨʝʜʝʣʝʥʠ ʢʫʣʪʫʨʥʠ 

ʦʩʦʙʝʥʦʩʪʠ ʥʘ ʙʲʣʛʘʨʩʢʦʪʦ ʠ ʙʨʠʪʘʥʩʢʦʪʦ ʦʙʱʝʩʪʚʦ. ʏʨʝʟ ʢʦʣʠʯʝʩʪʚʝʥ ʠ ʢʘʯʝʩʪʚʝʥ ʘʥʘʣʠʟ 

ʙʝʰʝ ʫʩʪʘʥʦʚʝʥʦ, ʯʝ ʥʘʡ-ʧʦʢʘʟʘʪʝʣʥʠʪʝ ʜʦʢʘʟʘʪʝʣʩʪʚʘ ʟʘ ʢʫʣʪʫʨʥʘʪʘ ʜʠʬʝʨʝʥʮʠʘʮʠʷ ʩʘ 

ʩʚʲʨʟʘʥʠ ʩ ʙʨʠʪʘʥʩʢʠʪʝ ʠʥʜʠʚʠʜʫʘʣʠʩʪʠʯʥʠ ʮʝʥʥʦʩʪʠ ʠ ʩʢʣʦʥʥʦʩʪ ʢʲʤ ʝʬʝʢʪʠʚʥʦʩʪ, 

ʥʝʟʘʚʠʩʠʤʦʩʪ, ʦʙʠʢʥʦʚʝʥʦʩʪ, ʧʨʦʠʟʚʦʜʠʪʝʣʥʦʩʪ, ʥʘʪʫʨʘʣʥʦʩʪ ʠ ʪʝʭʥʦʣʦʛʠʯʥʦʩʪ, ʟʘ ʨʘʟʣʠʢʘ ʦʪ 

ʢʦʣʝʢʪʠʚʠʩʪʠʯʥʠʷ ʭʘʨʘʢʪʝʨ ʥʘ ʙʲʣʛʘʨʩʢʦʪʦ ʦʙʱʝʩʪʚʦ ʠ ʮʝʥʥʦʩʪʠ ʩʚʲʨʟʘʥʠ ʩʲʩ ʩʝʤʝʡʩʪʚʦʪʦ, 

ʚʲʟʧʠʪʘʥʠʝʪʦ, ʩʫʝʪʘʪʘ, ʦʙʱʥʦʩʪʪʘ ʠ ʦʨʥʘʤʝʥʪʠʢʘʪʘ. ʅʝ ʙʝʰʝ ʦʪʢʨʠʪʦ ʢʦʥʢʨʝʪʥʦ ʥʝʩʲʛʣʘʩʠʝ ʩ 

ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʧʨʝʜʠʰʥʠ ʠʟʩʣʝʜʚʘʥʠʷ ʠʣʠ ʩ ʢʫʣʪʫʨʥʠʪʝ ʤʦʜʝʣʠ, ʠʟʧʦʣʟʚʘʥʠ ʟʘ ʘʥʘʣʠʟ. 

 

 ʂʣʶʯʦʚʠ ʜʫʤʠ: ʧʨʠʚʣʝʢʘʪʝʣʥʦʩʪ ʥʘ ʨʝʢʣʘʤʘʪʘ, ʢʫʣʪʫʨʥʠ ʮʝʥʥʦʩʪʠ, ʢʫʣʪʫʨʥʠ 

ʤʦʜʝʣʠ, ʢʦʣʝʢʪʠʚʠʟʲʤ, ʠʥʜʠʚʠʜʫʘʣʠʟʲʤ 
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Introduction  

In order to understand how cultural values influence advertising appeals, this paper 

intends to explore the extent to which advertising content reflects particular cultural 

specifities comparing two TV advertisements from the telecommunication and IT industry, 

targeting two culturally different markets in Europe, the UK and Bulgaria. 

It is noteworthy to mention that TV advertising, in times of immense digitalising of 

global media, still remains the most powerful means for sharing information together with 

internet. According to the Global television advertising revenue report for 2018-2022 

(Guttmann, 2019, October 7), in 2023 TV advertising will generate a revenue of 177.7 

billion US dollars worldwide, maintaining its top position as one of the most influential 

mass media channels. Rubinson (2009) questioned the effectiveness of TV advertising to 

prove that its effect on sales is even expanding due to the facilitated promotion of brand 

awareness, as a key element of establishing a competitive market performance (p. 220). 

Consumersô knowledge and perceptions are unambiguously affected by the 

challenges arising from modern internationalisation trends leading to convergence of 

demands, which calls into question how global companies can establish an effective brand 

strategy and ensure a competitive advantage for getting to the top of their customerôs mind. 

A largely relevant answer can be found in the famous quote of a disputable origine, adapt 

or die, as a condensed metaphor of the intense process of globalisation in the modern 

world in which businesses have to adapt to different market demands and different buyersô 

expectations. Cultural consequences in advertising manifest various shared beliefs of 

morality, modesty, wisdom, productivity, humility and many others in a system of value 

concepts, which can be used for measuring cultural differences in consumersô appeals 

(Pollay, 1983). De Mooij and Hofstede (2010) have drawn attention to the dilemma of 

standardised advertising versus adapting to local context, arguing that understanding 

cultural values and perceptions should be playing a key role for improved business 

performance. Awareness of differences in self-concept, cultural identity, personality and 

ways of processing information becomes pivotal for identifying communication patterns as 

core aspects of purchasing behaviour. Since the major task of advertising is to convince 

people to buy a specific product, the consumer should be seen as a central factor with an 

understanding of the associated mental and social processes influencing oneôs internal 

motivation and preferences for specific ways of communication, ñwhich in turn affect 

advertising appeals and advertising styleò (de Mooij & Hofstede, 2010, p. 85).  

Another important argument is that different research approaches can result in 

different statements about ñThe desirable [which] is how people think the world ought to 

be, [and] the desired [which] is what people want for themselvesò (de Mooij & Hofstede, 

2010, p. 87). This paradoxical distinction between the desirable and desired has grown in 

importance in light of Hofstede, Hofstede and Minkovôs (2010, p. 29) interpretation of the 

attributed ideological and practical aspects of cultural values. Coexistence of value 

concepts such as modernity and tradition may be frequently seen in Chinese advertising or 

sense of belonging and the opposing elements of independence and individualism 

overlapping in American commercials (de Mooij, 2019). By drawing on this 

understanding, de Mooij and Hofstede (2010) point out that appeals in advertising should 

focus on the desired rather than on the unrealistic desirable values. If desired values are in 

agreement with those exposed in advertising, then product would be more positively 

perceived by potential consumers (Polegato & Bjerke, 2006). Taken together, it is possible 
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to hypothesise that advertising appeals in Bulgaria and the UK would demonstrate 

significantly contrasting differences in commercial context, considering their diametrical 

East ï West opposition on the map of world cultures (Ronen & Shenkar, 2013; Gupta, 

Hanges, & Dorfman, 2002). 

Clustered in the Eastern European group which includes most of the ex-soviet 

countries together with the Balkan Peninsula region, Bulgaria measures high in in-group 

collectivism and power distance, therefore power is not distributed equally and status 

privileges are accepted. Family and group orientation is highly valued, which results in an 

idea of team-oriented leadership based on interpersonal approach. The UK, as a 

representative of the English speaking Anglo group, is highly individualistic and measures 

high in performance orientation and value competitiveness. It also scores relatively lower 

in power distance and social inequality when compared to the global average. In terms of 

leadership, personal freedom and responsibility are strongly valued (House, Hanges, 

Javidan, Dorfman, & Gupta, 2004). Following this, the key research questions of this study 

is whether or not advertising appeals in the British and in the Bulgarian commercials 

reflect their most salient cultural characteristics. 

 

Previous research in cross-cultural advertising  

A growing number of studies have measured cultural values in an attempt to identify 

convincing evidence of their impact on advertising together with some related elements 

that should be considered when using TV commercial as a promotional marketing tool. In 

his systematic review of cross-cultural advertising research, Dahl (2004) concludes that 

high-context commercials would contain a smaller number of culturally specific indicators 

in comparison to lower-context ads. Significant differences in the styles of persuading 

customers were found between countries in a range of works (Katz & Lee, 1992; 

Koudelova & Whitelock, 2001; Ramaprasad & Hasegawa, 1992). Numerous studies of 

influence of implicit values on customersô appeals, such as self-respect and belonging, led 

to the suggestion that cultural differences between the East and the West are linked to the 

use of specific appeals in advertising (Cheng & Schweitzer, 1996; Ji & McNeal, 2001).  

In 2007, Tylor observed the trends in international advertising research, identifying 

several areas for further development, among which ñan understanding of the mechanisms 

that help to build a global brand image and brand equityò, emphasised together with the 

assumption that measuring cultural dimensions should focus ñon the subject population to 

ensure that the sample really represents individuals who vary on the cultural dimension of 

interestò (Taylor, 2007, p. 2). The issue of cultural differences in advertising has been 

studied by many researchers using the Hofstede model in an attempt to dimensionalise and 

explain the impact of cultural values on consumersô emotions, perceptions and motivation. 

An illustration of the associated mental and social processes in Figure 1 suggested by de 

Mooij and Hofstede (2010) provides a clear insight into their effect on advertising style 

and appeals. 

 

 

 



126 
 

Figure 1 

Understanding Cultural Values in Global Advertising Research 

 

Note. Reprinted from de Mooij, M., & Hofstede, G. (2010). The Hofstede model: 

Applications to global branding and advertising strategy and research. International 

Journal of Advertising, 29(1), p.86. 

The concept of self and personality traits, motivation and emotions shape thinking, 

categorisation of the surrounding world and processing information, thus advertising style 

and appeal will depend on either the collectivist abstract conceptualisation and preference 

for identifying relationship between the environment objects or on the individualist explicit 

processing of information, concrete thinking and need for rules. Albers-Miller and Gelb 

(1996) applied Hofstedeôs model to examine predictable differences in advertising. The 

evidence presented in their study proved a positive correlation between power distance and 

social status, and a negative association with cheap product labels. Youth appeals appeared 

unattractive in countries with higher degree of uncertainty avoidance and modesty seemed 

unimportant in more masculine cultures. Considering the limitations of their research 

approach, the authors suggested that there obviously exist a specific relation between 

cultural values and advertising appeal, therefore a standardised strategy of advertising 

could not successfully meet customersô expectations in particular markets. Pollayôs (1983) 

category scheme of appeals associated with values was developed in an attempt to 

understand and recognise culturally driven consumer behaviour through pairs of opposing 

concepts allowing for more objective exploration of motivational goals and cultural 

consequences in advertising. In their exploration of paradoxical values in Eastern 

European advertising, Saleem, Larimo, Ummik, and Kuusik (2015) reviewed several 

studies linking Pollayôs framework of advertising appeals with Hofstedeôs dimensions of 

individualism (IDV), masculinity (MAS), power distance (PDI) and uncertainty avoidance 

(UAI). Table 1 shows evidence of positive or negative relation between Pollayôs appeals 

and four cultural dimensions, collected by Saleem et al. from their own investigation as 

well as from research conducted by Albers-Miller and Gelb (1996), Han and Shavitt 

(1994), Cheng and Schweitzer (1996), Moon and Chan (2005), Nelson and Paek (2008) de 

Mooij (2013). 

 



127 
 

Table 1 

Pollayôs Advertising Appeals Related to Individualism, Power distance, Masculinity 

and Uncertainty avoidance 

Practical / Durable UAI + Ornamental PDI +  

Cheap  PDI ï Dear PDI +  

Popular IDV ï /UA + Distinctive IDV + 

Traditional    Modern   

Natural  MAS ï Technological UAI  + 

Wisdom   Magic UAI ï 

Productivity MAS + Leisure   

Maturity   Youth UAI ï 

Safety  UAI + Adventure UAI ï / IDV + 

Tamed UAI + Untamed UAI ï  

Morality   Freedom IDV + 

Modesty MAS ï Sexuality MAS ï 

Humility PDI  ï Pride/Status PDI + 

Independence IDV +  Affiliation  IDV ï /MAS ï  

Nurturance PDI  ï Succorance IDV ï 

Family IDV ï Community IDV ï 

Vain PDI +  Plain PDI ï 

Healthy   Frail MAS ï 

Neat UAI + Casual UAI ï 
 

Note. + (positive correlation) ; ï (negative correlation); UAI (uncertainty avoidance index); IND 

(individualism); MAS (masculinity); PDI (power distance index).  

Information adapted from Saleem, S., Larimo, J. A., Ummik, K., & Kuusik, A. (2015). 

Cultural and paradoxical values in advertising in Eastern Europe. Baltic Journal of 

Management, 10(3), 313ï330. doi: 10.1108/bjm-11-2014-0202. Retrieved from 

https://www.emerald.com/insight/content/doi/10.1108/BJM-11-2014-0202/full/html 

 

Culture codes in advertising 

Culture is ñthe collective programming of the mind that distinguishes the members 

of one group or category of people from othersò (Hofstede, Hofstede, & Minkov, 2010, p. 

6) and it represents the collectively shared norms and values within a social group, learnt 

through interaction with the environment. In the unique software of human minds, culture 

should be seen as one of its salient components together with the universal human nature 

and individual personality. The composite of visible cultural practices is manifested in 

specific symbols, heroes and rituals, whose meaning is deeply set in the hidden core values 

of good and evil, dangerous and safe, moral and immoral, rational and irrational, decent 

and indecent. These are functioning within a moral circle whose boundaries are 

predetermined by religion and philosophy, which affect peopleôs notion of right and wrong 

in dealing with uncertainty, social inequality, in-group and out-group relationships, gender 

roles and their expected patterns of behaviour, time and life satisfaction. 

https://www.emerald.com/insight/content/doi/10.1108/BJM-11-2014-0202/full/html
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Edward Hallôs (1966, 1977) theory of high and low context helps to understand the 

differencies in communication patterns of people in business and personal life. The model 

created by Hall relies on two main types of cultures, characterised by the specific 

preference for the context in which communication is happening namely, high-context (the 

Bulgarian culture) and low context (the British culture). High context messages are 

implicitly conveyed and expressed in a vague way with a focus on the non-verbal elements 

of the context, while low-context messages are directly stated and relying on the exact 

verbal content (Cheng, 2004). In high-context cultures messages tend to be transmitted in a 

context saturated with physical symbols, lots of metaphor, and nonverbal signals. The 

coded verbal expression is not important but the way in which it is said. The distinction 

between inïgroup and out-group communication is emphasized and family and 

relationships commitment is much more important than work tasks. Understanding of time 

is flexible with the idea that process is more important than results (polychronic cultures). 

In low-context cultures messages are simple and concise with a clear focus on the verbal 

rather than on the nonverbal part, ñrely[ing] on spoken and written language for meaningò 

(Hollensen, 2007, p. 220). Relationships are more open and of a less importance, group 

belonging is flexible without too much dependence on loyalty. Time is strictly organised in 

a low context culture, which is product and result driven (monochronic cultures). 

Initiated by Robert House in 1991, the GLOBE Project (Global Leadership and 

Organizational Behavior Effectiveness) exploration of cultural values in leadership and 

organisational practices in 62 countries extended Hofstede model into nine dimensions 

measuring cultural differences (House, Hanges, Javidan, Dorfman, & Gupta, 2004), each 

of which presents two diametrically opposite social aspects ï ñas isò and ñas it should beò. 

In line with Hofstede, the GLOBE Projects suggested uncertainty avoidance as the degree 

to which social groups search for norms and rules to prevent from the unknown future. 

Power distance relates to the way in which societies deal with power differences and 

distribute social privileges. Engagement in investment and planning for the future is 

measured through the dimension of future orientation, similarly to the understanding of 

LTO. House et al. suggested one important aspect of collectivism related to the individual 

loyalty and pride of belonging to a particular social group, defined as in-group 

collectivism. Another aspect is associated with the adopted organisational practices of 

collective distribution of resources (institutional collectivism). Assertiveness is suggested 

as a dimension measuring the degree of social encouragement for competitiveness versus 

tenderness and care for other group members. Attitudes to gender inequality are assessed 

through the dimension of gender egalitarianism and the focus on rewarding people for 

improved performance can be observed through the dimension of performance orientation. 

Finally, self-gratification, altruism and generosity have based criteria for measuring 

humane orientation. 

As this research seeks to identify some empirical evidence of disparity between 

cultural values in Bulgaria and the UK, it is worth noting some greater differences in the 

group value and practice scores of the two countries. Bulgaria has not been studied by the 

GLOBE Project so far, however the data from several Eastern European countries may be 

used to examine the nature of societal culture in Bulgaria. Power distance measures the 

highest difference between the ñas isò and ñshould beò values (5.26 ï 2.84), followed by 

Performance orientation (3.73 ï 5.82) values. This paradoxical distinction between the 

desired and desirable in reducing power of authority and increasing quality of group 
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performance may affect perceptions in advertising towards more expressed individualist 

and masculine appeals. The most noticeable congruence between practice and values is 

evident in the scores measuring in-group collectivism (5.53 ï 5.57) which is likely to 

indicate a stable association with advertising appeals related to Hofstedeôs IDV. Research 

data about England shows a relatively high score of ñas isò power distance with the highest 

divergence of its ñshould beò desirable value (5.15 ï 2. 8) while the most significant 

overlap between desired and desirable is seen in the institutional collectivism which offers 

an insight in the group perceptions of job satisfaction and attitudes to collective action. 

Based on his global research Hofstede developed a cultural classification typology 

(1980), suggesting four main dimensions through which cultures can be compared: Power 

distance, Individualism versus Collectivism, Masculinity versus Femininity and 

Uncertainty avoidance. The fifth Long/Short-term orientation dimension (LTO) was 

further added to the taxonomy based on Michael Harris Bondôs research followed by the 

sixth Indulgence versus Restraint dimension (IVR) which became a part of the taxonomy 

in 2010 by the contribution of Michael Minkov (Hofstede, 1991; Hofstede, 2001; Hofstede 

& Bond, 1988; Hofstede, Hofstede & Minkov, 2010). The six-dimensional model 

(Hofstede, Hofstede & Minkov, 2010) provides a tool for a deeper insight in the roots and 

the drivers of the common social beliefs, the adopted norms and cultural specifities of a 

particular society.  

The PDI dimension measures the extent to which less powerful social members 

accept injustice and unequal distribution of power. Higher power distance cultures tend to 

be more hierarchical, while lower power distance demand more equality, social rules and 

transparency. The importance of social status and respect in high power distance context 

can be associated with an advertising appeal to peopleôs sense of luxurious style of life and 

expensive brands (de Mooij and Hofstede, 2010, p. 88). Hofstede, Hofstede and Minkov 

(2010) identified the strongest correlation of PDI with the GLOBE dimension of ñas isò in-

group collectivism, however the GLOBE two aspects of power distance were found to 

replicate Hofstedeôs uncertainty avoidance but not the PDI itself. A relative high PDI value 

score of 70 for Bulgaria and much lower score of 35 for Great Britain (Hofstede, Hofstede 

& Minkov, 2010, pp. 57 ï 59) suggests significant differentiation between the two 

countries in terms of behaviour and attitudes to inequality and obedience which is likely to 

be expected and desired in Bulgaria but should be minimised in the UK. 

A higher score on IDV specifies a social structure in which individuals are less 

dependent on the group and are expected to take care of themselves and their immediate 

family. Collectivism, as opposed to individualism illustrates a preference for 

interdependence within the extended family and the social group, sharing responsibility 

and a ñWeò self-image. The dimension of Individualism versus Collectivism is often 

applied in studies of cultural impact on advertising associated with particular individual 

expectations and the social norms and values functioning within the group (Lin, Koroglu & 

Olson, 2012). Following this, the main task of advertising can be seen in a time-consuming 

process of building trust in collectivist societies and assertive persuasion in individualist 

cultures (de Mooij & Hofstede, 2010, p. 89). As a highly individualist culture with a score 

of 89 (Hofstede at al., p.95), the UK values individual freedom, personal time and 

challenge while Bulgaria, with a much lower score of 30 would demonstrate in-group 

cohesion and stronger family attachment. Inglehartôs dimension of well-being self-
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expression versus survival (Inglehart & Baker, 2000) derived from the World Values 

Survey (WVS) was found to correlate positively with IDV and small PDI. 

A brief look into WVS data (Wave 5) related to self-expression demonstrates 

Autonomy index based on obedience and religious faith of 5.2 for the UK and 1.7 for 

Bulgaria, determination and independence variable shows 16.7 for the UK and 21.8 for 

Bulgaria. The results illustrate a more individualist character of the Bulgarian sample 

which may be explained through an inclination towards the desirable, ñshould beò values 

of the respondents. A higher index of emancipative values of 0.58 is observed in the UK 

sample, in comparison with 0.46 for the Bulgarian with a similar differentiation in the 

index of Skepticism, 0.38 for the UK and 0.48 for Bulgaria. (Inglehart et al. (eds.), 2014).  

A replication of IDV and further explanation of in-group and out-group phenomena 

can be also found in the dimension of Exclusionism versus Universalism suggested by 

Minkov (2007). As an Exclusionist culture (index of Exclusionism 340) (Minkov, 2007, p. 

56), Bulgaria is expected to make strong distinction between in- and out-groups, morally 

accepting nepotism and rejecting the rule of law, less concern for the environment and 

hostility to strangers, lower product quality and unfair business practices. The UK (index 

of Exclusionism 114) ranks 67th among 71 countries hence, can be described as a 

universalist country in which outline of in-groups and out-groups would be unclear, 

favouritism should be considered immoral and rules and regulations must be followed by 

all members of the society regardless their social status. Concern for environment, quality 

of products and loyal business relationships should be also among the salient features of 

universalism. It is assumed that in an individualist culture advertising would use 

individualist appeals more successfully than in a collectivist society. The concept of ñhard 

sell versus soft sellò, based on how explicit or implicit a message is, reflects the impact of 

cultural values on advertising (Okazaki, Mueller, & Taylor, 2010). Several studies 

comparing advertisements in Japan and the US proved that advertising in the East is less 

direct with more emotional, soft sell appeals due to the high context and implicit cultural 

background.  

Gaussorgues, Haupt, Tancsa, Kereszty, and Mezosi (2009) identified more aspects 

of a hard sell appeal in the US context with higher degree of masculinity and patriotic 

messages in advertising. The UK culture is thought to be driven by achievement and 

assertiveness for material rewards, therefore it is defined as more masculine with a 

masculinity index of 66 (Hofstede, Hofstede, & Minkov, 2010, p. 141). High masculinity 

score represents a more competitive culture in comparison with more cooperative, 

feminine societies. Higher earnings, personal recognition, opportunity for growth and 

challenging work would be desired by members of more masculine cultures in comparison 

with the Bulgarian feminine values of harmony, cooperation, good physical environment 

and security. Bulgariaôs relatively lower score of 40 on this dimensions indicates an 

overlap between gender roles in which both men and women are expected to be more 

caring and modest. Hofstede et al. (2010, p. 145) found a significant correlation of MAS 

with the GLOBE dimension of ñas isò assertiveness.  

Uncertainty avoidance reflects the feeling of ambiguity and uncertainty related to 

future and decision making. Bulgaria, as a culture with a high score on this dimension tend 

to maintain more orthodox and reserved ideas and beliefs, which suggests a need for fixed 

rules and expert opinions. Reluctance to innovation and technology and lack of interest in 
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healthy products would also be specific for stronger uncertainty avoidance countries. Low 

uncertainty avoidance cultures, such as the UK, demonstrates a more relaxed attitude, 

adaptability and flexibility to change and innovation related to more active attitudes to 

organic and healthy food and drinks (de Mooij and Hofstede, 2010, p. 90). 

Long-term dimension describes more pragmatic attitudes to future orientation, thrift 

and investment in the future, characteristic of the Bulgarian culture. In contrast, the short-

term normative orientation, expressed through low score on this dimension is associated 

with respect for past traditions and desire for happiness. The sixth dimension of Indulgence 

is an expression of the degree to which the members of a society are likely to gratify their 

own natural drives and needs. The restraint Bulgarian culture keeps to strict social norms 

and individuals suppress their personal desires for fun and enjoyment. 

Despite the growing body of literature investigating cultural influence on advertising 

through Hofstede model, a major problem with its application may be found in some 

inconsistent proof of the reflected cultural dimensions and their expected impact on the 

advertising appeals in a particular cultural context. A recent revision of Hofstedeôs model 

by Minkov (2018) suggests that individualism ï collectivism is the most indicative 

measure of national culture and power distance should be seen as its characteristic aspect. 

Uncertainty avoidance and masculinity, according to Minkov, cannot be used as valid 

predictors of any suggested correlates due to lack of internal reliability and coherence. By 

drawing on Minkovôs evidence, it is assumed that advertising appeals related to 

individualism ï collectivism and power distance, together with their replicated dimensions 

in other models, such as the GLOBEôs ñas isò in-group collectivism, would show the 

strongest indication of cultural influence. 

About the telecommunication companies 

The British multinational company Vodafone, one of the largest telecommunication 

suppliers in the world, operates in 25 countries, boasting with 313 million of customers in 

2018. It was ranked 4th in the world by market capitaliastion of 42 billion in 2019 and a 

single ñAò Standard &Poorôs long-term credit rating. Vodafoneôs long-term strategy to 

become a leading global data provider, is focused on the emerging markets in Africa and 

Asia, targeting broad segmentation, from the high and low end user, to business and 

individuals (About Vodafone Group, 2020). Achieving maximum brand presence in India 

through the innovative concept of creating the Zoozoo animated characters (played by 

actors) during the Indian Premier Cricket League which attracted two billion people to the 

brand, it is a perfect illustration of successful advertising. ñOn first look, these ñZoozooò in 

Vodafone TV ads for IPL may resemble animated cartoon characters with an alien look or 

simply a stupid egg-head character with disproportional white bodies and black dots for 

eyes and mouth. éto convey different value added services offered by the mobile phone 

company including phone Backup, cricket alertsò (Inspiration, 2004). 

The Bulgarian telecommunication company Mtel, which rebranded as A1 Bulgaria 

in 2018 after joining the leading A1 Group telecom in Central and Eastern Europe, 

maintains 39% of the national market share with around 4, 2 million customers. After the 

acquisition of Blizoo Media and Broadband in 2015, a local telecom provider, the 

company became the largest in Bulgaria, in terms of fixed internet users and the second by 

number of TV clients. The former Mtel, as a part of Telekom Austria Group (TAG) at the 
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time, recorded a revenue of EUR 364, 7 million for 2015. The company has been moving 

towards a new communication strategy with an enhanced focus on its clients with several 

image-making campaigns which were launched in the beginning of 2016 with increased 

investment in advertising. The main media channel for the company continues to be 

television. (About A1 Bulgaria, 2018). 

Methodology and results 

The British sample was obtained from the 2015 Vodafone Christmas TV 

advertisement (Rodger, 2015), which can be watched on 

http://www.coventrytelegraph.net/whats-on/whats-on-news/watch-vodafones-terry-turkey-

christmas-10507043. It targeted households, individual and business customers in the UK, 

presenting the story of a family who recently moved to the countryside from the big city. 

The family wants to raise a turkey as a part of their new life close to nature. The turkey, 

named Terry is an important member of the family and everybody takes affectionate care 

of him. The youngest one is having fun on a seesaw, skateboards and gets ready for school 

with the turkey. Terry waits for the family to return home, sitting at the window and 

watching to see them arriving. Throughout the advert, they are using their mobile devices 

to entertain and get advice on how to build Terry a coop in the garden, they take pictures of 

themselves with Terry and use social media to share their photos. The tension rises with 

Christmas approaching and the implication that the father has a plan to make use of Terry 

for the Christmas dinner. Eventually he takes Terry to the shed in the garden on the 

Christmas day and everyone expects the worst. Surprisingly, in the final scene, Terry is 

seen sitting together with all the family at the table and the father is serving a nut roast. 

ñCindy Rose, Consumer Director at Vodafone, describes ñTerryôs tale [as] a classic 

Christmas story with a twist ï featuring a heartwarming message of goodwill. This advert 

brings to life how Vodafone can play a big part in bringing people closer to their loved 

ones at Christmas, whilst perfectly capturing the nationôs mood at this magical time of 

yearò (Vodafone UK Media Centre, 2015).  

The Bulgarian sample featured the 2016 Christmas video message of Mtel to its 

clients, launched on the national TV channels in Bulgaria before the holidays ñThis 

Christmas celebrate more with Mtelò (ʊʘʟʠ ʂʦʣʝʜʘ ʧʨʘʟʥʫʚʘʡ ʧʦʚʝʯʝ ʩ ʄʪʝʣ) aimed to 

attract the attention of a broad market segment in Bulgaria ï households, individuals and 

businesses.. It is available on https://www.youtube.com/watch?v=A3dP8WnIV0Y 

(MobiltelBG, 2016). The video ad starts with a loud voice-over speech announcing that the 

next Christmas is coming and adds that the little girl is not four any more, she is five and 

they will have to buy shoes one size bigger than before, while the scene shown reveals 

girls feet dancing ballet with one of the girls who is dancing barefoot. In the next scene, a 

smiling fair-haired curly girl, wearing a red Christmas sweater is looking through the 

frosted window. Meanwhile, a group of Koledari (men performing traditional ceremony on 

the Christmas Eve), wearing traditional folk costumes are welcomed at the open door of 

the house by the host. The speaker is explaining that more friends and relatives will come 

to visit them. A fair-haired curly boy wearing a red Christmas sweater jumps up in the next 

scene with his mobile device and takes a selfi of himself with the group of Koledari men, 

wearing traditional costumes. Male and female feet in thick Christmas patterned socks are 

seen relaxing in front of the burning fire place, while the TV screen in the room is showing 

an Mtel video advertisement and the voice-over is saying that next year we will get closer 

to someone and will celebrate at a new place ï showing a young couple using a mobile 

telephone and taking a selfi of themselves, sitting on the floor surrounded by burning 

http://www.coventrytelegraph.net/whats-on/whats-on-news/watch-vodafones-terry-turkey-christmas-10507043
http://www.coventrytelegraph.net/whats-on/whats-on-news/watch-vodafones-terry-turkey-christmas-10507043
https://www.youtube.com/watch?v=A3dP8WnIV0Y
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candles and a decorated Christmas tree in the background. The young woman who is 

pregnant, together with the image of an unfurnished room, implies the idea of a newly 

married couple who have just moved into their new home. A newborn baby, wearing a red 

Christmas Santa hat appears in the next scenes with a red Christmas pillow next to it, 

followed by a couple walking their baby in a pram among tall trees in a winter forest. The 

voice-over says that there will be more stuff to wrap and more things to unwrap, while 

showing a young couple on the sofa with the man wearing a Santa Claus costume and the 

half-naked woman sitting on his lap, taking his Christmas hat off. A happy father and a son 

look surprised at the sight of a mysteriously appearing snowman in a glass bowl from a 

tablet, the snowman has a white and red scarf and a hat. The speaker promises that more 

miracles and hugs will happen when a girl wearing a red coat is sending a kiss to someone 

by her mobile and then immediately is hugging a boy in a Christmas decorated street. In 

the final scene the whole town is lit by Christmas lights and a family with their pet dog 

gather together and unwrap their Christmas presents.  

The numerical coding of advertising appeals followed Pollayôs scheme (1983), using 

its operational definitions for comparison with the cultural specifities of each country 

according to the findings in previous research and the theoretical dimensions suggested by 

Hofstede (1980), House et al. (2004) and Minkov (2007). An equal number of 27 appeals 

was found in the two advertisments, mostly associated with individualism and power 

distance in the Bulgarian sample and with masculinity and individualism in the British 

sample.  

Individualism, as the most robust and indicative dimension, appeared correlating 

positively with independence (18%), popular / common (14%), security (5%), distinctive 

(4%), and freedom (4%) in the British sample. Interestingly, a positive association was 

observed between individualism and popular / common, contradicting previous research 

findings. In agreement with earlier studies, family (18%) and community (14%) 

demonstrated a negative correlation with individualism, in accordance with the collectivist 

values of the Bulgarian sample in which vain (14%) and ornamental (12%) were consistent 

with previous research, linking them to a higher degree of power distance together with 

status (4%) and dear (3%) despite their smaller proportion.  

18% of effectiveness and 12 % of productivity found in the UK commercial further 

supported the expected positive association with masculinity, and its negative link to frail 

(3%) and sexuality (3%) in the Bulgarian sample was also confirmed. Technological 

appeal was assumed to be positively related to uncertainty avoidance, however, the 

opposite evidence was detected with 9% in the British sample and total lack of such an 

appeal in the Bulgarian. Youth was expected to produce a negative correlation with 

uncertainty avoidance as described in previous studies. In contrast, both samples 

demonstrated a relatively low result of 4% each. Other appeals associated with uncertainty 

avoidance, such as durable, safety and adventure did not show a consistent trend in their 

relation to uncertainty avoidance. 

Cultural differences between low- and high-context can also be observed in the use 

of the soft tunes of the song played in the background of the British advertisement, 

ñWestlifeôs Flying Without Wingsò, which was a UK number one back in 1999, conveying 

feelings of a cozy comfort and individualist solitude. The video is dominated by natural 

coloures, typical for the countryside ï natural green, brick red and snow white with a red 

object repeatedly appearing in smaller details to express excitement and to avoid the 

overwhelming effect of attracting attention and encouraging buyers to take action and 

make a purchase. In contrast the Eastern Bulgarian advertiser uses red in larger amounts to 
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correspond to the emotional message and to convey the idea of prosperity and good 

fortune. The muted colours of the images convey the idea of richness and security and 

serve as a neutral background for the dominant red which appears in all scenes. The loud 

voice-over announcements are accompanied by the dynamic rhythm of an English pop 

song played in the background. 

Discussion 

According to Hofstede (1991), high-context cultures tend to be more collectivistic 

and low-context would correlate with more individualistic character of a particular society. 

The current study found that family, nurturance, vain, community and ornamental 

appeals are represented most significantly in the Bulgarian sample with an obvious 

indication of the impact of collectivism and higher power distance of the Bulgarian 

society. 

The high power distance in the Mtel video ad is illustrated through an extended 

family, in which everyone has their own status, and hierarchy is clearly defined ï the 

image of the ñgrown-upò daughter, who is already five, together with the ñweò expression 

creates the idea that everyone in the family is caring and involved in her bringing-up. The 

grand-father, as the most senior member with the highest authority, is welcoming the group 

of Koleadri guests at the door. The grand-motherôs focal status is depicted through her 

positioning in the middle of the room full of guests and family. The younger membersô 

role, to make a new family and home, and to give birth to a new generation is represented 

through the characters of the young couple in their new home and the pregnant young 

woman, followed by the scene of another couple walking their baby in the forest. The 

father and the mother unwrapping presents in the last scene is an expression of their role to 

care of material wants and to provide the living of the family. Ironic humour is used in one 

scene only, through the fatherôs facial expression demonstrating disapproval of the 

overcareful of her baby mother. 

In the Mtel advertisement, the highly collectivistic aspect is expressed through clear 

group and subgroupsô integration into a whole big family. The loud sound of the audio-

visual over-voice messages and the use of ñweò expressions emphasizes the collectivist 

appeal. The message is wordy, implicit and emotional with emphasis on the idea of having 

ñmoreò of everything next year. The scene with the Koledari singers and welcoming 

unexpected guests proves the collectivist perception of hospitality, interpreted as loyalty 

and commitment to the national group beliefs. The polychronic aspect of collectivism can 

be found in the opening verbal message ñThe next Christmas is comingò (one of the 

many), which conveys the idea that time is a process and being together and maintaining 

the relationships is most important. 

Higher levels of uncertainty avoidance may be seen in the excessive use of 

decoration, movements, and gesturing, facial expressions, lots of details and plentitude of 

characters who are groomed and well dressed, associating the Mtel product with a quality 

lifestyle. The long-term orientation gets noticed in the scene with the folklore group 

performing a traditional ritual, which is adapted to the modern context, speaking about a 

pragmatic aspect of the culture and a tendency to save and invest to achieve far future 

results. The children and the young people are expected to take part in the family activities 

and to perform a specific social role. Since the Bulgarian culture is extremely restrained, 

the implicit message informing that ñéthere will be more things to wrap and more to 

unwrapò can be used as an illustration of the paradoxical nature of the global marketing 
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communications, which relates to the idea that ñAdvertising often appeals to what is 

lacking in society.ò (de Mooij, 2013). 

The present evidence of appeals to effective, independence, popular/common, 

productivity, natural and technological corroborate the low power distance in the Vodafone 

commercial with the story of a nuclear family, consisting of parents and three children. 

Symbols of special family status are missing and roles seem to be equally distributed with 

everyone having their own tasks to complete. The father is responsible for building a coop 

for the new ñmemberò of the family, the children are busy with school and play and the 

mother is responsible for keeping the house. All family member characters look more 

independent and individualistic and are shown together in few scenes only. The low power 

distance is projected in the simple way of life close to nature and animals and the lack of 

luxury elements. The high individualistic character of the Vodafone advert is seen in the 

looser tights between the family members with everyone making their own decisions and 

taking responsibility of their own duties. The fatherôs decision to save the life of the turkey 

could be interpreted as an individualistic attitude challenging the common traditions and 

norms. The monochronic aspect of highly individualistic cultures is presented through the 

idea of the exact time of Christmas as a deadline for raising the turkey and the sequence of 

the actions, logically connected in the video, finding information of how to raise a turkey, 

building a coop, taking care of the turkey, and finally the Christmas dinner. The low-

context communication becomes evident in the lyrics and the soft tunes of the song played 

in the background and the two written messages, the first appearing on the tablet screen at 

the beginning of the video ñHow to raise a turkey for Christmasò to set the scene and to 

tease the minds of the audience and the second shown at the very end with the ñNut roastò 

recipe text on the screen of the same device. The only verbal message of the voice-over 

ñGet closer to the ones you love this Christmas. Vodafone. Power to you.ò employs a hard 

sell appeal and is addressing to ñyouò in an explicit and direct way typical for 

individualistic countries. 

Masculinity is demonstrated in specific actions of the character of the father, who is 

planning, creating, building, doing, meeting a deadline, completing and finding solutions. 

The active verbs denote a competitive and persistent nature. The lower degree of 

uncertainty avoidance is illustrated by the closeness to nature and quiet way of life. The 

means of expression are more simple, plain and casual without exposing too much 

emotional attitude. Openness to change and innovation, as a characteristic feature of this 

dimension, can be seen in the family decision to move to the countryside, as well as to 

raise their own turkey. It should be mentioned that the British culture does not possess a 

specific preference for long or short-term orientation, therefore decisions have to be made 

now and without reflection on the past or the future. The reflection is on the practical and 

functional needs of the consumer. The sixth dimension of Indulgence is depicted in the 

Vodafone advertisement through the relaxed way of socialising and encouraging the 

children to do their tasks and to take part in the family life. The weak control over the 

family membersô own wants and behaviour in the British ad, describes an indulgent 

culture, which is more self-gratifying and optimistic.  

Conclusions and recommendations 

Based on the findings and the discussion of this comparative analysis, it can be 

concluded that the two advertisements contrast with each other mainly in terms of their 

culturally specific individualistic and collectivistic approaches in addressing to the target 
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audience. Bearing in mind Minkovôs (2018) arguments for power distance as a logical 

facet of individualism, it may be accepted that Hofstedeôs individualism ï collectivism and 

its replicated dimensions, the GLOBEôs ñas isò in-group collectivism, Inglehartôs 

dimension of self-expression versus survival (Inglehart & Baker, 2000) and exclusionism 

versus universalism (Minkov, 2007) could be used as strong predictors for indication of 

cultural influence on advertising appeals. Masculinity and its ñas isò assertiveness 

replication in the GLOBE dimension seems to be an important predictor for cultural 

impact, however it should be cautiously applied and interpreted due to its ñfictitiousò 

nature and lack of coherence (Minkov, 2018). Confusing results from scholarsô attempts to 

replicate Hofstedeôs uncertainty avoidance makes its application ambiguous and 

misleading, hence using it as a predictor of cultural impact on advertising appeals may be 

unproductive. In the current study, comparing the Bulgarian and the British advertising 

appeals, the most indicative evidence of cultural differentiation was found in the British 

individualist and masculine appeals to effective, independence, popular/common, 

productivity, natural and technological contrasting to the Bulgarian collectivist and 

feminine appeals to family, nurturance, vain, community and ornamental. A significant 

paradoxical distinction between the desired and desirable was evident in the single case of 

popular/common where conventional, regular, customary and standard were expected to 

associate positively with the values of the collectivist Bulgarian society. On the contrary, 

the results did not show any indication of a preference for popular and common, however 

unexpectedly a high percentage was measured in the British sample. Overall, cultural 

components which reflect the characteristics of the Bulgarian commercial reveal a more  

emotional approach, putting an emphasis on the values characterising a high-context, 

collectivistic society with an extended family, stable relationships, and identification with 

the group, lots of verbalization and nonverbals, symbols of hierarchy, implicit messages, 

emotional and spatial closeness, and respect to traditions. In contrast, the Vodafone 

advertisement employs an approach, which is more persuasive in an individualistic, low-

context society using more direct and explicit messages with indications of searching for 

information and planning, privacy, orientation towards result and efficiency, openness to 

change, time organisation, individual learning and problem solving. Taken together, this 

work did not find any significant differences with the results identified in previous studies 

and the theoretically hypothesised effect of culture on advertising appeals. Further 

empirical research and exploration of cultural effect on advertising appeals could be based 

on replication of Hofstedeôs individualism ï collectivism in several models of culture, such 

as the Globe project, World Values Survey, Minkov (2007) and Schwartzôs Values 

orientation of 2008 (which was out of the scope of this work) to ensure improved 

reliability of results and information about cultural differences in advertising.  
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ʈʝʟʶʤʝ. ʅʘʩʪʦʷʱʦʪʦ ʠʟʩʣʝʜʚʘʥʝ ʮʝʣʠ ʧʨʦʫʯʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ 

ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʪʝ ʩʧʝʮʠʘʣʠʩʪʠ ʚ ʀʥʦʚʘʪʠʚʥʘ ʧʨʦʬʝʩʠʦʥʘʣʥʘ ʛʠʤʥʘʟʠʷ ʧʦ 

ʟʝʤʝʜʝʣʠʝ Ăʊʦʜʦʨ ʈʘʯʠʥʩʢʠò, ʛʨ. ɻʝʥʝʨʘʣ ʊʦʰʝʚʦ, ʟʘ ʜʘ ʩʝ ʠʟʚʝʜʘʪ ʚʘʣʠʜʥʠ ʠʥʩʪʨʫʤʝʥʪʠ ʟʘ 

ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʢʦʥʬʣʠʢʪʠ ʢʘʪʦ ʫʯʠʣʠʱʥʘ ʠʥʦʚʘʮʠʷ. ʆʩʥʦʚʥʘ ʪʝʟʘ, ʨʲʢʦʚʦʜʝʱʘ ʠʟʩʣʝʜʦʚʘʪʝʣʷ ʝ 

ʩʭʚʘʱʘʥʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʘ ʢʘʪʦ ʟʥʘʢ ʟʘ ʧʨʦʤʷʥʘ ʚ ʫʯʠʣʠʱʝʪʦ. ɺʩʷʢʘ ʧʨʦʤʷʥʘ ʠʟʠʩʢʚʘ ʠʥʦʚʘʪʠʚʥʦ 

ʤʠʩʣʝʥʝ ʠ ʜʝʡʥʦʩʪ. ɿʘʪʦʚʘ ʠ ʢʦʥʬʣʠʢʪʠʪʝ ʩʝ ʦʩʤʠʩʣʷʪ ʢʘʪʦ ʧʨʝʜʫʧʨʝʞʜʝʥʠʝ ʟʘ ʥʘʩʪʲʧʚʘʱʦʪʦ 

ʥʦʚʦ ʚ ʦʨʛʘʥʠʟʘʮʠʦʥʥʘʪʘ ʩʨʝʜʘ. ʆʯʝʨʪʘʥʠ ʩʘ ʨʘʟʣʠʯʥʠ ʧʨʨʠʯʠʥʠ ʟʘ ʚʲʟʥʠʢʚʘʥʝ. ʅʘʡ-ʚʘʞʥʠʪʝ 

ʠʟʚʦʜʠ ʦʪ ʨʝʟʫʣʪʘʪʠʪʝ ʥʘ ʧʨʦʚʝʜʝʥʦʪʦ ʘʥʢʝʪʥʦ ʧʨʦʫʯʚʘʥʝ ʩ 18 ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ 

ʢʦʣʝʢʪʠʚ (ʦʪ ʦʙʱʦ 24) ʝ ʪʦʟʠ, ʯʝ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʝ ʜʝʣʦ, ʛʨʠʞʘ 

ʠ ʧʨʦʬʝʩʠʦʥʘʣʝʥ ʘʥʛʘʞʠʤʝʥʪ ʥʘ ʚʩʝʢʠ ʦʪʜʝʣʝʥ ʩʣʫʞʠʪʝʣ ʥʘ ʦʩʥʦʚʘʪʘ ʥʘ ʥʝʛʦʚʦʪʦ ʩʘʤʦʦʙʫʯʝʥʠʝ. 

ɼʨʫʛ ʚʘʞʝʥ ʠʟʚʦʜ, ʢʦʡʪʦ ʩʝ ʧʨʘʚʠ, ʝ ʪʦʟʠ, ʯʝ ʧʦʣʦʚʠʥʘʪʘ ʦʪ ʠʟʩʣʝʜʚʘʥʠʪʝ ʩʯʠʪʘʪ, ʯʝ ʧʨʠ 

ʚʲʟʥʠʢʥʘʣʠ ʧʨʦʪʠʚʦʨʝʯʠʷ ʥʝ ʙʠʭʘ ʠʟʨʘʟʠʣʠ ʧʦʟʠʮʠʷ, ʦʱʝ ʧʦ-ʤʘʣʢʦ ʜʘ ʷ ʦʪʩʪʦʷʚʘʪ. ʉʯʠʪʘ ʩʝ, ʯʝ, 

ʪʲʡ ʢʘʪʦ ʣʠʧʩʚʘʪ ʩʧʝʮʠʘʣʠʟʠʨʘʥʠ ʦʙʫʯʝʥʠʷ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ, 

ʟʘʪʦʚʘ ʠ ʩʨʝʜ ʩʲʪʨʫʜʥʠʮʠʪʝ ʝ ʚʠʩʦʢ ʧʨʦʮʝʥʪʲʪ ʥʘ ʥʝ ʧʨʦʷʚʷʚʘʱʠʪʝ ʘʩʝʨʪʠʚʥʦʩʪ. ɸ ʪʲʢʤʦ 

ʫʯʠʪʝʣʠʪʝ ʩʘ ʪʝʟʠ, ʢʦʠʪʦ ʪʨʷʙʚʘ ʜʘ ʷ ʨʘʟʚʠʚʘʪ ʫ ʫʯʝʥʠʮʠʪʝ ʚ ʛʠʤʥʘʟʠʘʣʝʥ ʝʪʘʧ, ʢʘʢʪʦ ʠ ʫʤʝʥʠʝ ʟʘ 

ʘʨʛʫʤʝʥʪʠʨʘʥʝ, ʛʲʚʢʘʚʦʩʪ ʚ ʛʣʝʜʥʠʪʝ ʪʦʯʢʠ, ʨʘʙʦʪʘ ʩ ʘʣʪʝʨʥʘʪʠʚʥʠ ʨʝʰʝʥʠʷ ʥʘ ʚʲʟʥʠʢʥʘʣ 

ʧʨʦʙʣʝʤ ʠ ʧʨ. 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʢʦʥʬʣʠʢʪ, ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ, ʫʧʨʘʚʣʝʥʠʝ ʥʘ 

ʢʦʥʬʣʠʢʪʘ, ʠʥʦʚʘʮʠʠ 

Abstract. The paper draws at studying the conflict management processes of pedagogical staff 

in the Innovative High school of AgricultureòTodor Rachinskiò General Toshevo. The main goal is to 

study how conflicts are managed and to develop instrument for conflict management of modern 

educational policies. The main problems for solving conflicts have been highlighted. The main 

conclusions after study among 18 pedagogical specialists are that conflict management as a competency 

is a professional engagement and concern of each individual based on his self study. Another important 

conclusion is that half of the respondents in case f a conflict will not express their position, let alone 

defend it.as there are no specialized trainings for the lecturers, that is why the number of staff showing 

lack of asertiveess is so high. It is very important as teachers are supposed to develop in pupils at school 

assertiveness, skills to argument, flexibility in the points of view, alternative problem solving skills, etc. 

Key words: conflict, conflict management competency, management of conflicts, innovation. 
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 ɺʲʚʝʜʝʥʠʝ 

ʆʨʛʘʥʠʟʘʮʠʷʪʘ ʝ ʩʨʝʜʘ, ʚ ʢʦʷʪʦ ʩʝ ʩʲʟʜʘʚʘʪ ʫʩʣʦʚʠʷ ʟʘ ʧʦʨʘʞʜʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠ, 

ʟʘʱʦʪʦ ʚ ʥʝʷ ʩʝ ʪʨʫʜʷʪ ʭʦʨʘ ʩ ʨʘʟʣʠʯʥʠ ʧʦʪʨʝʙʥʦʩʪʠ, ʧʝʨʮʝʧʮʠʷ, ʤʦʪʠʚʘʮʠʷ ʠ ʥʘʛʣʘʩʠ ʟʘ 

ʪʨʫʜ. ʈʘʟʣʠʯʠʷʪʘ ʥʘ ʠʥʜʠʚʠʜʫʘʣʥʦ ʥʠʚʦ ʤʦʛʘʪ ʜʘ ʧʨʝʨʘʩʥʘʪ ʚ ʢʦʥʬʣʠʢʪʠ ʥʘ ʥʠʚʦ ï 

ʠʥʜʠʚʠʜ- ʠʠʥʜʠʚʠʜ, ʠʥʜʠʚʠʜ - ʛʨʫʧʘ ʠʣʠ ʠʥʜʠʚʠʜ - ʦʨʛʘʥʠʟʘʮʠʷ. ʅʘʡ-ʯʝʩʪʦ ʩʨʝʱʘʥʠ ʩʘ 

ʩʙʣʲʩʲʮʠʪʝ ʥʘ ʠʥʜʠʚʠʜʫʘʣʥʦ ʥʠʚʦ. ʇʦʟʥʘʚʘʥʝʪʦ ʥʘ ʠʥʜʠʚʠʜʫʘʣʥʠʪʝ ʦʩʦʙʝʥʦʩʪʠ, 

ʪʝʤʧʝʨʘʤʝʥʪ ʠ ʥʘʯʠʥʠ ʥʘ ʦʙʱʫʚʘʥʝ ʤʝʞʜʫ ʭʦʨʘʪʘ ʚ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʙʠ ʩʧʦʤʦʛʥʘʣʘ ʟʘ 

ʫʩʧʝʰʥʦʪʦ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʢʦʥʬʣʠʢʪʥʠʪʝ ʩʠʪʫʘʮʠʠ ʤʝʞʜʫ ʪʷʭ. ɺ ʪʦʚʘ ʠʟʧʲʢʚʘ ʠ 

ʟʥʘʯʠʤʦʩʪʪʘ ʥʘ ʨʦʣʷʪʘ ʥʘ ʤʝʥʠʜʞʲʨʘ, ʢʘʪʦ ʤʝʜʠʘʪʦʨ ʚ ʧʦʜʦʙʥʠ ʩʠʪʫʘʮʠʠ. ʃʠʯʥʠʪʝ 

ʢʘʯʝʩʪʚʘ ʥʘ ʨʲʢʦʚʦʜʠʪʝʣʷ ʠ ʥʝʛʦʚʦʪʦ ʧʨʦʬʝʩʠʦʥʘʣʥʦ ʤʘʡʩʪʦʨʩʪʚʦ ʩʘ ʦʪ ʛʦʣʷʤʦ ʟʥʘʯʝʥʠʝ 

ʟʘ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʜʦʙʲʨ ʤʠʢʨʦʢʣʠʤʘʪ. ʋʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʝ 

ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʦ ʢʲʤ ʩʲʚʨʝʤʝʥʥʠʷ ʨʲʢʦʚʦʜʠʪʝʣ. ʊʦʡ ʪʨʷʙʚʘ ʜʘ ʨʝʛʫʣʠʨʘ ʩʦʙʩʪʚʝʥʘʪʘ 

ʩʠ ʜʝʡʥʦʩʪ ʠ ʜʝʡʥʦʩʪʪʘ ʥʘ ʜʨʫʛʠʪʝ, ʩʲʦʙʨʘʟʥʦ ʙʲʨʟʦ ʧʨʦʤʝʥʷʱʠʪʝ ʩʝ ʫʩʣʦʚʠʷ ʠ 

ʦʙʩʪʦʷʪʝʣʩʪʚʘ, ʜʘ ʚʟʝʤʘ ʦʙʤʠʩʣʝʥʠ, ʥʦ ʩʤʝʣʠ ʠ ʙʲʨʟʠ ʨʝʰʝʥʠʷ, ʜʘ ʫʙʝʞʜʘʚʘ ʢʦʣʝʛʠʪʝ ʩʠ 

ʚ ʧʨʘʚʠʣʥʦʩʪʪʘ ʥʘ ʪʝʟʠ ʨʝʰʝʥʠʷ ʠ ʜʘ ʛʠ ʤʦʪʠʚʠʨʘ ʜʘ ʛʠ ʠʟʧʲʣʥʷʚʘʪ.    

ɽʜʥʘ ʦʪ ʧʨʠʯʠʥʠʪʝ ʟʘ ʠʟʙʦʨʘ ʥʘ ʪʝʤʘʪʘ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ 

ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʥʘ ʫʯʠʪʝʣʩʢʠʪʝ ʩʧʝʮʠʘʣʠʩʪʠ ʝ ʩʚʲʨʟʘʥʘ ʩ ʥʝʧʨʝʢʲʩʥʘʪʠʪʝ ʧʨʦʤʝʥʠ ʚ 

ʦʙʱʝʩʪʚʦʪʦ. ʅʦ ʦʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, ʚ ʩʲʚʨʝʤʝʥʥʠʷ ʩʚʷʪ ʠʤʘ ʦʪʣʠʚ ʦʪ ʯʦʚʝʰʢʠʪʝ ʤʦʨʘʣʥʠʪʝ 

ʮʝʥʥʦʩʪʠ.  ʅʠʝ ʩʯʠʪʘʤʝ, ʯʝ ʩʘ ʥʫʞʥʠ ʥʦʚʠ ʫʙʝʞʜʝʥʠʷ ʠ ʥʘʛʣʘʩʠ, ʠ ʜʦʚʝʨʠʝ ʤʝʞʜʫ ʭʦʨʘʪʘ 

ʚ ʫʯʝʙʥʠʪʝ ʟʘʚʝʜʝʥʠʷ.  ʊʨʷʙʚʘ ʜʘ ʩʝ ʧʨʦʤʝʥʠ ʠ ʥʘʛʣʘʩʘʪʘ ʥʘ ʭʦʨʘʪʘ,, ʯʝ ʢʦʥʬʣʠʢʪʲʪ ʝ 

ʥʝʞʝʣʘʥʦ ʷʚʣʝʥʠʝ. ʅʫʞʥʦ ʝ ʜʘ ʩʝ ʧʦʛʣʝʜʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ ʦʪ ʛʣ.ʪ. ʥʘ ʟʥʘʯʠʤʦʩʪʪʘ ʤʫ ʢʘʪʦ 

ʥʦʩʠʪʝʣ ʥʘ ʠʥʬʦʨʤʘʮʠʷʪʘ, ʢʦʷʪʦ ʥʦʩʠ ʟʘ ʧʦʪʨʝʙʥʦʩʪʠʪʝ, ʞʝʣʘʥʠʷʪʘ ʠ ʠʥʪʝʨʝʩʠʪʝ ʥʘ 

ʢʦʥʬʣʠʢʪʥʠʪʝ ʩʪʨʘʥʠ, ʩ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʟʘ ʚʲʟʩʪʘʥʦʚʷʚʘʥʝ ʥʘ ʢʦʣʝʢʪʠʚʥʘʪʘ ʠʥʪʝʛʨʘʮʠʷ, ʩ 

ʨʘʟʢʨʠʚʘʥʝʪʦ ʥʘ ʛʦʣʷʤ ʙʨʦʡ ʘʣʪʝʨʥʘʪʠʚʠ ʟʘ ʠʟʣʠʟʘʥʝ ʦʪ ʩʲʟʜʘʣʘʪʘ ʩʝ ʧʨʦʙʣʝʤʥʘ 

ʩʠʪʫʘʮʠʷ, ʩ ʞʝʣʘʥʠʝʪʦ ʟʘ ʨʝʘʛʠʨʘʥʝ ʥʘ ʧʨʦʤʝʥʠʪʝ ʚʲʪʨʝ ʠ ʚʲʥ ʦʪ ʦʨʛʘʥʠʟʘʮʠʷʪʘ, ʩ 

ʚʲʟʤʦʞʥʦʩʪʪʘ ʟʘ ʩʧʦʜʝʣʷʥʝ ʥʘ ʩʦʙʩʪʚʝʥʠ ʩʪʘʥʦʚʠʱʘ ʧʦ ʦʙʝʢʪʘ ʥʘ ʢʦʥʬʣʠʢʪʘ ʠ 

ʫʜʦʚʣʝʪʚʦʨʷʚʘʥʝʪʦ ʧʦ ʪʦʟʠ ʥʘʯʠʥ ʥʘ ʣʠʯʥʘʪʘ ʧʦʪʨʝʙʥʦʩʪ ʦʪ ʫʚʘʞʝʥʠʝ ʠ ʚʣʘʩʪ. 

ʅʘʩʪʦʷʱʦʪʦ ʠʟʩʣʝʜʚʘʥʝ ʮʝʣʠ ʠʟʩʣʝʜʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʥʘ 

ʧʝʜʘʛʦʛʠʯʝʩʢʠʪʝ ʩʧʝʮʠʘʣʠʩʪʠ ʚ ʀʥʦʚʘʪʠʚʥʘ ʧʨʦʬʝʩʠʦʥʘʣʥʘ ʛʠʤʥʘʟʠʷ ʧʦ ʟʝʤʝʜʝʣʠʝ 

Ăʊʦʜʦʨ ʈʘʯʠʥʩʢʠò, ʛʨ. ɻʝʥʝʨʘʣ ʊʦʰʝʚʦ, ʟʘ ʜʘ ʩʝ ʠʟʚʝʜʘʪ ʚʘʣʠʜʥʠ ʠʥʩʪʨʫʤʝʥʪʠ ʟʘ 

ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʢʦʥʬʣʠʢʪʠ ʟʘ ʧʨʦʚʝʞʜʘʥʝʪʦ ʥʘ ʩʲʚʨʝʤʝʥʥʠ ʦʙʨʘʟʦʚʘʪʝʣʥʠ ʧʦʣʠʪʠʢʠ ʢʘʪʦ 

ʠʥʦʚʘʮʠʠ. ʆʯʝʨʪʘʥʠ ʩʘ ʨʘʟʣʠʯʥʠ ʧʨʦʙʣʝʤʠ ʟʘ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʚ 

ʧʝʜʘʛʦʛʠʯʝʩʢʘʪʘ ʩʨʝʜʘ. ʅʘʡ-ʚʘʞʥʠʪʝ ʠʟʚʦʜʠ ʦʪ ʨʝʟʫʣʪʘʪʠʪʝ ʥʘ ʧʨʦʚʝʜʝʥʦʪʦ ʘʥʢʝʪʥʦ 

ʧʨʦʫʯʚʘʥʝ ʩ 18 ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʣʝʢʪʠʚ (ʦʪ ʦʙʱʦ 24) ʝ ʪʦʟʠ, ʯʝ 

ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʝ ʜʝʣʦ, ʛʨʠʞʘ ʠ ʧʨʦʬʝʩʠʦʥʘʣʝʥ 

ʘʥʛʘʞʠʤʝʥʪ ʥʘ ʚʩʝʢʠ ʦʪʜʝʣʝʥ ʩʣʫʞʠʪʝʣ ʥʘ ʦʩʥʦʚʘʪʘ ʥʘ ʥʝʛʦʚʦʪʦ ʩʘʤʦʦʙʫʯʝʥʠʝ. ʊʦʟʠ 

ʠʟʚʦʜ ʥʘʩʦʯʚʘ ʤʝʥʠʜʞʤʲʥʪʘ ʢʲʤ ʦʨʛʘʥʠʟʠʨʘʥʝ ʥʘ ʮʝʣʝʥʘʩʦʯʝʥʠ ʦʙʫʯʝʥʠʷ ʟʘ ʦʚʣʘʜʷʚʘʥʝ 

ʥʘ ʧʝʪʪʝ ʢʦʤʧʦʥʝʥʪʘ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ, ʨʘʟʢʨʠʪʠ ʚ ʣʠʪʝʨʘʪʫʨʥʠʷ 

ʦʙʟʦʨ. ɼʨʫʛ ʚʘʞʝʥ ʠʟʚʦʜ, ʢʦʡʪʦ ʩʝ ʧʨʘʚʠ, ʝ ʪʦʟʠ, ʯʝ ʧʦʣʦʚʠʥʘʪʘ ʦʪ ʠʟʩʣʝʜʚʘʥʠʪʝ ʩʯʠʪʘʪ, 

ʯʝ ʧʨʠ ʚʲʟʥʠʢʥʘʣʠ ʧʨʦʪʠʚʦʨʝʯʠʷ ʥʝ ʙʠʭʘ ʠʟʨʘʟʠʣʠ ʧʦʟʠʮʠʷ, ʦʱʝ ʧʦ-ʤʘʣʢʦ ʜʘ ʷ 

ʦʪʩʪʦʷʚʘʪ. ʉʯʠʪʘ ʩʝ, ʯʝ, ʪʲʡ ʢʘʪʦ ʣʠʧʩʚʘʪ ʩʧʝʮʠʘʣʠʟʠʨʘʥʠ ʦʙʫʯʝʥʠʷ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ 

ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ, ʟʘʪʦʚʘ ʠ ʫ ʩʲʪʨʫʜʥʠʮʠʪʝ ʠʤʘ ʪʘʢʲʚ ʚʠʩʦʢ ʧʨʦʮʝʥʪ 

ʭʦʨʘ, ʥʝ ʧʨʦʷʚʷʚʘʱʠ ʘʩʝʨʪʠʚʥʦʩʪ. ʊʦʚʘ ʝ ʦʩʦʙʝʥʦ ʚʘʞʥʦ, ʢʘʪʦ ʩʝ ʠʤʘ ʧʨʝʜʚʠʜ, ʯʝ ʪʦʯʥʦ 

ʫʯʠʪʝʣʠʪʝ ʩʘ ʪʝʟʠ, ʢʦʠʪʦ ʪʨʷʙʚʘ ʜʘ ʨʘʟʚʠʚʘʪ ʫ ʫʯʝʥʠʮʠʪʝ ʚ ʛʠʤʥʘʟʠʘʣʝʥ ʝʪʘʧ 

ʘʩʝʨʪʠʚʥʦʩʪ, ʫʤʝʥʠʝ ʟʘ ʘʨʛʫʤʝʥʪʠʨʘʥʝ, ʛʲʚʢʘʚʦʩʪ ʚ ʛʣʝʜʥʠʪʝ ʪʦʯʢʠ, ʨʘʙʦʪʘ ʩ 

ʘʣʪʝʨʥʘʪʠʚʥʠ ʨʝʰʝʥʠʷ ʥʘ ʚʲʟʥʠʢʥʘʣ ʧʨʦʙʣʝʤ ʠ ʧʨ. 
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ʅʘʡ-ʦʙʱʦ ʢʦʤʧʝʪʝʥʮʠʷʪʘ ʩʝ ʨʘʟʛʣʝʞʜʘ ʢʘʪʦ ʥʦʨʤʘʪʠʚʥʦ ʟʘʜʘʜʝʥʦ ʠʟʠʩʢʚʘʥʝ ʢʲʤ 

ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʧʦʜʛʦʪʦʚʢʘ ʥʘ ʦʙʫʯʘʚʘʱʠʷ ʩʝ ʦʪʢʲʤ ʟʥʘʥʠʷ, ʫʤʝʥʠʷ, ʥʘʚʠʮʠ ʠ ʩʧʦʩʦʙʠ 

ʟʘ ʜʝʡʥʦʩʪ, ʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪʪʘ ï ʢʘʪʦ ʨʝʟʫʣʪʘʪ ʦʪ ʧʨʠʣʦʞʝʥʘ ʚ ʧʨʘʢʪʠʢʘʪʘ ʢʦʤʧʝʪʝʥʮʠʷ. 

ʀʤʝʥʥʦ ʢʘʪʦ ʨʝʟʫʣʪʘʪ ʢʦʤʧʝʪʝʥʪʥʦʩʪʪʘ ʧʨʠʜʘʚʘ ʦʧʨʝʜʝʣʝʥ ʭʘʨʘʢʪʝʨʠʩʪʠʯʝʥ ʦʙʣʠʢ ʥʘ  

ʪʦʟʠ, ʢʦʡʪʦ ʷ ʧʨʠʣʘʛʘ . ʉ ʜʨʫʛʠ ʜʫʤʠ, ʢʦʤʧʝʪʝʥʪʥʦʩʪʪʘ ʝ ʚʝʯʝ ʦʩʲʱʝʩʪʚʝʥʘ, ʧʨʠʣʦʞʝʥʘ 

ʢʦʤʧʝʪʝʥʮʠʷ, ʧʦʪʨʝʙʥʘ ʥʘ ʣʠʯʥʦʩʪʪʘ ʠ ʦʙʱʝʩʪʚʦʪʦ. ʂʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ 

ʤʦʞʝ ʜʘ ʩʝ ʨʘʟʛʣʝʞʜʘ ʢʘʪʦ ʧʦʪʝʥʮʠʘʣʥʘ ʚʲʟʤʦʞʥʦʩʪ ʟʘ ʩʧʨʘʚʷʥʝ ʩ ʢʦʥʬʣʠʢʪʠʪʝ ʢʘʪʦ 

ʜʝʡʥʦʩʪ ʚ ʧʝʨʩʧʝʢʪʠʚʘ. ʊʷ ʩʝ ʧʨʦʷʚʷʚʘ ʠ ʜʦʢʘʟʚʘ ʚʲʚ ʠ ʯʨʝʟ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ 

ʜʝʡʥʦʩʪ, ʫʧʨʘʞʥʷʚʘʥʘ ʩ ʧʦʤʦʱʪʘ ʥʘ ʩʲʦʪʚʝʪʥʠʪʝ ʢʦʤʧʝʪʝʥʮʠʠ ʠʣʠ ʠʟʠʩʢʚʘʥʠʷ, 

ʩʪʘʥʜʘʨʪʠ (ʂʘʤʝʥʦʚʘ, 2015).  ʄʦʛʘʪ ʜʘ ʩʝ ʜʠʬʝʨʝʥʮʠʨʘʪ ʩʣʝʜʥʠʪʝ ʢʦʤʧʝʪʝʥʮʠʠ ʚ 
ʨʘʤʢʠʪʝ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ:  

ʂʦʤʧʝʪʝʥʮʠʷ: ʧʨʝʜʚʠʞʜʘʥʝ ʥʘ ʩʪʨʘʪʝʛʠʯʝʩʢʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠ ʢʦʥʬʣʠʢʪʠ. 

ʂʦʤʧʝʪʝʥʮʠʷ: ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝ ʥʘ ʬʨʘʛʤʝʥʪʘʨʥʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠ ʢʦʥʬʣʠʢʪʠ. 

ʂʦʤʧʝʪʝʥʮʠʷ: ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʨʘʟʨʝʰʘʚʘʥʝʪʦ ʥʘ ʬʨʘʛʤʝʥʪʘʨʥʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠ 

ʢʦʥʬʣʠʢʪʠ. 

ʂʦʤʧʝʪʝʥʮʠʷ: ʨʝʛʫʣʠʨʘʥʝ ʥʘ ʬʨʘʛʤʝʥʪʘʨʥʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠ ʢʦʥʬʣʠʢʪʠ (ʧʦ ʂʘʤʝʥʦʚʘ, 

ɼ., 2011). 

ʂʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʥʘ ʤʝʥʠʜʞʲʨʘ ʝ ʩʣʦʞʥʘ ʢʦʤʧʣʝʢʩʥʘ 

ʩʧʦʩʦʙʥʦʩʪ, ʚʢʣʶʯʚʘʱʘ ʚ ʩʲʩʪʘʚʘ ʩʠ ʢʦʤʧʝʪʝʥʮʠʠ ʠ ʦʧʠʪ ʟʘ ʝʬʝʢʪʠʚʥʦ ʧʨʝʜʚʠʞʜʘʥʝ ʥʘ 

ʩʪʨʘʪʝʛʠʯʝʩʢʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠ ʢʦʥʬʣʠʢʪʠ ʠ ʟʘ ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝ, ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ 

ʨʘʟʨʝʰʘʚʘʥʝʪʦ ʠ ʟʘ ʨʝʛʫʣʠʨʘʥʝ ʥʘ ʬʨʘʛʤʝʥʪʘʨʥʠ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠ ʢʦʥʬʣʠʢʪʠ ʩ ʦʛʣʝʜ ʥʘ 

ʧʨʝʦʙʨʘʟʫʚʘʥʝ ʥʘ ʜʝʩʪʨʫʢʪʠʚʥʠʪʝ ʠʤ ʬʫʥʢʮʠʠ ʚ ʢʦʥʩʪʨʫʢʪʠʚʥʠ, ʯʨʝʟ ʢʦʝʪʦ ʩʝ ʧʦʩʪʠʛʘ 

ʫʩʪʦʡʯʠʚʦ ʦʨʛʘʥʠʟʘʮʠʦʥʥʦ ʠ ʣʠʯʥʦʩʪʥʦ ʨʘʟʚʠʪʠʝ (ʂʘʤʝʥʦʚʘ, ɼ., 2011, 89-91). 

ʂʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʥʘ ʣʠʯʥʦʩʪʪʘ ʝ ʩʲʩʪʘʚʥʘ ʯʘʩʪ ʥʘ ʢʦʤʫʥʠʢʘʪʠʚʥʘʪʘ ʡ 

ʢʦʤʧʝʪʝʥʪʥʦʩʪ. ʊʷ ʚʢʣʶʯʚʘ ʚ ʩʝʙʝ ʩʠ ʠʥʬʦʨʤʠʨʘʥʦʩʪ ʟʘ ʰʠʨʦʪʘʪʘ ʠ ʜʲʣʙʦʯʠʥʘʪʘ ʥʘ 

ʜʠʘʧʘʟʦʥʘ ʥʘ ʚʲʟʤʦʞʥʠʪʝ ʩʪʨʘʪʝʛʠʠ ʥʘ ʧʦʚʝʜʝʥʠʝ ʧʨʠ ʢʦʥʬʣʠʢʪʠ ʠ ʥʝʦʙʭʦʜʠʤʠʪʝ 

ʫʤʝʥʠʷ ʟʘ ʘʜʝʢʚʘʪʥʦ ʨʝʘʣʠʟʠʨʘʥʝ ʥʘ ʪʝʟʠ ʩʪʨʘʪʝʛʠʠ ʚʲʚ ʚʩʷʢʘ ʢʦʥʢʨʝʪʥʘ ʞʠʪʝʡʩʢʘ 

ʩʠʪʫʘʮʠʷ, ʚ ʢʦʷʪʦ ʧʦʧʘʜʘ ʩʲʚʨʝʤʝʥʥʠʷʪ ʯʦʚʝʢ. 

ʆʩʥʦʚʥʠ ʠʟʚʦʜʠ ʦʪ ʦʧʠʪʘ ʜʘ ʩʝ ʠʟʩʣʝʜʚʘ ʩʲʱʥʦʩʪʪʘ ʠ ʩʪʨʫʢʪʫʨʘʪʘ ʥʘ 

ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʩʘ ʩʚʲʨʟʘʥʠ ʩ ʪʦʚʘ, ʯʝ: ʪʷ ʤʦʞʝ ʜʘ ʩʝ ʨʘʟʛʣʝʜʘ ʚ 

ʢʦʥʪʝʢʩʪʘ ʥʘ ʧʝʪ ʦʪʜʝʣʥʠ ʢʦʤʧʦʥʝʥʪʘ, ʢʦʠʪʦ ʩʝ ʥʘʤʠʨʘʪ ʚʲʚ ʚʟʘʠʤʦʚʨʲʟʢʘ ʠ 

ʚʟʘʠʤʦʟʘʚʠʩʠʤʦʩʪ: 

    ʫʤʝʥʠʷ ʟʘ ʨʘʟʧʦʟʥʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʠ ʥʘʛʣʘʩʠ ʟʘ ʪʷʭʥʦʪʦ ʨʘʟʨʝʰʘʚʘʥʝ 

 ʟʥʘʥʠʷ ʟʘ ʩʲʱʥʦʩʪʪʘ ʥʘ ʢʦʥʬʣʠʢʪʘ - ʫʤʝʥʠʷ ʟʘ ʧʨʠʣʘʛʘʥʝ ʥʘ ʟʥʘʥʠʷʪʘ ʚ 

ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʧʨʘʢʪʠʢʘ 

 ʫʤʝʥʠʷ ʟʘ ʦʪʢʨʠʚʘʥʝ ʧʨʠʯʠʥʠʪʝ ʟʘ ʚʲʟʥʠʢʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ 

 ʫʤʝʥʠʷ ʟʘ ʠʥʪʝʨʧʨʝʪʠʨʘʥʝ ʥʘ ʨʝʛʠʩʪʨʠʨʘʥʠʪʝ ʢʦʥʬʣʠʢʪʠ 

 ʫʤʝʥʠʷ ʟʘ ʢʨʠʪʠʯʥʦ ʢʫʣʪʫʨʥʦ ʚʲʟʧʨʠʝʤʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ. 

ɺʲʚ ʬʠʣʦʩʦʬʠʷʪʘ ʢʦʥʬʣʠʢʪʲʪ ʩʝ ʨʘʟʛʣʝʞʜʘ ʢʘʪʦ ʙʦʨʙʘ ʥʘ ʧʨʦʪʠʚʦʧʦʣʦʞʥʠ 

ʪʝʥʜʝʥʮʠʠ ʚ ʝʜʥʘ ʩʠʩʪʝʤʘ (ʙʠʦʪʠʯʥʘ, ʧʩʠʭʠʯʥʘ ʠ ʩʦʮʠʘʣʥʘ). ɺ ʧʩʠʭʦʣʦʛʠʯʝʥ ʘʩʧʝʢʪ 

ʢʦʥʬʣʠʢʪ ʚʲʟʥʠʢʚʘ ʪʦʛʘʚʘ, ʢʦʛʘʪʦ ʩʝ ʠʟʚʲʨʰʚʘ ʧʩʠʭʠʯʝʩʢʘ ʧʨʝʨʘʙʦʪʢʘ ʥʘ ʠʥʬʦʨʤʘʮʠʷ ʠ 

ʨʝʛʫʣʘʮʠʷ ʥʘ ʧʦʚʝʜʝʥʠʝ ʠ ʝ ʩʚʲʨʟʘʥ ʩʲʩ ʩʠʣʥʠ ʝʤʦʮʠʦʥʘʣʥʠ ʧʨʝʞʠʚʷʚʘʥʠʷ.   

      

ʆʙʝʢʪ ʥʘ ʢʦʥʬʣʠʢʪʘ ʝ ʪʘʟʠ ʮʝʥʥʦʩʪ (ʤʘʪʝʨʠʘʣʥʘ ʠʣʠ ʥʝʤʘʪʝʨʠʘʣʥʘ), ʢʲʤ ʯʠʝʪʦ 

ʧʨʠʪʝʞʘʥʠʝ ʩʝ ʩʪʨʝʤʷʪ ʚʟʘʠʤʦʜʝʡʩʪʚʘʱʠʪʝ ʩʝ ʩʪʨʘʥʠ. ʅʘ ʧʨʘʢʪʠʢʘ ʚʩʷʢʘ ʤʘʪʝʨʠʘʣʥʘ 
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ʠʣʠ ʜʫʭʦʚʥʘ ʮʝʥʥʦʩʪ ʦʪ ʟʘʦʙʠʢʘʣʷʱʠʷ ʥʠ ʩʚʷʪ ʤʦʞʝ ʜʘ ʙʲʜʝ ʦʙʝʢʪ ʥʘ ʢʦʥʬʣʠʢʪʘ. 

ʇʨʝʜʤʝʪ ʥʘ ʢʦʥʬʣʠʢʪʘ ʝ ʦʙʝʢʪʠʚʥʦ ʩʲʱʝʩʪʚʫʚʘʱʠʷʪ ʠʣʠ ʩʫʙʝʢʪʠʚʥʦ ʚʲʟʧʨʠʝʤʘʥʠʷʪ 

ʧʨʦʙʣʝʤ, ʢʦʡʪʦ ʝ ʧʨʠʯʠʥʘ ʟʘ ʢʦʥʬʣʠʢʪʥʦ ʧʨʦʪʠʚʦʜʝʡʩʪʚʠʝ ʤʝʞʜʫ ʩʪʨʘʥʠʪʝ. ʀʤʘ 

ʨʘʟʣʠʯʥʠ ʧʦʟʠʮʠʠ ʦʪ ʛʣ.ʪ. ʥʘ ʧʦʷʚʘʪʘ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ. ʅʘʧʨʠʤʝʨ, ʧʩʠʭʦʣʦʛʠʯʝʩʢʠʷʪ 

ʧʦʜʭʦʜ ʧʨʠ ʠʟʫʯʘʚʘʥʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʩʝ ʦʪʣʠʯʘʚʘ ʩ ʦʪʥʦʩʠʪʝʣʥʦ ʥʘʡ-ʛʦʣʷʤʘ 

ʚʩʝʦʙʭʚʘʪʥʦʩʪ ʠ ʟʘʜʲʣʙʦʯʝʥʦʩʪ, ʢʘʪʦ ʩʝ ʘʙʩʦʣʶʪʠʟʠʨʘ ʧʩʠʭʠʯʥʠʷʪ ʢʦʤʧʦʥʝʥʪ, ʢʦʡʪʦ ʩʝ 

ʠʟʜʠʛʘ ʚ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʩʲʱʝʩʪʚʝʥ ʬʘʢʪʦʨ. ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, ʥʝʦʬʨʦʡʜʠʩʪʠʪʝ ʦʙʷʩʥʷʚʘʪ 

ʧʨʠʯʠʥʠʪʝ ʟʘ ʚʲʟʥʠʢʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʩʲʩ ʩʝʨʠʦʟʥʦʪʦ ʧʨʦʪʠʚʦʧʦʩʪʘʚʷʥʝ ʤʝʞʜʫ 

ʮʝʥʥʦʩʪʠʪʝ ʥʘ ʣʠʯʥʦʩʪʪʘ ʠ ʥʝʡʥʦʪʦ ʨʝʘʣʥʦ ʧʦʣʦʞʝʥʠʝ ʚ ʬʠʟʠʯʝʩʢʘʪʘ ʥʝʚʲʟʤʦʞʥʦʩʪ ʟʘ 

ʪʷʭʥʦʪʦ ʥʝʧʦʩʨʝʜʩʪʚʝʥʦ ʫʜʦʚʣʝʪʚʦʨʝʥʠʝ. ʉʧʦʨʝʜ ʢʣʘʩʠʯʝʩʢʘʪʘ ʧʩʠʭʦʘʥʘʣʠʟʘ (ɿ. ʌʨʦʡʜ) 

ʢʦʥʬʣʠʢʪʠʪʝ ʥʝ ʤʦʛʘʪ ʜʘ ʩʝ ʠʟʙʷʛʚʘʪ, ʢʘʢʪʦ ʥʝ ʤʦʞʝ ʜʘ ʩʝ ʧʨʝʜʦʪʚʨʘʪʠ ʨʘʟʨʫʰʠʪʝʣʥʦʪʦ 

ʠʤ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʯʦʚʝʰʢʘʪʘ ʣʠʯʥʦʩʪ. ʋʩʠʣʠʷʪʘ ʪʨʷʙʚʘ ʜʘ ʙʲʜʘʪ ʥʘʩʦʯʝʥʠ ʢʲʤ 

ʩʤʝʢʯʘʚʘʥʝ ʠ ʤʠʥʠʤʘʣʠʟʠʨʘʥʝ ʥʘ ʧʦʩʣʝʜʠʮʠʪʝ ʦʪ ʪʷʭ ʯʨʝʟ ʮʝʣʝʥʘʩʦʯʝʥʠ ʚʲʟʧʠʪʘʪʝʣʥʠ 

ʚʲʟʜʝʡʩʪʚʠʷ ʚ ʧʨʦʮʝʩʘ ʥʘ ʩʦʮʠʘʣʠʟʠʨʘʥʝʪʦ.  ʇʨʝʜʩʪʘʚʠʪʝʣʠ ʥʘ ʬʨʝʥʩʢʘʪʘ 

ʩʦʮʠʦʣʦʛʠʯʝʩʢʘ ʤʠʩʲʣ, ʤʝʞʜʫ ʢʦʠʪʦ ɸ. ʊʫʨʝʥ, ʧʨʠʝʤʘʪ, ʯʝ ʢʦʥʬʣʠʢʪʠʪʝ ʥʝ ʩʘ 

ʧʨʦʪʠʚʦʨʝʯʠʝ ʠʣʠ ʙʫʥʪ, ʘ ʩʘ ʧʦ-ʩʢʦʨʦ ʩʦʮʠʘʣʥʘ ʬʦʨʤʘ ʟʘ ʦʙʱʝʩʪʚʝʥʦ ʩʘʤʦʧʨʦʠʟʚʦʜʩʪʚʦ, 

ʪ.ʝ. ʦʙʱʝʩʪʚʦʪʦ ʩʝ ʩʘʤʦʠʟʛʨʘʞʜʘ ʯʨʝʟ ʢʦʥʬʣʠʢʪʠ ʠ ʦʙʱʝʩʪʚʝʥʦ ʜʚʠʞʝʥʠʝ. ʇʨʘʚʦʤʝʨʥʦ ʝ 

ʦʙʦʩʦʙʷʚʘʥʝʪʦ ʦʪ ʥʷʢʦʠ ʫʯʝʥʠ ʥʘ ʪʠʧʘ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʥʬʣʠʢʪ, ʫʩʣʦʚʥʦ ʥʘʨʝʯʝʥ 

òʦʨʛʘʥʠʟʘʮʠʦʥʝʥò ʠʣʠ Ăʩʪʨʫʢʪʫʨʝʥò.         

ʆʩʥʦʚʝʥ ʠʟʪʦʯʥʠʢ ʥʘ ʪʦʟʠ ʪʠʧ ʧʝʜʘʛʦʛʠʯʝʩʢʠ ʢʦʥʬʣʠʢʪ ʩʘ ʥʝʜʦʩʪʘʪʲʮʠʪʝ ʚ 

ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʥʘ ʫʯʝʙʥʦ-ʚʲʟʧʠʪʘʪʝʣʥʠʷ ʧʨʦʮʝʩ: ʣʠʧʩʘʪʘ ʥʘ ʧʨʠʝʤʩʪʚʝʥʦʩʪ ʚ 

ʩʲʜʲʨʞʘʥʠʝʪʦ ʠ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʥʘ ʦʙʫʯʝʥʠʝʪʦ, ʩʲʱʝʩʪʚʫʚʘʥʝʪʦ ʥʘ ʪʨʠ ʚʲʟʨʘʩʪʠ 

ʫʯʠʣʠʱʥʠ ʧʝʜʘʛʦʟʠ, ʩʣʦʞʥʦʩʪʪʘ ʥʘ ʘʜʘʧʪʘʮʠʷʪʘ ʥʘ ʧʲʨʚʦʢʣʘʩʥʠʮʠʪʝ ʢʲʤ ʫʯʠʣʠʱʝʪʦ, 

ʧʨʝʭʦʜʲʪ ʦʪ ʥʘʯʘʣʥʦʪʦ ʢʲʤ ʦʩʥʦʚʥʦʪʦ ʟʚʝʥʦ, ʥʝʧʦʜʛʦʪʚʝʥʦʩʪʪʘ ʥʘ ʫʯʝʥʠʮʠʪʝ ʦʪ 12. ʢʣʘʩ 

ʟʘ ʩʘʤʦʩʪʦʷʪʝʣʝʥ ʞʠʚʦʪ. ʂʦʥʬʣʠʢʪʲʪ ʠʟʧʲʣʥʷʚʘ ʜʚʝ ʦʩʥʦʚʥʠ ʬʫʥʢʮʠʠ:  

 ʢʦʥʩʪʨʫʢʪʠʚʥʘ - ʜʘʚʘ ʩʪʠʤʫʣ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʠ ʛʨʫʧʘʪʘ, ʟʘ 

ʧʨʦʯʠʩʪʚʘʥʝ ʥʘ ʩʦʮʠʘʣʥʦ-ʧʩʠʭʠʯʥʠʷ ʢʣʠʤʘʪ ʚ ʥʝʷ, ʟʘ ʧʦʜʦʙʨʷʚʘʥʝ, ʟʘ ʦʧʪʠʤʠʟʠʨʘʥʝ ʥʘ 

ʛʨʫʧʦʚʠʪʝ ʥʦʨʤʠ ʠ ʮʝʥʥʦʩʪʠ, ʟʘ ʩʧʣʦʪʷʚʘʥʝ ʥʘ ʦʙʱʥʦʩʪʪʘ, ʟʘ ʫʩʲʚʲʨʰʝʥʩʪʚʘʥʝʪʦ ʥʘ 

ʦʪʜʝʣʥʘʪʘ ʣʠʯʥʦʩʪ ʚ ʦʙʱʝʩʪʚʦʪʦ ʠʣʠ ʛʨʫʧʘʪʘ. ʉ ʜʨʫʛʠ ʜʫʤʠ ʢʦʥʩʪʨʫʢʪʠʚʥʠʪʝ ʬʫʥʢʮʠʠ 

ʩʝ ʟʘʢʣʶʯʘʚʘʪ ʚ ʧʨʝʩʪʨʫʢʪʫʨʠʨʘʥʝ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʚ ʥʦʚʘʪʘ ʩʠʪʫʘʮʠʷ, ʪʝ ʩʝ 

ʟʘʢʣʶʯʘʚʘʪ ʚ ʪʦʚʘ, ʯʝ ʧʨʘʚʷʪ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʘʜʝʢʚʘʪʥʘ ʥʘ ʥʝʫʩʝʪʥʦ ʬʦʨʤʠʨʘʣʘʪʘ ʩʝ 

ʩʠʪʫʘʮʠʷ. ɽʪʦ ʟʘʱʦ ʩʝ ʩʯʠʪʘ, ʯʝ ʚʨʲʟʢʘʪʘ ʤʝʞʜʫ ʢʦʥʬʣʠʢʪʠʪʝ ʠ ʠʥʦʚʘʮʠʠʪʝ ʝ ʤʥʦʛʦ 

ʟʜʨʘʚʘ ʠ ʚʟʘʠʤʥʦ ʦʙʫʩʣʦʚʝʥʘ. ʂʦʥʬʣʠʢʪʥʠʪʝ ʩʠʪʫʘʮʠʠ ʜʘʚʘʪ ʠʜʝʘʣʥʘ ʚʲʟʤʦʞʥʦʩʪ ʟʘ 

ʧʨʝʩʪʨʫʢʪʫʨʠʨʘʥʝ ʥʘ ʮʷʣʦʩʪʥʠʷ ʞʠʚʦʪ ʥʘ ʜʘʜʝʥʘ ʦʨʛʘʥʠʟʘʮʠʷ. 

 ʜʝʩʪʨʫʢʪʠʚʥʘ -  ʢʦʥʬʣʠʢʪʲʪ ʝ ʙʦʣʝʩʪʥʦ ʩʲʩʪʦʷʥʠʝ, ʪʦʡ ʥʦʩʠ ʩʘʤʦ ʚʨʝʜʠ. 

ʇʦʜʜʨʲʞʥʠʮʠʪʝ ʩʤʷʪʘʪ, ʯʝ ʚʲʟʥʠʢʚʘʥʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪ ʚ ʩʝʤʝʡʩʪʚʦʪʦ, ʚ ʛʨʫʧʘʪʘ 

ʧʨʠʷʪʝʣʠ, ʚ ʨʘʙʦʪʥʠʷ ʝʢʠʧ, ʚʲʚ ʚʩʷʢʘ ʩʦʮʠʘʣʥʘ ʦʙʱʥʦʩʪ ʝ ʥʝʙʣʘʛʦʧʦʣʫʯʝʥ ʬʘʢʪ, ʥʦʩʝʱ 

ʜʝʟʠʥʪʝʛʨʘʮʠʷ, ʨʘʟʨʫʰʝʥʠʝ ʠ ʤʦʞʝ ʜʘ ʧʦʩʪʘʚʠ ʧʦʜ ʩʲʤʥʝʥʠʝ ʚʩʷʢʘ ʦʙʱʥʦʩʪ. ʉʯʠʪʘ ʩʝ, 

ʯʝ ʢʦʥʬʣʠʢʪʲʪ ʥʝ ʝ ʧʨʠʩʲʱ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʢʘʪʦ ʦʙʱʥʦʩʪ ʠ ʚʨʝʜʠ ʥʘ ʥʝʡʥʦʪʦ 

ʬʫʥʢʮʠʦʥʠʨʘʥʝ. ʂʦʥʬʣʠʢʪʠʪʝ ʩʘ ʨʝʟʫʣʪʘʪ ʦʪ ʜʝʡʩʪʚʠʝʪʦ ʥʘ ʩʠʣʠ, ʢʦʠʪʦ ʩʝ ʩʪʨʝʤʷʪ ʜʘ 

ʜʝʩʪʘʙʠʣʠʟʠʨʘʪ ʠ ʜʘ ʫʚʨʝʜʷʪ ʩʘʤʦʪʦ ʩʲʱʝʩʪʚʫʚʘʥʝ ʥʘ ʦʙʱʝʩʪʚʦʪʦ, ʚʣʠʷʷʪ ʥʝʛʘʪʠʚʥʦ 

ʚʲʨʭʫ ʦʙʱʫʚʘʥʝʪʦ ʤʝʞʜʫ ʩʘʤʠʪʝ ʣʠʯʥʦʩʪʠ, ʚʨʲʟʢʠʪʝ ʤʝʞʜʫ ʪʷʭ.      

ʇʝʜʘʛʦʛʠʯʝʩʢʠʪʝ ʢʦʥʬʣʠʢʪʠ.        

ɸʥʘʣʠʟʲʪ ʥʘ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʨʝʜʠʮʘ ʠʟʩʣʝʜʚʘʥʠʷ ʧʦʟʚʦʣʷʚʘ ʜʘ ʩʝ ʧʦʩʦʯʘʪ ʥʷʢʦʣʢʦ 

ʪʝʥʜʝʥʮʠʠ ʧʨʠ ʦʧʨʝʜʝʣʷʥʝʪʦ ʥʘ ʠʟʪʦʯʥʠʮʠʪʝ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʥʬʣʠʢʪ ʠ ʪʷʭʥʘʪʘ 

ʪʠʧʦʣʦʛʠʷ. 
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 ʇʲʨʚʘʪʘ ʪʝʥʜʝʥʮʠʷ ʩʝ ʩʲʩʪʦʠ ʚ ʦʙʦʩʦʙʷʚʘʥʝ ʥʘ ʪʠʧʘ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʪʝ 

ʢʦʥʬʣʠʢʪʠ, ʩʚʲʨʟʘʥʠ ʩ ʫʯʝʙʥʘʪʘ ʜʝʡʥʦʩʪ. ʊʝ ʚʲʟʥʠʢʚʘʪ ʚ ʨʝʟʫʣʪʘʪ ʥʘ ʠʟʧʲʣʥʝʥʠʝ ʦʪ 

ʫʯʝʥʠʢʘ ʥʘ ʫʯʝʙʥʠʪʝ ʟʘʜʘʥʠʷ, ʫʩʧʝʚʘʝʤʦʩʪʪʘ, ʠʟʚʲʥʫʯʝʙʥʘʪʘ ʜʝʡʥʦʩʪ.ʊʝʟʠ ʢʦʥʬʣʠʢʪʠ ʩʝ 

ʦʙʦʩʦʙʷʚʘʪ ʢʘʪʦ ʫʯʝʙʥʠ, ʩʚʲʨʟʘʥʠ ʩ ʥʘʨʫʰʝʥʠʷʪʘ ʦʪ ʜʝʣʦʚʠ ʭʘʨʘʢʪʝʨ. ɼʨʫʛʠ ʘʚʪʦʨʠ ʩʘ ʥʘ 

ʤʥʝʥʠʝ, ʯʝ ʜʘʜʝʥʠʷʪ ʪʠʧ ʢʦʥʬʣʠʢʪʠ ʚʲʟʥʠʢʚʘ ʤʝʞʜʫ ʫʯʠʪʝʣʠʪʝ ʠ ʫʯʝʥʠʮʠʪʝ ʧʦʨʘʜʠ 

ʩʣʘʙʘʪʘ ʫʯʝʙʥʘ ʤʦʪʠʚʘʮʠʷ ʥʘ ʫʯʘʱʠʪʝ ʩʝ ʠ ʣʠʧʩʘʪʘ ʥʘ ʞʝʣʘʥʠʷ ʠʥʪʝʨʝʩ ʦʪ ʫʯʝʥʝʪʦ. ɸ 

ʩʧʦʨʝʜ ʪʨʝʪʠ ʢʦʥʬʣʠʢʪʠʪʝ ʚ ʩʬʝʨʘʪʘ ʥʘ ʜʠʜʘʢʪʠʯʝʩʢʦʪʦ ʚʟʘʠʤʦʜʝʡʩʪʚʠʝ ʩʘ ʩʚʲʨʟʘʥʠ, ʥʘ 

ʧʲʨʚʦ ʤʷʩʪʦ, ʩ ʛʨʝʰʢʠ ʥʘ ʫʯʠʪʝʣʠʪʝ ʚ ʤʝʪʦʜʠʢʘʪʘ ʥʘ ʦʮʝʥʷʚʘʥʝ ʥʘ ʟʥʘʥʠʷʪʘ ʠ ʫʤʝʥʠʷʪʘ 

ʥʘ ʫʯʝʥʠʮʠʪʝ ʠ ʩ ʤʘʥʠʧʫʣʘʮʠʷ ʥʘ ʦʮʝʥʢʠʪʝ.  ʇʨʠʯʠʥʠ ʟʘ ʥʝʜʦʚʦʣʩʪʚʦʪʦ ʥʘ ʫʯʘʱʠʪʝ ʩʘ ʠ 

ʪʘʢʠʚʘ ʤʝʪʦʜʠʯʝʩʢʠ ʧʨʦʧʫʩʢʠ ʚ ʨʘʙʦʪʘʪʘ ʥʘ ʫʯʠʪʝʣʷ ʚ ʯʘʩ ʢʘʪʦ ʥʝʷʩʥʦʪʦ ʦʙʷʩʥʝʥʠʝ, 

ʥʝʩʠʩʪʝʤʥʦʪʦ ʠʟʣʦʞʝʥʠʝ, ʫʩʣʦʞʥʝʥʠʷʪ ʝʟʠʢ, ʣʠʧʩʘʪʘ ʥʘ ʧʦʚʪʦʨʝʥʠʝ ʩʫʭʦʪʘʪʘ ʥʘ 

ʧʨʝʧʦʜʘʚʘʥʠʷ ʤʘʪʝʨʠʘʣ, ʥʝʫʤʝʥʠʝʪʦ ʜʘ ʩʝ ʩʚʲʨʞʝ ʩ ʪʝʤʘʪʘ ʥʘ ʞʠʚʦʪʘ, 

ʥʝʟʘʠʥʪʝʨʝʩʦʚʘʥʦʩʪʪʘ ʦʪ ʧʨʝʜʤʝʪʘ ʠ ʪ. ʥ.  

 ɺʪʦʨʘʪʘ ʪʝʥʜʝʥʮʠʷ ï ʦʙʦʩʦʙʷʚʘʥʝ ʚ ʩʘʤʦʩʪʦʷʪʝʣʝʥ ʪʠʧ ʥʘ ʢʦʥʬʣʠʢʪʘ, ʩʚʲʨʟʘʥ ʩ 

ʧʦʚʝʜʝʥʠʝʪʦ ʥʘ ʫʯʘʩʪʥʠʮʠʪʝ ʚ ʫʯʝʙʥʦ ʚʲʟʧʠʪʘʪʝʣʥʠʷ ʧʨʦʮʝʩ. ʇʨʠʚʲʨʞʝʥʠʮʠ ʥʘ ʪʘʢʦʚʘ 

ʦʙʦʩʦʙʷʚʘʥʝ ʩʤʷʪʘʪ, ʯʝ ʢʦʥʬʣʠʢʪʠʪʝ, ʩʚʲʨʟʘʥʠ ʩ ʜʠʩʮʠʧʣʠʥʘʪʘ ʠ ʬʘʢʪʠʪʝ ʥʘ ʥʝʛʘʪʠʚʥʦ 

ʧʦʚʝʜʝʥʠʝ, ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʢʘʢʪʦ ʥʝʧʨʦʚʦʢʠʨʘʥʠ, ʪʘʢʘ ʠ ʧʨʝʜʠʟʚʠʢʘʥʠ ʦʪ ʧʝʜʘʛʦʛʠʯʝʩʢʠ 

ʥʝʧʨʦʬʝʩʠʦʥʘʣʥʠ ʜʝʡʩʪʚʠʷ ʥʘ ʫʯʠʪʝʣʷ. ʃʦʰʘʪʘ ʦʨʛʘʥʠʟʘʮʠʷ ʥʘ ʢʣʘʩʘ, ʢʦʤʘʥʜʥʠʷʪ ʪʦʥ 

ʥʘ ʫʯʠʪʝʣʷ ʯʝʩʪʦ ʧʨʦʚʦʢʠʨʘʪ ʛʨʫʙʠ ʥʘʨʫʰʝʥʠʷ ʥʘ ʜʠʩʮʠʧʣʠʥʘʪʘ ʦʪ ʫʯʘʱʠʪʝ ʩʝ.   

ʊʨʝʪʘʪʘ ʪʝʥʜʝʥʮʠʷ ʝ ʪʠʧʦʣʦʛʠʟʘʮʠʷʪʘ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʠʪʝ ʢʦʥʬʣʠʢʪʠ, ʩʚʲʨʟʘʥʘ 

ʩ ʢʦʥʬʣʠʢʪʠʪʝ ʚ ʤʝʞʜʫʣʠʯʥʦʩʪʥʠʪʝ ʦʪʥʦʰʝʥʠʷ. ʈʝʜʠʮʘ ʫʯʝʥʠ ʦʪʥʘʩʷʪ ʢʲʤ 

ʢʦʥʬʣʠʢʪʥʠʪʝ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷ ʠ ʢʦʥʬʣʠʢʪʠʪʝ ʧʦʨʦʜʝʥʠ ʦʪ ʙʦʨʙʘʪʘ ʟʘ ʣʠʜʝʨʩʪʚʦ, ʦʪ 

ʦʪʢʨʠʪʦʪʦ ʠʣʠ ʟʘʤʘʩʢʠʨʘʥʦ ʥʘʨʫʰʘʚʘʥʝ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʘʪʘ ʝʪʠʢʘ, ʦʪ ʩʝʨʠʦʟʥʠ ʛʨʝʰʢʠ ʚ 

ʪʘʢʪʠʢʘʪʘ ʥʘ ʚʟʘʠʤʦʜʝʡʩʪʚʠʝ ʠ ʜʠʩʢʨʠʤʠʥʘʮʠʷ ʚ ʦʪʥʦʰʝʥʠʷʪʘ ʢʲʤ ʦʪʜʝʣʥʠʪʝ ʫʯʝʥʠʮʠ. 

  

ʇʝʜʘʛʦʛʠʯʝʩʢʠʷʪ ʢʦʥʬʣʠʢʪ ʝ ʩʣʦʞʥʦ ʷʚʣʝʥʠʝ, ʧʨʦʪʠʯʘʱʦ ʢʘʪʦ ʧʨʘʚʠʣʦ ʧʦ 

ʩʠʣʘʪʘ ʥʘ ʦʙʝʢʪʠʚʥʠ ʠ ʩʫʙʝʢʪʠʚʥʠ ʧʨʠʯʠʥʠ. ʂʲʤ ʦʙʝʢʪʠʚʥʠʪʝ ʧʨʠʯʠʥʠ ʤʦʛʘʪ ʜʘ ʩʝ 

ʦʪʥʝʩʘʪ ʩʦʮʠʘʣʥʦ-ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ ʧʦʣʦʞʝʥʠʝ ʥʘ ʫʯʠʪʝʣʠʪʝ ʢʘʪʦ ʮʷʣʦ ʚ ʩʪʨʘʥʘʪʘ ʠ 

ʢʦʥʢʨʝʪʥʦ-ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ ʫʩʣʦʚʠʷʪʘ ʥʘ ʧʝʜʘʛʦʛʠʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ ʜʘʜʝʥʘ ʦʙʣʘʩʪ, ʛʨʘʜ, 

ʫʯʝʙʥʦ ʟʘʚʝʜʝʥʠʝ. ʉʫʙʝʢʪʠʚʥʠʪʝ ʧʨʠʯʠʥʠ ʩʘ ʩʚʲʨʟʘʥʠ ʛʣʘʚʥʦ ʩʲʩ ʩʧʝʮʠʬʠʢʘʪʘ ʥʘ 

ʤʝʞʜʫʣʠʯʥʦʩʪʥʠʪʝ ʦʪʥʦʰʝʥʠʷ ʚ ʫʯʠʣʠʱʥʠʷ ʩʦʮʠʫʤ, ʦʙʫʩʣʦʚʝʥʠ ʩʘ ʦʪ ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ 

ʧʩʠʭʦʣʦʛʠʯʝʩʢʘʪʘ ʩʪʨʫʢʪʫʨʘ ʥʘ ʣʠʯʥʦʩʪʪʘ ʥʘ ʚʩʝʢʠ ʫʯʘʩʪʥʠʢ ʚ ʫʯʝʙʥʦ-ʚʲʟʧʠʪʘʪʝʣʥʠʷ 

ʧʨʦʮʝʩ. ʉ ʦʪʯʠʪʘʥʝʪʦ ʥʘ ʩʫʙʝʢʪʘ ʥʘ ʜʝʡʥʦʩʪʪʘ ʪʦʡ ʦʙʦʩʦʙʷʚʘ 7 ʚʠʜʘ ʧʨʦʪʠʚʦʧʦʩʪʘʚʷʥʝ : 

 ʫʯʝʥʠʢ-ʫʯʝʥʠʢ; 

 ʫʯʠʪʝʣ-ʫʯʠʪʝʣ  

 ʫʯʝʥʠʢ-ʨʦʜʠʪʝʣ 

 ʫʯʝʥʠʢ-ʘʜʤʠʥʠʩʪʨʘʪʦʨ; 

 ʨʦʜʠʪʝʣ-ʨʦʜʠʪʝʣ;  

 ʨʦʜʠʪʝʣ-ʘʜʤʠʥʠʩʪʨʘʪʦʨ;  

   ɻʦʚʦʨʝʡʢʠ ʟʘ ʢʦʥʬʣʠʢʪʠʪʝ ʩʝ ʦʪʯʠʪʘʪ ʠ ʩʪʘʜʠʠ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʠʤ, ʢʦʠʪʦ ʩʘ 

ʧʦʩʣʝʜʦʚʘʪʝʣʥʘ ʩʤʷʥʘ ʚ ʜʠʥʘʤʠʢʘʪʘ ʥʘ ʢʦʥʬʣʠʢʪʘ: 

 ʚʲʟʥʠʢʚʘʥʝ ʥʘ ʦʙʝʢʪʠʚʥʘ ʢʦʥʬʣʠʢʪʥʘ ʩʠʪʫʘʮʠ ̫

 ʠʥʮʠʜʝʥʪʠ 

 ʢʦʥʬʣʠʢʪʥʠ ʜʝʡʩʪʚʠʷ 

 ʠʟʭʦʜ 

ʈ. ɹʘʨʦʥ ʠ ɼ. ɹʲʨʥ ʠʜʝʥʪʠʬʠʮʠʨʘʪ ʧʝʪ ʦʩʥʦʚʥʠ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʥʘ 

ʢʦʥʬʣʠʢʪʠʪʝ: 

1.   ʇʨʦʪʠʚʦʧʦʣʦʞʥʠ ʠʥʪʝʨʝʩʠ; 
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2.  ʆʩʲʟʥʘʚʘʥʝ ʦʪ ʢʦʥʬʣʠʢʪʫʚʘʱʠʪʝ ʩʪʨʘʥʠ, ʯʝ ʠʤʘʪ ʧʨʦʪʠʚʦʧʦʣʦʞʥʠ ʠʥʪʝʨʝʩʠ; 

3.  ʋʙʝʞʜʝʥʠʷ ʠ ʫ ʜʚʝʪʝ ʩʪʨʘʥʠ, ʯʝ ʜʨʫʛʠʷʪ ʝ ʥʘʚʨʝʜʠʣ ʠʣʠ ʚʲʟʥʘʤʝʨʷʚʘ ʜʘ  - ʥʘʚʨʝʜʠ ʥʘ 

ʪʝʭʥʠʪʝ ʠʥʪʝʨʝʩʠ;  

4. ʊʝʯʘʱʦ ʚʟʘʠʤʦʜʝʡʩʪʚʠʝ ʤʝʞʜʫ ʩʪʨʘʥʠʪʝ; 

5. ʇʨʝʢʠ ʜʝʡʩʪʚʠʷ, ʦʩʲʱʝʩʪʚʷʚʘʥʠ ʦʪ ʝʜʥʘʪʘ ʠʣʠ ʦʪ ʜʚʝʪʝ ʩʪʨʘʥʠ, ʢʦʠʪʦ ʚʨʝʜʷʪ ʥʘ 

ʠʥʪʝʨʝʩʠʪʝ ʥʘ ʜʨʫʛʘʪʘ ʩʪʨʘʥʘ. 

ʂʦʥʬʣʠʢʪʠʪʝ ʚ ʫʯʠʪʝʣʩʢʠʷ ʢʦʣʝʢʪʠʚ ʩʘ ʤʥʦʛʦʦʙʨʘʟʥʠ ʠ ʤʦʛʘʪ ʜʘ ʩʝ 

ʢʣʘʩʠʬʠʮʠʨʘʪ ʧʦ ʨʝʜʠʮʘ ʧʨʠʟʥʘʮʠ. ɺʠʜʦʚʝʪʝ ʢʦʥʬʣʠʢʪʠ ʦʪʢʲʤ ʪʷʭʥʘʪʘ ʧʨʦʷʚʘ ʚ 

ʨʘʟʣʠʯʥʠʪʝ ʩʫʙʝʢʪʠ ʩʘ:  

 ɺʲʪʨʝʰʥʦʣʠʯʥʦʩʪʝʥ ʢʦʥʬʣʠʢʪ ʟʘ ʠʟʙʷʛʚʘʥʝ ï ʚʲʟʥʠʢʚʘ ʧʨʠ ʠʟʙʷʛʚʘʥʝ ʥʘ 

ʜʚʝ ʥʝʞʝʣʘʪʝʣʥʠ ʮʝʣʠ,ʧʨʠ ʢʦʝʪʦ ʩʝ ʫʧʨʘʞʥʷʚʘ ʥʘʪʠʩʢ ʥʘ ʠʥʜʠʚʠʜʘ ʜʘ ʠʟʙʝʨʝ ʝʜʥʘ ʦʪ ʪʷʭ. 

ʈʝʟʫʣʪʘʪʲʪ ʝ ʠʟʙʦʨ ʥʘ Ăʧʦ-ʤʘʣʢʦʪʦ ʟʣʦò ʠʣʠ ʦʪʢʘʟ ʦʪ ʠʟʙʦʨ. 

 ɺʲʪʨʝʰʥʦʣʠʯʥʦʩʪʝʥ  ʢʦʥʬʣʠʢʪ ʟʘ ʧʨʠʙʣʠʞʘʚʘʥʝ ïʚʲʟʥʠʢʚʘ ʧʨʠ ʩʪʨʝʤʝʞ ʟʘ 

ʜʦʩʪʠʛʘʥʝ ʥʘ ʜʚʝ ʝʜʥʘʢʚʦ ʞʝʣʘʥʠ, ʥʦ ʚʟʘʠʤʥʦ ʠʟʢʣʶʯʚʘʱʠ ʩʝ ʮʝʣʠ. ʈʝʰʘʚʘ ʩʝ ʩ 

ʧʨʠʙʣʠʞʘʚʘʥʝ ʥʘ ʪʘʟʠ, ʢʦʷʪʦ ʚ ʜʚʠʞʝʥʠʝʪʦ ʢʲʤ ʥʝʷ ʩʪʘʚʘ ʧʦ-ʩʠʣʥʦ ʞʝʣʘʥʘ ʦʪ ʜʨʫʛʘʪʘ. 

 ɺʲʪʨʝʰʥʦʣʠʯʥʦʩʪʝʥ ʢʦʥʬʣʠʢʪ ʟʘ ʧʨʠʙʣʠʞʘʚʘʥʝïʠʟʙʷʛʚʘʥʝ ï ʚʲʟʥʠʢʚʘ ʧʨʠ 

ʝʜʥʦʚʨʝʤʝʥʥʦ ʞʝʣʘʥʠʝ ʟʘ ʜʦʩʪʠʛʘʥʝ ʥʘ ʦʧʨʝʜʝʣʝʥʘ  ʠ ʩʪʨʝʤʝʞ ʟʘ ʠʟʙʷʛʚʘʥʝʪʦ ʠ. ʂʦʛʘʪʦ 

ʪʘʟʠ ʮʝʣ ʝ ʜʘʣʝʯʥʘ,ʪʦ ʞʝʣʘʥʠʝʪʦ ʟʘ ʜʦʩʪʠʛʘʥʝʪʦ ʠ ʝ ʩʠʣʥʦ, ʘ ʧʨʠʙʣʠʞʘʚʘʥʝʪʦ ʠ ʧʦʯʚʘ ʜʘ 

ʧʣʘʰʠ ʩʫʙʝʢʪʘ. 

 ʀʥʜʠʚʠʜʫʘʣʝʥ ʨʦʣʝʚʠ ʢʦʥʬʣʠʢʪ ï ʧʨʦʪʠʚʦʨʝʯʠʝ, ʢʦʝʪʦ ʚʲʟʥʠʢʚʘ ʤʝʞʜʫ 

ʠʥʜʠʚʠʜʫʘʣʥʠʪʝ ʠʥʪʝʨʝʩʠ ʠ ʩʧʦʩʦʙʥʦʩʪʠ ʥʘ ʯʦʚʝʢʘ ʠ ʠʟʠʩʢʚʘʥʠʷʪʘ ʥʘ ʥʝʛʦʚʘʪʘ ʨʘʙʦʪʘ. 

 ʂʦʥʬʣʠʢʪ ʚ ʜʠʘʜʠ /ʤʝʞʜʫʣʠʯʥʦʩʪʝʥ ʢʦʥʬʣʠʢʪ/ - ʩʲʧʨʫʞʝʩʢʘ ʜʚʦʡʢʘ, 

ʨʦʜʠʪʝʣ/ʜʝʪʝ,ʜʚʘʤʘ ʢʦʣʝʛʠ, ʚ ʢʦʡʪʦ ʩʝ ʦʪʢʨʦʷʚʘʪ ʨʘʟʣʠʯʠʝ ʚ ʮʝʣʠʪʝ, ʧʦʪʨʝʙʥʦʩʪʠʪʝ, 

ʦʮʝʥʢʠ, ʚʲʥʰʥʠ ʚʣʠʷʥʠʷ, ʙʦʨʙʘ ʟʘ ʨʝʩʫʨʩʠ, ʟʘ ʨʘʙʦʪʥʦ ʤʷʩʪʦ, ʣʠʯʥʦʩʪʥʘ 

ʥʝʩʲʚʤʝʩʪʠʤʦʩʪ, ʩʙʣʲʩʲʢ ʥʘ ʮʝʥʥʦʩʪʠ ʠ ʚʲʟʛʣʝʜʠ. 

 ʂʦʥʬʣʠʢʪ ʚ ʪʨʠʘʜʠ ʠ ʧʦ-ʛʦʣʝʤʠ ʛʨʫʧʠ /ʚʲʪʨʝʰʥʦʛʨʫʧʦʚ ʢʦʥʬʣʠʢʪ/ - ʚ ʥʝʛʦ 

ʢʲʤ ʧʦ-ʛʦʨʥʠʪʝ ʧʨʠʯʠʥʠ ʩʝ ʜʦʙʘʚʷʪ ʨʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʨʦʣʠ, ʦʛʨʘʥʠʯʝʥʠʷ ʚ ʣʠʯʥʦʪʦ 

ʧʨʦʩʪʨʘʥʩʪʚʦ, ʩʲʚʧʘʜʝʥʠʝ ʥʘ ʮʝʣʠ ʠ ʠʥʪʝʨʝʩʠ,ʥʝʩʲʛʣʘʩʠʝ ʩʲʩ ʟʘʜʘʯʠ, ʥʝʧʨʘʚʠʣʝʥ ʩʪʠʣ ʥʘ 

ʫʧʨʘʚʣʝʥʠʝ, ʛʨʫʧʦʚ ʥʘʪʠʩʢ, ʩʲʛʣʘʩʠʷ ʤʝʞʜʫ ʥʝʬʦʨʤʘʣʝʥ ʠ ʬʦʨʤʘʣʝʥ ʣʠʜʝʨ ʠ ʜʨ. 

 ʂʦʥʬʣʠʢʪ ʤʝʞʜʫ ʣʠʯʥʦʩʪʪʘ ʠ ʛʨʫʧʘʪʘ ï ʦʪʢʨʦʷʚʘʪ ʩʝ ʨʘʟʣʠʯʠʷ ʚ 

ʦʯʘʢʚʘʥʠʷʪʘ, ʨʘʟʣʠʯʠʷ ʚ ʟʘʝʤʘʥʠʪʝ ʧʦʟʠʮʠʠ ʠ ʤʥʝʥʠʷ, ʥʝʧʦʧʫʣʷʨʥʠ ʜʠʩʮʠʧʣʠʥʘʨʥʠ 

ʤʝʨʢʠ. 

 ʄʝʞʜʫʛʨʫʧʦʚ ʢʦʥʬʣʠʢʪ ï ʤʦʞʝ ʜʘ ʚʲʟʥʠʢʥʝ ʤʝʞʜʫ ʬʦʨʤʘʣʥʠ ʛʨʫʧʠ, ʤʝʞʜʫ 

ʥʝʬʦʨʤʘʣʥʠ ʛʨʫʧʠ, ʤʝʞʜʫ ʥʝʬʦʨʤʘʣʥʠ ʠ ʬʦʨʤʘʣʥʠ ʛʨʫʧʠ. 

 ɸʢʪʫʘʣʝʥ ʢʦʥʬʣʠʢʪ ï ʪʘʢʲʚ, ʢʦʡʪʦ ʩʝ ʧʨʦʷʚʷʚʘ ʚ ʥʘʩʪʦʷʱʝʪʦ ʚʨʝʤʝ. 

 ʃʘʪʝʥʪʝʥ / ʩʢʨʠʪ/ ʢʦʥʬʣʠʢʪ ï ʤʦʞʝ ʜʘ ʩʝ ʧʦʷʚʠ ʩʣʝʜ ʚʨʝʤʝ. 

 ɺʲʦʙʨʘʞʘʝʤ ʢʦʥʬʣʠʢʪ. 

 ʇʨʝʥʝʩʝʥ ʢʦʥʬʣʠʢʪ. 

ʆʪ ʤʝʥʠʜʞʲʨʩʢʘ ʛʣʝʜʥʘ ʪʦʯʢʘ ʫʯʝʥʠʪʝ ʦʧʨʝʜʝʣʷʪ ʠ ʪ. ʥʘʨ. ʚʝʨʪʠʢʘʣʝʥ ʢʦʥʬʣʠʢʪ  

- ʤʝʞʜʫ ʨʘʟʣʠʯʥʠ ʡʝʨʘʨʭʠʯʥʠ ʨʘʚʥʠʱʘ ʚ ʜʘʜʝʥʘ ʦʨʛʘʥʠʟʘʮʠʷ.  

 ʍʦʨʠʟʦʥʪʘʣʝʥ ʢʦʥʬʣʠʢʪ ï ʤʝʞʜʫ ʬʫʥʢʮʠʠ, ʦʪʜʝʣʠ ʠ ʛʨʫʧʠ. 

 ʉʧʦʨʝʜ  ʨʘʟʣʠʯʥʠʪʝ ʩʪʦʡʥʦʩʪʠ ʢʦʥʬʣʠʢʪʠʪʝ ʤʦʛʘʪ ʜʘ ʩʝ ʜʝʣʷʪ ʥʘ: 

 ʂʦʥʩʪʨʫʢʪʠʚʥʠ. 

 ɼʝʩʪʨʫʢʪʠʚʥʠ. 

ʋʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʠ ʚ ʧʝʜʘʛʦʛʠʯʝʩʢʘ ʩʨʝʜʘ 

ɺ ʥʘʫʢʘʪʘ ʟʘ ʢʦʥʬʣʠʢʪʠʪʝ ʩʝ ʦʙʨʲʱʘ ʩʧʝʮʠʘʣʥʦ ʚʥʠʤʘʥʠʝ ʥʘ ʪʷʭʥʦʪʦ 

ʫʧʨʘʚʣʝʥʠʝ. ʊʲʨʩʷʪ ʩʝ ʨʘʟʣʠʯʥʠ ʩʧʦʩʦʙʠ ʠ ʤʝʪʦʜʠ ʟʘ ʫʩʧʝʰʥʦʪʦ ʠʤ ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝ, 
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ʠʟʚʝʩʪʥʦ ʦʱʝ ʢʘʪʦ ʧʨʦʬʠʣʘʢʪʠʢʘ, ʠ ʤʝʪʦʜʠ ʟʘ ʨʝʰʘʚʘʥʝʪʦ ʠʤ. ʄʝʪʦʜʠ ʟʘ 

ʩʪʨʫʢʪʫʨʠʨʘʥʝ ʥʘ  ʦʪʥʦʰʝʥʠʷʪʘ ʩʘ 

 ʈʘʟʷʩʥʷʚʘʥʝ ʥʘ ʠʟʠʩʢʚʘʥʠʷʪʘ 

 ʂʦʦʨʜʠʥʠʨʘʥʝ ʠ ʠʥʪʝʛʨʠʨʘʥʝ 

 ʆʙʝʜʠʥʷʚʘʥʝ ʥʘ ʮʝʣʠ 

 ʈʝʛʫʣʠʨʘʥʝ ʥʘ ʩʠʩʪʝʤʘʪʘ ʟʘ ʚʲʟʥʘʛʨʘʞʜʝʥʠʷ. 

ʄʝʞʜʫʣʠʯʥʦʩʪʥʠ ʤʝʪʦʜʠ: 

 ʀʟʙʷʛʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ 

 ʀʛʥʦʨʠʨʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ 

 ʇʨʠʥʫʞʜʘʚʘʥʝ 

 ʊʲʨʩʝʥʝ ʥʘ ʢʦʤʧʨʦʤʠʩ 

 ʊʲʨʩʝʥʝ ʥʘ ʘʣʪʝʨʥʘʪʠʚʠ ʟʘ ʨʝʰʘʚʘʥʝ ʥʘ ʧʨʦʙʣʝʤʘ 

ʄʝʞʜʫʛʨʫʧʦʚʠ ʤʝʪʦʜʠ: 

 ʅʝʫʪʨʘʣʠʟʠʨʘʥʝ ʥʘ ʝʜʥʘ ʦʪ ʩʪʨʘʥʠʪʝ 

 ʀʟʤʝʩʪʚʘʥʝ ʦʪ ʤʝʞʜʫʛʨʫʧʦʚʠ ʦʪʥʦʰʝʥʠʷ ʚʲʚ ʚʲʪʨʝʰʥʦʛʨʫʧʦʚʠ 

 ʈʘʟʜʝʣʷʡ ʠ ʚʣʘʜʝʡ. 

ʋʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʠ ʧʨʝʜʩʪʘʚʣʷʚʘ ʜʝʡʥʦʩʪ, ʚ ʢʦʷʪʦ ʩʝ ʠʟʧʦʣʟʚʘʪ 

ʨʘʟʣʠʯʥʠ ʤʝʪʦʜʠ ʠ ʬʦʨʤʠ  ʟʘ ʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ, ʟʘ ʢʦʝʪʦ ʩʝ ʠʟʠʩʢʚʘ: 

 ʧʦʟʥʘʚʘʥʝ ʥʘ ʦʙʝʢʪʘ ʥʘ ʢʦʥʬʣʠʢʪ 

 ʩʠʛʥʘʣʠʪʝ ʟʘ ʢʦʥʬʣʠʢʪʘ 

 ʚʠʜʘ ʥʘ ʢʦʥʬʣʠʢʪʘ 

 ʪʝʭʥʠʪʝ ʩʪʨʘʪʝʛʠʠ 

 ʘʥʘʣʠʟ ʥʘ ʢʦʥʬʣʠʢʪʘ 

 ʧʨʝʜʚʠʞʜʘʥʝ ʥʘ ʚʲʟʤʦʞʥʠ ʠʟʭʦʜʠ. 

ʂʦʥʬʣʠʢʪʥʠʪʝ ʩʠʛʥʘʣʠ ʩʘ ʠʥʜʠʢʘʮʠʠ ʟʘ ʧʦʨʘʞʜʘʥʝ ʠ ʚʲʟʥʠʢʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪ: 

 ʨʘʟʨʠʚ ʥʘ ʦʪʥʦʰʝʥʠʷ 

 ʥʘʧʨʝʞʝʥʠʝ /ʥʝʛʘʪʠʚʥʠ ʥʘʛʣʘʩʠ ʠ ʧʨʝʜʫʙʝʜʝʥʦ ʤʥʝʥʠʝ/ 

 ʥʝʜʦʨʘʟʫʤʝʥʠʝ 

 ʜʠʩʢʦʤʬʦʨʪ 

 ʩʚʘʜʠ, ʢʘʚʛʠ, ʩʢʘʨʚʘʥʠʷ. 

ʉʨʝʜ ʥʘʡ-ʠʟʚʝʩʪʥʠʪʝ ʢʣʘʩʠʬʠʢʘʮʠʠ ʥʘ ʩʪʠʣʦʚʝʪʝ ʩ ʥʘʡ-ʛʦʣʷʤ ʘʚʪʦʨʠʪʝʪ ʩʝ 

ʧʦʣʟʚʘ ʪʘʟʠ ʥʘ ʊʦʤʘʩ ʠ ʂʠʣʤʲʥ. ʊʷ ʚʢʣʶʯʚʘ ʧʝʪ ʦʩʥʦʚʥʠ ʩʪʠʣʘ.  

 ʉʠʣʦʚʦ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ ï ʜʠʨʝʢʪʦʨʲʪ ʜʝʡʩʪʚʘ ʦʪ ʧʦʟʠʮʠʷʪʘ ʥʘ 

ʩʚʦʝʪʦ ʚʠʩʦʢʦ ʤʷʩʪʦ ʚ ʡʝʨʘʨʭʠʷʪʘ ʠ ʧʨʠʩʪʲʧʚʘ ʢʲʤ ʧʨʠʥʫʜʘ;  

 ʠʟʙʷʛʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ ï ʜʠʨʝʢʪʦʨʲʪ ʩʝ ʧʨʘʚʠ, ʯʝ ʥʝ ʚʠʞʜʘ ʩʲʱʝʩʪʚʫʚʘʥʝʪʦ 

ʥʘ ʢʦʥʬʣʠʢʪ, ʠʟʙʷʛʚʘ ʧʦʪʝʥʮʠʘʣʥʦ ʢʦʥʬʣʠʢʪʥʘ ʩʠʪʫʘʮʠʷ, ʥʝ ʦʙʩʲʞʜʘ ʚʲʧʨʦʩʠ, ʢʦʠʪʦ 

ʚʦʜʷʪ ʜʦ ʨʘʟʥʦʛʣʘʩʠʷ. ʊʦʚʘ ʝ ʥʝʜʦʧʫʩʪʠʤʦ, ʪʦ ʫʨʦʥʚʘ ʧʨʝʩʪʠʞʘ, ʩʥʠʞʘʚʘ ʘʚʪʦʨʠʪʝʪʘ ʥʘ 

ʜʠʨʝʢʪʦʨʘ ʠ ʥʘʤʘʣʷʚʘ ʜʦʚʝʨʠʝʪʦ ʚ ʥʝʛʦ; 

 ʧʨʠʢʨʠʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ ï ʜʠʨʝʢʪʦʨʲʪ ʫʤʠʰʣʝʥʦ ʥʝ ʦʙʨʲʱʘ ʚʥʠʤʘʥʠʝ ʥʘ 

ʢʦʥʬʣʠʢʪʘ. ʇʨʦʙʣʝʤʲʪ, ʧʨʝʜʠʟʚʠʢʚʘʱ ʢʦʥʬʣʠʢʪ, ʩʝ ʦʤʘʣʦʚʘʞʘʚʘ ʠ ʩʝ ʘʧʝʣʠʨʘ ʟʘ 

ʧʨʠʝʤʘʥʝ ʥʘ ʥʝʱʘʪʘ ʪʘʢʠʚʘ, ʢʘʢʚʠʪʦ ʩʘ. ɿʘ ʩʲʞʘʣʝʥʠʝ ʪʦʚʘ ʚʦʜʠ ʜʦ ʠʟʦʩʪʨʷʥʝ ʥʘ 

ʢʦʥʬʣʠʢʪʘ ʚ ʙʲʜʝʱʝ; 

 ʧʨʠʩʧʦʩʦʙʷʚʘʥʝ ʢʲʤ ʢʦʥʬʣʠʢʪʘ ï ʜʠʨʝʢʪʦʨʲʪ ʩʝ ʧʨʠʩʧʦʩʦʙʷʚʘ ʢʲʤ ʩʪʨʘʥʠʪʝ 

ʚ ʢʦʥʬʣʠʢʪʘ ʠʣʠ ʟʘʝʤʘ ʧʦʟʠʮʠʷʪʘ ʥʘ ʝʜʥʘ ʦʪ ʪʷʭ. ʊʘʢʲʚ ʧʦʜʭʦʜ ʝ ʥʝʜʦʧʫʩʪʠʤʦ ʜʘ ʙʲʜʝ 

ʧʨʠʣʘʛʘʥ, ʥʘ ʧʨʘʢʪʠʢʘ ʪʦʚʘ ʥʝ ʚʦʜʠ ʜʦ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ. ʇʦʩʣʝʜʩʪʚʠʷʪʘ ʦʪ 

ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʪʦʟʠ ʩʪʠʣ ʩʘ ʥʘʡ-ʚʝʯʝ ʜʝʩʪʨʫʢʪʠʚʥʠ; 

 ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʤʝʞʜʫ ʩʪʨʘʥʠʪʝ ʚ ʢʦʥʬʣʠʢʪʘ ï ʪʦʚʘ ʝ ʝʜʠʥ 

ʦʪ ʥʘʡ-ʝʬʝʢʪʠʚʥʠʪʝ ʩʪʠʣʦʚʝ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʠ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʥʘ ʩʠʪʫʘʮʠʷ. ʊʫʢ 
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ʥʘʡ-ʜʦʙʨʝ ʧʨʦʣʠʯʘʚʘʪ ʣʠʯʥʠʪʝ ʢʘʯʝʩʪʚʘ ʥʘ ʜʠʨʝʢʪʦʨʘ ʠ ʥʝʛʦʚʠʪʝ ʫʧʨʘʚʣʝʥʩʢʠ ʫʤʝʥʠʷ. 

ʇʦʜʭʦʜʷʱʦ ʚ ʩʣʫʯʘʷ ʝ ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʪ.ʥʘʨ. ʉʦʢʨʘʪʦʚ ʤʝʪʦʜ, ʧʨʠ ʢʦʡʪʦ ʨʘʟʛʦʚʦʨʲʪ ʩʝ 

ʥʘʩʦʯʚʘ ʢʲʤ ʪʝʟʠ ʩʪʨʘʥʠ, ʢʲʜʝʪʦ ʠʤʘ ʝʜʠʥʦʤʠʩʣʠʝ. 

ʈʲʢʦʚʦʜʠʪʝʣʷʪ ʪʨʷʙʚʘ ʜʦʙʨʝ ʜʘ ʧʦʟʥʘʚʘ ʨʘʟʣʠʯʥʠʪʝ ʩʪʨʘʪʝʛʠʠ /ʥʘʯʠʥʠ/ ʟʘ 

ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ, ʦʩʦʙʝʥʦ ʢʦʛʘʪʦ ʧʦʚʦʜ ʟʘ ʪʷʭ ʩʘ ʥʝʛʦʚʠʪʝ ʜʝʡʩʪʚʠʷ ʠʣʠ 

ʦʙʱʦ ʜʝʡʩʪʚʠʷʪʘ ʥʘ ʨʲʢʦʚʦʜʩʪʚʦʪʦ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ.  ʂʦʠ ʩʘ ʦʩʥʦʚʥʠʪʝ ʩʪʨʘʪʝʛʠʠ ʠ 

ʢʦʛʘ ʪʷʭʥʦʪʦ ʧʨʠʣʦʞʝʥʠʝ ʙʠ ʙʠʣʦ ʥʘʡ-ʫʜʘʯʥʦ? 

 

ʊʘʙʣ.1. ʋʧʨʘʚʣʝʥʩʢʠ ʩʪʨʘʪʝʛʠʠ ʟʘ ʥʘʤʝʩʘ ʚ ʢʦʥʬʣʠʢʪʠ ʤʝʞʜʫ ʩʣʫʞʠʪʝʣʠ. 

 
ʉʪʨʘʪʝʛʠʷ ʆʧʠʩʘʥʠʝ 

ʇʨʝʥʝʙʨʝʛʚʘʥʝ ʈʲʢʦʚʦʜʠʪʝʣʷʪ ʥʝ ʦʙʨʲʱʘ ʚʥʠʤʘʥʠʝ ʥʘ 

ʢʦʥʬʣʠʢʪʘ ʠ ʦʩʪʘʚʷ ʢʦʥʬʣʠʢʪʫʚʘʱʠʪʝ ʩʘʤʠ 

ʜʘ ʧʨʝʦʜʦʣʝʷʪ ʨʘʟʣʠʯʠʷʪʘ ʧʦʤʝʞʜʫ ʩʠ. 

ʇʨʝʜʦʩʪʘʚʷʥʝ ʥʘ ʩʪʠʤʫʣʠ ʈʲʢʦʚʦʜʠʪʝʣʷʪ ʠʟʩʣʫʰʚʘ ʢʦʥʬʣʠʢʪʫʚʘʱʠʪʝ, 

ʟʘ ʜʘ ʦʧʨʝʜʝʣʠ ʧʨʠʯʠʥʘʪʘ ʟʘ ʢʦʥʬʣʠʢʪʘ, ʠ 

ʠʟʠʩʢʚʘ ʦʪ ʪʷʭ ʩʘʤʠ ʜʘ ʛʦ ʨʘʟʨʝʰʘʪ ʩʲʩ 

ʟʘʧʣʘʭʘ ʦʪ ʩʘʥʢʮʠʷ, ʘʢʦ ʥʝ ʛʦ ʥʘʧʨʘʚʷʪ. 

ʇʦʩʨʝʜʥʠʯʝʩʪʚʦ ʈʲʢʦʚʦʜʠʪʝʣʷʪ ʧʦʤʘʛʘ ʥʘ ʫʯʘʩʪʥʠʮʠʪʝ ʚ 

ʢʦʥʬʣʠʢʪʘ ʜʘ ʧʨʝʦʩʤʠʩʣʷʪ ʧʨʦʙʣʝʤʘ, ʜʘ 

ʠʜʝʥʪʠʬʠʮʠʨʘʪ ʩʚʦʠʪʝ ʠʥʪʝʨʝʩʠ, ʜʘ ʦʪʢʨʠʷʪ 

ʜʦʧʠʨʥʠʪʝ ʪʦʯʢʠ ʧʦʤʝʞʜʫ ʩʠ ʠ ʜʘ ʩʪʠʛʥʘʪ ʜʦ 

ʚʟʘʠʤʥʦʧʨʠʝʤʣʠʚʦ ʩʧʦʨʘʟʫʤʝʥʠʝ. 

ɸʨʙʠʪʨʘʞ ʉʪʨʘʥʠʪʝ ʚ ʢʦʥʬʣʠʢʪʘ ʠʟʣʘʛʘʪ ʧʦʟʠʮʠʠʪʝ ʩʠ 

ʧʨʝʜ ʨʲʢʦʚʦʜʠʪʝʣʷ, ʪʦʡ ʛʠ ʠʟʩʣʫʰʚʘ ʠ 

ʦʧʦʚʝʩʪʷʚʘ ʨʝʰʝʥʠʝ ʚ ʧʦʣʟʘ ʥʘ ʝʜʥʘ ʦʪ ʪʷʭ. 

ʀʟʧʦʣʟʚʘʥʝ ʥʘ ʬʦʨʤʘʣʥʦ ʪʨʝʪʘ ʩʪʨʘʥʘ ʈʲʢʦʚʦʜʠʪʝʣʷʪ ʪʲʨʩʠ ʩʲʜʝʡʩʪʚʠʝʪʦ ʥʘ 

ʪʨʝʪʘ ʩʪʨʘʥʘ ʟʘ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ 

ʤʝʞʜʫ ʩʣʫʞʠʪʝʣʠʪʝ ʩʠ (ʢʦʥʩʫʣʪʘʥʪ, 

ʤʝʜʠʘʪʦʨ, ʘʨʙʠʪʲʨ ʠ ʜʨ.). 

 

ʄʝʪʦʜʦʣʦʛʠʷ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ 

 ʎɽʃ ʅɸ ʀɿʉʃɽɼɺɸʅɽʊʆ: ʋʩʪʘʥʦʚʷʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ 

ʢʦʤʧʝʪʝʥʪʦʩʪ ʥʘ ʫʯʠʪʝʣʠʪʝ ʠ ʜʠʨʝʢʪʦʨʠʪʝ  ʚ ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʩʨʝʜʘ ʥʘ ʀʇɻ Ăʊ. 

ʈʘʯʠʥʩʢʠò, ʛʨ. ɻʝʥʝʨʘʣ ʊʦʰʝʚʦ ʩ ʦʛʣʝʜ ʥʘ ʦʪʧʨʘʚʷʥʝ ʥʘ ʧʨʝʧʦʨʲʢʠ ʢʲʤ ʤʝʥʠʜʞʤʲʥʪʘ ʥʘ 

ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʠʥʩʪʠʪʫʮʠʷ ʢʘʪʦ ʩʪʨʘʪʝʛʠʷ ʟʘ ʪʲʨʩʝʥʝ ʥʘ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ  ʫʩʧʝʰʥʦ 

ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʠ ʠʟʚʝʞʜʘʥʝ ʥʘ ʪʝʭʥʠʪʝ ʧʦʟʠʪʠʚʥʠ ʬʫʥʢʮʠʠ ʠʣʠ 

ʪʨʘʥʩʬʦʨʤʠʨʘʥʝʪʦ ʥʘ ʥʝʛʘʪʠʚʥʠʪʝ ʚ ʛʨʘʜʠʚʥʠ.    

  ʇʈɽɼʄɽʊ ʅɸ ʀɿʉʃɽɼɺɸʅɽʊʆ ï ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ  ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʥʘ 

ʧʝʜʘʛʦʛʠʯʝʩʢʠʪʝ ʩʧʝʮʠʘʣʠʩʪʠ. ʆɹɽʂʊ ʅɸ ʀɿʉʃɽɼɺɸʅɽʊʆ ï ʨʘʙʦʪʝʱʠʪʝ 

ʧʝʜʘʛʦʛʠʯʝʩʢʠ ʩʧʝʮʠʘʣʠʩʪʠ ʚ ʀʥʦʚʘʪʠʚʥʘ ʧʨʦʬʝʩʠʦʥʘʣʥʘ ʛʠʤʥʘʟʠʷ ʧʦ ʟʝʤʝʜʝʣʠʝ 

Ăʊʦʜʦʨ ʈʘʯʠʥʩʢʠñ, ʛʨ. ɻʝʥʝʨʘʣ ʊʦʰʝʚʦ. ʆʙʝʢʪ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ ʩʘ ʦʩʝʤʥʘʜʝʩʝʪ 

ʧʝʜʘʛʦʛʠʯʝʩʢʠ ʩʧʝʮʠʘʣʠʩʪʠ. ʀʟʩʣʝʜʚʘʥʠʪʝ ʫʯʠʪʝʣʠ ʩʘ ʥʘ ʚʲʟʨʘʩʪ 31 - 60 ʛʦʜʠʥʠ. 

ʊʨʠʥʘʜʝʩʝʪ ʦʪ ʫʯʠʪʝʣʠʪʝ, ʢʦʠʪʦ ʩʘ ʦʙʝʢʪ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ, ʩʘ ʩʲʩ ʟʘʚʲʨʰʝʥʘ ʩʪʝʧʝʥ 
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ôôʤʘʛʠʩʪʲʨò, ʘ ʧʝʪ  ʩʲʩ ʟʘʚʲʨʰʝʥʘ ʩʪʝʧʝʥ  ñ ʙʘʢʘʣʘʚʲʨò.  ʆʪ ʰʝʩʪ ʜʦ ʪʨʠʜʝʩʝʪ ʠ ʜʝʚʝʪ 

ʛʦʜʠʥʠ ʝ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʩʪʘʞ.   ʋʯʠʪʝʣʠ ï 18 ʥʘ ʙʨʦʡ ʘʥʢʝʪʠʨʘʥʠ.  

ʊʘʙʣ.2.  ʈʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʠʟʩʣʝʜʚʘʥʠʪʝ ʫʯʠʪʝʣʠ ʧʦ ʩʪʘʞ 

ɻʦʜʠʥʠ ʩʪʘʞ ɹʨʦʡ ʫʯʠʪʝʣʠ 

ɼʦ 10 ʛ. 3 

10 ï 20 ʛ. 4 

21 ï 30 ʛ. 8 

31 ï 39 ʛ. 3 

   

         ʍʀʇʆʊɽɿɸ ʅɸ ʀɿʉʃɽɼɺɸʅɽʊʆ: ɸʢʦ ʩʝ ʫʩʪʘʥʦʚʠ, ʯʝ ʩʝ ʧʨʠʣʘʛʘʪ ʝʬʝʢʪʠʚʥʠ 

ʩʪʨʘʪʝʛʠʠ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʦʪ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʣʝʢʪʠʚ, ʚʟʘʠʤʦʜʝʡʩʪʚʠʷʪʘ 

ʠ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷʪʘ ʤʝʞʜʫ ʥʝʛʦʚʠʪʝ ʯʣʝʥʦʚʝ ʱʝ ʩʝ ʧʦʚʣʠʷʷʪ ʚ ʧʦʣʦʞʠʪʝʣʥʘ ʧʦʩʦʢʘ ʠ 

ʧʩʠʭʦʣʦʛʠʯʝʩʢʠʷʪ ʤʠʢʨʦʢʣʠʤʘʪ ʱʝ ʙʲʜʝ ʙʣʘʛʦʧʨʠʷʪʝʥ, ʢʘʢʪʦ ʟʘ ʧʩʠʭʠʯʝʩʢʦʪʦ ʟʜʨʘʚʝ ʥʘ 

ʨʘʙʦʪʝʱʠʪʝ ʚ ʥʝʛʦ, ʪʘʢʘ ʠ ʟʘ ʪʷʭʥʘʪʘ ʧʨʦʬʝʩʠʦʥʘʣʥʘ ʠʟʷʚʘ, ʪʦ ʪʦʚʘ ʟʥʘʯʠ, ʯʝ ʪʷʭʥʘʪʘ 

ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʝ ʚʠʩʦʢʘ.  ʀ ʦʙʨʘʪʥʦ, ʘʢʦ ʩʝ ʦʢʘʞʝ, ʯʝ ʣʠʧʩʚʘ ʠʣʠ ʝ 

ʥʘʣʠʮʝ ʥʝʜʦʩʪʘʪʲʯʥʦ ʨʘʟʚʠʪʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ, ʪʦ ʪʦʛʘʚʘ ʱʝ ʝ 

ʥʘʣʦʞʠʪʝʣʥʦ ʪʲʨʩʝʥʝʪʦ ʥʘ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʡ ʚ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʣʝʢʪʠʚ ʠ 

ʩʲʟʜʘʚʘʥʝ ʥʘ ʠʥʪʝʨʝʩ ʢʲʤ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ ʫʤʝʥʠʷ ʟʘ ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ, ʟʘ 

ʪʨʘʥʩʬʦʨʤʠʨʘʥʝʪʦ ʥʘ ʥʝʛʘʪʠʚʥʠʪʝ ʧʦʩʣʝʜʠʮʠ ʚ ʧʦʟʠʪʠʚʥʠ. 

ʇʈʆɺɽɾɼɸʅɽ ʅɸ ʀɿʉʃɽɼɺɸʅɽʊʆ: ʀʟʧʦʣʟʚʘ ʩʝ ʦʩʥʦʚʥʦ ʘʥʢʝʪʠʨʘʥʝʪʦ ʢʘʪʦ ʤʝʪʦʜ. 

ɸʥʢʝʪʥʘʪʘ ʢʘʨʪʘ, ʢʦʷʪʦ ʝ ʢʦʥʩʪʨʫʠʨʘʥʘ, ʩʣʝʜʚʘ ʦʩʥʦʚʥʠʪʝ ʠʟʚʦʜʠ ʦʪ ʣʠʪʝʨʘʪʫʨʥʠʷ ʦʙʟʦʨ. 

ɸʥʢʝʪʥʘʪʘ ʢʘʨʪʘ ʤʦʞʝ ʜʘ ʩʝ ʚʠʜʠ ʚ ʇʨʠʣʦʞʝʥʠʝ ˉ1. ʊʷ ʩʲʜʲʨʞʘ 17 ʚʲʧʨʦʩʘ. 

ʀʟʩʣʝʜʚʘʥʝʪʦ ʝ ʧʨʦʚʝʜʝʥʦ ʧʨʝʟ ʤ. ʥʦʝʤʚʨʠ ï ʜʝʢʝʤʚʨʠ 2019 ʛ. ʇʦ ʚʨʝʤʝ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ 

ʥʝ ʩʘ ʢʦʥʩʪʘʪʠʨʘʥʠ ʟʘʪʨʫʜʥʝʥʠʷ. 

ʈʝʟʫʣʪʘʪʠ ʦʪ ʠʟʩʣʝʜʚʘʥʝʪʦ 

ɸʥʢʝʪʠʨʘʥʝʪʦ, ʧʨʦʚʝʜʝʥʦ ʩ ʧʝʜʘʛʦʛʠʯʝʩʢʠʪʝ ʩʧʝʮʠʘʣʠʩʪʠ, ʨʘʟʢʨʠʚʘ ʩʣʝʜʥʠʪʝ 

ʝʤʧʠʨʠʯʥʠ ʜʘʥʥʠ ʦʪʥʦʩʥʦ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘʪʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ: 

1. ʂʦʥʬʣʠʢʪʠʪʝ ʚʲʚ ɺʘʰʠʷ ʧʝʜʘʛʦʛʠʯʝʩʢʠ ʢʦʣʝʢʪʠʚ ʩʘ ʥʘ: 

        ʘ) ʃʠʯʥʘ ʦʩʥʦʚʘ; 1 - 6%; ʙ) ʇʨʦʬʝʩʠʦʥʘʣʥʘ ʦʩʥʦʚʘ; 13 - 72%; ʚ) ʇʨʦʬʝʩʠʦʥʘʣʥʠ, 

ʧʨʝʤʠʥʘʚʘʱʠ ʚ ʣʠʯʥʠ; 2 - 11%; ʛ) ʇʨʦʠʟʣʠʟʘʪ ʦʪ ʨʲʢʦʚʦʜʩʪʚʦʪʦ  ï 11%. 

 

 

ɻʨʘʬʠʢʘ ˉ1: ʈʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʚʲʧʨʦʩ ˉ1. 
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ʈʝʟʫʣʪʘʪʠʪʝ ʦʪ ʚʲʧʨʦʩ ˉ1 ʧʦʢʘʟʚʘʪ, ʯʝ ʢʦʥʬʣʠʢʪʠʪʝ ʚ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʣʝʢʪʠʚ 

ʥʘ ʠʟʩʣʝʜʚʘʥʘʪʘ ʛʠʤʥʘʟʠʷ ʩʘ ʧʨʠʦʨʠʪʝʪʥʦ ʥʘ ʧʨʦʬʝʩʠʦʥʘʣʥʘ ʦʩʥʦʚʘ ï 72%, ʤʥʦʛʦ ʤʘʣʢʦ 

ʦʪ ʘʥʢʝʪʠʨʘʥʠʪʝ ʤʠʩʣʷʪ, ʯʝ ʧʨʦʬʝʩʠʦʥʘʣʥʠʪʝ ʧʨʝʤʠʥʘʚʘʪ ʚ ʣʠʯʥʠ ʠʣʠ, ʯʝ ʩʘ ʥʘ ʣʠʯʥʘ 

ʦʩʥʦʚʘ. 

2. ɺʘʰʠʷʪ ʧʨʷʢ ʨʲʢʦʚʦʜʠʪʝʣ ʚ ʨʘʙʦʪʥʘ ʩʨʝʜʘ ʧʦʥʷʢʦʛʘ ʩʲʟʜʘʚʘ ʣʠ ʫʩʣʦʚʠʷ 

ʟʘ ʢʦʥʬʣʠʢʪ ʚ ʨʘʙʦʪʥʠʷ ɺʠ ʝʢʠʧ, ʟʘ ʜʘ ʤʦʪʠʚʠʨʘ ʥʷʢʦʛʦ ʦʪ ʭʦʨʘʪʘ ʜʘ ʩʠ ʚʲʨʰʠ ʧʦ-

ʜʦʙʨʝ ʨʘʙʦʪʘʪʘ?  ʘ) ʥʠʢʦʛʘ 13 ï 72%; ʙ) ʧʦʥʷʢʦʛʘ 5 ï 28%; ʚ) ʨʝʜʦʚʥʦ 0%; ʛ) ʤʥʦʛʦ 

ʯʝʩʪʦ 0%. 

 

      

ɻʨʘʬʠʢʘ ˉ2: ʈʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʚʲʧʨʦʩ ˉ2. 

 

ʋʯʠʪʝʣʠʪʝ, ʦʪʛʦʚʦʨʠʣʠ ʥʘ ʚʪʦʨʠ ʚʲʧʨʦʩ, ʩʝ ʨʘʟʜʝʣʷʪ ʥʘ ʜʚʝ ʛʨʫʧʠ ʩʧʦʨʝʜ 

ʧʨʦʮʝʥʪʠʪʝ ʥʘ ʦʪʛʦʚʦʨʠʪʝ, ʪʝ ʩʤʷʪʘʪ, ʯʝ ʜʠʨʝʢʪʦʨʲʪ ʥʠʢʦʛʘ ʥʝ ʩʲʟʜʘʚʘ ʢʦʥʬʣʠʢʪ, ʟʘ ʜʘ 

ʤʦʪʠʚʠʨʘ ʢʦʣʝʛʠ ʠ ʤʥʦʛʦ ʤʘʣʢʦ ʦʪ ʪʷʭ ʦʪʛʦʚʘʨʷʪ ʩ Ăʧʦʥʷʢʦʛʘò. 

3. ʄʝʞʜʫ ʢʦʠ ʦʪ ʠʟʙʨʦʝʥʠʪʝ ʛʨʫʧʠ ʩʘ ʥʘʡ-ʯʝʩʪʠ ʢʦʥʬʣʠʢʪʠʪʝ ʚ ʫʯʠʣʠʱʝ: 

ʘ) ʋʯʠʪʝʣ-ʫʯʠʪʝʣ; 10 ï 56%. ʙ) ʋʯʠʪʝʣ-ʜʠʨʝʢʪʦʨ; 0%; ʚ) ʋʯʠʪʝʣ-ʧʦʤʦʱʝʥ ʧʝʨʩʦʥʘʣ; 4 ï 

22%; ʛ) ʋʯʠʪʝʣ-ʨʦʜʠʪʝʣ 4 ï 22%.  ʇʦ ʨʘʟʣʠʯʝʥ ʥʘʯʠʥ ʦʪʛʦʚʘʨʷʪ ʫʯʠʪʝʣʠʪʝ ʥʘ ʚʲʧʨʦʩʘ 

ʤʝʞʜʫ ʢʦʠ ʛʨʫʧʠ ʝ ʢʦʥʬʣʠʢʪʲʪ. ʌʘʚʦʨʠʪ ʝ ʛʨʫʧʘʪʘ ʫʯʠʪʝʣïʫʯʠʪʝʣ, ʚʪʦʨʦ ʤʷʩʪʦ ï 

ʫʯʠʪʝʣïʧʦʤʦʱʝʥ ʧʝʨʩʦʥʘʣ ʠ ʫʯʠʪʝʣ-ʨʦʜʠʪʝʣ. ʉʣʝʜʦʚʘʪʝʣʥʦ, ʧʨʝʦʙʣʘʜʘʚʘ ʤʥʝʥʠʝʪʦ, ʯʝ 

ʥʘʡ-ʩʨʝʱʘʥʠ ʩʘ ʢʦʥʬʣʠʢʪʠʪʝ ʤʝʞʜʫ ʧʝʨʩʦʥʘʣʘ, ʟʘʝʤʘʱ ʝʜʥʘ ʠ ʩʲʱʘ ʜʣʲʞʥʦʩʪ. 

4. ʂʘʢ ʩʝ ʜʲʨʞʠʪʝ ʧʦ ʚʨʝʤʝ ʥʘ ʢʦʥʬʣʠʢʪ:  ʘ) ʉʪʘʨʘʷ ʩʝ ʜʘ ʫʙʝʜʷ ʧʨʦʪʠʚʥʠʢʘ ʚ 

ʧʨʘʚʦʪʘʪʘ ʩʠ; 7 ï 39%; ʙ) ʇʨʝʜʧʦʯʠʪʘʪʝ ʜʘ ʦʪʩʪʲʧʠʪʝ; 4 ï 22% ; ʚ) ʅʝ ɺʠ ʝ ʧʨʠʷʪʥʦ ʜʘ 

ʚʦʜʠʪʝ ʩʧʦʨ;  7 ï 39%;  ʛ)  ʇʨʘʚʷ ʩʝ, ʯʝ ʥʝ ʟʘʙʝʣʷʟʚʘʤ ʪʘʢʲʚ. 0%. ʅʘ ʜʚʘ ʦʪ ʧʨʝʜʣʦʞʝʥʠʪʝ 

ʚ ʘʥʢʝʪʘʪʘ ʦʪʛʦʚʦʨʠ ʩʝ ʩʨʝʱʘʪ ʝʜʥʘʢʚʠ ʨʝʟʫʣʪʘʪʠ, ʢʦʝʪʦ ʦʟʥʘʯʘʚʘ, ʠʣʠ ʯʝ ʩʧʦʨʲʪ ʩʝ ʚʦʜʠ 

ʫʩʠʣʝʥʦ ʠ ʟʘʜʲʣʙʦʯʝʥʦ ʯʨʝʟ ʫʙʝʞʜʘʚʘʥʝ ʥʘ ʧʨʦʪʠʚʥʠʢʘ, ʠʣʠ ʯʝ ʥʘ ʭʦʨʘʪʘ ʥʝ ʠʤ ʝ 

ʧʨʠʷʪʥʦ ʜʘ ʚʦʜʷʪ ʩʧʦʨ. ʄʘʣʢʘ ʯʘʩʪ ʧʨʝʜʧʦʯʠʪʘʪ ʜʘ ʦʪʩʪʲʧʚʘʪ ʧʦ ʚʨʝʤʝ ʥʘ ʩʧʦʨ. 

5. ʂʦʣʢʦ ʯʝʩʪʦ ʩʪʝ ʙʠʣʠ ʫʯʘʩʪʥʠʢ ʚ ʢʦʥʬʣʠʢʪ ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ: ʘ) 

ʅʠʪʦ ʚʝʜʥʲʞ; 4 ï 22%; ʙ) ɽʜʠʥ ʧʲʪ; 5 - 28%; ʚ) 2-5 ʧʲʪʠ; 9 ï 50%; ʛ) ʇʦʚʝʯʝ ʦʪ 5 ʧʲʪʠ. 

0%. ʆʪ ʨʝʟʫʣʪʘʪʠʪʝ ʥʘ ʚʲʧʨʦʩ ˉ5 ʩʝ ʦʪʢʨʦʷʚʘ ʠʟʚʦʜ, ʯʝ 50% ʦʪ ʫʯʠʪʝʣʠʪʝ ʩʘ ʙʠʣʠ 

ʫʯʘʩʪʥʠʮʠ ʚ ʩʧʦʨ ʦʪ ʜʚʘ ʜʦ ʧʝʪ ʧʲʪʠ, ʩʣʝʜ ʪʦʚʘ ʚʝʜʥʲʞ ʠ ʥʠʪʦ ʚʝʜʥʲʞ, ʩʣʝʜʦʚʘʪʝʣʥʦ ʧʦ-

ʛʦʣʷʤʘʪʘ ʯʘʩʪ ʦʪ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʣʝʢʪʠʚ ʩʘ ʙʠʣʠ ʫʯʘʩʪʥʠʮʠ ʚ ʢʦʥʬʣʠʢʪʥʘ ʩʠʪʫʘʮʠʷ. 
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6. ʊʲʨʩʠʪʝ ʣʠ ʩʲʜʝʡʩʪʚʠʝ ʦʪ ʜʠʨʝʢʪʦʨʘ ʥʘ ʛʠʤʥʘʟʠʷʪʘ ʧʨʠ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ 

ʢʦʥʬʣʠʢʪ:   ʘ) ɼʘ; 9 ï 50%; ʙ) ʅʝ; 0%; ʚ) ɿʘʚʠʩʠ ʦʪ ʢʦʥʢʨʝʪʥʘʪʘ ʩʠʪʫʘʮʠʷ; 9 ï 50%; ʛ) 

ʨʝʜʦʚʥʦ 0%. ʅʘ ʚʲʧʨʦʩʘ ʜʘʣʠ ʪʲʨʩʷʪ ʩʲʜʝʡʩʪʚʠʝ ʦʪ ʜʠʨʝʢʪʦʨʘ ʧʨʠ ʢʦʥʬʣʠʢʪ, ʦʪʛʦʚʦʨʠʪʝ 

ʩʝ ʦʯʝʨʪʘʚʘʪ ʚ ʙʘʣʘʥʩ ï 50% ʪʲʨʩʷʪ ʩʲʜʝʡʩʪʚʠʝ ʠ ʧʨʠ ʜʚʘʪʘ ʩʣʫʯʘʷ - ʟʘʜʲʣʞʠʪʝʣʥʦ ʠ 

ʟʘʚʠʩʠ ʦʪ ʩʠʪʫʘʮʠʷʪʘ. ʂʦʝʪʦ ʧʦʢʘʟʚʘ, ʯʝ ʜʠʨʝʢʪʦʨʲʪ ʪʨʷʙʚʘ ʜʘ ʢʘʞʝ ʢʦʤʧʝʪʝʥʪʥʦʪʦ ʩʠ 

ʤʥʝʥʠʝ, ʢʘʪʦ ʩʝ ʚʲʚʣʠʯʘ ʚ ʢʦʥʬʣʠʢʪʘ ʠʣʠ ʢʘʪʦ ʫʯʘʩʪʥʠʢ, ʠʣʠ ʢʘʪʦ ʪʨʝʪʘ ʩʪʨʘʥʘ. 

7. ɺʣʠʷʝ ʣʠ ʢʦʥʬʣʠʢʪʲʪ  ʥʘ ʨʘʙʦʪʥʦʪʦ ɺʠ ʤʷʩʪʦ ʧʨʠ ɺʘʰʘʪʘ ʨʘʙʦʪʘ ʩ 

ʫʯʝʥʠʮʠʪʝ: ʘ) ʅʝ, ʥʝ ʚʣʠʷʝ; 10 ï 56%;  ʙ) ɼʘ, ʦʪʨʘʟʷʚʘ ʩʝ ʥʘ ʨʘʙʦʪʘʪʘ ʤʠ ʩ ʫʯʝʥʠʮʠʪʝ; 1 

ï 6%; ʚ) ɿʘʚʠʩʠ ʦʪ ʩʠʪʫʘʮʠʷʪʘ; 4 ï 22%; ʛ) ʥʝ, ʧʦʣʘʛʘʤ ʫʩʠʣʠʷ, ʟʘ ʜʘ ʥʝ ʚʣʠʷʝ - 3 ï 17%. 

ʂʘʢʪʦ ʩʝ ʚʠʞʜʘ, 56% ʦʪ ʫʯʘʩʪʥʠʮʠʪʝ ʩʤʷʪʘʪ, ʯʝ ʢʦʥʬʣʠʢʪʲʪ ʥʝ ʚʣʠʷʝ ʥʘ ʨʘʙʦʪʘʪʘ ʩ 

ʫʯʝʥʠʮʠʪʝ, ʢʦʝʪʦ ʝ ʧʦʟʠʪʠʚʝʥ ʨʝʟʫʣʪʘʪ, ʥʘʩʦʯʚʘʱ ʢʲʤ ʨʘʟʚʠʪʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ 

ʢʦʤʧʝʪʝʥʪʥʦʩʪ, ʤʥʦʛʦ ʜʦʙʨʝ, ʚʲʧʨʝʢʠ ʯʝ ʠʤʘ ʤʘʣʢʠ ʧʨʦʮʝʥʪʠ ʠ ʟʘ ʦʪʛʦʚʦʨʠ ʢʘʪʦ ïʟʘʚʠʩʠ 

ʦʪ ʩʠʪʫʘʮʠʷʪʘ ʠ ʜʘ ʦʪʨʘʟʷʚʘ ʩʝ. ɼʨʫʛʠ 22% ʩʯʠʪʘʪ, ʯʝ ʚʩʝ ʧʘʢ ʩʠʪʫʘʮʠʷʪʘ ʦʢʘʟʚʘ ʚʣʠʷʥʠʝ, 

ʘ 17% ʩʯʠʪʘʪ, ʯʝ ʩʲʟʥʘʪʝʣʥʦ ʧʦʣʘʛʘʪ ʫʩʠʣʠʷ ʜʘ ʥʝ ʩʝ ʚʣʠʷʝ ʨʘʙʦʪʘʪʘ ʠʤ ʦʪ ʢʦʥʬʣʠʢʪʠʪʝ. 

ɺʩʲʱʥʦʩʪ ʠʤʝʥʥʦ ʪʝʟʠ 17% ʩʘ ʠʟʛʨʘʜʠʣʠ ʚʝʯʝ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʚ 

ʜʦʩʪʘʪʲʯʥʘ ʩʪʝʧʝʥ. ɿʘ ʦʩʪʘʥʘʣʠʪʝ ʪʨʷʙʚʘ ʜʘ ʩʝ ʧʨʝʜʚʠʜʷʪ ʮʝʣʝʥʘʩʦʯʝʥʠ ʦʙʫʯʝʥʠʷ ʩ 

ʧʨʘʢʪʠʯʝʩʢʘ ʥʘʩʦʯʝʥʦʩʪ. 

8. ɺʣʠʷʝ ʣʠ ʢʦʥʬʣʠʢʪʲʪ  ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ ʥʘ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷʪʘ ʚ 

ʩʝʤʝʡʩʪʚʦʪʦ ɺʠ:  ʘ) ʥʝ; 12- 67%; ʙ) ʜʘ, ʚ ʤʘʣʢʘ ʩʪʝʧʝʥ; 6 ï 33%; ʚ)  ʜʘ, ʪʨʫʜʥʦ 

ʢʦʥʪʨʦʣʠʨʘʤ ʥʝʱʘʪʘ; 0%; ʛ) ʥʝ ʤʦʛʘ ʜʘ ʧʨʝʮʝʥʷ - 0%. ʈʝʟʫʣʪʘʪʠʪʝ ʥʘ ʪʦʟʠ ʚʲʧʨʦʩ ʩʝ 

ʨʘʟʜʝʣʷʪ ʧʘʢ ʥʘ ʜʚʝ ʛʨʫʧʠ - ʩ Ăʥʝ ʚʣʠʷʝò ʦʪʛʦʚʘʨʷʪ ʧʦʚʝʯʝʪʦ ʢʦʣʝʛʠ, ʢʦʝʪʦ ʝ ʧʦ-ʛʦʣʷʤ 

ʧʨʦʮʝʥʪ, ʢʦʝʪʦ ʛʦʚʦʨʠ, ʯʝ ʭʦʨʘʪʘ ʥʝ ʧʨʠʥʘʩʷʪ ʨʘʙʦʪʘʪʘ ʩʠ ʚʢʲʱʠ. ʅʦ ʚʩʝ ʧʘʢ ʧʦʚʝʯʝ ʦʪ 

ʝʜʥʘ ʪʨʝʪʘ ʦʪ ʢʦʣʝʛʠʪʝ ʥʝ ʫʩʧʷʚʘʪ ʚʠʥʘʛʠ ʜʘ Ăʦʩʪʘʚʷʪò ʢʦʥʬʣʠʢʪʘ ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ! 

ʊʝʟʠ ʧʨʦʮʝʥʪʠ ʥʘʩʦʯʚʘʪ ʤʝʥʠʜʞʲʨʘ ʢʲʤ ʧʨʝʜʧʨʠʝʤʘʥʝ ʥʘ ʤʝʨʢʠ ʦʪʥʦʩʥʦ ʨʘʟʚʠʪʠʝ ʥʘ 

ʫʤʝʥʠʷ ʟʘ ʙʲʨʟʘ ʩʤʷʥʘ ʥʘ ʨʦʣʷʪʘ, ʟʘ ʜʘ ʥʝ ʚʨʝʜʷʪ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠʪʝ ʢʦʥʬʣʠʢʪʠ ʥʘ 

ʩʝʤʝʡʥʦʪʦ ʟʜʨʘʚʝ. 

9. ʇʦ ʚʨʝʤʝ ʥʘ ʢʦʥʬʣʠʢʪ ʜʠʨʝʢʪʦʨʲʪ, ʥʘ ʢʦʡʪʦ ʩʲʪʨʫʜʥʠʯʠʪʝ: ʘ) ʧʦʜʜʲʨʞʘ 

ʥʝʫʪʨʘʣʥʘ ʧʦʟʠʮʠʷ; 9 ï 50%; ʙ) ɺʟʝʤʘ ʩʪʨʘʥʘ  ʚ ʢʦʥʬʣʠʢʪʘ; 9 ï 50%. ʆʩʪʘʥʘʣʠʪʝ ʜʚʘ 

ʦʪʛʦʚʦʨʘ ʥʝ ʩʘ ʟʘʯʝʪʝʥʠ ʦʪ ʘʥʢʝʪʠʨʘʥʠʪʝ ʧʝʜʘʛʦʛʠʯʝʩʢʠ ʩʧʝʮʠʘʣʠʩʪʠ. ʇʦʣʦʚʠʥʘʪʘ 

ʘʥʢʝʪʠʨʘʥʠ ʩʘ ʥʘ ʤʥʝʥʠʝ, ʯʝ ʚʟʠʤʘ ʥʝʫʪʨʘʣʥʘ ʧʦʟʠʮʠʷ, ʘ ʧʦʣʦʚʠʥʘʪʘ ʩʯʠʪʘʪ, ʯʝ ʟʘʝʤʘ 

ʩʪʨʘʥʘ ʚ ʢʦʥʬʣʠʢʪʘ. ɺʲʟʥʠʢʚʘ ʚʲʧʨʦʩʲʪ ʯʠʷ ʩʪʨʘʥʘ ʩʧʦʨʝʜ 50ʪʝ% ʟʘʱʠʪʘʚʘ ʤʝʥʠʜʞʲʨʲʪ 

ʥʘ ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʠʥʩʪʠʪʫʮʠʷ. ɺʝʨʦʷʪʥʦ ʪʨʷʙʚʘ ʜʘ ʩʝ ʠʟʩʣʝʜʚʘʪ ʢʦʥʢʨʝʪʥʠ ʩʠʪʫʘʮʠʠ, ʟʘ 

ʜʘ ʩʝ ʥʘʧʨʘʚʠ ʜʦʩʪʦʚʝʨʥʘ ʦʮʝʥʢʘ ʟʘ ʧʦʟʠʮʠʷʪʘ ʥʘ ʜʠʨʝʢʪʦʨʘ ï ʜʘʣʠ ʥʘʤʝʩʘʪʘ ʩʝ 

ʚʲʟʧʨʠʝʤʘ ʢʘʪʦ ʧʦʟʠʪʠʚʥʦ ʧʦʚʝʜʝʥʠʝ, ʠʣʠ ʥʘʧʨʦʪʠʚ ï ʟʘʢʨʠʣʷ ʥʝ ʜʦʪʘʤ ʧʨʘʚʠʣʥʘʪʘ 

ʧʦʟʠʮʠʷ ʥʘ ʢʦʣʝʛʠʪʝ. 

10. ʂʦʷ ʩʧʦʨʝʜ ɺʘʩ ʝ ʥʘʡ-ʯʝʩʪʦ ʩʨʝʱʘʥʘʪʘ ʧʨʠʯʠʥʘ ʟʘ ʢʦʥʬʣʠʢʪ ʚʲʚ 

ɺʘʰʘʪʘ ʦʨʛʘʥʠʟʘʮʠʷ? ʘ) ʨʘʟʣʠʢʘʪʘ ʚʲʚ ʚʲʟʨʘʩʪʪʘ ʠ ʭʘʨʘʢʪʝʨʘ ʤʝʞʜʫ ʢʦʣʝʛʠʪʝ 13 ï 

72%; ʙ) ʣʦʰʘʪʘ ʢʦʤʫʥʠʢʘʮʠʷ ï 1 -  5%; ʚ) ʣʦʰʠʪʝ ʫʩʣʦʚʠʷ ʥʘ ʨʘʙʦʪʘ  - 0%; ʛ) 

ʟʘʧʣʘʱʘʥʝʪʦ ʥʘ ʪʨʫʜʘ 4 ï 22%. ʅʘʡ-ʯʝʩʪʘʪʘ ʧʨʠʯʠʥʘ ʟʘ ʢʦʥʬʣʠʢʪ ʩʧʦʨʝʜ ʘʥʢʝʪʠʨʘʥʠʪʝ ʝ 

ʨʘʟʣʠʢʘʪʘ ʚʲʚ ʚʲʟʨʘʩʪʪʘ ʠ ʭʘʨʘʢʪʝʨʘ ʥʘ ʭʦʨʘʪʘ. ɺʝʨʦʷʪʥʦ ʠʟʚʦʜʠʪʝ ʪʫʢ ʩʘ ʥʘʩʦʯʝʥʠ ʢʲʤ 

ʨʘʟʚʠʪʠʝ ʥʘ ʫʤʝʥʠʷ ʟʘ ʨʘʙʦʪʘ ʩ ʨʘʟʣʠʯʥʠʪʝ ʜʨʫʛʠ. ʅʦ ʢʘʪʦ ʥʘʡ-ʧʲʨʚʘ ʩʪʲʧʢʘ ʙʠ ʩʣʝʜʚʘʣʦ 

ʜʘ ʩʝ ʧʨʦʚʝʜʝ ʪʨʝʥʠʥʛ ʜʘ ʧʨʠʝʤʘʥʝ ʥʘ ʜʨʫʛʦʩʪʪʘ, ʙʝʟ ʪʦʚʘ ʜʘ ʧʨʝʜʠʟʚʠʢʚʘ ʦʪʨʠʮʘʪʝʣʥʠ 

ʝʤʦʮʠʠ. ʊʨʷʙʚʘ ʜʘ ʩʝ ʦʙʲʨʥʝ ʩʝʨʠʦʟʥʦ ʚʥʠʤʘʥʠʝ ʠ ʥʘ ʪʝʟʠ ʦʪ ʘʥʢʝʪʠʨʘʥʠʪʝ ï ʙʣʠʟʦ 

ʯʝʪʚʲʨʪ ï 22%, ʢʦʠʪʦ ʩʯʠʪʘʪ, ʯʝ ʥʠʩʢʦʪʦ ʟʘʧʣʘʱʘʥʝ ʩʲʱʦ ʝ ʧʨʠʯʠʥʘ ʟʘ ʢʦʥʬʣʠʢʪʠ ʚ 

ʫʯʠʣʠʱʝʪʦ.  
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11. ʉʢʣʦʥʝʥ ʣʠ ʩʪʝ ʜʘ ʧʨʠʝʤʝʪʝ, ʯʝ ʢʦʤʧʨʦʤʠʩʲʪ  ʩ ɺʘʰʠʪʝ ʣʠʯʥʠ ʮʝʣʠ ʚ 

ʠʤʝʪʦ ʥʘ ʮʝʣʠʪʝ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʝ ʥʘʡ-ʫʜʘʯʥʠʷʪ ʥʘʯʠʥ ʟʘ ʩʧʨʘʚʷʥʝ ʩ 

ʢʦʥʬʣʠʢʪʠʪʝ ʚ ʥʝʷ:                ʘ) ʥʝ, ʥʝ ʩʲʤ ʩʲʛʣʘʩʝʥ 2 ï 11%; ʙ) ʧʦʥʷʢʦʛʘ ʜʦʧʫʩʢʘʤ 14 ï 

78%; ʚ) ʨʝʜʦʚʥʦ ʛʦ ʜʦʧʫʩʢʘʤ 2 ï 11%;                  ʛ) ʜʘ, ʤʥʦʛʦ ʯʝʩʪʦ ʜʦʧʫʩʢʘʤ 0%. ʆʪ 

ʦʪʛʦʚʦʨʠʪʝ ʥʘ ʚʲʧʨʦʩʘ ʩʝ ʚʠʞʜʘ, ʯʝ ʤʥʦʛʦ ʦʪ ʘʥʢʝʪʠʨʘʥʠʪʝ ʜʦʧʫʩʢʘʪ (78%) ʧʦʥʷʢʦʛʘ 

ʜʦʧʫʩʢʘʪ ʢʦʤʧʨʦʤʠʩ ʩ ʮʝʣ ʧʦʜʜʲʨʞʘʥʝ ʥʘ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠʪʝ ʮʝʣʠ. ʉ Ăʨʝʜʦʚʥʦ 

ʜʦʧʫʩʢʘʤò ï ʦʪʛʦʚʘʨʷʪ 11%, ʠ Ăʥʝ ʩʲʤ ʩʲʛʣʘʩʝʥò ʩʘ ʧʨʝʜʧʦʯʝʣʠ ʢʘʪʦ ʦʪʛʦʚʦʨ ʩʲʱʦ 11%. 

ʈʝʟʫʣʪʘʪʠʪʝ ʥʘ ʪʦʟʠ ʚʲʧʨʦʩ ʧʦʢʘʟʚʘʪ ʚʠʩʦʢʦ ʨʘʚʥʠʱʝ ʥʘ ʦʨʛʘʥʠʟʘʮʠʦʥʥʘ ʢʫʣʪʫʨʘ. 

12. ʂʘʢ ʨʝʘʛʠʨʘʪʝ, ʘʢʦ ʩʪʝ ʛʫʙʝʱʘ ʩʪʨʘʥʘ ʧʦ ʚʨʝʤʝ ʥʘ ʢʦʥʬʣʠʢʪ: ʘ) ʚʲʧʨʝʢʠ 

ʚʩʠʯʢʦ ʧʨʦʜʲʣʞʘʚʘʤ ʜʘ ʦʪʩʪʦʷʚʘʤ ʧʦʟʠʮʠʷʪʘ ʩʠ 5- 28%; ʙ) ʦʪʢʘʟʚʘʪʝ ʩʝ  ʦʪ ʩʧʦʨʘ; 8 ï 

44%; ʚ) ʧʨʦʜʲʣʞʘʚʘʪʝ  ʫʯʘʩʪʠʝʪʦ ʚ ʢʦʥʬʣʠʢʪʘ ʠ ʪʲʨʩʠʪʝ ʥʦʚʠ ʘʨʛʫʤʝʥʪʠ, ʩʲʤʠʰʣʝʥʠʮʠ - 

0%;  ʛ) ʷʜʦʩʚʘʪʝ ʩʝ ʥʘ ʩʝʙʝ ʩʠ; 5 ï 28%. ʀʥʪʝʨʝʩʥʠ ʩʘ ʨʝʟʫʣʪʘʪʠʪʝ, ʧʦʣʫʯʝʥʠ ʥʘ ʚʲʧʨʦʩʘ: 

Ăʘʢʦ ʩʪʝ ʛʫʙʝʱʘ ʩʪʨʘʥʘ ʚ ʢʦʥʬʣʠʢʪʘò - 44% ʦʪʛʦʚʘʨʷʪ, ʯʝ ʩʝ ʦʪʢʘʟʚʘʪ, ʢʦʝʪʦ ʟʥʘʯʠ, ʯʝ 

ʭʦʨʘʪʘ ʧʨʝʜʧʦʯʠʪʘʪ ʜʘ ʛʫʙʷʪ, ʥʦ ʜʘ ʥʷʤʘ ʩʧʦʨ ʠ ʢʦʥʬʣʠʢʪ. ɺʝʨʦʷʪʥʦ ʪʨʷʙʚʘ ʜʘ ʩʝ ʨʘʙʦʪʠ 

ʚ ʧʦʩʦʢʘ ʥʘ ʩʲʟʜʘʚʘʥʝ ʥʘ ʧʦ-ʚʠʩʦʢʦ ʨʘʚʥʠʱʝ ʥʘ ʨʘʟʚʠʪʠʝ ʥʘ ʢʦʥʬʣʠʢʪʦʣʦʛʠʯʥʘ 

ʢʦʤʧʝʪʝʥʪʥʦʩʪ ʧʦ ʩʤʠʩʲʣʘ ʥʘ ʪʦʚʘ, ʯʝ ʢʦʥʬʣʠʢʪʲʪ ʪʨʷʙʚʘ ʜʘ ʩʝ ʚʲʟʧʨʠʝʤʘ ʧʦ-ʩʢʦʨʦ ʢʘʪʦ 

ʟʥʘʢ ʟʘ ʧʨʦʤʷʥʘ. ɿʘ ʜʘ ʥʝ ʩʝ ʧʨʝʞʠʚʷʚʘ ʟʘʛʫʙʘʪʘ ʢʘʪʦ ʣʠʯʝʥ ʥʝʫʩʧʝʭ. ʄʘʣʢʦ ʭʦʨʘ 

ʧʨʦʜʲʣʞʘʚʘʪ ʥʘʧʨʝʜ. 

13. ʆʩʚʝʥ ʧʨʦʬʝʩʠʦʥʘʣʥʠ ʢʦʥʪʘʢʪʠ ʧʦʜʜʲʨʞʘʪʝ ʣʠ ʠ ʣʠʯʥʠ ʪʘʢʠʚʘ ʩ 

ɺʘʰʠʪʝ ʢʦʣʝʛʠ:                  ʘ) ɼʘ, ʩ ʛʦʣʷʤʘ ʯʘʩʪ; 7 ï 39%; ʙ) ʅʝ. 2 ï 11%; ʚ) ɼʘ, ʩ ʤʘʣʢʘ 

ʯʘʩʪ 6 ï 33%; ʛ) ʇʦʥʷʢʦʛʘ 3 ï 17%. ʆʩʚʝʥ ʧʨʦʬʝʩʠʦʥʘʣʥʠ ʢʦʥʪʘʢʪʠ 39% ʦʪ ʘʥʢʝʪʠʨʘʥʠʪʝ 

ʧʦʜʜʲʨʞʘʪ ʠ ʣʠʯʥʠ ʢʦʥʪʘʢʪʠ ʩ ʢʦʣʝʛʠʪʝ ʩʠ, 33% - ʩ ʤʘʣʢʘ ʯʘʩʪ ʦʪ ʪʷʭ, 17% - ʦʪʛʦʚʘʨʷʪ, 

ʯʝ ʠʟʚʲʥ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ ʥʝ ʧʦʜʜʲʨʞʘʪ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷ ʩ ʢʦʣʝʛʠʪʝ. ʉʧʦʨʝʜ ʥʘʩ 

ʪʝʥʜʝʥʮʠʷʪʘ, ʢʦʷʪʦ ʦʯʝʨʪʘʚʘʪ ʪʝʟʠ ʨʝʟʫʣʪʘʪʠ ʝ ʧʦʟʠʪʠʚʥʘ. ʀʟʚʦʜʠʪʝ ʥʘʩʦʯʚʘʪ, ʯʝ 

ʥʝʟʘʚʠʩʠʤʦ ʦʪ ʚʲʟʥʠʢʚʘʱʠʪʝ ʢʦʥʬʣʠʢʪʠ ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ ʥʝʬʦʨʤʘʣʥʠʪʝ ʦʪʥʦʰʝʥʠʷ 

ʟʘ 40 % ʦʪ ʧʝʨʩʦʥʘʣʘ ʩʘ ʩʠʣʥʠ ʠ ʚʘʣʠʜʥʠ ʠ ʠʟʚʲʥ ʨʘʙʦʪʥʦʪʦ ʚʨʝʤʝ. 

14. ɺʘʰʠʷʪ ʜʠʨʝʢʪʦʨ ʠʟʣʘʛʘ ʩʚʦʷ ʧʦʟʠʮʠʷ ʧʦ ʚʨʝʤʝ ʥʘ ʢʦʥʬʣʠʢʪ, ʢʦʷʪʦ ʥʝ 

ʩʲʦʪʚʝʪʩʪʚʘ ʥʘ ɺʘʰʠʪʝ ʦʯʘʢʚʘʥʠʷ. ʑʝ ʠʟʢʘʞʝʪʝ ʣʠ ʥʝʩʲʛʣʘʩʠʝ? ʘ) ɼʘ, ʩʘʤʦ ʘʢʦ 

ʠʤʘʤ ʧʦʜʢʨʝʧʘ ʠ ʦʪ ʜʨʫʛʠ ʢʦʣʝʛʠ; 1 -  6%; ʙ) ʅʝʟʘʚʠʩʠʤʦ ʦʪ ʚʩʠʯʢʦ ʘʟ ʱʝ ʟʘʱʠʪʘʚʘʤ 

ʩʦʙʩʪʚʝʥʠʪʝ ʩʠ ʨʘʟʙʠʨʘʥʠʷ; 8 ï 44%; ʚ ) ʑʝ ʩʠ ʟʘʤʲʣʯʘ.9 ï 50%; ʛ)  ʥʝ, ʧʦʨʘʜʠ ʩʪʨʘʭ ï 

0%. ʀʥʪʝʨʝʩʥʠ ʩʘ ʨʝʟʫʣʪʘʪʠʪʝ ʥʘ ʪʦʟʠ ʚʲʧʨʦʩ. ɸʢʦ ʚʘʰʝʪʦ ʤʥʝʥʠʝ ʩʝ ʨʘʟʣʠʯʘʚʘ ʦʪ ʪʦʚʘ 

ʥʘ ʜʠʨʝʢʪʦʨʘ, ʱʝ ʩʠ ʧʨʝʤʲʣʯʠʪʝ ʣʠ - 50% ʦʪʛʦʚʘʨʷʪ ʩ  Ăʱʝ ʩʠ ʟʘʤʲʣʯʘò. ɼʘʣʠ ʪʝʟʠ 

ʧʨʦʮʝʥʪʠ ʛʦʚʦʨʷʪ ʟʘ ʧʦʩʪʠʛʥʘʪʦ ʚʠʩʦʢʦ ʥʠʚʦ ʥʘ ʜʠʩʮʠʧʣʠʥʘ, ʠʣʠ ʦʪʛʦʚʦʨʠʣʠʪʝ ʪʘʢʘ 

ʟʥʘʷʪ, ʯʝ ʥʷʤʘ ʩʤʠʩʲʣ ʜʘ ʩʝ ʠʟʢʘʟʚʘ ʣʠʯʥʘ ʧʦʟʠʮʠʷ? ɺʩʝ ʧʘʢ ʙʣʠʟʦ ʧʦʣʦʚʠʥʘʪʘ 

ʘʥʢʝʪʠʨʘʥʠ, 44%  ʠʟʙʠʨʘʪ ʜʘ ʦʪʩʪʦʷʚʘʪ ʩʦʙʩʪʚʝʥʠʪʝ ʩʠ ʧʦʟʠʮʠʠ. ʉ ʨʠʩʢ ʜʘ ʩʝ ʨʘʟʧʘʣʚʘʪ 

ʥʦʚʠ ʢʦʥʬʣʠʢʪʠ, ʥʦ ʜʘ ʩʝ ʧʦʩʪʠʛʥʝ ʠʩʪʠʥʘʪʘ.     15. ɼʦʩʝʛʘ 

ʦʙʫʯʘʚʘʥʠ ʣʠ ʩʪʝ ʚ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʠ ʚ ʨʘʙʦʪʥʘ ʠʣʠ ʫʯʝʙʥʘ ʩʨʝʜʘ:  ʘ) ʜʘ, 

ʦʙʫʯʘʚʘʥ ʩʲʤ ʚ ʩʧʝʮʠʘʣʠʟʠʨʘʥʠ ʢʫʨʩʦʚʝ 2 ï 11%; ʙ) ʯʘʩʪʠʯʥʦ ʩʣʝʜ ʫʯʠʣʠʱʝ 1 ï 6%;  ʚ) 

ʩʘʤ(ʘ) ʩʝ ʦʙʫʯʘʚʘʤ 50%; ʛ) ʥʠʢʦʛʘ 0%. 
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ʆʩʥʦʚʥʠ ʠʟʚʦʜʠ ʦʪ ʠʟʩʣʝʜʚʘʥʝʪʦ ʠ ʜʠʩʢʫʩʠʷ 

ʉʨʘʚʥʠʪʝʣʝʥ ʘʥʘʣʠʟ ʥʘ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ ʘʥʢʝʪʘʪʘ ʩ ʫʯʠʪʝʣʠʪʝ 

ʇʨʦʫʯʚʘʥʝ ʚ 

ʧʨʦʬʝʩʠʦʥʘʣʥʘʪʘ 

ʛʠʤʥʘʟʠʷ 

ʉʪʘʥʦʚʠʱʝ ʥʘ ʘʚʪʦʨʠʪʝ ʇʨʦʙʣʝʤʥʠ ʧʦʣʝʪʘ ʚ 

ʠʟʩʣʝʜʚʘʥʘʪʘ ʦʨʛʘʥʠʟʘʮʠʷ 

- ʂʦʥʬʣʠʢʪʠʪʝ ʩʘ 

ʥʘ 

ʧʨʦʬʝʩʠʦʥʘʣʥʘ 

ʦʩʥʦʚʘ; 

 

 

 

 

 

- ɼʠʨʝʢʪʦʨʲʪ 

ʥʠʢʦʛʘ ʥʝ ʩʲʟʜʘʚʘ 

ʢʦʥʬʣʠʢʪʠ ʜʘ 

ʤʦʪʠʚʠʨʘ 

ʢʦʣʝʛʠʪʝ; 

 

 

 

- ʅʘʡ-ʯʝʩʪʠʪʝ 

ʢʦʥʬʣʠʢʪʠ ʩʘ 

ʫʯʠʪʝʣ ï ʫʯʠʪʝʣ; 

 

 

 

 

 

- ʇʨʝʜʧʦʯʠʪʘʪ ʜʘ 

ʦʪʩʪʲʧʷʪ ʠ ʥʝ ʠʤ 

ʝ ʧʨʠʷʪʥʦ ʜʘ 

ʚʦʜʷʪ ʩʧʦʨ; 

 

 

 

 

- 50% ʦʪ 

ʫʯʘʩʪʥʠʮʠʪʝ 

ʫʯʘʩʪʚʘʣʠ  ʚ 

ʩʧʦʨ; 

 

 

 

 

 

 

 

- ʥʘʡ-ʯʝʩʪʦ ʩʨʝʱʘʥʠʪʝ 

ʪʠʧʦʚʝ ʢʦʥʬʣʠʢʪʠ ʚ 

ʦʨʛʘʥʠʟʘʮʠʠʪʝ ʩʘ 

ʤʝʞʜʫʣʠʯʥʦʩʪʥʠʪʝ ʠ 

ʤʝʞʜʫʛʨʫʧʦʚʠʪʝ. 

 

 

 

 

- ʦʨʠʝʥʪʠʨʘʥʦʩʪ ʯʨʝʟ ʢʘʢʚʠ 

ʩʨʝʜʩʪʚʘ (ʠʤʝʥʥʦ ʟʥʘʥʠʷ ʠ 

ʫʤʝʥʠʷ) ʩʝ ʠʟʚʲʨʰʚʘ 

ʫʧʨʘʚʣʷʚʘʥʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪ 

 

- ʇʝʜʘʛʦʛʠʯʝʩʢʠʷʪ ʢʦʥʬʣʠʢʪ 

ʚʲʟʥʠʢʚʘ ʚʲʨʭʫ ʦʩʥʦʚʘʪʘ ʥʘ 

ʦʙʝʢʪʠʚʥʠʪʝ ʫʩʣʦʚʠʷ ʩ 

ʚʢʣʶʯʚʘʥʝ ʥʘ ʩʫʙʝʢʪʠʚʥʠʷ 

ʬʘʢʪʦʨ; 

 

 

- ʦʙʠʯʘʡʥʦʪʦ 

ʠʤ ʧʦʚʝʜʝʥʠʝ ʝ ʙʷʛʩʪʚʦ ʦʪ 

ʢʦʥʬʣʠʢʪʘ, ʩʝ ʧʦʪʚʲʨʞʜʘʚʘ 

ʦʯʘʢʚʘʥʝʪʦ, ʯʝ ʢʦʥʬʣʠʢʪʲʪ 

ʧʨʠʦʨʠʪʝʪʥʦ ʩʝ ʚʲʟʧʨʠʝʤʘ ʢʘʪʦ 

ʥʝʛʘʪʠʚʥʦ ʷʚʣʝʥʠʝ.  

 

- ʂʦʥʬʣʠʢʪʲʪ ʥʘʨʫʰʘʚʘ 

ʨʫʪʠʥʥʠʷ ʥʘʯʠʥ ʥʘ ʞʠʚʦʪ, 

ʨʘʟʢʨʠʚʘ ʥʘʰʘʪʘ 

ʫʷʟʚʠʤʦʩʪ, ʥʘʰʘʪʘ ʩʣʘʙʦʩʪ, 

ʧʦʥʷʢʦʛʘ ʥʘʰʝʪʦ ʥʝʫʤʝʥʠʝ, 

ʥʘʰʠʷ ʩʪʨʘʭ ʦʪ 

ʧʨʦʪʠʚʦʧʦʩʪʘʚʷʥʝ, ʥʘʰʠʪʝ 

ʦʩʲʟʥʘʪʠ ʠʣʠ ʥʝʦʩʲʟʥʘʪʠ 

ʦʧʠʩʘʥʠʷ ʜʘ ʥʝ ʩʪʘʥʝ ʧʦ-

ʣʦʰʦ, ʥʘʰʘʪʘ ʙʦʷʟʲʥ, ʯʝ ʱʝ 

ʟʘʛʫʙʠʤ ʥʝʱʦ ʠʣʠ ʥʷʢʦʛʦ 

 

 

 

- ʦʪ ʪʠʧʘ Ăʬʦʨʤʘʣʠʟʘʮʠʷ ʥʘ 

ʦʪʥʦʰʝʥʠʷʪʘò ï ʧʨʠ ʥʝʛʦ 

 - ʠʥʠʮʠʘʪʠʚʥʦʩʪ, ʨʝʰʠʪʝʣʥʦʩʪ, 

ʛʲʚʢʘʚʦʩʪ, ʫʤʝʥʠʝ ʟʘ ʪʦʯʥʦ 

ʬʦʨʤʫʣʠʨʘʥʝ ʥʘ ʮʝʣʠʪʝ, ʫʤʝʥʠʝ 

ʟʘ ʩʲʟʜʘʚʘʥʝ ʥʘ ʭʘʨʤʦʥʠʯʥʘ 

ʦʙʩʪʘʥʦʚʢʘ ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ, 

ʣʠʯʥʦ ʦʙʘʷʥʠʝ ʠ 

ʢʦʤʫʥʠʢʘʪʠʚʥʦʩʪ ʩ ʧʝʨʩʦʥʘʣʘ. 

 - ʆʩʥʦʚʝʥ ʧʨʠʥʮʠʧ:  ʭʦʣʠʟʲʤ ï 

ʦʙʱ, ʥʦ ʝʜʠʥʝʥ ʧʦʜʭʦʜ ʚ 

ʤʥʦʛʦʦʙʨʘʟʠʝʪʦ ï ʦʪʜʝʣʷʥʝ, 

ʘʥʘʣʠʟ, ʨʘʟʧʦʟʥʘʚʘʥʝ. 

 - ʍʘʨʘʢʪʝʨʠʩʪʠʯʝʥ ʤʦʜʝʣ ï 

ʩʧʦʩʦʙʥʦʩʪʪʘ ʥʘ ʤʝʥʠʜʞʲʨʘ ʜʘ 

ʧʨʝʜʚʠʞʜʘ, ʜʘ ʨʝʛʫʣʠʨʘ ʠ ʜʘ 

ʫʧʨʘʚʣʷʚʘ ʨʘʟʨʝʰʘʚʘʥʝʪʦ ʥʘ 

ʢʦʥʬʣʠʢʪʠ ʚ ʦʨʛʘʥʠʟʘʮʠʷʪʘ; ʜʘ 

ʧʨʝʦʙʨʘʟʫʚʘ ʜʝʩʪʨʫʢʪʠʚʥʠʪʝ 

ʬʫʥʢʮʠʠ ʚ ʧʦʟʠʪʠʚʥʠ. 

 - ʄʝʞʜʫʛʨʫʧʦʚ ʢʦʥʬʣʠʢʪ ï ʤʦʞʝ 

ʜʘ ʚʲʟʥʠʢʥʝ ʤʝʞʜʫ ʬʦʨʤʘʣʥʠ 

ʛʨʫʧʠ,ʤʝʞʜʫ ʥʝʬʦʨʤʘʣʥʠ ʛʨʫʧʠ, 

ʤʝʞʜʫ ʥʝʬʦʨʤʘʣʥʠ ʠ ʬʦʨʤʘʣʥʠ 

ʛʨʫʧʠ. 

  

 - ʂʦʥʬʣʠʢʪʠʪʝ ʤʝʞʜʫ ʭʦʨʘʪʘ, 

ʨʘʙʦʪʝʱʠ ʟʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʦʙʱʘ 

ʮʝʣ, ʤʦʛʘʪ ʜʘ ʧʦʚʠʰʘʪ 

ʧʨʦʠʟʚʦʜʠʪʝʣʥʦʩʪʪʘ ʥʘ ʪʨʫʜʘ, ʪʲʡ 

ʢʘʪʦ ʨʘʟʥʦʛʣʘʩʠʷʪʘ ʚʦʜʷʪ ʜʦ 

ʧʦʜʨʦʙʥʦʪʦ ʠʤ ʨʘʟʛʣʝʞʜʘʥʝ ʠ ʜʦ 

ʠʟʙʦʨ ʥʘ ʥʘʡ-ʦʧʪʠʤʘʣʥʘʪʘ 

ʘʣʪʝʨʥʘʪʠʚʘ. ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, 

ʢʦʥʬʣʠʢʪʲʪ ʧʨʝʜʧʦʣʘʛʘ ʚʟʘʠʤʥʦ 

ʦʧʦʟʥʘʚʘʥʝ, ʦʩʲʟʥʘʚʘʥʝ ʥʘ 

ʩʦʙʩʪʚʝʥʠʷ ʠ ʯʫʞʜʠʷ ʠʥʪʝʨʝʩ. 

ʊʦʡ ʫʯʠ ʥʘ ʪʲʨʧʠʤʦʩʪ, 

ʪʦʣʝʨʘʥʪʥʦʩʪ, ʦʪʩʪʲʧʯʠʚʦʩʪ ʠ 

ʢʦʤʧʨʦʤʠʩʠ. ɺ ʪʦʟʠ ʩʤʠʩʲʣ, 

ʢʦʥʬʣʠʢʪʲʪ ʚ ʠʟʚʝʩʪʥʠ ʛʨʘʥʠʮʠ ʝ 

ʠ ʞʝʣʘʪʝʣʝʥ. 

ʇʝʪʪʝ ʝʣʝʤʝʥʪʘ ʟʘ ʝʤʦʮʠʦʥʘʣʥʘ 

ʠʥʪʝʣʠʛʝʥʪʥʦʩʪ ʥʘ ɼ. ɻʦʣʤʘʥ: - 

ʩʘʤʦʦʩʲʟʥʘʪʦʩʪ, ʩʘʤʦʨʝʛʫʣʘʮʠʷ, 

ʤʦʪʠʚʘʮʠʷ, ʝʤʧʘʪʠʷ, ʩʦʮʠʘʣʥʠ 
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- 56% - 

ʢʦʥʬʣʠʢʪʲʪ ʥʝ 

ʚʣʠʷʝ ʥʘ ʨʘʙʦʪʘʪʘ 

ʠʤ ʩ ʜʝʮʘ; 

- ʂʦʥʬʣʠʢʪʲʪ ʥʝ 

ʚʣʠʷʝ ʥʘ 

ʚʟʘʠʤʦʦʪʥʦʰʝʥʠ

ʷʪʘ ʚ ʩʝʤʝʡʩʪʚʦʪʦ 

ʠʤ; 

 

 

 

 

- 50% - ʜʠʨʝʢʪʦʨʲʪ 

ʟʘʝʤʘ ʩʪʨʘʥʘ ʚ 

ʢʦʥʬʣʠʢʪʘ; 

 

- ʊʲʨʩʷʪ 

ʩʲʜʝʡʩʪʚʠʝ ʦʪ 

ʜʠʨʝʢʪʦʨʘ; 

 

 

 

 

 

- ʅʘʡ-ʯʝʩʪʘ 

ʩʨʝʱʘʥʘʪʘ 

ʧʨʠʯʠʥʘ ʚ 

ʢʦʥʬʣʠʢʪʘ ʝ 

ʚʲʟʨʘʩʪʪʘ; 

 

 

- 78% ʧʨʘʚʷʪ 

ʢʦʤʧʨʦʤʠʩ ʚ 

ʠʤʝʪʦ ʥʘ ʮʝʣʠʪʝ 

 

 

 

 

44% ʦʪʢʘʟʚʘʪ ʜʘ 

ʫʯʘʩʪʚʘʪ ʚ ʢʦʥʬʣʠʢʪ, 

ʘʢʦ ʩʘ ʛʫʙʝʱʘ ʩʪʨʘʥʘ; 

39% ʧʦʜʜʲʨʞʘʪ ʣʠʯʥʠ 

ʢʦʥʪʘʢʪʠ; 

50% ʦʪ ʫʯʘʩʪʥʠʮʠʪʝ 

ʥʝ ʩʘ ʦʙʫʯʘʚʘʥʠ ʟʘ 

ʠʟʣʠʟʘʥʝ ʦʪ 

ʢʦʥʬʣʠʢʪʥʘ ʩʠʪʫʘʮʠʷ. 

ʢʨʲʛʲʪ ʦʪ ʨʘʟʥʦʛʣʘʩʠʷ ʩʝ 

ʨʘʟʰʠʨʷʚʘ ʠ ʫʯʘʩʪʥʠʮʠʪʝ ʚ 

ʢʦʥʬʣʠʢʪʘ ʥʝ ʚʷʨʚʘʪ, ʯʝ 

ʤʦʞʝ ʜʘ ʩʝ ʩʪʠʛʥʝ ʜʦ 

ʢʦʥʩʝʥʩʫʩ. ʇʦʥʷʢʦʛʘ 

ʢʦʥʬʣʠʢʪʲʪ ʩʝ ʧʨʝʭʚʲʨʣʷ 

ʢʲʤ ʪʨʝʪʘ ʩʪʨʘʥʘ ï 

ʨʲʢʦʚʦʜʩʪʚʦʪʦ ʠʣʠ 

ʢʦʣʝʢʪʠʚʘ, ʢʦʝʪʦ ʚʦʜʠ ʜʦ 

ʪʨʫʜʥʦʪʦ ʤʫ ʨʘʟʨʝʰʘʚʘʥʝ; 

 

 

- ʢʦʥʬʣʠʢʪʠʪʝ ʧʨʠʩʲʩʪʚʘʪ ʚ 

ʫʯʠʣʠʱʥʘʪʘ ʦʙʱʥʦʩʪ, 

ʢʦʷʪʦ ʦʙʝʜʠʥʷʚʘ ʭʦʨʘ ʩ 

ʨʘʟʣʠʯʥʘ ʚʲʟʨʘʩʪʠ ʠ ʦʧʠʪ ʠ 

ʚʲʟʧʨʦʠʟʚʝʞʜʘ ʚʩʠʯʢʠ 

ʢʣʶʯʦʚʠ ʪʝʥʜʝʥʮʠʠ ʥʘ 

ʩʦʮʠʘʣʥʦʪʦ ʨʘʟʚʠʪʠʝ. 

 

- ʂʦʤʧʨʦʤʠʩ ï ʩʨʝʜʝʥ 

ʚʘʨʠʘʥʪ, ʧʨʠ ʢʦʡʪʦ ʚʩʷʢʘ ʦʪ 

ʩʪʨʘʥʠʪʝ ʦʪʩʪʲʧʚʘ ʦʪ 

ʧʦʟʠʮʠʠʪʝ ʩʠ ʚ ʠʤʝʪʦ ʥʘ 

ʩʲʛʣʘʩʠʝʪʦ  

- ʀʟʭʦʜʲʪ ʦʪ ʢʦʥʬʣʠʢʪ ʥʘ 

ʤʫʞʜʫʛʨʫʧʦʚʦ ʨʘʚʥʠʱʝ 

ʩʨʝʜ ʫʯʠʪʝʣʠʪʝ ʟʘʚʠʩʠ ʦʪ 

ʙʘʣʘʥʩʘ ʥʘ Ăʥʘʰʠò ʠ 

Ăʯʫʞʜʠò ʧʨʠʦʨʠʪʝʪʠ, ʢʘʢʪʦ 

ʠ ʦʪ ʦʩʲʟʥʘʚʘʥʝʪʦ ʥʘ 

ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʟʘ 

ʥʘʩʦʯʚʘʥʝ ʚʥʠʤʘʥʠʝʪʦ ʥʘ 

ʛʨʫʧʘʪʘ ʢʘʪʦ ʮʷʣʦ ʢʲʤ 

ʭʦʨʘʪʘ ʚ ʥʝʷ, ʯʨʝʟ ʢʦʠʪʦ ʪʷ 

ʠʟʛʨʘʞʜʘ ʩʚʦʷ ʦʙʣʠʢ. 

 

- ʦʪ ʪʠʧʘ Ăʧʩʠʭʦʣʦʛʠʯʝʩʢʠ 

ʘʥʪʘʛʦʥʠʟʲʤò ï ʧʨʠ ʥʝʛʦ 

ʩʪʨʘʥʠʪʝ ʩʘ ʦʪʢʨʠʪʦ ʚʨʘʞʜʝʙʥʠ 

ʝʜʥʘ ʢʲʤ ʜʨʫʛʘ ʠ ʥʝ ʧʨʘʚʷʪ 

ʦʧʠʪʠ ʜʘ ʩʝ ʩʧʦʨʘʟʫʤʝʷʪ. ʊʦʚʘ 

ʧʨʘʚʠ ʨʘʟʨʝʰʘʚʘʥʝʪʦ ʥʘ 

ʢʦʥʬʣʠʢʪʘ ʠʟʢʣʶʯʠʪʝʣʥʦ 

ʪʨʫʜʥʦ. 

 

ʫʤʝʥʠʷ. 

- ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ 

ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʤʝʞʜʫ 

ʩʪʨʘʥʠʪʝ ʚ ʢʦʥʬʣʠʢʪʘ ï ʪʦʚʘ 

ʝ ʝʜʠʥ ʦʪ ʥʘʡ-ʝʬʝʢʪʠʚʥʠʪʝ 

ʩʪʠʣʦʚʝ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʠ 

ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʥʘ 

ʩʠʪʫʘʮʠʷ.  

-  ʣʠʯʥʠʪʝ ʢʘʯʝʩʪʚʘ ʥʘ 

ʜʠʨʝʢʪʦʨʘ ʠ ʥʝʛʦʚʠʪʝ 

ʫʧʨʘʚʣʝʥʩʢʠ ʫʤʝʥʠʷ. 

ʇʦʜʭʦʜʷʱʦ ʚ ʩʣʫʯʘʷ ʝ 

ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʪ.ʥʘʨ.   

ʉʦʢʨʘʪʦʚ ʤʝʪʦʜ, ʧʨʠ ʢʦʡʪʦ 

ʨʘʟʛʦʚʦʨʲʪ ʩʝ ʥʘʩʦʯʚʘ ʢʲʤ ʪʝʟʠ 

ʩʪʨʘʥʠ, ʢʲʜʝʪʦ ʠʤʘ ʝʜʠʥʦʤʠʩʣʠʝ. 

ʊʦʚʘ ʧʦʤʘʛʘ ʥʘ ʦʧʦʥʝʥʪʠʪʝ ʦʱʝ ʚ 

ʥʘʯʘʣʦʪʦ ʜʘ ʩʝ ʥʘʩʪʨʦʷʪ 

ʜʦʙʨʦʞʝʣʘʪʝʣʥʦ ʢʲʤ ʜʦʚʦʜʠʪʝ ʥʘ 

ʩʨʝʱʫʧʦʣʦʞʥʘʪʘ ʩʪʨʘʥʘ. 

ʇʦʩʣʝʜʩʪʚʠʷʪʘ ʦʪ ʩʣʝʜʚʘʥʝʪʦ ʥʘ 

ʪʦʟʠ ʩʪʠʣ ʧʨʠ ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ 

ʢʦʥʬʣʠʢʪʘ ʩʘ ʢʦʥʩʪʨʫʢʪʠʚʥʠ. 

 

- ʚʝʨʦʷʪʝʥ ʠʟʭʦʜ ï ʙʝʟ ʛʫʙʝʱʠ 

 

- ʂʦʥʬʣʠʢʪʲʪ ʚ ʫʯʠʪʝʣʩʢʠʷ 

ʢʦʣʝʢʪʠʚ ʤʥʦʛʦ ʯʝʩʪʦ ʦʧʠʨʘ 

ʜʦ ʣʠʯʥʠʷ ʘʚʪʦʨʠʪʝʪ, ʧʨʠ 

ʢʦʡʪʦ ʨʝʰʘʚʘʱʘ ʝ ʥʝ 

ʩʦʮʠʘʣʥʘʪʘ ʨʦʣʷ, ʘ ʫʩʧʝʭʲʪ 

ʥʘ ʢʦʥʢʨʝʪʥʠʷ ʠʥʜʠʚʠʜ. 

ʂʦʥʬʣʠʢʪ ʠʤʘ ʥʝ ʢʦʛʘʪʦ 

ʘʚʪʦʨʠʪʝʪʲʪ ʝ ʫʙʝʜʠʪʝʣʝʥ, ʘ 

ʢʦʛʘʪʦ ʪʦʡ ʝ ʘʙʩʦʣʶʪʠʟʠʨʘʣ 

ʠʩʪʠʥʘʪʘ, ʟʘʙʨʘʚʷʡʢʠ, ʯʝ ʝ 

ʦʙʚʲʨʟʘʥ ʩʲʩ ʩʠʩʪʝʤʘ ʦʪ 

ʠʜʝʠ, ʘ ʪʷ ʩʲʜʲʨʞʘ ʚ ʩʝʙʝ ʩʠ 

ʚʲʟʤʦʞʥʦʩʪʪʘ ʟʘ ʜʠʩʢʫʩʠʷ ʠ 

ʢʨʠʪʠʮʠʟʲʤ 

 

- ʢʦʥʬʣʠʢʪʥʠ ʩʠʛʥʘʣʠ: ʨʘʟʨʠʚ 

ʥʘ ʦʪʥʦʰʝʥʠʷ, ʥʘʧʨʝʞʝʥʠʝ, 

ʥʝʜʦʨʘʟʫʤʝʥʠʝ, ʜʠʩʢʦʤʬʦʨʪ, 

ʩʚʘʜʠ, ʢʘʚʛʠ, ʩʢʘʨʚʘʥʠʷ. 



153 
 

         ɸʥʘʣʠʟʲʪ ʥʘ ʨʝʟʫʣʪʘʪʠʪʝ ʥʘʩʦʯʚʘ ʢʲʤ ʩʣʝʜʥʠʪʝ ʠʟʚʦʜʠ: 

 

 1. ɺʩʠʯʢʠ ʫʯʠʪʝʣʠʪʝ, ʢʦʠʪʦ ʩʘ ʦʙʝʢʪ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ, ʩʘ ʙʠʣʠ ʫʯʘʩʪʥʠʮʠ  ʚ 

ʢʦʥʬʣʠʢʪʠ ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ. 

 2. ʉʧʦʨʝʜ ʘʥʢʝʪʠʨʘʥʠʪʝ ʫʯʠʪʝʣʠ ʥʘʡ-ʯʝʩʪʠʪʝ ʢʦʥʬʣʠʢʪʠ ʚ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷʪ 

ʢʦʣʝʢʪʠʚ ʩʘ ʤʝʞʜʫ ʛʨʫʧʘʪʘ ʫʯʠʪʝʣ - ʫʯʠʪʝʣ. 

 3. ʉʧʦʨʝʜ ʫʯʘʩʪʚʘʱʠʪʝ ʚ ʘʥʢʝʪʥʦʪʦ ʧʨʦʫʯʚʘʥʝ ʫʯʠʪʝʣʠ, ʢʦʥʬʣʠʢʪʠʪʝ, ʢʦʠʪʦ 

ʚʲʟʥʠʢʚʘʪ,  ʩʘ ʥʘ ʧʨʦʬʝʩʠʦʥʘʣʥʘ ʦʩʥʦʚʘ, ʥʦ ʤʥʦʛʦ ʯʝʩʪʦ ʧʨʝʤʠʥʘʚʘʪ ʚ ʣʠʯʥʠ ʢʦʥʬʣʠʢʪʠ. 

 4. ʂʦʥʬʣʠʢʪʠʪʝ ʥʘ ʨʘʙʦʪʥʦʪʦ ʤʷʩʪʦ ʥʝ ʚʣʠʷʷʪ ʥʘ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʝʪʦ ʚ 

ʩʝʤʝʡʩʪʚʘʪʘ ʥʘ ʫʯʘʩʪʚʘʱʠʪʝ ʚ ʘʥʢʝʪʥʦʪʦ ʧʨʦʫʯʚʘʥʝ ʫʯʠʪʝʣʠ, ʢʘʢʪʦ ʠ ʥʘ ʪʷʭʥʘʪʘ ʨʘʙʦʪʘ. 

  ʆʙʦʙʱʝʥʦ ʢʘʟʘʥʦ, ʟʘ ʫʩʧʝʰʥʦʪʦ ʫʧʨʘʚʣʝʥʠʝ ʠ ʨʝʰʘʚʘʥʝ ʥʘ ʢʦʥʬʣʠʢʪʘ ʝ 

ʥʝʦʙʭʦʜʠʤʦ ʜʠʨʝʢʪʦʨʲʪ ʜʦʙʨʝ ʜʘ ʝ ʧʨʦʫʯʠʣ ʠ ʧʦʟʥʘʚʘ ʧʨʠʯʠʥʠʪʝ ʟʘ ʥʝʛʦʚʦʪʦ 

ʚʲʟʥʠʢʚʘʥʝ, ʜʘ ʝ ʙʝʟʧʨʠʩʪʨʘʩʪʝʥ, ʜʘ ʧʦʜʧʦʤʘʛʘ ʩʨʝʱʫʧʦʣʦʞʥʠʪʝ ʩʪʨʘʥʠ ʩʘʤʠ ʜʘ ʩʪʠʛʥʘʪ 

ʜʦ ʨʝʰʝʥʠʝ, ʜʘ ʫʚʘʞʘʚʘ ʤʠʩʣʝʥʝʪʦ ʥʘ ʚʩʝʢʠ ʠ ʥʝʧʨʝʢʲʩʥʘʪʦ ʜʘ ʩʪʠʤʫʣʠʨʘ ʦʧʦʥʝʥʪʠʪʝ 

ʢʲʤ ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ. 
 

ɿʘʢʣʶʯʝʥʠʝ 

ʂʦʥʬʣʠʢʪʠʪʝ, ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʦʚʣʘʜʷʥʠ ʠ ʪʷʭʥʦʪʦ ʨʘʟʚʠʪʠʝ ʤʦʞʝ ʜʘ ʙʲʜʝ 

ʥʘʩʦʯʝʥʦ ʚ ʧʦʣʦʞʠʪʝʣʥʘ ʧʦʩʦʢʘ. ʊʝ ʤʦʛʘʪ ʜʘ ʩʝ ʦʢʘʞʘʪ ʥʝʦʙʭʦʜʠʤʠ, ʟʘ ʜʘ ʙʲʜʝ 

ʧʦʚʠʰʝʥʘ ʝʬʝʢʪʠʚʥʦʩʪʪʘ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ, ʘʢʦ ʢʦʤʧʝʪʝʥʪʥʦʩʪʪʘ ʝ ʚʦʜʝʱ ʬʘʢʪʦʨ ʧʨʠ 

ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʪʦʟʠ ʩʣʦʞʝʥ ʧʨʦʮʝʩ ʆʙʱʦʧʨʠʟʥʘʪʘ ʝ ʪʝʟʘʪʘ, ʯʝ ʩʲʚʨʝʤʝʥʥʦʪʦ ʦʙʱʝʩʪʚʦ 

ʝ ʢʦʥʬʣʠʢʪʦʛʝʥʥʦ ʪ.ʪ. ʪʦ ʥʝʧʨʝʢʲʩʥʘʪʦ ʥʘʪʨʫʧʚʘ ʠ ʧʦʨʘʞʜʘ ʢʦʥʬʣʠʢʪʠ. ʉʦʮʠʦʣʦʛʠʯʝʩʢʠ 

ʠʟʩʣʝʜʚʘʥʠʷ ʧʦʢʘʟʚʘʪ, ʯʝ ʙʨʦʷʪ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʧʦʩʪʦʷʥʥʦ ʥʘʨʘʩʪʚʘ. ʋʯʠʣʠʱʝʪʦ ʢʘʪʦ 

ʩʦʮʠʘʣʥʘ ʠʥʩʪʠʪʫʮʠʷ ʥʝ ʧʨʘʚʠ ʠʟʢʣʶʯʝʥʠʝ. ʋʯʠʣʠʱʥʠʪʝ ʢʦʥʬʣʠʢʪʠ ʷʚʥʠ ʠʣʠ ʩʢʨʠʪʠ 

ʧʨʠʩʲʩʪʚʘʪ ʚ ʥʘʰʝʪʦ ʝʞʝʜʥʝʚʠʝ ʠ ʥʝ ʝ ʚʲʟʤʦʞʥʦ ʜʘ ʛʠ ʠʟʙʝʛʥʝʤ. ʅʦ ʪʨʷʙʚʘ ʜʘ ʩʝ ʥʘʫʯʠʤ 

ʜʘ ʛʠ ʨʘʟʧʦʟʥʘʚʘʤʝ, ʧʨʝʜʫʩʝʱʘʤʝ, ʘʥʘʣʠʟʠʨʘʤʝ ʠ ʫʧʨʘʚʣʷʚʘʤʝ, ʟʘ ʜʘ ʤʦʞʝʤ ʜʘ ʧʦʣʫʯʠʤ 

ʥʘʡ- ʜʦʙʨʦʪʦ ʨʘʟʨʝʰʝʥʠʝ. ʅʝʦʙʭʦʜʠʤʦ ʝ ʫʩʠʣʠʷʪʘ ʜʘ ʩʝ ʩʲʩʨʝʜʦʪʦʯʘʪ ʢʲʤ ʪʷʭʥʦʪʦ 

ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝ, ʢʦʝʪʦ ʠʟʠʩʢʚʘ ʧʦʟʥʘʚʘʥʝ ʥʘ ʢʦʥʢʨʝʪʥʠʪʝ ʩʠʪʫʘʮʠʠ ʢʦʠʪʦ ʩʘ ʜʦʚʝʣʠ ʜʦ 

ʚʲʟʥʠʢʚʘʥʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʘ. ɺ ʜʠʧʣʦʤʥʘʪʘ ʨʘʙʦʪʘ ʨʘʟʛʣʝʜʘʭ ʩʲʱʥʦʩʪʪʘ, ʚʠʜʦʚʝʪʝ 

ʢʦʥʬʣʠʢʪʠ ʠ ʚʲʟʤʦʞʥʠʪʝ ʤʦʜʝʣʠ ʟʘ ʪʷʭʥʦʪʦ ʫʧʨʘʚʣʝʥʠʝ.    

ɺ ʟʘʢʣʶʯʝʥʠʝ ʥʘ ʚʩʠʯʢʦ ʥʘʧʠʩʘʥʦ ʜʦ ʪʫʢ ʤʦʛʘ ʜʘ ʧʦʩʦʯʘ, ʯʝ ʫʧʨʘʚʣʝʥʠʝʪʦ ʥʘ 

ʢʦʥʬʣʠʢʪʠʪʝ ʝ ʥʝ ʩʘʤʦ ʥʘʫʢʘ, ʥʦ ʠ ʠʟʢʫʩʪʚʦ, ʯʝ ʠʟʠʩʢʚʘ ʥʝ ʩʘʤʦ ʟʥʘʥʠʷ, ʥʦ ʠ ʪʘʣʘʥʪ. 

ʋʧʨʘʚʣʝʥʠʝʪʦ ʥʘ ʢʦʥʬʣʠʢʪʠʪʝ ʝ ʧʨʦʮʝʩ ʥʘ ʚʣʠʷʥʠʝ ʚʲʨʭʫ ʢʦʥʬʣʠʢʪʫʚʘʱʠʪʝ ʩʪʨʘʥʠ, 

ʢʦʡʪʦ ʟʘʚʠʩʠ ʦʪ ʩʪʘʜʠʷ, ʥʘ ʢʦʡʪʦ ʩʝ ʥʘʤʠʨʘ ʢʦʥʬʣʠʢʪʲʪ, ʦʪ ʦʙʝʢʪʘ ʥʘ ʢʦʥʬʣʠʢʪʘ, ʦʪ 

ʠʥʜʠʚʠʜʫʘʣʥʠʪʝ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʥʘ ʢʦʥʬʣʠʢʪʫʚʘʱʠʪʝ, ʦʪ ʢʦʥʢʨʝʪʥʘʪʘ ʩʠʪʫʘʮʠʷ, ʚ ʢʦʷʪʦ 

ʩʝ ʨʘʟʚʠʚʘ ʢʦʥʬʣʠʢʪʲʪ ʠ ʦʪ ʤʥʦʛʦ ʜʨʫʛʠ ʩʣʫʯʘʠ - ʠʥʜʠʨʝʢʪʝʥ, ʥʦ ʚʠʥʘʛʠ ʩ ʦʧʨʝʜʝʣʝʥʘ 

ʮʝʣ: ʟʘʧʘʟʚʘʥʝ ʥʘ ʨʘʚʥʦʚʝʩʥʦʪʦ ʩʲʩʪʦʷʥʠʝ ʥʘ ʫʧʨʘʚʣʷʚʘʱʘʪʘ ʩʠʩʪʝʤʘ ʯʨʝʟ 

ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝ ʥʘ ʧʦʪʝʥʮʠʘʣʥʠʪʝ, ʨʘʟʨʝʰʘʚʘʥʝ ʥʘ ʚʝʯʝ ʚʲʟʥʠʢʥʘʣʠʪʝ ʠ ʠʥʠʮʠʠʨʘʥʝ ʥʘ 

ʛʦʪʚʝʱʠ ʩʝ ʜʘ ʠʟʙʫʭʥʘʪ ʢʦʥʬʣʠʢʪʠ ʚ ʧʝʜʘʛʦʛʠʯʝʩʢʠʷ ʢʦʣʝʢʪʠʚ. 

 

          ʀʟʧʦʣʟʚʘʥʘ ʣʠʪʝʨʘʪʫʨʘ 
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ɸʥʪʦʥ ɸʪʘʥʘʩʦʚ, ʩʪʫʜʝʥʪ-ʤʘʛʠʩʪʲʨ ʧʦ ɹʠʟʥʝʩ ɸʜʤʠʥʠʩʪʨʘʮʠʷ ʚʲʚ ɺʠʩʰʝ 

ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  

      ɼʠʷʥ ɼʠʤʦʚ, ʧʨʝʧʦʜʘʚʘʪʝʣ ʚʲʚ ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  

 
Abstract.  Innovations in payment methods around the world is picking up speed and a 

developing country like Bulgaria has more to do to keep up the pace. Research has showed the 

direct relation between such innovations and economic prosperity. This study identifies which are 

the opportunities for further innovation in this sector and which might be the barriers ahead of this 

sector. 

Key words: payments, innovation, Bulgaria, banks, debit card, credit card 

 

ʈʝʟʶʤʝ: ʀʥʦʚʘʮʠʠʪʝ ʚ ʤʝʪʦʜʠʪʝ ʥʘ ʨʘʟʧʣʘʱʘʥʝ ʧʦ ʩʚʝʪʘ ʥʘʙʠʨʘʪ ʩʢʦʨʦʩʪ ʠ ʨʘʟʚʠʚʘʱʘ 

ʩʝ ʩʪʨʘʥʘ ʢʘʪʦ ɹʲʣʛʘʨʠʷ ʪʨʷʙʚʘ ʜʘ ʥʘʧʨʘʚʠ ʧʦʚʝʯʝ, ʟʘ ʜʘ ʧʦʜʜʲʨʞʘ ʪʝʤʧʦʪʦ. ʀʟʩʣʝʜʚʘʥʠʷʪʘ 

ʧʦʢʘʟʚʘʪ ʧʨʷʢʘʪʘ ʚʨʲʟʢʘ ʤʝʞʜʫ ʧʦʜʦʙʥʠ ʠʥʦʚʘʮʠʠ ʠ ʠʢʦʥʦʤʠʯʝʩʢʠʷ ʧʨʦʩʧʝʨʠʪʝʪ. ʊʦʚʘ 

ʧʨʦʫʯʚʘʥʝ ʦʧʨʝʜʝʣʷ ʢʦʠ ʩʘ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʟʘ ʧʦ-ʥʘʪʘʪʲʰʥʠ ʠʥʦʚʘʮʠʠ ʚ ʪʦʟʠ ʩʝʢʪʦʨ ʠ ʢʦʠ 

ʙʠʭʘ ʤʦʛʣʠ ʜʘ ʙʲʜʘʪ ʙʘʨʠʝʨʠʪʝ ʧʨʝʜ ʪʦʟʠ ʩʝʢʪʦʨ. 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʧʣʘʱʘʥʠʷ, ʠʥʦʚʘʮʠʠ, ɹʲʣʛʘʨʠʷ, ʙʘʥʢʠ, ʜʝʙʠʪʥʘ ʢʘʨʪʘ, ʢʨʝʜʠʪʥʘ 

ʢʘʨʪʘ 

 
INTRODUCTION  

Frame and White (2009) describe payment innovation as any innovative way that 

helps cut costs, lowers risk, or introduces an improved way of how financial system 

stakeholders are moving value from point A to point B, or simply making payments. 

Payment innovations stimulate economic growth as well as promote financial inclusion, 

widen economic activities, and enhance international trade transaction (Napier, 2014; 

Blach, 2011; Lerner & Tufano, 2011; Bilyk, 2006). Innovation in the financial sector 

provides diversified financial services (Silve & Plekhanov, 2014), organized financial 

intermediation (Johnson & Kwak, 2012), technological improvement (Michalopoulos et al, 

2011; Valverde et al, 2007), and new ways for greater output efficiency (Dusa, 2014) 

which ultimately leads to economic prosperity (Sood and Ranjan, 2015). 

The evolution of payments in Bulgaria played a major role in the development of 

Bulgarian commerce as well as connecting Bulgarian merchants to the rest of the world 

and therefore, driving economic growth (Eurostat, 2020; Bulgarian Fintech Report, 2019). 

Over the last couple of decades Bulgaria took several significant steps in improving its 

national payment system (European Central Bank ï ECB, 2017): the integrated system for 

electronic transfers (BISERA) was started in 1992 (Association of Banks in Bulgaria ï 

ABA, 2019); the bank organization for payments initiated by cards (BORICA) was 

integrated in 1995 (ECB, 2017); in 2003 the RINGS system was integrated (ABA, 2019); 
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and as of 2008 the single euro payment area (SEPA) is implemented (History and purpose 

of the Euro, 2020). 

According to the World Bank Development Research Group (2014) the overall 

implementation of payment innovations in less economically developed nations, such as 

Bulgaria, helps broaden economic growth and helps empower individuals financially. This 

statement leads to the following research objectives of this study: 

- To investigate how Bulgarian consumers are behaving when using payment 

methods in their day-to-day life. 

- To compare the current state of the Bulgarian payment system with the 

payment systems of financially developed countries. 

- To outline the challenges and opportunities for payment innovations in 

Bulgaria. 

The research is significant for several groups including banking and financial 

institutions as well as governmental and non-governmental organizations. All of these 

institutions and organizations are constantly exploring new ways to satisfy the needs of 

their consumers (Gabel, 2020; ECB, 2019) and that is why, they will be interested in the 

findings of this research. This study will also provide useful insights to financial 

companies that are looking to start their business in Bulgaria or looking to expand their 

existing network in the country. 

 

LITERATURE REVIEW  

The Bulgarian National Bank (BNB) is the 13th oldest in the world ï founded in 

January 1879 (Stoyanova, 2016). In the same year BNB carried out the first transaction 

with its involvement. However, the long history of the BNB is not a guarantee for 

innovations in the payments field (Satov, 1996; The Volume Library, 1988). Only in 1992, 

First Private Bank, Tourist Sport Bank and BalkanBank started issuing their own local 

cards. Just a year later Bulgaria had its unified card network BORICA established 

(Campbell, 2009; Vending, 2003). This network served all the banking institutions, but the 

system did not start operating until 1995 (Angelov et al, 2004). BORICA became part of 

the network of Visa, MasterCard and American Express between 1996 and 1998. The BNB 

established BORICA as the only provider of payment services in Bulgaria which helped 

for the system to be adopted by all banks in the country. BORICA started leasing ATMs 

and POS terminals to the banks but progress was slow (Toarana, 2015; Colander, 2009). 

By 1999 there were about 300 ATMs, less than 500 POS terminals and about 300,000 

issued cards (Guseva & Rona-Tas, 2014). 

On 5 June 2006 the IBAN standard for account numbering was introduced in 

Bulgaria (Guseva & Rona-Tas, 2014). The use of IBAN codes is regarded by the BNB as a 

step towards the alignment of the national payment system with European standards, 

allowing at the same time the further automation of payment processing in Bulgaria (ECB, 

2019). The yearly report MasterCard ï Masterindex (2019) sheds a different, more 

optimistic light on the Bulgarian payment innovations. According to the report 98% of the 

population of Bulgaria owns a debit card, while 40% owns a credit card. Based on this 

report Bulgaria leads the Balkan countries on debit card ownership ï Macedonia and 

Serbia with respectively 94% and 79%. 

E-commerce in Bulgarian is developing with a high rate ï from 2012 to 2017 the 

annual growth of the sector is between 25% and 33% (Naidenova, 2017). However, the 

Bulgarian e-commerce market is still small according to a Global Data research from 2019. 

The report indicates that Bulgarians are spending around 81 USD per capita for electronic 
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purchases per month which is one of the lowest numbers across the EU. With the rise of 

the internet penetration, the ease and convenience of online shopping among younger 

people is expected to contribute for the growth of the e-commerce sector which is expected 

to grow by an average of 10.7% between 2019 and 2022. Cash on delivery is still the most 

preferred way of payment for online shopping in Bulgaria. The statistics about e-commerce 

are vital for this research because e-commerce is one of the most influential drivers for 

payment innovations (Wyman, 2012; Allen and Gale, 1994). 

The MasterCard ï Masterindex also shows that nearly half (49%) of all card 

payments as of August 2018 were made using contactless payment cards. Furthermore, 

close to 60% of the consumers feel comfortable with paying contactless without entering a 

PIN code. Therefore, MasterCard doubled the limit of non-PIN payments in the country 

from 25 to 50 BGN in 2019. According to Juniper Research (2012) consumers in Bulgaria 

will choose between different payment methods based on the cost of the transaction. 

However, another consumer research by Phyre, one of the leading mobile payment 

applications in Bulgaria, there is another driver behind the customer choice, and this is 

convenience and speed (Georgiev, 2019). These drivers are relevant to this research 

because they ordinarily shape future payment innovations (Hacioglu, 2019; Toarana, 2015; 

Colander, 2009). 

A publication from the European Central Bank (2019) puts Bulgaria at the bottom of 

a statistic for the adoption of card payments. The stats for 2017 show that there were just 

18 yearly card payments per capita on average in Bulgaria. The average for the EU is 135 

and the top country in this statistic is Denmark with 366 yearly card transactions on 

average per capita per year. On the other hand, the Boston Consulting Group (2017) puts 

Bulgaria in the top 10 countries with fastest growing card transactions per capita in 

Europe. However, the report also acknowledges that Bulgaria is still a ñCash Loyalò 

economy ï debit or credit cards are mainly used to withdraw cash from ATMs. In 2018, 

cash accounted for 78.8% of the total payment transaction volume, with consumers 

frequently using cash for day-to-day, low-value transactions. 

The above presented literature review with its statistics and diverse data clearly 

indicates that payment innovations in Bulgaria are happening but at a rather slow rate 

which is a signal for the existence of challenges to the innovations as well as opportunities 

for further innovations. The primary research section aims to identify these challenges and 

opportunities. 

 

METHODOLOGY  

The primary research of payment methods in Bulgaria was conducted through an 

online questionnaire using a convenience sampling. The questionnaire was distributed 

among Bulgarian citizens over 18 years old through social media platforms such as 

Facebook and LinkedIn. The data was collected between March 2020 and April 2020. The 

collected valid responses were 170. The questionnaire consists of different type of 

questions designed to obtain the needed information about the topic. The primary data 

analysis of the opportunities and challenges for payment in the Bulgarian market is done 

through simple statistical frequencies analysis. This is the most suitable tool for analyzing 

the data form the research since it helps to summarize the distribution of the collected 

answers (Ekstorm and Sorensen, 2015). 
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RESULT AND DISCUSSION 

The first part of the questionnaire aims to evaluate the payment preferences and 

habits of Bulgarians. One of the most interesting aspects of the study is how frequently 

cash is used for regular transactions. The majority of the respondents 33.5% indicate that 

they use cash 2-3 times per week whereas 25.3% indicate that they use cash several times 

per day. These findings support the already mentioned qualification of Bulgaria as a ñCash 

Loyalò economy. The next element of interest is the use of various types of cards for daily 

payments. Nearly half of the participants 49.4% use cards several times per day, another 

20.6% use cards 2-3 times per week, and 15.3% use cards once per day. Having in mind 

that most online shopping in Bulgarian is done through cash on delivery payment (Vutev, 

2015), the use of cards is mainly related to in-store purchases. The further evaluation of in-

store purchases sees that the majority of the study participants 45.9% use contactless cards 

and 23.5% use mobile applications. These findings suggest that new alternative forms of 

payment are being accepted and used by Bulgarians. 

The overall preference towards cash or cards is clearly in favor of cards as 78.8% of 

the respondents identified cards as their preferred method of payment. However, this result 

contradicts with the frequency of making payments with cards found in another part of the 

questionnaire. Thus, it becomes evident that there are some barriers for using cards more 

frequently. Still, when the respondents are given a wider set of options it is clear that the 

study participants are open to alternative forms of payment as 45.9% chose cards as their 

preferred option but nearly the same amount chose cash and mobile applications with 

24.7% and 24.1% respectively.  

According to the research results to this point the use of alternative forms of 

payment is clearly in the minds of Bulgarians. This is supported with the finding that more 

and more people will not buy a product or use a service if they are not offered an 

alternative to paying with cash. Nearly half of the respondents 49.4% indicate to a various 

degree that it is likely for them to not buy a product or use a service if there is no 

alternative to cash payment. Furthermore, it is clear that using mobile applications through 

smartphones for payments is an option that Bulgarians are using as 63.9% from the 

respondents have made a payment with their smartphone (only two people indicated that 

they didnôt know such a payment was possible). In addition, most than half of the 

participants 55.3% who have not used their smartphone for payments think that it is likely 

for them to do it in the near future. 

One of the main barriers for payment innovations is the security risk related with 

new methods of payments (Payment Methods Report, 2019; Tapscott, 2018; Rumicho, 

2018). Interestingly, the predominant part of the research sample in the study 71.8% think 

that alternatives to cash payments are not a security risk for their money. This shows that 

security issues are not a barrier for the adoption of new payment methods. This contradicts 

with some report and analysis related to payment innovations (Digital Challenges of the 

Bulgarian Banks, 2020; Trifonova, 2016; Clifford, 2003). This is probably the most 

significant finding of the primary research and it definitely needs further evaluation. 

Another interesting aspect of payments is the likelihood for unnecessary spending 

related to different forms of payment methods. Most of the respondents 42.9% consider 

that using cash leads to unnecessary spending. Contactless credit and debit cards are next 

with 18.8% and 14.7% respectively whereas 11.2% consider that paying with mobile 

applications results in unneeded spending. Furthermore, most of the research participants 

93.5% and 57% agree that mobile payments are growing and will continue to grow as well 

as that mobile payments aid personal badgering. However, the study shows that people 
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believe that cash, as well as various types of cards, will not disappear and will be used in 

the future. 

The primary research results indicate that indeed Bulgaria is a country that is 

embracing new, convenient, and digitalized methods of payments. The study demonstrates 

that consumers prefer and feel safe with using alternatives to cash in their daily life. The 

results show that half of the respondents use bank cards several times a day. This is a 

global trend confirmed by recent researches such as the Payment Methods Report (2019). 

The technological improvements and convenience are among the main reasons for bank 

cards to be the most preferred way of payment. McKinsey (2018) shows that cash 

transactions on a global scale dropped from 89% to 77% in just 5 years. On the other hand, 

the payments with a credit or debit card for the same period increased almost twice from 

5% to 9%. The report explains that it the next 5 years consumers will use alternative 

methods for cash payments even more often. 

The finding that consumers prefer to use contactless cards corresponds to the trend 

of consumers carrying less and less cash, and are often unwilling to pay the additional cost 

of using ATMs, as well the inconvenience of having to conform with the physical locations 

of ATMs (Runnemark, Hedman, and Xiao, 2015). The Payment Methods Report (2019) 

shows that VISA plans to issue 100 million contactless cards in the US alone, confirming 

their growing popularity among consumers. 

The research showed that consumers are negatively influenced by the lack of 

different payment options offered by merchants. This is further compounded by the 

observation that Bulgaria is in one of the last places (19th out of 28th) in terms of number of 

POS terminals per 1000 people among 28 European countries (Ernst and Young, 2016). It 

is safe to say that Bulgarian customers are still not used to having card payment as an 

option and this is definitely an opportunity for merchants to positively affect their sales by 

offering such an option. 

Security and identity concerns are a very sensitive topic when it comes to peopleôs 

money. Huh et al. (2016) found that the biggest concern for nonusers of Apple Pay (one of 

the biggest payment platforms) is the security risk. Similar results were confirmed by 

Creative Strategies Incorporation (2016) who identified trust as the main reason for 

consumers to not use mobile payments. However, most of the research participants state 

that they donôt feel like cash alternatives pose a security risk for them. This is a significant 

finding as security issues can be eliminated as a barrier for introducing new forms of 

payments and other barriers should be investigated. One such barrier found by the primary 

research is the lack of options offered by sellers. 

The results from the research give an insight in the consumer behavior when it 

comes to payment methods and how likely are for innovations to be adopted by them in 

Bulgaria. The findings form the survey should motivate financial/banking institution as 

well merchants to take into consideration the value of payment innovations when 

designing products or providing payment options. By understanding this consumer 

thinking they can encourage innovation in their organizations and motivate consumers to 

spend more. They may offer more options to complete payments for people that say that 

they will not use a service or buy a product unless there is an alternative method to cash. 
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This would give businesses and merchants better understanding about the spending habits 

of their customers and help them better plan their business activities. 

 

LIMITATIONS AND RECOMMENDATIONS  

Our research faced several limitations. The research was mainly distributed in a 

similar demographic group given the time constrains and budget limitations. This was 

caused mainly by the channel of distribution which was predominantly social media. What 

is more, the amount of acquired answers is small when compared to the samples size. 

Therefore, our conclusions are acquired from a small number of Bulgarians with similar 

demographic background, hence may not correspond with Bulgarians as a whole. 

Another important limitation to the research is the global pandemic of COVID-19 ï 

one of the most disruptive economic events in the new century. It must be stated that as a 

result of the pandemic it is very likely to see a shift in consumer behavior and how people 

interact with money and payment methods. What is more, the primary research was done 

in the peak of the pandemic in Bulgaria around March-April 2020. As a result, it is highly 

likely that the research results are affected by the pandemic. However, it is really difficult 

to evaluate how exactly they are affected because of the lack of relevant research data on 

the topic. Some financial specialists predict that the fallout of COVID-19 will create new 

habits in consumers and may change permanently the way people interact with their 

money, boosting card usages and e-commerce (Nedev, 2020). Therefore, this subject must 

be further researched after the pandemic is over and the economic situation stabilizes. 

Further research should be related to the behavior, preferences, habits, and views of 

merchants and financial professionals. This would enrich the analysis of the topic with data 

about how open are businesses to invest and introduce payment innovations and develop 

different payment solutions. This can be done through quantitative research with online 

questionnaires or qualitative research with structured interviews. 

 

CONCLUSION 

Bulgarian consumers are up to the global trends in terms of payment methods and 

are adopting cash alternatives with one of the highest rates in Europe. With the 

improvement and advancement of technology and more accessible internet and 

smartphones we see that users have developed habits and some level of trust in the new 

payment methods. The research identified a bright future for the payment industry which is 

in its early stages of implementation in the Bulgarian society. The opportunities are 

countless for innovations in this dynamic sector. Even though the research showed that for 

now bank cards are the most preferred method of payment this will definitely be 

challenged by startups in Europe and across the world. 
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ʊɽʃɽʂʆʄʋʅʀʂɸʎʀʆʅʅʀ ʇʈɸʂʊʀʂʀ: ʉɽʂʊʆʈʅʀ 

ʆɻʈɸʅʀʏɽʅʀʗ ʀ ɺʒʊʈɽʐʅʀʗʊ ɻʃɸʉ ʅɸ ʂʃʀɽʅʊɸ 
 

ʃʘʤʙʨʠʥ ʂʠʨʷʢʦʚ, ʄʘʛʠʩʪʲʨ ʧʦ ɹʠʟʥʝʩ ʘʜʤʠʥʠʩʪʨʘʮʠʷ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ 

ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 

ɼ-ʨ ʅʠʥʘ ɿʣʘʪʝʚʘ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 
 

TELECOMMUNICATIONS PRACTICE: INDUS TRY BOUNDARIES AND  

THE INNER VOICE OF THE CUSTOMER  

Lambrin Kiriakov, MBA Programme Graduate, Varna University of Management 

Nina Zlateva, PhD., Varna University of Management 
 

˝̟̆̈̍̆Ȣ ɺ ʥʘʩʪʦʷʱʦʪʦ ʠʟʩʣʝʜʚʘʥʝ ʦʯʝʨʪʘʚʘʤʝ ʥʘʡ-ʚʘʞʥʠʪʝ ʬʘʢʪʦʨʠ, ʢʦʠʪʦ ʚʣʠʷʷʪ 

ʚʲʨʭʫ ʨʝʰʝʥʠʷʪʘ ʥʘ ʢʫʧʫʚʘʯʘ ʧʨʠ ʠʟʙʦʨʘ ʥʘ ʤʦʙʠʣʝʥ ʦʧʝʨʘʪʦʨ. ʇʨʦʚʝʜʝʥʦ ʙʝ ʧʨʦʫʯʚʘʥʝ ʥʘ 

508 ʢʣʠʝʥʪʠ ʥʘ ʤʦʙʠʣʥʠ ʦʧʝʨʘʪʦʨʠ ʚ ɹʲʣʛʘʨʠʷ. ʌʘʢʪʦʨʝʥ ʘʥʘʣʠʟ ʙʝ ʧʨʠʣʦʞʝʥ ʚʲʨʭʫ 9 

ʧʨʦʤʝʥʣʠʚʠ, ʟʘ ʢʦʠʪʦ ʩʝ ʧʨʝʜʧʦʣʘʛʘ, ʯʝ ʦʢʘʟʚʘʪ ʚʲʟʤʦʞʥʦ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ 

ʧʨʝʜʧʦʯʠʪʘʥʠʷʪʘ ʥʘ ʢʫʧʫʚʘʯʠʪʝ. ʂʦʤʧʦʥʝʥʪʥʠʪʝ ʦʮʝʥʢʠ ʙʷʭʘ ʠʟʧʦʣʟʚʘʥʠ ʧʨʠ ʨʝʛʨʝʩʠʦʥʝʥ 

ʘʥʘʣʠʟ ʟʘ ʠʟʤʝʨʚʘʥʝ ʥʘ ʪʷʭʥʦʪʦ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʥʠʚʦʪʦ ʥʘ ʫʜʦʚʣʝʪʚʦʨʝʥʦʩʪ. ʈʝʟʫʣʪʘʪʠʪʝ 

ʧʨʝʜʧʦʣʘʛʘʪ, ʯʝ ʧʨʦʤʝʥʣʠʚʠʪʝ, ʚʢʣʶʯʝʥʠ ʚʲʚ ʚʪʦʨʠʷ ʢʦʤʧʦʥʝʥʪ Ăɼʝʪʝʨʤʠʥʘʥʪʠ ʥʘ 

ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷʪʘñ, ʤʘʢʘʨ ʠ ʧʦ-ʤʘʣʢʦ ʥʘ ʙʨʦʡ, ʩʘ ʥʝ ʧʦ-ʤʘʣʦʚʘʞʥʠ ʦʪ ʦʩʥʦʚʥʠʪʝ 

ʧʨʦʤʝʥʣʠʚʠ, ʚʢʣʶʯʝʥʠ ʚ ʧʲʨʚʠʷ ʢʦʤʧʦʥʝʥʪ Ăʉʫʙʝʢʪʠʚʥʘ ʦʮʝʥʢʘ ʥʘ ʙʘʟʠʩʥʠ ʝʣʝʤʝʥʪʠ ʥʘ 

ʪʘʨʠʬʥʠʷ ʧʣʘʥñ. 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʇʦʪʨʝʙʠʪʝʣʩʢʦ ʧʦʚʝʜʝʥʠʝ, ʊʝʣʝʢʦʤʫʥʠʢʘʮʠʷ, ʄʦʙʠʣʥʠ ʦʧʝʨʘʪʦʨʠ, 

ɹʲʣʛʘʨʠʷ 

Abstract. In the current study we delineate the most significant factors that influence byer 

decisions when selecting a mobile operator. A survey of 508 customers of mobile operators in 

Bulgaria was conducted. A principal component analysis was performed on 9 variables presumed to 

have possible impact on buyersô preferences. The component scores were used in a regression 

analysis to measure their impact on the level of satisfaction. The results suggest that the items 

included in the second component ñRelationship determinantsò, although less in number, are 

becoming of almost equal importance to the core service attributes comprising the first component 

ñPerceived importance of tariff plan benefitsò. 

Key words: Consumer Behaviour, Telecommunications, Mobile operators, Bulgaria 
 

INTRODUCTION  

The transformative power of technological progress and communication 

technologies is reshaping diverse aspects of the global economy and is catalysing the 

economic growth. 95% of the population lives in areas covered by a mobile network (ITU 

2016). The global trend of constant increase in the Internet usage through mobile devices 

determines a new era of social networking, mobile data interactions, and digital sales. 

Bulgarian telecommunications market developments are also affected by the global 

trends. The Bulgarian telecommunication sector is likely to remain highly competitive in 

the future as there are three strong physical network providers - Mtel (currently rebranded 

to A1); Telenor and Vivacom. The intense competition among the three companies can be 

confirmed by the fact that they have similar market shares. According to the latest data 

provided by The World Bank (2018) at the end of 2016 the mobile cellular subscriptions in 
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Bulgaria have reached the number of 125.834 per 100 people. Up to 2017, 3.69 million 

people have become mobile internet users and the forecasts show that their number will go 

up to 4.18 million in 2022 (Statista 2017a). The Bulgarian market is characterized by an 

extremely fast growing smartphone user penetration rate. In 2022 the figure is projected to 

reach an impressive 62.44% share of the total population, compared to 30.29% share in 

2014 (Statista 2017b). By the end of 2018 all mobile operators have made significant 

investments and upgrades in the mobile networks and there is a great focus on the mobile 

broadband offerings. 

In order to be in pace with the dynamics of the telecommunications landscape 

telecom companies should be able to develop a broad portfolio of additional services that 

upgrade their current capabilities. This will enhance their long-term values and will build 

new revenue opportunities (Basole and Karla 2012). 

Undoubtedly the rate of creation and implementation of innovative digital 

technologies across the globe is rapid. The telecommunication technologies (mobile 

service artificial intelligence, broad cloud services) are dramatically changing the way 

people live, work and interact with the environment. The telecommunication industry plays 

a crucial role on empowering the digital revolution. The next decade of digitalisation will 

look emphatically distinct from the antecedents and telecommunication companies must be 

well qualified to take superiority of this transformation by shifting their approach (World 

Economic Forum 2017). These trends will provoke further changes in customersô needs 

and requirements. The potential for future development of the industry might be straiten by 

treating the customers in the old fashion way, inconsistent with their newly formed 

expectations (ITU/UNESCO 2017). According to the Broadband Outlook 2016 released by 

Telecoms Intelligence (2016) the most important current priorities for telecoms in 

improving their customersô online experience are: service personalisation; optimal network 

performance; subscriber behaviour analytics; instant customer engagement and support; 

network and customer cyber security defence; and providing premium services. 

The significance of the topic is established by the need to further develop the 

potential of the telecommunication sector. Trends discussed above need to be studied if 

mobile providers are to reshape their operational and strategic approach. Only thus they 

will achieve in satisfying customersô newly formed needs and requirements. The current 

circumstances trigger mobile operators to search for new niches. Only such a proactive 

orientation will lead to increased competitiveness and profits. Consequently, the 

telecommunication sector should consider all opportunities determined by the trends of the 

demanding business environment. What is key in terms of the growing expectations of the 

customers is to upgrade the approach of the mobile operators instead of treating the clients 

with old technics and methods. The purpose of this paper is to critically evaluate the 

constantly evolving buyer behaviour patterns caused by the vast and quick transformation 

of the telecommunication sector. 

The following objectives were set to accomplish the purpose of the investigation: 

V Objective ˉ1: To investigate the factors inducing an impact on the buyer 

decision of the Bulgarian customers of Mobile providers and the relative importance of 

each of them. 

V Objective ˉ2: To explore the magnitude of influence of these factors on the 

level of satisfaction. 
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V Objective ˉ3: To outline further areas of improvements and contemporary 

investigation issues. 

 

           REVIEW OF LITERATURE  

The fast rate of constantly developing technologies pressures the companies to 

invest in improvements in the network. The rapid development of technology 

advancements and the converging standards in the telecommunication sector trigger the 

commoditisation of the service components and force the network operators to reduce 

prices (Hasbani et al 2009). For example, in their study about retention strategies in mobile 

telecommunications Jeng and Bailey (2012) point out that phone service quality has 

become a hygiene factor for the satisfaction of the customers. However, providers continue 

perfecting their performance to be able to offer affordable and high quality services. They 

work on upgrading their core connectivity infrastructure to shift to 5G networks as data 

usage is increasing tremendously. Networks are continuously rationalised through 

improving the spectrum efficiency and fibre infrastructure. 

For many telecom operators it is a preferred practice to set up on-net discounts and 

charge customers higher for out coming calls to the competitorsô networks. Existing 

studies addressing the tariff-mediated network effects claim that in general larger 

companies apply on-net discounts in order to compete with smaller rivals making them less 

attractive (Hoernig 2007; Cabral 2011). Another effect of on-net discounts is building 

barriers for the entry of new operators (Calzada and Valletti 2008). The results of 

Zucchini, Claussen, Trug (2013) suggest that large network providers are more 

predisposed to offer on-net discounts. In contrast, other recent empirical studies support 

the opinion that setting low prices of on-net calls should be adopted by small-scale 

operators. The logic behind this opinion is that this will help them to acquire and retain a 

bigger customer base while ensuring larger profits coming from high prices of off-net calls 

(Haucap and Heimeshoff 2011). On the other hand, other researchers claim that global 

network effects are not equally increased by every customer acquired by the company. 

Rather than that a significant role play the decisions of small local groups known as calling 

clubs, comprising friends, family or colleagues (Birke and Swann 2010). According to 

(Corrocher and Zirulia 2009) on-net discounts have become unappealing for large mobile 

providers due to the fact that consumers tend to form calling groups anyway. Moreover 

consumers are not completely rational when estimating the proportion of future calls made 

within and outside the network and recent studies show that they prefer flat-rate tariffs 

(Lambrecht, Seim and Skiera 2007). According to Haucap and Heimeshoff (2011) 

customers exhibit a ñprice differentiation biasò overestimating the value of on-net or off-

net discounts or are making worse decisions not in compliance with their needs. In general 

consumers feel exhausted and distressed when they are about to choose a mobile provider 

and a tariff plan (Harrison et al. 2011). To acquire more customers mobile operators are 

making constant efforts to reduce the price of the tariff plans and to offer bundles of 

customised solutions. Companies develop new tariff plans in order to meet the extremely 

heterogeneous consumer needs and to offer a desirable combination of benefits. These 

actions result in tariff complexity and lead to huge spending for promotional marketing 

campaigns (Temraz 2010). Tariff complexity is increased by the high number of services 

offered in one plan. But it should be investigated and carefully estimated how much 

complexity the customers may tolerate and what is their ability to make rational decisions. 

Moreover tariff price reduction causes price wars between competitors and estranges loyal 
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customers who appreciate the added value of an offer rather than the low price. Especially 

on markets characterized by pricesensitive customers companies have to reduce the focus 

on price and shift the attention of the customers to other benefits. 

Offering a broader range of specific services to new target segments will add value 

and leverage brand loyalty (Corrocher and Lasio 2013). Instead of getting entangled in 

endless price wars companies should seek new opportunities for adding value in a portfolio 

of less complex, tiered services for tiered segments of customers (Payne and Frow 2005). 

Companies should aim at differentiation and re-positioning strategies when needed (Kotler 

and Armstrong 2010). According to Strouse (2004) even customer centred marketing is no 

longer an efficient differentiation tactic as it has become a survival strategy. An emerging 

alternative for differentiation in the telecommunication sector is to offer innovative content 

and services. The author gives as example the Slovakian mobile operator EuroTel. To 

differentiate from the competitors the provider offers a combination of service alternatives 

which has increased the average annual revenue rate per customer by 5%. The company 

has introduced an option for wireless bank transactions. Additionally the operator has 

developed relationships with advertisers which benefit all stakeholders since subscribers 

receive credit for each SMS advertisement received. 

Communication with the frontline service personnel in high contact services is the 

one of the main sources of building customer loyalty and competitive advantages 

(Lovelock and Wirtz 2011). Since mobile services are complex and multi-faceted from the 

initial evaluation of the customer through the entire customer life time face-to face 

engagement will always be compelling. The impulse buyer behaviour could be provoked 

by the actions of the sales persons and by promotions. The impulse sales will ensure 

gaining new customers instead of letting the clients visit the competitors and make 

comparisons (Pride and Ferrell 2013). Additional efforts in sales personnel trainings will 

positively enhance the experience of the customers and make it remarkable. 

The level of customer satisfaction is one of the most important performance 

indicators in an intensive competition environment (Turel and Serenko 2006). The Market 

performance indicator - EU 28 MPI, the composite index used for ranking measuring the 

consumersô assessment of 42 goods and services markets ranks the Telecomsô market 

cluster among the ten least performing service sectors (European Union 2016). The 

consumersô evaluation of the market components comprising the indicator gives valuable 

insights about the performance of the markets and the level of customer satisfaction. Since 

2013 the telecommunications sector is not keeping in pace with the improvements made in 

the rest of the service sectors. In 2015 the telecommunications market had the worst 

performance among all service sectors in terms highest proportion of customers having 

experienced a problem. According to the respondents the detriment resulting from unmet 

demands and problems is the highest among all services sectors. Gerpott, Rams and 

Schindler (2001) state that high level of consumer satisfaction leads to high probability of 

staying with the current service provider. The level of satisfaction impacts the long-term 

relationship with the customer base (Rai and Srivastava 2014). According to the results of 

a survey in Bangladesh (Saha, Islam and Hoque 2016), Telecom companies should 

continuously upgrade their services satisfaction of the customers in order to have a chance 

to retain them and to attract newcomers. 
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METHODOLOGY  

Research questions 

The scope and sequence of the research questions influence the complexity of the 

research design and the statistical analysis. Based on the aforementioned in the 

introduction objectives of the current research the following research questions were set 

up: 

RQ1: What is the relative importance of factors influencing the choice of a mobile 

operator? 

RQ2: To what extent these factors predict the level of satisfaction? 

RQ3: What factors are important for the future development of the sector? 

Data collection 

Data collection was accomplished in a one month period - from 10.05.2017 to 

10.06.2017. During this period 508 respondents completed the questionnaire. The survey 

population comprised customers (current and potential) of all mobile operators in Bulgaria. 

The questionnaire was distributed in 51 stores of one of the mobile operators named 

Telenor. Telenor stores are located in 25 Bulgarian cities, in different districts with diverse 

number of residents. The survey covered different type of stores located in Shopping 

MALLs, street shops located on the pedestrian zones and neighbourhood stores. Since one 

of the researchers worked as a Consumer Sales department manager in Telenor, as part of 

his responsibilities he had a direct access to all the stores in the country. Thus, a high 

response rate and at the same a respondents base on a national level were assured (Lewis-

Beck, Bryman and Liao 2004). Initially, an online based questionnaire was chosen as an 

instrument for collecting the required data, as this approach allows avoiding geographic 

limitations and enables the researcher to contact a large number of respondents for a short 

period of time (Saunders, Lewis and Thornhill 2012; McNabb 2015). However, the final 

decision was to distribute only hard copies of the questionnaire in Telenorôs representative 

stores which helped in tracking the opinion of not only current but of potential customers 

of Telenor as well. Another advantage of this choice was that many customers of other 

mobile operators completed the questionnaire as they entered the store to pay the bills of 

their relatives or friends; or were willing to find more information about Telenorôs offers. 

The distribution of the respondents among Mobile operators was as follows (Table 1): 

Table 1 Distribution of respondents 
 

Operator Number of 

responses 

Percent of 

responses Percent of cases 

BOB 25 4,3% 5,1% 

Mtel 132 22,6% 26,8% 

Telenor 286 48,9% 58,1% 

Vivacom 142 24,3% 28,9% 

Total 585 100,0% 118,9%  

Subscribers with more than one SIM card 
95 15.57% 18,70% 
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Data collection Instrument 

The most recommended instrument for exploratory or correlational research is the 

selfadministrated questionnaire, because it enables the researcher to investigate the opinion 

of large number of respondents very efficiently (Saunders, Lewis and Thornhill 2012). The 

first version of the questionnaire was developed by the authors in English language. Then 

it was translated into Bulgarian language as the study population consisted of Bulgarian 

customers of mobile operators. Several groups of questions of different type and having 

different purpose were included in the questionnaire. The first one aimed at defining the 

customersô current status and past experience with the mobile operator (current provider/s; 

previous provider; number of SIM cards; period of using the services). The next group of 

questions was developed to gather information about factors that influence the opinion and 

decision making of the customers like influential channels of information; influential 

attributes and characteristics. The last group consisted of demographic questions. 

1.1 Data analysis 

To accomplish the objectives of the study the data set was analysed using both 

descriptive (frequency distributions, the spread of the data set) and inferential (principal 

component analysis and multiple regression analysis) statistics. Kolmogorov-Smirnov test 

was performed to check the scoresô distribution and the results proved that data were not 

normally distributed (Table 2). 

Table 2 Kolmogorov-Smirnov test of normality 
 

Items Statistics N Sig. Skewness Kurtosis 

Importance of factors influencing the decision when selecting a Mobile operator 
Fast and qualitative internet 

connection 
.288 508 .001 -1.032 -.126 

Excellent coverage and 
quality of conversation 

.302 508 .001 -1.344 1.217 

The store is on convenient for 

me location 
.246 508 .001 -.666 -.891 

Price of the mobile phone .251 508 .001 -.717 -.841 

Customer service in the store .328 508 .001 -1.163 .228 

Most of my relatives and friends 

are subscribers of the Mobile 

operator 

.248 508 .001 -.707 -.803 

Good and inexpensive tariff plan .337 508 .001 -1.302 .885 

Unlimited minutes included in 

the tariff plan 
.336 508 .001 -1.248 .272 

Quantity of MBs included in the 

plan 
.321 508 .001 -1.132 -.034 

Note: Significance threshold = .05 

However, according to Field (2009) in large samples (N>200) even small deviations 

from the normal distribution could lead to significant K-S test results. Therefore, to 

quantify normality with numbers the exact skewness and kurtosis scores for each item 

were inspected. Their values, interpreted in conjunction with the corresponding P-P plots 

and histograms, additionally prove that data were significantly non-normal. Non-
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parametric tests were performed to analyse the impact of demographic and behavioural 

variables on the respondentsô evaluation of the importance of the factors when choosing a 

mobile operator. The row data was coded in Microsoft Excel. The analysis was performed 

by using IBM SPSS 23. 

FINDINGS  

Sample characteristics 

In Table 3 are presented the basic demographic characteristics of the survey 

respondents. As expected, the majority of the respondents fall in the working age 

population and only 3.5 % are in the 66+ group. Male and female respondents are equally 

represented. 

Table 3 Sample characteristics 
 

Item Number of 

respondents 
Percent Std. Deviation Variance 

Age   1.029 1.059 
18-25 76 15.0   
26-35 182 35.8   
36-50 156 30.7   
51-65 76 15.0   
66+ 18 3.5   
Gender   .500 .250 
Female 259 51.0   
Male 249 49.0   
Total 508 100   

 

    1.2 Factors influencing the decision-making process 

Table 4 illustrates the ranking of the factors that have influenced customersô 

decision to select a particular mobile operator (RQˉ1). In the questionnaire 9 items were 

listed as possible reasons and the respondents were asked to assess the importance of each 

item using a 5 point rating scale. The set of variables consisted of major attributes and 

features that affect the serviceôs appeal and its composition was based on the second 

researcherôs practice. 

Table 4 Importance of factors influencing the decision when selecting a Mobile 

operator 

 Mean 
Standard deviation 

Mann-Whitney 
U test 

Kruskal -Wallis '/_2 test 

   Gender Age Subscription 

duration 
Good and inexpensive 4.21 1.096 30848.500 1.849 4.097 
tariff plan      
Excellent coverage and 

quality of conversation 
4.18 1.079 31672.500 3.254 7.348 

Unlimited minutes 

included in the tariff plan 
4.09 1.295 32202.500 28.786***  3.528 

Customer service in the 

store 
4.09 1.227 29522.000 3.951 15.050***  
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Quantity of MBôs included 

in the plan 
4.00 1.353 32229.500 35.793***  1.061 

Fast and qualitative 

internet connection 
3.95 1.308 28998.000" 16.745***  8.232 

Most of my relatives and 

friends are subscribers of 

the Mobile operator 

3.70 1.402 30309.000 3.561 23.431***  

Price of the mobile phone 3.69 1.428 30135.500 1.391 4.510 

The store is on convenient 

for me location 
3.67 1.418 30520.000 1.928 6.048 

 

Notes: 1. Coding: 1- less important, 5- most important; 2. Significance threshold = .05, ***p 

< .01, **p < .05; 3. N=508 for all items  

Mann-Whitney U test was used to explore the influence of gender; Kruskal-Wallis 

/2 test was applied to test the impact of respondentsô age and subscription period. The 

results of Kruskal-Wallis /2 test indicate that the subscription duration impacts the 

respondentsô evaluation of the importance of two of the factors: ñCustomer service in the 

storeò (/2= 15.050, p=.003) and ñMost of my friends are subscribers of the mobile 

operatorò (/2= 23.431, p=.001). Age is having a significant impact on three of the factors: 

ñFast and qualitative internet connectionò (/2=16.745, p=.002), ñUnlimited minutes 

included in the tariff planò (/2=28.786, p=.001) and ñQuantity of MBs included in the 

planò (/2=35.793, p=.001). The effect sizes and the managerial implications of these results 

could be examined in further studies. The significance results of Mann-Whitney U test 

show that gender impacts the respondentsô evaluation of the importance of only one of the 

factors - ñFast and qualitative internet connectionò (p=.032). Women find fast connection 

more important than men but the significant result refers to an extremely small effect size 

(U = 28998.00, z = -2.112, r = -.09). 

A Principal component extraction method with a Varimax rotation was applied to 

give further insights of the findings and to determine clusters of the items influencing the 

customersô choice of a mobile operator (Table 5). In the preliminary analysis the Pearson 

correlation coefficients were visually scanned to check the pattern of relationships and no 

variables causing a problem were detected. Additionally the value of the correlation matrix 

determinant was checked and was confirmed that its value .068 >.00001. Kaiser- Mayer-

Olkin measure of sampling adequacy (KMO) was applied to test the fit of the model. The 

model of interrelation was comparatively solid as KMO = .79 and according to Field 

(2009) the result could be considered as meritorious. The diagonal cells of the antiimage 

matrix which represent the individual KMO values were all greater than .7. Bartlettôs test 

of sphericity /2 (36) =1352.20, p<.001, pointed out that correlations between items were 

large enough for conducting a Principle Component Analysis. The convergent validity was 

confirmed since all factor loadings are >0.50 and are averaging out to 0.7 for each of the 

factors and there is a high positive correlation between the item and the factor (Gefen and 

Straub 2005; Urbach and Ahlemann, 2010) is considered high if the loading coefficient is 

above. 

An analysis was run to calculate the eigenvalues affiliated with each linier factor. 

The first two components were retained as they exceeded the recommended by the 

Kaizerôs criterion value (>1) and explained 53.88 % of the cumulative variance. The rest of 

the components (<1) were discarded. The effect of the orthogonal rotation optimized the 

component architecture and the comparative significance of the components was balanced. 
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After rotation the first component accounted for 33.95 % of the variance and the second 

component accounted for 19.93 % of the total variance. The decision to retain the first two 

components was justified by the large sample size; the results from the scree plot and the 

Keiserôs criterion to keep only components having values>1(the default SPSS setting). 

Table 5 Rotated component loadings of 9 survey items 
 

Component 1 2 Communality 
Quantity of MBs included in the plan .83  .70 
Unlimited minutes in the tariff plan .77  .60 
Fast and qualitative internet connection .72  .59 
Good and inexpensive tariff plan .64  .42 
Excellent coverage and quality of conversations .63  .45 
Price of the mobile phone .53  .34 
Convenient location of the store  .79 .65 
Most of my relatives and friends are subscribers of 

the Mobile operator 
 .70 .50 

Customer service in the store  .67 .55 
Eigenvalues 3.056 1.793  
Percentage of total variance 33.954 19.926  
Cronbachôs alpha .806 .617  
Loadings => .40 Varimax rotation     

Both components represent two distinct underlying layers, each of them being 

internally consistent. Six items loaded onto the first factor (see Table 5). To enhance the 

clarity of the analysis the first component was labelled ñPerceived importance of tariff plan 

benefitsò due to the fact that the items seamed to define a set of basic and mandatory 

customersô demands related to the price/quality ratio of the tariff plan. Historically 

companies in the telecommunication sector have invested in their core strengths first. The 

severe competition in the sector has pressured them to invest in improving the network and 

decreasing the costs. According to the results the price/quality ratio of the tariff 

components is essential for the choice of a mobile provider. The relative importance of 

ñQuantity of MBôs included in the planò is determined by the increasing need for Internet 

access for various purposes; the rising popularity of social networks; and the tremendous 

growth of smartphone owners (Chernofsky 2016). Other chief factors comprising the first 

component are related to the quality of conversation and the Internet connection. The 

mobile providers on the Bulgarian market offer similar network components quality and 

coverage and these factors have become hygiene for most of the customers. According to 

the results the price of the mobile phone holds one of the bottom positions among the 

determinants influencing the selection of a Mobile operator. This result is consistent with 

the results of Profit.bg (2010) showing that when choosing a mobile phone 60 % of the 

customersô pay attention to the price but for only 19 % of them this is a leading factor. The 

price of the mobile phone can be included in the post-paid tariff plan and monthly lease 

instalments are spread out during the whole contract period. Usually operators offer this 

option for purchasing a mobile phone only at the beginning of a new contract period. On 

the Bulgarian market Telenor is the sole provider which allows the customers to lease a 

new mobile phone with a post-paid tariff plan along the duration of the contract 

(Telenor.bg 2017). The company offers an Upgrade service for customers who wish to use 
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the latest smart phone each year. 

Three items having equal importance for the choice of a Mobile provider loaded 

onto the second component: ñCustomer service in the storeò, ñMost of my relatives and 

friends are subscribers of that Mobile operatorò, and ñConvenient location of the storeò. It 

is evident that these items determine the added value that each mobile operator could 

provide to the customer and differentiate the provider from its rivals; thus it was named 

ñRelationship determinantsò. Nowadays we are witnessing a shift to offers going beyond 

the basic customer requirements and these trends are confirmed by the analysis as 

customers rate high the importance of ñCustomer service in the storeò(m=4.09). Although 

companies are investing in the development of their online services the role of the in-store 

experience remains significant for the highly personalized emotional relationship with the 

customers. Not only the quality of the physical environment but the quality of the 

interactions within the store could serve as a valuable differentiator. 

ñMost of my relatives and friends are subscribers of the Mobile operatorò is another 

factor ranked relatively high by the respondents (m=3.70). One possible reason for the 

importance of this determinant is that according to our results one fifth of the respondents 

use more than one SIM card to take advantage of the tariff plan benefits of several 

operators. According to All channels interaction (2010) almost one third of the phone 

owners use more than one mobile phone. The number of the phones used depends on the 

groups the user communicates with - family and colleagues for example. Thus the 

customers form several mini loyalty groups. The last factor ranked by the respondents that 

loaded onto the second component is ñLocations of the storesò. This result could be 

explained by the fact that there is high overlapping of the store locations among the 

operators and their number and a high number of stores. 

 

Impact of the factor scores on the level of satisfaction 
 

A multiple linear regression was performed to predict participantsô level of 

satisfaction (Table 6; RQˉ2). Model 1 is based on based upon the components labelled 

ñPerceived importance of tariff plan benefitsò and ñRelationship determinantsò. The 

dependent variable ñLevel of satisfaction with the mobile operatorò was measured on a 5 

point rating scale and both scores were standardized (m=0, SD=1). The overall mean of the 

response values represent a relatively high level of satisfaction. (m=3.97, SD=1.091). The 

preliminary analysis ensured that there was no violation of the assumptions of linearity, 

normality and multicollinearity. Both predictor variables had a significant medium effect 

size correlation (R= .4; p <.001) with the outcome variable ñLevel of satisfactionò. A 

significant regression equation was found (F (2; 505) = 48.001,p < .001). 

Table 6 Regression analysis: Dependent variable Level of satisfaction 
Independ 

ent 

variables 

Model 1 Model 2 

 Unstandardiz ed 

Coefficients Standardi 

zed Coefficie 

nts 

t Collinearity 

Statistics 
Unstandardized 

Coefficients 
Standa 

rdized 

Coeffi 

cients 

t Collinearity 

Statistics 

 B Std. 
Err 

or 

Beta  Toler 

ance 
VI 

F 
B Std. 

Error 
Beta  

To ler 

an ce 

VIF 

Constant 3.97 .04  96.6 
62 

  3.688      
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Perceived 

importan 

ce of tariff 

plan 

benefits 

.36 .04 .34 8.35 
1* 

1 1 .35 .04 .34 8.063* .95 1.05 

Relations 

hip 

determina 

nts 

.22 .04 .21 5.12 
5* 

1 1 .20 .04 .19 4.666* .98 1.03 

Age       -.01 .04 -.01 -.292 .88 1.13 
Gender       -.07 .09 -.04 -.858 .99 1.00 
Employm 

ent status 
      .01 .04 .01 .317 .95 1.05 

Subscript 

ion 

duration 

      .09 .03 .12 2.938* .94 1.06 

Model 

summary 
            

R .400      .419      
R2 .160      .176      
Adjusted 

R2 
.156      .166      

St. error .966      .960      
df 2      6      
N 508      508      
F 48.00 

1' 
     17.807*      

Note: 'Significant at 1% level  

The predictors explain 16% (R2= .16; 99% CI [3.86, 4.08] of the variance in the first 

model. The intercept line is at 3.97, and this is the current level of satisfaction. The model 

predicts that every unit of increase in the first component would lead to .34 units increase 

in the level of satisfaction (CI .25, .47). Changes in the second component would lead to 

.21 units added to the predicted variable (CI .11, .33). 

In regression Model 2 (F (6; 501) = 17.807, p < .001) four additional Independent 

variables were added to the components. As opposed to the initial model, the second one 

does not improve the ability to predict the dependent variable since its F-ratio is 

significantly smaller and F-change [4; 501] = 2.44, p = .047 is quite minor. The results for 

gender, age, education level (all ps >. 01) are not representative of the true population 

value and their confidence intervals cross zero. The fourth factor - ñSubscription durationò 

(p = .003) does not exert much influence on the dependent variable. The second model 

predicts that every unit of increase in the subscription period would lead to .12 units 

increase in the level of satisfaction, but the precision of the estimate is poor since the 

confidence intervals (CI .01, .17) are very wide and do not indicate a practical effect. In 

summary, the second regression model explains 17.6% of the variance compared to 16% in 

Model 1 and the change of the amount of variance is negligible (R2 change = .016, p < 

.05). 

CONCLUSION  

Contributio n and managerial implications 

The analysis of the empirical data and past research highlighted significant for the 

telecommunications sector findings. A broad area of recommendations for the industry 

players and ideas for future research directions were outlined. Additionally, the network 

componentsô impact on the decision-making patterns of customers selecting a mobile 
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services provider was explored. According to the respondents the top influential attributes 

of the mobile providersô offers are: Good and inexpensive tariff plan (m=4.21), Excellent 

coverage and quality of conversation (m=4.18), Unlimited minutes included in the tariff 

plan (m=4.09) and Customer service in the store (m=4.09). The whole set of 9 attributes 

was split into two principal components. The further developed regression model predicted 

that both components have a moderate effect size on the level of satisfaction. Regression 

Model 2 with four additional variables did not affect the outcome significantly. The 

findings suggest that the items included in the second component ñRelationship 

determinantsò, although less in number, are becoming of almost equal importance to the 

core service attributes comprising the first component (ñPerceived importance of tariff plan 

benefitsò). 

The possibilities to upgrade the importance of each of the components are limitless 

as the ICT sector is developing rapidly. The popularity and growth of smartphone usage 

provide diverse opportunities for the telecoms. One potential area of diversification is the 

consumer-oriented Internet of Things (IoT). For example, relatively niche products as 

fitness bands and smart watches increase their penetration rate. Consumer demand for 

building smart homes, businesses and cities is increasing (Deloitte, GMCS 2017) and this 

these trends will contribute to growing revenues in the Telecom sector. Service providers 

in Telecom industry should evaluate the external opportunities and match these with the 

internal strengths and weaknesses to create potential options for strategies, followed by 

appropriate and detailed development plans (Wilkinson and Kannan 2013; Goodman and 

Dingli 2017). 

When defining the direction of the strategy, service providers should develop 

strategic capabilities on different levels (Johnson, Whittington, and Scholes 2008). 

Developing of the capabilities internally includes leveraging the existing and creating new 

ones. In the environment of a matured Bulgarian telecommunications industry with 

bundled offers combining services such as TV, fixed broadband, voice and data, a great 

opportunity is the digitalization of a significant part of all customersô interactions. This 

will facilitate the customersô experience, and lower the cost for servicing each customer 

unit. 

The external development of the capabilities by acquisition of new services is 

another path for setting the strategic direction (Hitt, Ireland and Hoskisson 2012). Together 

with digitalization of the services and interactions with the customers, Mobile operators 

could start offering financial services. This will lead to generating a fresh flow of new 

customers in this saturated industry. Mehta, Steinman and Murphy (2016) suggest that 

companies should invest in research on how to up-sell and cross-sell their customers in 

order to avoid churn and to ensure both higher customer base and generated revenue 

(Mehta, Steinman and Murphy 2016). In order to remain competitive Mobile operators 

should invest in digital transformation. The availability of new digital technologies gives a 

tremendous potential for improving the operations as sales and billing. Social media 

channels could also be used to serve the customers directly. The next steps in customer 

satisfaction should be built on top of satisfied need and wants. Future research in this 

direction is strongly recommended as customers are expecting more than just services and 

products. Constant evaluation of net promoter score (NPS) will ensure regular information 

about strengths and weaknesses of delivered services, which will outline the directions for 

improvement and further research. 
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Limitations  

The extensive review and analysis of past research outlined additional issues 

contributing to the overall customer experience and satisfaction which were not included in 

the analysis. According to our results both components derived from the PCA account for 

53.88% of the variance. This limitation might be overcome by including more items, like 

customer complaint handling, switching costs, design and content of the website of the 

company, after-sales service, product variety, loyalty programmes, etc. Furthermore, 

analysis of the perceived by the customersô performance would add value to the findings. 

Another limitation is that the results of the research can be generalized only for the 

Bulgarian telecommunications market or for countries having similar economic 

development and cultural background. 

Recommendations and future research 

The findings of the current paper prompt a lot of ideas for future research some of 

which were discussed above and in the previous section. There is a broad range of topics 

that could be explored: switching behaviour in the telecommunications sector; strategies 

for stimulating the impulse buyer behaviour, building a loyal customer base, human 

resource management, tariff complexity, etc. Future research in telecommunications sphere 

should be focused on strategies and operational tactics enhancing the customer experience. 

Emphasis needs to be placed on the relationship between the customers and the company. 
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ɺʒɿʇʈʀʗʊʀʗ ʀ ʅɸɻʃɸʉʀ ʅɸ ʋʂʈɸʀʅʉʂʀʊɽ ʐɽʌ-ɻʆʊɺɸʏʀ 

ʂʒʄ  ʉʀʉʊɽʄɸʊɸ ɿɸ ʆʎɽʅʂɸ ʅɸ ʈɽʉʊʆʈɸʅʊʀ  ʄʀʐʃɽʅ 
 

ʄʘʨʛʘʨʠʪʘ ʆʩʪʘʧʠʝʥʢʦ, ʙʘʢʘʣʘʚʲʨ ʧʦ ɻʘʩʪʨʦʥʦʤʠʷ ʠ ʂʫʣʠʥʘʨʥʠ ʀʟʢʫʩʪʚʘ, 

ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 

 ɼʦʮ. ʜ-ʨ ʄʘʷ ʀʚʘʥʦʚʘ, ʈʲʢʦʚʦʜʠʪʝʣ ʂʘʪʝʜʨʘ ʊʫʨʠʟʲʤ , ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ 

ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 
 
 

Abstract. The paper explores the attitudes and perceptions of Ukrainian F&B 

professionals towards the Michelin Star System, as well as their willingness to incorporate 

Ukrainian restaurant business to it. The qualitative study revealed that Ukrainian chefs and culinary 

directors are aware of the system, its high-quality standards and the benefits it may bring to the 

nominated restaurants. The overall attitude of the interviewees towards the system is positive since 

they acknowledge that Michelin is an excellent tool in terms of modernisation of gastronomy, 

enhancement of the quality of service and serving as a benchmark for culinary comparison. As main 

barriers, Ukrainian chefs point out the political and financial environment of the country, but also 

the readiness of the local customers to consume Michelin-level product. 

 

Keywords: Michelin star system, restaurants rating system, perceived quality, Ukraine, 

food and beverage industry, restaurant business, Ukrainian chefs, perception (recognition) of 

Michelin. 
 

ʈʝʟʶʤʝ.ʅʘʩʪʦʷʱʘʪʘ ʧʫʙʣʠʢʘʮʠʷ ʠʟʩʣʝʜʚʘ ʚʲʟʧʨʠʷʪʠʷʪʘ ʠ ʥʘʛʣʘʩʠʪʝ ʥʘ ʫʢʨʘʠʥʩʢʠʪʝ 

ʨʝʩʪʦʨʘʥʪʴʦʨʠ ʠ ʧʨʦʬʝʩʠʦʥʘʣʠʩʪʠ ʢʲʤ ʩʠʩʪʝʤʘʪʘ ʟʘ ʦʮʝʥʢʘ ʥʘ ʨʝʩʪʦʨʘʥʪʠ ʄʠʰʣʝʥ. 

ʇʨʦʚʝʜʝʥʦʪʦ ʢʘʯʝʩʪʚʝʥʦ ʠʟʩʣʝʜʚʘʥʝ ʨʘʟʢʨʠʚʘ, ʯʝ ʫʢʨʘʠʥʩʢʠʪʝ ʰʝʬ ʛʦʪʚʘʯʠ ʧʦʟʥʘʚʘʪ ʤʥʦʛʦ 

ʜʦʙʨʝ ʩʠʩʪʝʤʘʪʘ, ʚʠʩʦʢʠʪʝ ʡ ʩʪʘʥʜʘʨʪʠ, ʢʘʢʪʦ ʠ ʤʥʦʛʦʙʨʦʡʥʠʪʝ ʧʦʣʟʠ, ʢʦʠʪʦ ʥʦʩʠ ʥʘ 

ʥʦʤʠʥʠʨʘʥʠʪʝ ʟʘʚʝʜʝʥʠʷ ʟʘ ʭʨʘʥʝʥʝ. ʆʙʱʘʪʘ ʥʘʛʣʘʩʘ ʥʘ ʠʥʪʝʨʚʶʠʨʘʥʠʪʝ ʝ ʧʦʣʦʞʠʪʝʣʥʘ ʠ 

ʚʩʠʯʢʠ ʪʝ ʧʨʠʟʥʘʚʘʪ, ʯʝ ʄʠʰʣʝʥ ʝ ʦʪʣʠʯʝʥ ʠʥʩʪʨʫʤʝʥʪ ʟʘ ʤʦʜʝʨʥʠʟʘʮʠʷ ʥʘ ʛʘʩʪʨʦʥʦʤʠʷʪʘ, 

ʧʦʚʠʰʘʚʘʥʝ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʦʙʩʣʫʞʚʘʥʝ, ʢʘʢʪʦ ʠ ʝʤʙʣʝʤʘ ʟʘ ʢʫʣʠʥʘʨʥʠ ʧʦʩʪʠʞʝʥʠʷ. ʂʘʪʦ 

ʦʩʥʦʚʥʠ ʧʨʝʯʢʠ ʧʨʠ ʚʲʚʝʞʜʘʥʝʪʦ ʥʘ ʩʪʘʥʜʘʨʪʠʪʝ ʥʘ ʩʠʩʪʝʤʘʪʘ ʚ ʋʢʨʘʡʥʘ ʨʝʩʧʦʥʜʝʥʪʠʪʝ 

ʧʦʩʦʯʚʘʪ ʧʦʣʠʪʠʯʝʩʢʘʪʘ ʦʙʩʪʘʥʦʚʢʘ ʠ ʬʠʥʘʥʩʦʚʦʪʦ ʙʣʘʛʦʩʲʩʪʦʷʥʠʝ ʥʘ ʛʨʘʞʜʘʥʠʪʝ ʡ, ʥʦ ʩʲʱʦ 

ʪʘʢʘ ʠ ʥʘʛʣʘʩʘʪʘ ʥʘ ʢʣʠʝʥʪʠʪʝ ʜʘ ʢʦʥʩʫʤʠʨʘʪ ʧʨʦʜʫʢʪ ʦʪ ʥʠʚʦʪʦ ʥʘ ʄʠʰʣʝʥ.  

 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʄʠʰʣʝʥ, ʩʠʩʪʝʤʘ ʟʘ ʦʮʝʥʢʘ ʥʘ ʨʝʩʪʦʨʘʥʪʠ, ʋʢʨʘʡʥʘ, ʭʨʘʥʠʪʝʣʥʦ-

ʚʢʫʩʦʚʘ ʧʨʦʤʠʰʣʝʥʦʩʪ, ʨʝʩʪʦʨʘʥʪʩʢʠ ʙʠʟʥʝʩ, ʨʝʩʪʦʨʘʥʪʴʦʨʩʪʚʦ, ʰʝʬ-ʛʦʪʚʘʯ 
 

 

1. Introduction  

Nowadays, the foodservice industry is considered to be a subject to investigations in 

the hospitality field (Allen & Iomaire, 2016). Modernisation of the restaurant business 
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establishments and innovation of cuisines have continuously been influencing customersô 

food preferences and requirements (Mazocco et al., 2018). As a result, restaurants 

differentiate from each other through different rating systems (Karminsky and Polozov, 

2016), which are evaluating and recommending their services, considering the perceived 

quality as a primary element of customersô satisfaction (Chih-Hsing, 2017). Moreover, 

restaurant businesses participate in competitions in terms of providing their visitors and 

inspectors with an unparalleled experience of fine-dining (Movahed, 2018). The 

competition, the same as the main factors of the food industry, directly depends on the 

geographical location, agricultural capabilities, general situation of the state, such as socio-

economic and political stability (Gordon, 2017). 

Among the numerous restaurantsô ratings, the Michelin stars system stands out and 

remains as the most famous and internationally recognised guide (Lane, 2014). Besides, it 

is indicated to be synonymous to quality cooking and customersô culinary expectations 

(Aubke, 2014). However, among 15398 restaurants, located in 35 countries which are in 

the Michelin stars list (Michelin Guide, 2020), there are no Ukrainian restaurants. Chefs 

around the world believe that the appearance of their restaurant in the Michelin Guide is a 

matter of honour and privilege (Subakti, 2013). Though, Ukrainian chefs are still waiting 

for Michelin inspectors to judge restaurant business establishments in Ukraine (Borisov, 

2017). For the past years, Ukrainian researchers and journalists (Ivchenko, 2019; 

Lesuchen, 2019) have been paying attention to Ukrainian chefsô experiences and 

innovative ideas, but not to their vision of the Michelin system and how it works. 

Moreover, there is a lack of consideration to the current situation of the Ukrainian food 

industry that might affect the restaurant business and chefsô motivation. Therefore, the 

central question of this research is to discover and evaluate Ukrainian chefsô point of view 

about the Michelin star system, their preferences and expectations, to discuss and analyse 

their perceptions of the system whether it would be beneficial to the Ukrainian F&B 

industry and image. 

 The above-stated aim might be decomposed to the following four objectives  

¶ To explore the influence of Michelinôs popularity of standards abroad and on the 
restaurant business in Ukraine in particular; 

¶ To analytically evaluate the recognition of the Michelin star system among 

Ukrainian chefs; 

¶ To examine the perceptions of Ukrainian chefs regarding standards and awards 

provided by the Michelin star system 

¶ To discover the reasons why in Ukraine there is neither Michelin star restaurant 

nor Ukrainian chef with Michelin stars. 

The study fills a significant gap in the literature, because of a total lack of restaurant 

ratings research across Eastern Europe, former Soviet Union countries, and in Ukraine in 

particular. Moreover, the findings may serve as a basis for raising awareness among 

Ukrainian chefs about the Michelin star system and its benefits both for the restaurants and 

for the F&B industry. Finally, the study provides certain ideas for enhancing the restaurant 

product of Ukraine, thus improving the countryôs image ʦn the food industry landscape.  

 
 

2. Literature Review and background of the study 

2.1 Restaurants rating systems  

Generally, the F&B industry is considered one of the most fundamental and 

profitable sectors in the world (Dorfman, 2014). Food and beverages comprise a 
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significant part of the overall experience in tourism (Dixit, 2019). Besides, gastronomy 

constitutes the social and cultural aspects of the local lifestyle (Jia, (2020), thus providing 

new perspectives for the consumers to ñtasteò the local traditions and ambience. In this 

regard, restaurants and other F&B outlets contribute a lot to the unique guest experience, 

but also the overall destination image (Moeran and Christensen, 2013). Following the 

recent trends, food has become a kind of attraction to the tourists, and chefs have become 

celebrities (de Albuqueque Meneguel et al., 2018). This modern concept of gastronomy 

appreciation is strongly supported and enhanced by the numerous restaurant and 

gastronomy rankings and rating systems.  

Usually at the core of any restaurant rating system stays the understanding of ñgood 

foodò and quality of service. Waller (1996, p. 158) claims that ñQuality of the food is 

determined by features like presentation, portion size, smell, taste and texture.ò Therefore, 

the rating company considers additional details such as food decoration, design, tastiness, 

awareness of dining occasion, and delivery of specialness, etc. (Jia, 2020). Lanzara et al. 

(2016) indicate that those factors are inspected by external representatives of different 

systems, journals, channels, brands, etc., i.e. third party inspectors. On the other hand, 

Karminsky and Polozov (2016) advocate that the rating should be based on the opinion of 

society and lead customers to visit a particular restaurant, i.e. perceived quality or 

customer satisfaction.  

In terms of perceived quality measurement, there are several main models, such as 

SERVQUAL, (based on Parasuraman, Zeithaml, and Berry, 1988), DINESERV, 

(developed by Stevens, Knutson, and Patton, 1995), and Meal Eating Establishment 

Experience Instrument (MEEEI) (developed by Hansen, 2014) that stand out from the rest. 

All of the above models deal with sets of certain criteria that measure meal service quality 

and customersô dining experience (Jia, 2020).  

Restaurant rating systems provide third party judgement, and the opinion of their 

inspectors can act as a measure of the quality of food and service (Tiago et al., 2015). 

However, the criteria of evaluation might be quite diverse, even some of them not clearly 

stated, or just subject to the particular ñfood expertò judgement (Christensen and Pedersen, 

2013). The reward dimension may have a specific design, for example, numbers or points, 

A-B-C grading, ñtraffic lightò colours, or stars. 

Presently, there is a wide-range list of available and known restaurant rating 

systems. For example, Christensen and Pederson (2013) examine the two of the most 

familiar - the Michelin Guide and the San Pellegrino Worldôs 50 Best Restaurants list. 

Both rankings evaluate restaurants by judging cuisine, services, and environmental area, 

but by applying diverse methods of assessment. While Michelin is based on an 

accumulative evaluation by mystery experts, San Pellegrino Worldôs 50 Best Restaurants 

estimates innovative thinking and creativity of restaurants and bars (Christensen and 

Pederson, 2013).  

Another restaurant rating system is examined by Panchendrarajan et al. (2017) - 

Yelp rating system that is based on summarizing customersô viewpoint to recommend 

establishments with quality hygiene and ambience. Additionally, Yelp system has been 

created in California as a local restaurant booking system and social network with dining 

as the primary purpose (Memon, 2010).  

Also, Blank (2007) presents the Zagat system as an American company of 

recommendations that are guiding food tracks, cafes, and bars the same as restaurants by 

conducting surveys of local visitors. The Zagat Restaurant Survey evaluates restaurants 

based on three criteria ï food, decoration and service (Liu et al. 2014).  
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In some countries (e.g. Great Britain, Bulgaria), there is a mandatory state 

categorization and ratings of restaurants (BEUC, 2019), based on established accreditation 

standards. However, such national systems might serve as barriers for any internationally 

recognized standards, because of available controversial details that do not match both 

systems.  

Nowadays, with the advancement of internet technologies and the popularity of 

platforms, online ratings have become prevalent to reflect customersô feedback (Jia, 2020). 

Thus, the combination of information implemented on the internet and ranking results of 

guide systems impact on customersô behaviour and their preferences of services and 

quality presented by the food industry (Dixit, 2019). 

Finally, the one most potent standard of hygiene and safety for restaurants is 

implementing European Law of Hazard Analysis and Critical Control Points (HACCP). In 

fact, any restaurant rating systems would not let recommendations to restaurants that are 

not following this system (Dankers, 2007). 

To sum up, food quality and rating systems are one of the most influential factors on 

the reputation of the restaurants. They encourage restaurants and chefs to adhere to the 

highest standards and constantly improve for broader recognition.  

 

2.2 Michelin star system  

Michelin Guide, or also called Red Guide or Le Guide Rouge, is considered as ñthe 

most widely referred to restaurants guide in the worldò and defines to be a ñchefsô guideò 

that evaluates culinary experience (Lane, 2014, pp. 288-289). Michelin guide originates 

from a French Tire Company and was first published as a guide in 1900. Later, in the 

1920s it was further developed and converted from a tour guide for car travellers to 

independent gastronomy guide (Aubke, 2014). As a result, in today's world, there are 2155 

restaurants with 1 star Michelin, 382 with 2 stars, and 104 restaurants that own 3 Michelin 

stars (Michelin Guide, 2020). According to the research of Boland (2020), countries with 

the highest number of stars are Japan and France. 

 Michelin representatives (2013) indicate that they aim to upgrade travel and fine-

dining out satisfaction by nominating hotels and restaurants in categories of quality and 

comfort by inspectors and updating awards each year. Michelin inspectors are a carefully 

selected group of trained professionals from different countries, with the ability to taste 

and judge. Johnson, et al. (2005, p. 172) mention that there is no formula of ñaccreditation 

standardsò, which might guide chefs to the anticipated star/-s. However, all inspections 

can only suggest to ñstudy their competitorsò. Nevertheless, Michelin open to demonstrate 

its specifications, which they focus on when visiting a restaurant, such as quality, 

techniques, flavour, chef personality, the participation of guests, and financial part (Tan, 

2017).  

Usually, guests are familiar only with stars rating from one to three as the following 

Figure 1 demonstrates. Figure 2 evidences that Michelin represents other qualifications of 

the system, such as ñCoversò fork and spoon symbols. Also, the Plate Michelin symbol 

that is awarded for a carefully prepared meal applying fresh ingredients, and Bib 

Gourmand as the symbol of high-quality food served in the restaurant. Those symbols 

relate to hotels and restaurants, which have been assessed by the same specifications, but 

the star has not been received. Although, as a result, the establishment was recorded in the 

Guide (Michelin Guide, 2019).  
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Source: Micheline Guide, 2019 

 

Fig. 1. Michelin star symbols  

 

                                        
Source: Micheline Guide, 2019 

 

Fig. 2. Michelin ñCoversò symbol 

  

Generally, limited sources are exploring the impact of the Michelin star system on 

the F and B industry, according to Kiatkawsin and Sutherland (2020). However, 

undoubtedly, the Michelin Guide has a tremendous effect on food innovation, gastronomy 

tourism and culinary culture (Jia, 2020). 

 

2.3 Ukrainian F &  B industry  

Ukraine is the central geographical point of Europe (Albala, 2011), and the third-

largest food exporter in the world. Since it holds 33 % of world fertile black soil, it has 

received the name of European ñbreadbasketò (Aslund, 2015). In this regard, the Ukrainian 

food industry proves to be an investment-attractive factory, also because the local 

government would rather ensure financial support in agriculture and export in order to 

develop a profitable growth and safety of the country (Iackymchuk, 2013). Accordingly, 

most of the early studies (Emerson, 2006; Semenenko, 2017) are focused on Ukrainian 

agriculture and food export.  

Nowadays, an increasing number of articles and investigations show interest in the 

restaurant business development in Ukraine, its competitiveness and prospects, and 

modernisation of Ukrainian cuisine by a new generation of chefs. For example, Hirnyak 

and Glagola (2018) define that restaurant business is one of the most emerging markets in 

Ukraine, despite the notorious factors like financial capabilities of the customers, currency 
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fluctuations and economic stability in the state. The Ukrainian restaurant business has been 

forced to dynamically recuperate during the past four years after the national revolution 

that led to the political and economic problems in 2014 - 2015. As of 2016, the number of 

restaurant establishments reached 57 696, where 6 544 are enterprises, and 51 152 are 

entrepreneurs, taking into account that data might not be accurate because it is 

continuously changing. According to one of the travelling guides, the Bradt Travel Guide 

(Evans, 2007), in Ukraine the most significant number of restaurants for different tastes are 

located in the capital Kyiv (see Figure 3)        

  
Source: Hirnyak and Glagola (2018, p. 72) 

Fig. 3. Number of different kinds of food businesses in the largest cities in Ukraine 
   

An important note regarding the segmentation base is that the Ukrainian customer 

pays high attention to the financial factor: cost of the relevant services and value for 

money. Ivashyna (2018) draws attention to the fact that in terms of pricing, restaurants are 

divided into the following categories: low with an average check around 100 UAH (3, 4 

euro), middle ï 400 UAH (13, 6 euro), and elite ï from 800 to 1200 UAH (27, 2 - 40, 8 

euro) where the elite category of restaurants is less functional in the industry today. In 

terms of different types of restaurants and cuisines, the Ukrainian customer would rather 

pick a particular product (meat, fish, or seafood) than the type of cuisine (Ivashyna, 2018). 

However, for the past years, restaurants of national cuisines are actively wide-spreading. 

According to the Ukrainian ñRestaurant Guideò, preferences among national cuisines split 

this way: Ukrainian ï 36, 8 %, French ï 21 %; Italian, Caucasian, Japanese ï 7, 9 % each, 

and all others cuisines ï 18, 5 %. Additionally, the type of ñopenò kitchen is considered to 

be a Ukrainian restaurants trend today as this idea comes from foreign chefs who come to 

work in Ukrainian restaurants. Another main specification of restaurants, which Ukrainian 

customers notice, is the quality of food and service (Malinovska, 2014). Considering the 

Law of Ukraine ñOn amendments to certain legislative acts of Ukraine on foodstuffsò 

based on the Law ñOn food safety and qualityò, which has been improved in 2014, the 

importance of implementing HACCP system has been described and called for execution 

in order to follow European standards of food safety and quality (Bondaryev & Sinichkina, 

2014).  
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Ukrainian journalism (Ivchenko, 2019) presented the number of Ukrainian chefs 

who have distinguished themselves in innovation and modernisation of Ukraine 

gastronomy and restaurant business. Moreover, it opened chefsô secret of success and 

improvement in order to follow world trends, Michelin standards, or for other reasons. 

For example, in 2018 the Michelin guide mentioned Chef Yaroslav Artyukh of 

Kanapa restaurant in Ukraine as representative of ideas of modern Ukrainian dishes. He 

says: ñWe need to stay on trend and cater... I have made slight alterations to the classic 

dishes, serving methods and portionsò (Goh, 2018). One year later they interviewed Chef 

Iurii Kovryzhenko on modernising Ukrainian cuisine. He believes that it is Ukrainian 

chefsô responsibilities to implement new culinary traditions in order to invite generation 

today for unique gastro experience of improved Ukrainian food (Goh, 2019). 

Another famous restaurateur, Valeriy Biletsky stated that Ukrainian restaurants are 

considered as a business point rather than a comfortable place with a delicious menu 

(Orlova, 2019). However, chef Biletsky also confirms that it is in a period of development 

and opportunities (Trach, 2017). The biggest issue is the education of potential employees 

as there is a limited number of modern culinary arts institutions in Ukraine. Unfortunately, 

most of those schools are following ñold-schoolò standards, and as a result, the young 

generation goes abroad to seek education and job opportunities (Trach, 2017). Other 

factors that might affect the potential development of restaurant business in Ukraine, 

include, but do not end with: economic stability, the dependence of restaurants on product 

inflation, deficiency of experienced and professional workers, and hesitation of employers 

to invest in staff training to improve Ukrainian food industry in general (Hinda, 2016). 

In summary, we could conclude that the local government pays more attention to 

agricultural investment than to restaurants and tourism development in Ukraine. 

Nevertheless, Ukrainian chefs are attempting to modernise the local cuisine at the world 

level and recognition. On the other hand, Ukrainian consumers become more open to 

innovation and pay attention to the quality of food and service. But one of the problems 

remains the education of the new generation in terms of culinary arts and gastronomy 

knowledge. 

 

3. Methodology  

The research process involves methodology practices as a scientific system that 

allows analysing collected primary information for a current topic to attaining previously 

set research objectives (Oliver, 2010). Current paper aims to evaluate Ukrainian chefsô 

perceptions of the Michelin star system, taking into consideration Michelinôs impact on 

Ukrainian gastronomy and the general situation within the Ukrainian restaurant business. 

However, as identified in the review, the research on these issues is limited or absent. 

Therefore, we adopted an inductive research approach: an individual exploration that 

displays developed theories appearing from newly collected data (Matthew & Sutton, 

2004). The analytical tool for this research is the qualitative method, which was 

represented by conducting semi-structured interviews. Considering the lack of previous 

research and discussion on the topic, the semi-structured interview provides flexibility for 

both (interviewee and interviewer), as well as opportunities to obtain in-depth answers 

divided into different subsections (Altinay, Paraskevas, & Jang, 2015; Albala, 2011).  

Data collection happened in the period 24th of December 2019 till the 5th of February 

2020. Participants required 20 to 30 minutes to complete the interview, consisting of 16 

questions. As a result, the final data comprise of the 7 full interviews. Eligible respondents 

were chefs or culinary directors of Ukrainian nationality or citizenships, who are employed 
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among the most famous restaurants in Ukraine. All  participants were provided with 

Information Sheets and written Consent Forms before the interview process. The research 

received ethical approval by Cardiff Metropolitan University, UK and Varna University of 

Management, Bulgaria. 

 

4. Results and Discussion  

Table 1 displays respondentsô sample profile. However, some of the participants 

preferred to not record information of age and years of experience. In sum, all participants 

are citizens of Ukraine and work in the gastronomy field. The only exception is I7 who has 

different nationality but he assures that he has Ukrainian citizenship and long term of 

experience within the local restaurant business.  

 

Table 1. Sample characteristics of interviewees 
Intervi

ewee 

Code 

Age Gender Nationality  Job 

Position 

Years of 

Experience 

Experience 

abroad 

I1 33 years old Female Ukrainian Culinary 

Director 

15 years Yes 

I2 - Female Ukrainian Culinary 

Director 

- Yes 

I3 27 years old Male Ukrainian Head Chef 15 years Yes 

I4 - Female Ukrainian Sous Chef 22 years No 

I5 26 years old Male Ukrainian Head Chef 11 years Yes 

I6 39 years old Male Ukrainian Head Chef 23 years Yes 

I7 26 years old Male Azerbaijani Head Chef 9 years Yes 

 

Discussing the perceptions of Michelin Star System begins with questions regarding 

chefsô experience within Michelin in terms of internships, jobs, and its fine-dining menu 

tasting. Only one of the interviewees stated that previously had an internship in the 

Michelin kitchen. However, 6 out of 7 interviewees visited restaurants awarded by the Red 

Guide in order to taste the menu. This fact indicates that chefs are curious to visit such 

restaurants for their professional gastronomy experience, but external factors like visa 

regulations and labour requirements might hinder Ukrainian representatives of the 

restaurant business to get a job or internship among starred chefs. The failure of most 

Ukrainian chefs to gain experience in Michelin-starred restaurants could be an impetus for 

the authorities to pay attention to the problem of the working visa regime of Ukraine for 

Europe and other countries.  

Still, all respondents confirmed their awareness of already known facts about the 

system like 1 - 3 stars rating, high-quality standards of food and unique menus in 

appearance and flavour. Moreover, I3 stated that Michelin is ñOne of the most respected 

restaurant rating systems.ò On the other hand, I1 considered Michelin as ñ... too much 

show and not delicious foodò, but also said, ñIt is a well-known benchmark of standards 

...ò. Surprisingly, some of the interviewees did not want to answer this question because of 

personal reasons. Our conclusion is that most of the participants consider the Michelin Star 

System as a benchmark of quality and chefsô opportunity for worldwide recognition. 

However, they did not mention details about other types of Michelin awards, such as 

ñCoversò, Plate Michelin symbol etc. (Michelin Guide, 2019)  

In terms of the desire to obtain Michelin stars, the respondents formed two groups of 

viewpoints: I2, I3, I5 who want to obtain a star but are not sure if his/her restaurant is 
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matching Michelin standards, and I4, I6, I7 who wish to get a star and are confident that 

they are addressing all requirements. Only I1 stated that she does not have the desire to 

hold a star based on the evaluation system that Michelin implements. A feasible example is 

the special remark of I5, who wish to own a star but ñ... this titanic work and nerves. Also, 

unfortunately, the Ukrainian consumer is not ready yet for this guide, even though many 

chefs could get the very coveted star.ò The statement adds to the issue about the readiness 

of Ukrainian customers to appreciate such restaurants, but also to their financial resources 

to do so. Additionally, I5 claimed that it is hard for F&B establishments to follow 

perceived quality standards ñé.because Michelin restaurants must be built under this 

guide requirements from the very beginning, there are certain features to address...ò 

However, there is no previous investigation of confirmation that Michelin requires unique 

building criteria for restaurants or their design, so I5 opinion may show his/her 

exaggerated vision on the system, and hence, his/her reluctance to utilize it.  

Next questions deal with the importance of Michelin kitchen standards for Ukrainian 

restaurants. Six responders deduced that those standards have to be applied by the local 

restaurants and chefs. However, I1 protested with the argument, that Ukrainian restaurants 

are already following European HACCP system. Indeed, following the standards of 

HACCP is considered a ñmustò for all restaurants seeking to provide their visitors with 

food quality and safety (Shafiur Rahman, 2007). HACCP might be considered as a crucial 

step to earn world recognition, but its standards do not have any direct relation to the 

Michelin Star System, hence, should not be taken as a factor.  

Still, most of the participants think that Michelin kitchen standards might improve 

food quality and would encourage using only fresh products on a daily basis (I6). Plus, 

they would serve as an excellent tool, which has to be implemented, in order to develop the 

culinary industry in the whole country (I7). An interesting opinion of I5 states that 

Ukrainian F&B industry ñ... is still building restaurants for making money but not for 

status quo, it is not physically feasible to do in connection with the flow of people and the 

speed of delivery of dishes. But we are going to that.ò This statement detected that there 

are open-minded Head Chefs with a critical perspective on the gravity on the situation, but 

not losing motivation to improve it.  

Regarding the lack of Michelin stars in Ukraine, we discovered various points of 

view. The fundamental reasons were inevitably connected to the general situation in 

Ukraine in terms of economic and touristic issues (I4 and I7). However, some answers 

consider the problem of not following perceived quality standards and services. For 

example, I3 indicated that ñIf they would assess - the stars would be. I think it is a problem 

of the country in general. Not a lot of Ukrainians at all knows what Michelin is. Plus, if 

there would be such restaurants, prices would be super high and a lot of people would not 

come...ò Also, according to the I6 ñMichelin Guide did not enter the countries of the 

former USSR due to corruption moments.ò All cited opinions affect the history and 

peculiar market and cultural characteristics of Ukraine, that have not been academically 

touched before. This gap might provide a good direction for further research, but also 

delve deeper into the reasons behind F&B strategies in development both in Ukraine and 

other countries from the former Eastern bloc. To our knowledge, nowadays, Poland is the 

only country of the former USSR (Conquest, n.d.), which is presented in the Michelin stars 

list. 

Additionally, interviewees were asked to suggest particular actions for restaurants 

and chefs to join the Michelin system. Most of the answers state that Ukrainian chefs do 

have the professional competences to enter Michelin. The necessary steps should start with 
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improving economic stability and tourism of Ukraine (I7) that has to be done at the 

national level (I5). Also, implementation and controlling food-quality is compulsory (I4, 

I6). I1 emphasized on the change in the way of thinking for Ukrainian to be ready for 

visiting Michelin fine-dining.  

The last interview section contains questions about the impact of Michelin Star 

System on the Ukrainian gastronomy and chefsô innovative decisions and creativity. It is 

an essential part of the investigation because those are the factors directly connected to 

career success, performance of restaurantsô employees/employers, and their professional 

goals and plans (Wang et al., 2011). Like most of the previous topics, these issues have not 

been investigated before in Ukraine. The major population of the sample stated that 

Michelin has a high impact on Ukrainian gastronomy because it is a culinary benchmark in 

terms of quality, service standards, and chefsô development. However, I1 replied that 

currently, there is no impact because it is a lot of responsibilities and needs to implement 

new skills among the restaurant team. The overall attitude of the respondents indicates that 

Ukrainian professionals are optimistic and ambitious about the Michelin Star System 

implementation in their country.  

Finally, interviewees were asked about their inspiration process: what might 

influence their cooking style and if they are using Michelin standards for modernizing 

Ukrainian cuisine. 6 out of 7 participants confirmed that Michelin restaurants enhance their 

ideas. However, no one mentioned that Michelin is the field of inspiration. As sources of 

inspiration respondents pointed out quality products, place of cooking, temper, season, 

books, travelling, and nature. Still, Ukrainian perception of cooking is far from creating 

art. Rather, they consider it mostly as business or regular activity. 

 

5. Conclusion 

Michelin Star System is recognised as one of the most famous restaurant rankings 

worldwide, along with other rating systems, aiming to evaluate the quality of service and 

the customer experience in the restaurant business. Current study explores the attitudes and 

perceptions of Ukrainian F&B professionals towards the system, as well as their 

willingness to incorporate Ukrainian restaurant business to it. Although the country has 

remained outside of the coverage of Michelin, Ukrainian chefs and culinary directors are 

aware of the system, its high-quality standards and the benefits it may bring to the 

nominated restaurants. The overall attitude of the interviewees towards Michelin is 

positive since they acknowledge that Michelin is an excellent tool in terms of 

modernisation of gastronomy, enhancement of the quality of service and serving as a 

benchmark for culinary comparison. As main barriers, Ukrainian chefs point out the 

political and financial environment of the country, but also the readiness of the local 

customers to consume Michelin-level product. Still, all the respondents are motivated and 

ambitious and are committed to working for the improvement of the restaurant business in 

Ukraine. In this regard, entering the Michelin Star systems is one of the numerous 

challenges to overcome on this long-term pathway.  

The study is exploratory by character, being the first in the field and this national 

context. Therefore, it has a lot of limitations. The small size and limited scope of the 

sample are the major ones, followed by the restricted time frame for data collection. 

However, they may also serve as directions for future research. A potential priority of the 

new studies could be larger target populations, like restaurant owners, representatives of 

public authorities, as well as other stakeholders of the F&B industry. In terms of 

geographical coverage, the research might stretch to other former USSR countries to 
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identify whether they experience similar challenges and if there are any useful practices to 

implement. Additionally, the study may utilize other research methods like questionnaires 

targeting Ukrainian customers and citizens to uncover their awareness and opinion whether 

they are willing to have Michelin-starred restaurants in Ukraine. 
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ʈʝʟʶʤʝ: ʉʲʚʨʝʤʝʥʥʠʪʝ ʪʝʥʜʝʥʮʠʠ ʚ ʫʩʚʦʷʚʘʥʝʪʦ ʠ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʚ ɹʲʣʛʘʨʠʷ ʩʘ ʦʙʫʩʣʦʚʝʥʠ ʦʪ ʤʥʦʞʝʩʪʚʦ ʬʘʢʪʦʨʠ, ʢʦʠʪʦ ʦʧʨʝʜʝʣʷʪ 

ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ. ʊʝ ʦʙʫʩʣʘʚʷʪ ʧʨʦʤʝʥʠ ʢʘʢʪʦ ʚ ʪʲʨʩʝʥʝʪʦ, ʪʘʢʘ ʠ ʚ ʧʨʝʜʣʘʛʘʥʝʪʦ ʥʘ 

ʩʲʟʜʘʜʝʥʠʪʝ ʦʪ ʭʦʨʘʪʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ. ʇʨʦʤʝʥʷ ʩʝ, ʢʘʢʪʦ ʢʦʣʠʯʝʩʪʚʦʪʦ, ʪʘʢʘ ʠ 

ʝʩʪʝʩʪʚʦʪʦ ʥʘ ʦʙʝʢʪʠʪʝ. ʅʘʙʣʶʜʘʚʘʪ ʩʝ ʪʝʥʜʝʥʮʠʠ ʢʲʤ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʪʝʭʥʠʷ ʙʨʦʡ ʠ 

ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʝʩʪʝʩʪʚʦʪʦ ʠʤ. ɺʩʝ ʧʦ-ʯʝʩʪʦ ʩʝ ʧʦʷʚʷʚʘʪ ʥʦʚʦʩʲʟʜʘʜʝʥʠ ʩʧʝʮʠʘʣʥʦ ʟʘ 

ʥʫʞʜʠʪʝ ʥʘ ʪʫʨʠʟʤʘ ʦʙʝʢʪʠ ʠ ʩʲʙʠʪʠʷ. ʊʷʭʥʦʪʦ ʠʟʛʨʘʞʜʘʥʝ ʠ ʦʨʛʘʥʠʟʠʨʘʥʝ ʦʙʘʯʝ ʠʟʠʩʢʚʘ 

ʤʘʱʘʙʥʠ ʠʥʚʝʩʪʠʮʠʠ. ʇʦʨʘʜʠ ʪʦʚʘ ʥʘʰʘʪʘ ʩʪʨʘʥʘ ʪʨʫʜʥʦ ʩʝ ʢʦʥʢʫʨʠʨʘ ʠ ʱʝ ʧʨʦʜʲʣʞʘʚʘ ʜʘ 

ʨʘʟʯʠʪʘ ʜʦ ʛʦʣʷʤʘ ʩʪʝʧʝʥ ʥʘ ʫʥʘʩʣʝʜʝʥʠʪʝ ʦʙʝʢʪʠ, ʢʦʠʪʦ ʩʧʦʩʦʙʩʪʚʘʪ ʟʘ ʟʘʧʘʟʚʘʥʝ ʥʘ 

ʘʚʪʝʥʪʠʯʥʦʩʪʪʘ. 

 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʩʲʚʨʝʤʝʥʥʠ ʪʝʥʜʝʥʮʠʠ, ʬʘʢʪʦʨʠ ʥʘ ʩʨʝʜʘʪʘ, ʛʣʦʙʘʣʠʟʘʮʠʷ, 

ʠʥʪʝʨʥʘʮʠʦʥʘʣʠʟʘʮʠʷ, ʠʥʜʠʚʠʜʫʘʣʠʟʘʮʠʷ, ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ, ʢʦʤʧʣʝʢʩʥʦʩʪ, ʠʥʦʚʘʮʠʠ; 

 

Abstract: The current trends in accessing and using anthropogenic tourist resources in 

Bulgaria are determined by many factors that influence the development of tourism. They cause 

changes in both the demand and offering of man-made tourist resources. The quantity and the nature 

of the sites change. There are tendencies to increase their number and diversify their nature. Newly 

created sites and events created especially for the needs of tourism appear increasingly. However, 

their construction and organization requires large-scale investments. Therefore, it is difficult for 

Bulgaria to compete with other countries and will continue to rely heavily on inherited sites that 

help us preserve Bulgarian authenticity. 

 

Key words: current trends, environmental factors, globalization, internationalization, 

individualization, diversification, complexity, innovations; 

 
 

1. ɺʒɺɽɼɽʅʀɽ 

ɸʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʩʘ ʦʙʝʢʪʠ, ʷʚʣʝʥʠʷ ʠ ʧʨʦʮʝʩʠ, 

ʩʲʟʜʘʜʝʥʠ ʦʪ ʭʦʨʘʪʘ, ʢʦʠʪʦ ʩʘ ʧʨʠʚʣʝʢʘʪʝʣʥʠ (ʘʪʨʘʢʪʠʚʥʠ) ʟʘ ʪʫʨʠʩʪʠʪʝ ʠ ʩʲʦʪʚʝʪʥʦ 

ʩʘ ʤʦʪʠʚ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʲʪʫʚʘʥʠʷ, ʯʨʝʟ ʢʦʠʪʦ ʩʝ ʫʜʦʚʣʝʪʚʦʨʷʚʘʪ ʨʘʟʥʦʦʙʨʘʟʥʠ 

ʠʥʪʝʨʝʩʠ ʥʘ ʪʫʨʠʩʪʠʪʝ ʠ ʩʝ ʨʝʘʣʠʟʠʨʘʪ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʦʣʟʠ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʙʨʘʥʰ. 
ɺ ʟʘʢʦʥʦʜʘʪʝʣʥʘʪʘ ʫʨʝʜʙʘ ʩʘ ʜʝʬʠʥʠʨʘʥʠ ʠ ʩʝ ʠʟʧʦʣʟʚʘʪ ʠ ʜʨʫʛʠ ʙʣʠʟʢʠ ʧʦʥʷʪʠʷ, ʘ 

ʠʤʝʥʥʦ ʧʘʤʝʪʥʠʮʠ ʥʘ ʢʫʣʪʫʨʘʪʘ, ʢʫʣʪʫʨʥʦ ʥʘʩʣʝʜʩʪʚʦ,  ʢʫʣʪʫʨʥʘ ʮʝʥʥʦʩʪ. (ɿʘʢʦʥ ʟʘ 

ʧʘʤʝʪʥʠʮʠʪʝ ʥʘ ʢʫʣʪʫʨʘʪʘ ʠ ʤʫʟʝʠʪʝ, ɿʘʢʦʥ ʟʘ ʢʫʣʪʫʨʥʦʪʦ ʥʘʩʣʝʜʩʪʚʦ) 

ɸʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʩʘ Ăʧʦʜʩʠʩʪʝʤʘ ʥʘ ʪʝʨʠʪʦʨʠʘʣʥʘʪʘ 

ʩʠʩʪʝʤʘ ʥʘ ʦʪʜʠʭʘ ʠ ʪʫʨʠʟʤʘñ (ʇʦʧʦʚʘ, 1993).  ʇʦʨʘʜʠ ʪʦʚʘ ʪʝ ʩʘ ʦʙʝʢʪ ʥʘ ʚʥʠʤʘʥʠʝ 
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ʦʪ ʛʝʦʛʨʘʬʠʷʪʘ ʥʘ ʪʫʨʠʟʤʘ. ʇʨʝʛʣʝʜ ʥʘ ʩʚʝʪʦʚʥʘʪʘ ʣʠʪʝʨʘʪʫʨʘ ʚ ʪʘʟʠ ʥʘʩʦʢʘ, 

ʥʘʧʨʘʚʝʥ ʦʪ ɸʧʦʩʪʦʣʦʚ (2013), ʧʦʢʘʟʚʘ, ʯʝ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʨʝʩʫʨʩʠ ʩʝ ʨʘʟʛʣʝʞʜʘʪ 

ʧʨʝʜʠʤʥʦ ʚʲʚ ʚʨʲʟʢʘ ʩ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʡʥʦʩʪʠ ʠ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ, ʢʘʢʪʦ ʠ 

ʯʝ ʩʝ ʠʟʩʣʝʜʚʘʪ ʧʨʝʜʠʤʥʦ ʚ ʧʦ-ʩʪʘʨʠ ʧʫʙʣʠʢʘʮʠʠ. ɺʲʚ ʚʨʲʟʢʘ ʩ ʪʦʚʘ ʧʨʦʙʣʝʤʘʪʠʢʘʪʘ 

ʦʪʥʦʩʥʦ ʩʲʚʨʝʤʝʥʥʠʪʝ ʪʝʥʜʝʥʮʠʠ  ʚ ʫʩʚʦʷʚʘʥʝʪʦ ʠ ʠʟʧʦʣʟʚʘʥʝʪʦ ʠʤ ʦʩʪʘʚʘ ʚʩʝ ʦʱʝ 

ʦʪʥʦʩʠʪʝʣʥʦ ʥʝʟʘʩʝʛʥʘʪʘ. ʇʨʦʙʣʝʤʲʪ ʝ ʦʩʦʙʝʥʦ ʘʢʪʫʘʣʝʥ ʠ ʚʲʚ ʚʨʲʟʢʘ ʩ ʜʠʥʘʤʠʯʥʦʪʦ 

ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʙʨʘʥʰ. ʅʘ ʩʲʚʨʝʤʝʥʥʠʷ ʝʪʘʧ ʦʪ ʨʘʟʚʠʪʠʝʪʦ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʦʪʨʘʩʲʣ ʧʨʦʪʠʯʘʪ ʨʝʜʠʮʘ ʧʨʦʤʝʥʠ. ʇʦʥʷʪʠʝʪʦ Ăʩʲʚʨʝʤʝʥʥʠò ʠʤʘ 

ʦʪʥʦʩʠʪʝʣʝʥ ʭʘʨʘʢʪʝʨ. ʆʙʠʢʥʦʚʝʥʦ ʩʝ ʚʠʟʠʨʘ ʧʝʨʠʦʜ ʦʪ 10 ï 15 ʛʦʜʠʥʠ, ʥʦ ʚ 

ʟʘʚʠʩʠʤʦʩʪ ʦʪ ʝʩʪʝʩʪʚʦʪʦ ʩʠ, ʢʘʢʪʦ ʠ ʦʪ ʜʠʥʘʤʠʢʘʪʘ ʥʘ ʩʨʝʜʘʪʘ, ʥʷʢʦʠ ʪʝʥʜʝʥʮʠʠ 

ʤʦʛʘʪ ʜʘ ʦʙʭʚʘʥʘʪ ʧʦ-ʧʨʦʜʲʣʞʠʪʝʣʥʠ ʧʝʨʠʦʜʠ. ʆʩʚʝʥ ʪʦʚʘ ʪʝ ʥʝ ʩʝ ʧʨʦʷʚʷʚʘʪ 

ʝʜʥʦʚʨʝʤʝʥʥʦ ʥʘ ʚʩʷʢʲʜʝ. ʅʘʡ-ʯʝʩʪʦ ʥʦʚʦʩʪʠʪʝ ʩʝ ʟʘʨʘʞʜʘʪ ʚ ʨʘʟʚʠʪʠʪʝ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʩʪʠʥʘʮʠʠ ʢʘʪʦ ʩʝ ʧʨʝʚʨʲʱʘʪ ʚ ʥʦʨʤʘ ʠ ʤʥʦʛʦ ʙʲʨʟʦ ʩʝ 

ʨʘʟʧʨʦʩʪʨʘʥʷʚʘʪ ʚ ʨʘʟʚʠʚʘʱʠʪʝ ʩʝ, ʢʦʠʪʦ ʩʪʘʚʘʪ ʪʝʭʥʠ ʥʦʩʠʪʝʣʠ ʠ ʛʠ ʧʨʝʯʫʧʚʘʪ ʧʨʝʟ 

ʧʨʠʟʤʘʪʘ ʥʘ ʩʚʦʠʪʝ ʨʝʛʠʦʥʘʣʥʠ ʦʩʦʙʝʥʦʩʪʠ.  

ʊʝʥʜʝʥʮʠʠʪʝ ʩʘ ʪʨʘʡʥʠ ʝʜʥʦʧʦʩʦʯʥʠ ʠʟʤʝʥʝʥʠʷ ʚ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠʪʝ ʥʘ 

ʦʙʝʢʪʠʪʝ, ʧʨʦʮʝʩʠʪʝ ʠ ʷʚʣʝʥʠʷʪʘ ʚʩʣʝʜʩʪʚʠʝ ʥʘ ʢʦʤʧʣʝʢʩʥʦʪʦ ʚʣʠʷʥʠʝ ʥʘ ʨʘʟʣʠʯʥʠʪʝ 

ʬʘʢʪʦʨʠ. ʇʦʥʷʪʠʝʪʦ Ăʪʝʥʜʝʥʮʠʷò ʩʝ ʜʝʬʠʥʠʨʘ ʢʘʪʦ ʩʝʨʠʷ ʦʪ ʩʲʙʠʪʠʷ, ʢʦʠʪʦ, 

ʛʨʫʧʠʨʘʥʠ ʟʘʝʜʥʦ, ʬʦʨʤʠʨʘʪ ʥʦʚʦ ʥʘʧʨʘʚʣʝʥʠʝ ʠʣʠ ʠʟʤʝʥʷʪ ʩʲʱʝʩʪʚʝʥʦ ʥʘʣʠʯʥʠʪʝ 

ʦʙʝʢʪʠ, ʷʚʣʝʥʠʷ ʠ ʧʨʦʮʝʩʠ. ʊʝʥʜʝʥʮʠʠʪʝ ʤʦʛʘʪ ʜʘ ʩʝ ʧʦʜʝʣʷʪ ʥʘ ʛʣʘʚʥʠ ʠ 

ʚʪʦʨʦʩʪʝʧʝʥʥʠ, ʢʘʢʪʦ ʠ ʥʘ ʥʦʚʠ ʠ ʩʲʱʝʩʪʚʝʥʠ (ɼʲʙʝʚʘ, 1998). ʊʝ ʥʝ ʩʘ ʝʜʥʦʟʥʘʯʥʠ 

ʧʦʨʘʜʠ ʨʘʟʥʦʨʦʜʥʠʷ ʠ ʜʠʥʘʤʠʯʝʥ ʭʘʨʘʢʪʝʨ ʥʘ ʩʨʝʜʘʪʘ. ɿʘ ʜʘ ʩʝ ʦʪʢʨʦʷʪ ʥʘʡ-

ʩʲʱʝʩʪʚʝʥʠʪʝ ʩʨʝʜ ʪʷʭ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʠʟʩʣʝʜʚʘ ʧʨʦʜʲʣʞʠʪʝʣʝʥ ʧʝʨʠʦʜ. 

ʇʦʟʥʘʚʘʥʝʪʦ ʥʘ ʩʲʚʨʝʤʝʥʥʠʪʝ ʪʝʥʜʝʥʮʠʠ ʠʤʘ ʚʘʞʥʦ ʧʦʟʥʘʚʘʪʝʣʥʦ ʠ ʧʨʘʢʪʠʢʦ-

ʧʨʠʣʦʞʥʦ ʟʥʘʯʝʥʠʝ.  

ʎʝʣʪʘ ʥʘ ʥʘʩʪʦʷʱʘʪʘ ʧʫʙʣʠʢʘʮʠʷ ʝ ʜʘ ʤʘʨʢʠʨʘ ʦʩʥʦʚʥʠʪʝ ʪʝʥʜʝʥʮʠʠ ʚ 

ʫʩʚʦʷʚʘʥʝʪʦ ʠ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʚ ɹʲʣʛʘʨʠʷ 

ʧʨʝʟ ʥʘʰʝʪʦ ʩʲʚʨʝʤʠʝ. ʆʙʝʢʪ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ ʩʘ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʨʝʩʫʨʩʠ, ʘ ʧʨʝʜʤʝʪ ʩʘ ʩʲʚʨʝʤʝʥʥʠʪʝ ʪʝʥʜʝʥʮʠʠ ʚ ʫʩʚʦʷʚʘʥʝʪʦ ʠ ʠʟʧʦʣʟʚʘʥʝʪʦ ʠʤ ʚ 

ʥʘʰʘʪʘ ʩʪʨʘʥʘ. 

ʇʨʠʝʤʘ ʩʝ, ʯʝ ɹʲʣʛʘʨʠʷ ʝ ʥʘ ʪʨʝʪʦ ʤʷʩʪʦ ʚ ɽʚʨʦʧʘ (ʩʣʝʜ ɻʲʨʮʠʷ ʠ ʀʪʘʣʠʷ) ʧʦ 

ʙʨʦʡ ʠ ʨʘʟʥʦʦʙʨʘʟʠʝ ʥʘ ʦʪʢʨʠʪʠ ʧʘʤʝʪʥʠʮʠ ʥʘ ʢʫʣʪʫʨʘʪʘ. ʈʝʛʠʩʪʨʠʨʘʥʠʪʝ 

ʥʝʜʚʠʞʠʤʠ ʧʘʤʝʪʥʠʮʠ ʥʘ ʢʫʣʪʫʨʘʪʘ ʚ ɹʲʣʛʘʨʠʷ ʩʘ ʥʘʜ 40 000, ʘ ʚ ʜʲʨʞʘʚʥʠʪʝ ʠ 

ʦʙʱʠʥʩʢʠ ʤʫʟʝʠ ʩʝ ʩʲʭʨʘʥʷʚʘʪ ʧʦʚʝʯʝ ʦʪ 5 ʤʣʥ. ʜʚʠʞʠʤʠ ʢʫʣʪʫʨʥʠ ʮʝʥʥʦʩʪʠ. 

(http://www.unesco-bg.org/culture/bul-ich/) 

 
 

2. ɻʃɸɺʅʀ ʊɽʅɼɽʅʎʀʀ 

ʊʫʨʠʟʤʲʪ ʝ ʦʪʚʦʨʝʥʘ ʩʠʩʪʝʤʘ, ʢʦʷʪʦ ʩʝ ʥʘʤʠʨʘ ʚ ʥʝʧʨʝʢʲʩʥʘʪʦ 

ʚʟʘʠʤʦʜʝʡʩʪʚʠʝ ʩʲʩ ʩʨʝʜʘʪʘ ʩʠ. ʇʦʨʘʜʠ ʪʦʚʘ ʢʘʪʦ ʯʘʩʪ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʦʪʨʘʩʲʣ 

ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʩʘ ʧʦʜ ʚʣʠʷʥʠʝ ʥʘ ʨʝʜʠʮʘ ʬʘʢʪʦʨʠ ï 

ʠʩʪʦʨʠʯʝʩʢʠ, ʛʝʦʛʨʘʬʩʢʠ, ʠʢʦʥʦʤʠʯʝʩʢʠ, ʩʦʮʠʦ-ʢʫʣʪʫʨʥʠ, ʧʩʠʭʦʣʦʛʠʯʝʩʢʠ, 

ʜʝʤʦʛʨʘʬʩʢʠ, ʧʦʣʠʪʠʯʝʩʢʠ, ʟʘʢʦʥʦʜʘʪʝʣʥʠ, ʪʝʭʥʦʣʦʛʠʯʥʠ, ʝʢʦʣʦʛʠʯʥʠ. ʄʥʦʞʝʩʪʚʦʪʦ 

ʬʘʢʪʦʨʠ ʩʘ ʚʟʘʠʤʦʩʚʲʨʟʘʥʠ ʠ ʚʣʠʷʷʪ ʩʲʚʤʝʩʪʥʦ ʚʲʨʭʫ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʨʝʩʫʨʩʠ, ʢʘʪʦ ʧʘʨʘʤʝʪʨʠʪʝ ʠ ʚʣʠʷʥʠʷʪʘ ʠʤ ʥʝʧʨʝʢʲʩʥʘʪʦ ʩʝ ʧʨʦʤʝʥʷʪ. ʊʘʢʘ ʩʝ 

ʬʦʨʤʠʨʘ ʝʜʥʘ ʢʦʤʧʣʝʢʩʥʘ, ʨʘʟʥʦʨʦʜʥʘ, ʜʠʥʘʤʠʯʥʘ ʠ ʥʝʩʠʛʫʨʥʘ ʩʨʝʜʘ. 

ɸʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʧʦʥʘʩʷʪ ʚʣʠʷʥʠʷʪʘ ʥʘ ʧʦʩʦʯʝʥʠʪʝ ʬʘʢʪʦʨʠ, 

ʥʦ ʦʪ ʩʚʦʷ ʩʪʨʘʥʘ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʠʤ ʜʘ ʧʦʚʣʠʷʷʪ ʚʲʨʭʫ ʪʷʭ ʩʘ ʦʛʨʘʥʠʯʝʥʠ, ʢʦʝʪʦ ʛʠ 
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ʧʦʩʪʘʚʷ ʚ ʩʠʣʥʘ ʟʘʚʠʩʠʤʦʩʪ ʠ ʥʝʩʠʛʫʨʥʦʩʪ. ɸʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʦʪ 

ʩʚʦʷ ʩʪʨʘʥʘ ʩʲʱʦ ʩʘ ʚʘʞʝʥ ʬʘʢʪʦʨ. ʇʦ-ʢʦʥʢʨʝʪʥʦ ʪʝ ʩʘ ʩʨʝʜ ʛʣʘʚʥʠʪʝ 

ʣʦʢʘʣʠʟʘʮʠʦʥʥʠ ʬʘʢʪʦʨʠ ʩʠʣʥʦ ʚʣʠʷʝʱʠ ʚʲʨʭʫ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʙʲʣʛʘʨʩʢʠʷ ʪʫʨʠʟʲʤ 

ʥʘʨʝʜ ʩ ʧʨʠʨʦʜʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ. 

ʂʲʤ ʥʘʩʪʦʷʱʠʷ ʤʦʤʝʥʪ ʚ ʜʠʥʘʤʠʯʥʦʪʦ ʨʘʟʚʠʪʠʝ ʠ ʠʟʧʦʣʟʚʘʥʝ ʥʘ 

ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʚ ɹʲʣʛʘʨʠʷ ʩʝ ʦʪʢʨʦʷʚʘʪ ʩʣʝʜʥʠʪʝ ʦʩʥʦʚʥʠ 

ʪʝʥʜʝʥʮʠʠ : 

 

2.1. ʇʦʚʠʰʘʚʘʥʝ ʥʘ ʪʲʨʩʝʥʝʪʦ ʠ ʧʨʝʜʣʘʛʘʥʝʪʦ ʥʘ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʟʘ ʥʫʞʜʠʪʝ ʥʘ ʪʫʨʠʟʤʘ 

ʊʘʟʠ ʪʝʥʜʝʥʮʠʷ ʩʝ ʦʙʫʩʣʘʚʷ ʦʪ ʥʘʨʘʩʥʘʣʠʷ ʙʨʦʡ ʠ ʠʥʪʝʥʟʠʚʥʦʩʪ ʥʘ 

ʧʲʪʫʚʘʥʠʷʪʘ. ɺ ʨʘʟʣʠʯʥʠʪʝ ʦʙʝʢʪʠ ʪʲʨʩʝʥʝʪʦ ʠ ʧʨʝʜʣʘʛʘʥʝʪʦ ʥʘʨʘʩʪʚʘʪ ʩ ʨʘʟʣʠʯʝʥ 

ʪʝʤʧ ʚ ʟʘʚʠʩʠʤʦʩʪ ʦʪ ʬʘʟʘʪʘ ʥʘ ʞʠʟʥʝʥʠʷ ʮʠʢʲʣ, ʚ ʢʦʷʪʦ ʩʝ ʥʘʤʠʨʘ ʩʲʦʪʚʝʪʥʠʷʪ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʜʫʢʪ. ʇʦʚʠʰʝʥʦʪʦ ʪʲʨʩʝʥʝ ʩʝ ʦʙʫʩʣʘʚʷ ʦʪ ʧʦʩʪʝʧʝʥʥʘʪʘ 

ʧʨʝʦʨʠʝʥʪʘʮʠʷ ʥʘ ʧʦʪʨʝʙʠʪʝʣʠʪʝ ʦʪ ʪʨʘʜʠʮʠʦʥʥʘʪʘ ʤʦʨʩʢʘ ʧʦʯʠʚʢʘ ʢʲʤ 

ʨʘʟʥʦʦʙʨʘʟʥʠ ʢʫʣʪʫʨʥʠ, ʩʧʦʨʪʥʠ, ʛʘʩʪʨʦʥʦʤʠʯʝʩʢʠ ʠ ʜʨʫʛʠ ʘʪʨʘʢʮʠʠ. 

ʊʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʨʝʜʣʘʛʘʥʝ ʨʝʘʛʠʨʘ ʥʘ ʪʦʚʘ ʯʨʝʟ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ ʥʦʚʠ ʦʙʝʢʪʠ ʠ 

ʦʨʛʘʥʠʟʠʨʘʥʝʪʦ ʥʘ ʚʩʝ ʧʦʚʝʯʝ ʩʧʝʮʠʘʣʥʠ ʩʲʙʠʪʠʷ. ʊʘʢʠʚʘ ʤʘʱʘʙʥʠ ʥʘʯʠʥʘʥʠʷ ʧʨʝʟ 

ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʩʘ ɿʘʤʲʢʲʪ ʢʨʘʡ ʩ. ʈʘʚʘʜʠʥʦʚʦ, ʀʩʪʦʨʠʯʝʩʢʠʷʪ ʧʘʨʢ ʢʨʘʡ ʩ. 

ʅʝʦʬʠʪ ʈʠʣʩʢʠ, ʄʫʟʝʡʢʦ ʚ ʉʦʬʠʷ ʠ ʜʨ. ɺ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʨʝʜʣʘʛʘʥʝ ʩʝ ʚʢʣʶʯʚʘʪ ʠ 

ʫʥʘʩʣʝʜʝʥʠ ʦʙʝʢʪʠ, ʢʦʠʪʦ ʩʝ ʨʘʟʨʘʙʦʪʚʘʪ ʟʘ ʥʫʞʜʠʪʝ ʥʘ ʪʫʨʠʟʤʘ. ʊʘʢʠʚʘ ʥʘʧʨʠʤʝʨ ʩʘ 

ʎʘʨʠ ʄʘʣʠ ʛʨʘʜ ʢʨʘʡ ʩ. ɹʝʣʯʠʥ, ɺʠʣʘ ɸʨʤʠʨʘ ʢʨʘʡ ʀʚʘʡʣʦʚʛʨʘʜ ʠ ʜʨ. 

ɿʘ ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʧʨʝʩʪʦʷ ʥʘ ʪʫʨʠʩʪʠʪʝ ʧʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʚ 

ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʘʢʝʪʠ ʟʘ ʚʘʢʘʥʮʠʦʥʝʥ ʤʦʨʩʢʠ ʠ ʟʠʤʝʥ ʩʢʠ ʪʫʨʠʟʲʤ ʩʝ ʚʢʣʶʯʚʘʪ 

ʧʦʩʝʱʝʥʠʷ ʥʘ ʢʫʣʪʫʨʥʠ ʦʙʝʢʪʠ ʠ ʤʝʨʦʧʨʠʷʪʠʷ. ʊʦʚʘ ʜʦʧʨʠʥʘʩʷ ʟʘ ʧʦʧʫʣʷʨʠʟʠʨʘʥʝ 

ʥʘ ʢʫʣʪʫʨʥʦʪʦ ʥʘʩʣʝʜʩʪʚʦ ʥʘ ʩʪʨʘʥʘʪʘ ʩʨʝʜ ʯʫʞʜʝʩʪʨʘʥʥʠʪʝ ʪʫʨʠʩʪʠ. ʉ ʧʦʩʪʘʚʷʥʝʪʦ 

ʥʘ ʘʢʮʝʥʪ ʚʲʨʭʫ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʘʣʪʝʨʥʘʪʠʚʥʠʪʝ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʢʘʪʦ ʯʘʩʪ ʦʪ 

ʨʝʛʠʦʥʘʣʥʘʪʘ ʧʦʣʠʪʠʢʘ ʥʘ ʩʪʨʘʥʘʪʘ ʚ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʫʚʝʣʠʯʘʚʘʪ 

ʧʦʩʝʱʝʥʠʷʪʘ ʚ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʠʪʝ ʧʘʤʝʪʥʠʮʠ. ʊʦʚʘ ʚʦʜʠ ʜʦ ʨʘʟʨʘʙʦʪʚʘʥʝ ʠ 

ʧʨʝʜʣʘʛʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʢʝʪʠ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʢʫʣʪʫʨʝʥ, ʧʦʟʥʘʚʘʪʝʣʝʥ, 

ʨʝʣʠʛʠʦʟʝʥ, ʧʦʢʣʦʥʥʠʯʝʩʢʠ, ʩʧʦʨʪʝʥ, ʨʘʟʚʣʝʢʘʪʝʣʝʥ ʠ ʜʨʫʛʠ ʚʠʜʦʚʝ ʪʫʨʠʟʲʤ. 

ʇʲʪʫʚʘʥʠʷʪʘ ʚʲʚ ʚʲʪʨʝʰʥʦʩʪʪʘ ʥʘ ʩʪʨʘʥʘʪʘ ʩ ʮʝʣ ʧʦʩʝʱʝʥʠʝ ʥʘ ʨʘʟʣʠʯʥʠ 

ʘʥʪʨʦʧʦʛʝʥʥʠ ʦʙʝʢʪʠ ʠ ʩʲʙʠʪʠʷ ʩʘ ʧʨʝʜʠʤʥʦ ʠʥʜʠʚʠʜʫʘʣʥʠ. ʇʦ-ʛʦʣʷʤʘ ʯʘʩʪ ʦʪ 

ʧʦʩʝʪʠʪʝʣʠʪʝ ʩʘ ʙʲʣʛʘʨʩʢʠ ʛʨʘʞʜʘʥʠ. ɼʦʢʘʪʦ ʚ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʨʘʡʦʥʠ, ʚ ʢʦʠʪʦ ʩʝ 

ʧʨʘʢʪʠʢʫʚʘ ʤʘʩʦʚ ʪʫʨʠʟʲʤ, ʢʘʪʦ ʉʝʚʝʨʥʦ ʠ ʖʞʥʦ ʏʝʨʥʦʤʦʨʠʝ, ʉʦʬʠʷ, ʈʠʣʘ ï ʇʠʨʠʥ 

ʩʝ ʥʘʙʣʶʜʘʚʘ ʪʲʨʩʝʥʝ ʠ ʦʪ ʩʪʨʘʥʘ ʥʘ ʯʫʞʜʝʩʪʨʘʥʥʠ ʛʨʘʞʜʘʥʠ. 

 

2.2. ʈʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʝʩʪʝʩʪʚʦʪʦ ʥʘ ʦʙʝʢʪʠʪʝ 

ʉʘʤʦ ʜʦ ʧʨʝʜʠ ʪʨʠ ʜʝʩʝʪʠʣʝʪʠʷ ʚ ɹʲʣʛʘʨʠʷ ʚʩʝ ʦʱʝ ʥʷʤʘʰʝ ʘʢʚʘʧʘʨʢʦʚʝ, 

ʛʦʣʬ-ʠʛʨʠʱʘ, ʠʥʪʝʨʘʢʪʠʚʥʠ ʤʫʟʝʠ, ʯʘʩʪʥʠ ʤʫʟʝʡʥʠ ʢʦʣʝʢʮʠʠ ʠ ʜʨ. ʈʘʟʥʦʦʙʨʘʟʠʝʪʦ ʠ 

ʧʝʨʩʦʥʘʣʠʟʠʨʘʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ ʩʝ ʧʦʩʪʠʛʘ ʥʝ ʩʘʤʦ ʯʨʝʟ ʩʲʟʜʘʚʘʥʝ ʥʘ 

ʥʦʚʠ ʦʙʝʢʪʠ, ʥʦ ʠ ʯʨʝʟ ʨʝʥʦʚʠʨʘʥʝ ʥʘ ʩʲʱʝʩʪʚʫʚʘʱʠʪʝ. 

ɻʦʣʷʤ ʥʘʧʨʝʜʲʢ ʚ ʩʲʟʜʘʚʘʥʝʪʦ ʠ ʦʙʦʛʘʪʷʚʘʥʝʪʦ ʥʘ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʨʝʩʫʨʩʠ 

ʠʤʘ ʥʘʡ-ʚʝʯʝ ʚ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʨʘʡʦʥʠ ɺʘʨʥʝʥʩʢʦ ʠ ɹʫʨʛʘʩʢʦ ʏʝʨʥʦʤʦʨʠʝ. ʊʦʚʘ ʝ 

ʩʚʲʨʟʘʥʦ ʩ ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʟʘ ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʧʨʝʩʪʦʷ ʥʘ ʯʫʞʜʝʩʪʨʘʥʥʠʪʝ ʠ 

ʙʲʣʛʘʨʩʢʠ ʪʫʨʠʩʪʠ, ʧʨʘʢʪʠʢʫʚʘʱʠ ʤʦʨʩʢʠ ʚʘʢʘʥʮʠʦʥʝʥ ʪʫʨʠʟʲʤ, ʩ ʨʘʟʣʠʯʥʠ 

ʘʪʨʘʢʮʠʠ, ʨʘʟʚʣʝʯʝʥʠʷ ʠ ʩʧʦʨʪʥʠ ʘʢʪʠʚʥʦʩʪʠ. ɺʲʚ ʚʨʲʟʢʘ ʩ ʪʦʚʘ ʩʘ ʠʟʛʨʘʜʝʥʠ ʛʦʣʷʤ 

ʙʨʦʡ ʘʢʚʘʧʘʨʢʦʚʝ, ʢʘʟʠʥʘ, ʛʦʣʬ ʠʛʨʠʱʘ, ʩʧʦʨʪʥʠ ʟʘʣʠ. ʄʝʞʜʫ ʦʙʱʠʥʠʪʝ ʂʘʚʘʨʥʘ ʠ 
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ɹʘʣʯʠʢ ʩʘ ʦʙʦʩʦʙʝʥʠ ʪʨʠ ʛʦʣʝʤʠ ʛʦʣʬ ʠʛʨʠʱʘ ï ɹʣʝʡʢ ʉʠʡ ʈʘʤʘ, ʊʨʝʡʰʲʥ ʢʣʠʬʩ ʠ 

ʃʘʡʪ ʭʘʫʩ. ɺ ʩʲʟʜʘʚʘʥʝʪʦ ʠʤ ʚʟʠʤʘʪ ʫʯʘʩʪʠʝ ʯʫʞʜʝʩʪʨʘʥʥʠ ʘʨʭʠʪʝʢʪʠ ʠ ʠʥʚʝʩʪʠʪʦʨʠ. 

ʊʫʨʠʩʪʠʯʝʩʢʘʪʘ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ ʠ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʫʩʣʫʛʠ ʚ ʛʦʣʬ 

ʠʛʨʠʱʘʪʘ ʩʘ ʥʘ ʠʟʢʣʶʯʠʪʝʣʥʦ ʚʠʩʦʢʦ ʥʠʚʦ.  

ɼʨʫʛ ʨʘʡʦʥ ʩ ʢʦʥʮʝʥʪʨʘʮʠʷ ʥʘ ʛʦʣʬ ʠʛʨʠʱʘ ʝ ʉʦʬʠʷ. ɺ ʨʘʡʦʥʘ ʥʘ ʀʭʪʠʤʘʥ ʝ 

ʠʟʛʨʘʜʝʥʦ ʧʲʨʚʦʪʦ ʛʦʣʬ ʠʛʨʠʱʝ ʚ ʩʪʨʘʥʘʪʘ ï ʛʦʣʬ ʢʣʫʙ Ăɽʨ ʉʦʬʠʷò. ɺ ʙʣʠʟʦʩʪ ʩʘ 

ʛʦʣʬ ʢʣʫʙ Ăʇʨʘʚʝʮò ʠ ʛʦʣʬ ʢʣʫʙ Ăʉʚ. ʉʦʬʠʷñ, ʢʘʢʪʦ ʠ ʇʠʨʠʥ ʛʦʣʬ &ʂʲʥʪʨʠ ʢʣʫʙ ʚ 

ʈʘʟʣʦʛ (ʦʙʣʘʩʪ ɹʣʘʛʦʝʚʛʨʘʜ).  

ɻʦʣʷʤ ʝ ʙʨʦʷʪ ʥʘ ʩʧʦʨʪʥʠʪʝ ʟʘʣʠ ʠ ʧʣʦʱʘʜʢʠ ʟʘ ʧʨʘʢʪʠʢʫʚʘʥʝ ʥʘ ʨʘʟʣʠʯʥʠ 

ʚʠʜʦʚʝ ʩʧʦʨʪ ʥʘ ʪʝʨʠʪʦʨʠʷʪʘ ʥʘ ʂʂ Ăɸʣʙʝʥʘò. ʅʘ ʪʝʨʠʪʦʨʠʷʪʘ ʥʘ ʢʦʤʧʣʝʢʩʘ ʩʝ 

ʧʨʦʚʝʞʜʘʪ ʨʝʜʠʮʘ ʤʝʞʜʫʥʘʨʦʜʥʠ ʠ ʥʘʮʠʦʥʘʣʥʠ ʩʧʦʨʪʥʠ ʧʨʦʷʚʠ. ɺ ʢʫʨʦʨʪʝʥ 

ʢʦʤʧʣʝʢʩ Ăɸʣʙʝʥʘò ʩʝ ʥʘʤʠʨʘ ʝʜʥʘ ʦʪ ʥʘʡ-ʤʦʜʝʨʥʠʪʝ ʠ ʜʦʙʨʝ ʦʙʦʨʫʜʚʘʥʠ ʩʧʦʨʪʥʦ-

ʚʲʟʩʪʘʥʦʚʠʪʝʣʥʠ ʙʘʟʠ ʥʘ ɹʘʣʢʘʥʩʢʠʷ ʧʦʣʫʦʩʪʨʦʚ, ʩʲʩʪʦʷʱʘ ʩʝ ʦʪ ʢʦʥʥʘ ʙʘʟʘ, 

ʤʥʦʛʦʬʫʥʢʮʠʦʥʘʣʥʘ ʩʧʦʨʪʥʘ ʟʘʣʘ, 8 ʬʫʪʙʦʣʥʠ ʠʛʨʠʱʘ, ʣʠʮʝʥʟʠʨʘʥ ʪʝʨʝʥ ʟʘ ʭʦʢʝʡ ʥʘ 

ʪʨʝʚʘ, ʤʥʦʛʦʙʨʦʡʥʠ ʪʝʥʠʩ ʢʦʨʪʦʚʝ, ʙʘʩʝʡʥʠ ʠ ʩʲʦʨʲʞʝʥʠʷ ʟʘ ʚʦʜʥʠ ʩʧʦʨʪʦʚʝ, 

ʢʘʨʪʠʥʛ ʧʠʩʪʘ. ʇʨʦʬʝʩʠʦʥʘʣʥʠ ʬʫʪʙʦʣʥʠ ʪʠʤʦʚʝ ʦʪ ɹʲʣʛʘʨʠʷ, ʈʫʩʠʷ, ʉɸʑ, ɻʲʨʮʠʷ, 

ʈʫʤʲʥʠʷ, ʉʣʦʚʘʢʠʷ, ʋʢʨʘʡʥʘ, ʐʦʪʣʘʥʜʠʷ ʠ ʤʥʦʛʦ ʜʨʫʛʠ ʜʲʨʞʘʚʠ ʩʝ ʚʲʟʧʦʣʟʚʘʪ ʦʪ 

ʧʝʨʬʝʢʪʥʠʪʝ ʫʩʣʦʚʠʷ ʥʘ 8-ʪʝ ʩʪʘʜʠʦʥʘ ʠ ʜʦʧʲʣʥʠʪʝʣʥʠʪʝ ʪʨʝʥʠʨʦʚʲʯʥʠ ʪʝʨʝʥʠ ʚ 

ɸʣʙʝʥʘ. 

ʀʟʢʣʶʯʠʪʝʣʥʦ ʛʦʣʷʤ ʝ ʙʨʦʷʪ ʥʘ ʠʟʛʨʘʜʝʥʠʪʝ ʘʢʚʘʧʘʨʢʦʚʝ ʧʨʝʟ ʧʦʩʣʝʜʥʠʪʝ 

ʛʦʜʠʥʠ. ʅʘʡ-ʤʥʦʛʦ ʩʘ ʪʝ ʚ ʯʝʨʥʦʤʦʨʩʢʠʪʝ ʨʘʡʦʥʠ ʠ ʚ ʙʣʠʟʦʩʪ ʜʦ ʛʦʣʝʤʠʪʝ 

ʙʝʣʥʝʦʢʫʨʦʨʪʠ ʠ ʦʙʣʘʩʪʥʠ ʮʝʥʪʨʦʚʝʝ ʚ ʩʪʨʘʥʘʪʘ.  

 

2.3. ʀʟʤʝʥʝʥʠʝ ʚ ʪʝʨʠʪʦʨʠʘʣʥʘʪʘ ʩʪʨʫʢʪʫʨʘ  

ʋʩʚʦʷʚʘʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʢʦ-ʨʝʩʫʨʩʥʠʷ ʧʦʪʝʥʮʠʘʣ ʠ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʥʦʚʠ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʘʪʨʘʢʮʠʠ ʚʦʜʠ ʜʦ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʪʷʭʥʘʪʘ ʢʦʥʮʝʥʪʨʘʮʠʷ ʚ ʖʞʥʘ 

ɹʲʣʛʘʨʠʷ. ʉʨʝʜ ʥʘʡ-ʘʢʪʠʚʥʠʪʝ ʚ ʪʦʚʘ ʦʪʥʦʰʝʥʠʝ ʩʘ ʦʙʣʘʩʪʠʪʝ ʂʲʨʜʞʘʣʠ, ʍʘʩʢʦʚʦ, 

ɹʫʨʛʘʩ, ʦʙʱʠʥʠʪʝ ʂʘʟʘʥʣʲʢ, ʉʪʘʨʘ ɿʘʛʦʨʘ  ʠ ʜʨ. ʊʦʚʘ ʝ ʩʚʲʨʟʘʥʦ ʩ ʮʷʣʦʩʪʥʦʪʦ 

ʩʦʮʠʘʣʥʦ-ʠʢʦʥʦʤʠʯʝʩʢʦ ʨʘʟʚʠʪʠʝ, ʠʥʚʝʩʪʠʮʠʦʥʥʠʪʝ ʧʨʦʮʝʩʠ ʠ ʠʥʬʨʘʩʪʨʫʢʪʫʨʥʠ 

ʧʨʦʝʢʪʠ, ʢʦʠʪʦ ʩʘ ʥʝʨʘʚʥʦʤʝʨʥʦ ʨʘʟʧʨʝʜʝʣʝʥʠ ʧʦ ʪʝʨʠʪʦʨʠʷʪʘ ʥʘ ʩʪʨʘʥʘʪʘ. ʅʦʚʠʪʝ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʦʙʝʢʪʠ ʩʝ ʦʢʘʟʚʘʪ ʧʦ-ʘʪʨʘʢʪʠʚʥʠ ʟʘ ʪʫʨʠʩʪʠʪʝ, ʧʦʨʘʜʠ ʧʦ-ʨʘʟʣʠʯʥʦʪʦ ʠ 

ʧʦ-ʩʲʚʨʝʤʝʥʥʦʪʦ ʩʠ ʧʨʝʜʣʘʛʘʥʝ. ʊʦʚʘ ʚʦʜʠ ʜʦ ʧʨʝʥʘʩʦʯʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʪʝ ʦʪ 

ʢʣʘʩʠʯʝʩʢʠʪʝ ʜʦʙʨʝ ʧʦʟʥʘʪʠ ʤʝʩʪʘ ʢʲʤ ʥʦʚʠʪʝ ʘʪʨʘʢʮʠʠ. ʊʘʢʘ ʥʘʧʨʠʤʝʨ ʩʪʘʨʠʪʝ 

ʩʪʦʣʠʮʠ ʇʣʠʩʢʘ ʠ ɺʝʣʠʢʠ ʇʨʝʩʣʘʚ ʚʩʝ ʧʦ-ʨʷʜʢʦ ʩʝ ʠʟʙʠʨʘʪ ʜʦʨʠ ʦʪ ʙʲʣʛʘʨʩʢʠʪʝ 

ʪʫʨʠʩʪʠ, ʚʲʧʨʝʢʠ ʙʝʟʩʧʦʨʥʘʪʘ ʠʤ ʠʩʪʦʨʠʯʝʩʢʘ ʩʪʦʡʥʦʩʪ. ʊʦʚʘ ʥʘʣʘʛʘ ʧʦʪʨʝʙʥʦʩʪ ʦʪ 

ʪʷʭʥʦʪʦ ʨʝʥʦʚʠʨʘʥʝ. ʊʦ ʩʝ ʧʨʘʚʠ ʥʘʧʨʠʤʝʨ ʚ ʇʣʠʩʢʘ ʩ ʦʪʢʨʠʚʘʥʝʪʦ ʥʘ ɼʚʦʨʘ ʥʘ 

ʂʠʨʠʣʠʮʘʪʘ ʠ ʥʘ ʭʦʪʝʣʘ (ʢʦʤʧʣʝʢʩ ʉʪʘʨʘ ʇʣʠʩʢʘ) ʢʲʤ ʥʝʛʦ, ʢʘʢʪʦ ʠ ʯʨʝʟ 

ʦʨʛʘʥʠʟʠʨʘʥʝ ʥʘ ʩʲʙʠʪʠʷ, ʢʦʝʪʦ ʚʘʞʠ ʠ ʟʘ ɺʝʣʠʢʠ ʇʨʝʩʣʘʚ (ʥʘʧʨʠʤʝʨ ʚʲʟʩʪʘʥʦʚʢʠ). 

ʇʘʨʘʣʝʣʥʦ ʩ ʪʦʚʘ ʢʲʤ ʥʷʢʦʠ ʨʘʡʦʥʠ ʚʲʚ ʚʲʪʨʝʰʥʦʩʪʪʘ ʥʘ ʩʪʨʘʥʘʪʘ ʥʘʨʘʩʪʚʘ 

ʜʝʣʲʪ ʥʘ ʠʥʜʠʚʠʜʫʘʣʥʠʪʝ ʧʨʝʜʠʤʥʦ ʙʲʣʛʘʨʩʢʠ ʪʫʨʠʩʪʠ ʠ ʚ ʧʦ-ʤʘʣʢʘ ʩʪʝʧʝʥ ʥʘ 

ʛʨʫʧʦʚʠʪʝ ʙʲʣʛʘʨʩʢʠ ʠ ʯʫʞʜʝʩʪʨʘʥʥʠ ʪʫʨʠʩʪʠ ʢʲʤ ʫʥʘʩʣʝʜʝʥʠʪʝ ʙʲʣʛʘʨʩʢʠ ʨʝʩʫʨʩʠ ʩ 

ʛʦʣʷʤʘ ʠʩʪʦʨʠʯʝʩʢʘ ʩʪʦʡʥʦʩʪ ʠ ʮʝʥʥʦʩʪ. ʊʦʚʘ ʩʝ ʥʘʙʣʶʜʘʚʘ ʚ ʨʘʡʦʥʠ ʢʘʪʦ ʉʪʘʨʘ 

ʧʣʘʥʠʥʘ, ʈʠʣʘ ï ʇʠʨʠʥ, ɼʦʣʠʥʘʪʘ ʥʘ ʨʦʟʠʪʝ, ʊʨʘʢʠʷ, ʉʦʬʠʷ, ʈʦʜʦʧʠ. ʊʠʧʠʯʥʠ 

ʧʨʠʤʝʨʠ ʚ ʪʦʚʘ ʦʪʥʦʰʝʥʠʝ ʩʘ ʧʘʤʝʪʥʠʢʲʪ ʐʠʧʢʘ, ʢʦʡʪʦ ʩʝ ʨʘʜʚʘ ʥʘ ʥʘʨʘʩʪʚʘʱ 

ʠʥʪʝʨʝʩ ʦʩʦʙʝʥʦ ʧʦ ʚʨʝʤʝ ʥʘ ʅʘʮʠʦʥʘʣʥʠʷ ʧʨʘʟʥʠʢ 3 ʤʘʨʪ, ʉʲʙʦʨʲʪ ʚ ʤ.ʈʦʞʝʥ ʠ ʜʨ. 

ʉʲʩ ʚʩʷʢʘ ʠʟʤʠʥʘʣʘ ʛʦʜʠʥʘ ʩʝ ʫʚʝʣʠʯʘʚʘ ʨʲʩʪʲʪ ʥʘ ʧʦʩʝʱʝʥʠʷʪʘ ʩ ʮʝʣ ʢʫʣʪʫʨʝʥ, 

ʨʝʣʠʛʠʦʟʝʥ, ʧʦʢʣʦʥʥʠʯʝʩʢʠ ʠ ʩʲʙʠʪʠʝʥ ʪʫʨʠʟʲʤ. ɺʩʝ ʦʱʝ ʦʙʘʯʝ ʪʝʟʠ ʬʦʨʤʠ ʥʘ 

ʪʫʨʠʟʲʤ ʥʝ ʥʦʩʷʪ ʛʦʣʝʤʠ ʧʨʠʭʦʜʠ ʥʘ ʩʝʢʪʦʨʘ. ɿʘʧʘʟʚʘ ʩʝ ʩʣʘʙʦʪʦ ʪʲʨʩʝʥʝ ʥʘ 
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ʘʥʪʨʦʧʦʛʝʥʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʚ ʨʘʡʦʥ ɼʫʥʘʚ. ʊʦʚʘ ʝ ʨʘʡʦʥʲʪ, ʢʦʡʪʦ ʙʝʣʝʞʠ 

ʥʘʡ-ʥʠʩʢʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ. ɺ ʥʝʛʦ ʝ ʛʦʣʷʤ ʙʨʦʷʪ ʥʘ ʦʙʱʠʥʠʪʝ, ʚ ʢʦʠʪʦ ʥʝ ʩʝ 

ʨʘʟʚʠʚʘ ʥʠʢʘʢʲʚ ʪʫʨʠʟʲʤ. ʊʦʚʘ ʝ ʪʘʢʘ, ʪʲʡ ʢʘʪʦ ʛʦʣʷʤʘ ʯʘʩʪ ʦʪ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ 

ʦʙʝʢʪʠ ʥʝ ʩʘ ʜʦʩʪʘʪʲʯʥʦ ʘʪʨʘʢʪʠʚʥʠ. ʊʝ ʩʘ ʧʨʝʜʠʤʥʦ ʩ ʤʝʩʪʥʦ ʠ ʨʝʛʠʦʥʘʣʥʦ 

ʟʥʘʯʝʥʠʝ. ɼʨʫʛʠ ʩʘ ʠʟʦʩʪʘʚʝʥʠ ʠ ʥʝ ʩʝ ʧʦʜʜʲʨʞʘʪ. ɺ ʪʦʟʠ ʨʘʡʦʥ ʝ ʠʟʢʣʶʯʠʪʝʣʥʦ 

ʥʠʩʲʢ ʠ ʜʝʣʲʪ ʥʘ ʥʦʚʦʩʲʟʜʘʜʝʥʠʪʝ ʘʥʪʨʦʧʦʛʝʥʥʠ ʨʝʩʫʨʩʠ. 

 

2.4. ʈʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʫʩʣʫʛʠ ʠ ʧʦʚʠʰʘʚʘʥʝ 

ʢʦʤʧʣʝʢʩʥʦʩʪʪʘ ʠ ʩʧʝʮʠʘʣʠʟʘʮʠʷʪʘ 

ʆʪʤʠʥʘ ʚʨʝʤʝʪʦ, ʢʦʛʘʪʦ ʧʦʩʝʱʝʥʠʝʪʦ ʥʘ ʝʜʠʥ ʦʙʝʢʪ ʙʝʰʝ ʩʚʲʨʟʘʥʦ ʩʘʤʦ ʩ 

ʧʘʩʠʚʥʦ ʥʘʙʣʶʜʝʥʠʝ. ɺ ʩʪʨʝʤʝʞʘ ʩʠ ʟʘ ʧʨʠʚʣʠʯʘʥʝ ʥʘ ʧʦʩʝʪʠʪʝʣʠ ʠ ʟʘ ʨʝʘʣʠʟʠʨʘʥʝ 

ʥʘ ʧʦ-ʚʠʩʦʢʠ ʧʨʠʭʦʜʠ ʥʦʚʦʠʟʛʨʘʜʝʥʠʪʝ ʘʪʨʘʢʮʠʠ ʩʝ ʥʘʜʧʨʝʚʘʨʚʘʪ ʜʘ ʧʨʝʜʣʘʛʘʪ ʚʩʝ 

ʧʦʚʝʯʝ ʠ ʧʦ-ʨʘʟʥʦʦʙʨʘʟʥʠ ʘʢʪʠʚʥʦʩʪʠ ʠ ʜʦʧʲʣʥʠʪʝʣʥʠ ʫʩʣʫʛʠ. ʇʦʥʷʢʦʛʘ ʪʷʭʥʦʪʦ 

ʧʨʝʜʣʘʛʘʥʝ ʠʟʧʨʝʚʘʨʚʘ ʪʲʨʩʝʥʝʪʦ ʠʤ. ʊʦʚʘ ʦʙʘʯʝ ʩʝ ʦʢʘʟʚʘ ʫʩʧʝʰʥʘ ʩʪʨʘʪʝʛʠʷ. 

ʆʪ ʛʦʜʠʥʘ ʥʘ ʛʦʜʠʥʘ ʩʝ ʫʚʝʣʠʯʘʚʘ ʙʨʦʷʪ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʜʦʧʲʣʥʠʪʝʣʥʠ 

ʫʩʣʫʛʠ. ʅʘʨʝʜ ʩ ʥʘʨʘʩʪʚʘʥʝ ʥʘ ʜʝʣʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʘʛʝʥʮʠʠ ʩʝ ʥʘʙʣʶʜʘʚʘ ʠ 

ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʘʢʝʪʠ ʩ ʮʝʣ ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʧʨʝʜʣʘʛʘʥʝʪʦ ʠ 

ʪʲʨʩʝʥʝʪʦ ʠ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʧʨʠʭʦʜʠʪʝ ʦʪ ʪʫʨʠʟʤʘ. ɺʩʝ ʧʦʚʝʯʝ ʪʫʨʦʧʝʨʘʪʦʨʠ 

ʚʢʣʶʯʚʘʪ ʚ ʪʨʘʜʠʮʠʦʥʥʠʪʝ ʩʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʢʝʪʠ ʥʦʚʠ ʠ ʚʧʝʯʘʪʣʷʚʘʱʠ 

ʜʦʧʲʣʥʠʪʝʣʥʠ ʫʩʣʫʛʠ ʩ ʤʥʦʛʦʦʙʨʘʟʥʠ ʘʪʨʘʢʮʠʠ ʠ ʦʙʝʢʪʠ.  

ɺ ʅʘʮʠʦʥʘʣʥʘʪʘ ʩʪʨʘʪʝʛʠʷ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚ ɹʲʣʛʘʨʠʷ ʩʘ 

ʟʘʣʝʛʥʘʣʠ ʮʝʣʠ ʠ ʩʪʨʘʪʝʛʠʯʝʩʢʠ ʟʘʜʘʯʠ ʟʘ ʫʪʚʲʨʞʜʘʚʘʥʝ ʥʘ ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʪʘ 

ʠ ʝʬʝʢʪʠʚʥʦʩʪʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ ʧʦʩʨʝʜʩʪʚʦʤ ʦʧʪʠʤʘʣʥʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ 

ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ. ʉʲʱʦ ʪʘʢʘ ʩʪʠʤʫʣʠʨʘʥʝ ʠ ʫʩʪʦʡʯʠʚʦ 

ʨʘʟʚʠʪʠʝ ʥʘ ʘʣʪʝʨʥʘʪʠʚʥʠʪʝ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʚ ʨʘʡʦʥʠʪʝ ʟʘ ʧʣʘʥʠʨʘʥʝ ʩ ʮʝʣ 

ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʧʨʠʭʦʜʠʪʝ ʦʪ ʪʫʨʠʟʤʘ, ʧʦʧʫʣʷʨʠʟʠʨʘʥʝ ʥʘ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦʪʦ 

ʥʘʩʣʝʜʩʪʚʦ ʥʘ ʩʪʨʘʥʘʪʘ, ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʠ ʦʙʦʛʘʪʷʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʘʢʝʪʠ.  

 

2.5. ʇʦʚʠʰʝʥʦ ʚʥʝʜʨʷʚʘʥʝ ʥʘ ʠʥʦʚʘʮʠʦʥʥʠʪʝ ʧʨʦʮʝʩʠ ʠ ʧʦʚʠʰʘʚʘʥʝ ʥʘ 

ʩʪʝʧʝʥʪʘ ʥʘ ʪʝʭʥʠʯʝʩʢʦ ʠ ʪʝʭʥʦʣʦʛʠʯʥʦ ʦʩʠʛʫʨʷʚʘʥʝ  

ʅʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʩʝ ʚʥʝʜʨʷʚʘʪ ʥʝ ʩʘʤʦ ʟʘ ʦʙʣʝʢʯʘʚʘʥʝ ʠ ʥʘʤʘʣʷʚʘʥʝ ʥʘ 

ʨʲʯʥʠʷ ʪʨʫʜ ʠ ʟʘ ʧʦʥʠʞʘʚʘʥʝ ʥʘ ʨʘʟʭʦʜʠʪʝ. ʊʝ ʩʘ ʚʘʞʥʠ ʟʘ ʫʥʠʢʘʣʥʦʩʪʪʘ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʦʙʝʢʪʠ, ʘ ʦʪ ʪʘʤ ʠ ʟʘ ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʪʘ ʠʤ. ʅʘʡ-ʨʝʥʪʘʙʠʣʥʠ ʩʘ 

ʠʥʦʚʘʮʠʠʪʝ, ʢʦʠʪʦ ʦʪʛʦʚʘʨʷʪ ʥʘ ʧʦʪʨʝʙʠʪʝʣʩʢʦʪʦ ʪʲʨʩʝʥʝ ʠ ʩʲʱʝʚʨʝʤʝʥʥʦ ʩʘ 

ʠʟʪʦʯʥʠʮʠ ʥʘ ʜʦʧʲʣʥʠʪʝʣʥʠ ʜʦʭʦʜʠ. 

ʅʘʡ-ʥʦʚʦʪʦ ʥʘʧʨʘʚʣʝʥʠʝ ʚ ʩʲʚʨʝʤʝʥʥʘʪʘ ʘʨʭʝʦʣʦʛʠʷ ʩʘ ʪʨʠʠʟʤʝʨʥʠʪʝ 

ʚʠʨʪʫʘʣʥʠ ʨʝʢʦʥʩʪʨʫʢʮʠʠ ʥʘ ʮʝʣʠ ʜʨʝʚʥʠ ʛʨʘʜʦʚʝ ʠ ʘʨʭʠʪʝʢʪʫʨʥʠ ʘʥʩʘʤʙʣʠ. ʄʥʦʛʦ 

ʫʥʠʚʝʨʩʠʪʝʪʠ ʠ ʥʘʫʯʥʠ ʠʥʩʪʠʪʫʪʠ ʩʝ ʟʘʥʠʤʘʚʘʪ ʩ ʢʦʤʧʶʪʲʨʥʦ ʤʦʜʝʣʠʨʘʥʝ ʠ 

ʨʝʢʦʥʩʪʨʫʢʮʠʷ ʥʘ ʧʘʤʝʪʥʠʮʠ ʦʪ ɼʨʝʚʥʦʩʪʪʘ, ɸʥʪʠʯʥʦʩʪʪʘ ʠ ʉʨʝʜʥʦʚʝʢʦʚʠʝʪʦ. 

ɺʠʩʦʢʦʢʘʯʝʩʪʚʝʥʠʪʝ 3D ʤʦʜʝʣʠ ʥʘ ʛʨʘʜʦʚʝ ʠ ʦʪʜʝʣʥʠ ʩʛʨʘʜʠ, ʩʲʟʜʘʜʝʥʠ ʩ ʫʯʘʩʪʠʝʪʦ 

ʥʘ ʧʨʦʬʝʩʠʦʥʘʣʥʠ ʘʨʭʝʦʣʦʟʠ, ʩʘ ʚ ʩʲʩʪʦʷʥʠʝ ʜʘ ʚʲʟʩʪʘʥʦʚʷʪ ʚ ʜʝʪʘʡʣʠ ʰʝʜʴʦʚʨʠ ʥʘ 

ʜʨʝʚʥʘʪʘ ʤʦʥʫʤʝʥʪʘʣʥʘ ʘʨʭʠʪʝʢʪʫʨʘ. ɿʨʠʪʝʣʷʪ ʤʦʞʝ ʜʘ ʩʝ ʧʨʠʜʚʠʞʚʘ ʠ ʜʘ ʫʩʝʪʠ ʚʝʯʝ 

ʥʝʩʲʱʝʩʪʚʫʚʘʱʠʷ ʧʘʤʝʪʥʠʢ. ʀʚʘʥʦʚʘ ʠ ɽʥʝʚʘ (2019) ʧʦʩʦʯʚʘʪ, ʯʝ ʜʦʙʘʚʝʥʘʪʘ 

ʨʝʘʣʥʦʩʪ (AR) ʱʝ ʩʝ ʟʘʪʚʲʨʞʜʘʚʘ ʢʘʪʦ ʥʦʚʘʪʦʨʩʢʠ ʠʥʩʪʨʫʤʝʥʪ ʥʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ, 

ʟʘʱʦʪʦ ʠʟʧʲʣʥʷʚʘ ʚʩʠʯʢʠ 3 ʘʩʧʝʢʪʘ ʥʘ ʥʝʛʦʚʘʪʘ ʦʩʥʦʚʘ ʢʘʪʦ ʦʢʦʣʥʘ ʩʨʝʜʘ, ʩʦʮʠʘʣʥʘ 

ʢʫʣʪʫʨʘ ʠ ʠʢʦʥʦʤʠʢʘ. ɼʦʙʘʚʝʥʘʪʘ ʨʝʘʣʥʦʩʪ ʝ ʤʝʪʦʜ ʟʘ ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʜʲʣʙʦʯʠʥʘ ʥʘ 

ʠʥʬʦʨʤʘʮʠʷʪʘ ʧʨʝʜʦʩʪʘʚʷʥʘ ʥʘ ʪʫʨʠʩʪʠʪʝ ʙʝʟ ʜʘ ʩʝ ʟʘʩʷʛʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʯʨʝʟ 

ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʚʠʨʪʫʘʣʥʦʪʦ ʧʨʦʩʪʨʘʥʩʪʚʦ. 
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ʅʘʡ-ʥʦʚʠʪʝ ʢʦʥʮʝʧʮʠʠ ʚ ʦʙʣʘʩʪʪʘ ʩʘ ʩʲʩʨʝʜʦʪʦʯʝʥʠ ʚʲʨʭʫ ʧʨʦʝʢʪʠʨʘʥʝʪʦ ʥʘ 

ʩʚʲʨʟʘʥʠ, ʠʥʪʝʣʠʛʝʥʪʥʠ ʠ ʝʥʝʨʛʠʡʥʦ ʝʬʝʢʪʠʚʥʠ, ʠʥʪʝʨʘʢʪʠʚʥʠ ʠ ʘʚʪʦʤʘʪʠʟʠʨʘʥʠ 

ʨʘʟʚʣʝʢʘʪʝʣʥʠ ʮʝʥʪʨʦʚʝ, ʢʦʠʪʦ ʧʦʟʚʦʣʷʚʘʪ ʥʘ ʧʦʪʨʝʙʠʪʝʣʠʪʝ ʜʘ ʚʟʝʤʘʪ ʫʯʘʩʪʠʝ ʚ 

ʩʣʫʯʚʘʱʦʪʦ ʩʝ ʩʧʦʨʪʥʦ ʩʲʙʠʪʠʝ ʠʣʠ ʩʮʝʥʠʯʥʦ ʤʝʨʦʧʨʠʷʪʠʝ. ʉʲʟʜʘʚʘʪ ʩʝ 

ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʧʨʝʞʠʚʷʚʘʥʝ ʦʪ ʥʦʚʦ ʧʦʢʦʣʝʥʠʝ, ʢʦʝʪʦ ʚʢʣʶʯʚʘ ʨʘʟʣʠʯʥʠ ʤʦʙʠʣʥʠ 

ʧʨʠʣʦʞʝʥʠʷ, ʩʦʮʠʘʣʥʠ ʤʝʜʠʠ, ʙʘʟʠʨʘʥʠ ʥʘ ʤʝʩʪʦʧʦʣʦʞʝʥʠʝʪʦ ʫʩʣʫʛʠ, ʧʨʦʤʦʮʠʠ, 

ʢʘʢʪʦ ʠ ʦʧʮʠʠ ʟʘ ʩʚʦʝʦʙʨʘʟʥʦ ʧʝʨʩʦʥʘʣʠʟʠʨʘʥʝ ʥʘ ʩʣʫʯʚʘʱʦʪʦ ʩʝ.  

ʉʲʚʨʝʤʝʥʥʠʪʝ ʜʦʩʪʠʞʝʥʠʷ ʧʨʠ ʩʨʝʜʩʪʚʘʪʘ ʟʘ ʢʦʥʪʨʦʣ ʥʘ ʜʦʩʪʲʧʘ, 

ʙʠʦʤʝʪʨʠʢʘʪʘ ʠ ʤʦʙʠʣʥʠʪʝ ʧʨʠʣʦʞʝʥʠʷ ʟʥʘʯʠʪʝʣʥʦ ʫʣʝʩʥʷʚʘʪ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʥʘ 

ʤʘʱʘʙʥʠ ʩʧʝʮʠʘʣʥʠ ʩʲʙʠʪʠʷ. ʄʦʜʝʨʥʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʩʣʫʞʘʪ ʟʘ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ 

ʨʘʟʣʠʯʥʠ ʨʘʟʭʦʜʥʦ-ʝʬʝʢʪʠʚʥʠ ʠ Ăʙʝʟʢʦʥʪʘʢʪʥʠò ʩʪʨʘʪʝʛʠʠ ʟʘ ʧʨʦʚʝʨʢʘ ʠ 

ʫʜʦʩʪʦʚʝʨʷʚʘʥʝ ʥʘ ʧʦʩʝʪʠʪʝʣʠʪʝ, ʢʘʢʪʦ ʠ ʟʘ ʧʦ-ʫʜʦʙʥʘ ʥʘʚʠʛʘʮʠʷ ʠʟ ʪʨʠʙʫʥʠʪʝ ʠ 

ʥʘʩʪʘʥʷʚʘʥʝ. 

ʅʘʧʦʩʣʝʜʲʢ ʚʲʚ ʚʠʩʦʢʦʪʝʭʥʦʣʦʛʠʯʥʠʪʝ ʩʪʘʜʠʦʥʠ ʠ ʩʧʦʨʪʥʠ ʟʘʣʠ ʚʩʝ ʧʦ-

ʧʦʧʫʣʷʨʥʠ ʩʪʘʚʘʪ ʪ.ʥʘʨ. ʩʤʘʨʪ ʩʝʜʘʣʢʠ, ʢʦʠʪʦ ʥʝ ʧʨʦʩʪʦ ʚʢʣʶʯʚʘʪ ʢʦʥʪʨʦʣʝʥ ʧʘʥʝʣ ʩ 

ʨʘʟʣʠʯʥʠ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʢʦʤʬʦʨʪʘ ʠ ʝʨʛʦʥʦʤʠʷʪʘ, ʥʦ ʠ ʧʝʨʩʦʥʘʣʝʥ 

ʤʦʥʠʪʦʨ ʩʲʩ ʩʝʥʟʦʨʝʥ ʝʢʨʘʥ. ʊʦʡ ʧʨʝʜʣʘʛʘ ʦʧʮʠʠ ʟʘ ʚʲʟʧʨʦʠʟʚʝʞʜʘʥʝ ʥʘ ʘʫʜʠʦ-

ʚʠʟʫʘʣʥʦ ʩʲʜʲʨʞʘʥʠʝ ʚ ʨʝʘʣʥʦ ʚʨʝʤʝ, ʧʦʚʪʦʨʝʥʠʷ ʥʘ ʠʟʙʨʘʥʠ ʤʦʤʝʥʪʠ ʠʣʠ ʠʟʛʣʝʜ ʦʪ 

ʨʘʟʣʠʯʥʠ ʢʘʤʝʨʠ, ʨʝʛʠʩʪʨʘʮʠʷ ʠ ʫʯʘʩʪʠʝ ʚ ʨʘʟʣʠʯʥʠ ʧʨʦʤʦʮʠʠ, ʘʥʢʝʪʠ, ʠʟʚʝʞʜʘʥʝ ʥʘ 

ʜʦʧʲʣʥʠʪʝʣʥʘ ʠʥʬʦʨʤʘʮʠʷ ʟʘ ʜʘʜʝʥ ʠʛʨʘʯ ʠʣʠ ʦʪʙʦʨ ʠ ʪ. ʥ. ʊʝʟʠ ʩʠʩʪʝʤʠ ʚʩʝ ʦʱʝ ʥʝ 

ʩʘ ʜʦʩʪʲʧʥʠ ʟʘ ʤʘʩʦʚʦ ʠʟʧʦʣʟʚʘʥʝ, ʥʦ ʥʘʤʠʨʘʪ ʤʷʩʪʦ ʚʲʚ ʚʩʝ ʧʦʚʝʯʝ ʣʫʢʩʦʟʥʠ ʟʦʥʠ ʠ 

VIP ʣʦʞʠ ʥʘ ʥʘʡ-ʥʦʚʠʪʝ ʠ ʤʦʜʝʨʥʠ ʩʧʦʨʪʥʠ ʘʨʝʥʠ ʧʦ ʩʚʝʪʘ. ʄʦʜʝʨʥʠʪʝ 

ʚʠʩʦʢʦʪʝʭʥʦʣʦʛʠʯʥʠ ʩʧʦʨʪʥʠ ʟʘʣʠ ʠ ʩʲʦʨʲʞʝʥʠʷ ʟʘʣʘʛʘʪ ʠʤʝʥʥʦ ʥʘ ʪʦʚʘ, ʜʦʙʘʚʷʡʢʠ 

ʚʩʝ ʧʦʚʝʯʝ ʬʫʥʢʮʠʦʥʘʣʥʦʩʪʠ ʠ ʫʜʦʙʩʪʚʘ ʟʘ ʧʦʩʝʪʠʪʝʣʠʪʝ. 

 

2.6. ʀʥʜʠʚʠʜʫʘʣʠʟʘʮʠʷ ʥʘ ʧʨʝʜʣʘʛʘʥʝʪʦ 

ʀʥʜʠʚʠʜʫʘʣʠʟʘʮʠʷʪʘ ʝ ʩʚʲʨʟʘʥʘ ʩʲʩ ʩʪʨʝʤʝʞʘ ʢʲʤ ʫʜʦʚʣʝʪʚʦʨʷʚʘʥʝ ʥʘ 

ʨʘʟʥʦʦʙʨʘʟʥʠʪʝ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʠʪʝ. ʊʫʨʠʩʪʠʯʝʩʢʠʷʪ ʧʨʦʜʫʢʪ ʚʩʝ ʧʦʚʝʯʝ ʩʝ 

ʩʧʝʮʠʘʣʠʟʠʨʘ ʢʘʪʦ ʩʝ ʦʨʠʝʥʪʠʨʘ ʦʪ ʤʘʩʦʚʠʷ ʢʲʤ ʠʥʜʠʚʠʜʫʘʣʠʟʠʨʘʥʠʷ ʧʘʟʘʨ ʯʨʝʟ 

ʧʨʦʜʫʢʪʦʚʘ ʩʝʛʤʝʥʪʘʮʠʷ ʠ ʜʠʬʝʨʝʥʮʠʘʮʠʷ. ɺʲʚ ʚʨʲʟʢʘ ʩ ʪʷʭ ʩʘ ʪʝʥʜʝʥʮʠʠʪʝ ʢʲʤ 

ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʘʪʨʘʢʮʠʠ, ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʚ ʪʷʭ 

ʫʩʣʫʛʠ ʠ ʪ.ʥ. 

ʉʲʩ ʩʪʠʤʫʣʠʨʘʥʝ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʩʧʝʮʠʘʣʠʟʠʨʘʥʠʪʝ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ 

ʟʘʣʝʛʥʘʣʠ ʠ ʚ ʩʪʨʘʪʝʛʠʷʪʘ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʨʘʟʨʘʙʦʪʚʘʪ ʠ ʧʨʝʜʣʘʛʘʪ ʥʦʚʠ ʠ 

ʨʘʟʥʦʦʙʨʘʟʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʢʝʪʠ, ʥʘʩʦʯʝʥʠ ʢʲʤ ʠʥʜʠʚʠʜʫʘʣʥʠʷ ʪʫʨʠʩʪ. ɻʦʣʷʤʘ 

ʯʘʩʪ ʦʪ ʨʝʘʣʠʟʠʨʘʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʲʪʫʚʘʥʠʷ ʚʲʚ ʚʲʪʨʝʰʥʦʩʪʪʘ ʥʘ ʩʪʨʘʥʘʪʘ ʩʘ 

ʠʤʝʥʥʦ ʠʥʜʠʚʠʜʫʘʣʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʲʪʫʚʘʥʠʷ ʩ ʮʝʣ ʧʨʘʢʪʠʢʫʚʘʥʝ ʥʘ ʢʫʣʪʫʨʝʥ, 

ʨʝʣʠʛʠʦʟʝʥ ʠ ʧʦʟʥʘʚʘʪʝʣʝʥ ʪʫʨʠʟʲʤ. 

 

2.7. ʇʘʨʘʣʝʣʥʦ ʧʨʝʜʣʘʛʘʥʝ ʥʘ ʠʢʦʥʦʤʠʯʥʠ ʠ ʥʘ ʣʫʢʩʦʟʥʠ ʧʨʦʜʫʢʪʠ 

ʊʘʟʠ ʪʝʥʜʝʥʮʠʷ ʩʝ ʦʙʫʩʣʘʚʷ, ʦʪ ʝʜʥʘ ʩʪʨʘʥʘ, ʦʪ ʪʲʨʩʝʥʝʪʦ ʥʘ ʜʦʩʪʲʧʥʠ ʮʝʥʠ 

ʦʪ ʥʘʨʘʩʥʘʣʠʷ ʙʨʦʡ ʪʫʨʠʩʪʠ (ʚ ʪ.ʯ. ʩ ʥʠʩʢʠ ʜʦʭʦʜʠ) ʠ, ʦʪ ʜʨʫʛʘ ʩʪʨʘʥʘ,  ʦʪ ʙʦʨʙʘʪʘ ʟʘ 

ʩʧʝʯʝʣʚʘʥʝ ʥʘ ʜʝʣʦʚʠʷ ʩʝʛʤʝʥʪ, ʧʨʠʚʣʝʢʘʪʝʣʝʥ ʩ ʚʠʩʦʢʠʪʝ ʩʠ ʨʘʟʭʦʜʠ.  

ɿʘ ʜʘ ʙʲʜʝ ʦʙʭʚʘʥʘʪʘ ʧʦ ʛʦʣʷʤʘ ʯʘʩʪ ʦʪ ʪʫʨʠʩʪʠʪʝ, ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ 

ʨʘʟʨʘʙʦʪʷʪ ʩʧʝʮʠʘʣʥʦ ʦʨʠʝʥʪʠʨʘʥʠ ʧʨʝʜʣʦʞʝʥʠʷ ʟʘ ʨʘʟʣʠʯʥʠʪʝ ʛʨʫʧʠ. ɺ 

ʩʪʘʥʜʘʨʪʥʠʪʝ ʠ ʠʢʦʥʦʤʠʯʥʠʪʝ ʫʩʣʫʛʠ ʜʘ ʙʲʜʘʪ ʚʢʣʶʯʝʥʠ ʣʫʢʩʦʟʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʫʩʣʫʛʠ ʥʘ ʧʦ-ʥʠʩʢʠ ʮʝʥʠ. ʊʦʚʘ ʱʝ ʜʦʧʨʠʥʝʩʝ ʟʘ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʙʨʦʷ ʥʘ ʧʦʩʝʱʝʥʠʷʪʘ 

ʚ ʣʫʢʩʦʟʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʦʙʝʢʪʠ ʠ ʘʪʨʘʢʮʠʠ, ʢʦʠʪʦ ʠʥʘʯʝ ʩʘ ʥʝʜʦʩʪʲʧʥʠ ʟʘ ʪʫʨʠʩʪʠ ʩ 
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ʧʦ-ʥʠʩʢʠ ʜʦʭʦʜʠ. ʂʘʢʪʦ ʠ ʦʙʨʘʪʥʠʷ ʚʘʨʠʘʥʪ, ʟʘ ʜʘ ʩʝ ʧʦʧʫʣʷʨʠʟʠʨʘʪ ʠ ʫʚʝʣʠʯʘʪ 

ʧʦʩʝʱʝʥʠʷʪʘ ʚ ʫʥʘʩʣʝʜʝʥʠʪʝ ʦʙʝʢʪʠ ʤʦʛʘʪ ʜʘ ʩʝ ʩʲʟʜʘʜʘʪ ʢʦʤʙʠʥʠʨʘʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʧʘʢʝʪʠ, ʚʢʣʶʯʚʘʱʠ ʧʦʩʝʱʝʥʠʷ ʥʘ ʧʘʤʝʪʥʠʮʠ ʥʘ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦʪʦ ʥʘʩʣʝʜʩʪʚʦ 

ʠ ʧʦʣʟʚʘʥʝʪʦ ʥʘ ʩʢʲʧʦʩʪʨʫʚʘʱʠ ʘʪʨʘʢʮʠʠ, ʨʘʟʚʣʝʯʝʥʠʷ ʠ ʧʨʦʮʝʜʫʨʠ. 

 

2.8. ʇʦʚʠʰʘʚʘʥʝ ʥʘ ʮʝʥʠʪʝ  

ʊʦʚʘ ʩʝ ʦʙʫʩʣʘʚʷ ʦʪ ʩʪʨʝʤʝʞʘ ʟʘ ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ 

ʫʩʣʫʛʠ. ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ ʪʘʟʠ ʪʝʥʜʝʥʮʠʷ ʝ ʩʚʲʨʟʘʥʘ ʩ ʠʥʬʣʘʮʠʦʥʥʠʪʝ ʧʨʦʮʝʩʠ. ʉ 

ʧʦʚʠʰʘʚʘʥʝʪʦ ʥʘ ʞʠʟʥʝʥʠʷ ʩʪʘʥʜʘʨʪ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ ʩʝ ʧʨʝʜʧʦʣʘʛʘ, ʯʝ ʧʲʪʫʚʘʱʠʪʝ 

ʤʦʛʘʪ ʜʘ ʩʠ ʧʦʟʚʦʣʷʪ ʧʦʚʝʯʝ ʩʨʝʜʩʪʚʘ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. ʊʘʢʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ 

ʘʪʨʘʢʮʠʠ, ʜʝʣʦ ʥʘ ʯʘʩʪʥʠ ʧʨʝʜʧʨʠʝʤʘʯʠ, ʩʘ ʦʨʠʝʥʪʠʨʘʥʠ ʢʲʤ ʤʘʢʩʠʤʠʟʠʨʘʥʝ ʥʘ 

ʧʝʯʘʣʙʘʪʘ. ʊʦʚʘ ʦʙʘʯʝ ʦʪʙʣʲʩʢʚʘ ʯʘʩʪ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʢʦʥʪʠʥʛʝʥʪ ʚ ʪ.ʯ. ʠ 

ʧʣʘʪʝʞʦʩʧʦʩʦʙʥʠ ʪʫʨʠʩʪʠ, ʢʦʠʪʦ ʥʝ ʪʲʨʩʷʪ ʥʝʧʨʝʤʝʥʥʦ ʣʫʢʩ/ʢʠʯ ʥʘ ʚʠʩʦʢʠ ʮʝʥʠ. 

ʇʦʨʘʜʠ ʪʦʚʘ ʩʘ ʪʲʨʩʝʥʠ ʩʲʱʦ ʘʪʨʘʢʮʠʠʪʝ, ʜʲʨʞʘʚʥʘ ʠ ʦʙʱʠʥʩʢʘ ʩʦʙʩʪʚʝʥʦʩʪ, ʢʦʠʪʦ 

ʧʨʝʜʣʘʛʘʪ ʚ ʨʝʜʠʮʘ ʩʣʫʯʘʠ ʥʠʩʢʠ ʮʝʥʠ, ʘ ʚʝʯʝ ʠ ʛʲʚʢʘʚʘ ʮʝʥʦʚʘ ʧʦʣʠʪʠʢʘ ʩ ʧʘʢʝʪʥʠ 

ʮʝʥʠ ʟʘ ʥʷʢʦʣʢʦ ʦʙʝʢʪʘ, ʩʝʤʝʝʥ ʙʠʣʝʪ ʠ ʜʨ. 

ʄʥʦʛʦ ʯʝʩʪʦ ʮʝʥʠʪʝ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ ʩʘ ʠʟʢʫʩʪʚʝʥʦ 

ʟʘʚʠʰʝʥʠ, ʧʨʠ ʪʦʚʘ ʟʥʘʯʠʪʝʣʥʦ ʥʘʜʭʚʲʨʣʷʪ ʢʘʯʝʩʪʚʦʪʦ. ʆʩʚʝʥ ʪʦʚʘ ʚʠʩʦʢʠʪʝ ʮʝʥʠ ʥʘ 

ʧʨʝʜʣʘʛʘʥʠʪʝ ʘʪʨʘʢʮʠʠ ʠ ʤʝʨʦʧʨʠʷʪʠʷ ʩʢʲʩʷʚʘʪ ʢʨʲʛʘ ʥʘ ʧʦʪʨʝʙʠʪʝʣʠʪʝ. ʊʦʚʘ 

ʧʨʠʥʫʞʜʘʚʘ ʩʦʙʩʪʚʝʥʠʮʠʪʝ ʠ ʪʫʨʦʧʝʨʘʪʦʨʠʪʝ ʚ ʦʧʨʝʜʝʣʝʥʠ ʧʝʨʠʦʜʠ ʜʘ ʧʨʝʜʣʘʛʘʪ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʚʘʫʯʝʨʠ ʥʘ ʧʦ-ʥʠʩʢʠ ʮʝʥʠ ʩ ʮʝʣ ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʧʦʩʝʱʝʥʠʷʪʘ ʠ 

ʨʝʩʧʝʢʪʠʚʥʦ ʥʘ ʧʨʠʭʦʜʠʪʝ. 

 

2.9. ʋʚʝʣʠʯʘʚʘʥʝ ʙʨʦʷ ʥʘ ʟʘʝʪʠʪʝ  

ʉ ʥʘʨʘʩʪʚʘʥʝʪʦ ʥʘ ʙʨʦʷ ʠ ʢʘʧʘʮʠʪʝʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʘʪʨʘʢʮʠʠ ʩʝ 

ʫʚʝʣʠʯʘʚʘ ʠ ʙʨʦʷʪ ʥʘ ʟʘʝʪʠʪʝ ʚ ʪʷʭ. ʆʙʝʢʪʠʪʝ ʚʝʯʝ ʥʝ ʩʝ ʥʫʞʜʘʷʪ ʩʘʤʦ ʦʪ 

ʝʢʩʢʫʨʟʦʚʦʜʠ ʠ ʢʘʩʠʝʨʠ. ʇʦʷʚʷʚʘʪ ʩʝ ʥʦʚʠ ʧʦʟʠʮʠʠ ʠ ʨʘʟʥʦʦʙʨʘʟʥʠ ʧʨʦʬʝʩʠʠ ʢʘʪʦ 

ʘʥʠʤʘʪʦʨ, ʨʝʩʪʘʚʨʘʪʦʨ, ʘʢʪʴʦʨʠ ʟʘ ʚʲʟʩʪʘʥʦʚʢʠʪʝ ʠ ʪ.ʥ. ʇʦʚʠʰʘʚʘ ʩʝ ʩʲʱʦ 

ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʠ ʢʚʘʣʠʬʠʢʘʮʠʦʥʥʘʪʘ ʩʪʨʫʢʪʫʨʘ ʥʘ ʟʘʝʪʠʪʝ ʚʲʚ ʚʨʲʟʢʘ ʩ ʧʦʚʠʰʝʥʠʪʝ 

ʠʟʠʩʢʚʘʥʠʷ ʢʲʤ ʧʝʨʩʦʥʘʣʘ, ʢʘʢʪʦ ʠ ʧʦʨʘʜʠ ʮʷʣʦʩʪʥʦʪʦ ʧʦʚʠʰʘʚʘʥʝ ʥʘ 

ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʩʪʨʫʢʪʫʨʘ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ. ʇʘʟʘʨʲʪ ʥʘ ʪʨʫʜʘ ʦʙʘʯʝ ʩʝ ʟʘʪʨʫʜʥʷʚʘ ʜʘ 

ʨʝʘʛʠʨʘ ʙʲʨʟʦ ʠ ʘʜʝʢʚʘʪʥʦ ʥʘ ʪʦʚʘ ʪʲʨʩʝʥʝ, ʧʦʨʘʜʠ ʢʦʝʪʦ ʩʝ ʧʨʦʷʚʷʚʘ ʩʠʣʥʦ ʠʟʨʘʟʝʥ 

ʥʝʜʦʩʪʠʛ ʟʘ ʢʘʜʨʠ ʧʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ. ɺʩʠʯʢʦ ʪʦʚʘ ʥʘʣʘʛʘ ʧʦʜʛʦʪʦʚʢʘʪʘ ʥʘ 

ʩʧʝʮʠʘʣʠʩʪʠ ʟʘ ʥʦʚʠʪʝ ʜʣʲʞʥʦʩʪʠ. ʊʫʨʠʩʪʠʯʝʩʢʠʷʪ ʙʨʘʥʰ ʚ ɹʲʣʛʘʨʠʷ ʠʤʘ 

ʥʝʦʙʭʦʜʠʤʦʩʪ ʦʪ ʚʠʩʦʢʦʢʚʘʣʠʬʠʮʠʨʘʥʠ ʢʘʜʨʠ, ʢʦʠʪʦ ʜʘ ʧʨʝʜʣʘʛʘʪ ʢʘʯʝʩʪʚʝʥʦ 

ʦʙʩʣʫʞʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʪʝ. ɿʘ ʮʝʣʪʘ ʝ ʥʝʦʙʭʦʜʠʤʦ ʫʯʝʙʥʠʪʝ ʟʘʚʝʜʝʥʠʷ, ʧʦʜʛʦʪʚʷʱʠ 

ʩʲʦʪʚʝʪʥʠʪʝ ʢʘʜʨʠ, ʜʘ ʦʩʠʛʫʨʷʚʘʪ ʧʦ-ʛʦʣʷʤʘ ʧʨʘʢʪʠʯʝʩʢʘ ʧʦʜʛʦʪʦʚʢʘ, ʢʘʢʪʦ ʠ ʧʦ-

ʪʷʩʥʦ ʩʧʝʮʠʘʣʠʟʠʨʘʥʘ ʧʦʜʛʦʪʦʚʢʘ. ʉʲʱʦ ʪʘʢʘ ʚ ʩʲʦʪʚʝʪʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʧʨʝʜʧʨʠʷʪʠʷ ʠ ʘʪʨʘʢʮʠʦʥʥʠ ʦʙʝʢʪʠ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʦʩʠʛʫʨʷʚʘ ʨʝʛʫʣʷʨʥʦ 

ʦʙʫʯʝʥʠʝ ʥʘ ʧʝʨʩʦʥʘʣʘ, ʢʚʘʣʠʬʠʢʘʮʠʷ ʠ ʧʨʝʢʚʘʣʠʬʠʢʘʮʠʷ, ʟʘ ʜʘ ʩʝ ʦʪʛʦʚʦʨʠ ʥʘ 

ʥʦʚʦʩʪʠʪʝ ʚ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʪʲʨʩʝʥʝ ʠ ʧʨʝʜʣʘʛʘʥʝ. 

 

2.10.  ʇʨʦʤʝʥʠ ʚ ʪʲʨʩʝʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʘʪʨʘʢʮʠʠ 

ʇʦʩʣʝʜʥʠʪʝ ʧʦʩʦʯʝʥʠ ʪʝʥʜʝʥʮʠʠ ʩʝ ʦʩʥʦʚʘʚʘʪ ʥʘ ʪʨʘʥʩʬʦʨʤʘʮʠʷʪʘ ʚ 

ʧʦʪʨʝʙʠʪʝʣʩʢʦʪʦ ʪʲʨʩʝʥʝ. ʊʝ ʢʦʨʝʩʧʦʥʜʠʨʘʪ ʩ ʧʨʦʤʷʥʘʪʘ ʚ ʢʫʣʪʫʨʥʦʪʦ ʠ 

ʦʙʨʘʟʦʚʘʪʝʣʥʦʪʦ ʨʘʚʥʠʱʝ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ (ʢʦʠʪʦ ʩʝ ʧʦʚʠʰʘʚʘʪ). ɺʲʚ ʚʨʲʟʢʘ ʩ ʪʦʚʘ 

ʥʘʨʘʩʪʚʘ ʠʟʧʦʣʟʚʘʥʝʪʦ ʠ ʟʥʘʯʝʥʠʝʪʦ ʥʘ ʠʥʪʝʨʥʝʪ ʚ ʤʘʨʢʝʪʠʥʛʘ ʠ ʨʝʢʣʘʤʘʪʘ, ʥʘ 

ʥʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʚ ʧʨʝʜʩʪʘʚʷʥʝʪʦ ʥʘ ʝʢʩʧʦʟʠʮʠʠʪʝ. ɺʠʜʦʠʟʤʝʥʷ ʩʝ ʮʝʥʥʦʩʪʥʘʪʘ 
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ʦʨʠʝʥʪʘʮʠʷ ʥʘ ʧʦʪʨʝʙʠʪʝʣʠʪʝ, ʢʘʪʦ ʩʝ ʧʦʚʠʰʘʚʘʪ ʪʝʭʥʠʪʝ ʠʟʠʩʢʚʘʥʠʷ, ʘ ʥʘ ʧʨʝʜʝʥ 

ʧʣʘʥ ʠʟʣʠʟʘʪ ʤʦʪʠʚʠ ʦʪ ʧʩʠʭʦʣʦʛʠʯʝʩʢʦ ʝʩʪʝʩʪʚʦ (ʩʧʝʮʠʬʠʯʥʠ ʭʦʙʠ ʠʥʪʝʨʝʩʠ, 

ʪʲʨʩʝʥʝ ʥʘ ʘʚʪʝʥʪʠʯʥʦʩʪ ʠ ʩʧʝʮʠʬʠʯʥʘ ʘʪʤʦʩʬʝʨʘ, ʩʦʮʠʘʣʥʠ ʢʦʥʪʘʢʪʠ, ʝʤʦʮʠʦʥʘʣʥʠ 

ʧʨʝʞʠʚʷʚʘʥʠʷ ʠ ʪ.ʥ.). ɿʘ ʜʘ ʙʲʜʝ ʘʜʝʢʚʘʪʥʦ, ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʨʝʜʣʘʛʘʥʝ ʩʝ ʩʪʨʝʤʠ ʜʘ 

ʫʜʦʚʣʝʪʚʦʨʠ ʪʝʟʠ ʠʥʪʝʨʝʩʠ. ʇʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʚʩʝ ʧʦʚʝʯʝ ʩʝ ʫʚʝʣʠʯʘʚʘ ʜʝʣʲʪ 

ʥʘ ʪʫʨʠʩʪʠʪʝ (ʦʩʦʙʝʥʦ ʥʘ ʠʥʜʠʚʠʜʫʘʣʥʠʪʝ ʙʲʣʛʘʨʩʢʠ ʪʫʨʠʩʪʠ), ʢʦʠʪʦ ʧʨʝʜʧʨʠʝʤʘʪ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʲʪʫʚʘʥʠʷ ʢʲʤ ʨʘʡʦʥʠ ʩ ʮʝʣ ʧʦʩʝʱʝʥʠʷ ʥʘ ʦʙʝʢʪʠ ʥʘ ʢʫʣʪʫʨʥʦ-

ʠʩʪʦʨʠʯʝʩʢʦʪʦ ʥʘʩʣʝʜʩʪʚʦ ʥʘ ʩʪʨʘʥʘʪʘ. ʉʲʱʘʪʘ ʪʝʥʜʝʥʮʠʷ ʩʝ ʥʘʙʣʶʜʘʚʘ ʠ ʧʨʠ 

ʧʦʩʝʱʝʥʠʝʪʦ ʥʘ ʥʦʚʦʠʟʛʨʘʜʝʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʘʪʨʘʢʮʠʠ.  

 

2.11. ɺʲʟʥʠʢʚʘʥʝ ʥʘ ʪ.ʥʘʨ. Ăʤʝʞʜʫʥʘʨʦʜʝʥ ʧʦʪʨʝʙʠʪʝʣñ  

ʅʘʨʝʜ ʩʲʩ ʟʥʘʯʠʪʝʣʥʦʪʦ ʥʘʨʘʩʪʚʘʥʝ ʥʘ ʩʧʝʮʠʬʠʯʥʠʪʝ ʠʟʠʩʢʚʘʥʠʷ ʩʝ ʧʨʦʷʚʷʚʘ 

ʠ ʧʨʦʪʠʚʦʧʦʣʦʞʥʘʪʘ ʪʝʥʜʝʥʮʠʷ ï ʥʘ ʫʥʠʬʠʮʠʨʘʥʝ ʥʘ ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʥʘ ʢʣʠʝʥʪʠʪʝ. 

ʊʷ ʩʝ ʜʲʣʞʠ ʥʘ ʛʣʦʙʘʣʠʟʘʮʠʷʪʘ ʠ ʥʘ ʫʝʜʥʘʢʚʝʥʠʷ ʩʪʠʣ ʠ ʥʘʯʠʥ ʥʘ ʞʠʚʦʪ. 

ʄʝʞʜʫʥʘʨʦʜʥʠʷʪ ʧʦʪʨʝʙʠʪʝʣ ʚʩʝ ʧʦ-ʯʝʩʪʦ ʝ ʭʝʜʦʥʠʩʪʠʯʥʦ ʥʘʩʪʨʦʝʥ ʠ ʚʟʝʤʘ ʫʯʘʩʪʠʝ 

ʚʲʚ ʬʝʩʪʠʚʘʣʠ, ʢʘʨʥʘʚʘʣʠ, ʩʧʦʨʪʥʠ ʩʲʙʠʪʠʷ, ʧʦʩʝʱʘʚʘ ʫʚʝʩʝʣʠʪʝʣʥʠ ʧʘʨʢʦʚʝ ʚʲʚ 

ʚʩʠʯʢʠ ʯʘʩʪʠ ʥʘ ʩʚʝʪʘ. ɺʲʚ ʚʨʲʟʢʘ ʩ ʪʦʚʘ ʩʝ ʥʘʙʣʶʜʘʚʘ ʪʝʥʜʝʥʮʠʷ ʟʘ ʧʦʧʫʣʷʨʠʟʠʨʘʥʝ 

ʥʘ ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʩʨʝʜ ʚʩʝ ʧʦʚʝʯʝ ʯʫʞʜʝʩʪʨʘʥʥʠ ʪʫʨʠʩʪʠ. 

ʊʦʚʘ ʝ ʩʚʲʨʟʘʥʦ ʩ ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝʪʦ ʥʘ ʚʘʢʘʥʮʠʦʥʥʠʪʝ ʤʦʨʩʢʠ ʠ ʟʠʤʥʠ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʢʝʪʠ ʯʨʝʟ ʚʢʣʶʯʚʘʥʝ ʥʘ ʧʦʩʝʱʝʥʠʝ ʥʘ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʠ 

ʧʘʤʝʪʥʠʮʠ, ʩʲʙʠʪʠʷ ʠ ʬʝʩʪʠʚʘʣʠ. ʉʲʱʦ ʪʘʢʘ ʠ ʩ ʧʨʝʜʣʘʛʘʥʝʪʦ ʥʘ ʩʘʤʦʩʪʦʷʪʝʣʥʠ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʢʝʪʠ, ʦʨʠʝʥʪʠʨʘʥʠ ʢʲʤ ʢʫʣʪʫʨʥʠʷ, ʧʦʢʣʦʥʥʠʯʝʩʢʠʷ, ʨʝʣʠʛʠʦʟʥʠʷ, 

ʩʲʙʠʪʠʡʥʠʷ ʠ ʙʠʟʥʝʩ ʪʫʨʠʟʲʤ. 

 

2.12.  ɻʣʦʙʘʣʠʟʘʮʠʷ 

ɻʣʦʙʘʣʥʠʪʝ ʚʣʠʷʥʠʷ ʩʝ ʧʨʦʷʚʷʚʘʪ ʥʘʡ-ʩʠʣʥʦ ʧʨʠ ʥʦʚʦʩʲʟʜʘʜʝʥʠʪʝ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ. ʊʝʟʠ ʨʝʩʫʨʩʠ ʩʝ ʩʪʨʝʤʷʪ ʜʘ ʙʲʜʘʪ ʤʦʜʝʨʥʠ ʠ ʧʨʠʚʣʝʢʘʪʝʣʥʠ, 

ʥʦ ʢʦʥʬʝʨʝʥʪʥʠʪʝ ʟʘʣʠ ʠ ʫʚʝʩʝʣʠʪʝʣʥʠʪʝ ʟʘʚʝʜʝʥʠʷ ʥʘʧʨʠʤʝʨ ʩʘ ʪʠʧʠʟʠʨʘʥʠ ʠ 

ʪʲʞʜʝʩʪʚʝʥʠ ʚ ʨʘʟʣʠʯʥʠʪʝ ʯʘʩʪʠ ʥʘ ʩʚʝʪʘ ʠ ʪʘʢʘ, ʤʘʢʘʨ ʠ ʠʥʜʠʨʝʢʪʥʦ, ʩʧʦʩʦʙʩʪʚʘʪ ʟʘ 

ʦʙʝʟʣʠʯʘʚʘʥʝ ʥʘ ʤʝʩʪʥʘʪʘ ʠʜʝʥʪʠʯʥʦʩʪ. ʊʷ ʩʝ ʩʲʭʨʘʥʷʚʘ ʥʘʡ-ʜʦʙʨʝ ʯʨʝʟ ʫʩʚʦʷʚʘʥʝ ʠ 

ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʫʥʘʩʣʝʜʝʥʠʷ ʦʪ ʤʠʥʘʣʠ ʚʨʝʤʝʥʘ ʪʫʨʠʩʪʠʢʦ-ʨʝʩʫʨʩʝʥ ʧʦʪʝʥʮʠʘʣ. 

ɹʲʣʛʘʨʠʷ ʠʤʘ ʤʥʦʛʦ ʜʦʙʨʠ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʜʝʩʪʠʥʘʮʠʠ, ʦʨʠʝʥʪʠʨʘʥʠ ʢʲʤ ʫʥʘʩʣʝʜʝʥʠʪʝ Ⱬ ʨʝʩʫʨʩʠ. ɿʘ ʧʲʣʥʦʮʝʥʥʦʪʦ ʠʤ 

ʠʟʧʦʣʟʚʘʥʝ ʦʙʘʯʝ ʩʘ ʥʝʦʙʭʦʜʠʤʠ ʮʝʣʝʥʘʩʦʯʝʥʠ ʢʦʤʫʥʠʢʘʮʠʠ ʠ ʝʬʝʢʪʠʚʝʥ ʤʘʨʢʝʪʠʥʛ.  

ʇʨʝʜ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ ʩʪʦʠ ʚʩʝ ʦʱʝ ʜʲʣʲʛ ʧʲʪ, ʟʘ ʜʘ ʩʝ ʚʲʟʧʦʣʟʚʘ ʥʘʧʲʣʥʦ 

ʦʪ ʙʦʛʘʪʩʪʚʦʪʦ ʥʘ ʙʲʣʛʘʨʩʢʦʪʦ ʥʘʩʣʝʜʩʪʚʦ, ʜʘ ʛʦ ʧʨʝʜʣʦʞʠ ʚ ʧʦʜʭʦʜʷʱʠ ʬʦʨʤʠ ʠ 

ʧʨʦʜʫʢʪʠ ʥʘ ʧʘʟʘʨʘ ʠ ʜʘ ʛʦ ʧʦʟʠʮʠʦʥʠʨʘ ʚ ʩʚʝʪʦʚʝʥ ʤʘʱʘʙ. ɺ ʪʦʚʘ ʦʪʥʦʰʝʥʠʝ 

ʛʣʦʙʘʣʠʟʘʮʠʦʥʥʠʪʝ ʧʨʦʮʝʩʠ ʩʘ ʝʜʥʦʚʨʝʤʝʥʥʦ ʫʩʣʦʞʥʝʥʠʝ ʠ ʩʪʠʤʫʣ. ʋʩʣʦʞʥʝʥʠʝ ʩʘ, 

ʟʘʱʦʪʦ ʥʘʣʘʛʘʪ ʝʜʥʘ ʧʦ-ʫʥʠʚʝʨʩʘʣʥʘ, ʥʘʜʥʘʮʠʦʥʘʣʥʘ ʢʫʣʪʫʨʘ, ʢʦʷʪʦ ʧʦʩʪʝʧʝʥʥʦ 

ʟʘʣʠʯʘʚʘ ʪʨʘʜʠʮʠʦʥʥʠʪʝ ʬʦʨʤʠ ʠ ʣʦʢʘʣʥʘʪʘ ʠʜʝʥʪʠʯʥʦʩʪ. ɺ ʩʲʱʦʪʦ ʚʨʝʤʝ ʦʙʘʯʝ 

ʠʤʝʥʥʦ ʧʦʪʨʝʙʥʦʩʪʪʘ ʦʪ ʫʥʠʢʘʣʥʠ ʦʙʨʘʟʮʠ ʠ ʘʚʪʝʥʪʠʯʥʠ ʧʨʘʢʪʠʢʠ, ʠ ʩʲʧʨʝʞʠʚʷʚʘʥʝ 

ʥʘ ʤʠʥʘʣʦʪʦ ʚ ʢʦʥʢʨʝʪʥʠʷ ʤʫ ʢʫʣʪʫʨʝʥ ʢʦʥʪʝʢʩʪ ʝ ʩʪʠʤʫʣ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ. 

ɹʲʣʛʘʨʩʢʠʷʪ ʪʫʨʠʟʲʤ ʤʦʞʝ ʜʘ ʩʧʝʯʝʣʠ ʦʪ ʛʝʥʝʨʠʨʘʥʠʪʝ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʠ 

ʚʲʟʤʦʞʥʦʩʪʠ ʯʨʝʟ ʩʲʭʨʘʥʷʚʘʥʝ ʥʘ ʫʥʘʩʣʝʜʝʥʠʪʝ ʩʠ ʨʝʩʫʨʩʠ  ʠ ʪʷʭʥʦʪʦ ʫʩʪʦʡʯʠʚʦ 

ʫʧʨʘʚʣʝʥʠʝ.  
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ɿɸʂʃʖʏɽʅʀɽ 

ʇʦʩʦʯʝʥʠʪʝ ʛʣʘʚʥʠ ʪʝʥʜʝʥʮʠʠ ʚ ʫʩʚʦʷʚʘʥʝʪʦ ʠ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ 

ʘʥʪʨʦʧʦʛʝʥʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʜʦ ʛʦʣʷʤʘ ʩʪʝʧʝʥ ʦʙʫʩʣʘʚʷʪ ʧʝʨʩʧʝʢʪʠʚʠʪʝ ʟʘ 

ʙʲʜʝʱʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʙʨʘʥʰ ʚ ɹʲʣʛʘʨʠʷ. ʄʦʞʝ ʜʘ ʩʝ ʦʯʘʢʚʘ, ʯʝ 

ʫʥʘʩʣʝʜʝʥʠʪʝ ʘʥʪʨʦʧʦʛʝʥʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʝʩʫʨʩʠ ʱʝ ʟʘʧʘʟʷʪ ʚʦʜʝʱʦʪʦ ʩʠ ʟʥʘʯʝʥʠʝ 

ʢʘʪʦ ʝʜʠʥ ʦʪ ʛʣʘʚʥʠʪʝ ʜʚʠʛʘʪʝʣʠ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʙʨʘʥʰ ʫ ʥʘʩ. ʑʝ ʩʝ ʟʘʧʘʟʠ ʦʙʘʯʝ 

ʪʝʥʜʝʥʮʠʷʪʘ ʢʲʤ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʩʧʝʮʠʘʣʥʦ ʩʲʟʜʘʜʝʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʘʪʨʘʢʮʠʠ ʠ 

ʩʲʙʠʪʠʷ ʚ ʦʪʛʦʚʦʨ ʥʘ ʩʲʚʨʝʤʝʥʥʠʪʝ ʠʟʠʩʢʚʘʥʠʷ ʠ ʦʯʘʢʚʘʥʠʷ ʥʘ ʪʫʨʠʩʪʠʪʝ. 

ʄʘʱʘʙʥʠʪʝ ʦʙʝʢʪʠ ʦʪ ʪʦʟʠ ʨʦʜ  ʦʙʘʯʝ ʩʝ ʥʫʞʜʘʷʪ ʦʪ ʛʦʣʝʤʠ ʠʥʚʝʩʪʠʮʠʠ, ʢʦʝʪʦ ʜʦ 

ʠʟʚʝʩʪʥʘ ʩʪʝʧʝʥ ʦʛʨʘʥʠʯʘʚʘ ʰʠʨʦʢʦʪʦ ʠʤ ʨʘʟʧʨʦʩʪʨʘʥʝʥʠʝ ʚ ɹʲʣʛʘʨʠʷ. ʊʦʚʘ, ʦʪ ʝʜʥʘ 

ʩʪʨʘʥʘ, ʩʧʦʩʦʙʩʪʚʘ ʟʘ ʟʘʧʘʟʚʘʥʝ ʥʘ ʘʚʪʝʥʪʠʯʥʦʩʪʪʘ, ʥʦ, ʦʪ ʜʨʫʛʘ, ʦʛʨʘʥʠʯʘʚʘ 

ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʪʘ ʚ ʩʲʚʨʝʤʝʥʥʠʷ ʛʣʦʙʘʣʝʥ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʟʘʨ. 
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ʈʝʟʶʤʝ.ʋʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʝ ʢʦʤʧʣʝʢʩʝʥ ʧʨʦʙʣʝʤ ʩ ʧʦʩʪʦʷʥʥʘ 

ʘʢʪʫʘʣʥʦʩʪ, ʧʨʝʜʚʠʜ ʟʥʘʯʝʥʠʝʪʦ ʤʫ ʟʘ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʩʪʨʘʥʘʪʘ. ʂʦʥʮʝʧʮʠʷʪʘ ʟʘ ʫʩʪʦʡʯʠʚʦ 

ʨʘʟʚʠʪʠʝ ʝ ʤʦʜʝʣ, ʦʧʨʝʜʝʣʷʱ ʬʫʥʢʮʠʦʥʠʨʘʥʝʪʦ ʠ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ, ʧʨʠ 

ʚʟʘʠʤʦʜʝʡʩʪʚʠʝʪʦ ʩ ʢʦʤʙʠʥʘʮʠʷ ʦʪ ʚʲʥʰʥʠ ʠ ʚʲʪʨʝʰʥʠ ʬʘʢʪʦʨʠ. ʊʦʟʠ ʤʦʜʝʣ, ʦʧʨʝʜʝʣʷ 

ʪʘʢʠʚʘ ʧʨʠʥʮʠʧʠ ʥʘ ʬʫʥʢʮʠʦʥʠʨʘʥʝ ʥʘ ʪʫʨʠʟʤʘ, ʠʟʠʩʢʚʘʱʠ ʬʦʨʤʠʨʘʥʝʪʦ ʥʘ ʥʦʚ ʧʦʜʭʦʜ, 

ʦʩʥʦʚʘʥ ʥʘ ʨʘʮʠʦʥʘʣʥʦʪʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʩʦʮʠʘʣʥʠʪʝ, ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ ʠ ʝʢʦʣʦʛʠʯʥʠʪʝ 

ʨʝʩʫʨʩʠ ʧʦʜʧʦʤʦʛʥʘʪ ʦʪ ʤʝʩʪʥʦʪʦ ʩʘʤʦʫʧʨʘʚʣʝʥʠʝ ʠ ʜʲʨʞʘʚʥʘʪʘ ʧʦʣʠʪʠʢʘ ʟʘ ʩʲʦʪʚʝʪʥʘʪʘ 

ʪʝʨʠʪʦʨʠʷ 

 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ, ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ, ʧʨʦʙʣʝʤʠ, ʚʲʟʤʦʞʥʦʩʪʠ 
 

Abstract. Sustainable development of tourism is a complex problem with constant 

relevance, given its importance for the country's economy. The concept of sustainable development 

is a model that determines the functioning and sustainable development of tourism, in interaction 

with a combination of external and internal factors. This model defines such principles of 

functioning of tourism, requiring the formation of a new approach based on the rational use of 

social, economic and environmental resources supported by local self-government and state policy 

for the respective territory. 

 
Key words: sustainable development, sustainable tourism, problems, opportunities 

 

ɸʢʪʫʘʣʥʦʩʪʪʘ ʥʘ ʠʟʩʣʝʜʚʘʥʘʪʘ ʧʨʦʙʣʝʤʘʪʠʢʘ ʩʝ ʦʧʨʝʜʝʣʷ ʦʪ ʬʘʢʪʘ, ʯʝ ʪʫʨʠʟʤʲʪ 

ʝ ʝʜʠʥ ʦʪ ʦʩʥʦʚʥʠʪʝ ʦʪʨʘʩʣʠ ʥʘ ʠʢʦʥʦʤʠʢʠʪʝ ʚ ʩʚʝʪʦʚʝʥ ʤʘʱʘʙ ʠ ʯʝʩʪʦ ʝ ʧʦʩʦʯʚʘʥ ʟʘ 

ʩʪʨʫʢʪʫʨʦʦʧʨʝʜʝʣʷʱ ʠ ʧʨʠʦʨʠʪʝʪʝʥ. ɺʲʚ ʚʩʠʯʢʠ ʩʪʨʘʪʝʛʠʯʝʩʢʠ ʜʦʢʫʤʝʥʪʠ ʟʘ 

ʨʘʟʚʠʪʠʝ ʩʝ ʦʪʜʝʣʷ ʩʧʝʮʠʘʣʥʦ ʤʷʩʪʦ ʥʘ ʪʫʨʠʟʤʘ ʟʘ ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʠʷ 

ʨʘʩʪʝʞ, ʩʲʟʜʘʚʘʥʝ ʥʘ ʟʘʝʪʦʩʪ ʠ ʚʣʠʷʥʠʝʪʦ ʢʦʝʪʦ ʦʢʘʟʚʘ ʚʲʨʭʫ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ɺ 

ʫʩʣʦʚʠʷʪʘ ʥʘ ʛʣʦʙʘʣʠʟʠʨʘʱ ʩʝ ʩʚʷʪ ʠ ʥʘ ʟʘʜʲʣʙʦʯʘʚʘʱʠ ʩʝ ʧʨʦʙʣʝʤʠ ʚ ʧʣʘʥʝʪʘʨʝʥ 

ʤʘʱʘʙ, ʢʘʪʦ ʠʟʤʝʥʝʥʠʷʪʘ ʥʘ ʢʣʠʤʘʪʘ, ʥʝʨʘʚʝʥʩʪʚʘʪʘ, ʟʘʤʲʨʩʷʚʘʥʝ ʠ ʫʥʠʱʦʞʘʚʘʥʝ ʥʘ 

ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʤʥʦʛʦ ʜʨʫʛʠ, ʧʦʚʝʯʝʪʦ ʜʲʨʞʘʚʠ ʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʦʨʛʘʥʠʟʘʮʠʠ 

ʧʦʜʯʠʥʷʚʘʪ ʧʦʣʠʪʠʢʠʪʝ ʩʠ ʚ ʩʬʝʨʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʥʘ ʧʨʠʥʮʠʧʠʪʝ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ 

ʨʘʟʚʠʪʠʝ. 

ɻʣʦʙʘʣʠʟʘʮʠʷʪʘ ʠ ʫʚʝʣʠʯʘʚʘʥʝʪʦ ʥʘ ʜʦʭʦʜʠʪʝ ʩʲʟʜʘʚʘʪ ʙʣʘʛʦʧʨʠʷʪʥʠ ʫʩʣʦʚʠʷ 

ʟʘ ʙʲʨʟ ʨʘʩʪʝʞ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ. ɺ ʇʨʦʛʨʘʤʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʟʘ 

ʧʝʨʠʦʜʘ ʜʦ 2030 ʛ. ʩʝ ʦʪʜʝʣʷ ʚʥʠʤʘʥʠʝ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ, ʢʦʠʪʦ ʠʤʘ 

ʩʲʱʝʩʪʚʝʥʘ ʨʦʣʷ ʟʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʎʝʣʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ.  

ʇʨʦʛʨʝʩʠʚʥʠʪʝ ʩʚʝʪʦʚʥʠ ʣʠʜʝʨʠ ʩʲʟʜʘʚʘʪ ʘʤʙʠʮʠʦʟʥʘ ʠ ʪʨʘʥʩʬʦʨʤʠʨʘʱʘ 

ʚʠʟʠʷ ʟʘ ʟʜʨʘʚʘ ʧʣʘʥʝʪʘ, ʟʘ ʤʠʨ ʠ ʧʨʦʩʧʝʨʠʪʝʪ, ʢʘʪʦ ʧʨʝʟ 2015 ʛ. ʥʘ ʩʨʝʱʘ ʥʘ ʚʲʨʭʘ ʥʘ 
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ʆʆʅ ʚ ʅʶ ʁʦʨʢ, ʦʧʨʝʜʝʣʷʪ 17 ʮʝʣʠ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʚʘʥʝ ʚ ɼʘ ʧʨʝʦʙʨʘʟʠʤ 

ʥʘʰʠʷ ʩʚʷʪ: ʇʨʦʛʨʘʤʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʜʦ 2030 ʛ. ʃʦʛʠʯʥʦ ʝ, ʯʝ ʟʘ 

ʠʟʚʲʨʰʚʘʥʝʪʦ ʥʘ ʟʘʣʝʛʥʘʣʠʪʝ ʚ ʇʨʦʛʨʘʤʘʪʘ ʨʘʜʠʢʘʣʥʠ ʠ ʙʲʨʟʠ ʧʨʦʤʝʥʠ ʝ 

ʥʝʦʙʭʦʜʠʤʦ ʪʷʩʥʦ ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʤʝʞʜʫ ʚʩʠʯʢʠ ʩʝʢʪʦʨʠ ʥʘ ʦʙʱʝʩʪʚʦʪʦ. ʅʦ 2020 

ʛʦʜʠʥʘ ʧʦʩʪʘʚʠ ʧʨʝʜ ʯʦʚʝʯʝʩʪʚʦʪʦ ʥʦʚʦ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʦ, ʙʲʨʟʦ ʨʘʟʨʘʩʪʚʘʱʘ ʩʝ 

ʝʧʠʜʝʤʠʷ ʧʨʝʜʠʟʚʠʢʘʥʘ ʦʪ COVID-19. ɼʦ ʥʘʯʘʣʦʪʦ ʥʘ ʤʝʩʝʮ ʶʥʠ 2020 ʛ. ʟʘʨʘʟʝʥʠʪʝ 

ʚ ʩʚʝʪʘ ʥʘʜʭʚʲʨʣʷʪ 6 ʤʠʣʠʦʥʘ ʜʫʰʠ (6 405 000), ʧʦʯʠʥʘʣʠʪʝ ʩʘ ʧʦʚʝʯʝ ʦʪ 350 ʭʠʣʷʜʠ 

(384 597) (ɺʞ. https://www.svobodnaevropa.bg/a/30502778.html, 2020). ɿʘ ʧʲʨʚʠ ʧʲʪ 

ʧʦʯʝʪʠ ʚʩʠʯʢʠ ʜʲʨʞʘʚʠ ʚ ɽʚʨʦʧʘ, ɸʤʝʨʠʢʘ ʠ ɸʟʠʷ, ʜʦʨʠ ʥʷʢʦʠ ʜʲʨʞʘʚʠ ʚ ɸʬʨʠʢʘ 

ʢʘʪʦ ɼʫʙʘʡ, ɸʣʞʠʨ, ɽʛʠʧʝʪ, ɹʘʭʨʝʡʥ ʠ ʜʨ. ʩʝ ʦʙʝʜʠʥʷʚʘʪ ʠ ʧʨʝʜʧʨʠʝʤʘʪ ʤʝʨʢʠ ʟʘ 

ʦʛʨʘʥʠʯʘʚʘʥʝ ʨʘʟʧʨʦʩʪʨʘʥʝʥʠʝʪʦ ʥʘ ʦʧʘʩʥʘʪʘ ʙʦʣʝʩʪ ʩ ʦʙʷʚʷʚʘʥʝʪʦ ʥʘ ʧʘʥʜʝʤʠʷ - 

ʟʘʪʚʘʨʷʥʝ ʥʘ ʛʨʘʥʠʮʠʪʝ, ʦʛʨʘʥʠʯʘʚʘʥʝ ʥʘ ʧʲʪʫʚʘʥʠʷʪʘ, ʙʣʦʢʠʨʘʥʝ ʥʘ ʩʦʮʠʘʣʥʦ-

ʠʢʦʥʦʤʠʯʝʩʢʠʷ ʞʠʚʦʪ ʠ ʬʦʢʫʩʠʨʘʥʝ ʚʲʨʭʫ ʧʲʣʥʘ ʠʟʦʣʘʮʠʷ ʥʘ ʚʩʠʯʢʠ ʭʦʨʘ ʩ ʮʝʣ ï 

ʦʛʨʘʥʠʯʘʚʘʥʝ ʠ ʩʧʠʨʘʥʝ ʥʘ ʨʘʟʧʨʦʩʪʨʘʥʝʥʠʝʪʦ ʥʘ ʙʦʣʝʩʪʪʘ. 

ʆʙʷʚʝʥʦʪʦ ʠʟʚʲʥʨʝʜʥʦ ʧʦʣʦʞʝʥʠʝ ʠ ʧʦʩʣʝʜʚʘʣʠʪʝ ʩʪʨʦʛʠ ʤʝʨʢʠ ʥʘʧʲʣʥʦ 

ʧʨʦʤʝʥʷʪ ʩʦʮʠʘʣʥʦ-ʠʢʦʥʦʤʠʯʝʩʢʠʷ ʞʠʚʦʪ, ʝʬʝʢʪʲʪ ʦʪ ʧʦʜʦʙʝʥ ʰʦʢ ʝ ʨʘʟʣʠʯʝʥ ʦʪ 

ʪʦʚʘ, ʢʦʝʪʦ ʩʝ ʥʘʙʣʶʜʘʚʘ ʧʨʠ ʬʠʥʘʥʩʦʚʘ ʠ ʠʢʦʥʦʤʠʯʝʩʢʘ ʢʨʠʟʘ. ʇʘʥʜʝʤʠʷʪʘ ʚʦʜʠ ʜʦ 

ʤʥʦʛʦ ʜʲʣʙʦʢ ʢʨʘʪʢʦʩʨʦʯʝʥ ʫʜʘʨ ʚʲʨʭʫ ʠʢʦʥʦʤʠʢʘʪʘ, ʢʦʡʪʦ ʟʘʩʷʛʘ ʚʩʠʯʢʠ, ʤʘʢʘʨ ʠ 

ʧʦ ʨʘʟʣʠʯʝʥ ʥʘʯʠʥ ʠ ʩ ʨʘʟʣʠʯʥʘ ʩʠʣʘ. ʄʝʨʢʠʪʝ ʧʨʝʜʧʨʠʝʪʠ ʦʪ ʙʠʟʥʝʩʘ ʠ 

ʧʨʘʚʠʪʝʣʩʪʚʘʪʘ, ʤʦʛʘʪ ʜʘ ʦʙʣʝʢʯʘʪ ʯʘʩʪʠʯʥʦ ʱʝʪʠʪʝ, ʧʨʠ ʪʦʚʘ ʚ ʨʘʟʣʠʯʥʠ ʤʘʱʘʙʠ ʟʘ 

ʚʩʠʯʢʠ. ʃʦʛʠʯʥʦ ʝ, ʯʝ ʟʘʩʝʛʥʘʪʠʪʝ ʙʠʟʥʝʩʠ ʥʷʤʘ ʢʘʢ ʜʘ ʦʯʘʢʚʘʪ ʟʘʧʘʟʚʘʥʝ ʥʘ 

ʜʝʡʥʦʩʪʪʘ ʩʠ ʢʘʢʚʘʪʦ ʝ ʙʠʣʘ ʧʨʝʜʠ ʧʘʥʜʝʤʠʷʪʘ. ʆʧʠʪʠʪʝ, ʢʦʠʪʦ ʩʝ ʧʨʘʚʷʪ ʥʘ 

ʤʘʢʨʦʥʠʚʦ ï ʩ ʧʫʙʣʠʯʥʠ ʩʨʝʜʩʪʚʘ ʜʘ ʩʝ ʧʨʝʦʜʦʣʝʝ ʝʬʝʢʪʘ ʚ ʩʚʠʚʘʥʝʪʦ ʢʘʢʪʦ ʚ 

ʪʲʨʩʝʥʝʪʦ, ʪʘʢʘ ʠ ʚ ʧʨʝʜʣʘʛʘʥʝʪʦ ʤʦʛʘʪ ʜʘ ʠʤʘʪ ʚʠʩʦʢʘ ʬʠʩʢʘʣʥʘ ʮʝʥʘ ʠ ʥʫʣʝʚ 

ʨʝʟʫʣʪʘʪ. Ăʅʷʤʘ ʤʝʨʢʠ, ʢʦʠʪʦ ʜʘ ʧʨʝʜʦʪʚʨʘʪʷʪ ʠʣʠ ʥʘʧʲʣʥʦ ʜʘ ʢʦʤʧʝʥʩʠʨʘʪ 

ʥʝʙʣʘʛʦʧʨʠʷʪʥʠʷ ʩʪʦʧʘʥʩʢʠ ʝʬʝʢʪ ʦʪ ʧʦʜʦʙʥʦ ʢʘʪʘʩʪʨʦʬʠʯʥʦ ʩʲʙʠʪʠʝ. Ăʎʝʥʘʪʘñ ʥʘ 

ʢʨʠʟʘʪʘ ʥʝ ʤʦʞʝ ʜʘ ʙʲʜʝ ʠʟʙʝʛʥʘʪʘ, ʘ ʚ ʥʘʡ-ʜʦʙʨʠʷ ʩʣʫʯʘʡ ʤʦʞʝ ʜʘ ʩʝ ʦʣʝʢʦʪʠ 

ʢʨʘʪʢʦʩʨʦʯʥʠʷ ʫʜʘʨ.ñ (ɺʞ. https://ime.bg/bg/articles/ikonomika-po-vreme-na-

pandemiya, 2020). ɽʬʝʢʪʠʪʝ ʚʲʨʭʫ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʩʘ ʧʦʚʝʯʝ ʦʪ ʥʝʛʘʪʠʚʥʠ. 

ʆʯʘʢʚʘʥʠʪʝ ʨʝʟʫʣʪʘʪʠ ʟʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʮʝʣʠʪʝ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ 

ʢʲʤ 2030 ʛ. ʩʘ ʠʟʣʦʞʝʥʠ ʥʘ ʨʠʩʢ ʦʪ ʧʨʦʚʘʣ.  

ʀʜʝʷʪʘ ʟʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʩʝ ʟʘʨʘʞʜʘ ʥʘ ʉʚʝʪʦʚʥʘʪʘ ʢʦʥʬʝʨʝʥʮʠʷ ʟʘ 

ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʧʨʝʟ 1995 ʛ. ʚ ʃʘʥʩʘʨʦʪʝ, ʢʲʜʝʪʦ ʧʦʥʷʪʠʝʪʦ Ăʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤñ 

ʥʘʤʠʨʘ ʧʦʩʪʦʷʥʥʦ ʤʷʩʪʦ ʚ ʧʦʣʠʪʠʯʝʩʢʠʷ ʜʥʝʚʝʥ ʨʝʜ ʆʆʅ ʠ ʉʚʝʪʦʚʥʘʪʘ ʦʨʛʘʥʠʟʘʮʠʷ 

ʥʘ ʪʫʨʠʟʤʘ ʥʘ ʆʆʅ, ʢʦʝʪʦ ʚʦʜʠ ʜʦ ʧʦʜʧʠʩʚʘʥʝ ʥʘ ʤʥʦʞʝʩʪʚʦ ʟʥʘʯʠʤʠ ʜʝʢʣʘʨʘʮʠʠ, 

ʨʲʢʦʚʦʜʥʠ ʜʦʢʫʤʝʥʪʠ ʠ ʠʥʠʮʠʘʪʠʚʠ ʠ ʧʨʝʚʨʲʱʘʥʝʪʦ ʤʫ ʧʦ ʩʲʱʝʩʪʚʦ ʚ ʧʨʠʦʨʠʪʝʪ ʥʘ 

ʜʲʨʞʘʚʥʠʪʝ ʧʦʣʠʪʠʢʠ4. ʂʘʪʦ ʮʷʣʦ ʧʨʝʧʦʨʲʢʠʪʝ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʠ 

ʧʨʘʢʪʠʢʠ ʟʘ ʫʩʪʦʡʯʠʚʦ ʫʧʨʘʚʣʝʥʠʝ ʩʘ ʧʨʠʣʦʞʠʤʠ ʟʘ ʚʩʠʯʢʠ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʚʲʚ 

ʚʩʠʯʢʠ ʚʠʜʦʚʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʩʪʠʥʘʮʠʠ, ʚʢʣʶʯʠʪʝʣʥʦ ʨʘʟʣʠʯʥʠ ʩʝʛʤʝʥʪʠ ʥʘ 

ʪʫʨʠʟʤʘ ʠ ʤʘʩʦʚʠʷ ʪʫʨʠʟʲʤ. ʇʨʠʥʮʠʧʠʪʝ ʥʘ ʫʩʪʦʡʯʠʚʦʩʪʪʘ ʩʘ ʩʚʲʨʟʘʥʠ ʩ 

ʝʢʦʣʦʛʠʯʥʠʪʝ, ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ ʠ ʩʦʮʠʦʢʫʣʪʫʨʥʠʪʝ ʘʩʧʝʢʪʠ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ 

                                                            
4 ʂʲʤ ʩʨʝʜʘʪʘ ʥʘ 90-ʪʝ ʛʦʜʠʥʠ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʧʨʝʚʨʲʱʘ ʚ ʦʬʠʮʠʘʣʥʘ ʠ 

ʮʝʣʝʥʘʩʦʯʝʥʘ ʧʦʣʠʪʠʢʘ ʩʲʩ ʩʝʨʠʦʟʥʠ ʧʨʘʢʪʠʯʝʩʢʠ ʠʟʤʝʨʝʥʠʷ. ʈʝʜʠʮʘ ʤʝʞʜʫʥʘʨʦʜʥʠ 

ʦʨʛʘʥʠʟʘʮʠʠ ʩʝ ʘʥʛʘʞʠʨʘʪ ʩ ʧʨʦʙʣʝʤʘʪʠʢʘʪʘ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ, ʚʦʜʝʥʠ ʦʪ 

ʨʘʟʙʠʨʘʥʝʪʦ, ʯʝ "ʘʢʦ ʪʦʡ ʥʝ ʩʝ ʨʘʟʚʠʚʘ ʧʦ ʫʩʪʦʡʯʠʚ ʥʘʯʠʥ, ʥʷʤʘ ʜʘ ʙʲʜʘʪ ʧʦʩʪʠʛʥʘʪʠ 

ʢʣʶʯʦʚʠʪʝ ʮʝʣʠ ʥʘ ʛʣʦʙʘʣʥʘʪʘ ʝʢʦʣʦʛʠʯʥʘ ʧʦʣʠʪʠʢʘ. ɺʩʣʝʜʩʪʚʠʝ ʥʘ ʪʦʚʘ ʧʨʝʟ 1995 ʛ. ʥʘ 

ʢʦʥʬʝʨʝʥʮʠʷʪʘ ʥʘ ʖʅɽʉʂʆ ʚ ʃʘʥʩʘʨʦʪʝ ʝ ʧʨʠʝʪʘ ʍʘʨʪʘ ʟʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ. 

https://www.svobodnaevropa.bg/a/30502778.html
https://ime.bg/bg/articles/ikonomika-po-vreme-na-pandemiya
https://ime.bg/bg/articles/ikonomika-po-vreme-na-pandemiya
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ʠ ʟʘ ʜʘ ʩʝ ʛʘʨʘʥʪʠʨʘ ʜʲʣʛʦʩʨʦʯʥʘʪʘ ʫʩʪʦʡʯʠʚʦʩʪ, ʪʨʷʙʚʘ ʜʘ ʩʝ ʧʦʩʪʠʛʥʝ ʙʘʣʘʥʩ ʤʝʞʜʫ 

ʪʝʟʠ ʪʨʠ ʠʟʤʝʨʝʥʠʷ ʯʨʝʟ ʜʦʙʨʦʪʦ ʫʧʨʘʚʣʝʥʠʝ. ʉʣʝʜʦʚʘʪʝʣʥʦ ʫʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ 

ʪʨʷʙʚʘ ʩʣʫʞʠ ʟʘ: 

- ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʦʧʪʠʤʘʣʥʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʧʨʠʨʦʜʥʠʪʝ ʨʝʩʫʨʩʠ, ʢʦʠʪʦ ʩʘ 
ʦʩʥʦʚʝʥ ʝʣʝʤʝʥʪ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ, ʠ ʟʘ ʧʦʜʧʦʤʘʛʘʥʝ ʦʧʘʟʚʘʥʝʪʦ ʥʘ 

ʧʨʠʨʦʜʥʠʪʝ ʨʝʩʫʨʩʠ ʠ ʙʠʦʨʘʟʥʦʦʙʨʘʟʠʝʪʦ; 

- ʟʘʯʠʪʘʥʝ ʥʘ ʩʦʮʠʦʢʫʣʪʫʨʥʠʪʝ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʥʘ ʧʨʠʝʤʘʱʠʪʝ ʦʙʱʥʦʩʪʠ, 

ʟʘʧʘʟʚʘʥʝ ʥʘ ʪʷʭʥʦʪʦ ʢʫʣʪʫʨʥʦ ʥʘʩʣʝʜʩʪʚʦ ʠ ʪʨʘʜʠʮʠʦʥʥʠ ʮʝʥʥʦʩʪʠ ʠ 

ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʤʝʞʜʫʢʫʣʪʫʨʥʦʪʦ ʨʘʟʙʠʨʘʥʝ ʠ ʪʦʣʝʨʘʥʪʥʦʩʪ; 

- ʛʘʨʘʥʪʠʨʘʥʝ ʥʘ ʞʠʟʥʝʩʧʦʩʦʙʥʠ, ʜʲʣʛʦʩʨʦʯʥʠ ʠʢʦʥʦʤʠʯʝʩʢʠ ʦʧʝʨʘʮʠʠ, 
ʧʨʝʜʦʩʪʘʚʷʱʠ ʠ ʩʧʨʘʚʝʜʣʠʚʦ ʨʘʟʧʨʝʜʝʣʷʱʠ ʩʦʮʠʘʣʥʠ ʠ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʦʣʟʠ ʟʘ 

ʚʩʠʯʢʠ ʫʯʘʩʪʥʠʮʠ, ʢʘʪʦ ʫʩʪʦʡʯʠʚʘ ʟʘʝʪʦʩʪ ʠ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʜʦʭʦʜʠ, ʩʦʮʠʘʣʥʘ 

ʩʠʛʫʨʥʦʩʪ ʚ ʧʨʠʝʤʘʱʠʪʝ ʦʙʱʥʦʩʪʠ, ʢʘʪʦ ʧʦ ʪʦʟʠ ʥʘʯʠʥ ʩʝ ʜʦʧʨʠʥʘʩʷ ʟʘ 

ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʙʝʜʥʦʩʪʪʘ. (ɹʠʥʢʩ, 2000, ʩ. 13-14) 

ʈʘʟʚʠʪʠʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚʠʷ ʪʫʨʠʟʲʤ ʠʟʠʩʢʚʘ ʢʘʢʪʦ ʠʥʬʦʨʤʠʨʘʥʦʪʦ ʫʯʘʩʪʠʝ ʥʘ 

ʚʩʠʯʢʠ ʟʘʠʥʪʝʨʝʩʦʚʘʥʠ ʩʪʨʘʥʠ, ʪʘʢʘ ʠ ʩʠʣʥʦ ʧʦʣʠʪʠʯʝʩʢʦ ʣʠʜʝʨʩʪʚʦ ʟʘ ʨʘʟʰʠʨʷʚʘʥʝ 

ʥʘ ʢʨʲʛʘ ʦʪ ʫʯʘʩʪʥʠʮʠ ʟʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʩʲʛʣʘʩʠʝ ʧʨʠ ʧʨʠʣʘʛʘʥʠʪʝ ʧʦʣʠʪʠʢʠ. 

ʊʫʨʠʟʤʲʪ ʝ ʥʝʧʨʝʢʲʩʥʘʪ, ʧʨʦʜʲʣʞʘʚʘʱ ʧʨʦʮʝʩ ʠ ʠʟʠʩʢʚʘ ʧʦʩʪʦʷʥʥʦ ʥʘʙʣʶʜʝʥʠʝ ʥʘ 

ʝʬʝʢʪʠʪʝ ʤʫ ʥʘ ʚʲʟʜʝʡʩʪʚʠʝʪʦ ʚʲʨʭʫ ʨʘʟʣʠʯʥʠʪʝ ʩʠʩʪʝʤʠ, ʟʘ ʜʘ ʩʝ ʧʨʝʜʧʨʠʝʤʘʪ 

ʧʨʝʚʘʥʪʠʚʥʠ ʠ/ʠʣʠ ʢʦʨʠʛʠʨʘʱʠ ʤʝʨʢʠ, ʢʦʛʘʪʦ ʝ ʥʝʦʙʭʦʜʠʤʦ. ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ 

ʪʨʷʙʚʘ ʜʘ ʧʦʜʜʲʨʞʘ ʚʠʩʦʢʦ ʥʠʚʦ ʥʘ ʫʜʦʚʣʝʪʚʦʨʝʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʪʝ ʠ ʜʘ ʛʘʨʘʥʪʠʨʘ, ʯʝ 

ʪʝ ʧʨʠʜʦʙʠʚʘʪ ʟʥʘʯʠʪʝʣʝʥ ʦʧʠʪ, ʢʘʪʦ ʫʚʝʣʠʯʘʚʘʪ ʨʘʟʙʠʨʘʥʝʪʦ ʩʠ ʟʘ ʧʨʦʙʣʝʤʠʪʝ ʥʘ 

ʫʩʪʦʡʯʠʚʦʩʪʪʘ ʠ ʥʘʩʲʨʯʘʚʘʪ ʧʨʘʢʪʠʢʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ. ʉʚʝʪʦʚʥʘʪʘ 

ʦʨʛʘʥʠʟʘʮʠʷ ʧʦ ʪʫʨʠʟʲʤ ʢʲʤ ʆʆʅ/ UNWTO ʦʧʨʝʜʝʣʷ ʫʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʢʘʪʦ 

Ăʪʫʨʠʟʲʤ, ʢʦʡʪʦ ʚʟʠʤʘ ʧʨʝʜʚʠʜ ʥʘʩʪʦʷʱʦʪʦ ʠ ʙʲʜʝʱʦʪʦ ʩʠ ʚʣʠʷʥʠʝ ʥʘʜ 

ʠʢʦʥʦʤʠʢʘʪʘ, ʦʙʱʝʩʪʚʦʪʦ ʠ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʟʘʜʦʚʦʣʷʚʘ ʥʫʞʜʠʪʝ ʥʘ ʧʦʩʝʪʠʪʝʣʠʪʝ, 

ʠʥʜʫʩʪʨʠʷʪʘ, ʧʨʠʨʦʜʘʪʘ ʠ ʧʨʠʝʤʥʠʪʝ ʦʙʱʥʦʩʪʠñ ʠ ʬʦʨʤʫʣʠʨʘ ʩʣʝʜʥʠʪʝ ʧʨʠʦʨʠʪʝʪʥʠ 

ʮʝʣʠ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ (ʂʘʢʚʦ ʝ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ?):  

¶ ʀʢʦʥʦʤʠʯʝʩʢʘ ʞʠʟʥʝʩʧʦʩʦʙʥʦʩʪ ï ʛʘʨʘʥʪʠʨʘʥʝ ʥʘ ʞʠʟʥʝʩʧʦʩʦʙʥʦʩʪʪʘ ʠ 

ʢʦʥʢʫʨʝʥʪʦʩʧʦʩʦʙʥʦʩʪʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʩʪʠʥʘʮʠʠ ʠ ʧʨʝʜʧʨʠʷʪʠʷ, ʪʘʢʘ ʯʝ ʪʝ ʜʘ 

ʤʦʛʘʪ ʜʘ ʧʨʦʜʲʣʞʘʪ ʧʨʦʩʧʝʨʠʪʝʪʘ ʩʠ ʠ ʜʘ ʦʩʠʛʫʨʷʪ ʜʲʣʛʦʩʨʦʯʥʠʪʝ ʩʠ ʧʦʣʟʠ. 

¶ ʃʦʢʘʣʝʥ ʧʨʦʩʧʝʨʠʪʝʪ ï ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʤʘʢʩʠʤʘʣʥʠʷ ʧʨʠʥʦʩ ʥʘ ʪʫʨʠʟʤʘ 

ʢʲʤ ʧʨʦʩʧʝʨʠʪʝʪʘ ʥʘ ʜʝʩʪʠʥʘʮʠʠʪʝ, ʚʢʣʶʯʠʪʝʣʥʦ ʧʦʜʜʲʨʞʘʥʝ ʥʘ ʧʨʦʧʦʨʮʠʠʪʝ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʥʘʪʦʚʘʨʚʘʥʝ ʚ ʨʝʛʠʦʥʘ. 

¶ ʂʘʯʝʩʪʚʦ ʥʘ ʟʘʝʪʦʩʪʪʘ ï ʫʚʝʣʠʯʘʚʘʥʝ ʢʦʣʠʯʝʩʪʚʦʪʦ ʠ ʢʘʯʝʩʪʚʦʪʦ ʥʘ 

ʤʝʩʪʥʠʪʝ ʨʘʙʦʪʥʠ ʤʝʩʪʘ, ʩʲʟʜʘʜʝʥʠ ʠ ʧʦʜʜʲʨʞʘʥʠ ʦʪ ʪʫʨʠʟʤʘ, ʚʢʣʶʯʠʪʝʣʥʦ ʥʠʚʦʪʦ 

ʥʘ ʚʲʟʥʘʛʨʘʞʜʝʥʠʝ, ʫʩʣʦʚʠʷʪʘ ʥʘ ʦʙʩʣʫʞʚʘʥʝ ʠ ʜʦʩʪʲʧʥʦʩʪʪʘ ʟʘ ʚʩʠʯʢʠ ʙʝʟ 

ʜʠʩʢʨʠʤʠʥʘʮʠʷ ʚʲʟ ʦʩʥʦʚʘ ʥʘ ʧʦʣ, ʨʘʩʘ, ʫʚʨʝʞʜʘʥʝ ʠʣʠ ʜʨʫʛʠ ʧʨʠʯʠʥʠ. 

¶ ʉʦʮʠʘʣʥʘ ʩʧʨʘʚʝʜʣʠʚʦʩʪ ï ʩʪʨʝʤʝʞ ʟʘ ʨʘʟʧʨʦʩʪʨʘʥʷʚʘʥʝ ʰʠʨʦʢʦ ʥʘ 

ʧʨʠʥʮʠʧʘ ʟʘ ʩʧʦʜʝʣʷʥʝ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ ʠ ʩʦʮʠʘʣʥʠʪʝ ʧʦʣʟʠ ʦʪ ʪʫʨʠʟʤʘ ʚ ʮʷʣʘʪʘ 

ʧʨʠʝʤʘʱʘ ʦʙʱʥʦʩʪ, ʚʢʣʶʯʠʪʝʣʥʦ ʧʦʜʦʙʨʷʚʘʥʝ ʥʘ ʚʲʟʤʦʞʥʦʩʪʠʪʝ, ʜʦʭʦʜʠʪʝ ʠ 

ʫʩʣʫʛʠʪʝ ʥʘ ʙʝʜʥʠʪʝ ʠ ʥʝʧʣʘʪʝʞʦʩʧʦʩʦʙʥʠʪʝ. 

¶  ɼʦʩʪʲʧʝʥ ʪʫʨʠʟʲʤ ï ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʙʝʟʦʧʘʩʝʥ ʠ ʢʦʤʬʦʨʪʝʥ ʪʫʨʠʟʲʤ ʟʘ 

ʚʩʠʯʢʠ ʧʦʩʝʪʠʪʝʣʠ, ʥʝʟʘʚʠʩʠʤʦ ʦʪ ʧʦʣ, ʨʘʩʘ, ʬʠʟʠʯʝʩʢʠ ʩʧʦʩʦʙʥʦʩʪʠ ʠ ʜʨ. 

¶ ʄʝʩʪʝʥ ʢʦʥʪʨʦʣ ï ʚʢʣʶʯʚʘʥʝ ʥʘ ʤʝʩʪʥʠʪʝ ʦʙʱʥʦʩʪʠ ʚ ʧʣʘʥʠʨʘʥʝʪʦ ʠ 

ʫʧʲʣʥʦʤʦʱʘʚʘʥʝʪʦ ʠʤ ʜʘ ʚʟʝʤʘʪ ʨʝʰʝʥʠʷ ʟʘ ʫʧʨʘʚʣʝʥʠʝʪʦ ʠ ʙʲʜʝʱʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ 

ʪʫʨʠʟʤʘ ʚ ʨʝʛʠʦʥʘ (ʩʣʝʜ ʢʦʥʩʫʣʪʘʮʠʠ ʩ ʜʨʫʛʠ ʟʘʠʥʪʝʨʝʩʦʚʘʥʠ ʩʪʨʘʥʠ). 
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¶ ɹʣʘʛʦʩʲʩʪʦʷʥʠʝ ʥʘ ʦʙʱʝʩʪʚʦʪʦ ï ʧʦʜʜʲʨʞʘʥʝ ʠ ʧʦʜʦʙʨʷʚʘʥʝ ʢʘʯʝʩʪʚʦʪʦ ʥʘ 

ʞʠʚʦʪ ʚ ʤʝʩʪʥʠʪʝ ʦʙʱʥʦʩʪʠ, ʚʢʣʶʯʠʪʝʣʥʦ ʩʦʮʠʘʣʥʠ ʩʪʨʫʢʪʫʨʠ ʠ ʜʦʩʪʲʧ ʜʦ ʨʝʩʫʨʩʠ, 

ʫʜʦʙʩʪʚʘ ʠ ʩʠʩʪʝʤʠ ʟʘ ʧʦʜʜʲʨʞʘʥʝ ʥʘ ʞʠʚʦʪʘ, ʢʘʪʦ ʩʝ ʠʟʙʷʛʚʘ ʚʩʷʢʘʢʚʘ ʬʦʨʤʘ ʥʘ 

ʩʦʮʠʘʣʥʘ ʜʝʛʨʘʜʘʮʠʷ ʠʣʠ ʝʢʩʧʣʦʘʪʘʮʠʷ. 

¶ ʂʫʣʪʫʨʥʦ ʙʦʛʘʪʩʪʚʦ ï ʟʘʯʠʪʘʥʝ ʠ ʟʘʩʠʣʚʘʥʝ ʥʘ ʠʩʪʦʨʠʯʝʩʢʦʪʦ ʥʘʩʣʝʜʩʪʚʦ, 

ʥʘʮʠʦʥʘʣʥʘʪʘ ʢʫʣʪʫʨʘ, ʪʨʘʜʠʮʠʠ ʠ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʥʘ ʧʨʠʝʤʘʱʠʪʝ ʦʙʱʥʦʩʪʠ. 

¶ ʌʠʟʠʯʝʩʢʘ ʮʷʣʦʩʪ ï ʧʦʜʜʲʨʞʘʥʝ ʠ ʧʦʜʦʙʨʷʚʘʥʝ ʢʘʢʪʦ ʥʘ ʛʨʘʜʩʢʠ, ʪʘʢʘ ʠ ʥʘ 

ʧʨʠʨʦʜʥʠ ʧʝʡʟʘʞʠ, ʟʘ ʜʘ ʩʝ ʧʨʝʜʦʪʚʨʘʪʠ ʪʷʭʥʦʪʦ ʚʠʟʫʘʣʥʦ ʠʣʠ ʬʠʟʠʯʝʩʢʦ 

ʫʥʠʱʦʞʘʚʘʥʝ. 

¶ ɹʠʦʣʦʛʠʯʥʦ ʨʘʟʥʦʦʙʨʘʟʠʝ ï ʧʦʜʧʦʤʘʛʘʥʝ ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʧʨʠʨʦʜʥʠʪʝ ʟʦʥʠ, 

ʤʝʩʪʦʦʙʠʪʘʥʠʷ ʠ ʜʠʚʠ ʞʠʚʦʪʥʠ ʠ ʩʚʝʞʜʘʥʝ ʜʦ ʤʠʥʠʤʫʤ ʧʨʠʯʠʥʷʚʘʥʝʪʦ ʥʘ ʚʨʝʜʠ. 

¶ ɽʬʝʢʪʠʚʥʦʩʪ ʥʘ ʨʝʩʫʨʩʠʪʝ - ʤʠʥʠʤʠʟʠʨʘʥʝ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʥʝʜʦʩʪʘʪʲʯʥʠ 

ʠ ʥʝʚʲʟʦʙʥʦʚʷʝʤʠ ʨʝʩʫʨʩʠ ʚ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʠ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʡʥʦʩʪʠ. 

¶ ɽʢʦʣʦʛʠʯʥʘ ʯʠʩʪʦʪʘ ï ʩʚʝʞʜʘʥʝ ʜʦ ʤʠʥʠʤʫʤ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ ʥʘ ʦʪʧʘʜʲʮʠ 

ʠ ʟʘʤʲʨʩʷʚʘʥʝ ʥʘ ʚʲʟʜʫʭ, ʚʦʜʘ ʠ ʟʝʤʷ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʝʜʧʨʠʷʪʠʷ ʠ ʧʦʩʝʪʠʪʝʣʠ. 

(ʉʪʘʥʢʦʚʘ 2010, ʩ. 44-45). 
 

ʊʝʟʠ ʮʝʣʠ ʧʦʟʚʦʣʷʚʘʪ ʜʘ ʩʝ ʥʘʧʨʘʚʠ ʬʦʢʫʩ ʚʲʨʭʫ ʧʨʦʙʣʝʤʘ ʠ ʧʨʝʜʤʝʪʘ ʥʘ 

ʠʟʩʣʝʜʚʘʥʝ ʠ ʨʘʟʚʠʪʠʝ, ʜʘ ʩʝ ʧʨʝʜʧʨʠʝʤʘʪ ʥʝʦʙʭʦʜʠʤʠʪʝ ʤʝʨʢʠ ʟʘ ʫʩʪʦʡʯʠʚʦ 

ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ. ʊʝ ʩʲʱʦ ʪʘʢʘ ʧʦʤʘʛʘʪ ʜʘ ʩʝ ʧʦʜʜʲʨʞʘ ʚʠʩʦʢʦ ʥʠʚʦ ʥʘ 

ʫʜʦʚʣʝʪʚʦʨʝʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʪʝ ʠ ʪʷʭʥʘʪʘ ʠʥʬʦʨʤʠʨʘʥʦʩʪ ʦʪʥʦʩʥʦ ʧʨʦʙʣʝʤʠʪʝ ʥʘ 

ʫʩʪʦʡʯʠʚʦʩʪʪʘ. ʎʝʣʠʪʝ ʧʦʪʚʲʨʞʜʘʚʘʪ, ʯʝ ʦʩʥʦʚʥʘʪʘ ʮʝʣ ʥʘ ʫʩʪʦʡʯʠʚʠʷ ʪʫʨʠʟʲʤ ʝ ʜʘ 

ʩʝ ʧʦʩʪʠʛʥʝ ʙʘʣʘʥʩ ʤʝʞʜʫ ʧʨʠʝʤʘʱʘʪʘ ʩʪʨʘʥʘ, ʪʫʨʠʩʪʘ ʠ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ɺʲʧʨʝʢʠ 

ʪʦʚʘ ʥʘʤʠʨʘʥʝʪʦ ʥʘ ʙʘʣʘʥʩ ʟʘ ʟʘʱʠʪʘ ʠ ʟʘʧʘʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ, ʢʘʪʦ ʩʝ ʚʟʝʤʘʪ 

ʧʨʝʜʚʠʜ ʥʫʞʜʠʪʝ ʥʘ ʚʩʠʯʢʠ ʫʯʘʩʪʥʠʮʠ (ʥʘʩʪʦʷʱʠ ʠ ʙʲʜʝʱʠ), ʝ ʩʣʦʞʥʘ ʟʘʜʘʯʘ. 

ʆʪ ʝʜʥʘ ʩʪʨʘʥʘ ʪʫʨʠʟʤʲʪ ʠʤʘ ʠʟʢʣʶʯʠʪʝʣʝʥ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʨʠʥʦʩ ï ʪʦʡ ʝ ʝʜʠʥ 

ʦʪ ʥʘʡ-ʟʥʘʯʠʤʠʪʝ ʠʟʪʦʯʥʠʮʠ ʥʘ ʧʨʠʭʦʜʠ ʠ ʨʘʙʦʪʥʠ ʤʝʩʪʘ. ʉʲʱʝʚʨʝʤʝʥʥʦ ʪʫʨʠʟʤʲʪ ʝ 

ʤʥʦʛʦ ʩʣʦʞʥʘ ʠʥʜʫʩʪʨʠʷ, ʚʢʣʶʯʚʘʱʘ ʤʥʦʞʝʩʪʚʦ ʟʘʠʥʪʝʨʝʩʦʚʘʥʠ ʩʪʨʘʥʠ (ʧʦʥʷʢʦʛʘ ʩ 

ʧʨʦʪʠʚʦʧʦʣʦʞʥʠ ʠʥʪʝʨʝʩʠ) ʠʟʠʩʢʚʘʱʘ ʟʥʘʯʠʪʝʣʥʦ ʢʦʣʠʯʝʩʪʚʦ ʨʝʩʫʨʩʠ. ʂʘʪʦ ʪʘʢʲʚ, 

ʪʫʨʠʟʤʲʪ ʤʦʞʝ ʜʘ ʠʤʘ ʤʥʦʛʦ ʨʘʟʣʠʯʥʠ ʚʣʠʷʥʠʷ ʩʧʦʨʝʜ ʥʘʯʠʥʘ, ʧʦ ʢʦʡʪʦ ʜʝʡʥʦʩʪʠʪʝ 

ʩʝ ʠʟʚʲʨʰʚʘʪ. ʂʦʛʘʪʦ ʝ ʧʨʘʚʠʣʥʦ ʫʧʨʘʚʣʷʚʘʥ ʪʫʨʠʟʤʲʪ ʤʦʞʝ ʜʘ ʠʤʘ ʧʦʣʦʞʠʪʝʣʥʘ 

ʨʦʣʷ ʚ ʩʦʮʠʘʣʥʦʪʦ, ʢʫʣʪʫʨʥʦʪʦ, ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ, ʧʨʠʨʦʜʥʦʪʦ ʠ ʧʦʣʠʪʠʯʝʩʢʦʪʦ 

ʨʘʟʚʠʪʠʝ ʥʘ ʜʝʩʪʠʥʘʮʠʷʪʘ ʠ ʚ ʪʦʟʠ ʚʠʜ ʧʨʝʜʩʪʘʚʣʷʚʘ ʚʘʞʥʘ ʚʲʟʤʦʞʥʦʩʪ ʟʘ ʨʘʟʚʠʪʠʝ 

ʟʘ ʤʥʦʛʦ ʩʪʨʘʥʠ ʠ ʨʝʛʠʦʥʠ. ɺ ʦʙʨʘʪʥʠʷ ʩʣʫʯʘʡ ʙʝʟʢʦʥʪʨʦʣʥʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ 

ʤʦʞʝ ʜʘ ʜʦʚʝʜʝ ʜʦ ʤʥʦʛʦ ʚʨʝʜʥʠ ʚʣʠʷʥʠʷ ʚʲʨʭʫ ʧʨʠʨʦʜʥʠʪʝ ʨʝʩʫʨʩʠ, ʤʦʜʝʣʠʪʝ ʥʘ 

ʧʦʪʨʝʙʣʝʥʠʝ, ʟʘʤʲʨʩʷʚʘʥʝʪʦ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʚʲʨʭʫ ʦʙʱʝʩʪʚʝʥʠʪʝ ʩʪʨʫʢʪʫʨʠ. 

ʅʫʞʜʘʪʘ ʦʪ ʫʩʪʦʡʯʠʚʦ ʧʣʘʥʠʨʘʥʝ ʠ ʫʧʨʘʚʣʝʥʠʝ ʝ ʥʘʣʦʞʠʪʝʣʥʘ ʟʘ ʦʮʝʣʷʚʘʥʝʪʦ ʥʘ 

ʠʥʜʫʩʪʨʠʷʪʘ ʢʘʪʦ ʮʷʣʦ.  

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʝ ʩʚʲʨʟʘʥ ʧʨʝʜʠ ʚʩʠʯʢʦ ʩ ʨʝʛʠʦʥʘ ʚ ʢʦʡʪʦ ʝ ʨʘʟʧʦʣʦʞʝʥʘ 

ʜʝʩʪʠʥʘʮʠʷʪʘ, ʪʲʡ ʢʘʪʦ ʚ ʧʨʦʮʝʩʘ ʥʘ ʪʲʨʩʝʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʨʦʜʫʢʪʠ ʠ ʫʩʣʫʛʠ, 

ʧʨʠʪʝʞʘʚʘʥʠʪʝ ʠʢʦʥʦʤʠʯʝʩʢʘ, ʩʦʮʠʘʣʥʘ ʠ ʢʫʣʪʫʨʥʘ ʩʪʨʫʢʪʫʨʘ ʢʘʢʪʦ ʠ ʧʨʠʨʦʜʥʠʪʝ 

ʫʩʣʦʚʠʷ ʥʘ ʨʝʛʠʦʥʘ ʩʘ ʦʧʨʝʜʝʣʷʱʠʪʝ ʬʘʢʪʦʨʠ ʧʨʠ ʚʟʝʤʘʥʝʪʦ ʥʘ ʨʝʰʝʥʠʝ ʢʘʢʲʚ ʪʠʧ 

ʪʫʨʠʟʲʤ ʱʝ ʩʝ ʧʨʝʜʣʘʛʘ ʚ ʥʝʛʦ. ʏʨʝʟ ʜʦʙʨʦʪʦ ʤʝʩʪʥʦ ʫʧʨʘʚʣʝʥʠʝ, ʪʫʨʠʩʪʠʯʝʩʢʠʷ 

ʧʨʦʜʫʢʪ ʤʦʞʝ ʜʘ ʩʪʘʥʝ ʦʩʥʦʚʘ ʟʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʨʝʛʠʦʥʘ, ʪʲʡ ʢʘʪʦ 

ʩʠʩʪʝʤʘʪʘ ʟʘ ʩʘʤʦʫʧʨʘʚʣʝʥʠʝ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʨʘʙʦʪʠ ʥʝ ʩʘʤʦ ʢʘʪʦ ʦʪʥʦʩʠʪʝʣʥʦ 

ʘʚʪʦʥʦʤʥʘ ʘʜʤʠʥʠʩʪʨʘʪʠʚʥʘ ʝʜʠʥʠʮʘ, ʥʦ ʠ ʢʘʪʦ ʫʧʨʘʚʣʝʥʩʢʘ ʩʠʩʪʝʤʘ. ɿʘ 

ʩʘʤʦʫʧʨʘʚʣʝʥʠʝ ʤʦʞʝ ʜʘ ʩʝ ʛʦʚʦʨʠ, ʢʦʛʘʪʦ ʜʲʨʞʘʚʘʪʘ ʧʨʝʭʚʲʨʣʷ ʥʘ ʤʝʩʪʥʠʪʝ ʚʣʘʩʪʠ 
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ʧʨʘʚʦʤʦʱʠʷ, ʢʦʤʧʝʪʝʥʮʠʠ ʠ ʦʪʛʦʚʦʨʥʦʩʪʠ ʧʦ ʧʨʝʜʦʩʪʘʚʷʥʝʪʦ ʥʘ ʧʫʙʣʠʯʥʠ ʙʣʘʛʘ ʠ 

ʫʩʣʫʛʠ ʢʘʪʦ ʩʝ ʦʩʲʱʝʩʪʷʚʘ ʧʨʦʮʝʩ ʥʘ ʪʝʨʠʪʦʨʠʘʣʥʘ ʜʝʮʝʥʪʨʘʣʠʟʘʮʠʷ. (ɺʝʣʠʢʦʚʘ, 

2008, ʩ. 25) ʈʘʟʚʠʪʠʝʪʦ ʦʙʘʯʝ ʦʪʚʲʜ ʣʦʢʘʣʥʠʷ ʢʘʧʘʮʠʪʝʪ ʤʦʛʘʪ ʜʘ ʛʦ ʧʨʝʚʨʲʥʘʪ ʚ 

ʠʥʜʫʩʪʨʠʷ, ʩʘʤʦʨʘʟʨʫʰʘʚʘʱʘ ʩʝ ʩʲʩ ʩʢʦʨʦʩʪʪʘ ʥʘ ʠʟʯʝʨʧʚʘʥʝʪʦ ʠ ʫʥʠʱʦʞʘʚʘʥʝʪʦ ʥʘ 

ʨʝʩʫʨʩʠʪʝ, ʚʤʝʩʪʦ ʜʘ ʝ ʨʘʙʦʪʝʱʘ ʩʲʩ ʩʢʦʨʦʩʪʪʘ ʥʘ ʚʲʟʦʙʥʦʚʷʚʘʥʝʪʦ ʠʤ. ɽʪʦ ʟʘʱʦ ʩʝ 

ʧʨʝʧʦʨʲʯʚʘ ʩʪʘʙʠʣʝʥ, ʘ ʥʝ ʩʪʨʝʤʛʣʘʚ ʪʝʤʧ ʥʘ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ. ʅʘʡ-ʦʙʱʦ 

ʧʦʜʭʦʜʷʱʠʷʪ ʪʝʤʧ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʝ ʦʥʟʠ, ʧʨʠ ʢʦʡʪʦ ʦʪʨʘʩʲʣʘ ʩʝ ʝ 

ʠʥʪʝʛʨʠʨʘ ʩʦʮʠʘʣʥʦ ʠ ʢʫʣʪʫʨʥʦ ʚ ʨʝʛʠʦʥʘ. ʅʝʟʘʚʠʩʠʤʦ ʜʘʣʠ ʨʘʟʚʠʪʠʝʪʦ ʩʝ ʧʨʠʜʲʨʞʘ 

ʢʲʤ ʥʦʨʤʘʣʥʦʪʦ ʩʠ ʧʦʩʪʲʧʘʪʝʣʥʦ ʜʚʠʞʝʥʠʝ Ăʥʘʧʨʝʜñ, ʢʦʝʪʦ ʩʝ ʩʚʲʨʟʚʘ ʧʨʝʜʠ ʚʩʠʯʢʦ 

ʩ ʫʩʢʦʨʝʥ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʦʜʝʤ, ʠʣʠ ʨʘʟʚʠʪʠʝʪʦ ʝ ʟʘʪʨʫʜʥʝʥʦ ʧʦʨʘʜʠ ʨʘʟʣʠʯʥʠ 

ʢʨʠʟʠʩʢʥʠ ʧʨʦʮʝʩʠ, ʢʦʠʪʦ ʧʦʩʪʘʚʷʪ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʧʨʝʜ ʪʝʨʠʪʦʨʠʘʣʥʠʪʝ 

ʠʟʤʝʨʝʥʠʷ ʥʘ ʛʣʦʙʘʣʥʠʪʝ ʧʨʦʙʣʝʤʠ. (ɸʥʜʦʥʦʚʘ, 2012, ʩ. 5-7) ʉʲʱʝʩʪʚʝʥʠ ʬʘʢʪʦʨʠ ʟʘ 

ʦʧʨʝʜʝʣʷʥʝ ʥʘ ʩʪʝʧʝʥʪʘ ʥʘ ʧʨʠʩʧʦʩʦʙʷʚʘʥʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʢʲʤ ʨʝʛʠʦʥʘ ʝ ʠ ʪʠʧʘ ʥʘ 

ʩʘʤʠʘʪʘ ʪʝʨʠʪʦʨʠʷ. ɺ ʩʝʣʩʢʠʪʝ ʠ ʚ ʤʘʣʢʠʪʝ ʨʘʡʦʥʠ ʦʩʦʙʝʥʦ, ʘʢʦ ʪʫʨʠʟʤʘ ʩʝ ʨʘʟʚʠʚʘ 

ʟʘ ʩʤʝʪʢʘ ʥʘ ʜʨʫʛʠʪʝ ʠʥʜʫʩʪʨʠʠ, ʪʫʨʠʩʪʠʪʝ ʣʝʩʥʦ ʟʘʧʦʯʚʘʪ ʜʘ ʜʦʤʠʥʠʨʘʪ ʥʘʜ 

ʤʝʩʪʥʦʪʦ ʥʘʩʝʣʝʥʠʝ. ʊʦʚʘ ʚʦʜʠ ʜʦ ʧʨʝʥʘʩʝʣʚʘʥʝ ʠ ʢʦʥʬʣʠʢʪʠ ʤʝʞʜʫ ʪʷʭ ʠ ʦʪ ʜʨʫʛʘ 

ʩʪʨʘʥʘ ʧʨʘʚʠ ʨʝʛʠʦʥʘ ʠʢʦʥʦʤʠʯʝʩʢʠ ʫʷʟʚʠʤ. ʅʘʯʠʥʠʪʝ ʜʘ ʩʝ ʧʦʚʣʠʷʝ ʚʲʨʭʫ ʙʨʦʷ ʥʘ 

ʪʫʨʠʩʪʠʪʝ ʤʦʛʘʪ ʜʘ ʩʝ ʩʚʝʜʘʪ ʜʦ ʨʝʛʫʣʠʨʘʥʝ ʥʘ ʢʘʧʘʮʠʪʝʪʘ ʥʘ ʟʘʚʝʜʝʥʠʷʪʘ ʟʘ 

ʥʘʩʪʘʥʷʚʘʥʝ; ʢʦʥʮʝʥʪʨʠʨʘʥʝ ʥʘ ʤʘʨʢʝʪʠʥʛʘ ʚʲʨʭʫ ʩʧʝʮʠʬʠʯʥʠʪʝ ʩʝʛʤʝʥʪʠ; 

ʦʧʨʝʜʝʣʷʥʝ ʥʘ ʩʪʝʧʝʥʪʘ ʥʘ ʧʨʦʩʪʨʘʥʩʪʚʝʥʦ ʨʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʪʫʨʠʟʤʘ ʠʣʠ ʩʪʝʧʝʥʪʘ 

ʥʘ ʢʦʥʮʝʥʪʨʘʮʠʷ; ʦʧʨʝʜʝʣʷʥʝ ʥʘ ʩʪʝʧʝʥʪʘ ʥʘ ʭʦʨʠʟʦʥʪʘʣʥʦ ʠʣʠ ʚʝʨʪʠʢʘʣʥʦ ʨʘʟʚʠʪʠʝ, 

ʪ.ʝ. ʨʘʟʚʠʪʠʝ ʩʲʦʪʚʝʪʥʦ ʧʦʩʨʝʜʩʪʚʦʤ ʫʚʝʣʠʯʘʚʘʥʝ ʙʨʦʷ ʥʘ ʢʦʤʧʘʥʠʠʪʝ (ʤʥʦʞʝʩʪʚʦ 

ʤʘʣʢʠ ʢʦʤʧʘʥʠʠ) ʠʣʠ ʪʝʭʥʠʷʪ ʨʘʟʤʝʨ. (ɾʝʣʷʟʢʦʚʘ, 2006) 

ɿʘ ʨʘʟʣʠʢʘ ʦʪ ʜʨʫʛʠ ʩʝʢʪʦʨʠ, ʧʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʜʝʩʝʪʠʣʝʪʠʷ, ʪʫʨʠʟʤʲʪ 

ʧʨʝʞʠʚʷʚʘ ʥʝʧʨʝʢʲʩʥʘʪʦ ʨʘʟʨʘʩʪʚʘʥʝ ʠ ʜʠʚʝʨʩʠʬʠʢʘʮʠʷ, ʧʨʝʚʨʲʱʘʡʢʠ ʩʝ ʚ ʝʜʠʥ ʦʪ 

ʥʘʡ-ʛʦʣʝʤʠʪʝ ʠ ʥʘʡ-ʙʲʨʟʦ ʨʘʟʚʠʚʘʱʠʪʝ ʩʝ ʩʝʢʪʦʨʠ ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ ʚ ʩʚʝʪʘ. ʉʘʤʦ ʧʨʝʟ 

ʧʦʩʣʝʜʥʠʪʝ ʜʝʩʝʪʠʥʘ ʛʦʜʠʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠʷʪ ʩʝʢʪʦʨ ʝ ʥʘʨʘʩʥʘʣ ʩʨʝʜʥʦ ʩ 4%. 

ʄʝʞʜʫʥʘʨʦʜʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʠʩʪʠʛʘʥʠʷ ʩʝ ʫʚʝʣʠʯʘʚʘʪ ʦʪ ʛʦʜʠʥʘ ʥʘ ʛʦʜʠʥʘ: ʧʨʝʟ 

2018 ʛ. ʪʝʭʥʠʷʪ ʨʲʩʪ ʚʲʟʣʠʟʘ ʥʘ ʦʢʦʣʦ 46 ʤʠʣʠʦʥʘ, ʢʦʝʪʦ ʝ ʩ 4% ʧʦʚʝʯʝ ʚ ʩʨʘʚʥʝʥʠʝ ʩ 

2017 ʛ. ɸʢʦ ʧʨʝʟ 2012 ʛ. ʙʨʦʷʪ ʥʘ ʤʝʞʜʫʥʘʨʦʜʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʠʩʪʠʛʘʥʠʷ 

ʚʲʟʣʠʟʘ ʥʘ 1,035 ʤʠʣʠʘʨʜʘ, ʪʦ ʧʨʝʟ 2018 ʛ. ʪʘʟʠ ʮʠʬʨʘ ʜʦʩʪʠʛʘ 1,235 ʤʣʨʜ. ʉʧʦʨʝʜ 

ʧʨʦʛʥʦʟʠʪʝ ʥʘ UNWTO ʜʦ 2030 ʛ. ʩʝ ʦʯʘʢʚʘʪ 1,8 ʤʠʣʠʘʨʜʘ ʤʝʞʜʫʥʘʨʦʜʥʠ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʠʩʪʠʛʘʥʠʷ. ʂʲʤ 2015 ʛ. ʌʨʘʥʮʠʷ (84,5 ʤʠʣʠʦʥʘ ʪʫʨʠʩʪʠ), ʉɸʑ (77,5 

ʤʠʣʠʦʥʘ), ʀʩʧʘʥʠʷ (68,5 ʤʠʣʠʦʥʘ), ʂʠʪʘʡ (56,9 ʤʠʣʠʦʥʘ) ʠ ʀʪʘʣʠʷ (50,7) ʩʘ ʥʘʡ-

ʧʦʧʫʣʷʨʥʠ ʩʨʝʜ ʤʝʞʜʫʥʘʨʦʜʥʠʪʝ ʧʲʪʥʠʮʠ. ʤʠʣʠʦʥʘ). ʉʣʝʜ ɽʚʨʦʧʘ ʥʘʡ-

ʧʦʩʝʱʘʚʘʥʠʷʪ ʨʝʛʠʦʥ ʝ ɸʟʠʘʪʩʢʦ-ʊʠʭʦʦʢʝʘʥʩʢʠʷʪ ʨʝʛʠʦʥ, ʢʦʡʪʦ ʧʨʠʝ 303 ʤʠʣʠʦʥʘ 

ʤʝʞʜʫʥʘʨʦʜʥʠ ʪʫʨʠʩʪʠ ʤʠʥʘʣʘʪʘ ʛʦʜʠʥʘ. ɼʦ 2030 ʛ. ʪʝʭʥʠʷʪ ʙʨʦʡ, ʩʧʦʨʝʜ ʧʨʦʛʥʦʟʠʪʝ 

ʥʘ UNWTO, ʱʝ ʩʝ ʫʚʝʣʠʯʠ ʜʦ 535 ʤʠʣʠʦʥʘ. (ʉʧʦʨʝʜ https://www.unwto.org/statistics ) 

ɺ ʧʝʨʠʦʜʘ ʜʦ 2030 ʛ. ʩʝ ʮʝʣʠ ʧʨʠʩʪʠʛʘʥʠʷʪʘ ʚ ʥʦʚʦʚʲʟʥʠʢʚʘʱʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʜʝʩʪʠʥʘʮʠʠ (ʨʲʩʪ +4,4% ʛʦʜʠʰʥʦ) ʜʘ ʩʝ ʫʜʚʦʷʪ ʩʧʨʷʤʦ ʪʝʤʧʘ ʥʘ ʨʘʩʪʝʞ ʚ ʨʘʟʚʠʪʘ 

ʠʢʦʥʦʤʠʢʘ (+2,2% ʛʦʜʠʰʥʦ). ɼʦ 2030 ʛ. ʉʝʚʝʨʦʠʟʪʦʯʥʘ ɸʟʠʷ ʱʝ ʙʲʜʝ ʥʘʡ-

ʧʦʩʝʱʘʚʘʥʠʷʪ ʨʝʛʠʦʥ ʚ ʩʚʝʪʘ. ɺ ʩʲʦʪʚʝʪʩʪʚʠʝ ʩʲʩ ʟʥʘʯʠʪʝʣʥʦ ʫʚʝʣʠʯʝʥʠʝ ʥʘ 

ʧʨʠʩʪʠʛʘʥʠʷʪʘ, ʤʝʞʜʫʥʘʨʦʜʥʠʪʝ ʧʨʠʭʦʜʠ ʦʪ ʪʫʨʠʟʲʤ ʥʝʧʨʝʢʲʩʥʘʪʦ ʩʝ ʫʚʝʣʠʯʘʚʘʪ 

ʧʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʜʝʩʝʪʠʣʝʪʠʷ, ʢʦʝʪʦ ʛʦ ʧʨʘʚʠ ʯʝʪʚʲʨʪʠʷʪ ʥʘʡ-ʚʘʞʝʥ ʝʢʩʧʦʨʪʝʥ ʩʝʢʪʦʨ 

ʚ ʩʚʝʪʘ (ʩʣʝʜ ʛʦʨʠʚʘ, ʭʠʤʠʢʘʣʠ ʠ ʘʚʪʦʤʦʙʠʣʥʠ ʧʨʦʜʫʢʪʠ) ʩ ʧʦʢʫʧʘʪʝʣʥʘ ʩʧʦʩʦʙʥʦʩʪ 

ʦʪ 1 ʪʨʠʣʠʦʥ ʜʦʣʘʨʘ ʛʦʜʠʰʥʦ. ʊʘʢʘ ʪʫʨʠʟʤʲʪ ʧʨʝʜʩʪʘʚʣʷʚʘ 30% ʦʪ ʩʚʝʪʦʚʥʠʷ ʠʟʥʦʩ 

ʥʘ ʪʲʨʛʦʚʩʢʠ ʫʩʣʫʛʠ, ʠʣʠ 7% ʦʪ ʦʙʱʠʷ ʠʟʥʦʩ. ʂʘʪʦ ʩʝ ʚʟʝʤʘʪ ʧʨʝʜʚʠʜ ʚʩʠʯʢʠ ʧʨʝʢʠ, 

ʢʦʩʚʝʥʠ ʠ ʠʥʜʫʮʠʨʘʥʠ ʝʬʝʢʪʠ, ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʠʢʦʥʦʤʠʢʘ ʧʨʝʜʩʪʘʚʣʷʚʘ 10% ʦʪ 
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ʛʣʦʙʘʣʥʠʷ ɹɺʇ. ʊʦʚʘ ʜʦʧʨʠʥʘʩʷ ʟʘ 8,7% ʦʪ ʧʲʣʥʘʪʘ ʟʘʝʪʦʩʪ (261 ʤʠʣʠʦʥʘ 

ʩʣʫʞʠʪʝʣʠ). ʉʤʷʪʘ ʩʝ, ʯʝ ʝʜʥʘ ʨʘʙʦʪʘ ʚ ʦʩʥʦʚʥʠʷ ʪʫʨʠʩʪʠʯʝʩʢʠ ʩʝʢʪʦʨ ʩʲʟʜʘʚʘ ʦʢʦʣʦ 

ʝʜʥʘ ʠ ʧʦʣʦʚʠʥʘ ʜʦʧʲʣʥʠʪʝʣʥʠ ʠʣʠ ʥʝʧʨʝʢʠ ʨʘʙʦʪʥʠ ʤʝʩʪʘ ʚ ʩʚʲʨʟʘʥʘʪʘ ʩ ʪʫʨʠʟʤʘ 

ʠʢʦʥʦʤʠʢʘ. (ʉʪʘʥʢʦʚʘ, 2010, ʩ. 44-45) 

ʈʘʩʪʝʞʲʪ ʥʘ ʪʫʨʠʟʤʘ ʝ ʦʪ ʛʦʣʷʤʦ ʠʢʦʥʦʤʠʯʝʩʢʦ ʟʥʘʯʝʥʠʝ ʟʘ ʥʘʡ-ʩʣʘʙʦ 

ʨʘʟʚʠʪʠʪʝ ʩʪʨʘʥʠ. ɺ ʧʨʠʙʣʠʟʠʪʝʣʥʦ ʧʦʣʦʚʠʥʘʪʘ ʦʪ ʪʝʟʠ ʩʪʨʘʥʠ ʪʫʨʠʟʤʲʪ 

ʧʨʝʜʩʪʘʚʣʷʚʘ ʧʦʚʝʯʝ ʦʪ 40% ʦʪ ɹɺʇ ʠ ʝ ʥʘʡ-ʚʘʞʥʠʷʪ ʠʟʪʦʯʥʠʢ ʥʘ ʚʘʣʫʪʘ. ɺ 

ʜʦʧʲʣʥʝʥʠʝ ʢʲʤ ʠʟʪʦʯʥʠʢʘ ʥʘ ʯʫʞʜʝʩʪʨʘʥʥʘ ʚʘʣʫʪʘ ʟʘ ʜʝʩʪʠʥʘʮʠʠ ʠ ʩʲʟʜʘʚʘʥʝ ʥʘ 

ʨʘʙʦʪʥʠ ʤʝʩʪʘ, ʪʫʨʠʩʪʠʯʝʩʢʠʷʪ ʩʝʢʪʦʨ ʠʤʘ ʠ ʜʨʫʛʠ ʧʦʣʦʞʠʪʝʣʥʠ ʧʨʝʢʠ ʠ ʢʦʩʚʝʥʠ 

ʝʬʝʢʪʠ ʚʲʨʭʫ ʛʣʦʙʘʣʥʘʪʘ ʠʢʦʥʦʤʠʢʘ, ʢʘʪʦ ʥʘʧʨʠʤʝʨ ʩʪʠʤʫʣʠʨʘʥʝ ʥʘ ʪʲʨʛʦʚʠʷʪʘ ʥʘ 

ʤʘʣʢʠ, ʩʨʝʜʥʠ ʠ ʤʠʢʨʦ ʧʨʝʜʧʨʠʷʪʠʷ, ʨʘʩʪʝʞ ʥʘ ʜʦʭʦʜʠʪʝ ʠ ʧʨʝʜʧʨʠʝʤʘʯʝʩʪʚʦʪʦ 

(ʦʩʦʙʝʥʦ ʚ ʩʝʢʪʦʨʘ ʥʘ ʫʩʣʫʛʠʪʝ). ʊʘʟʠ ʜʝʡʥʦʩʪ ʧʨʝʜʠʟʚʠʢʚʘ ʠ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʥʦʚʘ 

ʦʙʱʝʩʪʚʝʥʘ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ, ʟʘʧʘʟʚʘ ʠ ʬʠʥʘʥʩʠʨʘ ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʧʨʠʨʦʜʥʦʪʦ ʠ 

ʢʫʣʪʫʨʥʦʪʦ ʥʘʩʣʝʜʩʪʚʦ. ʇʨʘʢʪʠʯʝʩʢʠ ʚʦʜʝʱʠ ʧʨʦʝʢʪʠ ʧʦ ʮʝʣʠʷ ʩʚʷʪ ʜʝʤʦʥʩʪʨʠʨʘʪ 

ʧʦʣʦʞʠʪʝʣʥʠʪʝ ʧʨʦʤʝʥʠ, ʢʦʠʪʦ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʧʦʩʪʠʛʥʘʪʠ ʯʨʝʟ ʫʩʪʦʡʯʠʚʠ ʧʨʘʢʪʠʢʠ 

ʚ ʪʫʨʠʟʤʘ, ʧʨʝʚʨʲʱʘʥʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʚ ʤʦʜʝʨʝʥ ʩʝʢʪʦʨ ʟʘ ʟʝʣʝʥʘ ʠʢʦʥʦʤʠʢʘ. 

ʆʮʝʥʷʚʘʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ ʟʘʩʠʣʚʘ ʧʦʪʝʥʮʠʘʣʘ ʤʫ ʟʘ ʟʘʝʪʦʩʪ ʯʨʝʟ 

ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʥʘʝʤʘʥʝʪʦ ʥʘ ʤʝʩʪʝʥ ʧʝʨʩʦʥʘʣ ʠ ʨʘʟʰʠʨʷʚʘʥʝ ʥʘ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʟʘ 

ʪʫʨʠʟʲʤ, ʥʘʩʦʯʝʥʠ ʢʲʤ ʤʝʩʪʥʘʪʘ ʢʫʣʪʫʨʘ ʠ ʧʨʠʨʦʜʥʘʪʘ ʩʨʝʜʘ. (ʉʪʘʥʢʦʚʘ, 2010, ʩ. 44-

45) 

ɺ ʜʦʧʲʣʥʝʥʠʝ ʢʲʤ ʧʦʣʦʞʠʪʝʣʥʠʪʝ ʩʪʨʘʥʠ ʦʪ ʨʘʩʪʝʞʘ ʥʘ ʪʫʨʠʟʤʘ, ʩʲʱʝʩʪʚʫʚʘʪ 

ʟʥʘʯʠʪʝʣʥʠ ʨʠʩʢʦʚʝ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ ʚʣʦʰʘʚʘʥʝʪʦ ʥʘ ʩʦʮʠʘʣʥʦ-ʢʫʣʪʫʨʥʠʪʝ, 

ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ ʠ ʝʢʦʣʦʛʠʯʥʠʪʝ ʘʢʪʠʚʠ ʥʘ ʜʝʩʪʠʥʘʮʠʠʪʝ ʧʦ ʮʝʣʠʷ ʩʚʷʪ. ʈʘʟʚʠʪʠʝʪʦ 

ʥʘ ʪʫʨʠʟʤʘ ʠ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʡʥʦʩʪʠ ʜʦʧʨʠʥʝʩʦʭʘ ʟʘ ʠʟʯʝʨʧʚʘʥʝʪʦ ʥʘ ʧʨʠʨʦʜʥʠʪʝ 

ʨʝʩʫʨʩʠ ʚ ʥʷʢʦʣʢʦ ʨʝʛʠʦʥʘ, ʢʦʝʪʦ ʜʦʚʝʜʝ ʜʦ ʥʝʜʦʩʪʠʛ ʥʘ ʚʦʜʘ, ʟʘʛʫʙʘ ʥʘ ʙʠʦʣʦʛʠʯʥʦ 

ʨʘʟʥʦʦʙʨʘʟʠʝ, ʜʝʛʨʘʜʘʮʠʷ ʥʘ ʟʝʤʷʪʘ ʠ ʟʘʤʲʨʩʷʚʘʥʝ, ʟʘʝʜʥʦ ʩ ʜʨʫʛʠ ʚʲʟʜʝʡʩʪʚʠʷ. 

ʇʨʠʥʦʩʲʪ ʥʘ ʪʫʨʠʟʤʘ ʟʘ ʛʣʦʙʘʣʥʦʪʦ ʟʘʪʦʧʣʷʥʝ ʩʝ ʦʮʝʥʷʚʘ ʥʘ 5% ʦʪ ʦʙʱʠʪʝ ʝʤʠʩʠʠ 

ʥʘ ʚʲʛʣʝʨʦʜʝʥ ʜʠʦʢʩʠʜ ʚ ʩʚʝʪʦʚʝʥ ʤʘʱʘʙ. 

ʆʩʚʝʥ ʪʦʚʘ ʥʷʢʦʠ ʜʲʨʞʘʚʠ ʜʦʤʘʢʠʥʠ ʩʘ ʧʦʩʪʨʘʜʘʣʠ ʦʪ ʢʫʣʪʫʨʥʠ ʩʙʣʲʩʲʮʠ, 

ʩʚʨʲʭʝʢʩʧʣʦʘʪʘʮʠʷ, ʧʨʝʩʪʲʧʣʝʥʠʷ ʠʣʠ ʥʘʨʫʰʝʥʠʷ ʥʘ ʧʨʘʚʘʪʘ ʥʘ ʯʦʚʝʢʘ, ʩʚʲʨʟʘʥʠ ʩ 

ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ. ɺ ʠʢʦʥʦʤʠʯʝʩʢʘʪʘ ʩʬʝʨʘ ʪʫʨʠʟʤʲʪ ʤʦʞʝ ʩʲʱʦ ʜʘ ʝ ʦʪʛʦʚʦʨʝʥ 

ʟʘ ʧʦʚʠʰʘʚʘʥʝʪʦ ʥʘ ʮʝʥʠʪʝ, ʠʢʦʥʦʤʠʯʝʩʢʘʪʘ ʥʝʩʪʘʙʠʣʥʦʩʪ ʠʣʠ ʟʘʚʠʩʠʤʦʩʪʪʘ ʠ ʤʦʞʝ 

ʜʘ ʜʦʚʝʜʝ ʜʦ ʧʨʝʢʦʤʝʨʥʠ Ăʪʝʯʦʚʝñ ʦʪ ʧʨʠʝʤʘʱʠʪʝ ʠʢʦʥʦʤʠʢʠ. ʊʝʥʜʝʥʮʠʠʪʝ ʠ 

ʧʨʦʛʥʦʟʠʪʝ ʧʦʢʘʟʚʘʪ, ʯʝ ʩ ʥʝʧʨʝʢʲʩʥʘʪʦʪʦ ʨʘʟʰʠʨʷʚʘʥʝ ʥʘ ʩʝʢʪʦʨʘ ʪʘʢʠʚʘ ʚʲʟʤʦʞʥʠ 

ʦʪʨʠʮʘʪʝʣʥʠ ʝʬʝʢʪʠ ʱʝ ʩʝ ʫʚʝʣʠʯʘʚʘʪ ʩʘʤʦ ʧʨʝʟ ʩʣʝʜʚʘʱʠʪʝ ʛʦʜʠʥʠ. 

ʅʦʚʦʧʦʩʪʲʧʠʣʠʪʝ ʜʝʩʪʠʥʘʮʠʠ ʩʲʱʦ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʟʘʩʝʛʥʘʪʠ ʦʪ ʧʨʷʢʦ ʠ ʢʦʩʚʝʥʦ 

ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. 

ɺ ʥʦʨʤʘʣʥʠʷ ʙʠʟʥʝʩ (ʙʝʟ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʚʨʝʜʥʠʪʝ ʝʤʠʩʠʠ) ʜʦ 2050 ʛ. ʨʘʩʪʝʞʲʪ 

ʥʘ ʪʫʨʠʟʤʘ ʱʝ ʜʦʚʝʜʝ ʜʦ ʧʦʚʠʰʝʥʦ ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ ʝʥʝʨʛʠʷ (154%), ʝʤʠʩʠʠ ʥʘ 

ʧʘʨʥʠʢʦʚʠ ʛʘʟʦʚʝ (131%), ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ ʚʦʜʘ (152%) ʠ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʪʚʲʨʜʠ 

ʦʪʧʘʜʲʮʠ (251%). (ʅʉʋʈʊ 2014-2030 ʛ., 2017) ʇʨʦʤʝʥʠʪʝ ʚ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʨʘʢʪʠʢʠ 

ʠ ʧʦʣʠʪʠʢʠ ʦʙʘʯʝ ʤʦʛʘʪ ʜʘ ʥʘʤʘʣʷʪ ʪʝʟʠ ʦʪʨʠʮʘʪʝʣʥʠ ʚʲʟʜʝʡʩʪʚʠʷ ʠ ʜʘ ʜʦʚʝʜʘʪ ʜʦ 

ʧʦʣʟʠ, ʢʘʪʦ ʩʪʠʤʫʣʠʨʘʪ ʧʨʦʤʝʥʠʪʝ ʜʘ ʙʲʜʘʪ ʧʦ-ʫʩʪʦʡʯʠʚʠ ʚʲʚ ʚʝʨʠʛʘʪʘ ʥʘ 

ʧʨʝʜʣʘʛʘʥʝ ʥʘ ʪʫʨʠʟʲʤ ʠ ʚ ʜʨʫʛʠ ʩʝʢʪʦʨʠ. ʊʫʢ ʤʦʞʝ ʜʘ ʩʝ ʦʪʙʝʣʝʞʠ, ʯʝ ʧʦ ʧʲʪʷ ʢʲʤ 

ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʠ ʠʟʢʦʨʝʥʷʚʘʥʝ ʥʘ ʙʝʜʥʦʩʪʪʘ, ʪʫʨʠʟʤʲʪ ʩʝ ʷʚʷʚʘ ʝʜʠʥ ʦʪ ʥʘʡ-

ʦʙʝʱʘʚʘʱʠʪʝ ʜʚʠʛʘʪʝʣʠ ʟʘ ʨʘʩʪʝʞ ʥʘ ʩʚʝʪʦʚʥʘʪʘ ʠʢʦʥʦʤʠʢʘ. 

ʅʘ ʢʦʥʬʝʨʝʥʮʠʷʪʘ ʥʘ ʆʆʅ RIO + 20 ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʧʨʝʟ ʶʥʠ 2012 ʛ. 

ʜʲʨʞʘʚʥʠʪʝ ʨʲʢʦʚʦʜʠʪʝʣʠ ʧʨʠʟʥʘʭʘ, ʯʝ Ăʚʥʠʤʘʪʝʣʥʦ ʧʣʘʥʠʨʘʥʠʪʝ ʠ ʨʝʛʫʣʠʨʘʥʠ 
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ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʡʥʦʩʪʠ ʤʦʛʘʪ ʜʘ ʜʦʧʨʠʥʝʩʘʪ ʟʥʘʯʠʪʝʣʥʦ ʟʘ ʪʨʠʪʝ ʢʦʤʧʦʥʝʥʪʘ ʥʘ 

ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ (ʠʢʦʥʦʤʠʯʝʩʢʦ, ʩʦʮʠʘʣʥʦ ʠ ʝʢʦʣʦʛʠʯʥʦ), ʦʪʙʣʠʟʦ ʩʚʲʨʟʘʥʠ ʩ 

ʜʨʫʛʠ ʩʝʢʪʦʨʠ ʠ ʤʦʛʘʪ ʜʘ ʦʩʠʛʫʨʷʪ ʜʦʩʪʦʡʥʠ ʨʘʙʦʪʥʠ ʤʝʩʪʘ ʠ ʪʲʨʛʦʚʩʢʠ 

ʚʲʟʤʦʞʥʦʩʪʠ."
5
  

ʇʦ ʚʨʝʤʝ ʥʘ ʢʦʥʬʝʨʝʥʮʠʷʪʘ, ʩʪʨʘʥʠʪʝ ʯʣʝʥʢʠ ʥʘ ʆʆʅ ʩʘ ʧʨʠʝʣʠ "10-

ʛʦʜʠʰʥʘʪʘ ʨʘʤʢʘ ʦʪ ʧʨʦʛʨʘʤʠ ʟʘ ʫʩʪʦʡʯʠʚʦ ʧʦʪʨʝʙʣʝʥʠʝ ʠ ʧʨʦʠʟʚʦʜʩʪʚʦ". 10YFP ʝ 

ʛʣʦʙʘʣʥʘ ʨʘʤʢʘ ʦʪ ʧʨʦʛʨʘʤʠ ʟʘ ʜʝʡʩʪʚʠʝ ʟʘ ʟʘʩʠʣʚʘʥʝ ʥʘ ʤʝʞʜʫʥʘʨʦʜʥʦʪʦ 

ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʟʘ ʫʩʢʦʨʷʚʘʥʝ ʥʘ ʧʨʦʤʷʥʘʪʘ ʢʲʤ ʧʦ-ʜʦʙʨʠ ʤʦʜʝʣʠ ʥʘ ʫʩʪʦʡʯʠʚʦ 

ʧʦʪʨʝʙʣʝʥʠʝ ʠ ʧʨʦʠʟʚʦʜʩʪʚʦ (SCP) ʢʘʢʪʦ ʚ ʨʘʟʚʠʪʠʪʝ, ʪʘʢʘ ʠ ʚ ʨʘʟʚʠʚʘʱʠʪʝ ʩʝ 

ʩʪʨʘʥʠ. 

ʇʦʨʘʜʠ ʥʘʨʘʩʪʚʘʱʦʪʦ ʠʢʦʥʦʤʠʯʝʩʢʦ ʟʥʘʯʝʥʠʝ ʥʘ ʪʫʨʠʟʤʘ ʟʘ ʨʘʟʚʠʚʘʱʠʪʝ ʩʝ ʠ 

ʨʘʟʚʠʪʠʪʝ ʩʪʨʘʥʠ, ʫʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ (ʚʢʣʶʯʠʪʝʣʥʦ ʝʢʦʪʫʨʠʟʤʲʪ) ʝ ʧʨʠʟʥʘʪ ʦʪ 

ʩʚʝʪʦʚʥʠʪʝ ʣʠʜʝʨʠ ʢʘʪʦ ʢʣʶʯʦʚ ʠʥʩʪʨʫʤʝʥʪ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʠ ʝ ʦʧʨʝʜʝʣʝʥ ʦʪ 

UNWTO6 ʠ ʇʨʦʛʨʘʤʘʪʘ ʥʘ ʆʆʅ ʟʘ ʦʢʦʣʥʘ ʩʨʝʜʘ (UNEP) ʢʘʪʦ ʝʜʠʥ ʦʪ ʧʝʪʪʝ 

ʧʲʨʚʦʥʘʯʘʣʥʠ ʧʨʦʛʨʘʤʠ ʚ ʩʪʨʫʢʪʫʨʘʪʘ ʥʘ 10YFP. ɺʲʧʨʝʢʠ ʧʦʣʦʞʠʪʝʣʥʠʷ ʩʠ 

ʧʦʪʝʥʮʠʘʣ, ʨʘʩʪʝʞʲʪ ʥʘ ʩʝʢʪʦʨʘ ʯʝʩʪʦ ʤʦʞʝ ʜʘ ʠʤʘ ʦʪʨʠʮʘʪʝʣʥʦ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ 

ʝʩʪʝʩʪʚʝʥʘʪʘ, ʩʦʮʠʦʢʫʣʪʫʨʥʘʪʘ ʠ ʠʢʦʥʦʤʠʯʝʩʢʘʪʘ ʩʨʝʜʘ ʥʘ ʜʝʩʪʠʥʘʮʠʠʪʝ. (ʉʪʘʥʢʦʚʘ, 

2010, ʩ. 53) 

ʇʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʦʙʱʠʷʪ ʠʥʪʝʨʝʩ ʠ ʟʘʜʲʣʞʝʥʠʷ ʥʘ ʢʣʶʯʦʚʠ ʛʨʫʧʠ 

ʫʯʘʩʪʥʠʮʠ ʚ ʧʦʣʠʪʠʢʠʪʝ ʠ ʤʝʪʦʜʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʟʥʘʯʠʪʝʣʥʦ ʩʝ ʫʚʝʣʠʯʘʚʘʪ. 

ʉʝʛʘ ʠʤʘ ʛʦʣʷʤ ʙʨʦʡ ʧʨʦʫʯʚʘʥʠʷ, ʤʝʪʦʜʠ, ʠʥʩʪʨʫʤʝʥʪʠ ʠ ʧʨʝʧʦʨʲʢʠ ʟʘ ʫʩʪʦʡʯʠʚ 

ʪʫʨʠʟʲʤ. ʆʩʥʦʚʥʠʷʪ ʮʝʥʪʲʨ ʟʘ ʧʨʦʛʨʘʤʠ ʟʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʠʤʘ ʟʘ ʮʝʣ ʜʘ ʠʟʧʦʣʟʚʘ 

ʚʠʩʦʢʠʷ ʧʦʪʝʥʮʠʘʣ ʥʘ ʪʫʨʠʟʤʘ ʩ ʮʝʣ ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʯʨʝʟ 

ʫʩʢʦʨʷʚʘʥʝ ʥʘ ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʥʘʜʝʞʜʥʠ ʤʦʜʝʣʠ ʥʘ ʧʦʪʨʝʙʣʝʥʠʝ ʠ ʧʨʦʠʟʚʦʜʩʪʚʦ ʚ 

ʩʝʢʪʦʨʘ. ʆʩʥʦʚʥʘʪʘ ʮʝʣ ʝ ʜʘ ʩʝ ʧʦʩʪʠʛʥʝ ʧʨʦʤʷʥʘ ʯʨʝʟ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʥʝʪʥʘʪʘ 

ʧʝʯʘʣʙʘ ʦʪ ʩʝʢʪʦʨʘ ʥʘ ʛʣʦʙʘʣʥʦ, ʨʝʛʠʦʥʘʣʥʦ ʠ ʥʘʮʠʦʥʘʣʥʦ ʥʠʚʦ ʜʦ 2030 ʛʦʜʠʥʘ ʠ 

ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʩʦʮʠʘʣʥʠʪʝ ʠ ʝʢʦʣʦʛʠʯʥʠʪʝ ʚʲʟʜʝʡʩʪʚʠʷ. (ʅʉʋʈʊ 2014-2030 ʛ., 2017 

ʛ.) 

ɺ ʇʨʦʛʨʘʤʘʪʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʜʦ 2030 ʛ. ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʝ 

ʧʦʩʦʯʝʥʦ ʚ ʪʨʠʪʝ ʎʋʈ: ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʫʩʪʦʡʯʠʚ, ʧʨʠʦʙʱʘʚʘʱ ʠ ʫʩʪʦʡʯʠʚ 

ʠʢʦʥʦʤʠʯʝʩʢʠ ʨʘʩʪʝʞ, ʧʲʣʥʘ ʠ ʧʨʦʜʫʢʪʠʚʥʘ ʟʘʝʪʦʩʪ ʠ ʜʦʩʪʦʝʥ ʪʨʫʜ ʟʘ ʚʩʠʯʢʠ (SDG 

8); ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʨʘʮʠʦʥʘʣʥʠ ʤʦʜʝʣʠ ʥʘ ʧʦʪʨʝʙʣʝʥʠʝ ʠ ʧʨʦʠʟʚʦʜʩʪʚʦ (SDG 12); 

ʦʧʘʟʚʘʥʝ ʠ ʫʩʪʦʡʯʠʚʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʦʢʝʘʥʠʪʝ, ʤʦʨʝʪʘʪʘ ʠ ʤʦʨʩʢʠʪʝ ʨʝʩʫʨʩʠ ʟʘ 

ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ (SDG 14). ʇʨʠʥʦʩʲʪ ʥʘ ʪʫʨʠʟʤʘ ʦʙʘʯʝ ʥʝ ʩʝ ʦʛʨʘʥʠʯʘʚʘ ʜʦ ʪʝʟʠ 

ʪʨʠ ʮʝʣʠ, ʪʲʡ ʢʘʪʦ ʤʦʞʝ ʧʨʷʢʦ ʠʣʠ ʢʦʩʚʝʥʦ ʜʘ ʜʦʧʨʠʥʝʩʝ ʟʘ ʧʦʩʪʠʛʘʥʝʪʦ ʥʘ ʚʩʠʯʢʠ 

ʦʩʪʘʥʘʣʠ ʎʋʈ.(ʉʪʘʥʢʦʚʘ, 2010, ʩ. 54) 

ʅʝʦʙʭʦʜʠʤʦ ʝ ʜʘ ʩʝ ʦʪʯʝʪʝ, ʯʝ ʧʨʠʥʦʩʲʪ ʥʘ ʪʫʨʠʟʤʘ ʟʘ ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ 

ʨʘʟʚʠʪʠʝ ʥʘ ʩʪʨʘʥʠʪʝ, ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʨʘʙʦʪʥʠ ʤʝʩʪʘ ʠ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ 

                                                            
5 ɺ ʈʠʦ ʜʝ ɾʘʥʝʡʨʦ, ɹʨʘʟʠʣʠʷ, ʥʘ 20.06.2012 ʩʝ ʧʨʦʚʝʞʜʘ ʢʣʶʯʦʚʘ ʢʦʥʬʝʨʝʥʮʠʷ RIO+20, 

ʮʝʣʪʘ ʥʘ ʢʦʷʪʦ ʝ ʜʘ ʦʩʠʛʫʨʠ ʦʙʥʦʚʷʚʘʥʝ ʥʘ ʧʦʣʠʪʠʯʝʩʢʠʪʝ ʟʘʜʲʣʞʝʥʠʷ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ, 

ʧʦʩʪʘʚʷʥʝ ʥʘ ʥʦʚʠ ʮʝʣʠ, ʦʧʨʝʜʝʣʷʥʝ ʥʘ ʧʦʩʪʠʛʥʘʪʠʷ ʥʘʧʨʝʜʲʢ ʠ ʘʥʛʘʞʠʤʝʥʪʠʪʝ, ʢʦʠʪʦ ʩʘ 

ʦʩʪʘʥʘʣʠʪʝ ʥʝʠʟʧʲʣʥʝʥʠ. ɼʚʝ ʩʘ ʦʩʥʦʚʥʠʪʝ ʪʝʤʠ, ʚʲʨʭʫ ʢʦʠʪʦ ʩʝ ʢʦʥʮʝʥʪʨʠʨʘ ʢʦʥʬʝʨʝʥʮʠʷʪʘ 

ï ʟʝʣʝʥʘ ʠʢʦʥʦʤʠʢʘ ʚ ʢʦʥʪʝʢʩʪʘ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʠ ʠʟʢʦʨʝʥʷʚʘʥʝ ʥʘ ʙʝʜʥʦʩʪʪʘ ʠ 

ʠʥʩʪʠʪʫʮʠʦʥʘʣʥʘʪʘ ʨʘʤʢʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ. 
6 ʉʚʝʪʦʚʥʘ ʦʨʛʘʥʠʟʘʮʠʷ ʧʦ ʪʫʨʠʟʲʤ ʢʲʤ ʆʆʅ (UNWOT) 

http://www.tourism.government.bg/bg/kategorii/mezhdunarodna-turisticheska-politika/svetovna-

organizaciya-po-turizum-kum-oon-unwto 
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ʠʥʩʪʠʪʫʮʠʦʥʘʣʝʥ ʢʘʧʘʮʠʪʝʪ ʥʝ ʝ ʘʚʪʦʤʘʪʠʯʝʥ, ʘ ʟʘʚʠʩʠ ʦʪ ʤʥʦʛʦ ʬʘʢʪʦʨʠ, 

ʚʢʣʶʯʠʪʝʣʥʦ: 

- ʩʪʝʧʝʥʪʘ ʥʘ ʠʥʪʝʛʨʘʮʠʷ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ ʚ ʥʘʮʠʦʥʘʣʥʘʪʘ 

ʠʢʦʥʦʤʠʢʘ ʯʨʝʟ ʧʨʷʢʘ ʚʨʲʟʢʘ ʠ ʦʙʨʘʪʥʘ ʚʨʲʟʢʘ ʩ ʜʨʫʛʠ ʦʪʨʘʩʣʠ, ʢʘʢʪʦ ʠ ʚ 

ʨʝʛʠʦʥʘʣʥʠ ʠ ʛʣʦʙʘʣʥʠ ʚʝʨʠʛʠ ʥʘ ʩʪʦʡʥʦʩʪʪʘ; 

- ʩʪʝʧʝʥʪʘ, ʚ ʢʦʷʪʦ ʜʦʭʦʜʠʪʝ ʦʪ ʪʫʨʠʟʲʤ ʩʝ ʠʟʧʦʣʟʚʘʪ ʟʘ ʬʠʥʘʥʩʠʨʘʥʝ ʥʘ 
ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘʪʘ, ʧʦʜʢʨʝʧʘ ʟʘ ʤʝʩʪʥʠ ʢʦʤʧʘʥʠʠ, ʦʩʦʙʝʥʦ ʟʘ ʤʘʣʢʠ 

ʠ ʩʨʝʜʥʠ ʧʨʝʜʧʨʠʷʪʠʷ, ʢʘʢʪʦ ʠ ʟʘ ʨʘʟʚʠʚʘʥʝ ʥʘ ʫʤʝʥʠʷʪʘ ʠ ʠʥʩʪʠʪʫʮʠʠʪʝ, 

ʥʝʦʙʭʦʜʠʤʠ ʟʘ ʩʲʟʜʘʚʘʥʝ ʥʘ ʜʠʥʘʤʠʯʥʘ ʤʝʩʪʥʘ ʠʢʦʥʦʤʠʢʘ; 

- ʧʦʣʠʪʠʢʠ ʠ ʩʪʨʘʪʝʛʠʠ, ʧʨʠʝʪʠ ʦʪ ʥʘʮʠʦʥʘʣʥʠʪʝ ʧʨʘʚʠʪʝʣʩʪʚʘ ʠ ʜʦʢʦʣʢʦ ʪʝ 

ʥʘʩʲʨʯʘʚʘʪ ʧʨʠʚʣʠʯʘʥʝʪʦ ʥʘ ʚʲʪʨʝʰʥʠ ʠ ʯʫʞʜʝʩʪʨʘʥʥʠ ʠʥʚʝʩʪʠʮʠʠ ʚ ʪʫʨʠʟʤʘ 

- ʪʨʘʥʩʬʝʨ ʥʘ ʪʝʭʥʦʣʦʛʠʠ ʠ ʥʦʫ-ʭʘʫ, ʜʦʧʨʠʥʘʩʷʪ ʟʘ ʪʨʫʜʦʝʤʢʠ ʜʝʡʥʦʩʪʠ ʠ 

ʧʦʜʢʨʝʧʷʪ ʦʥʝʟʠ ʨʝʛʠʦʥʠ, ʢʲʜʝʪʦ ʙʝʜʥʠʪʝ ʞʠʚʝʷʪ ʠ ʨʘʙʦʪʷʪ; 

- ʥʘʮʠʦʥʘʣʥʠ ʫʩʠʣʠʷ ʟʘ ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ. (ɺʞ. 

https://www.unwto.org/sustainable-development ) 

ʇʨʘʚʠʪʝʣʩʪʚʘʪʘ ʪʨʷʙʚʘ ʜʘ ʚʟʝʤʘʪ ʧʨʝʜʚʠʜ ʪʝʟʠ ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷ, ʟʘ ʜʘ 

ʫʚʝʣʠʯʘʪ ʤʘʢʩʠʤʘʣʥʦ ʧʦʪʝʥʮʠʘʣʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ ʟʘ ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ 

ʠʢʦʥʦʤʠʯʝʩʢʠ ʨʘʩʪʝʞ ʠ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʙʝʜʥʦʩʪʪʘ. ʇʦ-ʩʧʝʮʠʘʣʥʦ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ 

ʦʙʲʨʥʝ ʚʥʠʤʘʥʠʝ ʥʘ ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʥʦʚʠ ʨʘʙʦʪʥʠ ʤʝʩʪʘ, ʚʢʣʶʯʠʪʝʣʥʦ ʚ ʩʝʣʩʢʠʪʝ 

ʨʘʡʦʥʠ ʠ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʪʲʨʛʦʚʠʷʪʘ ʩ ʫʩʣʫʛʠ, ʧʨʠ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ ʧʲʪʠʱʘ, 

ʧʨʠʩʪʘʥʠʱʥʠ ʠ ʣʝʪʠʱʥʠ ʩʲʦʨʲʞʝʥʠʷ. 

ʇʨʠ ʧʨʝʛʣʝʜ ʥʘ ʮʝʣʠʪʝ ʠ ʧʝʨʩʧʝʢʪʠʚʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚ 

ʩʲʚʨʝʤʝʥʥʠ ʫʩʣʦʚʠʷ, ʧʨʝʜʩʪʘʚʝʥ ʚʲʟ ʦʩʥʦʚʘ ʥʘ ʤʘʪʝʨʠʘʣʠ ʥʘ UNWTO, ʷʩʥʦ ʝ ʚʠʜʥʦ 

ʟʥʘʯʝʥʠʝʪʦ ʥʘ ʨʘʟʛʣʝʞʜʘʥʘʪʘ ʧʨʠʦʨʠʪʝʪʥʘ ʦʙʣʘʩʪ. ʊʫʨʠʩʪʠʯʝʩʢʠʷʪ ʩʝʢʪʦʨ ʤʦʞʝ ʜʘ 

ʜʦʧʨʠʥʝʩʝ ʟʘ ʧʦʩʪʠʛʘʥʝʪʦ ʥʘ ʮʝʣʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʠ ʩʣʝʜʚʘ ʜʘ ʩʝ ʠʟʧʦʣʟʚʘ 

ʝʬʝʢʪʠʚʥʦ ʟʘ ʛʘʨʘʥʪʠʨʘʥʝ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʠ ʨʘʩʪʝʞ ʠ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʙʝʜʥʦʩʪʪʘ. ɺ 

ʩʲʱʦʪʦ ʚʨʝʤʝ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʩʚʝʜʝ ʜʦ ʤʠʥʠʤʫʤ ʥʝʙʣʘʛʦʧʨʠʷʪʥʦʪʦ ʚʲʟʜʝʡʩʪʚʠʝ 

ʥʘ ʪʫʨʠʟʤʘ, ʚʢʣʶʯʠʪʝʣʥʦ ʚʲʨʭʫ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʢʫʣʪʫʨʥʦʪʦ ʥʘʩʣʝʜʩʪʚʦ. 

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʝ ʧʦʩʦʢʘ, ʢʦʷʪʦ ʟʘʜʦʚʦʣʷʚʘ ʥʫʞʜʠʪʝ ʥʘ ʦʙʱʝʩʪʚʦʪʦ, 

ʧʦʜʜʲʨʞʘ ʧʦʩʪʠʛʥʘʪʦʪʦ ʠ ʫʚʝʣʠʯʘʚʘ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʟʘ ʙʲʜʝʱʝʪʦ. ʄʥʦʛʦ ʚʘʞʝʥ 

ʢʦʤʧʦʥʝʥʪ ʝ ʩʪʘʙʠʣʥʦʩʪʪʘ, ʧʦʩʪʦʷʥʩʪʚʦʪʦ. ɺʘʞʝʥ ʬʘʢʪ ʝ ʥʝ ʩʘʤʦ ʜʘ ʩʝ ʟʘʧʘʟʠ 

ʧʦʩʪʠʛʥʘʪʦʪʦ ʠʢʦʥʦʤʠʯʝʩʢʠ ʚ ʪʫʨʠʟʤʘ, ʥʦ ʠ ʜʘ ʩʝ ʨʘʟʚʠʝ ʧʦʩʪʦʷʥʥʦ ʩʪʘʙʠʣʥʦ 

ʜʚʠʞʝʥʠʝ ʥʘʧʨʝʜ, ʪʦʝʩʪ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ, ʢʘʪʦ ʩʝ ʚʟʝʤʘʪ ʧʨʝʜʚʠʜ ʚʩʠʯʢʠ 

ʩʦʮʠʘʣʥʦ-ʠʢʦʥʦʤʠʯʝʩʢʠ ʥʫʞʜʠ ʥʘ ʦʙʱʝʩʪʚʦʪʦ. ʊʫʨʠʟʤʲʪ ʝ ʝʜʠʥ ʦʪ ʤʘʣʢʦʪʦ ʩʝʢʪʦʨʠ 

ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ, ʢʦʡʪʦ ʚʲʧʨʝʢʠ ʢʨʠʟʠʪʝ, ʧʦʣʠʪʠʯʝʩʢʠʪʝ ʩʠʪʫʘʮʠʠ, ʬʘʢʪʲʪ, ʯʝ 

ʦʧʨʝʜʝʣʝʥʠ ʚʝʢʪʦʨʠ ʥʘ ʨʘʟʚʠʪʠʝʪʦ ʧʦʩʪʦʷʥʥʦ ʩʝ ʧʨʦʤʝʥʷʪ, ʧʦʜʜʲʨʞʘ ʠʟʥʝʥʘʜʚʘʱʦ 

ʧʨʦʧʦʨʮʠʦʥʘʣʝʥ ʪʝʤʧ ʥʘ ʨʘʩʪʝʞ. ʊʫʨʠʟʤʲʪ ʩʝ ʨʘʟʚʠʚʘ ʧʦʩʪʦʷʥʥʦ, ʢʘʪʦ ʝʞʝʛʦʜʥʦ ʩʝ 

ʫʚʝʣʠʯʘʚʘ ʦʪ 3,5 ʜʦ 4 ʧʨʦʮʝʥʪʘ ʛʦʜʠʰʥʦ. ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʝ ʩʪʘʙʠʣʥʘ ʧʨʦʤʷʥʘ ʚ 

ʪʘʟʠ ʠʥʜʫʩʪʨʠʷ, ʧʨʝʭʦʜ ʦʪ ʝʜʥʦ ʢʘʯʝʩʪʚʝʥʦ ʩʲʩʪʦʷʥʠʝ ʚ ʜʨʫʛʦ. ʆʪ ʛʦʜʠʥʘ ʥʘ ʛʦʜʠʥʘ 

ʠʟʠʩʢʚʘʥʠʷʪʘ ʥʘ ʧʲʪʫʚʘʱʠʪʝ ʩʝ ʧʨʦʤʝʥʷʪ, ʧʦʷʚʷʚʘʪ ʩʝ ʥʦʚʠ ʚʠʜʦʚʝ ʪʫʨʠʟʲʤ, 

ʧʦʷʚʷʚʘʪ ʩʝ ʥʦʚʠ ʬʦʨʤʠ ʥʘ ʧʲʪʫʚʘʥʝ, ʪʝʭʥʦʣʦʛʠʠʪʝ ʥʘ ʨʘʙʦʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ 

ʢʦʤʧʘʥʠʠ ʠ ʭʦʪʝʣʠ ʩʝ ʧʨʦʤʝʥʷʪ, ʪʝʭʥʦʣʦʛʠʯʥʠʪʝ ʠʥʦʚʘʮʠʠ ʩʝ ʚʲʚʝʞʜʘʪ ʘʢʪʠʚʥʦ ʩ 

ʪʝʤʧʦʚʝ, ʢʦʠʪʦ ʜʨʘʩʪʠʯʥʦ ʧʨʦʤʝʥʷʪ ʦʨʛʘʥʠʟʘʮʠʦʥʥʠʪʝ ʧʨʦʮʝʩʠ ʥʘ ʢʦʤʧʘʥʠʠʪʝ.  

ɺ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʧʣʘʥʠʨʘ ʜʘ ʩʝ ʧʦʜʯʝʨʪʘʝ ʨʦʣʷʪʘ ʤʫ ʚ ʧʝʪ ʢʣʶʯʦʚʠ 

ʦʙʣʘʩʪʠ: ʧʨʠʦʙʱʘʚʘʱ ʠ ʫʩʪʦʡʯʠʚ ʠʢʦʥʦʤʠʯʝʩʢʠ ʨʘʩʪʝʞ; ʩʦʮʠʘʣʥʦ ʚʢʣʶʯʚʘʥʝ, 

ʟʘʝʪʦʩʪ ʠ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʙʝʜʥʦʩʪʪʘ; ʝʬʝʢʪʠʚʥʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ, ʦʧʘʟʚʘʥʝʪʦ 

ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʧʨʦʮʝʩʠʪʝ ʥʘ ʠʟʤʝʥʝʥʠʝ ʥʘ ʢʣʠʤʘʪʘ; ʢʫʣʪʫʨʥʠ ʮʝʥʥʦʩʪʠ, 

ʨʘʟʥʦʦʙʨʘʟʠʝ, ʢʫʣʪʫʨʥʦ ʥʘʩʣʝʜʩʪʚʦ, ʨʘʟʙʠʨʘʥʝ ʠ ʩʠʛʫʨʥʦʩʪ. (ʅʘʮʠʦʥʘʣʥʘ ʩʪʨʘʪʝʛʠʷ 

https://www.unwto.org/sustainable-development
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ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚ ʈʝʧʫʙʣʠʢʘ ɹʲʣʛʘʨʠʷ, 2014-2030 ʛ. ɸʢʪʫʘʣʠʟʠʨʘʥʘ 

ʚʝʨʩʠʷ 2017 ʛ.) 

ɿʘ ʜʘ ʩʝ ʠʟʧʲʣʥʷʪ ʟʘʜʘʯʠʪʝ ʟʘ ʟʘʩʠʣʚʘʥʝ ʥʘ ʨʦʣʷʪʘ ʥʘ ʪʫʨʠʟʤʘ ʚ ʧʦʩʦʯʝʥʠʪʝ 

ʦʙʣʘʩʪʠ, ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʧʨʦʚʝʜʘʪ ʩʣʝʜʥʠʪʝ ʜʝʡʥʦʩʪʠ: ʧʦʚʠʰʘʚʘʥʝ ʥʘ 

ʦʩʚʝʜʦʤʝʥʦʩʪʪʘ, ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʦʙʱʝʩʪʚʝʥʘʪʘ ʠʥʬʦʨʤʠʨʘʥʦʩʪ; ʨʘʟʨʘʙʦʪʚʘʥʝ ʥʘ 

ʧʦʣʠʪʠʢʠ ʟʘ ʪʫʨʠʟʲʤ; ʠʟʛʨʘʞʜʘʥʝ ʥʘ ʢʘʧʘʮʠʪʝʪ ʚ ʦʙʨʘʟʦʚʘʥʠʝʪʦ. ɺʘʞʥʦ ʝ ʜʘ ʩʝ 

ʧʨʦʚʝʜʘʪ ʨʝʜʠʮʘ ʩʲʙʠʪʠʷ, ʥʘʩʦʯʝʥʠ ʢʲʤ ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʫʩʪʦʡʯʠʚʠʷ ʪʫʨʠʟʲʤ ʢʘʪʦ 

ʠʥʩʪʨʫʤʝʥʪ ʟʘ ʨʘʟʚʠʪʠʝ. ɺʘʞʥʦ ʝ ʜʘ ʩʝ ʦʧʨʝʜʝʣʠ ʪʝʨʤʠʥʦʣʦʛʠʷʪʘ, ʜʘ ʩʝ ʧʦʢʘʞʝ 

ʨʦʣʷʪʘ ʥʘ ʫʩʪʦʡʯʠʚʠʷ ʪʫʨʠʟʲʤ, ʨʦʣʷʪʘ ʚ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ. 

ɺʘʞʥʠ ʧʦʢʘʟʘʪʝʣʠ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʩʘ ʩʣʝʜʥʠʪʝ: ʘʩʧʝʢʪʠ ʥʘ ʩʦʮʠʘʣʥʦʪʦ, 

ʝʢʦʣʦʛʠʯʥʦʪʦ, ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ ʨʘʟʚʠʪʠʝ, ʦʪ ʝʜʥʘ ʩʪʨʘʥʘ ʠ ʦʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, 

ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ ʠʥʪʝʛʨʘʣʥʠ ʠʥʜʝʢʩʠ, ʩ ʢʦʠʪʦ ʤʦʞʝ ʜʘ ʩʝ ʧʨʝʮʝʥʠ ʨʘʟʚʠʪʠʝʪʦ ʥʘ 

ʨʝʛʠʦʥ ʠʣʠ ʜʲʨʞʘʚʘ ʢʘʪʦ ʮʷʣʦ. ʇʦʢʘʟʘʪʝʣʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʩʘ ʧʦʢʘʟʘʪʝʣʠ, 

ʢʦʠʪʦ ʥʠ ʧʦʟʚʦʣʷʚʘʪ ʜʘ ʧʨʝʮʝʥʷʚʘʤʝ ʩʲʩʪʦʷʥʠʝʪʦ ʥʘ ʧʨʦʤʝʥʠʪʝ ʚ ʠʢʦʥʦʤʠʢʘʪʘ, 

ʩʦʮʠʘʣʥʘʪʘ ʩʬʝʨʘ ʠ ʝʢʦʣʦʛʠʷʪʘ. ʀʤʘ ʥʷʢʦʠ ʧʨʦʤʝʥʣʠʚʠ, ʢʦʠʪʦ ʤʦʛʘʪ ʜʘ ʦʮʝʥʷʪ 

ʧʦʢʘʟʘʪʝʣʠʪʝ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʩʠʪʫʘʮʠʷ, ʩʲʙʠʪʠʝ, ʨʝʛʠʦʥ. ɺ ʩʚʝʪʘ ʩʲʱʝʩʪʚʫʚʘ ʩʠʩʪʝʤʘ 

ʦʪ ʝʢʦʠʥʜʠʢʘʪʦʨʠ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʠ ʨʘʟʚʠʪʠʝ.  

ɺ ʦʙʣʘʩʪʪʘ ʥʘ ʧʦʣʠʪʠʢʘʪʘ ʝ ʚʘʞʥʦ ʜʘ ʩʝ ʦʧʨʝʜʝʣʷʪ ʧʦʣʠʪʠʢʠ, ʩʪʨʘʪʝʛʠʠ ʠ 

ʧʨʦʛʨʘʤʠ, ʢʦʠʪʦ ʥʘʩʲʨʯʘʚʘʪ ʚʢʣʶʯʚʘʥʝʪʦ ʥʘ ʞʝʥʠʪʝ, ʤʣʘʜʝʞʠʪʝ ʠ ʛʨʫʧʠʪʝ ʚ 

ʥʝʨʘʚʥʦʩʪʦʡʥʦ ʧʦʣʦʞʝʥʠʝ ʚ ʪʫʨʠʟʤʘ. ʉʧʝʮʠʘʣʥʘ ʨʦʣʷ ʩʝ ʦʪʜʘʚʘ ʥʘ ʚʢʣʶʯʚʘʥʝʪʦ ʥʘ 

ʞʝʥʠʪʝ ʠ ʤʣʘʜʝʞʠʪʝ. ɿʘ ʤʣʘʜʠʪʝ ʭʦʨʘ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʧʨʦʚʝʞʜʘʪ ʠ ʦʨʛʘʥʠʟʠʨʘʪ 

ʢʫʨʩʦʚʝ, ʟʘ ʜʘ ʩʝ ʧʦʜʧʦʤʦʛʥʝ ʠ ʫʣʝʩʥʠ ʦʪʢʨʠʚʘʥʝʪʦ ʥʘ ʩʦʙʩʪʚʝʥ ʙʠʟʥʝʩ. ɺʘʞʥʦ ʝ 

ʚʠʩʰʠʪʝ ʫʯʠʣʠʱʘ ʠ ʠʟʩʣʝʜʦʚʘʪʝʣʩʢʠʪʝ ʮʝʥʪʨʦʚʝ ʜʘ ʧʨʦʚʝʞʜʘʪ ʠʟʩʣʝʜʚʘʥʠʷ, 

ʥʘʩʦʯʝʥʠ ʢʲʤ ʚʲʟʩʪʘʥʦʚʷʚʘʥʝ ʥʘ ʜʦʚʝʨʠʝʪʦ ʥʘ ʧʦʪʨʝʙʠʪʝʣʠʪʝ. ʇʦʥʘʩʪʦʷʱʝʤ ʝ ʚʩʝ ʧʦ-

ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʚʢʣʶʯʚʘʪ ʧʨʦʛʨʘʤʠ ʟʘ ʦʙʤʝʥ ʚ ʦʙʨʘʟʦʚʘʪʝʣʥʠʪʝ ʧʨʦʮʝʩʠ, ʜʘ ʩʝ 

ʚʟʝʤʘʪ ʧʨʝʜʚʠʜ ʩʲʚʨʝʤʝʥʥʠʪʝ ʪʝʥʜʝʥʮʠʠ ʚ ʘʢʘʜʝʤʠʯʥʘʪʘ ʤʦʙʠʣʥʦʩʪ ʠ ʜʘ ʩʝ ʧʦʜʦʙʨʠ 

ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʦʙʨʘʟʦʚʘʪʝʣʥʠʪʝ ʧʨʦʛʨʘʤʠ. 

ʋʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʜʦʧʨʠʥʘʩʷ ʟʘ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʥʝʨʘʚʝʥʩʪʚʦʪʦ 

ʤʝʞʜʫ ʜʲʨʞʘʚʠʪʝ ʠ ʤʝʞʜʫ ʨʝʛʠʦʥʠʪʝ ʚ ʨʘʤʢʠʪʝ ʥʘ ʜʲʨʞʘʚʠʪʝ. ʅʝʦʙʭʦʜʠʤʦ ʝ ʜʘ ʩʝ 

ʛʘʨʘʥʪʠʨʘ ʦʪʢʨʠʪʦʩʪ, ʩʠʛʫʨʥʦʩʪ ʠ ʝʢʦʣʦʛʠʯʥʘ ʫʩʪʦʡʯʠʚʦʩʪ ʥʘ ʛʨʘʜʦʚʝʪʝ ʠ ʩʝʣʠʱʘʪʘ. 

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʦʩʠʛʫʨʷʚʘ ʧʨʝʭʦʜ ʢʲʤ ʨʘʮʠʦʥʘʣʥʠ ʤʦʜʝʣʠ ʥʘ ʧʦʪʨʝʙʣʝʥʠʝ ʠ 

ʧʨʦʠʟʚʦʜʩʪʚʦ. 

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʠʤʘ ʦʛʨʦʤʥʘ ʨʦʣʷ ʟʘ ʠʟʛʨʘʞʜʘʥʝʪʦ ʥʘ ʩʧʦʢʦʡʥʦ ʠ 

ʦʪʚʦʨʝʥʦ ʦʙʱʝʩʪʚʦ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ. ʄʦʛʘʪ ʜʘ ʩʝ ʠʟʚʝʜʘʪ ʩʣʝʜʥʠʪʝ ʧʨʠʥʮʠʧʠ 

ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ: 

- ʧʦʤʦʱ ʟʘ ʫʩʪʘʥʦʚʷʚʘʥʝ ʥʘ ʧʲʣʥʦʮʝʥʝʥ ʠ ʟʜʨʘʚʦʩʣʦʚʝʥ ʥʘʯʠʥ ʥʘ ʞʠʚʦʪ ʥʘ 
ʯʦʚʝʢ ʚ ʭʘʨʤʦʥʠʷ ʩ ʧʨʠʨʦʜʘʪʘ; 

- ʧʨʠʥʦʩ ʟʘ ʦʧʘʟʚʘʥʝʪʦ ʠ ʚʲʟʩʪʘʥʦʚʷʚʘʥʝʪʦ ʥʘ ʝʢʦʩʠʩʪʝʤʠʪʝ ʥʘ ɿʝʤʷʪʘ; 

- ʨʘʟʨʘʙʦʪʚʘʥʝʪʦ ʠ ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚʠ ʤʦʜʝʣʠ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦ ʠ 
ʧʦʪʨʝʙʣʝʥʠʝ ʢʘʪʦ ʦʩʥʦʚʘ ʟʘ ʧʲʪʫʚʘʥʠʷ ʠ ʪʫʨʠʟʲʤ; 

- ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʥʘ ʥʘʨʦʜʠʪʝ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʦʪʚʦʨʝʥʘ ʠʢʦʥʦʤʠʯʝʩʢʘ 

ʩʠʩʪʝʤʘ; 

- ʧʨʝʤʘʭʚʘʥʝ ʥʘ ʪʝʥʜʝʥʮʠʠʪʝ ʥʘ ʧʨʦʪʝʢʮʠʦʥʠʟʲʤ ʧʨʠ ʧʨʝʜʦʩʪʘʚʷʥʝʪʦ ʥʘ 
ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ; 

- ʟʘʜʲʣʞʠʪʝʣʥʘʪʘ ʟʘʱʠʪʘ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʢʘʪʦ ʥʝʨʘʟʜʝʣʥʘ ʯʘʩʪ ʦʪ 
ʧʨʦʮʝʩʘ ʥʘ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ, ʩʧʘʟʚʘʥʝ ʥʘ ʩʲʦʪʚʝʪʥʠʪʝ ʟʘʢʦʥʠ; 

- ʫʯʘʩʪʠʝʪʦ ʥʘ ʛʨʘʞʜʘʥʠʪʝ ʚ ʨʝʰʘʚʘʥʝʪʦ ʥʘ ʧʨʦʙʣʝʤʠ, ʩʚʲʨʟʘʥʠ ʩ 

ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ, ʚʢʣʶʯʠʪʝʣʥʦ ʪʝʟʠ, ʧʨʷʢʦ ʩʚʲʨʟʘʥʠ ʩ ʪʷʭ; 
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- ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʤʝʩʪʥʠʷ ʭʘʨʘʢʪʝʨ ʥʘ ʚʟʝʤʘʥʝ ʥʘ ʨʝʰʝʥʠʷ ʟʘ ʧʣʘʥʠʨʘʥʝ ʥʘ 
ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʡʥʦʩʪʠ; 

- ʦʙʤʝʥ ʥʘ ʦʧʠʪ ʠ ʚʲʚʝʞʜʘʥʝ ʥʘ ʝʬʝʢʪʠʚʥʠ ʪʝʭʥʦʣʦʛʠʠ ʟʘ ʪʫʨʠʟʲʤ; 

- ʦʪʯʠʪʘʥʝ ʠʥʪʝʨʝʩʠʪʝ ʥʘ ʤʝʩʪʥʦʪʦ ʥʘʩʝʣʝʥʠʝ. (ʅʘʮʠʦʥʘʣʥʘ ʩʪʨʘʪʝʛʠʷ ʟʘ 
ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚ ʈʝʧʫʙʣʠʢʘ ɹʲʣʛʘʨʠʷ, 2014-2030 ʛ. 

ɸʢʪʫʘʣʠʟʠʨʘʥʘ ʚʝʨʩʠʷ 2017 ʛ.) 

ʅʘ ʥʘʩʪʦʷʱʠʷ ʝʪʘʧ ʩʲʱʥʦʩʪʪʘ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʩʯʠʪʘ ʟʘ 

ʥʘʡ-ʚʘʞʥʠʷ ʬʘʢʪʦʨ ʟʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʦʙʱʝʩʪʚʦʪʦ ʢʘʪʦ ʮʷʣʦ, ʪʲʡ ʢʘʪʦ ʩʝ 

ʧʨʠʝʤʘ ʘʥʛʘʞʠʤʝʥʪʘ ʠ ʟʘʜʲʣʞʝʥʠʝʪʦ ʚʩʠʯʢʠ ʫʯʘʩʪʥʠʮʠ ʚ ʢʦʤʧʣʝʢʩʥʠʷ ʧʨʦʮʝʩ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ ʜʘ ʩʲʭʨʘʥʷʚʘʪ ʧʨʠʨʦʜʥʘʪʘ ʩʨʝʜʘ ʠ ʨʝʩʫʨʩʠʪʝ, ʩ ʮʝʣ 

ʫʩʪʦʡʯʠʚʦ ʠ ʙʘʣʘʥʩʠʨʘʥʦ ʨʘʟʚʠʪʠʝ. ɺʘʞʥʦ ʤʷʩʪʦ ʧʨʠʥʘʜʣʝʞʠ ʥʘ ʨʦʣʷʪʘ ʥʘ 

ʮʝʥʪʨʘʣʥʠʪʝ, ʨʝʛʠʦʥʘʣʥʠʪʝ ʠ ʤʝʩʪʥʠʪʝ ʚʣʘʩʪʠ, ʪʝ ʪʨʷʙʚʘ ʜʘ ʧʦʜʢʨʝʧʷʪ ʥʘʡ-

ʙʣʘʛʦʧʨʠʷʪʥʠʪʝ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʟʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ɿʘ ʜʘ ʩʝ ʧʨʦʤʝʥʠ 

ʦʪʨʠʮʘʪʝʣʥʦʪʦ ʚʲʟʜʝʡʩʪʚʠʝ ʥʘ ʛʦʣʝʤʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʦʪʦʮʠ, ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ 

ʧʨʝʜʧʨʠʝʤʘʪ ʤʝʨʢʠ ʟʘ ʨʘʚʥʦʤʝʨʥʦ ʨʘʟʧʨʝʜʝʣʝʥʠʝ ʥʘ ʪʫʨʠʩʪʠʪʝ ʠ ʧʦʩʝʪʠʪʝʣʠʪʝ, ʢʘʪʦ 

ʧʦ ʪʦʟʠ ʥʘʯʠʥ ʩʝ ʥʘʤʘʣʠ ʝʬʝʢʪʲʪ ʦʪ ʬʘʢʪʦʨʘ ʥʘ ʩʝʟʦʥʥʦʩʪʪʘ. ʇʣʘʥʠʨʘʥʝʪʦ ʥʘ ʥʦʚʠ 

ʩʲʦʨʲʞʝʥʠʷ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ ʪʨʷʙʚʘ ʜʘ ʩʝ ʠʟʚʲʨʰʚʘ, ʢʘʪʦ ʩʝ ʚʟʝʤʘʪ 

ʧʨʝʜʚʠʜ ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ ʨʘʡʦʥʘ, ʛʘʨʘʥʪʠʨʘʪ ʟʘʧʘʟʚʘʥʝʪʦ ʥʘ ʦʙʠʯʘʡʥʠʷ ʥʘʯʠʥ ʥʘ 

ʞʠʚʦʪ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ. ʋʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʝʨʠʪʦʨʠʠʪʝ, ʧʨʠʚʣʝʯʝʥʠ ʟʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʡʥʦʩʪʠ, ʩʝ ʦʩʠʛʫʨʷʚʘ ʯʨʝʟ ʩʲʟʜʘʚʘʥʝ ʥʘ ʩʲʦʨʲʞʝʥʠʷ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʘ 

ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ, ʦʨʛʘʥʠʟʠʨʘʥʝ ʥʘ ʥʦʚʠ ʨʘʙʦʪʥʠ ʤʝʩʪʘ ʠ ʫʯʘʩʪʠʝ ʥʘ ʤʝʩʪʥʠʪʝ ʭʦʨʘ ʚ 

ʪʠʧʠʯʥʠ ʜʝʡʥʦʩʪʠ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʫʩʣʫʛʠ. (ʉʪʘʥʢʦʚʘ, 2010, ʩ. 25-26) 

ɺ ʨʝʟʫʣʪʘʪ ʥʘ ʪʦʚʘ ʠʤʘ ʚʲʟʤʦʞʥʦʩʪ ʜʘ ʩʝ ʧʦʚʠʰʠ ʞʠʟʥʝʥʠʷ ʩʪʘʥʜʘʨʪ ʥʘ 

ʞʠʪʝʣʠʪʝ ʥʘ ʧʝʨʠʬʝʨʥʠʪʝ ʨʘʡʦʥʠ ʠ ʪʝ ʜʘ ʩʝ ʢʦʥʩʦʣʠʜʠʨʘʪ ʚ ʠʩʪʦʨʠʯʝʩʢʘʪʘ ʪʝʨʠʪʦʨʠʷ 

ʥʘ ʧʨʝʙʠʚʘʚʘʥʝ. ʇʨʠʨʦʜʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʩʲʩʪʦʠ ʚ ʟʘʜʲʣʞʝʥʠʝʪʦ ʟʘ ʟʘʧʘʟʚʘʥʝ ʥʘ 

ʙʠʦʨʘʟʥʦʦʙʨʘʟʠʝʪʦ ʥʘ ʟʦʥʠʪʝ ʟʘ ʦʪʜʠʭ ʠ ʮʝʥʪʨʦʚʝʪʝ. ɿʘ ʮʝʣʪʘ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ 

ʠʟʧʦʣʟʚʘʪ ʝʢʦʣʦʛʠʯʥʠ ʪʝʭʥʦʣʦʛʠʠ, ʧʨʘʢʪʠʯʝʩʢʠ ʦʧʠʪ, ʧʨʝʧʦʨʲʢʠ ʥʘ ʬʫʥʜʘʤʝʥʪʘʣʥʠ 

ʠ ʧʨʠʣʦʞʥʠ ʥʘʫʢʠ. 

ɿʥʘʯʠʪʝʣʥʘ ʨʦʣʷ ʚ ʪʦʟʠ ʢʦʥʪʝʢʩʪ ʠʤʘ ʬʦʨʤʠʨʘʥʝʪʦ ʥʘ ʝʢʦʣʦʛʠʯʥʠʷ ʤʠʨʦʛʣʝʜ 

ʢʘʢʪʦ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ ʥʘ ʨʝʢʨʝʘʮʠʦʥʥʠʪʝ ʨʝʛʠʦʥʠ, ʪʘʢʘ ʠ ʥʘ ʪʫʨʠʩʪʠʪʝ. ʅʘ ʧʲʨʚʦ 

ʤʷʩʪʦ, ʦʩʲʟʥʘʚʘʥʝʪʦ ʥʘ ʨʝʢʨʝʘʮʠʦʥʥʘʪʘ ʧʨʠʚʣʝʢʘʪʝʣʥʦʩʪ ʥʘ ʧʨʠʨʦʜʥʠʷ ʣʘʥʜʰʘʬʪ, 

ʥʝʛʦʚʘʪʘ ʝʢʦʣʦʛʠʯʥʘ ʠ ʝʩʪʝʪʠʯʝʩʢʘ ʩʪʦʡʥʦʩʪ, ʤʦʞʝ ʜʘ ʜʦʥʝʩʝ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʦʣʟʠ ʠ 

ʩʣʝʜʦʚʘʪʝʣʥʦ ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʦʪ ʟʘʱʠʪʘ ʠ ʟʘʯʠʪʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ ʟʘ ʦʪʜʠʭ. 

ʈʘʟʙʠʨʘʥʝʪʦ ʦʪ ʤʝʩʪʥʦʪʦ ʥʘʩʝʣʝʥʠʝ, ʯʝ ʭʠʱʥʦʪʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠ ʱʝ ʜʦʚʝʜʝ ʜʦ 

ʬʘʢʪʘ, ʯʝ ʪʝʨʠʪʦʨʠʷʪʘ ʱʝ ʦʩʪʘʥʝ ʠʟʚʲʥ ʦʙʭʚʘʪʘ ʥʘ ʨʝʢʨʝʘʮʠʦʥʥʦʪʦ ʠʟʧʦʣʟʚʘʥʝ, ʤʦʞʝ 

ʜʘ ʙʲʜʝ ʚʘʞʝʥ ʩʪʠʤʫʣ ʟʘ ʚʥʠʤʘʪʝʣʥʦʪʦ ʠ ʨʘʮʠʦʥʘʣʥʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ. ʑʦ ʩʝ 

ʦʪʥʘʩʷ ʜʦ ʪʫʨʠʩʪʠʪʝ, ʪʝ ʩʲʱʦ ʪʨʷʙʚʘ ʜʘ ʨʘʟʙʝʨʘʪ ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʦʪ ʧʨʠʝʤʘʥʝ ʥʘ 

ʧʨʘʚʠʣʘʪʘ, ʢʦʠʪʦ ʜʠʢʪʫʚʘ ʧʨʠʨʦʜʘʪʘ, ʪʦʝʩʪ ʜʘ ʩʧʘʟʚʘʪ ʦʛʨʘʥʠʯʝʥʠʷʪʘ ʥʘ ʨʝʩʫʨʩʠʪʝ. 

ʊʦʚʘ ʦʟʥʘʯʘʚʘ ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʘʜʝʢʚʘʪʥʦ ʥʠʚʦ ʥʘ ʠʥʬʦʨʤʠʨʘʥʦʩʪ ʟʘ ʫʩʣʦʚʠʷʪʘ ʥʘ 

ʧʨʝʩʪʦʡ. ʆʪ ʪʫʨʠʩʪʠʪʝ ʝ ʥʝʦʙʭʦʜʠʤʦ: ʩʲʛʣʘʩʠʝ ʜʘ ʩʝ ʜʘʜʝ ʧʲʪ ʥʘ ʦʧʨʝʜʝʣʝʥʘ ʯʘʩʪ ʦʪ 

ʪʝʭʥʠʷ ʢʦʤʬʦʨʪ; ʧʨʝʜʧʦʯʠʪʘʥʠʝ ʟʘ ʧʨʦʜʫʢʪʠ, ʧʨʦʠʟʚʝʜʝʥʠ ʚ ʨʝʛʠʦʥʘ; ʠʥʪʝʨʝʩ ʠ 

ʫʚʘʞʝʥʠʝ ʢʲʤ ʤʝʩʪʥʠʪʝ ʥʘʚʠʮʠ, ʪʨʘʜʠʮʠʠ ʠ ʥʘʯʠʥ ʥʘ ʞʠʚʦʪ; ʩʲʛʣʘʩʠʝ ʟʘ ʠʟʧʦʣʟʚʘʥʝ 

ʩʘʤʦ ʥʘ ʦʙʱʝʩʪʚʝʥ ʪʨʘʥʩʧʦʨʪ; ʝʥʪʫʩʠʘʟʲʤ ʟʘ ʘʢʪʠʚʥʘ ʟʘʱʠʪʘ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ, 

ʩʚʝʞʜʘʥʝ ʜʦ ʤʠʥʠʤʫʤ ʥʘ ʦʪʨʠʮʘʪʝʣʥʠʪʝ ʧʦʩʣʝʜʠʮʠ ʦʪ ʨʘʟʚʣʝʢʘʪʝʣʥʠʪʝ ʜʝʡʥʦʩʪʠ, 

ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʚʨʝʤʝʪʦ, ʧʨʝʢʘʨʘʥʦ ʚ ʧʦʯʠʚʢʘʪʘ ʯʨʝʟ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʯʝʩʪʦʪʘʪʘ ʥʘ 

ʧʲʪʫʚʘʥʝ. ʉʣʝʜʦʚʘʪʝʣʥʦ, ʟʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚʩʠʯʢʠ ʨʝʩʫʨʩʠ ʟʘ 

ʦʪʜʠʭ ʩʝ ʠʟʧʦʣʟʚʘʪ ʠ ʥʘʩʦʯʚʘʪ ʧʦ ʪʘʢʲʚ ʥʘʯʠʥ, ʯʝ ʜʘ ʟʘʜʦʚʦʣʷʪ ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ, 
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ʩʦʮʠʘʣʥʠʪʝ ʠ ʝʩʪʝʪʠʯʝʩʢʠʪʝ ʥʫʞʜʠ, ʢʘʪʦ ʩʲʱʝʚʨʝʤʝʥʥʦ ʟʘʧʘʟʚʘʪ ʢʫʣʪʫʨʥʘʪʘ 

ʠʜʝʥʪʠʯʥʦʩʪ, ʝʢʦʣʦʛʠʯʥʦʪʦ ʨʘʚʥʦʚʝʩʠʝ ʠ ʜʨ. 

 

ɺ ʟʘʢʣʶʯʝʥʠʝ: 

ɿʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʝ ʥʝʦʙʭʦʜʠʤʦ ʜʘ ʩʝ ʧʨʠʣʘʛʘʪ 

ʧʦʩʪʦʷʥʥʠ ʤʝʨʢʠ ʚ ʧʦʩʦʢʘ ʥʘ: 

- ʦʜʦʙʨʷʚʘʥʝ ʥʘ ʜʲʨʞʘʚʥʦ ʥʠʚʦ ʥʘ ʨʘʟʧʦʨʝʜʙʠʪʝ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ, ʧʦ-

ʩʧʝʮʠʘʣʥʦ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʪʫʨʠʟʤʘ; 

- ʩʲʪʨʫʜʥʠʯʝʩʪʚʦ ʠ ʦʙʤʝʥ ʥʘ ʦʧʠʪ ʩ ʤʝʞʜʫʥʘʨʦʜʥʘʪʘ ʦʙʱʥʦʩʪ ʧʦ ʚʲʧʨʦʩʠ 
ʥʘ ʪʝʦʨʠʷʪʘ ʠ ʧʨʘʢʪʠʢʘʪʘ ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ, ʘʜʘʧʪʠʨʘʥʝ ʥʘ ʪʝʭʥʠʪʝ ʤʝʪʦʜʠ ʠ 

ʠʥʩʪʨʫʤʝʥʪʠ; 

- ʧʦʚʠʰʘʚʘʥʝ ʥʠʚʦʪʦ ʥʘ ʝʢʦʣʦʛʠʯʥʘ ʦʩʚʝʜʦʤʝʥʦʩʪ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ, 

ʨʘʟʧʨʦʩʪʨʘʥʝʥʠʝ ʥʘ ʠʥʬʦʨʤʘʮʠʷ ʟʘ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʤʝʪʦʜʠ ʟʘ 

ʥʝʡʥʘʪʘ ʟʘʱʠʪʘ; 

- ʠʢʦʥʦʤʠʯʝʩʢʘ ʠ ʧʨʘʚʥʘ ʧʦʜʢʨʝʧʘ ʟʘ ʝʢʦʣʦʛʠʯʥʠ ʜʝʡʥʦʩʪʠ; 

- ʩʪʠʤʫʣʠʨʘʥʝ ʥʘ ʝʢʦʣʦʛʠʯʥʠʪʝ ʠʥʠʮʠʘʪʠʚʠ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ ʯʨʝʟ ʧʦʜʢʨʝʧʘ 
ʥʘ ʥʝʧʨʘʚʠʪʝʣʩʪʚʝʥʠʪʝ ʦʨʛʘʥʠʟʘʮʠʠ. 

ʅʝʟʘʚʠʩʠʤʦ ʦʪ ʚʲʟʥʠʢʚʘʱʠʪʝ ʧʨʦʙʣʝʤʠ (ʧʨʠʨʦʜʥʠ ʙʝʜʩʪʚʠʷ, ʧʨʠʯʠʥʝʥʠ ʦʪ 

ʯʦʚʝʢʘ ʙʝʜʩʪʚʠʷ, ʪʝʨʦʨʠʩʪʠʯʥʠ ʘʢʪʦʚʝ, ʧʘʥʜʝʤʠʠ ʠ ʜʨ.) ʪʫʨʠʟʤʲʪ ʘʢʪʠʚʥʦ ʩʝ ʨʘʟʚʠʚʘ. 

ʌʦʨʤʠʪʝ ʠ ʤʝʪʦʜʠʪʝ ʥʘ ʦʨʛʘʥʠʟʘʮʠʷ ʥʘ ʧʲʪʫʚʘʥʠʷʪʘ ʩʝ ʧʨʦʤʝʥʷʪ, ʧʦʷʚʷʚʘʪ ʩʝ ʥʦʚʠ 

ʚʠʜʦʚʝ ʪʫʨʠʟʲʤ ʠ ʩʝ ʩʲʟʜʘʚʘʪ ʚʩʝ ʧʦʚʝʯʝ ʫʩʣʦʚʠʷ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ 
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ʈʝʟʶʤʝ: ʉʲʱʝʩʪʚʝʥ ʤʦʤʝʥʪ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʚ ʠʢʦʥʦʤʠʯʝʩʢʠ ʘʩʧʝʢʪ, 

ʚʣʠʷʥʠʝʪʦ ʥʘ ʯʦʚʝʰʢʠʷ ʬʘʢʪʦʨ. ʊʫʨʠʩʪʠʯʝʩʢʘʪʘ ʠʢʦʥʦʤʠʢʘ, ʠʟʫʯʘʚʘ  ʧʦʚʝʜʝʥʠʝʪʦ ʥʘ ʭʦʨʘʪʘ, 

ʢʦʠʪʦ ʧʨʦʠʟʚʝʞʜʘʪ, ʨʘʟʧʨʦʩʪʨʘʥʷʚʘʪ, ʦʙʤʝʥʷʪ ʠ ʢʦʥʩʫʤʠʨʘʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʜʫʢʪ, ʟʘ ʜʘ 

ʟʘʜʦʚʦʣʷʪ ʥʫʞʜʠʪʝ ʥʘ ʟʥʘʯʠʪʝʣʥʘ ʯʘʩʪ ʦʪ ʥʘʩʝʣʝʥʠʝʪʦ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. ʂʨʲʛʦʚʠʷʪ 

ʪʫʨʠʟʲʤ ʩʣʝʜʚʘ ʣʦʛʠʢʘʪʘ ʥʘ ʢʨʲʛʦʚʘʪʘ ʠʢʦʥʦʤʠʢʘ ï ʙʠʟʥʝʩ ʤʦʜʝʣ, ʦʪʛʦʚʘʨʷʱ ʥʘ ʧʨʠʥʮʠʧʠʪʝ 

ʥʘ ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ. ʂʨʲʛʦʚʘʪʘ  ʠʢʦʥʦʤʠʢʘ ʮʝʣʠ ʜʘ ʩʲʟʜʘʜʝ ʧʦʣʦʞʠʪʝʣʝʥ ʢʨʲʛʦʚʨʘʪ, ʚ 

ʢʦʡʪʦ ʩʝ ʧʨʦʠʟʚʝʞʜʘʪ ʩʪʦʢʠ ʠ ʫʩʣʫʛʠ ʙʝʟ ʜʘ ʩʝ ʨʘʟʭʠʱʘʚʘʪ ʦʛʨʘʥʠʯʝʥʠʪʝ ʨʝʩʫʨʩʠ ʥʘ 

ʧʣʘʥʝʪʘʪʘ ʟʝʤʷ, ʢʘʪʦ ʩʫʨʦʚʠʥʠ, ʚʦʜʘ ʠ ʝʥʝʨʛʠʷ. ʇʦ ʘʥʘʣʦʛʠʯʝʥ ʥʘʯʠʥ Ăʢʨʲʛʦʚʠʷʪñ ʪʫʨʠʟʲʤ 

ʧʨʝʜʣʘʛʘ ʤʦʜʝʣ, ʚ ʢʦʡʪʦ ʚʩʠʯʢʠ ʜʝʡʩʪʚʘʱʠ ʣʠʮʘ (ʪʫʨʠʩʪ, ʜʦʤʘʢʠʥ, ʪʫʨ ʦʧʝʨʘʪʦʨ, ʜʦʩʪʘʚʯʠʢ) 

ʧʨʠʝʤʘʪ ʧʦʜʭʦʜ, ʱʘʜʷʱ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. 

ʅʝʨʘʟʜʝʣʥʘ ʯʘʩʪ ʦʪ ʘʥʘʣʠʟʘ ʥʘ ʨʘʟʭʦʜʠʪʝ ʠ ʧʦʣʟʠʪʝ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʪʫʨʠʟʤʘ ʝ ʚʲʧʨʦʩʲʪ ʟʘ 

ʜʦʙʨʠʪʝ ʫʧʨʘʚʣʝʥʩʢʠ ʨʝʰʝʥʠʷ, ʥʘʡ-ʜʦʙʨʠʪʝ ʫʧʨʘʚʣʝʥʩʢʠ ʧʨʘʢʪʠʢʠ ʠ ʨʦʣʷʪʘ ʥʘ ʯʦʚʝʢʘ - ʣʠʜʝʨ 

ʟʘ ʫʩʧʝʭʘ ʥʘ ʚʩʷʢʦ ʥʘʯʠʥʘʥʠʝ. 
 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʢʨʲʛʦʚʘ ʠʢʦʥʦʤʠʢʘ, ʪʫʨʠʟʲʤ, ʫʩʣʫʛʠ,ʧʦʪʨʝʙʥʦʩʪʠ 
 

Abstract:  ʊypical issue of tourism development in the economic aspect, the influence of 

the human factor. 

Tourism economy studying the behavior of the people who produce, distribute, exchange and 

consume tourism product to meet the needs of a significant portion of the population of tourist 

services. Economic activities of the people are held in motion by the needs and interests. Objective 

formation of tourist needs is a starting point of tourism as a dynamic economic system. 

An integral part of a cost-benefit analysis in the field of tourism is the question of good management 

decisions, best management practices and the role of man - a leader for the success of any endeavor. 
 

      Key words: circular economy, tourism, services, needs 
 

I.  ɺʲʚʝʜʝʥʠʝ  

ʇʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʢʨʲʛʦʚʘʪʘ ʠʢʦʥʦʤʠʢʘ ʩʝ ʧʨʝʚʨʲʱʘ ʚ ʝʜʠʥ ʦʪ 

ʦʩʥʦʚʥʠʪʝ ʧʨʠʦʨʠʪʝʪʠ ʥʘ ɽʉ. ʉʨʝʜ ʦʩʥʦʚʥʠʪʝ ʬʘʢʪʦʨʠ ʟʘ ʪʦʚʘ ʩʘ ʟʘʪʨʫʜʥʝʥʠʷʪ 

ʜʦʩʪʲʧ ʜʦ ʨʝʩʫʨʩʠ, ʦʪʨʠʮʘʪʝʣʥʦʪʦ ʝʢʦʣʦʛʠʯʥʦ ʚʲʟʜʝʡʩʪʚʠʝ, ʨʝʟʫʣʪʘʪ ʦʪ ʥʝʫʩʪʦʡʯʠʚʠ 

ʧʨʦʠʟʚʦʜʩʪʚʘ, ʢʘʢʪʦ ʠ ʥʘʨʘʩʪʚʘʱʦʪʦ ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ ʩʪʦʢʠ. ʂʣʶʯʦʚʠʪʝ ʮʝʣʠ ʥʘ 

ʢʦʥʮʝʧʮʠʷʪʘ ʟʘ ʢʨʲʛʦʚʘ ʠʢʦʥʦʤʠʢʘ ʩʘ ʩʚʲʨʟʘʥʠ ʩʲʩ ʩʧʝʩʪʷʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠ, ʩʲʟʜʘʚʘʥʝ 

ʥʘ ʟʘʝʪʦʩʪ ʠ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʦʪʨʠʮʘʪʝʣʥʦʪʦ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ʊʝʟʠ 

ʮʝʣʠ ʤʦʛʘʪ ʜʘ ʩʝ ʧʦʩʪʠʛʥʘʪ ʯʨʝʟ ʧʨʝʜʣʘʛʘʥʝ ʥʘ ʫʩʣʫʛʠ ʚʤʝʩʪʦ ʩʪʦʢʠ, ʧʦʜʦʙʨʷʚʘʥʝ ʥʘ 

ʧʨʦʜʫʢʪʦʚʠʷ ʜʠʟʘʡʥ, ʢʘʢʪʦ ʠ ʯʨʝʟ ʧʦʧʨʘʚʢʘʪʘ, ʧʦʚʪʦʨʥʘʪʘ ʫʧʦʪʨʝʙʘ ʠ ʨʝʮʠʢʣʠʨʘʥʝʪʦ 

ʥʘ ʧʨʦʜʫʢʪʠ. ʅʘʢʨʘʪʢʦ, ʦʙʝʜʠʥʷʚʘʱʘʪʘ ʠʜʝʷ ʝ ʜʘ ʩʝ ʥʘʤʘʣʷʪ ʠʟʧʦʣʟʚʘʥʠʪʝ ʧʲʨʚʠʯʥʠ 

ʩʫʨʦʚʠʥʠ ʠ ʜʘ ʩʝ ʟʘʪʚʦʨʠ ʮʠʢʲʣʲʪ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦ. 

ɺ ʪʫʨʠʟʤʘ ʢʘʪʦ ʦʩʦʙʝʥʘ ʠ ʩʘʤʦʩʪʦʷʪʝʣʥʘ ʩʬʝʨʘ ʥʘ ʩʪʦʧʘʥʩʪʚʦʪʦ ʦʪ ʝʜʥʘ ʩʪʨʘʥʘ 

ʜʝʡʩʪʚʘʪ ʦʙʱʠʪʝ ʟʘʢʦʥʦʤʝʨʥʦʩʪʠ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ ʨʘʟʚʠʪʠʝ (ʟʘʢʦʥʲʪ ʟʘ 

ʧʦʚʠʰʘʚʘʥʝ ʝʬʝʢʪʠʚʥʦʩʪʪʘ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ, ʟʘʢʦʥʲʪ ʟʘ ʩʪʦʡʥʦʩʪʪʘ, ʟʘ ʪʲʨʩʝʥʝʪʦ ʠ 
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ʧʨʝʜʣʘʛʘʥʝʪʦ, ʢʦʥʢʫʨʝʥʮʠʷʪʘ ʠ ʮʝʥʦʦʙʨʘʟʫʚʘʥʝʪʦ), ʬʦʨʤʠʨʘʪ ʩʝ ʜʦʭʦʜʠ, ʠʟʦʩʪʨʷʪ ʩʝ 

ʠʣʠ ʩʝ ʨʘʟʨʝʰʘʚʘʪ ʧʨʦʙʣʝʤʠ ʥʘ ʧʘʟʘʨʥʦʪʦ ʨʘʚʥʦʚʝʩʠʝ. ʇʨʘʚʠʣʘʪʘ ʠ ʥʦʨʤʠʪʝ ʥʘ 

ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ ʠʛʨʠ ʩʝ ʦʧʨʝʜʝʣʷʪ ʦʪ ʦʪʥʦʰʝʥʠʷʪʘ ʥʘ ʩʦʙʩʪʚʝʥʦʩʪ ʠ ʜʨ. 

ʆʪ ʜʨʫʛʘ, ʩʪʨʘʥʘ ʪʫʨʠʟʤʲʪ ʝ ʦʩʦʙʝʥ ʚʠʜ ʯʦʚʝʰʢʘ ʜʝʡʥʦʩʪ ʠ ʩʧʝʮʠʬʠʯʥʘ ʩʪʦʧʘʥʩʢʘ 

ʩʬʝʨʘ. ɺ ʪʘʟʠ ʚʨʲʟʢʘ ʦʙʱʠʪʝ ʟʘʢʦʥʦʤʝʨʥʦʩʪʠ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʦʪʦ ʨʘʟʚʠʪʠʝ ʧʨʠ 

ʪʫʨʠʟʤʘ ʠʤʘʪ ʩʚʦʠ ʩʧʝʮʠʬʠʯʥʠ ʯʝʨʪʠ, ʢʘʪʦ ʦʙʱʠʪʝ ʟʘʢʦʥʦʤʝʨʥʦʩʪʠ ʩʝ ʧʨʦʷʚʷʚʘʪ 

ʯʨʝʟ ʦʩʦʙʝʥʦʪʦ, ʘ ʦʩʦʙʝʥʦʪʦïʯʨʝʟ ʢʦʥʢʨʝʪʥʘ ʜʝʡʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʦʨʛʘʥʠʟʘʮʠʷ. 

ʀʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʠʟʫʯʘʚʘ ʧʦʚʝʜʝʥʠʝʪʦ ʥʘ ʭʦʨʘʪʘ, ʢʦʠʪʦ ʧʨʦʠʟʚʝʞʜʘʪ, 

ʨʘʟʧʨʝʜʝʣʷʪ, ʦʙʤʝʥʷʪ ʠ ʫʧʦʪʨʝʙʷʚʘʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʜʫʢʪ ʩ ʮʝʣ ʟʘʜʦʚʦʣʷʚʘʥʝ 

ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʥʘ ʟʥʘʯʠʪʝʣʥʘʪʘ ʯʘʩʪ ʦʪ ʥʘʩʝʣʝʥʠʝʪʦ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. 

 

II.  ʀʟʣʦʞʝʥʠʝ 

ʏʨʝʟ ʢʨʲʛʦʚʠʷ ʪʫʨʠʟʲʤ, ʪʫʨʠʩʪʠʪʝ ʤʦʛʘʪ ʜʘ ʧʦʜʭʦʜʷʪ ʦʪʛʦʚʦʨʥʦ ʢʲʤ ʚʩʠʯʢʠ ʝʪʘʧʠ ʥʘ 

ʧʨʝʩʪʦʷ ʩʠ, ʦʪ ʧʦʜʛʦʪʦʚʢʘʪʘ ʟʘ ʧʲʪʝʰʝʩʪʚʠʝʪʦ ʜʦ ʧʨʝʞʠʚʷʚʘʥʝʪʦ ʥʘ ʤʷʩʪʦ. 

ʊʦʟʠ ʚʠʜ ʪʫʨʠʩʪʠʯʝʩʢʘ ʫʩʣʫʛʘ ʥʘ ʧʨʘʢʪʠʢʘ ʫʩʪʘʥʦʚʷʚʘ ʩʣʝʜʥʠʷ ʙʣʘʛʦʧʨʠʷʪʝʥ 

ʢʨʲʛʦʚʨʘʪ: 

- ʇʨʝʜʣʦʞʝʥʠʝ ʟʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʘʛʝʥʮʠʠ ʠʣʠ 

ʪʲʨʩʝʥʝ ʥʘ ʪʘʢʠʚʘ ʚʲʟʤʦʞʥʦʩʪʠ ʚ ʠʥʪʝʨʥʝʪ 

- ʀʟʙʦʨ ʥʘ ʥʘʡ-ʫʩʪʦʡʯʠʚʠʪʝ ʧʨʝʜʣʦʞʝʥʠʷ 

- ʀʟʙʦʨ ʥʘ ʱʘʜʷʱ ʧʨʠʨʦʜʘʪʘ ʪʨʘʥʩʧʦʨʪ (ʥʘʧʨʠʤʝʨ ʥʘʡ-ʚʨʝʜʥʠʷʪ ʙʠ ʙʠʣ 

ʧʦʣʝʪ ʩʲʩ ʩʘʤʦʣʝʪ). 

- ʋʩʪʦʡʯʠʚʦ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʠʟʙʨʘʥʠʪʝ ʫʩʣʫʛʠ: ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʤʝʩʪʥʠ 
ʭʨʘʥʠ ʠ ʩʪʦʢʠ; ʚʲʚʝʜʝʥʠ ʝʢʦʣʦʛʠʯʥʠ ʤʝʨʢʠ, ʢʘʪʦ ʨʘʟʜʝʣʥʦ ʩʲʙʠʨʘʥʝ ʥʘ 

ʦʪʧʘʜʲʮʠʪʝ, ʧʨʦʛʨʘʤʠ ʟʘ ʠʢʦʥʦʤʠʷ ʥʘ ʝʥʝʨʛʠʷ, ʚʦʜʘ ʠ ʜʨ. 

- ʆʙʨʘʪʥʘ ʚʨʲʟʢʘ ʤʝʞʜʫ ʪʫʨʠʩʪʠ ʠ/ʠʣʠ ʧʨʝʜʧʨʠʝʤʘʯʠ, ʩ ʮʝʣ ʧʦʜʦʙʨʷʚʘʥʝ 
ʥʘ ʫʩʣʫʛʘʪʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ (ʦʙʨʘʪʥʦ ʢʲʤ ʩʪʲʧʢʘ 1.) 

 

                          
    ʌʠʛ.1 ʂʨʲʛʦʚ ʪʫʨʠʟʲʤ      

 

   ʀʟʪʦʯʥʠʢ: http://www.circular-tourism.com 

 

ɽʜʥʘ ʦʪ ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʝ ʯʝ ʪʷ ʝ ʜʠʥʘʤʠʯʥʘ, 

ʠʟʤʝʥʯʠʚʘ, ʘ ʩʣʝʜʦʚʘʪʝʣʥʦ ʠʩʪʦʨʠʯʥʘ. ʈʘʟʚʠʚʘ ʩʝ ʩ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʦʙʱʝʩʪʚʦʪʦ ʥʘ 

ʧʲʪʝʰʝʩʪʚʠʷʪʘ ʥʘ ʪʫʨʠʟʤʘ. ʂʘʪʦ ʩʲʩʪʘʚʥʘ ʯʘʩʪ ʥʘ ʥʘʮʠʦʥʘʣʥʦʪʦ ʩʪʦʧʘʥʩʪʚʦ, ʪʫʨʠʟʲʤ 

ʠʢʦʥʦʤʠʯʝʩʢʠ ʠ ʩʦʮʠʘʣʥʦ ʩʝ ʠʟʤʝʥʷ ʟʘʝʜʥʦ ʩ ʧʨʝʦʙʨʘʟʦʚʘʥʠʷʪʘ, ʢʦʠʪʦ ʩʪʘʚʘʪ ʚ 

ʥʘʮʠʦʥʘʣʥʦ ʠ ʩʚʝʪʦʚʥʦ ʩʪʦʧʘʥʩʪʚʦ.  
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ʅʘʜ ʪʨʠ-ʯʝʪʚʲʨʪʠ ʦʪ ʧʨʝʜʧʨʠʷʪʠʷʪʘ (77%) ʩʘ ʚʲʚʝʣʠ ʧʨʘʢʪʠʢʠ ʟʘ ʜʘ ʥʘʤʘʣʷʪ 

ʚʣʠʷʥʠʝʪʦ ʥʘ ʜʝʡʥʦʩʪʪʘ ʠʤ ʥʘʜ ʧʨʠʨʦʜʘʪʘ. ʇʨʝʜʧʨʠʷʪʠʷʪʘ ʦʪ ɸʚʩʪʨʘʣʠʷ, ɸʟʠʷ ʠ 

ʉʝʚʝʨʥʘ ɸʤʝʨʠʢʘ ʧʦ-ʯʝʩʪʦ ʠʤʘʪ ʝʢʦʣʦʛʠʯʥʠ ʧʨʘʢʪʠʢʠ (84%), ʜʦʢʘʪʦ ʚ ɽʚʨʦʧʘ ʜʷʣʲʪ 

ʩʧʘʜʘ ʜʦ 73%. 

 
 

1. ʌʘʢʪʦʨʠ, ʢʦʠʪʦ ʧʦʨʘʞʜʘʪ ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʠ ʫʩʢʦʨʝʥʦʪʦ ʧʨʦʠʟʚʦʜʩʪʚʦ ʥʘ  

ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ 

ʉʲʚʨʝʤʝʥʥʠʷʪ ʯʦʚʝʢ ʚ ʥʝʛʦʚʘʪʘ ʠʢʦʥʦʤʠʢʦ-ʩʦʮʠʘʣʥʘ ʠ ʝʢʦʣʦʛʦ-ʧʨʠʨʦʜʥʘ 

ʩʨʝʜʘ, ʚ ʢʦʷʪʦ ʞʠʚʝʝ, ʝ ʢʨʘʡʥʦ ʧʨʦʪʠʚʦʨʝʯʠʚʦ ʷʚʣʝʥʠʝ. ʆʪ ʝʜʥʘ ʩʪʨʘʥʘ, ʩʲʚʨʝʤʝʥʥʘʪʘ 

ʥʘʫʢʘ ʠ ʠʥʜʫʩʪʨʠʘʣʥʦʪʦ ʧʨʦʠʟʚʦʜʩʪʚʦ ʛʦ ʧʨʘʚʷʪ ʛʦʩʧʦʜʠʥ ʥʘ ʧʨʠʨʦʜʘʪʘ ʠ 

ʦʙʱʝʩʪʚʦʪʦ. ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, ʩʲʱʠʷ ʪʦʟʠ ʯʦʚʝʢ ʩʪʘʚʘ ʨʦʙ ʥʘ ʩʲʚʨʝʤʝʥʥʘʪʘ ʥʘʫʢʘ, 

ʠʥʜʫʩʪʨʠʷ, ʤʘʰʠʥʥʦ ʧʨʦʠʟʚʦʜʩʪʚʦ ʠ ʠʥʬʦʨʤʘʮʠʦʥʥʠ ʪʝʭʥʦʣʦʛʠʠ. ʊʦʡ ʝ ʦʪʢʲʩʥʘʪ ʦʪ 

ʧʨʠʨʦʜʥʠʪʝ ʩʠʣʠ ʢʦʠʪʦ ʩʘ ʛʦ ʧʦʨʦʜʠʣʠ. ɺʩʝ ʧʦʚʝʯʝ ʟʘʧʦʯʚʘ ʜʘ ʨʘʟʙʠʨʘ, ʯʝ ʞʠʚʝʝ 

ʧʨʝʜʠ ʚʩʠʯʢʦ, ʟʘ ʜʘ ʨʘʙʦʪʠ. ʈʘʙʦʪʘʪʘ ʟʘ ʤʠʣʠʦʥʠ ʭʦʨʘ ʥʘ ʟʝʤʷʪʘ ʩʝ ʧʨʝʚʨʲʱʘ ʚ 

ʩʘʤʦʮʝʣ, ʜʦʢʘʪʦ ʠʩʪʠʥʩʢʦʪʦ ʡ ʥʘʟʥʘʯʝʥʠʝ ʝ ʜʘ ʙʲʜʝ ʩʨʝʜʩʪʚʦ ʟʘ ʥʦʨʤʘʣʝʥ ʞʠʚʦʪ 

ʜʦʩʪʦʝʥ ʟʘ ʩʲʚʨʝʤʝʥʥʠʷ ʯʦʚʝʢ. ɺ ʯʣʝʥ 24 ʥʘ ɺʩʝʦʙʱʘʪʘ ʜʝʢʣʘʨʘʮʠʷ ʟʘ ʧʨʘʚʘʪʘ ʥʘ 

ʯʦʚʝʢʘ, ʧʨʠʝʪʘ ʦʪ ɻʝʥʝʨʘʣʥʘʪʘ ɸʩʘʤʙʣʝʷ ʥʘ ʆʆʅ ʥʘ 1 ʜʝʢʝʤʚʨʠ 1948 ʛ. ʩʝ 

ʢʘʟʚʘ:òɺʩʝʢʠ ʯʦʚʝʢ ʠʤʘ ʧʨʘʚʦ ʥʘ ʧʦʯʠʚʢʘ ʠ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ, ʚʢʣʶʯʠʪʝʣʥʦ ʧʨʘʚʦ ʥʘ 

ʨʘʟʫʤʥʦ ʦʛʨʘʥʠʯʝʥʠʝ ʥʘ ʨʘʙʦʪʥʠʷ ʜʝʥ ʠ ʥʘ ʧʝʨʠʦʜʠʯʥʦ ʧʣʘʪʝʥ ʦʪʧʫʩʢò. 

 

2. ɺʲʪʨʝʰʥʠʪʝ ʠ ʝʥʜʦʛʝʥʥʠʪʝ ʬʘʢʪʦʨʠ, ʢʦʠʪʦ ʩʝ ʷʚʷʚʘʪ ʧʦʜʙʫʜʠʪʝʣʝʥ 

ʤʦʪʠʚ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʩʘ ʝʜʠʥ ʦʪ ʥʘʡ-ʚʘʞʥʠʪʝ ʢʦʤʧʦʥʝʥʪʠ ʥʘ ʩʠʩʪʝʤʘʪʘ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ. ɸʥʘʣʠʟʲʪ ʥʘ ʚʲʪʨʝʰʥʠʪʝ ʠ ʚʲʥʰʥʠ ʬʘʢʪʦʨʠ ʝ ʤʥʦʛʦ ʚʘʞʝʥ, 

ʟʘ ʜʘ ʩʝ ʦʧʨʝʜʝʣʷʪ ʤʦʪʠʚʠʪʝ ʠ ʥʘʧʨʘʚʣʝʥʠʷʪʘ ʟʘ ʧʨʝʜʚʠʞʚʘʥʝʪʦ ʥʘ ʭʦʨʘʪʘ. ʅʘʡ-

ʚʘʞʥʠ ʧʦʜʩʠʩʪʝʤʠ ʥʘ ʪʫʨʠʟʤʘ ʩʘ ʪʲʨʩʝʥʝʪʦ ʠ ʧʨʝʜʣʘʛʘʥʝʪʦ. ʇʲʨʚʦʪʦ ʩʝ ʦʧʨʝʜʝʣʷ ʦʪ 

ʩʚʦʙʦʜʥʦʪʦ ʚʨʝʤʝ, ʩʚʦʙʦʜʥʠʪʝ ʩʨʝʜʩʪʚʘ ʟʘ ʧʨʝʜʚʠʞʚʘʥʝ ʠ ʤʦʪʠʚʠʪʝ. ɺʪʦʨʦʪʦ ʩʝ 

ʦʧʨʝʜʝʣʷ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʟʘʙʝʣʝʞʠʪʝʣʥʦʩʪʠ, ʪʨʘʥʩʧʦʨʪʥʠʪʝ ʩʨʝʜʩʪʚʘ, ʭʦʪʝʣʠʪʝ, 

ʨʝʩʪʦʨʘʥʪʠʪʝ, ʢʫʣʪʫʨʥʠʪʝ ʦʙʝʢʪʠ. ʅʷʤʘ ʩʲʤʥʝʥʠʝ, ʯʝ ʠʤʘ ʬʘʢʪʦʨʠ ʥʘ ʢʦʠʪʦ 

ʧʨʝʜʚʠʞʚʘʥʝʪʦ ʥʘ ʭʦʨʘʪʘ ʦʢʘʟʚʘ ʚʣʠʷʥʠʝ ʠ ʬʘʢʪʦʨʠ, ʢʦʠʪʦ ʚʣʠʷʷʪ ʥʘ 

ʧʨʝʜʚʠʞʚʘʥʝʪʦ. ʅʘʧʨʠʤʝʨ, ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʤʦʪʠʚʘʮʠʠ ʚʣʠʷʝ ʠʥʬʦʨʤʘʮʠʷʪʘ, 

ʨʝʢʣʘʤʘʪʘ, ʧʨʝʜʣʦʞʝʥʠʷʪʘ. ʌʘʢʪʦʨʠʪʝ ʥʝʧʨʝʢʲʩʥʘʪʦ ʩʝ ʠʟʤʝʥʷʪ ʩ ʥʘʫʯʥʦ-

ʪʝʭʥʠʯʝʩʢʠʷ ʧʨʦʛʨʝʩ, ʧʨʦʤʝʥʠʪʝ ʚ ʞʠʟʥʝʥʦʪʦ ʨʘʚʥʠʱʝ ʠ ʤʠʛʨʘʮʠʦʥʥʠʪʝ ʧʨʦʮʝʩʠ ʥʘ 

ʭʦʨʘʪʘ. (ɹʲʯʚʘʨʦʚ, ʊʦʥʯʝʚ, 1996 ʛ., ʩʪʨ.28) 
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ʉʚʝʪʲʪ ʥʘʚʣʠʟʘ ʚʲʚ ʚʨʝʤʝʪʦ ʥʘ ʧʨʝʨʘʟʛʣʝʞʜʘʥʝ ʥʘ ʢʦʥʮʝʧʮʠʠʪʝ ʟʘ ʪʫʨʠʟʤʘ. 

ɺʝʯʝ ʝ ʷʩʥʦ ʟʘ ʮʝʣʠʷ ʩʚʷʪ, ʯʝ ʪʦʡ ʝ ʦʪ ʛʦʣʷʤʘ ʦʙʱʝʩʪʚʝʥʘ ʟʥʘʯʠʤʦʩʪ ʠ ʩ ʤʥʦʛʦ 

ʦʪʨʘʩʣʦʚ ʭʘʨʘʢʪʝʨ. ʊʨʷʙʚʘʣʦ ʜʘ ʩʝ ʜʘʜʘʪ ʚʝʨʥʠ ʦʪʛʦʚʦʨʠ ʥʘ ʚʲʧʨʦʩʠʪʝ ï ʢʘʢʚʘ ʝ 

ʩʲʱʥʦʩʪʪʘ ʥʘ ʪʫʨʠʟʤʘ, ʢʘʢʚʠ ʩʘ ʦʩʥʦʚʥʠʪʝ ʤʦʪʠʚʠ ʟʘ ʧʨʝʜʚʠʞʚʘʥʝʪʦ ʥʘ ʭʦʨʘʪʘ, ʢʦʡ 

ʤʦʞʝ ʜʘ ʩʝ ʥʘʨʝʯʝ ʪʫʨʠʩʪ, ʢʘʢʚʠ ʚʠʜʦʚʝ ʦʙʩʣʫʞʚʘʥʠʷ ʩʘ ʥʝʦʙʭʦʜʠʤʦ ʟʘ ʟʘʜʦʚʦʣʷʚʘʥʝ 

ʥʘ ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʠ ʢʘʢʚʘ ʪʨʷʙʚʘ ʜʘ ʙʲʜʝ ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʥʘ ʥʘʮʠʦʥʘʣʥʠʪʝ ʩʪʨʫʢʪʫʨʠ, 

ʟʘ ʜʘ ʩʝ ʨʲʢʦʚʦʜʠ ʫʩʧʝʰʥʦ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ. ɺ ʪʘʟʠ ʚʨʲʟʢʘ ʥʘ ʧʨʝʜʝʥ ʧʣʘʥ 

ʠʟʣʠʟʘʪ:ʧʲʪʝʰʝʩʪʚʠʷʪʘ ʚ ʩʚʦʙʦʜʥʦʪʦ ʠ ʨʘʙʦʪʥʦʪʦ ʚʨʝʤʝ. ʋʩʣʦʚʠʝʪʦ ʝ ʯʝ ʧʫʥʢʪʘ ʥʘ 

ʧʨʠʩʪʠʛʘʥʝ ʥʝ ʪʨʷʙʚʘ ʜʘ ʩʲʚʧʘʜʘ ʩ ʤʝʩʪʦʨʘʙʦʪʘʪʘ ʠ ʤʝʩʪʦʞʠʪʝʣʩʪʚʦʪʦ. ʉʧʦʨʦʚʝʪʝ ʩʘ 

ʟʘ ʨʘʟʩʪʦʷʥʠʝʪʦ ʠ ʧʨʦʜʲʣʞʠʪʝʣʥʦʩʪʪʘ ʥʘ ʧʨʝʙʠʚʘʚʘʥʝ. ɺ ʪʘʟʠ ʚʨʲʟʢʘ ʨʘʙʦʪʥʦʪʦ 

ʚʨʝʤʝ ʥʘ ʠʥʜʠʚʠʜʘ ʩʝ ʜʝʣʠ ʥʘ ʨʘʙʦʪʥʦ ʚʨʝʤʝ, ʦʙʫʩʣʦʚʝʥʦ ʦʪ ʙʠʦʣʦʛʠʯʥʠ ʧʦʪʨʝʙʥʦʩʪʠ 

(ʩʲʥ, ʭʨʘʥʘ, ʩʲʙʣʶʜʘʚʘʥʝ ʥʘ ʭʠʛʠʝʥʠʯʥʠ ʥʦʨʤʠ), ʚʨʝʤʝ ʦʙʫʩʣʦʚʝʥʦ ʦʪ ʩʦʮʠʘʣʥʠ 

ʧʨʠʯʠʥʠ (ʟʘʜʲʣʞʝʥʠʷʪʘ ʧʨʝʜ ʩʝʤʝʡʩʪʚʦ ʠ ʦʙʱʝʩʪʚʦʪʦ, ʧʦʢʫʧʢʠ, ʧʲʪ ʜʦ ʨʘʙʦʪʘʪʘ ʠ 

ʦʙʨʘʪʥʦ) ʠ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ. 

ʇʦʜ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ ʩʝ ʨʘʟʙʠʨʘ ʚʨʝʤʝʪʦ ʩʣʝʜ ʧʨʠʩʧʘʜʘʥʝ ʥʘ ʧʦʩʦʯʝʥʦʪʦ 

ʚʨʝʤʝ ʧʨʝʜʠ ʥʝʛʦ. ʀʟʧʦʣʟʚʘ ʩʝ ʟʘ ʦʩʲʱʝʩʪʚʷʚʘʥʝ ʥʘ ʩʚʦʙʦʜʥʦ ʠʟʙʨʘʥʠ ʜʝʡʥʦʩʪʠ ʚ 

ʢʲʠɦ ï ʪʝʣʝʚʠʟʠʷ, ʨʘʜʠʦ ʠ ʜʨ. ʠʣʠ ʠʟʚʲʥ ʜʦʤʘ ï ʟʘ ʨʘʟʣʠʯʥʠ ʚʠʜʦʚʝ ʪʫʨʠʟʲʤ. 

ʇʨʝʩʤʝʪʥʘʪʦ ʝ ʯʝ ʛʦʜʠʰʥʠʷʪ ʦʙʝʤ ʥʘ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ ʥʘ ʯʦʚʝʢʘ ʧʨʝʜʩʪʘʚʣʷʚʘ ʦʢʦʣʦ 

25% ʦʪ ʚʨʝʤʝʪʦ ʚ ʢʦʝʪʦ ʙʦʜʲʨʩʪʚʘ (ʚʨʝʤʝʪʦ ʟʘ ʩʲʥ ʩʝ ʧʨʠʩʧʘʜʘ ʦʪ ʦʙʱʠʷ ʦʙʝʤ ʥʘ 

ʚʨʝʤʝʪʦ). ʉʚʦʙʦʜʥʦʪʦ ʚʨʝʤʝ ʩʝ ʜʝʣʠ ʥʘ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ ʚ ʨʘʙʦʪʥʠʪʝ ʜʥʠ, ʩʚʦʙʦʜʥʦ 

ʚʨʝʤʝ ʚ ʧʦʯʠʚʥʠʪʝ ʠ ʧʨʘʟʥʠʯʥʠ ʜʥʠ ʠ ʚʨʝʤʝʪʦ ʥʘ ʦʪʧʫʩʢʠʪʝ, ʢʦʝʪʦ ʚ ʧʨʦʮʝʥʪʠ ʝ 

ʩʲʦʪʚʝʪʥʦ 6,0, 11,5 ʠ 6,5% ʦʪ ʦʙʱʠʷ ʦʙʝʤ ʥʘ ʚʨʝʤʝʪʦ ʥʘ ʙʦʜʲʨʩʪʚʘʥʝ. ʉʚʦʙʦʜʥʦʪʦ 

ʚʨʝʤʝ ʝ ʥʘʡ-ʧʦʜʭʦʜʷʱʦ ʟʘ ʧʲʪʝʰʝʩʪʚʠʷ ʩ ʮʝʣ ʧʦʯʠʚʢʘ ʧʦʜ ʨʘʟʣʠʯʥʠ ʬʦʨʤʠ ʠ 

ʧʨʦʜʲʣʞʠʪʝʣʥʦʩʪ. ʊʫʨʠʟʤʲʪ ʩ ʜʝʣʦʚʠ ʮʝʣʠ ʚʢʣʶʯʚʘ ʧʲʪʝʰʝʩʪʚʠʷ ʚ ʨʘʙʦʪʥʦʪʦ ʚʨʝʤʝ 

ï ʩʣʫʞʝʙʥʠ ʢʦʤʘʥʜʠʨʦʚʢʠ, ʫʯʘʩʪʠʝ ʚ ʢʦʥʛʨʝʩʠ, ʧʨʦʚʝʞʜʘʥʠ ʠʟʚʲʥ ʤʷʩʪʦʪʦ ʢʲʜʝʪʦ 

ʦʙʠʢʥʦʚʝʥʦ ʩʝ ʞʠʚʝʝ. ʅʝ ʩʝ ʩʯʠʪʘ ʨʘʙʦʪʥʦʪʦ ʚʨʝʤʝ ʥʘ ʨʘʙʦʪʝʱʠʪʝ ʩʨʝʱʫ ʟʘʧʣʘʪʘ 

ʯʫʞʜʝʩʪʨʘʥʥʠ ʨʘʙʦʪʥʠʮʠ ʟʘ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ ʠ ʩʣʝʜʦʚʘʪʝʣʥʦ ʪʝ ʥʝ ʩʘ ʪʫʨʠʩʪʠ. 

ʆʙʱʘʪʘ ʦʩʥʦʚʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʤʦʪʠʚʠ, ʩʚʲʨʟʘʥʠ ʩ ʜʝʣʦʚʠ ʠ 

ʧʦʟʥʘʚʘʪʝʣʥʠ ʧʲʪʫʚʘʥʠʷ, ʩ ʢʦʥʬʝʨʝʥʮʠʠ ʠ ʩʲʚʝʱʘʥʠʷ, ʦʙʫʩʣʘʚʷ ʢʦʤʙʠʥʠʨʘʥʠʷ 

ʭʘʨʘʢʪʝʨ ʥʘ ʪʫʨʠʟʤʘ (ʜʝʣʦʚʦ ʧʲʪʫʚʘʥʝ, ʩʲʯʝʪʘʥʦ ʩ ʧʦʯʠʚʢʘ). 

ʄʦʪʠʚʠʪʝ ʟʘ ʧʲʪʫʚʘʥʠʷʪʘ ʚ ʩʚʦʙʦʜʥʦ ʚʨʝʤʝ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʩ 

ʥʝʟʘʜʲʣʞʠʪʝʣʝʥ ʭʘʨʘʢʪʝʨ ï ʧʦʯʠʚʢʠ, ʦʪʧʫʩʢ, ʩʧʦʨʪ ʠ ʩʲʩ ʟʘʜʲʣʞʠʪʝʣʝʥ ʭʘʨʘʢʪʝʨ ï 

ʩʣʫʞʝʙʥʘ ʢʦʤʘʥʜʠʨʦʚʢʘ, ʦʬʠʮʠʘʣʥʠ ʧʲʪʫʚʘʥʠʷ, ʢʦʥʬʝʨʝʥʮʠʠ, ʫʯʝʥʠʝ, ʣʝʯʝʥʠʝ ʠ 

ʜʨ.(ɼʫʥʦʚ, 2020 ʛ., ʩʪʨ.126) 

ʗʚʥʦ ʝ ʪʫʨʠʟʤʲʪ ʤʦʞʝ ʜʘ ʩʝ ʭʘʨʘʢʪʝʨʠʟʠʨʘ ʢʘʪʦ ʩʪʨʝʤʝʞ ʟʘ ʟʘʜʦʚʦʣʷʚʘʥʝ ʥʘ 

ʨʘʟʥʦʦʙʨʘʟʥʠ ʧʦʪʨʝʙʥʦʩʪʠ. ʆʯʝʚʠʜʥʦ ʝ, ʯʝ ʧʲʨʚʦʥʘʯʘʣʥʘʪʘ ʢʦʥʮʝʧʮʠʷ ʟʘ ʪʫʨʠʟʤʘ ʚ 

ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʧʨʝʜʚʠʞʚʘʥʝ ʥʘ ʭʦʨʘʪʘ, ʥʝʟʘʚʠʩʠʤʦ ʦʪ ʤʦʪʠʚʠʪʝ ʠ ʩ ʠʟʢʣʶʯʝʥʠʝ ʥʘ 

ʤʠʛʨʘʮʠʦʥʥʠʪʝ ʧʦʪʦʮʠ, ʚʝʯʝ ʝ ʦʩʪʘʨʷʣʘ. ʅʘʟʨʷʣʘ ʝ ʥʝʦʙʭʦʜʠʤʦʩʪʪʘ ʦʪ 

ʦʙʱʦʥʘʮʠʦʥʘʣʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʩʪʨʫʢʪʫʨʘ. ɿʘ ʜʘ ʙʲʜʝ ʠʟʛʨʘʜʝʥʘ ʪʷ ʧʨʘʚʠʣʥʦ ʠ 

ʜʘ ʬʫʥʢʮʠʦʥʠʨʘ ʝʬʝʢʪʠʚʥʦ, ʪʨʷʙʚʘ ʜʘ ʩʝ ʩʧʘʟʚʘʪ ʪʘʢʠʚʘ ʧʨʠʥʮʠʧʠ ʢʘʪʦ: 

¶ ʧʨʠʥʮʠʧʲʪ ʥʘ ʩʠʩʪʝʤʥʠʷ ʧʦʜʭʦʜ ʢʲʤ ʜʝʡʥʦʩʪʪʘ ʠ  ʜʘ ʩʝ ʠʟʢʣʶʯʠ ʩʧʦʥʪʘʥʥʦʩʪʪʘ. 
ʊʦʚʘ ʦʟʥʘʯʘʚʘ ʜʘ ʠʤʘ ʥʘʮʠʦʥʘʣʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʧʦʣʠʪʠʢʘ ʠ ʪʝʟʠ ʩʪʨʫʢʪʫʨʠ ʜʘ ʩʝ 

ʧʨʝʜʩʪʘʚʷʪ ʥʘ ʥʘʡ-ʚʠʩʦʢʦ ʨʘʚʥʠʱʝ.  

¶ ʧʨʠʥʮʠʧʲʪ ʥʘ ʜʚʦʡʥʘʪʘ ʠʥʪʝʛʨʘʮʠʷ, ʢʦʝʪʦ ʦʟʥʘʯʘʚʘ ʯʝ ʪʘʟʠ ʩʪʨʫʢʪʫʨʘ ʪʨʷʙʚʘ ʜʘ ʩʝ 
ʟʘʥʠʤʘʚʘ ʩʲʩ ʮʝʣʠʷ ʢʦʤʧʣʝʢʩ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʜʝʡʥʦʩʪ, ʦʪʯʠʪʘʡʢʠ ʚʟʘʠʤʥʘʪʘ 

ʟʘʚʠʩʠʤʦʩʪ ʤʝʞʜʫ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʪʲʨʩʝʥʝ ʠ ʧʨʝʜʣʘʛʘʥʝ ʠ ʤʝʞʜʫ ʨʘʟʣʠʯʥʠʪʝ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʦʨʛʘʥʠʟʘʮʠʠ.ɸ ʦʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, ʜʘ ʩʧʦʩʦʙʩʪʚʘ ʟʘ ʠʥʪʝʛʨʘʮʠʷ ʥʘ 

ʪʫʨʠʟʤʘ ʩ ʠʢʦʥʦʤʠʯʝʩʢʠʪʝ, ʧʦʣʠʪʠʯʝʩʢʠʪʝ, ʩʦʮʠʘʣʥʠʪʝ ʠ ʢʫʣʪʫʨʥʠ ʥʘʧʨʘʚʣʝʥʠʷ 
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ʥʘ ʥʘʮʠʦʥʘʣʥʠʷ ʞʠʚʦʪ. ɿʘ ʮʝʣʪʘ ʦʙʱʦ ʥʘʮʠʦʥʘʣʥʘʪʘ ʩʪʨʫʢʪʫʨʘ ʪʨʷʙʚʘ ʜʘ ʠʤʘ 

ʝʜʥʘʢʲʚ ʩ ʜʨʫʛʠʪʝ ʚʝʜʦʤʩʪʚʘ ʩʪʘʪʫʩ ʠ ʦʱʝ ʜʚʘ ʘʪʨʠʙʫʪʘ ï ʚʠʩʦʢʦ ʧʨʦʬʝʩʠʦʥʘʣʥʦ 

ʨʘʚʥʠʱʝ ʠ ʚʲʟʤʦʞʥʦʩʪʠ ʟʘ ʢʦʦʨʜʠʥʘʮʠʷ. 

¶ ʧʨʠʥʮʠʧʲʪ ʟʘ ʛʲʚʢʘʚʦ ʨʝʘʛʠʨʘʥʝ.   

3. ʩʪʨʫʢʪʫʨʘʪʘ ʪʨʷʙʚʘ ʜʘ ʢʦʥʪʨʦʣʠʨʘ ʚʩʠʯʢʠ ʚʠʜʦʚʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʡʥʦʩʪʠ 

ʥʝʧʦʩʨʝʜʩʪʚʝʥʦ ʠʣʠ ʯʨʝʟ ʢʦʦʨʜʠʥʘʮʠʷ, ʢʦʝʪʦ ʝ ʛʣʘʚʥʦ ʫʩʣʦʚʠʝ, ʢʦʛʘʪʦ ʩʪʘʚʘ ʜʫʤʘ ʟʘ 

ʪʘʢʠʚʘ ʥʘʧʨʘʚʣʝʥʠʷ ʢʘʪʦ ʧʣʘʥʠʨʘʥʝ, ʬʠʥʘʥʩʠ, ʠʥʚʝʩʪʠʮʠʠ, ʟʘʢʦʥʦʜʘʪʝʣʩʪʚʦ, 

ʢʫʣʪʫʨʘ, ʟʜʨʘʚʝʦʧʘʟʚʘʥʝ, ʪ.ʝ. ʥʘʚʩʷʢʲʜʝ ʢʲʜʝʪʦ ʨʦʣʷʪʘ ʥʘ ʪʫʨʠʟʤʘ ʝ ʦʯʝʚʠʜʥʘ. 

(ɹʘʣʘʙʘʥʦʚ ʀ.ʊ., ɹʘʣʘʙʘʥʦʚ,1999ʛ., ʩʪʨ.198) 

- ʉʲʱʥʦʩʪ ʠ ʚʠʜʦʚʝ ʯʦʚʝʰʢʠ ʧʦʪʨʝʙʥʦʩʪʠ 

ʀʢʦʥʦʤʠʯʝʩʢʠʪʝ ʜʝʡʩʪʚʠʷ ʥʘ ʭʦʨʘʪʘ ʩʝ ʧʨʠʚʝʞʜʘʪ ʚ ʜʚʠʞʝʥʠʝ ʦʪ 

ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʠ ʠʥʪʝʨʝʩʠʪʝ. ʇʦʪʨʝʙʥʦʩʪʪʘ ʝ ʦʙʝʢʪʠʚʥʘ ʥʫʞʜʘ ʥʘ ʯʦʚʝʢʘ ʦʪ ʥʝʱʦ, ʘ 

ʠʥʪʝʨʝʩʠʪʝ ʩʘ ʦʩʲʟʥʘʪʘ ʧʦʪʨʝʙʥʦʩʪ. ʌʨʦʡʜ -ʘʚʩʪʨʠʡʩʢʠ ʧʩʠʭʦʣʦʛ ʚ ʧʦʪʨʝʙʥʦʩʪʠʪʝ 

ʚʠʞʜʘ ʜʚʝ ʥʘʯʘʣʘ: ʧʲʨʚʦʪʦ, ʩʲʟʥʘʪʝʣʥʦ ʦʩʲʟʥʘʪʦ, ʫʤʩʪʚʝʥʦ, ʨʘʮʠʦʥʘʣʥʦ, ʧʦʜʯʠʥʝʥʦ 

ʥʘ ʨʘʟʫʤʘ; ʚʪʦʨʦʪʦ ï ʧʦʜʩʲʟʥʘʪʝʣʥʦ, ʝʤʦʮʠʦʥʘʣʥʦ, ʧʦʜʯʠʥʝʥʦ ʥʘ ʧʲʨʚʠʯʥʦʪʦ, 

ʙʠʦʣʦʛʠʯʝʩʢʦ ʚʣʝʯʝʥʠʝ ʠ ʩʪʨʘʩʪ. ɸʤʝʨʠʢʘʥʩʢʠʷʪ ʧʩʠʭʦʣʦʛ ʄʘʩʣʦʬ ʦʪʜʝʣʷ ʧʝʪ 

ʦʩʥʦʚʥʠ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʯʦʚʝʢʘ ʚʲʚ ʚʠʜ ʥʘ ʧʠʨʘʤʠʜʘ ʢʘʪʦ ʪʨʲʛʚʘ ʦʪ ʥʠʟʰʠʪʝ ʩ 

ʤʘʪʝʨʠʘʣʝʥ ʭʘʨʘʢʪʝʨ ʢʲʤ ʚʠʩʰʠʪʝ, ʜʫʭʦʚʥʠ, ʢʘʢʪʦ ʩʣʝʜʚʘ: 

¶ ʌʠʟʠʦʣʦʛʠʯʝʩʢʠ ʧʦʪʨʝʙʥʦʩʪʠ ʚ ʭʨʘʥʘ, ʦʙʣʝʢʣʦ ʠ ʞʠʣʠʱʝ 

¶ ʇʦʪʨʝʙʥʦʩʪʠ ʦʪ ʨʘʟʣʠʯʥʠ ʬʦʨʤʠ ʥʘ ʩʘʤʦʩʲʭʨʘʥʝʥʠʝ ʠ ʙʝʟʦʧʘʩʥʦʩʪ 

¶ ʉʦʮʠʘʣʥʠ ʧʦʪʨʝʙʥʦʩʪʠ ʦʪ ʥʘʡ-ʨʘʟʣʠʯʝʥ ʚʠʜ 

¶ ʇʦʪʨʝʙʥʦʩʪʠ ʦʪ ʫʚʘʞʝʥʠʝ ʦʪ ʩʪʨʘʥʘ ʥʘ ʦʙʢʨʲʞʘʚʘʱʠʪʝ 

¶ ʇʦʪʨʝʙʥʦʩʪʠ ʚ ʣʠʯʥʦ ʩʘʤʦ ʫʪʚʲʨʞʜʘʚʘʥʝ ʠ ʩʘʤʦ ʨʝʘʣʠʟʘʮʠʷ. 

ʅʘ ʪʘʟʠ ʦʩʥʦʚʘ ʩʝ ʧʨʝʜʧʨʠʝʤʘʪ ʦʧʠʪʠ ʜʘ ʩʝ ʨʘʟʢʨʠʷʪ ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʥʘ 

ʪʫʨʠʩʪʠʪʝ ï ʭʦʨʘ, ʢʦʠʪʦ ʚ ʩʚʦʠʪʝ ʞʠʟʥʝʥʠ ʧʦʪʨʝʙʥʦʩʪʠ ʚʢʣʶʯʚʘʪ ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. ɺ ʩʚʝʪʦʚʥʘʪʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʦʨʛʘʥʠʟʘʮʠʷ (ʉʊʆ) ʠ 

ʤʝʞʜʫʥʘʨʦʜʥʠʷ ʩʲʶʟ ʥʘ ʦʬʠʮʠʘʣʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʦʨʛʘʥʠʟʘʮʠʠ (ʄʉʆʊʆ), ʥʘ ʙʘʟʘ 

ʥʘ ʤʥʦʛʦʛʦʜʠʰʝʥ ʦʧʠʪ ʥʘ ʪʫʨʠʟʤʘ ʚ ʨʘʟʣʠʯʥʠʪʝ ʩʪʨʘʥʠ ʥʘ ʩʚʝʪʘ ʦʪʜʝʣʷʪ ʰʝʩʪ 

ʦʩʥʦʚʥʠ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʠʪʝ: 

¶ ɺʲʟʩʪʘʥʦʚʷʚʘʥʝ, ʧʦʯʠʚʢʘ, ʦʪʜʠʭ 

¶ ʇʦʩʝʱʝʥʠʝ ʥʘ ʧʦʟʥʘʪʠ ʠ ʨʦʜʥʠʥʠ 

¶ ɼʝʣʦʚʠ ʠ ʧʨʦʬʝʩʠʦʥʘʣʥʠ ʮʝʣʠ 

¶ ʃʝʯʝʥʠʝ 

¶ ʈʝʣʠʛʠʷ,ʧʦʢʣʦʥʝʥʠʝ, ʞʝʨʪʚʦʧʨʠʥʦʰʝʥʠʝ ʠ ʜʨ. 

¶ ɼʨʫʛʠ ʮʝʣʠ, ʢʦʠʪʦ ʩʲʜʲʨʞʘʪ ʙʦʛʘʪ ʩʧʝʢʪʲʨ ʦʪ ʬʠʟʠʯʝʩʢʠ, ʠʢʦʥʦʤʠʯʝʩʢʠ 
ʠ ʜʫʭʦʚʥʦ-ʥʨʘʚʩʪʚʝʥʠ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʭʦʨʘʪʘ. 

4. ʉʧʨʘʚʝʜʣʠʚʦ ʝ, ʯʝ ʥʘ ʧʲʨʚʦ ʤʷʩʪʦ ʩʝ ʧʦʩʪʘʚʷ ʨʝʢʨʝʘʮʠʦʥʥʘʪʘ ʜʝʡʥʦʩʪ ʥʘ 
ʯʦʚʝʢʘ, ʢʦʷʪʦ ʩʝʛʘ ʧʨʘʢʪʠʯʝʩʢʠ ʚʣʠʟʘ ʚ ʫʩʣʦʚʠʷʪʘ ʥʘ ʞʠʚʦʪ ʥʘ ʥʘʩʝʣʝʥʠʝʪʦ, ʢʘʢʪʦ ʥʘ 

ʦʪʜʝʣʥʠʪʝ ʩʪʨʘʥʠ ʪʘʢʘ ʥʘ ʧʣʘʥʝʪʘ ʢʘʪʦ ʮʷʣʦ. ʊʘʟʠ ʜʝʡʥʦʩʪ ʥʘ ʚʲʟʩʪʘʥʦʚʷʚʘʥʝ, ʢʘʢʪʦ ʠ 

ʜʨʫʛʠʪʝ ʚʠʜʦʚʝ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʠʪʝ ʦʪ ʩʚʦʷ ʩʪʨʘʥʘ ʧʦʨʘʞʜʘ ʚʪʦʨʠʯʥʠ 

ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʠʪʝ, ʢʘʪʦ ʧʦʪʨʝʙʥʦʩʪʠ ʦʪ ʪʨʘʥʩʧʦʨʪʥʠ ʫʩʣʫʛʠ, ʞʠʣʠʱʝ, ʭʨʘʥʘ, 

ʨʘʟʚʣʝʯʝʥʠʷ, ʨʘʟʣʠʯʥʠ ʚʠʜʦʚʝ ʚʧʝʯʘʪʣʝʥʠʷ ʦʪ ʝʤʦʮʠʦʥʘʣʝʥ ʭʘʨʘʢʪʝʨ, ʦʪ ʦʙʱʫʚʘʥʝ, 

ʩʪʨʝʤʝʞ ʜʘ ʩʝ ʧʦʟʥʘʚʘʪ ʠʩʪʦʨʠʷʪʘ, ʥʨʘʚʠʪʝ, ʠʟʢʫʩʪʚʦʪʦ ʥʘ ʜʨʫʛʠ ʥʘʨʦʜʠ ʠ ʪ.ʥ. 

ʆʩʦʙʝʥʦ ʤʷʩʪʦ ʧʨʠ ʪʝʟʠ ʧʦʪʨʝʙʥʦʩʪʠ ʟʘʝʤʘʪ ʧʨʠʨʦʜʥʦ - ʢʣʠʤʘʪʠʯʝʩʢʠʪʝ, ʘ ʩʲʱʦ 

ʜʝʣʦʚʠʪʝ ʠ ʜʫʭʦʚʥʦ ʢʫʣʪʫʨʥʠ ʧʦʪʨʝʙʥʦʩʪʠ. (ʄʘʜʛʝʨʦʚʘ, 2004 ʛ., ʩʪʨ.87) 
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ʇʦʜʩʠʩʪʝʤʠ, ʦʩʦʙʝʥʦʩʪʠ ʠ ʩʫʙʝʢʪʠ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ 

ʆʙʝʢʪʠʚʥʦʪʦ ʬʦʨʤʠʨʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʦʪʨʝʙʥʦʩʪʠ ʝ ʠʟʭʦʜʥʠʷʪ ʧʫʥʢʪ 

ʥʘ ʪʫʨʠʟʤʘ, ʢʘʪʦ ʜʠʥʘʤʠʯʥʘ ʠʢʦʥʦʤʠʯʝʩʢʘ ʩʠʩʪʝʤʘ.ɺ ʥʝʡʥʘʪʘ ʜʠʥʘʤʠʢʘ ʤʦʞʝ ʜʘ ʩʝ 

ʦʪʜʝʣʷʪ ʯʝʪʠʨʠ ʦʩʥʦʚʥʠ ʟʚʝʥʘ (ʧʦʜʩʠʩʪʝʤʠ): 

¶ ʧʨʦʠʟʚʦʜʩʪʚʦ  ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ; 

¶ ʬʦʨʤʠʨʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ  ʧʨʦʜʫʢʪ; 

¶   ʨʝʘʣʠʟʘʮʠʷ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ; 

¶ ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ 

ʊʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʦʪʨʝʙʥʦʩʪʠ ʚ ʦʙʱʦ-ʠʢʦʥʦʤʠʯʝʩʢʠ ʘʩʧʝʢʪ ʬʦʨʤʠʨʘʪ 

ʠʥʪʝʨʝʩʠʪʝ ʥʘ ʪʫʨʠʩʪʠʪʝ. ʆʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʧʘʟʘʨʥʠʪʝ ʦʪʥʦʰʝʥʠʷ ʪʝʟʠ ʧʦʪʨʝʙʥʦʩʪʠ 

ʣʝʞʘʪ ʚ ʦʩʥʦʚʘʪʘ ʥʘ ʧʦʪʨʝʙʠʪʝʣʩʢʦʪʦ ʪʲʨʩʝʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʧʨʦʜʫʢʪʠ. ʇʨʦʠʟʚʦʜʩʪʚʦʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ ʬʦʨʤʠʨʘ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ 

ʠʥʜʫʩʪʨʠʷ. ʆʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʧʘʟʘʨʘ ʪʦʚʘ ʧʨʦʠʟʚʦʜʩʪʚʦ ʬʦʨʤʠʨʘ ʧʨʝʜʣʘʛʘʥʝʪʦ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. ɼʦʩʪʘ ʩʣʦʞʥʠ ʠ ʩʧʝʮʠʬʠʯʥʠ ʩʬʝʨʠ ʩʝ ʷʚʷʚʘʪ ʧʨʦʮʝʩʲʪ ʥʘ 

ʬʦʨʤʠʨʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ (ʊʋʈ) ʠ ʥʝʛʦʚʘʪʘ ʧʦʩʣʝʜʚʘʣʘ ʨʝʘʣʠʟʘʮʠʷ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʘʟʘʨʠ. 

ʉʘʤʘ ʧʦ ʩʝʙʝ ʩʠ ʚʩʷʢʘ ʦʪʜʝʣʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʫʩʣʫʛʘ (ʨʘʟʤʝʩʪʚʘʥʝ, ʭʨʘʥʝʥʝ, 

ʪʨʘʥʩʧʦʨʪ, ʙʠʪʦʚʠ ʫʩʣʫʛʠ, ʝʢʩʢʫʨʟʠʠ, ʢʫʣʪʫʨʥʦ-ʤʘʩʦʚʠ ʤʝʨʦʧʨʠʷʪʠʷ, ʩʧʦʨʪ, 

ʦʟʜʨʘʚʠʪʝʣʥʠ ʫʩʣʫʛʠ ʠ ʜʨ.) ʥʝ ʤʦʞʝ ʜʘ ʟʘʜʦʚʦʣʠ ʚʩʠʯʢʠ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʘ. 

ɿʘʪʦʚʘ ʚʲʟʥʠʢʚʘ ʦʙʝʢʪʠʚʥʘ ʥʝʦʙʭʦʜʠʤʦʩʪ ʦʪ ʢʦʦʧʝʨʠʨʘʥʝ ʥʘ ʨʘʟʣʠʯʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʫʩʣʫʛʠ ʚ ʝʜʠʥʝʥ ʢʦʤʧʣʝʢʩ ï ʊʋʈ ʠʣʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʜʫʢʪ. ʊʘʟʠ ʦʙʝʢʪʠʚʥʘ 

ʥʝʦʙʭʦʜʠʤʦʩʪ ʦʪ ʬʦʨʤʠʨʘʥʝ ʥʘ ʧʘʢʝʪ ʦʪ ʫʩʣʫʛʠ, ʩ ʮʝʣ ʥʘʡ-ʧʲʣʥʦ ʟʘʜʦʚʦʣʷʚʘʥʝ ʥʘ 

ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʥʘ ʪʫʨʠʩʪʠʪʝ, ʝ ʧʦʨʦʜʠʣʘ ʚ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʠ ʦʩʦʙʝʥʘʪʘ ʨʦʣʷ 

ʥʘ ʪʫʨ- ʦʨʛʘʥʠʟʘʪʦʨʠʪʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ ï ʪʫʨʦʧʝʨʘʪʦʨʠ ʠ ʪʫʨʘʛʝʥʪʠ. 

ʊʫʨʦʧʝʨʘʪʦʨʩʢʘʪʘ ʜʝʡʥʦʩʪ ʝ ʜʝʡʥʦʩʪ ʧʦ ʬʦʨʤʠʨʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ 

ʧʨʦʜʫʢʪ, ʢʦʡʪʦ ʚʢʣʶʯʚʘ ʨʘʟʣʠʯʥʠ ʫʩʣʫʛʠ, ʧʦ ʧʨʝʜʚʠʞʚʘʥʝʪʦ ʥʘ ʪʦʟʠ ʧʨʦʜʫʢʪ ʥʘ 

ʧʘʟʘʨʘ ʠ ʥʝʛʦʚʘʪʘ ʨʝʘʣʠʟʘʮʠʷ. ʊʫʨʘʛʝʥʪʩʢʘʪʘ ʜʝʡʥʦʩʪ ʝ ʧʨʦʜʲʣʞʝʥʠʝ ʥʘ ʜʝʡʥʦʩʪʪʘ ʥʘ 

ʪʫʨʦʧʝʨʘʪʦʨʘ, ʥʦ ʚʝʯʝ ʧʨʠ ʧʨʦʜʘʞʙʘ ʥʘ ʜʨʝʙʥʦ.ʆʪ ʠʤʝʪʦ ʥʘ ʪʫʨʦʧʝʨʘʪʦʨʘ, 

ʪʫʨʘʛʝʥʪʲʪ ʟʘʚʲʨʰʚʘ ʧʘʟʘʨʥʘʪʘ ʩʜʝʣʢʘ ʧʦ ʧʦʢʫʧʢʦ-ʧʨʦʜʘʞʙʘ ʥʘ ʪʫʨʧʨʦʜʫʢʪʘ. 

ɿʘʚʲʨʰʚʘʱʦʪʦ ʟʚʝʥʦ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʘʪʘ ʩʠʩʪʝʤʘ ʥʘ ʪʫʨʠʟʤʘ ʝ ʧʦʪʨʝʙʣʝʥʠʝʪʦ ʥʘ 

ʪʫʨʧʨʦʜʫʢʪ ʠ ʪʦ ʩʲʱʦ ʠʤʘ ʩʚʦʷ ʩʧʝʮʠʬʠʢʘ, ʢʦʷʪʦ ʥʘʤʠʨʘ ʠʟʨʘʟ ʚ ʩʣʝʜʥʠʪʝ 

ʦʩʦʙʝʥʦʩʪʠ: 

1. ɺ ʤʘʪʝʨʠʘʣʥʦʪʦ ʧʨʦʠʟʚʦʜʩʪʚʦ ʨʝʟʫʣʪʘʪʲʪ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ ʩʝ ʜʚʠʞʠ ʦʪ 

ʤʷʩʪʦʪʦ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦ ʢʲʤ ʤʷʩʪʦ ʥʘ ʧʦʪʨʝʙʣʝʥʠʝʪʦ. ɺ ʪʫʨʠʟʤʘ ʝ ʦʙʨʘʪʥʦ ï ʪ.ʝ. ʟʘ 

ʫʧʦʪʨʝʙʷʚʘʥʝ ʥʘ ʪʫʨʧʨʦʜʫʢʪʘ ʢʘʪʦ ʮʷʣʦ ʠʣʠ ʥʘ ʦʪʜʝʣʥʠ ʫʩʣʫʛʠ, ʧʦʪʨʝʙʠʪʝʣʷʪ 

(ʪʫʨʠʩʪʲʪ) ʪʨʷʙʚʘ ʜʘ ʩʝ ʜʦʩʪʘʚʠ ʚ ʤʷʩʪʦʪʦ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ ʥʘ ʪʫʨʧʨʦʜʫʢʪʘ. ʊʦʚʘ 

ʧʨʝʜʠʟʚʠʢʚʘ ʧʦʩʣʝʜʚʘʱ ʤʫʣʪʠʧʣʠʢʘʮʠʦʥʝʥ ʝʬʝʢʪ, ʪ.ʝ. ʧʦʷʚʷʚʘ ʩʝ ʥʝʦʙʭʦʜʠʤʦʩʪ ʟʘ 

ʪʫʨʠʩʪʘ, ʚ ʤʷʩʪʦʪʦ ʥʘ ʧʦʪʨʝʙʣʝʥʠʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ, ʦʪ ʪʨʘʥʩʧʦʨʪʥʠ 

ʫʩʣʫʛʠ, ʞʠʣʠʱʝ, ʭʨʘʥʘ, ʩʠʩʪʝʤʠ ʥʘ ʛʦʩʪʦʧʨʠʝʤʩʪʚʦ ʢʘʪʦ ʮʷʣʦ, ʦʪ ʩʲʟʜʘʚʘʥʝ ʥʘ 

ʥʝʦʙʭʦʜʠʤʠ ʫʩʣʦʚʠʷ ʟʘ ʣʝʯʝʥʠʝ, ʨʘʟʚʣʝʯʝʥʠʝ, ʦʙʨʘʟʦʚʘʥʠʝ, ʟʘʜʦʚʦʣʷʚʘʥʝ 

ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʦʪ ʥʦʚʠ ʚʧʝʯʘʪʣʝʥʠʷ, ʘ ʩʲʱʦ ʥʘʣʠʯʠʝ ʥʘ ʝʢʦʣʦʛʠʯʝʩʢʠ ʟʜʨʘʚʘ ʩʨʝʜʘ, 

ʙʝʟʦʧʘʩʥʦʩʪ ʠ ʜʨ. 

2. ɺʪʦʨʘʪʘ ʦʩʦʙʝʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʦʪʨʝʙʣʝʥʠʝ ʩʝ ʩʲʩʪʦʠ ʚ ʪʦʚʘ, ʯʝ 

ʨʘʟʭʦʜʠʪʝ ʥʘ ʪʫʨʠʩʪʘ ʢʘʪʦ ʧʨʘʚʠʣʦ ʩʘ ʧʦ-ʛʦʣʝʤʠ ʦʪ ʦʙʠʯʘʡʥʠʪʝ ʨʘʟʭʦʜʠ, ʢʦʛʘʪʦ 

ʞʠʚʝʝ ʚ ʧʦʩʪʦʷʥʥʘ ʩʨʝʜʘ ʥʘ ʦʙʠʪʘʚʘʥʝ. ʊʦʚʘ ʩʝ ʜʲʣʞʠ ʥʘ ʧʦʚʠʰʝʥʠʪʝ ʨʘʟʭʦʜʠ ʟʘ 

ʪʨʘʥʩʧʦʨʪ, ʞʠʣʠʱʝ ʠ ʭʨʘʥʘ, ʢʫʣʪʫʨʥʠ ʠ ʜʝʣʦʚʠ ʤʝʨʦʧʨʠʷʪʠʷ. ʏʘʩʪʪʘ ʦʪ ʧʦʚʠʰʝʥʠʪʝ 

ʨʘʟʭʦʜʠ ʝ ʩʚʲʨʟʘʥʘ ʩ ʬʘʢʪʦʨʘ ʧʨʝʩʪʠʞʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʦʪʨʝʙʣʝʥʠʝ. ʊʘʟʠ 
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ʦʩʦʙʝʥʦʩʪ ʠʟʦʩʪʨʷ ʧʨʦʙʣʝʤʘ ʟʘ ʜʦʭʦʜʠʪʝ ʠ ʨʘʟʭʦʜʠʪʝ ʚ ʩʬʝʨʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʠ ʩʪʘʚʘ 

ʤʥʦʛʦ ʚʘʞʥʦ ʪʝ ʜʘ ʩʝ ʦʪʯʠʪʘʪ. 

3. ʇʨʝʜʝʣʥʘʪʘ ʧʦʣʝʟʥʦʩʪ ʥʘ ʧʨʦʜʫʢʪʘ, ʦʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʪʫʨʠʩʪʘ, ʦʪ 

ʩʪʨʘʥʘʪʘ ʥʘ ʥʝʛʦʚʦʪʦ ʧʦʩʪʦʷʥʥʦ ʞʠʚʝʝʥʝ, ʚ ʩʪʨʘʥʘʪʘ ʚ ʢʦʷʪʦ ʝ ʧʨʠʩʪʠʛʥʘʣ, ʠ ʦʪ 

ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʧʘʟʘʨʘ ʝ ʨʘʟʣʠʯʥʘ ʠ ʢʘʯʝʩʪʚʝʥʦ ʠ ʢʦʣʠʯʝʩʪʚʝʥʦ. ʈʘʟʣʠʯʥʠ ʩʘ ʩʲʱʦ 

ʨʘʚʥʠʱʘʪʘ ʥʘ ʧʦʣʝʟʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʫʩʣʫʛʠ ʦʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ ʦʙʱʝʩʪʚʦʪʦ, 

ʪʫʨʠʩʪʘ ʠ ʧʘʟʘʨʘ ʧʨʠ ʚʲʪʨʝʰʥʠʷ ʠ ʤʝʞʜʫʥʘʨʦʜʥʠʷ ʪʫʨʠʟʲʤ. ʊʘʟʠ ʦʩʦʙʝʥʦʩʪ 

ʧʨʦʠʟʪʠʯʘ ʦʪ ʬʘʢʪʘ, ʯʝ ʧʘʟʘʨʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ ʩʝ ʩʙʣʲʩʢʚʘ ʩ ʪ.ʥʘʨ. ʚʲʥʰʥʠ 

ʝʬʝʢʪʠ. ʍʘʨʘʢʪʝʨʥʘ ʯʝʨʥʘ ʥʘ ʪʝʟʠ ʝʬʝʢʪʠ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ ʩʝ ʷʚʷʚʘ ʪʦʚʘ, ʯʝ 

ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ, ʬʦʨʤʠʨʘʥʝʪʦ, ʨʝʘʣʠʟʘʮʠʷʪʘ ʠ ʧʦʪʨʝʙʣʝʥʠʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʫʩʣʫʛʠ ʧʦʨʘʞʜʘ ʠ ʜʦʧʲʣʥʠʪʝʣʥʠ ʨʘʟʭʦʜʠ ʠ ʜʦʧʲʣʥʠʪʝʣʥʠ ʠʟʛʦʜʠ, ʢʘʪʦ ʧʨʠ ʪʦʚʘ 

ʚʩʝʢʠ ʫʯʘʩʪʥʠʢ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ ʩʝ ʩʪʨʝʤʠ ʜʘ ʧʨʝʭʚʲʨʣʠ ʠʟʜʨʲʞʢʠʪʝ ʥʘ 

ʜʨʫʛʠʪʝ, ʘ ʠʟʛʦʜʠʪʝ - ʜʘ ʧʨʠʩʚʦʠ ʟʘ ʩʝʙʝ ʩʠ. ɿʘʪʦʚʘ ʩʝ ʧʦʣʟʚʘ ʢʘʪʦ ʥʘʟʚʘʥʠʝ ʥʘ ʪʦʚʘ 

ʷʚʣʝʥʠʝ ʧʦʥʷʪʠʝʪʦ ʚʲʥʰʥʠ ʝʬʝʢʪʠ. ʊʝʟʠ ʝʬʝʢʪʠ ʤʦʞʝ ʜʘ ʩʘ ʧʦʣʦʞʠʪʝʣʥʠ ʠ 

ʦʪʨʠʮʘʪʝʣʥʠ. ʊʝ ʩʘ ʧʦʣʦʞʠʪʝʣʥʠ, ʢʦʛʘʪʦ ʩʘ ʜʦʭʦʜʠ ʥʘ ʥʝʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʦʨʛʘʥʠʟʘʮʠʠ 

ʚʲʚ ʚʨʲʟʢʘ ʩ ʫʚʝʣʠʯʘʚʘʥʝ ʥʘ ʨʝʘʣʠʟʠʨʘʥʠ ʫʩʣʫʛʠ, ʢʦʠʪʦ ʥʝ ʚʣʠʟʘʪ ʚ ʧʘʢʝʪʘ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ, ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘʪʘ ʥʘ ʨʝʛʠʦʥʘ ʚʲʚ ʚʨʲʟʢʘ ʩ 

ʪʫʨʠʟʤʘ, ʨʲʩʪʘ ʥʘ ʟʘʧʣʘʪʘʪʘ, ʫʚʝʣʠʯʘʚʘʥʝʪʦ ʥʘ ʙʨʦʷ ʥʘ ʨʘʙʦʪʥʠʪʝ ʤʝʩʪʘ ʠ 

ʚʘʢʘʥʮʠʠʪʝ, ʨʲʩʪʘ ʥʘ ʜʲʨʞʘʚʥʠʪʝ ʜʦʭʦʜʠ ʟʘ ʩʤʝʪʢʘ ʥʘ ʜʘʥʲʮʠ ʠ ʪʘʢʩʠ. ʆʪʨʠʮʘʪʝʣʥʠ 

ʚʲʥʰʥʠ ʝʬʝʢʪʠ ʩʘ: ʟʘʤʲʨʩʷʚʘʥʝʪʦ ʥʘ ʚʦʜʠʪʝ, ʚʲʟʜʫʭʘ, ʙʦʢʣʫʢʘ, ʰʫʤʘ, ʚʨʝʜʘʪʘ ʥʘ 

ʞʠʚʘʪʘ ʧʨʠʨʦʜʘ, ʠʟʟʝʤʚʘʥʝʪʦ ʥʘ ʪʝʨʠʪʦʨʠʠ, ʧʨʠʛʦʜʥʠ ʟʘ ʮʝʣʠ ʥʝʩʚʲʨʟʘʥʠ ʩ ʪʫʨʠʟʤʘ ʠ 

ʜʨ. ʗʚʥʦ, ʯʝ ʚ ʪʫʨʠʟʤʘ ʧʨʠʥʮʠʧʥʦ ʟʥʘʯʝʥʠʝ ʧʨʠʜʦʙʠʚʘʪ ʦʪʯʠʪʘʥʝʪʦ ʥʘ ʷʚʥʠʪʝ 

(ʩʯʝʪʦʚʦʜʥʠʪʝ) ʨʘʟʭʦʜʠ ʩ ʯʠʩʪʦ ʧʘʟʘʨʝʥ ʭʘʨʘʢʪʝʨ, ʥʝʷʚʥʠʪʝ ʨʘʟʭʦʜʠ ʩ ʭʘʨʘʢʪʝʨ ʥʘ 

ʧʨʦʧʫʩʥʘʪʠ ʠʢʦʥʦʤʠʯʝʩʢʠ ʚʲʟʤʦʞʥʦʩʪʠ, ʘ ʩʲʱʦ ʠ ʩʦʮʠʘʣʥʠʪʝ ʨʘʟʭʦʜʠ ʩ ʦʩʦʙʝʥʦ 

ʩʦʮʠʘʣʥʦ-ʠʢʦʥʦʤʠʯʝʩʢʦ ʟʥʘʯʝʥʠʝ ʟʘ ʜʘʜʝʥ ʨʝʛʠʦʥ. 

 

ʆʙʩʪʦʷʪʝʣʩʪʚʘ ʧʨʠ ʢʦʠʪʦ ʬʫʥʢʮʠʦʥʠʨʘ ʠʢʦʥʦʤʠʯʝʩʢʠ ʤʝʭʘʥʠʟʲʤ ʥʘ ʪʫʨʠʟʤʘ ʚ 

ʩʲʚʨʝʤʝʥʥʠʪʝ ʫʩʣʦʚʠʷ 

ʆʙʱʘʪʘ ʢʘʨʪʠʥʘ ʥʘ ʠʢʦʥʦʤʠʯʝʩʢʠʷ ʤʝʭʘʥʠʟʲʤ ʥʘ ʬʫʥʢʮʠʦʥʠʨʘʥʝ ʥʘ ʪʫʨʠʟʤʘ ʚ 

ʩʲʚʨʝʤʝʥʥʠʪʝ ʫʩʣʦʚʠʷ ʤʦʞʝ ʜʘ ʙʲʜʝ ʨʘʟʢʨʠʪʘ ʧʨʠ ʦʪʯʠʪʘʥʝ ʥʘ ʩʣʝʜʥʠʪʝ 

ʦʙʩʪʦʷʪʝʣʩʪʚʘ: 

-  ʉʲʚʨʝʤʝʥʥʠʷʪ ʪʫʨʠʟʲʤ ʜʝʡʩʪʚʘ ʚ ʧʘʟʘʨʥʘ ʩʨʝʜʘ, ʢʦʥʪʨʦʣʠʨʘʥʘ ʠ 

ʨʝʛʫʣʠʨʘʥʘ ʦʪ ʜʲʨʞʘʚʘʪʘ ʠ ʜʨʫʛʠ ʬʠʥʘʥʩʦʚʠ ʠ ʠʢʦʥʦʤʠʯʝʩʢʠ ʠʥʩʪʠʪʫʪʠ ʠ 

ʦʨʛʘʥʠʟʘʮʠʠ. ʆʪ ʪʦʚʘ ʩʣʝʜʚʘ ʯʝ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʬʠʨʤʠ ʠ ʦʨʛʘʥʠʟʘʮʠʠ ʜʝʡʩʪʚʘʪ ʥʘ 

ʦʩʥʦʚʘʪʘ ʥʘ ʪʨʠ ʙʘʟʦʚʠ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʨʠʥʮʠʧʠ: 

¶ ʪʝ ʧʨʝʜʧʦʯʠʪʘʪ ʩʚʦʙʦʜʘʪʘ ʥʘ ʩʪʦʧʘʥʠʩʚʘʥʝ ʠ ʩʣʝʜʦʚʘʪʝʣʥʦ ʩʚʦʙʦʜʘʪʘ ʥʘ 

ʠʥʠʮʠʘʪʠʚʘ ʠ ʦʪʛʦʚʦʨʥʦʩʪ; 

¶ ʪʷʭʥʘʪʘ ʩʪʦʧʘʥʩʢʘ ʜʝʡʥʦʩʪ ʩʝ ʧʦʜʯʠʥʷʚʘ ʥʘ ʟʘʢʦʥʠʪʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ ï 

ʟʘʢʦʥʘ ʟʘ ʩʪʦʡʥʦʩʪʪʘ, ʟʘ ʪʲʨʩʝʥʝʪʦ ʠ ʧʨʝʜʣʘʛʘʥʝʪʦ, ʟʘ ʢʦʥʢʫʨʝʥʮʠʷʪʘ, ʧʘʨʠʯʥʦʪʦ 

ʦʙʨʲʱʝʥʠʝ, ʮʝʥʦʦʙʨʘʟʫʚʘʥʝʪʦ; 

¶ ʜʲʨʞʘʚʥʠʪʝ ʠ ʦʙʱʝʩʪʚʝʥʠ ʠʥʩʪʠʪʫʪʠ ʠ ʢʦʥʢʨʝʪʥʦ ʧʨʦʬʩʲʶʟʠʪʝ ʧʨʝʜʧʨʠʝʤʘʪ 
ʦʧʠʪʠ ʜʘ ʨʝʛʫʣʠʨʘʪ ʧʘʟʘʨʥʠʪʝ ʧʨʦʮʝʩʠ ʚ ʪʫʨʠʟʤʘ, ʩ ʮʝʣ ʜʘ ʧʨʠʚʥʝʩʘʪ ʚ ʪʫʨʠʟʤʘ 

ʩʦʮʠʘʣʥʦ ʠ ʥʨʘʚʩʪʚʝʥʦ ʥʘʯʘʣʦ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ ʪʫʨʠʩʪʘ, ʧʨʠʨʦʜʘʪʘ ʠ ʦʙʱʝʩʪʚʦʪʦ; 

ɺ ʪʫʨʠʟʤʘ ʩʲʱʦ ʪʨʷʙʚʘ ʜʘ ʩʝ ʠʟʙʷʛʚʘʪ ʜʚʝʪʝ ʢʨʘʡʥʦʩʪʠ ï ʘʙʩʦʣʶʪʥʘ 

ʢʦʤʝʨʩʠʘʣʠʟʘʮʠʷ ʠ ʯʠʩʪʦ ʘʜʤʠʥʠʩʪʨʘʪʠʚʥʘʪʘ ʦʨʛʘʥʠʟʘʮʠʷ. ʀʟʢʫʩʪʚʦʪʦ ʪʫʢ ʧʨʠ 

ʩʲʚʨʝʤʝʥʥʠʷ ʪʫʨʠʟʲʤ ʝ ʜʘ ʩʝ ʩʲʝʜʠʥʷʪ ʧʘʟʘʨʥʦʪʦ ʠ ʠʥʩʪʠʪʫʮʠʦʥʘʣʥʦʪʦ ʨʝʛʫʣʠʨʘʥʝ; 

         1. ʌʫʥʢʮʠʦʥʠʨʘʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʬʠʨʤʠ ʚ ʧʘʟʘʨʥʘ ʩʨʝʜʘ ʠʟʠʩʢʚʘ 

ʠʟʫʯʘʚʘʥʝ ʥʘ ʟʘʢʦʥʦʤʝʨʥʦʩʪʠʪʝ ʠ ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ. ʊʦʚʘ 
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ʦʟʥʘʯʘʚʘ ʯʝ ʩʲʚʨʝʤʝʥʥʘʪʘ ʠʢʦʥʦʤʠʢʘ ʥʘ ʪʫʨʠʟʤʘ ʪʨʷʙʚʘ ʜʘ ʧʨʝʜʚʠʞʜʘ ʚʩʝʩʪʨʘʥʝʥ 

ʘʥʘʣʠʟ ʥʘ ʪʲʨʩʝʥʝʪʦ ʠ ʧʨʝʜʣʘʛʘʥʝʪʦ, ʢʘʪʦʧʨʠ ʠʟʫʯʘʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ 

ʚʥʠʤʘʥʠʝʪʦ ʜʘ ʩʝ ʩʲʩʨʝʜʦʪʦʯʠ ʥʘ: 

¶ ʤʝʭʘʥʠʟʤʘ ʥʘ ʬʫʥʢʮʠʦʥʠʨʘʥʝ ʥʘ ʧʘʟʘʨʘ, ʥʝʛʦʚʘ ʩʝʛʤʝʥʪʘʮʠʷ ʠ ʩʝʟʦʥʝʥ ʭʘʨʘʢʪʝʨ; 

¶ ʬʫʥʢʮʠʠʪʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ ʠ ʥʝʛʦʚʠʪʝ ʩʝʛʤʝʥʪʠ; 

¶ ʬʦʨʤʠʨʘʥʝʪʦ ʥʘ ʮʝʥʠʪʝ ʠ ʮʝʥʦʦʙʨʘʟʫʚʘʥʝʪʦ ʚ ʪʫʨʠʟʤʘ; 

¶ ʠʟʫʯʘʚʘʥʝʪʦ ʥʘ ʬʘʢʪʦʨʠʪʝ ʚʣʠʷʝʱʠ ʥʘ ʪʲʨʩʝʥʝʪʦ ʠ ʚʣʠʷʥʠʝʪʦ ʥʘ ʮʝʥʠʪʝ ʠ 
ʜʦʭʦʜʠʪʝ ʥʘ ʧʣʘʪʝʞʦʩʧʦʩʦʙʥʦʪʦ ʪʲʨʩʝʥʝ; 

¶ ʠʟʫʯʘʚʘʥʝʪʦ ʥʘ ʬʘʢʪʦʨʠʪʝ ʚʣʠʷʝʱʠ ʥʘ ʧʨʝʜʣʘʛʘʥʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ, ʘ 
ʩʲʱʦ ʠʟʫʯʘʚʘʥʝ ʚʣʠʷʥʠʝʪʦ ʥʘ ʮʝʥʠʪʝ ʠ ʥʝʮʝʥʦʚʠʪʝ ʬʘʢʪʦʨʠ (ʠʥʚʝʩʪʠʮʠʠ ʠ ʜʨʫʛʠ 

ʥʝʮʝʥʦʚʠ ʜʝʪʝʨʤʠʥʘʥʪʠ ʥʘ ʧʨʝʜʣʘʛʘʥʝʪʦ) 

2. ʀʢʦʥʦʤʠʯʝʩʢʦ ʨʘʚʥʦʚʝʩʠʝ ʟʘ ʜʲʣʲʛ ʧʝʨʠʦʜ ʠʟʠʩʢʚʘ ʜʲʣʙʦʢ ʬʠʥʘʥʩʦʚʦ 

ʠʢʦʥʦʤʠʯʝʩʢʠ ʘʥʘʣʠʟ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ (ʩʪʨʫʢʪʫʨʘ, ʪʝʥʜʝʥʮʠʠ ʠ ʫʩʣʦʚʠʷ 

ʟʘ ʨʘʟʚʠʪʠʝ, ʬʫʥʢʮʠʦʥʘʣʥʘ ʨʦʣʷ ʠ ʥʘʩʦʯʝʥʦʩʪ). ɸʥʘʣʠʟʲʪ ʥʘ ʨʝʩʫʨʩʠʪʝ ʠ ʥʘ ʮʷʣʘʪʘ 

ʤʘʪʝʨʠʘʣʥʦ-ʪʝʭʥʠʯʝʩʢʘ ʙʘʟʘ ʥʘ ʪʫʨʠʟʤʘ ʧʦʟʚʦʣʷʚʘ ʧʨʠʙʣʠʞʘʚʘʥʝ ʢʲʤ ʨʝʰʝʥʠʷʪʘ ʥʘ 

ʚʲʧʨʦʩʠʪʝ ʟʘ ʨʝʘʣʥʠʪʝ ʚʲʟʤʦʞʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʨʝʜʣʘʛʘʥʝ, ʥʘ ʨʘʚʥʦʚʝʩʠʝʪʦ 

ʥʘ ʪʲʨʩʝʥʝʪʦ ʠ ʧʨʝʜʣʘʛʘʥʝʪʦ ʠ ʥʘ ʢʘʯʝʩʪʚʦʪʦ. 

3. ʅʘʡ-ʚʘʞʥʠʷʪ ʧʨʦʙʣʝʤ ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʷʚʷʚʘ 

ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʨʘʙʦʪʥʘʪʘ ʩʠʣʘ ʚ ʦʪʨʘʩʲʣʘ. ʊʦʚʘ ʠʟʠʩʢʚʘ ʜʲʣʙʦʢ ʘʥʘʣʠʟ ʥʘʡ-ʚʝʯʝ ʥʘ 

ʧʨʦʠʟʚʦʜʠʪʝʣʥʦʩʪʪʘ ʥʘ ʪʨʫʜʘ ʠ ʥʘ ʪʨʫʜʦʝʤʢʦʩʪʪʘ ʥʘ ʧʨʦʜʫʢʪʠʪʝ. 

4. ʀʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʚ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʦʩʥʦʚʝʥ ʧʨʦʙʣʝʤ ʠʟʩʣʝʜʚʘ 

ʚʲʧʨʦʩʘ ʟʘ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ ʠ ʧʦʚʝʜʝʥʠʝʪʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʬʠʨʤʠ ʥʘ 

ʧʘʟʘʨʘ. ʊʦʚʘ ʧʨʝʜʧʦʣʘʛʘ ʟʘʯʠʪʘʥʝ ʩʧʝʮʠʬʠʢʘʪʘ ʥʘ ʧʨʝʜʧʨʠʝʤʘʯʝʩʢʘʪʘ ʜʝʡʥʦʩʪ ʚ 

ʪʫʨʠʟʤʘ, ʜʲʣʙʦʢʦ ʧʦʟʥʘʚʘʥʝ ʥʘ ʢʦʤʝʨʯʝʩʢʘʪʘ ʩʤʝʪʢʘ, ʧʣʘʥʠʨʘʥʝ ʥʘ ʜʝʡʥʦʩʪʪʘ ʠ 

ʛʣʘʚʥʦ ʙʠʟʥʝʩ-ʧʣʘʥʠʨʘʥʝ ʠ ʟʥʘʥʠʝ ʟʘ ʩʯʝʪʦʚʦʜʥʠʷ ʦʪʯʝʪ.ʅʘʡ-ʚʘʞʥʠʷʪ ʧʨʦʙʣʝʤ ʥʘ 

ʧʨʝʜʧʨʠʝʤʘʯʠʪʝ ʚ ʪʫʨʠʟʤʘ ʝ ʘʥʘʣʠʟʘ ʥʘ ʠʟʜʨʲʞʢʘʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʬʠʨʤʘ, 

ʧʝʯʘʣʙʘʪʘ, ʧʨʠʭʦʜʠʪʝ ʠ ʧʨʝʜʝʣʥʠʷ ʜʦʭʦʜ. ʅʘ ʪʘʟʠ ʙʘʟʘ ʩʝ ʨʝʰʘʚʘ ʚʲʧʨʦʩʘ ʟʘ 

ʧʦʚʝʜʝʥʠʝʪʦ ʥʘ ʬʠʨʤʘʪʘ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ. 

5. ʅʘʡ-ʚʘʞʥʠʷʪ ʨʘʟʜʝʣ ʥʘ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʩʝ ʷʚʷʚʘ ʘʥʘʣʠʟʘ ʥʘ 

ʬʘʢʪʦʨʠʪʝ: ʜʦʭʦʜʠ, ʨʘʙʦʪʥʘ ʟʘʧʣʘʪʘ, ʮʝʥʘ ʥʘ ʪʨʫʜʘ, ʣʠʭʚʝʥ ʧʨʦʮʝʥʪ, ʮʝʥʘ ʥʘ 

ʢʘʧʠʪʘʣʘ, ʪʫʨʠʩʪʠʯʝʩʢʘ ʨʝʥʪʘ.ʆʩʦʙʝʥʦ ʚʥʠʤʘʥʠʝ ʪʨʷʙʚʘ ʜʘ ʩʝ ʦʪʜʝʣʷ ʥʘ ʧʨʦʙʣʝʤʘ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʨʝʥʪʘ ʠ ʥʘ ʧʨʝʜʝʣʥʠʷ ʧʨʦʜʫʢʪ. ʊʦʚʘ ʧʦʟʚʦʣʷʚʘ ʜʘ ʩʝ ʦʧʨʝʜʝʣʷʪ 

ʠʟʪʦʯʥʠʮʠʪʝ ʥʘ ʚʲʪʨʝʰʥʦʪʦ ʩʘʤʦʬʠʥʘʥʩʠʨʘʥʝ ʚ ʪʫʨʠʟʤʘ ʠ ʜʘ ʩʝ ʫʩʪʘʥʦʚʠ ʛʨʘʥʠʮʘʪʘ 

ʥʘ ʧʨʦʠʟʚʦʜʠʪʝʣʥʦʩʪʪʘ ʥʘ ʬʘʢʪʦʨʠʪʝ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ ʚ ʩʬʝʨʘʪʘ ʥʘ ʪʫʨʠʟʤʘ. 

6. ʀʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʦʨʛʘʥʠʯʝʩʢʠ ʚʢʣʶʯʚʘ ʬʠʥʘʥʩʦʚʠʪʝ 

ʧʨʦʙʣʝʤʠ ï ʬʠʥʘʥʩʦʚʠʪʝ ʨʝʩʫʨʩʠ ʥʘ ʩʘʤʘʪʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʬʠʨʤʘ, ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʟʘ 

ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʢʨʝʜʠʪ, ʚʟʘʠʤʦʦʪʥʦʰʝʥʠʷʪʘ ʩ ʙʘʥʢʠʪʝ ʠ ʙʘʥʢʦʚʘʪʘ ʩʠʩʪʝʤʘ, 

ʦʪʥʦʰʝʥʠʷʪʘ ʩ ʙʶʜʞʝʪʘ ʥʘ ʚʩʠʯʢʠ ʨʘʚʥʠʱʘ ʠ ʜʘʥʲʯʥʦʪʦ ʦʙʣʘʛʘʥʝ. ʇʦʩʣʝʜʥʠʪʝ 

ʚʲʧʨʦʩʠ ʥʘ ʬʠʥʘʥʩʠʨʘʥʝʪʦ ʠ ʜʘʥʲʯʥʦʪʦ ʦʙʣʘʛʘʥʝ ʚ ʪʫʨʠʟʤʘ ʩʝʛʘ ʠʤʘʪ ʠʟʢʣʶʯʠʪʝʣʥʦ 

ʟʥʘʯʝʥʠʝ. 

7. ʉʣʝʜ 1990 ʛ. ʩʪʘʥʘʭʘ ʜʲʣʙʦʢʠ ʠʢʦʥʦʤʠʯʝʩʢʠ ʧʨʝʦʙʨʘʟʦʚʘʥʠʷ ʚ 

ɹʲʣʛʘʨʠʷ ï ʧʨʠʚʘʪʠʟʘʮʠʷ, ʘʛʨʘʨʥʘ ʨʝʬʦʨʤʘ, ʣʠʙʝʨʘʣʠʟʘʮʠʷ ʥʘ ʮʝʥʠʪʝ, ʩʚʦʙʦʜʝʥ 

ʦʙʤʝʥ ʥʘ ʚʘʣʫʪʘ, ʠʥʬʣʘʮʠʷ, ʧʘʜʘʥʝ ʥʘ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ, ʢʦʠʪʦ ʩʝ ʦʪʨʘʟʠʭʘ ʥʘ ʪʫʨʠʟʤʘ. 

ʀʟʤʝʥʠ ʩʝ ʪʠʧʲʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʦʪʦ ʧʨʝʜʧʨʠʷʪʠʝ, ʦʨʛʘʥʠʟʘʮʠʷʪʘ ʥʘ ʪʫʨʠʟʤʘ ʠ 

ʥʘʩʪʲʧʠʭʘ ʨʝʜʠʮʘ ʠʟʤʝʥʝʥʠʷ ʚ ʧʨʦʠʟʚʦʜʩʪʚʝʥʠʪʝ ʤʦʱʥʦʩʪʠ ʠ ʩʪʨʫʢʪʫʨʘʪʘ ʥʘ ʄʊɹ, ʚ 

ʙʨʦʷ ʠ ʩʪʨʫʢʪʫʨʘʪʘ ʥʘ ʧʨʠʩʪʠʛʘʱʠʪʝ ʚ ʩʪʨʘʥʘʪʘ ʠ ʟʘʤʠʥʘʚʘʱʠ ʦʪ ʩʪʨʘʥʘʪʘ ʪʫʨʠʩʪʠ. 
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8. ʊʝʞʢʦʪʦ ʠʢʦʥʦʤʠʯʝʩʢʦ ʠ ʬʠʥʘʥʩʦʚʦ ʧʦʣʦʞʝʥʠʝ ʥʘ ʙʲʣʛʘʨʩʢʠʷ  

ʪʫʨʠʟʲʤ ʠʟʦʩʪʨʠ ʠ ʩʦʮʠʘʣʥʠʪʝ ʘʩʧʝʢʪʠ ʥʘ ʧʨʦʙʣʝʤʘ. ʇʘʜʘʥʝʪʦ ʥʘ ʞʠʟʥʝʥʦʪʦ 

ʨʘʚʥʠʱʝ, ʩʲʢʨʘʱʘʚʘʥʝʪʦ ʥʘ ʨʝʘʣʥʠʪʝ ʜʦʭʦʜʠ, ʨʷʟʢʘʪʘ ʜʠʬʝʨʝʥʮʠʘʮʠʷ ʥʘ ʜʦʭʦʜʠ, 

ʛʦʣʷʤʘʪʘ ʯʘʩʪ ʦʪ ʥʘʩʝʣʝʥʠʝʪʦ ʩ ʜʦʭʦʜʠ ʧʦʜ ʤʠʥʠʤʫʤʘ ʦʙʝʢʪʠʚʥʦ ʧʦʚʜʠʛʥʘʭʘ ʚʲʧʨʦʩʘ 

ʟʘ ʩʦʮʠʘʣʥʠʪʝ ʘʩʧʝʢʪʠ ʥʘ ʧʨʦʙʣʝʤʘ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ, ʪ.ʝ. ʧʨʝʜʠʟʚʠʢʘ 

ʚʥʠʤʘʥʠʝ ʩʦʮʠʘʣʥʠʷ ʪʫʨʠʟʲʤ ʚʲʚ ʚʩʠʯʢʠ ʬʦʨʤʠ ʥʘ ʥʝʛʦʚʦʪʦ ʧʨʦʷʚʷʚʘʥʝ ʠ ʚʠʜʦʚʝ. 

9. ɺ ʫʩʣʦʚʠʷʪʘ ʥʘ ʧʲʣʥʘ ʦʪʢʨʠʪʦʩʪ ʥʘ ʥʘʮʠʦʥʘʣʥʠʷ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʟʘʨ 

ʧʨʝʜ ʩʚʝʪʦʚʥʠʷ ʧʘʟʘʨ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ, ʙʲʣʛʘʨʩʢʠʷʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʟʘʨ ʩʪʘʥʘ 

ʬʦʨʤʘ ʥʘ ʤʝʞʜʫʥʘʨʦʜʥʘ ʪʲʨʛʦʚʠʷ ʠ ʩʨʝʜʩʪʚʦ ʟʘ ʠʟʥʘʩʷʥʝ ʥʘ ʚʘʣʫʪʥʠ ʜʦʭʦʜʠ ʟʘʜ 

ʛʨʘʥʠʮʘ. 

 
III.  ɿʘʢʣʶʯʝʥʠʝ 

 

ʄʦʜʝʣʠʪʝ ʥʘ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ ʚ ʤʠʥʘʣʦʪʦ ʠ ʩʝʛʘ ʩʘ ʜʦʚʝʣʠ ʜʦ ʚʠʩʠʢʠ 

ʨʘʚʥʠʱʘ ʥʘ ʟʘʤʲʨʩʷʚʘʥʝ, ʚʣʦʰʦʚʦʥʝ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʠʟʯʝʨʧʚʘʥʝ ʥʘ 

ʧʨʠʨʦʜʥʠʪʝ ʨʝʩʫʨʩʠ. 

ʇʦʣʠʪʠʢʘʪʘ ʥʘ ɽʉ ʚ ʦʙʣʘʩʪʪʘ ʥʘ ʦʪʧʘʜʲʮʠʪʝ ʠʤʘ ʜʲʣʛʘ ʠʩʪʦʨʠʷ ʠ ʪʨʘʜʠʮʠʦʥʥʦ ʝ ʙʠʣʘ 

ʩʲʩʨʝʜʦʪʦʯʝʥʘ ʚʲʨʭʫ ʧʦ-ʫʩʪʦʡʯʠʚʦ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʦʪʧʘʜʲʮʠʪʝ ʦʪ ʛʣʝʜʥʘ ʪʦʯʢʘ ʥʘ 

ʦʧʘʟʚʘʥʝ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ʇʲʪʥʘʪʘ ʢʘʨʪʘ ʟʘ ʝʬʝʢʪʠʚʥʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ ʚ 

ɽʚʨʦʧʘ ʠ ʧʘʢʝʪʘ ʟʘ ʢʨʲʛʦʚʘ ʠʢʦʥʦʤʠʢʘ ʚʲʚʝʞʜʘʪ ʥʦʚʠ ʮʝʣʠ ʥʘ ʫʧʨʘʚʣʝʥʠʝ ʥʘ 

ʦʪʧʘʜʲʮʠʪʝ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ ʧʨʝʜʦʪʚʨʘʪʷʚʘʥʝʪʦ, ʧʦʚʪʦʨʥʘʪʘ ʫʧʦʪʨʝʙʘ, 

ʨʝʮʠʢʣʠʨʘʥʝʪʦ ʠ ʜʝʧʦʥʠʨʘʥʝʪʦ ʥʘ ʦʪʧʘʜʲʮʠʪʝ. 

ʄʦʜʘʪʘ ʚ ɽʚʨʦʧʘ ʝ ʜʘ ʩʝ ʥʘʣʘʛʘ ʢʨʲʛʦʚʠʷ, ʟʘʪʚʦʨʝʥ ʪʫʨʠʟʲʤ. ʊʦʚʘ ʝ ʛʘʨʘʥʮʠʷ ʜʘ ʩʝ 

ʩʲʟʜʘʚʘʪ ʧʨʝʜʧʦʩʪʘʚʢʠ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʩʝʢʪʦʨʘ. ɺ ʤʦʤʝʥʪʘ ʢʨʲʛʦʚʘʪʘ 

ʠʢʦʥʦʤʠʢʘ ʝ ʢʣʶʯʦʚ ʧʨʠʦʨʠʪʝʪ ʚ ɽʂ, ʥʝ ʩʘʤʦ ʚ ʩʬʝʨʘʪʘ ʥʘ ʪʫʨʠʟʤʘ. ʇʨʠ ʥʝʷ ʱʝ ʩʝ 

ʩʲʟʜʘʜʝ ʩʝʢʪʦʨ ʚ ʪʫʨʠʟʤʘ, ʢʦʡʪʦ ʱʝ ʝ ʩʚʲʨʟʘʥ ʩ ʙʠʦʨʘʟʛʨʘʜʠʤʠʪʝ ʦʪʧʘʜʲʮʠ.  

ʉʧʦʨʝʜ ʠʟʠʩʢʚʘʥʠʷʪʘ ʥʘ ɽʉ ʜʦ 2020 ʛ. ʩʪʨʘʥʘʪʘ ʥʠ ʪʨʷʙʚʘ ʜʘ ʝ ʧʨʝʨʘʙʦʪʠʣʘ 50% ʦʪ 

ʨʝʮʠʢʣʠʨʫʝʤʠʪʝ ʦʪʧʘʜʲʮʠ, ʘ ʜʦ 2030 ʛ. ʪʦʟʠ ʧʨʦʮʝʥʪ ʩʝ ʧʦʢʘʯʚʘ ʥʘ 70%. 

ɺʩʠʯʢʦ ʪʦʚʘ ʧʨʝʚʨʲʱʘ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ ʪʫʨʠʟʤʘ ʚ ʥʘʰʝ ʚʨʝʤʝ ʚ ʝʜʥʘ ʦʪ ʥʘʡ-ʚʘʞʥʠʪʝ 

ʠʢʦʥʦʤʠʯʝʩʢʠ ʥʘʫʢʠ, ʦʪʧʨʘʚʷ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʠ ʪʲʨʩʠ ʨʝʰʝʥʠʝ. 
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ʀʅʆɺɸʎʀʀ ɿɸ ʋʉʊʆʁʏʀɺʆʉʊ ɺ ʊʋʈʀɿʄɸ ʀ 

ɻʆʉʊʆʇʈʀɽʄʉʊɺʆʊʆ 

 

ɻʣ. ʘʩ. ʜ-ʨ ʄʠʨʦʩʣʘʚʘ ɼʠʤʠʪʨʦʚʘ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  

 

INNOVATIONS FOR SUSTAINABILITY IN TOURISM AND 

HOSPITALITY  
 

Assist. prof. Miroslava Dimitrova, Ph.D., Varna University of Management 

 
ʈʝʟʶʤʝ: ʊʫʨʠʟʤʲʪ ʢʘʪʦ ʛʣʦʙʘʣʥʘ ʠʥʜʫʩʪʨʠʷ ʤʦʞʝ ʜʘ ʩʪʠʤʫʣʠʨʘ ʚ ʟʥʘʯʠʪʝʣʥʘ ʩʪʝʧʝʥ 

ʧʨʝʭʦʜʘ ʢʲʤ ʫʩʪʦʡʯʠʚʘ ʠʢʦʥʦʤʠʢʘ. Ăɿʝʣʝʥʠʪʝñ ʠʥʚʝʩʪʠʮʠʠ ʚ ʪʫʨʠʟʤʘ ʠʤʘʪ ʤʥʦʞʝʩʪʚʦ 

ʧʦʟʠʪʠʚʠ ʚʲʨʭʫ ʢʦʤʧʘʥʠʷʪʘ, ʧʨʠʨʦʜʘʪʘ, ʪʫʨʠʩʪʠʪʝ ʠ ʦʙʱʝʩʪʚʦʪʦ ʢʘʪʦ ʮʷʣʦ. ʅʘʩʪʦʷʱʠʷʪ 

ʜʦʢʣʘʜ ʧʨʝʜʩʪʘʚʷ ʨʘʟʣʠʯʥʠ ʨʝʰʝʥʠʷ ʠ ʠʥʦʚʘʮʠʠ ʟʘ ʫʩʪʦʡʯʠʚʦ ʫʧʨʘʚʣʝʥʠʝ ʥʘ ʦʧʝʨʘʮʠʠʪʝ ʚ 

ʪʫʨʠʟʤʘ ʠ ʛʦʩʪʦʧʨʠʝʤʩʪʚʦʪʦ ʢʘʪʦ ʢʦʥʩʝʨʚʠʨʘʥʝ ʥʘ ʝʥʝʨʛʠʷ ʠ ʚʦʜʥʠ ʨʝʩʫʨʩʠ, ʫʧʨʘʚʣʝʥʠʝ ʥʘ 

ʦʪʧʘʜʲʮʠʪʝ, ʘʚʪʦʤʘʪʠʟʘʮʠʷ ʥʘ ʫʩʣʫʛʠʪʝ ʠ ʜʨ.  

 

 ʂʣʶʯʦʚʠ ʜʫʤʠ: ʟʝʣʝʥ ʪʫʨʠʟʲʤ, ʠʥʦʚʘʮʠʠ ʚ ʪʫʨʠʟʤʘ ʠ ʛʦʩʪʦʧʨʠʝʤʩʪʚʦʪʦ, 

ʫʩʪʦʡʯʠʚʦʩʪ ʚ ʪʫʨʠʟʤʘ 

 

Abstract:  Tourism as a global industry has a significant capacity to instigate the transition 

towards sustainable green economy. Investments in green tourism could lead to a number of 

positive outcomes for the company, the environment, the tourists and the society as a whole. The 

paper discusses various green solutions and innovations for sustainable tourism management such 

as energy efficiency, waste and water management, automation of services etc.   

 

Key words: green tourism, innovations in tourism and hospitality, sustainability in tourism 
 

 

          Introduction  

The tourism and hospitality industry is responsible for the environmental pollution, 

loss of cultural heritage and the deterioration of the destination as a whole. The mass 

tourism development that took place predominant in the last century lead to construction of 

huge tourism resorts which altered the physical environment and transformed the authentic 

looks of the destination. In addition, transportation companies (especially airlines) are 

among the greatest producer of carbon dioxide and greenhouse gas emissions at the global 

scale. The hospitality industry is responsible of water depletion which lead to a number of 

environmental and social issues. The rapid growth of cruise industry poses new problems 

mainly with ocean pollution and waste management.  

Taking into consideration the negative impacts created by the tourist industries and 

in view with the new trends toward sustainability, many enterprises have made significant 

and commendable efforts toward eco-friendlier operations and activities. As a result, there 

is growing demand for businesses that involve sustainability approaches in their everyday 

operations and management. The entrepreneurs in tourism and hospitality have begun to 

realize the importance of being part of the global ñgreenò community and opt for 

incorporating innovative and eco-friendly solutions on every stage of their production and 

technological cycle. The motives are both, altruistic and profit driven. On one hand those 

enterprises are inspired by the opportunity to bring about a positive change in the world 

and on the other, they are encouraged by the competitive advantage for their businesses on 
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a rapidly developed and lucrative markets. It is not a secret that the green practices 

translate into increased earnings because they appeal to more tourists, lead to cost 

optimization (such as the use of renewable and energy efficient solutions) and provide 

better return on investment. In addition, green investments are encouraged by a number of 

programs, projects and grants which provide financial incentive and administrative help to 

the sustainable operation of the tourism companies. In fact, the new trends today make it 

almost imperative for the travel enterprises to put the accent on the sustainability in the 

core of their marketing and management strategies. A failure to do so will result in 

significant opportunity loss not only for the environment but also for the competitiveness 

of the company on the global market. 

 Green solutions for sustainable tourism management and operations 

The tourism and hospitality companies take various actions towards implementing 

sustainability and eco-friendly approach and enhancing their environmental and social 

impacts. Some of those actions include: 

 Energy efficiency and switch to renewable energy sources 

Energy costs make up a large portion of tourism companiesô expenses. Hospitality 

sector especially is one of the highest energy intensive sectors within the tourism 

industries. Facing challenges such as rising energy prices and increasing global warming, it 

is worth considering various energy efficiency measurements. 

The main traditional energy sources for hospitality businesses are electricity and gas. 

Gas is used for cooking and heating (including water heating), while electricity goes 

mainly to cooling (air conditioning the rooms and premises, refrigerating and freezing), 

lightning, maintenance (pumps and fans) and the laundry. Energy efficiency means using 

less energy to perform the same tasks or functions while the renewable energy sources is 

switching from traditional to alternative fuels and sources such as solar, wind, water 

(hydropower), geothermal and biomass energy.  

The hotel industry has an immense potential to incorporate energy efficiency 

measures and utilize renewable energy sources (RES). While potential energy savings and 

better sustainable performance are main motives to introduce such solutions, other 

advantages are also such as: increased motivation of the employees, enhanced market 

visibility and implementation of innovations which results in better global competitiveness 

(Hotel Energy Solutions, 2011). 

It is estimated that a stand-alone RES system (e.g. wind or solar) could power all of 

a large scale hotelôs energy needs, including heating and air conditioning. Renewable 

energy transition will reduce costs by 50% and greenhouse gas emissions by 65%, and can 

pay for itself in less than five years (Timothy and Teye, 2009). 

Hotels, resorts, and small-scale lodging establishments can be built in ways that 

minimize energy use and waste and maximize natural energy and light. Designs that 

integrate skylights and face the direction of the sun during cooler seasons can lessen 

energy use and in the long-term be cost-effective. While such design implements cost 

money up front, they save capital in the long term.  

Some ñsmartò and cost effective solutions for enhancing energy efficiency include  

V Building and window isolation 

V Installation of sun shading devices 

V Landscaping (tree shadows could reduce cooling needs with up to 75%) 
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V Key card system to switch off electricity in guestrooms  

V Lightning control and motion sensors installation 

V Usage of electric appliances with high energy efficiency rating such as 

cooking, refrigerating and laundry appliances 

V Introduction of energy efficient heat pumps for heating, ventilation and 

cooling 

V Proper zoning and regulation of spaces consider heating and cooling 

(hotel sectors and individual guest rooms have their own independent heating and 

cooling control and could be shut off completely when not in usage) 

V High efficiency boilers and water heaters (including thermal insulation 

of boilers, water systems, domestic hot water tanks and water pipes) 

 
 

 Water conservation  

Water consumption should be a subject of special consideration, especially in areas 

where water demands are high but supplies are low. In some parts of the United States for 

example (California, Arizona, Nevada etc.) the residential use of water for gardening and 

landscaping is restricted, especially in the dry season. In other areas of the world, 

especially the Third world countries, which depend highly on the tourism industry for their 

economic development, the intensive water usage of the newly constructed hotel 

complexes (for golf courses, swimming pool and gardening) could pose pressure on the 

already scarce water resources and threaten the substantial needs of the local population. In 

Northern Zanzibar, for instance, the freshwater in the traditional sources ï wells in the 

village is completely depleted and the community depends on the import of water from 

further inland. Golf courses in Spain, for example compete for water with traditional 

industries such as agriculture.  

Water saving solutions vary in relation to the destination and type of the property. 

For example, the small guest houses spend considerably less water because they have 

better control over irrigation of the lawns and they donôt have that much water 

consumption activities such as swimming pool, spa and sports centers etc. In some tropical 

destination, some better landscaping and planning of the garden exposure could lead to 

better use of raining water due to less sun exposure of the lawns.  Rainwater collection in 

special cisterns and containers could serve as a storage during the rainy season and be used 

during the dry season. Gray water could also be re-utilized for irrigation purposes. Other 

water efficient solutions include efficient sprinkler and dripper systems to help keep water 

loss to a minimum, and compost and mulching coverage which protect the moist soil from 

rapid evaporation and erosion.  Many accommodations have installed dual-flush toilets, 

which allow users to choose a light flush or heavy flush. Some guestsô involvement 

programs are implemented in the luxurious hotels in order to minimize the laundry load 

from bed linen and towels. In this case the tourists have the option to choose to reuse the 

used the above mentioned materials it they are staying more than one night in the hotel.  

Waste management 

Waste management usually includes two related elements: 1) waste reduction and 2) 

recycling.  Waste reduction could be done via conscientious effort to optimize the use of 

disposable items and utilities as well as reduce packaging or at least make a transition from 

using plastic packaging to more easily biodegradable paper or wooden materials. It also 
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means optimizing the planning processes, inventory and the production operation. In some 

cases, as per example in all-inclusive and buffet style restaurants it requires educating 

guests and tourists to not take more food that they can actually eat. It is not only 

environmental but also socially responsible practices since the non-used food and 

ingredients may be donated to support local charitable activity as food for poor and be 

delivered to the people who need it.   

Unfortunately, hotels, restaurants and cruises are source of great amount of plastic, 

bio and food waste that goes into landfills, rivers, seas and oceans. A good solution to this 

problem can come from the recycling initiatives that some of the tourism establishments 

incorporate in their operations. Recycling does not only reduce waste, but also turns the 

waste into a useful substance or via up-cycling creates new products with added value 

based on waste materials. A good example of recycling practice are ski resorts who use 

broken ski equipment and snowboards as a raw material for furniture, flooring and other 

home and yard products.  

Recycling programs are usually done using separate deposit trash bins or boxes so 

that items of one kind could be collected together and later used for similar recycling 

processing. Examples of materials and items that could be recycled are wood, paper, glass, 

plastic, aluminum cans, other metals etc. Bins for separate garbage collection could be 

placed around the main common areas of the hotel (lobby, yard, pool area) and in the 

departments that would likely generate more of the waste ï as the kitchen and restaurant 

for example. This will not only be a good practice but may also enhance the ñgreenò image 

of the company.  Some resort companies have even gone so far as to hire garbage 

separating companies that sort recyclable material from non-recyclable waste, saving 

landfills hundreds of millions of tons of trash every year.  Many establishments have as 

well, decided to donate used furniture and electronics to charities rather than sending them 

to landfills. 

Composting is another popular technique to turn food waste into fertilized, rich soil 

for gardening. Its application is a must in any self-sufficient and full-cycle establishment 

such as eco lodges, guest houses, organic restaurants etc. Most of the waste materials 

gathered during the park and garden maintenance (such as lawn clipping, and old trees and 

branches) could be turned into compost or mulch and reused again.  

 

Buying green  

 

Buying green is a general term, describing the efforts for eco-friendly consumption. 

It can be as simple as using recyclable or glass drinking cups, low-energy light bulbs in 

hotel corridors, or warm air hand dryers in public toilets instead of paper towels. Not only 

are such efforts good for the environment, but they also often cut operating costs. Green 

buying for lodging businesses constitutes of biodegradable products such as eating 

utensils, cleaning solutions, soaps and shampoos and is an important part of any guest 

house or hotel environmental program. Similarly, for guest rooms, administrative offices, 

and kitchens, accommodation enterprises can purchase recycled content items such as 

take-out boxes and bags, stationary, toilet tissue, and other paper and plastic items made 

from previously recycled goods. Companies can also encourage consumers to utilize the 

Internet more so that fewer paper brochures and booklets will need to be produced. 

Likewise, some resorts and hotel companies are working with vendors to reduce the 

amount of packaging required for food and non-food items (Timothy and Teye, 2009). 

 



224 
 

 Supporting local producers 

This could be regarded as another aspect of buying green with an emphasis on 

buying fresh, seasonal and indigenous produce which are coming directly from the source 

with minimum need of transportation, processing and packaging. On one hand this practice 

leads to healthier and low-processed food options for the guests in the restaurants and 

eating establishments and on the other it supports the local community by sustaining 

farmers and small agricultural businesses and suppliers. Other way to boost local economy 

would be providing outlet (e.g. in the lobby of the hotel) of souvenirs, gifts, handicrafts 

and other items manufactured by local artisans.  

          Employees training and guests involvement 
 

The sustainability management and operations of the hospitality industry wonôt be 

effective if not supported by the staff and the customers (guests) of the hospitality 

organizations. The active involvement of both groups start with dissemination of 

information and the benefits and urgency for eco and green measurements implementation. 

Special seminars and training should be provided for the staff for the detailed procedures 

or technical solutions.  

The ongoing communication with the customer is the most effective way for 

behavior change and for instilling new patterns of consumption and sustainability values. 

Short inspirational videos, brochures and poster could be prepared and spread throughout 

the hotel (including the guestsô rooms, lobby areas, SPA centers etc.), outlining the 

environmental goals of the company and explaining how guests may contribute to them. 
 

 Innovations for sustainability 

Innovation is the implementation of a new or significantly improved product (good 

or service) or process, a new marketing method or a new organizational method in business 

practices or external relations (OECD, 2005). Tourism has advanced through a multitude 

of innovative practices over the last five decades (Richins, 2016). The innovations in 

tourism are evident on every level of production, marketing and distribution and could be 

found in major and minor products and services. 

Innovation is a means for obtaining competitive advantage in the tourism and 

hospitality sector. Innovations usually have positive impact on the financial outcomes but 

in the context of the growing awareness for sustainability, the innovation focus is more 

frequently aimed at producing social and environmental benefits or combating 

unsustainable or unethical practices. Both, sector specific and non-technological 

knowledge and innovations are crucial for the competitiveness of the tourism company 

(Souto, 2015). Critical factor for successful creation and implementation of the innovations 

is the knowledge. The knowledge is transformed into innovation only when it is applied in 

practice with the aim of meeting customersô needs. The technological innovation (known 

also as ñsector specificò or ñscientific knowledgeò) is the one produced within the 

company (by special research or development department) or could be obtained from 

outside (bought from academic research institution or copied and improved from 

competitors in the sector. The non-technological innovations (for example: new business 

model or concept) improves the overall performance of the company, its organization, 

inner structure, logistics, marketing and distribution systems.  
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Tourism as a service industry comprises predominantly intangible elements. 

Innovations are possible and occur in both service production and material assets. Example 

of later is innovation in machinery, equipment, hardware and software, design etc. Service 

innovation very often requires the active involvement (and sometimes training) on behalf 

of the personnel and the tourists.  

As discussed earlier, Tourism businesses rely heavily on innovation (technological 

and organizational) to achieve and sustain competitive advantage on the global market. In 

the same time tourism creates an abundance of environmental and social challenges that 

have to be addressed in a responsible and sustainable manner. All of these problems call 

for creative and innovative approaches and solutions.  

Green solutions in the tourism industry could vary depending on the specificity of 

the market (or the destination) and the type of industry. Many renown organizations (such 

as the World Tourism Organizations) work actively to find and propose solutions for 

number of issues, such as reduction of greenhouse gas emissions, offsetting the climate 

change effects, social inclusion, poverty reduction, environmental protection, preservation 

and enhancement of natural and cultural heritage; maintaining biodiversity etc. The Figure 

below illustrates some of the green solutions on each stage of the travel:  

 

                  

Fig.1: Green solutions in the tourism chain 

Source: Pan et al, 2018 
 

3.1. Innovations for sustainability in transportation 

Transportation causes around 75% of the CO2 emissions generated by tourism. The 

greatest polluters are the aviation and road transport. It is obvious that there is a need to 

develop effective mitigation measures, considering its projected dynamic growth. 

Transport needs technological improvements supported by adequate legal regulation and 

market incentives. Recommended solutions include:  

V Renewal of air carriers and fleet base (Many transport companies started renewing 

their fleet due to the imposed carbon taxes ï the old plains emitted too much 

emissions and were inefficient in a long run) 

V Increased efficiency in routing and air traffic management system 
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V Adoption of carbon taxation on a world wide scale; emission reduction incentives 

V Partnerships between different transport and tourism stakeholders aiming at 

emission reduction through value chain optimization 

V Promotion of public transport as a lower impact mode of transportation with a 

particular focus on trains and coaches. Some ideas in this regard could be the 

improvement of international railroad network, train booking system, inter-modal 

connections, safety and comfort.  

V Educate consumers about their footprint and carbon impact by indicating 

emissions on transport tickets  

V Create carbon footprint labeling on all tourism products (like transport, 

accommodations, activities and packages) 
 

 Innovations for sustainability in tour operations 

Tour operators seldom have direct impact on the environment, but could influence 

the decision making processes within the industry. They also shape the demand patterns 

and impact indirectly the whole tourism supply chain. They could play an important role in 

raising customer awareness and could encourage (or sanction) companies in regards to 

their responsible attitudes towards tourism sustainability. Recommended measures: 

V Development and implementation of ñsoftò (low impact) tourism packages. Those 

products should combine low emission mode of transport, as well as green 

accommodations and activities 

V Develop and improve partnerships between various tourism stakeholders with aim 

at achieving common sustainable goals 

V Modify CRS and GDS (computer reservation and global distribution systems) so 

that calculation of GHC emissions for each individual trip (or tourist package) is 

possible. This should be done in order to raise awareness among tourists about the 

GHG (greenhouse gas) emissions and to propose trips and products with lower 

impact 

V National, regional and local promotion and marketing plan should give priority to 

green products and less carbon intensive markets 

V Support destinations to introduce adaption and climate change mitigation measures 

V Use tourism industry as a ñlobbyò for more responsible tourism practices and more 
green planning strategies.  

 

 Innovations for sustainability in accommodation 

The accommodation sector (lodging, food and beverage establishments and the 

cruise industry) is high energy intensive and accounts for more than 20% of the GHG 

emissions generated by tourism. The hotels and restaurants have economic incentives to 

introduce energy efficient measurements and renewable energy solutions. A good practice 

among the big hotel chains is the establishment of a climate change fund dedicated to 

offset climate change related issues. Energy efficiency is also encouraged by the various 

green certification programs and scheme, including the Hotels Environmental Initiatives. 

Hotel guests should also be actively involved in green measurements via special trainings, 

educational initiatives and promotion offerings. Despite the fact that the majority of 

solutions require significant initial investments for purchase and implementation of 

technologies, most solutions prove to be cost-effective in a long run and should be 
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encouraged via governmental and non-governmental projects and financing. 

Recommending measures: 

V Energy conservation and efficiency 

V Transfer to renewable energy sources (solar panels, wind, bio mass, hydro, 

thermal and geothermal energy) and use of alternative fuels (e.g. biodiesel) 

V Building construction and design compliant with energy saving goals (e.g. 

isolation, orientation, natural ventilation etc.) 

V Raising awareness, education, motivation and training of employees and 

guests to involve actively in energy reduction 

V Installation of energy control systems (e.g. heating, cooling and lighting 

switch on only when the room is occupied) 

V Use of energy efficient appliances (light bulbs, freezers, water heaters, ductless 

heat pumps, refrigerators, ovens, dishwashers, washing and drying machines, 

ironing presses etc.) 

V Frequent maintenance of cleaning, heating, cooling and refrigeration 

equipment 

V Improve of waste management and waste disposal. Recycling and reuse of 

resources 

V Water conservation measurements, including improvement of irrigational 

techniques and technologies and making efforts in reducing the quantity of the 

laundry.  

V ñGreenò consumption: tourism businesses should be encouraged to seek for 

eco-friendly suppliers and local producers. Their goal is to instill green 

solution on every stage, including raw materials, food ingredients and objects 

of everyday use (such as utensils, paper cups, toilet papers etc.). On the other 

hand, the accommodation sector should act in a responsible fair trade manner, 

providing market for local businesses and small scale producers.  

V Development and adherence to ñCode of ethicsò to assist in responsible 
tourism practices adoption 

 IT technologies, robots and automation of tourism services  

The introduction of new technologies and innovations is most evident in the constant 

process of automation of the service processes in tourism. Even though, tourism is known 

for being a ñhumanò industry and relies heavily on manual labor, face-to-face interaction 

and humanized communication to provide memorable and personal experience, more and 

more operations in the hospitality and tourism enterprises are executed by machines. The 

automation of processes is evident in every stage of service and is introduced in all spheres 

of tourism.  The automated check-in and checkout procedures in airports and hotels are 

already part of the everyday reality. Ticket machines for self service in front of the public 

transport, amusement parks, galleries and museums provide easy access and facilitate the 

entry procedures. Artificial intelligence, service automation and robots are entering travel, 

tourism and hospitality industries (Ivanov et al, 2017).  

Robots are ñintelligent physical devicesò with a certain degree of mobility, 

autonomy and sensory capabilities which are able to perform intended tasks. Sometimes 

humanoid robots (that resemble humans) are introduced in contact points, replacing human 

employees in interaction with tourists.  
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Some advantage of automation processes and robot use for tourism and hospitality include: 

V Reduce labor costs (especially for low-level entry positions which requires routine 

operations or are labor intensive) 

V More reliable, standardized and uniform services that do not depend on the human 

factor 

V Improved image, induced sense of technological novelty and modern business 

model that could enhance the competitiveness of the company 

V Reduced time for service (especially relevant in airports and transport hubs) 

V Reduced psychological stress that some tourist may experience when interacting 

with humans (e.g. due to the language barrier) 
 
 

   Conclusion 

The implementing of green solutions in the tourism sector is a responsible answer to 

many environmental challenges aimed at achieving sustainability in a long run. These 

solutions lead to environmental preservation and conservation, decrease the GHG 

emissions and offset the negative effects of the climate change. They also save scarce 

resources such as water and contribute to preserving the eco-balance and bio diversity in 

fragile areas.  

On the other hand, the greening of the industry is a positive trend with an 

accumulative effect. It impacts all other related businesses (suppliers, outsourcing 

companies, community services etc.). The multiplying effect of the process could finally 

lead to a more sustainable society thus provoking global social and environmental changes. 

For example, a hotel enterprise with a strong focus on providing responsible 

accommodation would seek companies to install energy saving solutions and renewable 

sources such as solar panels or geo thermal installation. In some instances, this could 

stimulate introduction of new solutions on the local market and create demand among 

other potential buyers (companies or individuals) when such demand did not previously 

exist. In the same time, the hotel may need organic and pesticide free food for its 

restaurant, thus stimulating bio agriculture and encourage consumption of such food on a 

mass scale.  

Although some of these initiatives and solutions may be introduced in compliance 

with governmental regulations or environmental planning codes of conduct, there is 

increasing evidence that tourism businesses have realized their potential and benefits and 

voluntarily adopts them as successful managerial and technological tools in enhancing 

their competitiveness. In addition to the obvious benefits that accrue to the environment, 

there are also often benefits to tourist businesses, including (Wall & Mathieson, 2006).: 

V savings in operating costs,  

V improved corporate image, 

V  marketing advantages 

V better employee motivation  

V recruitment of higher quality staff who share the same value and responsible 

attitude as the tourism organization)  

V  identification of environmental problems before they become liabilities and result 

in litigations and create costs for clean up  
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ʆʊʅʆʐɽʅʀɽ ʅɸ ʉʊʋɼɽʅʊʀʊɽ ʂʒʄ ʂɸʈʀɽʈɸ ɺ 

ʍʆʊɽʃʀɽʈʉʊʆɺʆ: ɹʒʃɻɸʈʀʗ ʀ ʉɽʁʐɽʃʀ 

 

ɻʘʙʨʠʝʣʘ ʄʘʨʠ-ʄʠʰʝʣ ʃʘʙʠʯʝ, 

ʉʪʫʜʝʥʪ ʧʦ ʄʝʞʜʫʥʘʨʦʜʝʥ ʭʦʪʝʣʩʢʠ ʤʝʥʠʜʞʤʲʥʪ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ 

ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  

 ɸʩ. ʀʨʝʥʘ ɽʨʙʘʢʘʥʦʚʘ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ  
  

Abstract. The aim of the research was to identify the perceptions of undergraduate 

students, exploring various determinants affecting career decisions such as internship experience, 

fringe benefits, job security, etc. Survey strategy was undertaken with quantative data collection by 

self-administered online questionnaire. Findings indicated that students in Bulgaria and Seychelles 

have positive disposition towards a career in hospitality. That hospitality is classified as a 

prestigious course that provides a good work-life for its professionals and is highly sought after, but 

under specific conditions.  

Keywords:  Perceptions, Hospitality Industry, students, undergraduates, career choice, 

Bulgaria, Seychelles   

ʈʝʟʶʤʝ . ʎʝʣʪʘ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ e ʜʘ ʩʝ ʠʜʝʥʪʠʬʠʮʠʨʘʪ ʚʲʟʧʨʠʷʪʠʷʪʘ ʥʘ ʩʪʫʜʝʥʪʠʪʝ, 

ʢʘʪʦ ʩʝ ʠʟʩʣʝʜʚʘʪ ʬʘʢʪʦʨʠʪʝ (ʩʪʘʞ, ʩʠʛʫʨʥʦʩʪ, ʟʘʧʣʘʱʘʥʝ, ʦʙʣʘʛʠ ʠ ʪ.ʥ), ʚʣʠʷʝʱʠ ʚʲʨʭʫ 

ʨʝʰʝʥʠʷʪʘ ʟʘ ʛʨʘʜʝʥʝʪʦ ʥʘ ʢʘʨʠʝʨʘ ʚ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ. ɿʘ ʜʘ ʩʝ ʧʦʩʪʠʛʥʝ ʮʝʣʪʘ, ʙʷʭʘ ʩʲʙʨʘʥʠ 

ʢʦʣʠʯʝʩʪʚʝʥʠ ʜʘʥʥʠ ʯʨʝʟ ʦʥʣʘʡʥ ʚʲʧʨʦʩʥʠʢ. ʉʣʝʜ ʪʝʭʥʠʷ ʘʥʘʣʠʟ, ʙʝʰʝ ʟʘʢʣʶʯʝʥʦ, ʯʝ 

ʩʪʫʜʝʥʪʠʪʝ ʚ ɹʲʣʛʘʨʠʷ ʠ ʉʝʡʰʝʣʠʪʝ ʠʤʘʪ ʧʦʟʠʪʠʚʥʦ ʥʘʩʪʨʦʝʥʠʝ ʢʲʤ ʢʘʨʠʝʨʘ ʚ ʦʙʣʘʩʪʪʘ ʥʘ 

ʛʦʩʪʦʧʨʠʝʤʩʪʚʦʪʦ, ʪʦ ʤʦʞʝ ʜʘ ʙʲʜʝ ʢʣʘʩʠʬʠʮʠʨʘʥʦ ʢʘʪʦ ʧʨʝʩʪʠʞʝʥ ʢʫʨʩ, ʢʦʡʪʦ ʦʩʠʛʫʨʷʚʘ 

ʜʦʙʲʨ ʧʨʦʬʝʩʠʦʥʘʣʝʥ ʞʠʚʦʪ ʥʘ ʩʚʦʠʪʝ ʧʨʦʬʝʩʠʦʥʘʣʠʩʪʠ ʠ ʝ ʤʥʦʛʦ ʪʲʨʩʝʥ, ʥʦ ʧʨʠ 

ʩʧʝʮʠʬʠʯʥʠ ʫʩʣʦʚʠʷ. 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ɺʲʟʧʨʠʷʪʠʷ, ʍʦʪʝʣʠʝʨʩʪʚʦ, ʩʪʫʜʝʥʪʠ, ʩʣʝʜʜʠʧʣʦʤʥʘ 

ʢʚʘʣʠʬʠʢʘʮʠʷ, ʢʘʨʠʝʨʠ, ɹʲʣʛʘʨʠʷ, ʉʝʡʰʝʣʩʢʠ ʦʩʪʨʦʚʠ  

Introductio n 

 
Tourism is a major contributor to the economy of Seychelles and Bulgaria. For both 

countries, the industry takes significant portion of the Gross Domestic Product (GDP) 25.6 

percent for Seychelles and 11.7 % for Bulgaria (McEwen and Bennett, 2010). Both are 

currently reliant on tourism, hence this requires a substantial workforce to increase 

productivity in hotel operations (Hayes and Ninemeier, 2009) and generate revenues for 

economic contributions. However, hospitality organisations encounter issues with 
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attracting and retaining workers in the industry (Eurostat, 2019), not only because 

is renowned for its negative image (Roney and Oztin, 2007; Tan et al., 2016), but also the 

lack of research or understanding on/of the current and future perceptions of students. 

Thus, this research is aimed at identifying the actual perception of the students in both 

countries (Bulgaria and Seychelles), to measure its impact on their career decision making, 

and how such unconstructive influence can be corrected. 

Literatu re review  

Research on factors influencing undergraduate studentsô decisions in taking up a 

career path has been extensively studied within the research community (Roney and Oztin, 

2007; Bamford, 2012; Anandhwanlert and Wattanasan, 2016; Choudhary and Girish, 2017; 

Ahmed et al, 2017). For Valls et al (2018), the list include childhood fantasies, personality 

type, previous experiences, skills, abilities, talents, culture, gender, interest, life roles, 

social and economic conditions.  

Perception of students of the hospitality industry has varied over time (Angnew, 

1986; Dowle et al., 2016). Various factors like poor working hours, poor working 

conditions, poor wages and low stability have been fingered in literature. King et al (2003) 

discovered that about half hospitality graduates (in Hong Kong and Melbourne) never 

really entered the industry and if at all, left within few years later (Bamford, 2012). Jenkins 

(2001) found that above 70% of hospitality students who are in their first semester in 

Bachelor Degree programme, plan to seek a career in the same field but immediately they 

advanced into their studies, this percentage drops below 13%.  

Students want promotional prospects, job security, increased earnings in their jobs, 

adequate starting wages but a minimal workload, and in all of these, the students do not 

think that the industry could deliver these factors (Richardson, 2010; Lu and Adler, 2009). 

The views of male and female students on the selection of hospitality as a career 

path may differ (Valls et al, 2018; Ahuja et al, 2006; Bandura et al. 2001; Muhammad and 

Mande, 2015). Males find the most influential factors in learning experiences and career 

mobility while females claim that the most relevant factors are their desires for progession 

and career opportunities (Edwards and Quinter, 2011). However, gender is a basic factor 

that determines what students choose to be in life across different locations (Ahuja et al., 

2006; Behrend et al., 2007; Valls et al. 2018).   

Gitau (2016) made a research, which consolidated the individual background, career 

expectations, age, gender and internship influences of hospitality undergraduate students as 

determinants for their career decisions. The results indicated higher level of significance in 

the internship experiences compared to other independent variables. The author concluded 

that work experiences affect career decision-making among respondents in which 

positives allow them to obtain a career in hospitality and negative results are highly likely 

to disssuade them from desiring a career in the hospitality sector (Gault et al, 2010; Leslie 

and Richardson, 2000; Richardson, 2008; Roney and Oztin, 2007; Collins, 2002; Kim and 

Park, 2013).  

A study that was done by (Gunkel et al., 2013) pointed out that countries like 

Bulgaria and Seychelles indicated a high degree of collectivism, emphasizing that youths 

from this society are mostly affected by interpersonal skills parental control responsibility, 

projection and career choice imposed by  their parents (Gunkel et al., 2013; Agarwala, 

2008). Additionally, teachers are considered as influencing factor in the career choices of 

https://www.researchgate.net/profile/Nidhi_Choudhary14
https://www.researchgate.net/profile/Swati_Prasad7
https://www.researchgate.net/profile/Girish_Nair12
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youths when parents are not capable of appropriately playing the role (Cheung et al., 2013; 

Mudhovozi and Chireshe, 2012). 

Methodology 

Deductive method was adopted, guiding the research carefully in order to 

understand the ñperceptions of undergraduate students towards a career in hospitalityò, 

especially comparing the perceptions of Bulgarian and Seychellois students and accessing 

the relationship or differentials between both perceptions (Creswell and Plano-Clark, 

2011). Moreover, utilising a deductive approach in this study will ensure more objective 

findings, eliciting general information from previous studies.  

A research survey design (Dawson, 2002) with quantitative data collection with self 

administered online questionnaire (Abawi, 2013) was used to gather the data on career 

perceptions of students (Gall, et al. 2007; Creswell, 2012; Hossler et al, 1999). Online 

survey was used because it proves to be efficient with the provision of raw data survey 

reports and effective distribution system (QuestionPro). Richardson and Thomas (2012), 

argue that students prefer an online survey as they have the habit of using the web for day-

to-day activities related to their studies. Therefore, an internet survey is more favourable to 

reach a substantial amount of respondents that can easily complete the questionnaire 

without having technical difficulties (Sills and Song, 2002). The online survey comprised 

of 10 simple questions which took around 5 minutes to complete, thus the respondents 

were more willing to complete the survey. Administration of the instrument started on the 

5th of March 2019 and ended on the 12 April 2019. Out of the 160 instruments 

administered, through emails, Facebbok groups and Facebook messenger, only 133 were 

validly filled and were then used for the data analysis.  

Participation was anonymous, voluntary and participants were able to quit at any 

time. All  persons involved gave their consent that they are over 18 years of age before 

participating in the research.  

The total population for the study is 200 undergraduate students from both countries. 

This comprises of 136 hospitality students at VUM, Bulgaria and 64 from UniSey which is 

located on Mahe Island, Seychelles.  

The sampling techniques utilised for the project are convenience sampling, because 

of the availability of the sampled respondents and purposive sampling in selecting only 

undergraduate students from particular institutions (Etikan et al, 2016). 

The gathered data was analysed with SPSS for Mean and percentages from 

descriptive statistics and one sample t-test. The assessment compares the P-value with 

the significant level.  

 

Results and Data Analysis  

 

The study utilised students with various practical work experience; although, not all 

the respondents have working experience (Table 1). It was gathered that most of the 24 

students without practical work experience may be those in lower levels whom may not 

have reached the stage of industrial work experience (Table 1). Again, the various students 

with practical work experience also have these experiences in various fields (Table 2).  
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Table 1:  Percentage distribution of respondentsô practical work experience 

 
S/N Practical work 

experience 

Frequency Percentage 

1 Yes 109 82% 

2 No 24 18% 

  133 100 

 

Table 2:  Percentage distribution of respondentsô area of practical work experience 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On the Mean analysis of the respondents (Table 3), it was found that hospitality jobs 

are respected; hospitality jobs provide opportunity for a good work-life balance but 

hospitality jobs are mobile, that is, easy to get a job anywhere. This indicates that despite 

the balance of work-life promised in a career in hospitality, the flexibility and mobility of 

labour in the industry may pose a major problem for international personnel. 

The study also found that there are good opportunities for career advancement in 

hospitality; normal stress levels and high earnings over length of career. In most industries, 

growth opportunities are lacking. This is not so with the hospitality industry. Promotions 

and avenue for growth are available as found in the study. This shows that professionals 

who take up their career in hospitality have room for growth as their years of services 

increases. 

Unfortunately, the study found that the level of fringe benefits is inadequate. It also 

found that obtaining a university degree to work in the hospitality industry is important; 

and that it is not generally easy to secure a job in the hospitality world. These findings 

corroborate general perceptions of unemployment in most countries. 

It was also discovered that there are opportunities for self-actualisation and personal 

development; physical working environment (the actual hotels) is pleasant and that there is 

strong team spirit. These attributes are what the employees need in an organisation to build 

and develop citizenship behaviours. 

It was also established from the analysis of data that communication with colleagues 

and managers is transparent and open, however, there is no gender equality in hospitality 

S/N Area of practical work 

experience 

Frequency Percentage 

1 None 24 18% 

2 Food and beverage 17 13% 

3 Front office 4 3% 

4 Marketing and sales 28 21% 

5 Housekeeping 0 0% 

6 Entertainment/animation 9 7& 

7 Repair and maintenance 5 4% 

8 SPA 31 23% 

9 Accounting and finance 8 6% 

10 Human resources 5 4% 

 Others  2 1% 

  133 100% 
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jobs and that there are no age considerations in hospitality jobs. This means that applicants 

of any age can be employed provided the working age limit is reached.  

Table 3: Mean analysis of responses from the questionnaire 

S/n Items 
Responses Mean  

X 

Decision 

Rule SD D NAD A SA 

1 Hospitality jobs are respected 
62 

(310) 

28 

(112) 

10 

(30) 

18 

(36) 

15 

(15) 

4.45 Accepted 

2 
Hospitality jobs provide opportunity for 

a good work-life balance 

21 

(105) 

69 

(276) 

12 

(36) 

12 

(24) 

19 

(19) 

3.45 Accepted 

3 
Job mobility - easy to get a job 

Anywhere 

11 

(55) 

13 

(52) 

15 

(45) 

63 

(126) 

31 

(31) 

2.32 Rejected 

4 
Good opportunities for career 

Advancement 

52 

(260) 

28 

(112) 

14 

(42) 

11 

(22) 

28 

(28) 

3.48 Accepted 

5 Stress levels are normal 
37 

(185) 

35 

(140) 

22 

(66) 

26 

(52) 

13 

(13) 

3.42 Accepted 

6 High earnings over length of career 
31 

(155) 

52 

(208) 

18 

(54) 

17 

(34) 

15 

(15) 

3.50 Accepted 

7 

The level of fringe benefits (bonuses, 

leisure, holidays, meals, etc.) is 

sufficient 

15 

(75) 

4 

(16) 

61 

(183) 

10 

(20) 

43 

(43) 

2.53 Rejected 

8 
Obtaining a university degree to work 

in the hospitality industry is important 

40 

(200) 

39 

(156) 

16 

(48) 

13 

(26) 

25 

(25) 

3.42 Accepted 

9 
Generally easy to secure a job in the 

hospitality world 

71 

(142) 

23 

(69) 

16 

(48) 

12 

(24) 

11 

(11) 

2.21 Rejected 

10 
There are opportunities for self-

actualization and personal development 

32 

(160) 

44 

(176) 

30 

(90) 

24 

(48) 

 

3 

(6) 

3.60 Accepted 

11 
Physical working environment (the 

actual hotels) is pleasant 

32 

(160 ) 

51 

(204) 

14 

(42) 

16 

(32) 

20 

(20) 

3.44 Accepted 

12 Strong team spirit 
42 

(210) 

49 

(196) 

8 

(24) 

15 

(30) 

19 

(19) 

3.60 Accepted 

13 
Communication with colleagues and 

managers is transparent and open 

55 

(250) 

41 

(164) 

0 

(0) 

36 

(72) 

1 

(1) 

3.65 Accepted 

14 
There is gender equality in hospitality 

Jobs 

15 

(75) 

1 

(5) 

3 

(9) 

34 

(68) 

80 

(80) 

1.78 Rejected 

15 
There are no age considerations in 

hospitality jobs 

52 

(260) 

5 

(20) 

8 

(24) 

22 

(44) 

46 

(46) 

2.96 Rejected 

 Aggregate 38 30 17 22 26 
3.18 Accepted 

Criterion mean = 3.00; N = 133 

On the one sample t-test analysis on the general studentsô perception of hospitality 

as a career option, it was found that item 1 to 14 as discussed above are statistically 

significant at P<0.05, while item 15 is not statistically significant at P<0.05. This indicates 

that the study found a positive perception of students towards hospitality. With this 

positive influence, the study indicates that internship experience is the highest influencer of 

students towards selecting a career in hospitality. The table also showed the extent in 

which the response means is different from the criterion mean (mean difference). Finally, 

the table shows that item 1 to 14 is statistically significant at P<0.05, while item 15 is not 

statistically significant at P<0.05. 
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Table 4: One sample t-test analysis of studentsô perception of hospitality as a choice of 

career 

 
Items Criterion Mean  = 3 

 N Mean Std. 

Deviation 

Std. Error 

Mean 

Mean 

Difference 

Sig. (2-

tailed) 

1.  Hospitality jobs are respected 133 2.2180 1.43727 .12463 -.78195 .000 

2.  

Hospitality jobs provide 

opportunity for a good work-life 

balance 

133 2.5414 1.27036 .11015 -.45865 .000 

3.  
Job mobility - easy to get a job 

Anywhere 
133 3.6842 1.18301 .10258 .68421 .000 

4.  
Good opportunities for career 

Advancement 
133 2.5113 1.57450 .13653 -.48872 .000 

5.  Stress levels are normal 133 2.5639 1.32775 .11513 -.43609 .000 

6.  
High earnings over length of 

career 
133 2.5038 1.28879 .11175 -.49624 .000 

7.  

The level of fringe benefits 

(bonuses, leisure, holidays, meals, 

etc.) is sufficient 

133 3.4662 1.28245 .11120 .46617 .000 

8.  

Obtaining a university degree to 

work in the hospitality industry is 

important 

133 2.5865 1.48797 .12902 -.41353 .002 

9.  
Generally easy to secure a job in 

the hospitality world 
133 2.0075 1.32285 .11471 -.99248 .000 

10.  

There are opportunities for self-

actualization and personal 

development 

133 2.4060 1.10808 .09608 -.59398 .000 

11.  
Physical working environment 

(the actual hotels) is pleasant 
133 2.5564 1.37297 .11905 -.44361 .000 

12.  Strong team spirit 133 2.3985 1.40313 .12167 -.60150 .000 

13.  

Communication with colleagues 

and managers is transparent and 

open 

133 2.1504 1.24618 .10806 -.84962 .000 

14.  
There is gender equality in 

hospitality Jobs 
133 4.2481 1.24563 .10801 1.24812 .000 

15.  
There are no age considerations in 

hospitality jobs 
133 3.0376 1.78124 .15445 .03759 .808 

 

Table 5 is on the analysis of the respondentsô highest influencer. The table illustrates 

various factors like lecturers, friends and relatives, industrial experience, the society, all of 

the above and others. The Table showed that 5 students said lecturers influence them the 

least; 10 students chose friends and relatives; 61 students chose industrial experience the 

most; 22 respondents chose the society; a majority of respondents selected all the listed 

items, while only 3 respondents chose other factors outside the listed items. Consequently, 

it was concluded that internship experience greatly influences the career decisions of 

undergraduates in the hospitality sector. 
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Table 5: Highest perception influencer of hospitality as a career choice 

 
S/N Area of Study Frequency Percentage 

1 Lecturers in the university 5 4% 

2 Friends and relatives 10 7% 

3 The experience in the 

industry 

61 46% 

4 The society 22 17% 

5 All of the above 32 24% 

6 Other 3 2% 

  133 100% 

 

Looking at the research findings (Table 6),  most of the participants have high 

intents to join the hospitality sector when they are finished with their undergraduate 

studies, which shows a difference with the conclusions carried out by some earlier studies 

described byJenkins (2001) and Richardson (2008) nevertheless it agreed with the finding 

done by Roney and ¥ztin (2007). Despite the fact that students shown a high level of 

readiness to hospitality when they finished their university, they still have the belief that 

the industry might not give them their desired career aspirations which they seek. This 

indicates that hotel establishments might not be able to attract some of the fresh graduates 

to the labour force. 

 

Table 6: Percentage analysis on studentsô intent to work in the hospitality industry 

after Graduation 

 

S/N Area of Study Frequency Percentage 

1 Yes 61 46% 

2 No 20 15% 

3 Undecided 52 39% 

  133 100% 

 

 

Table 7: Percentage analysis on hospitality areas students most likely to choose 

 

S/N Area of Work Frequency Percentage 

1 Front-office 23 17% 

2 Food and Beverage 19 14% 

3 Housekeeping 0 0% 

4 Human Resource 45 34% 

5 Marketing 15 11% 

6 Entertainment 13 10% 

7 Repair and Maintenance 1 1% 

8 Accounting and Finance 17 13% 

9 Other 0 0% 

  133 100% 
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But on the other hand if the graduates find a well-paid job in other industries, they 

will be willing to purse a professional career outside hospitality. This will have an adverse 

effect on the considerable amount of upcoming employees. In order to adverse the 

problem, the Seychelles and Bulgarian government should endeavour to invest money in 

career education for students who are studying hospitality. In most cases students often 

have a neutral attitude towards jobs in hospitality. Although the result of this research 

shows that students have the positives for career opportunities, strong team spirit, personal 

development and self-actualisation and hospitality is regarded with respect. Moreover, 

students do not face any problems with social interactions with workmates and supervisors 

but rather have networking opportunities and the relationship is more open and transparent 

in the work place which is parallel to the research of Kim and Park (2013). This implies 

that students have pleasant internship experiences, thereby increasing more constructive 

perceptions and motivating hospitality students to reinforce their commitments towards the 

industry (Kim and Park, 2013).   

Furthermore, as undergraduates continue to advance in university, they experience 

more internships and their perspective of hospitality jobs become or remain positive 

because of the pleasant working environment. Industry hospitality professors should 

continue to project their qualities as educational specialist and portray a positive outlook of 

hospitality to students in their placements and institution. This is due to the fact that the 

institution thus offer both practice and theoretical education which should be properly 

balanced.  

Implementing active programs for student internships will enable the industry to 

keep on improving its professional advancement and better quality, thus it will bring 

favourable conditions in the sector (Jenkins, 2001; Richardson, 2008). Furthermore, as it 

was noted in the literature review the experiences that students collect during the 

internships highly impact their intentions to build a career in hospitality.  

Additionally, one of the problems affecting employers is the inability for them to 

understand those new generations (Y and Z) coming into the industry. It is imperative for 

hospitality organisations to undertake research to understand their ñnew typeò of 

employees, who are currently undergraduate students and some have entered the 

workforce. They are about to select a career path and thus should be guided and provided 

with precise information about the hospitality industry, but also their contacts with the 

industry should bring positive and lasting impression.  

Nonetheless, negative results from the research encompasses on stress levels with 

unnecessary workload, which matches with the findings of earlier reviewed studies 

(Kusluvan & Kusluvan, 2000; Richardson, 2008). When it comes to salaries and wages 

hospitality jobs are seen as low paid in the eyes of the undergraduates of career path. This 

might be the reason why majority of students upon graduation have not yet decided and a 

large minority selecting no to hospitality, thereby pursuing a career path in other industries. 

Another reason is that student might have unreasonable perception about the position they 

intend to have, whereas majority of them have this perception that they would like to work 

in a managerial position within three years after they graduate from the university. 

This corresponds with Casado (1992) who observed that majority of newly 

graduated students view themselves as individuals who are certified to take up a position 

of an ñassistant managerò and hence they start looking for managerial level jobs. Thus the 

uncertainty of studentsô future working condition lowers their assumptions of high job 

expectations in the industry. In addition, few participants have the belief that working in 

the industry offers a secure job and this shows their current perception in the career 
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implications of Bulgaria where employment systems are not permanent. This is because of 

seasonal instabilities in demand and high amount of temporary jobs and part-time 

employment (Roney and Oztin, 2007).   

Another aspect of great importance is that students who are presently studying 

hospitality management also have this perception that working in the industry will not give 

them the extrinsic factors like job related pay and security that are closely related to the 

findings of Richardson and Butler (2012), who investigated undergraduate hospitality and 

tourism students in Malaysia, who sought the industry as a career option.  Richardsonôs 

(2009) own observed that Australian students have the same view about the issue, stressing 

that there is no provision for essential factors in hospitality that would satisfy the needs of 

undergraduates. The bottom-line is that if  the industry is incapable of meeting the studentsô 

aspirations and expectations, it will definitely continue to lose talented and highly 

competent employees.    

The findings of the research items were used to ascertain studentsô perceptions of 

hospitality which may be positive or negative. Bamfordôs (2012) study on 

hospitality perceptions and behaviours implied that students believe that the industry 

have poor working hours and conditions, poor wages and low stability. A wide range of 

authors (Aksu and Koksal, 2015; Barron, 2007; Kim et al, 2010; Kusluvan and Kusluvan, 

2000; Richardson, 2010; Roney and Oztin, 2007) have also corroborated Bamford (2012) 

on his findings. These researches are closer related to this study as they place emphasis on 

student perceptions of hospitality. Some of Roney and Oztinôs (2007) findings matched 

with this current study such as job security as a major concern for undergraduates due to 

the increased need for flexible work as a result of technological advancements.  In the 

foreseeable future, the general terms of employment in the sector could be bettered so that 

today's qualified students would stay in the industry.  

 

5. Conclusion 

 

Based on the results from the study it is clear that Seychelles and Bulgarian 

institutions need to give clear information and deliver a positive outlook of the hospitality 

industry to help students to decide which career matches their interests. This will ensure 

that students have an idea of the hospitality workplace before selecting a career path which 

might not meet their interests later, thereby leading to a high number of students leaving 

the industry after two years of work experience. 

It is suggested that hospitality educators and employers should build up internship 

programs that are well-structured in order to fulfill the desires of students and hence 

generate better experiences.  

The opportunities for career advancement in hospitality management should be 

sustained which was found to be constructive in studentsô perception. This is to ensure 

employee retention and lower turnover of staff as the career prospects are recognised 

which is something that students expect to attain once they enter the workforce. This 

means that hospitality organisations must provide opportunities for promotion and training 

development to augment the expectations of undergraduates to retain them in the industry, 

especially if they are talented and highly competent in the field of hospitality. 

Fringe benefits have been found to contribute to employee commitment. Hence, 

hospitality employees should ensure additional motivational package are added to statutory 

pay to elicit employee commitment.  
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Hospitality employers must continue to provide flexible work schedule. This is to 

ensure a good work-life balance for hospitality employees. The millennial and Z-s number 

is growing more and more in the workforce and they mostly seek for work flexibility 

which would allow them to continue to have a balanced life outside of their work.  

Greater collaborations should be carried out by hospitality organisations across 

boards to ensure that staff transfers between and within countries is made possible. This 

will bri ng about mobility of jobs in the hospitality industry which ensures the career 

development, prospects and satisfaction of employees. They should also consider rotating 

the staff from one job to another within departments or given new tasks and 

responsibilities just so that staff could experience new challenges and obtain various skills 

and knowledge in different operations for personal development and motivation. 

Consequently the hospitality organisations would receive more potential employees to fill 

the vacancies and undergraduate students would have great interest in working in 

hospitality due to the positive outlook of the industry. 
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ʈʝʟʶʤʝ: ʅʘʫʯʥʠʷʪ ʜʦʢʣʘʜ ʠʤʘ ʟʘ ʮʝʣ ʜʘ ʦʪʢʨʦʠ ʧʦʣʟʠʪʝ ʦʪ ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʥʘ 

ʧʨʦʮʝʩʠʪʝ ʚ ʭʦʪʝʣʠʪʝ, ʢʘʪʦ ʩʨʝʜʩʪʚʦ ʟʘ ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʧʨʦʙʣʝʤʠʪʝ ʚ ʭʦʪʝʣʠʝʨʩʢʘʪʘ 

ʠʥʜʫʩʪʨʠʷ. ʈʘʟʛʣʝʜʘʥʘ ʝ ʚʨʲʟʢʘʪʘ ʤʝʞʜʫ ʪʝʭʥʦʣʦʛʠʠʪʝ ʠ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ ʧʨʝʜ ʚʩʝʢʠ 

ʭʦʪʝʣ. ʆʪʢʨʦʝʥʘ ʝ ʨʦʣʷʪʘ ʥʘ ʠʥʦʚʘʮʠʠʪʝ ʢʘʪʦ ʩʨʝʜʩʪʚʦ ʟʘ ʟʘʜʦʚʦʣʷʚʘʥʝ ʥʘ ʧʦʪʨʝʙʠʪʝʣʩʢʠʪʝ 

ʧʨʝʜʧʦʯʠʪʘʥʠʷ. ʌʦʢʫʩʲʪ ʝ ʧʦʩʪʘʚʝʥ ʚʲʨʭʫ ʧʦʪʝʥʮʠʘʣʘ ʥʘ ʨʦʙʦʪʠʟʘʮʠʷʪʘ ʠ ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʚ 

ʭʦʪʝʣʠʪʝ, ʢʘʪʦ ʥʘʯʠʥ ʟʘ ʧʦʩʪʠʛʘʥʝ ʥʘ ʧʦ-ʚʠʩʦʢʦ ʢʘʯʝʩʪʚʦ ʥʘ ʦʙʩʣʫʞʚʘʥʝ. ʀʟʚʝʜʝʥʠ ʩʘ 

ʦʩʥʦʚʥʠʪʝ ʩʚʝʪʦʚʥʠ ʪʝʥʜʝʥʮʠʠ, ʢʦʠʪʦ ʜʦʢʘʟʚʘʪ ʧʦʣʟʘʪʘ ʦʪ ʚʲʚʝʞʜʘʥʝʪʦ ʥʘ ʪʝʭʥʦʣʦʛʠʠ ʚ 

ʢʣʶʯʦʚʠ ʧʦʟʠʮʠʠ ʚ ʭʦʪʝʣʘ, ʩ ʮʝʣ ʦʪʛʦʚʦʨ ʥʘ ʞʝʣʘʥʠʷʪʘ ʥʘ ʢʣʠʝʥʪʠʪʝ. ɺʥʠʤʘʥʠʝʪʦ ʝ 

ʬʦʢʫʩʠʨʘʥʦ ʚʲʨʭʫ ʩʪʘʪʠʩʪʠʢʘ ʦʪ ʧʦʩʣʝʜʥʠʪʝ 4 ʛʦʜʠʥʠ. ɸʚʪʦʨʲʪ ʟʘʱʠʪʘʚʘ ʪʝʟʘʪʘ, ʯʝ ʥʦʚʠʪʝ 

ʪʝʭʥʦʣʦʛʠʠ, ʤʦʛʘʪ ʜʘ ʧʦʤʦʛʥʘʪ ʥʘ ʚʩʝʢʠ ʭʦʪʝʣ ʜʘ ʧʨʝʦʜʦʣʝʝ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʚ ʠʥʜʫʩʪʨʠʷʪʘ 

ʠ ʜʘ ʦʪʯʝʪʝ ʧʦʣʦʞʠʪʝʣʝʥ ʨʲʩʪ ʥʘ ʧʨʦʜʘʞʙʠʪʝ. 

 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʭʦʪʝʣʠʝʨʩʢʘ ʠʥʜʫʩʪʨʠʷ, ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ, ʪʝʭʥʦʣʦʛʠʠ, 

ʪʝʥʜʝʥʮʠʠ. 

 

Abstract: The scientific report aims to highlight the benefits of hotel automation as a 

means of overcoming problems in the hotel industry. The relationship between technology and the 

challenges facing each hotel is examined. The role of innovation as a means of satisfying consumer 

preferences is highlighted. The focus is on the potential of robotics and automation in hotels, as a 

way to achieve a higher quality of service. The main global trends that prove the benefits of 

introducing technologies in key positions at the hotel are presented in order to respond to customersô 

wishes. The focus has been on statistics from the last 4 years. The author defends the thesis that new 

technologies can help any hotel to overcome the challenges in the industry and report positive sales 

growth. 

 

Keywords: hospitality industry, challenges, technologies, trends. 

 

ɺʲʚʝʜʝʥʠʝ 

ʊʫʨʠʟʤʲʪ ʠ ʚ ʯʘʩʪʥʦʩʪ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ, ʝ ʠʟʢʣʶʯʠʪʝʣʥʦ ʜʠʥʘʤʠʯʝʥ ʚ ʩʚʦʝʪʦ 

ʨʘʟʚʠʪʠʝ. ɺ ʜʥʝʰʥʦ ʚʨʝʤʝ ʪʦʡ ʝ ʝʜʠʥ ʦʪ ʥʘʡ-ʩʠʣʥʦ ʨʘʟʚʠʪʠʪʝ ʩʝʢʪʦʨʠ ʩ ʛʦʣʷʤ 

ʧʦʪʝʥʮʠʘʣ ʟʘ ʙʲʜʝʱʝʪʦ. ʉʲʱʥʦʩʪʪʘ ʥʘ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʝ ʙʘʟʠʨʘʥʘ ʠʟʮʷʣʦ ʥʘ 

ʜʠʨʝʢʪʥʘʪʘ ʚʨʲʟʢʘ ʩ ʢʣʠʝʥʪʠʪʝ. ʅʝʛʦʚʘ ʦʩʥʦʚʥʘ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘ ʝ, ʯʝ ʧʨʦʠʟʚʦʜʩʪʚʦʪʦ, 

ʧʦʪʨʝʙʣʝʥʠʝʪʦ ʠ ʧʣʘʩʤʝʥʪʲʪ ʩʲʚʧʘʜʘʪ ʧʦ ʚʨʝʤʝ ʠ ʤʷʩʪʦ. ʊʦʚʘ ʧʨʝʜʧʦʣʘʛʘ 

ʠʟʧʨʘʚʷʥʝʪʦ ʥʘ ʙʠʟʥʝʩʘ ʧʨʝʜ ʧʨʦʤʝʥʣʠʚʠ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ. ʆʙʝʢʪ ʥʘ ʥʘʩʪʦʷʱʦʪʦ 

ʠʟʩʣʝʜʚʘʥʝ ʝ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ. ʇʨʝʜʤʝʪ ʥʘ ʘʥʘʣʠʟ ʝ ʧʨʠʣʦʞʝʥʠʝʪʦ ʥʘ 

ʥʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʚ ʭʦʪʝʣʠʪʝ. ʅʘʫʯʥʠʷʪ ʜʦʢʣʘʜ ʠʤʘ ʟʘ ʮʝʣ ʜʘ ʦʪʢʨʦʠ ʧʦʣʟʠʪʝ ʦʪ 

ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʥʘ ʧʨʦʮʝʩʠʪʝ ʚ ʭʦʪʝʣʠʪʝ, ʢʘʪʦ ʩʨʝʜʩʪʚʦ ʟʘ ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ 
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ʧʨʦʙʣʝʤʠʪʝ ʚ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ. ɿʘ ʧʦʩʪʠʛʘʥʝʪʦ ʥʘ ʪʘʟʠ ʮʝʣ ʩʝ ʨʝʰʘʚʘʪ 

ʩʣʝʜʥʠʪʝ ʠʟʩʣʝʜʦʚʘʪʝʣʩʢʠ ʟʘʜʘʯʠ: 

¶ ʠʟʩʣʝʜʚʘʥʝ ʥʘ ʩʧʝʮʠʬʠʢʘʪʘ ʥʘ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʠ ʚʟʘʠʤʦʚʨʲʟʢʘʪʘ ʤʫ ʩ 

ʪʝʭʥʦʣʦʛʠʠʪʝ; 

¶ ʘʥʘʣʠʟʠʨʘʥʝ ʥʘ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ ʧʨʝʜ ʠʥʜʫʩʪʨʠʷʪʘ; 

¶ ʧʨʦʫʯʚʘʥʝ ʥʘ ʪʝʥʜʝʥʮʠʠʪʝ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʪʝʭʥʦʣʦʛʠʠʪʝ ʚ 

ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ. 

 

ʀʟʣʦʞʝʥʠʝ 

ʉ ʥʘʨʘʩʪʚʘʥʝʪʦ ʥʘ ʛʣʦʙʘʣʠʟʘʮʠʷʪʘ ʪʫʨʠʩʪʠʯʝʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ ʩʝ ʧʨʦʤʝʥʷ ʩ 

ʙʲʨʟʠ ʪʝʤʧʦʚʝ, ʢʘʪʦ ʪʦʚʘ ʥʝʠʟʤʝʥʥʦ ʨʝʬʣʝʢʪʠʨʘ ʚʲʨʭʫ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʭʦʪʝʣʠʝʨʩʢʘʪʘ 

ʠʥʜʫʩʪʨʠʷ. ʍʦʪʝʣʠʝʨʩʪʚʦʪʦ ʩʲʱʝʩʪʚʫʚʘ ʦʱʝ ʦʪ ʜʨʝʚʥʦʩʪʪʘ, ʢʦʛʘʪʦ ʩʘ ʩʝ ʧʦʷʚʠʣʠ 

ʧʲʨʚʠʪʝ ʬʦʨʤʠ ʥʘ ʜʦʙʨʦʚʦʣʥʦ ʥʘʩʪʘʥʷʚʘʥʝ ʥʘ ʩʪʨʘʥʩʪʚʘʱʠ ʧʲʪʥʠʮʠ. ʊʦ ʝ ʝʜʥʘ ʦʪ 

ʥʘʡ-ʩʠʣʥʦ ʨʘʟʚʠʪʠʪʝ ʠ ʧʝʯʝʣʠʚʰʠ ʩʬʝʨʠ ʥʘ ʪʫʨʠʟʤʘ. ɺ ʩʚʝʪʘ ʩʲʱʝʩʪʚʫʚʘʪ ʤʥʦʞʝʩʪʚʦ 

ʤʝʩʪʘ ʟʘ ʥʘʩʪʘʥʷʚʘʥʝ, ʢʦʠʪʦ ʧʨʝʜʣʘʛʘʪ ʦʙʩʣʫʞʚʘʥʝ ʥʘ ʨʘʟʣʠʯʥʠ ʮʝʥʠ. ʆʪ ʝʜʥʘ ʩʪʨʘʥʘ, 

ʪʦʚʘ ʧʦʜʧʦʤʘʛʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʠʢʦʥʦʤʠʢʠʪʝ ʥʘ ʩʪʨʘʥʠʪʝ-ʜʦʤʘʢʠʥʠ. ɺʩʝʢʠ ʭʦʪʝʣ 

ʛʝʥʝʨʠʨʘ ʧʝʯʘʣʙʠ, ʚ ʟʘʚʠʩʠʤʦʩʪ ʦʪ ʩʚʦʷ ʢʘʧʘʮʠʪʝʪ ʠ ʛʦʣʝʤʠʥʘ. ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ, 

ʧʨʝʜʚʝʱʘʚʘ ʥʘʣʠʯʠʝʪʦ ʥʘ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʚ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ. 

ʇʨʠʣʘʛʘʥʝʪʦ ʥʘ ʩʚʝʪʦʚʥʠʪʝ ʧʨʘʢʪʠʢʠ ʟʘ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʪʝʭʥʦʣʦʛʠʠ ʩ ʮʝʣ 

ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʧʨʦʙʣʝʤʠʪʝ, ʤʦʞʝ ʜʘ ʜʦʚʝʜʝ ʜʦ ʧʦʜʦʙʨʝʥʠʝ ʚ ʭʦʪʝʣʠʝʨʩʢʘʪʘ 

ʠʥʜʫʩʪʨʠʷ, ʠ ʪʫʨʠʟʤʘ ʚ ʮʷʣʦʩʪ. 

 

ʃʠʪʝʨʘʪʫʨʝʥ ʦʙʟʦʨ 

ʅʘʫʯʥʠʷʪ ʜʦʢʣʘʜ ʩʲʜʲʨʞʘ ʠʥʬʦʨʤʘʮʠʷ ʦʪ ʠʟʙʨʘʥʠ ʣʠʪʝʨʘʪʫʨʥʠ ʠ ʠʥʪʝʨʥʝʪ 

ʠʟʪʦʯʥʠʮʠ, ʩʚʲʨʟʘʥʠ ʩ ʘʥʘʣʠʟʘ ʥʘ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ, ʥʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʠ ʪʷʭʥʦʪʦ 

ʧʨʠʣʦʞʝʥʠʝ ʟʘ ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʨʘʟʣʠʯʥʠ ʧʨʦʙʣʝʤʠ. ɿʘ ʧʦʩʪʠʛʘʥʝ ʮʝʣʪʘ ʥʘ 

ʠʟʩʣʝʜʚʘʥʝʪʦ ʠ ʨʝʰʘʚʘʥʝʪʦ ʥʘ ʬʦʨʤʫʣʠʨʘʥʠʪʝ ʟʘʜʘʯʠ, ʩʘ ʠʟʧʦʣʟʚʘʥʠ ʤʝʪʦʜʠʪʝ ʥʘ 

ʘʥʘʣʠʟ ʥʘ ʥʘʫʯʥʠ ʢʦʥʮʝʧʮʠʠ ʧʦ ʪʨʝʪʠʨʘʥʘʪʘ ʧʨʦʙʣʝʤʘʪʠʢʘ ʚ ʩʧʝʮʠʘʣʠʟʠʨʘʥʘʪʘ 

ʣʠʪʝʨʘʪʫʨʘ ʠ ʩʠʥʪʝʟ ʥʘ ʘʚʪʦʨʦʚʠ ʠʜʝʠ ʠ ʜʘʥʥʠ. ʆʩʲʱʝʩʪʚʝʥʘ ʝ ʥʘʫʯʥʘ ʜʠʩʢʫʩʠʷ ʚ 

ʟʘʱʠʪʘ ʪʝʟʘʪʘ ʥʘ ʘʚʪʦʨʘ, ʯʝ ʥʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʱʝ ʧʦʜʦʙʨʷʪ ʢʘʯʝʩʪʚʦʪʦ ʥʘ 

ʦʙʩʣʫʞʚʘʥʝ ʚ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ ʠ ʱʝ ʙʲʜʘʪ ʜʦʙʲʨ ʥʘʯʠʥ ʟʘ ʩʧʨʘʚʷʥʝ ʩ 

ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ ʧʨʝʜ ʥʝʷ. 

 

1. ʉʧʝʮʠʬʠʢʘ ʥʘ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʠ ʚʟʘʠʤʦʚʨʲʟʢʘʪʘ ʤʫ ʩ ʪʝʭʥʦʣʦʛʠʠʪʝ 

ʍʦʪʝʣʠʝʨʩʪʚʦʪʦ ʝ ʩʚʲʨʟʘʥʦ ʩ ʦʙʩʣʫʞʚʘʥʝʪʦ ʥʘ ʛʦʩʪʠʪʝ ʠ ʞʝʣʘʥʠʝʪʦ ʥʘ 

ʭʦʪʝʣʠʝʨʘ ʜʘ ʦʩʠʛʫʨʠ ʪʷʭʥʦʪʦ ʜʦʙʨʦ ʧʨʝʞʠʚʷʚʘʥʝ. ʐʫʤʝʨʠʪʝ (ʞʠʚʝʣʠ ʚ ʩʝʛʘʰʥʠʷ 

ʀʨʘʢ) ʩʘ ʙʠʣʠ ʧʲʨʚʠʪʝ, ʢʦʠʪʦ ʩʘ ʟʘʧʠʩʘʣʠ ʝʣʝʤʝʥʪʠ, ʥʘʧʦʜʦʙʷʚʘʱʠ ʭʦʪʝʣʩʢʦ 

ʥʘʩʪʘʥʷʚʘʥʝ ʧʨʝʜʠ ʦʢʦʣʦ 4500 ʛʦʜʠʥʠ ʧʨʝʜʠ ʅʦʚʘʪʘ ʝʨʘ (Walker & Walker, 2014, p. 

4). 

ɻʦʩʪʦʧʨʠʝʤʩʪʚʦʪʦ ʝ ʩʲʚʢʫʧʥʦʩʪ ʦʪ ʝʩʪʝʩʪʚʝʥʦ, ʧʨʷʢʦ, ʠʩʪʠʥʩʢʦ ʧʦʚʝʜʝʥʠʝ ʠ 

ʜʝʡʥʦʩʪʠ ʥʘ ʜʦʤʘʢʠʥʠʪʝ ʢʲʤ ʧʨʠʩʪʠʛʘʱʠ ʠ ʦʪʩʷʜʘʱʠ ʛʦʩʪʠ. (Zeglen, 2017, p. 6). ɽʜʥʦ 

ʩʲʚʨʝʤʝʥʥʦ ʦʙʷʩʥʝʥʠʝ ʟʘ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʩʝ ʦʪʥʘʩʷ ʜʦ ʚʨʲʟʢʘʪʘ ʤʝʞʜʫ ʛʦʩʪ ʠ 

ʜʦʤʘʢʠʥ. ʂʦʛʘʪʦ ʛʦʚʦʨʠʤ ʟʘ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ, ʥʠʝ ʩʝ ʧʦʟʦʚʘʚʘʤʝ ʥʘ 

ʢʦʤʧʘʥʠʠ ʠʣʠ ʦʨʛʘʥʠʟʘʮʠʠ, ʢʦʠʪʦ ʦʩʠʛʫʨʷʚʘʪ ʭʨʘʥʘ ʠ / ʠʣʠ ʥʘʧʠʪʢʠ ʠ / ʠʣʠ 

ʥʘʩʪʘʥʷʚʘʥʝ ʥʘ ʭʦʨʘ, ʢʦʠʪʦ ʩʘ ʜʘʣʝʯ ʦʪ ʜʦʤʘ (Mackenzie & Chan, 2009, p. 11). ʇʦ-

ʢʦʥʢʨʝʪʥʦ, ʪʘʟʠ ʚʨʲʟʢʘ ʤʝʞʜʫ ʛʦʩʪ ʠ ʜʦʤʘʢʠʥ ʚʢʣʶʯʚʘ ʧʨʠʝʤʘʥʝ ʠ ʟʘʙʘʚʣʝʥʠʝ ʥʘ 

ʛʦʩʪʠ, ʧʦʩʝʪʠʪʝʣʠ ʠʣʠ ʥʝʧʦʟʥʘʪʠ ʢʘʪʦ ʩʝ ʧʨʝʜʣʘʛʘʪ ʨʘʟʣʠʯʥʠ ʫʩʣʫʛʠ ʟʘ ʧʲʪʥʠʮʠ ʠ 
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ʪʫʨʠʩʪʠ. ʍʦʪʝʣʠʝʨʩʪʚʦʪʦ ʝ ʜʦʙʨʦʚʦʣʥʦ ʩʢʣʶʯʝʥ ʜʦʛʦʚʦʨ, ʚ ʢʦʡʪʦ ʩʝ ʮʝʣʠ 

ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʙʣʘʛʦʧʦʣʫʯʠʝʪʦ ʥʘ ʟʘʠʥʪʝʨʝʩʦʚʘʥʠʪʝ ʩʪʨʘʥʠ. 

Ăʇʦʨʘʜʠ ʬʘʢʪʘ, ʯʝ ʦʙʩʣʫʞʚʘ ʧʦʪʨʝʙʥʦʩʪʠʪʝ ʥʘ Ăʧʘʟʘʨʘ ʥʘ ʭʦʨʘʪʘ ʜʘʣʝʯ ʦʪ 

ʜʦʤʘñ, ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʠʤʘ ʚʘʞʥʦ ʟʥʘʯʝʥʠʝ ʟʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ. ʉʲʚʨʝʤʝʥʥʦʪʦ 

ʭʦʪʝʣʠʝʨʩʪʚʦ ʩʝ ʭʘʨʘʢʪʝʨʠʟʠʨʘ ʩ ʠʢʦʥʦʤʠʯʝʩʢʘ ʩʧʝʮʠʬʠʢʘñ (ʇʘʨʫʰʝʚʘ, 2010, ʩ. 56). 

ɺʩʝ ʧʦ-ʯʝʩʪʦ ʩʝ ʛʦʚʦʨʠ ʟʘ ʧʨʦʤʷʥʘ ʚ ʧʦʪʨʝʙʠʪʝʣʩʢʠʪʝ ʧʨʝʜʧʦʯʠʪʘʥʠʷ, ʦʩʦʙʝʥʦ ʱʦ ʩʝ 

ʦʪʥʘʩʷ ʜʦ ʪʫʨʠʟʤʘ ʠ ʚ ʯʘʩʪʥʦʩʪ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ. ʇʦʷʚʷʚʘʪ ʩʝ Ăʥʦʚ ʪʠʧñ 

ʧʲʪʥʠʮʠ. ʊʝ ʩʝ ʠʥʪʝʨʝʩʫʚʘʪ ʝʜʥʦʚʨʝʤʝʥʥʦ ʦʪ ʪʝʭʥʦʣʦʛʠʷ ʠ ʦʢʦʣʥʘ ʩʨʝʜʘ. 

ʇʨʝʜʧʦʯʠʪʘʪ ʜʘ ʙʲʜʘʪ ʤʦʙʠʣʥʠ, ʥʝʧʨʝʩʪʘʥʥʦ ʜʚʠʞʝʱʠ ʩʝ ʠ ʥʘʩʦʯʝʥʠ ʢʲʤ ʫʩʪʦʡʯʠʚʦ 

ʧʦʪʨʝʙʣʝʥʠʝ ʥʘ ʙʣʘʛʘ. ɿʘ ʜʘ ʟʘʜʦʚʦʣʠ ʚʩʠʯʢʠ ʩʚʦʠ ʧʦʪʨʝʙʥʦʩʪʠ Ăʥʦʚʠʷʪ ʪʫʨʠʩʪñ 

ʠʟʧʦʣʟʚʘ ʚʩʠʯʢʠ ʤʝʪʦʜʠ ʠ ʩʨʝʜʩʪʚʘ, ʢʦʠʪʦ ʙʠʭʘ ʤʦʛʣʠ ʜʘ ʥʘʤʘʣʷʪ ʚʨʝʤʝʪʦ ʟʘ ʚʟʝʤʘʥʝ 

ʥʘ ʨʝʰʝʥʠʷ ʠ ʜʘ ʫʚʝʣʠʯʘʪ ʫʜʦʚʦʣʩʪʚʠʝʪʦ ʦʪ ʧʨʝʩʪʦʷ. 

Ăʊʝʭʥʦʣʦʛʠʠʪʝ ʠʛʨʘʷʪ ʚʘʞʥʘ ʨʦʣʷ ʥʝ ʩʘʤʦ ʟʘ ʢʣʠʝʥʪʠʪʝ, ʥʦ ʠ ʟʘ 

ʩʦʙʩʪʚʝʥʠʮʠʪʝ ʥʘ ʭʦʪʝʣʠ. ʊʝ ʩʘ ʩʢʣʦʥʥʠ ʜʘ ʛʠ ʠʟʧʦʣʟʚʘʪ ʧʦ ʜʚʝ ʦʩʥʦʚʥʠ ʧʨʠʯʠʥʠ. 

ʇʲʨʚʦ ʯʨʝʟ ʪʝʭʥʦʣʦʛʠʠʪʝ ʤʝʥʠʜʞʲʨʠʪʝ ʧʦʣʫʯʘʚʘʪ ʧʦʜʨʦʙʥʠ ʜʘʥʥʠ ʦʪʥʦʩʥʦ 

ʧʦʪʨʝʙʠʪʝʣʩʢʦʪʦ ʧʦʚʝʜʝʥʠʝ ʠ ʚʪʦʨʦ, ʪʝ ʧʨʝʜʦʩʪʘʚʷʪ ʧʦ-ʜʦʙʨʦ ʠ ʧʦ-ʧʝʨʩʦʥʘʣʠʟʠʨʘʥʦ 

ʥʘʩʪʘʥʷʚʘʥʝ ʟʘ ʩʚʦʠʪʝ ʢʣʠʝʥʪʠñ (Kazandzhieva, Ilieva & Filipova, 2017, p. 5). ɽʜʥʦ ʦʪ 

ʥʘʡ-ʚʘʞʥʠʪʝ ʪʚʲʨʜʝʥʠʷ ʝ ʪʦʚʘ, ʯʝ ʜʠʛʠʪʘʣʠʟʘʮʠʷʪʘ, ʢʦʷʪʦ ʭʦʨʘʪʘ ʧʦʟʥʘʚʘʪ ʚ 

ʥʘʩʪʦʷʱʝʪʦ, ʝ ʝʜʠʥ ʜʦʙʲʨ ʥʘʯʠʥ ʟʘ ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʤʥʦʞʝʩʪʚʦ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʚ 

ʙʲʜʝʱʝ (ʇʘʨʫʰʝʚʘ, 2018, ʩ. 178). 

Ăʈʦʣʷʪʘ, ʢʦʷʪʦ ʪʝʭʥʦʣʦʛʠʠʪʝ ʠʛʨʘʷʪ ʚ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʫʩʣʫʛʠ, ʥʝʧʨʝʢʲʩʥʘʪʦ 

ʩʝ ʧʨʦʤʝʥʷ ʠ ʨʘʟʚʠʚʘ. ʂʣʠʝʥʪʠʪʝ ʚʩʝ ʧʦʚʝʯʝ ʠʟʧʦʣʟʚʘʪ ʪʝʭʥʦʣʦʛʠʠʪʝ ʟʘ ʧʦʜʛʦʪʦʚʢʘ ʠ 

ʧʨʝʢʘʨʚʘʥʝ ʥʘ ʚʘʢʘʥʮʠʠʪʝ ʩʠ. ʄʝʥʠʜʞʲʨʠʪʝ ʥʘ ʭʦʪʝʣʠ ʩʲʱʦ ʛʠ ʧʨʠʣʘʛʘʪ ʧʦ ʨʘʟʣʠʯʥʠ 

ʪʚʦʨʯʝʩʢʠ ʥʘʯʠʥʠ, ʟʘ ʜʘ ʧʨʠʚʣʝʢʘʪ ʧʦʚʝʯʝ ʪʫʨʠʩʪʠ, ʜʘ ʩʲʙʠʨʘʪ ʜʘʥʥʠ ʠ ʜʘ ʧʦʜʦʙʨʷʪ 

ʫʩʣʫʛʠʪʝ ʩʠ. ʊʝʭʥʦʣʦʛʠʠʪʝ ʤʦʛʘʪ ʜʘ ʥʘʧʨʘʚʷʪ ʧʲʪʫʚʘʥʝʪʦ ʦʱʝ ʧʦ-ʫʜʦʙʥʦ ʠ 

ʫʥʠʢʘʣʥʦñ (Kazandzhieva, Ilieva & Filipova 2017, p. 5). 

ɺʨʲʟʢʘʪʘ ʤʝʞʜʫ ʠʥʦʚʘʮʠʠʪʝ ʠ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʚ ʜʥʝʰʥʦ ʚʨʝʤʝ ʝ ʩʠʣʥʦ 

ʨʘʟʣʠʯʠʤʘ. ʂʦʣʢʦʪʦ ʧʦʚʝʯʝ ʩʝ ʧʨʦʤʝʥʷʪ ʧʨʝʜʧʦʯʠʪʘʥʠʷʪʘ ʥʘ ʛʦʩʪʠʪʝ, ʪʦʣʢʦʚʘ ʧʦ-

ʪʨʫʜʥʦ ʝ ʦʙʠʢʥʦʚʝʥ ʯʦʚʝʢ ʜʘ ʫʩʧʝʝ ʜʘ ʩʝ ʩʧʨʘʚʠ ʩ ʪʷʭ ʙʝʟ ʥʘʤʝʩʘʪʘ ʥʘ ʪʝʭʥʦʣʦʛʠʷ. 

ʄʥʦʛʦ ʦʪ ʩʲʱʝʩʪʚʫʚʘʱʠʪʝ ʪʝʭʥʦʣʦʛʠʠ ʩʘ ʜʦʙʨʝ ʧʦʟʥʘʪʠ ʥʘ ʯʦʚʝʯʝʩʪʚʦʪʦ ʠ ʭʦʨʘʪʘ ʛʠ 

ʧʨʠʝʤʘʪ ʟʘ ʜʘʜʝʥʦʩʪ. ʉ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʧʘʟʘʨʘ, ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ ʧʨʝʜ ʠʥʜʫʩʪʨʠʷʪʘ 

ʩʝ ʫʚʝʣʠʯʘʚʘʪ. 

 

2. ʇʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ʧʨʝʜ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ 

ɼʥʝʩ ʧʨʝʜ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʩʲʱʝʩʪʚʫʚʘʪ ʤʥʦʞʝʩʪʚʦ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ. ʂʘʪʦ 

ʝʜʠʥ ʜʦʙʨʝ ʨʘʟʚʠʪ ʚ ʠʢʦʥʦʤʠʯʝʩʢʦ ʦʪʥʦʰʝʥʠʝ ʙʠʟʥʝʩ, ʪʦʡ ʝ ʠʟʢʣʶʯʠʪʝʣʥʦ 

ʜʦʭʦʜʦʥʦʩʝʥ ʠ ʧʦʨʘʜʠ ʪʦʚʘ ʪʨʷʙʚʘ ʜʘ ʩʝ ʫʧʨʘʚʣʷʚʘ ʧʨʘʚʠʣʥʦ (Parusheva, 2018, p. 130). 

ɺʟʝʤʘʡʢʠ ʥʘʚʨʝʤʝʥʥʠ ʤʝʨʢʠ ʟʘ ʧʨʝʦʜʦʣʷʚʘʥʝ ʥʘ ʧʨʦʙʣʝʤʠʪʝ, ʚʩʝʢʠ ʭʦʪʝʣʠʝʨ 

ʩʧʦʤʘʛʘ ʟʘ ʫʩʲʚʲʨʰʝʥʩʪʚʘʥʝ ʥʘ ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʦʙʩʣʫʞʚʘʥʝ. 

ʊʝʭʥʦʣʦʛʠʯʥʦ ʦʨʠʝʥʪʠʨʘʥʠ ʢʣʠʝʥʪʠ ï ʊʝʭʥʦʣʦʛʠʠʪʝ ʩʘ ʥʝʨʘʟʜʝʣʥʘ ʯʘʩʪ ʦʪ 

ʝʞʝʜʥʝʚʠʝʪʦ. ɽʜʥʦ ʦʪ ʦʩʥʦʚʥʠʪʝ ʠʟʠʩʢʚʘʥʠʷ ʥʘ ʛʦʩʪʠʪʝ ʚ ʭʦʪʝʣʠʪʝ ʝ ʪʝ ʜʘ ʙʲʜʘʪ 

ʩʚʲʨʟʘʥʠ ʩ ʠʥʪʝʨʥʝʪ ʠ ʜʘ ʠʤʘʪ ʜʦʩʪʲʧ ʜʦ ʚʩʷʢʘ ʪʦʯʢʘ ʥʘ ʩʚʝʪʘ ʦʥʣʘʡʥ. ʉʧʦʨʝʜ Nain, 

Ăʪʝʭʥʦʣʦʛʠʠʪʝ ʩʘ ʧʦʩʪʦʷʥʝʥ ʩʧʲʪʥʠʢ ʚ ʧʲʪʫʚʘʥʠʷʪʘ, ʢʲʜʝʪʦ ʠ ʜʘ ʦʪʠʜʝʤ. 

ʀʥʦʚʘʪʠʚʥʦʪʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʪʝʭʥʦʣʦʛʠʠ, ʢʦʠʪʦ ʩʘ ʚ ʧʦʣʟʘ ʥʘ ʢʣʠʝʥʪʠʪʝ, ʘ ʥʝ ʩʘʤʦ ʥʘ 

ʭʦʪʝʣʩʢʠʪʝ ʦʧʝʨʘʮʠʠ, ʧʦʤʘʛʘ ʥʘ ʭʦʪʝʣʘ ʜʘ ʩʝ ʦʪʢʨʦʠ ʦʪ ʢʦʥʢʫʨʝʥʮʠʷʪʘ ʠ ʜʘ ʧʨʠʚʣʝʯʝ 

ʥʦʚʠ ʢʣʠʝʥʪʠñ (Nain, 2018, p. 564). ɽʪʦ ʟʘʱʦ ʝ ʚʘʞʥʦ ʭʦʪʝʣʠʝʨʠʪʝ ʜʘ ʧʦʝʤʘʪ 

ʦʪʛʦʚʦʨʥʦʩʪʪʘ ʟʘ ʧʨʝʜʦʩʪʘʚʷʥʝ ʥʘ ʜʦʩʪʘʪʲʯʥʦ ʥʦʚʠ ʠ ʠʥʦʚʘʪʠʚʥʠ ʪʝʭʥʦʣʦʛʠʠ ʚ 

ʩʚʦʠʪʝ ʭʦʪʝʣʠ. 
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ɼʨʫʛʦ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʦ, ʢʦʝʪʦ ʩʝ ʟʘʙʝʣʷʟʚʘ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ 

ʪʝʭʥʦʣʦʛʠʯʥʘʪʘ ʦʨʠʝʥʪʘʮʠʷ ʥʘ ʢʣʠʝʥʪʠʪʝ ʝ Ăʧʦʷʚʘʪʘ ʥʘ ʚʩʝ ʧʦʚʝʯʝ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʩʘʡʪʦʚʝ ʢʘʪʦ Expedia, Kayak, Booking ʠ Airbnb, ʢʦʠʪʦ ʫʣʝʩʥʷʚʘʪ ʧʦʪʨʝʙʠʪʝʣʠʪʝ ʜʘ 

ʥʘʤʝʨʷʪ ʥʘʡ-ʜʦʙʨʠʪʝ ʦʬʝʨʪʠ, ʥʘʡ-ʜʦʙʨʠʪʝ ʧʨʠʢʣʶʯʝʥʠʷ ʠ ʥʘʡ-ʛʦʣʷʤʦʪʦ ʠʟʞʠʚʷʚʘʥʝ 

ʤʥʦʛʦ ʧʦ-ʙʲʨʟʦ ʠ ʝʬʝʢʪʠʚʥʦñ (Kazandzhieva, Ilieva & Filipova 2017, p. 6). ʊʝʟʠ 

ʩʘʡʪʦʚʝ ʩʘ ʠʟʢʣʶʯʠʪʝʣʥʦ ʧʦʣʝʟʥʠ ʟʘ ʧʲʪʫʚʘʱʠʪʝ ʩ ʮʝʣ ʙʠʟʥʝʩ ʠ ʦʧʦʣʟʦʪʚʦʨʷʚʘʥʝ ʥʘ 

ʩʚʦʙʦʜʥʦʪʦ ʚʨʝʤʝ, ʥʦ ʧʨʝʜʩʪʘʚʣʷʚʘʪ ʛʦʣʷʤʘ ʢʦʥʢʫʨʝʥʮʠʷ ʟʘ ʭʦʪʝʣʠʝʨʠʪʝ. ɿʘ ʜʘ 

ʧʨʝʦʜʦʣʝʷʪ ʪʘʟʠ ʢʦʥʢʫʨʝʥʮʠʷ ʝ ʥʫʞʥʦ ʜʘ ʩʝ ʦʙʲʨʥʘʪ ʢʲʤ ʪʝʭʥʦʣʦʛʠʠʪʝ. 

ʇʨʝʜʦʩʪʘʚʷʥʝ ʥʘ ʩʤʠʩʣʝʥʠ ʠ ʟʘʧʦʤʥʷʱʠ ʩʝ ʣʠʯʥʠ ʧʨʝʞʠʚʷʚʘʥʠʷ ï 

Ăʉʧʦʤʝʥʠʪʝ ʩʝ ʦʩʥʦʚʘʚʘʪ ʥʘ ʩʠʣʥʠ ʧʨʝʞʠʚʷʚʘʥʠʷ. ʉʝʛʘ ʥʘʨʘʩʪʚʘ ʦʯʘʢʚʘʥʝʪʦ ʚʠʥʘʛʠ 

ʜʘ ʩʝ Ăʧʨʝʞʠʚʷʚʘ ʥʝʱʦñ (Nain, 2018, pp. 565-566). ɺ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ, 

ʪʝʥʜʝʥʮʠʠʪʝ ʚ ʜʠʟʘʡʥʘ, ʪʝʭʥʦʣʦʛʠʠʪʝ ʠ ʧʝʨʩʦʥʘʣʠʟʘʮʠʷʪʘ ʤʦʛʘʪ ʜʘ ʧʦʤʦʛʥʘʪ ʟʘ 

ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ ʩʤʠʩʣʝʥʦ ʠʟʞʠʚʷʚʘʥʝ ʠ ʟʘ ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʣʦʷʣʥʦʩʪʪʘ ʥʘ ʛʦʩʪʠʪʝ. ɿʘ 

ʜʘ ʙʲʜʘʪ ʧʨʠʚʣʝʯʝʥʠ ʭʦʨʘʪʘ, ʪʝ ʪʨʷʙʚʘ ʜʘ ʩʤʷʪʘʪ, ʯʝ ʩʠ ʟʘʩʣʫʞʘʚʘ. ʅʘʡ-ʯʝʩʪʦ 

ʤʦʪʠʚʠʪʝ ʟʘ ʧʦʩʝʱʝʥʠʝ ʥʘ ʜʘʜʝʥʘ ʜʝʩʪʠʥʘʮʠʷ ʩʘ ʥʝʡʥʠʪʝ ʧʨʠʨʦʜʥʠ ʠʣʠ 

ʘʥʪʨʦʧʦʛʝʥʥʠ ʨʝʩʫʨʩʠ. ʆʪ ʢʦʝʪʦ ʩʣʝʜʚʘ, ʯʝ ʝʜʠʥ ʠʥʜʠʚʠʜ, ʚʦʜʝʡʢʠ ʩʝ ʦʪ ʞʝʣʘʥʠʝʪʦ 

ʟʘ ʦʧʦʟʥʘʚʘʥʝ ʥʘ ʤʷʩʪʦʪʦ-ʜʦʤʘʢʠʥ, ʤʦʞʝ ʜʘ ʛʦ ʧʦʩʝʪʠ ʥʷʢʦʣʢʦ ʧʲʪʠ. ɺʝʜʥʲʞ ʥʘʩʠʪʠʣ 

ʩʝ ʥʘ ʚʩʠʯʢʠ ʜʘʜʝʥʦʩʪʠ, ʪʦʡ ʛʫʙʠ ʠʥʪʝʨʝʩ. ʏʨʝʟ ʪʝʭʥʦʣʦʛʠʯʥʠʪʝ ʠʥʦʚʘʮʠʠ ʚ 

ʭʦʪʝʣʠʪʝ, ʤʦʛʘʪ ʜʘ ʩʝ ʫʜʲʣʞʘʪ, ʢʘʢʪʦ ʙʨʦʷʪ ʥʘ ʧʦʩʝʱʝʥʠʷʪʘ, ʪʘʢʘ ʠ ʚʨʝʤʝʪʨʘʝʥʝʪʦ ʥʘ 

ʧʨʝʩʪʦʷ. ʇʦʨʘʜʠ ʠʥʪʝʨʝʩʘ, ʢʦʡʪʦ ʩʲʟʜʘʚʘʪ ʚ ʫʤʘ ʥʘ ʛʦʩʪʠʪʝ, ʯʝʩʪʦ ʧʲʪʠ 

ʘʚʪʦʤʘʪʠʟʘʮʠʷʪʘ ʠ ʨʦʙʦʪʠʟʘʮʠʷʪʘ ʩʝ ʧʨʝʚʨʲʱʘʪ ʚ ʤʦʪʠʚ ʥʦʤʝʨ ʝʜʥʦ ʟʘ ʧʦʩʝʱʝʥʠʝ ʥʘ 

ʜʘʜʝʥʦ ʤʷʩʪʦ. ʇʨʠʤʝʨ ʟʘ ʪʦʚʘ ʪʚʲʨʜʝʥʠʝ ʝ ʧʲʨʚʠʷʪ ʠʟʮʷʣʦ ʨʦʙʦʪʠʟʠʨʘʥ ʭʦʪʝʣ ʚ 

ʂʠʪʘʡ ĂFlyZooñ. 

ʋʩʪʦʡʯʠʚʦʩʪ ï ʋʩʪʦʡʯʠʚʦʩʪʪʘ ʝ ʝʜʥʦ ʦʪ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ, ʢʦʠʪʦ ʥʘʙʠʨʘʪ 

ʩʢʦʨʦʩʪ, ʧʦʨʘʜʠ ʚʩʝ ʧʦ-ʛʦʣʷʤʘʪʘ ʟʘʠʥʪʝʨʝʩʦʚʘʥʦʩʪ ʦʪ ʩʪʨʘʥʘ ʥʘ ʛʦʩʪʠʪʝ ʦʪʥʦʩʥʦ 

ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ (Parusheva, 2019, p. 287). ʉʲʚʨʝʤʝʥʥʠʷʪ Ăʥʦʚ ʪʫʨʠʩʪñ ʠʣʠ 

Ăʧʦʩʪʤʦʜʝʨʝʥñ ʝ ʧʦ-ʤʦʙʠʣʝʥ ʠ ʩʠʣʥʦ ʟʘʛʨʠʞʝʥ ʟʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ʊʦʚʘ ʦʟʥʘʯʘʚʘ, ʯʝ 

ʘʢʦ ʝʜʠʥ ʭʦʪʝʣ ʥʝ ʙʲʜʝ ʜʦʩʪʘʪʲʯʥʦ Ăʟʝʣʝʥñ, ʪʦ ʪʦʡ ʱʝ ʟʘʛʫʙʠ ʚ ʢʦʥʢʫʨʝʥʮʠʷʪʘ ʩ 

ʜʨʫʛʠ ʭʦʪʝʣʠ, ʦʨʠʝʥʪʠʨʘʥʠ ʢʲʤ ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ʉʚʝʪʦʚʥʘʪʘ 

ʦʨʛʘʥʠʟʘʮʠʷ ʟʘ ʪʫʨʠʟʲʤ ʥʘ ʆʆʅ (UNWTO) ʝ ʜʲʣʙʦʢʦ ʘʥʛʘʞʠʨʘʥʘ ʩ ʫʩʪʦʡʯʠʚʠʷ 

ʪʫʨʠʟʲʤ. ʄʥʦʛʦ ʭʦʪʝʣʠʝʨʠ ʩʝ ʦʨʠʝʥʪʠʨʘʪ ʢʲʤ ʨʝʦʨʛʘʥʠʟʠʨʘʥʝʪʦ ʥʘ ʭʦʪʝʣʘ, ʟʘ ʜʘ 

ʙʲʜʝ ʝʢʦʣʦʛʠʯʝʥ.ʊʘʢʘ ʪʝ ʦʪʯʠʪʘʪ ʧʨʝʢʦʤʝʨʥʦ ʚʠʩʦʢʠ ʨʘʟʭʦʜʠ ʟʘ ʧʦʜʜʨʲʞʢʘ, ʢʦʝʪʦ 

ʯʝʩʪʦ ʧʲʪʠ ʩʝ ʦʢʘʟʚʘ ʧʨʦʙʣʝʤ ʟʘ ʧʦ-ʤʘʣʢʠʪʝ ʭʦʪʝʣʠ. ʉʧʦʨʝʜ Nain, Ăʟʘ ʜʘ ʩʝ ʩʧʨʘʚʷʪ ʩ 

ʪʦʚʘ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʦ, ʭʦʪʝʣʠʪʝ ʪʨʷʙʚʘ ʜʘ ʩʝ ʦʙʲʨʥʘʪ ʢʲʤ Ăʠʥʪʝʣʠʛʝʥʪʥʠʪʝñ 

ʪʝʭʥʦʣʦʛʠʠ, ʢʦʠʪʦ ʱʝ ʧʦʤʦʛʥʘʪ ʥʘ ʫʧʨʘʚʠʪʝʣʠʪʝ ʥʘ ʭʦʪʝʣʠ ʜʘ ʩʪʘʥʘʪ Ăʟʝʣʝʥʠñ, ʜʘ 

ʧʨʝʨʘʟʛʣʝʜʘʪ ʢʦʥʩʫʤʘʮʠʷʪʘ ʥʘ ʝʥʝʨʛʠʷ ʠ ʜʘ ʧʨʠʣʘʛʘʪ ʥʘʯʠʥʠ ʟʘ ʦʩʠʛʫʨʷʚʘʥʝ ʥʘ 

ʬʠʥʘʥʩʦʚʠ ʩʧʝʩʪʷʚʘʥʠʷñ (Nain, 2018, pp. 566-567). ʉʧʦʨʝʜ John ʠ Josielyn Walker, 

Ăʯʨʝʟ ʩʧʝʩʪʷʚʘʥʝ ʥʘ ʝʥʝʨʛʠʷ ʠ ʚʦʜʘ, ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʦʪʧʘʜʲʮʠʪʝ ʠ ʝʣʠʤʠʥʠʨʘʥʝ ʥʘ 

ʪʦʢʩʠʯʥʠʪʝ ʭʠʤʠʢʘʣʠ, Ăʟʝʣʝʥʠʪʝñ ʭʦʪʝʣʠ ʥʘʤʘʣʷʚʘʪ ʝʢʩʧʣʦʘʪʘʮʠʦʥʥʠʪʝ ʩʠ ʨʘʟʭʦʜʠ, 

ʢʦʝʪʦ ʠʤ ʧʦʟʚʦʣʷʚʘ ʜʘ ʧʨʝʜʦʩʪʘʚʷʪ ʧʦʜʦʙʨʝʥʠ ʫʩʣʫʛʠ ʥʘ ʩʚʦʠʪʝ ʛʦʩʪʠ ʠ ʧʦ-

ʟʜʨʘʚʦʩʣʦʚʥʘ ʩʨʝʜʘ ʟʘ ʨʘʙʦʪʘ ʥʘ ʩʣʫʞʠʪʝʣʠʪʝ ʩʠñ (Walker & Walker, 2014, p. 130). 

ʊʝʭʥʦʣʦʛʠʠʪʝ, ʢʦʠʪʦ ʩʝ ʠʟʧʦʣʟʚʘʪ ʚ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʚ ʭʦʪʝʣʠʪʝ ʜʦʢʘʟʚʘʪ 

ʪʝʟʘʪʘ, ʯʝ ʩʘ ʦʪ ʠʟʢʣʶʯʠʪʝʣʥʘ ʧʦʣʝʟʥʦʩʪ ʥʝ ʩʘʤʦ ʟʘ ʭʦʪʝʣʠʝʨʠʪʝ, ʥʦ ʠ ʟʘ ʛʦʩʪʠʪʝ. 

ɺʲʧʨʝʢʠ ʪʦʚʘ, ʭʦʪʝʣʠʪʝ, ʚʩʝ ʦʱʝ ʩʨʝʱʘʪ ʠʟʙʨʦʝʥʠʪʝ ʚ ʥʘʩʪʦʷʱʠʷ ʜʦʢʣʘʜ 

ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ. ʂʣʠʝʥʪʠʪʝ ʥʝʧʨʝʩʪʘʥʥʦ ʧʨʦʤʝʥʷʪ ʩʚʦʠʪʝ ʧʨʝʜʧʦʯʠʪʘʥʠʷ. 

ʀʤʝʥʥʦ ʧʦʨʘʜʠ ʪʘʟʠ ʧʨʠʯʠʥʘ, ʪʝʭʥʦʣʦʛʠʯʥʠʪʝ ʠʥʦʚʘʮʠʠ ʥʝʧʨʝʩʪʘʥʥʦ ʩʝ ʨʘʟʚʠʚʘʪ ʠ 

ʭʦʪʝʣʠʪʝ ʪʨʷʙʚʘ ʜʘ ʩʝ ʩʪʘʨʘʷʪ ʜʘ ʙʲʜʘʪ ʚʠʥʘʛʠ ʝʜʥʘ ʩʪʲʧʢʘ ʥʘʧʨʝʜ ʚ ʠʟʧʦʣʟʚʘʥʝʪʦ ʠʤ. 
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3. ʊʝʥʜʝʥʮʠʠ ʟʘ ʨʘʟʚʠʪʠʝ ʥʘ ʪʝʭʥʦʣʦʛʠʠʪʝ ʚ ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ 

ɺ ʥʘʩʪʦʷʱʠʷ ʜʦʢʣʘʜ, ʘʚʪʦʨʲʪ ʩʝ ʬʦʢʫʩʠʨʘ ʚʲʨʭʫ ʥʷʢʦʠ ʩʠʣʥʦ ʠʟʨʘʟʝʥʠ 

ʪʝʥʜʝʥʮʠʠ ʚ ʨʘʟʨʘʙʦʪʚʘʥʝʪʦ ʥʘ ʪʝʭʥʦʣʦʛʠʠʪʝ ʠ ʚʨʲʟʢʘʪʘ ʠʤ ʩ ʧʦʚʠʰʘʚʘʥʝ ʥʘ 

ʢʘʯʝʩʪʚʦʪʦ ʚ ʭʦʪʝʣʠʝʨʩʢʘʪʘ ʠʥʜʫʩʪʨʠʷ. ʊʝʟʠ ʪʝʥʜʝʥʮʠʠ ʩʘ ʧʦʢʘʟʘʪʝʣʥʠ ʟʘ 

ʧʨʝʦʜʦʣʷʚʘʥʝʪʦ ʥʘ ʥʷʢʦʠ ʦʪ ʛʦʨʝʠʟʙʨʦʝʥʠʪʝ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ. ɺ ʥʘʩʪʦʷʱʠʷ 

ʧʘʨʘʛʨʘʬ, ʘʚʪʦʨʲʪ ʨʘʟʛʣʝʞʜʘ ʚʟʘʠʤʦʚʨʲʟʢʘʪʘ ʤʝʞʜʫ ʪʝʥʜʝʥʮʠʠʪʝ ʠ 

ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ. 

ɽʞʝʛʦʜʥʠʷʪ ʜʦʢʣʘʜ ʥʘ Oracle Hospitality ʠʟʩʣʝʜʚʘ ʧʦʯʪʠ 3000 ʧʲʪʥʠʮʠ ʚ 

ʉɸʑ ʠ ɽʚʨʦʧʘ, ʟʘ ʜʘ ʩʝ ʨʘʟʙʝʨʝ ʧʦ-ʜʦʙʨʝ ʟʥʘʯʝʥʠʝʪʦ ʥʘ ʪʝʭʥʦʣʦʛʠʷʪʘ ʚ ʭʦʪʝʣʘ. ʂʲʤ 

2019 ʛʦʜʠʥʘ, 75% ʦʪ ʭʦʪʝʣʠʝʨʠʪʝ, ʢʘʟʚʘʪ, ʯʝ ʩʘ Ăʩʲʛʣʘʩʥʠñ ʠʣʠ Ăʩʠʣʥʦ ʩʝ 

ʩʲʛʣʘʩʷʚʘʪñ, ʯʝ ʪʝʭʥʦʣʦʛʠʷʪʘ ʩ ʘʢʪʠʚʠʨʘʥ ʠʟʢʫʩʪʚʝʥ ʠʥʪʝʣʝʢʪ ʤʦʞʝ ʟʥʘʯʠʪʝʣʥʦ ʜʘ 

ʧʦʜʦʙʨʠ ʦʧʠʪʘ ʥʘ ʛʦʩʪʠʪʝ ʥʘ ʚʩʠʯʢʠ ʝʪʘʧʠ ʦʪ ʪʷʭʥʦʪʦ ʧʲʪʫʚʘʥʝ (Oracle Report, 2019, 

p. 20). 

ɸʚʪʦʤʘʪʠʯʥʦ ʥʘʩʪʘʥʷʚʘʥʝ ʠ ʥʘʧʫʩʢʘʥʝ. ʊʘʟʠ ʪʝʥʜʝʥʮʠʷ ʠʤʘ ʧʨʷʢʦ 

ʦʪʥʦʰʝʥʠʝ ʢʲʤ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʦʪʦ, ʢʦʝʪʦ ʧʨʝʜʩʪʘʚʣʷʚʘʪ ʚʩʝ ʧʦ-ʪʝʭʥʦʣʦʛʠʯʥʦ 

ʦʨʠʝʥʪʠʨʘʥʠʪʝ ʭʦʨʘ. ɺ ʩʪʨʝʤʝʞʘ ʩʠ ʜʘ ʧʦʜʦʙʨʷʪ ʝʬʝʢʪʠʚʥʦʩʪʪʘ, ʭʦʪʝʣʠʪʝ ʩʝ 

ʩʪʨʝʤʷʪ ʜʘ ʘʚʪʦʤʘʪʠʟʠʨʘʪ ʧʨʦʮʝʩʘ ʥʘ ʨʝʛʠʩʪʨʘʮʠʷ ʠ ʥʘʧʫʩʢʘʥʝ ʥʘ ʭʦʪʝʣʘ. Ăɺʩʝ ʧʦ-

ʯʝʩʪʦ ʭʦʪʝʣʠʪʝ ʧʦ ʩʚʝʪʘ ʧʨʠʝʤʘʪ ʝʣʝʢʪʨʦʥʥʦ ĂKioskñ
7
 ʥʘʩʪʘʥʷʚʘʥʝ, ʟʘ ʜʘ ʦʧʨʦʩʪʷʪ, 

ʧʝʨʩʦʥʘʣʠʟʠʨʘʪ ʠ ʫʩʢʦʨʷʪ ʧʨʦʮʝʩʘ, ʧʦʟʚʦʣʷʚʘʡʢʠ ʥʘ ʛʦʩʪʠʪʝ ʜʘ ʦʪʠʜʘʪ ʜʠʨʝʢʪʥʦ ʚ 

ʩʪʘʠʪʝ ʩʠñ (Margarido, 2015, p. 20). ʉʧʦʨʝʜ ɸʤʝʨʠʢʘʥʩʢʘʪʘ ʘʩʦʮʠʘʮʠʷ ʟʘ 

ʭʦʪʝʣʠʝʨʩʪʚʦ ʠ ʥʘʩʪʘʥʷʚʘʥʝ, ʜʦ 2016 ʛʦʜʠʥʘ 65% ʦʪ ʩʦʙʩʪʚʝʥʠʮʠʪʝ ʥʘ ʭʦʪʝʣʠ ʚ ʉɸʑ 

ʩʘ ʚʲʚʝʣʠ ʤʦʙʠʣʥʦ ʥʘʩʪʘʥʷʚʘʥʝ ʟʘ ʩʚʦʠʪʝ ʛʦʩʪʠ (American Hotel & Lodging 

Association, 2016). ʇʨʝʟ ʥʦʝʤʚʨʠ 2018 ʛʦʜʠʥʘ Statisa ʠʟʤʝʨʠ, ʯʝ ʤʦʙʠʣʥʠʪʝ 

ʫʩʪʨʦʡʩʪʚʘ ʧʨʝʜʩʪʘʚʣʷʚʘʪ 48,2% ʦʪ ʪʨʘʬʠʢʘ ʥʘ ʫʝʙʩʘʡʪʦʚʝ ʧʦ ʮʝʣʠʷ ʩʚʷʪ (Mathews, 

2019), ʢʦʝʪʦ ʦʟʥʘʯʘʚʘ, ʯʝ ʚʩʝ ʧʦʚʝʯʝ ʛʦʩʪʠʪʝ ʩʘ ʦʨʠʝʥʪʠʨʘʥʠ ʢʲʤ ʪʦʚʘ ʜʘ ʠʟʧʦʣʟʚʘʪ 

ʪʝʭʥʦʣʦʛʠʠʪʝ, ʟʘ ʜʘ ʫʣʝʩʥʷʪ ʧʨʦʮʝʩʘ ʥʘ ʟʘʜʦʚʦʣʷʚʘʥʝ ʥʘ ʩʚʦʠʪʝ ʧʦʪʨʝʙʥʦʩʪʠ. 

ʊʝʥʜʝʥʮʠʷʪʘ ʥʘ ʨʦʙʦʪʠʢʘʪʘ ʚ ʭʦʪʝʣʠʪʝ. ʊʘʟʠ ʪʝʥʜʝʥʮʠʷ ʦʪ ʩʚʦʷ ʩʪʨʘʥʘ 

ʥʘʤʠʨʘ ʦʪʨʘʞʝʥʠʝ ʚ ʩʧʨʘʚʷʥʝʪʦ ʩ ʜʚʝ ʦʪ ʦʩʥʦʚʥʠʪʝ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ ï 

ʪʝʭʥʦʣʦʛʠʯʥʦ ʦʨʠʝʥʪʠʨʘʥʠʪʝ ʛʦʩʪʠ ʠ ʞʝʣʘʥʠʝʪʦ ʠʤ ʟʘ ʩʠʣʥʦ ʣʠʯʥʦ ʧʨʝʞʠʚʷʚʘʥʝ. 

ɺ ʩʚʝʪʘ ʩʲʱʝʩʪʚʫʚʘʪ ʠʟʢʣʶʯʠʪʝʣʥʦ ʤʥʦʛʦ ʠʥʪʝʨʝʩʥʠ ʠ ʠʥʦʚʘʪʠʚʥʠ ʪʝʭʥʦʣʦʛʠʯʥʦ 

ʦʨʠʝʥʪʠʨʘʥʠ ʭʦʪʝʣʠ, ʢʦʠʪʦ ʧʨʠʚʣʠʯʘʪ ʩʚʦʠʪʝ ʛʦʩʪʠ ʩ ʥʝʧʨʝʩʪʘʥʥʦ ʧʨʦʤʝʥʷʱʠʪʝ ʩʝ 

ʠʥʦʚʘʮʠʠ. ɽʜʠʥ ʦʪ ʧʦʩʣʝʜʥʠʪʝ ʧʨʦʝʢʪʠ, ʢʦʡʪʦ ʚʣʝʟʝ ʚ ʩʠʣʘ ʧʨʝʟ 2018 ʛʦʜʠʥʘ ʝ ʪ.ʥʘʨ 

Ăʭʦʪʝʣ ʥʘ ʙʲʜʝʱʝʪʦñ. ĂFlyZooñ ʚ ʂʠʪʘʡ ʝ ʧʲʨʚʠʷʪ ʠʟʮʷʣʦ ʘʚʪʦʤʘʪʠʟʠʨʘʥ ʠ 

ʨʦʙʦʪʠʟʠʨʘʥ ʭʦʪʝʣ ʚ ʩʚʝʪʘ. ʊʦʡ ʥʝ ʩʝ ʥʫʞʜʘʝ ʦʪ ʬʠʟʠʯʝʩʢʘ ʨʘʙʦʪʥʘ ʩʠʣʘ, ʟʘʱʦʪʦ 

ʚʩʠʯʢʦ ʩʝ ʫʧʨʘʚʣʷʚʘ ʦʪ ʢʦʤʧʶʪʲʨ. ʊʦʚʘ ʧʦʟʚʦʣʷʚʘ ʥʘ ʛʦʩʪʘ ʜʘ ʤʫ ʙʲʜʝ ʧʨʝʜʦʩʪʘʚʝʥʦ 

ʤʥʦʛʦ ʧʦ-ʚʠʩʦʢʦ ʢʘʯʝʩʪʚʦ. ɺ ʪʦʟʠ ʭʦʪʝʣ, ʙʘʥʷʪʘ ʤʦʞʝ ʜʘ ʩʝ ʧʨʝʚʲʨʥʝ ʟʘ ʩʝʢʫʥʜʠ ʚ 

ʣʠʯʝʥ ʉʇɸ ʮʝʥʪʲʨ ʠ ʨʦʙʦʪʠ ʜʘ ʩʝʨʚʠʨʘʪ ʢʦʢʪʝʡʣʠ, ʢʦʛʘʪʦ ʢʣʠʝʥʪʲʪ 

ʧʦʞʝʣʘʝ.(Economic, 2018). 

ɺ ʩʚʝʪʘ ʥʘ ʭʦʪʝʣʠʪʝ ʚ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʩʝ ʠʟʧʦʣʟʚʘʪ ʨʘʟʣʠʯʥʠ ʚʘʨʠʘʥʪʠ ʥʘ 

ʨʦʙʦʪʠʟʠʨʘʥʝ. ɽʜʠʥ ʫʩʧʝʰʝʥ ʧʨʠʤʝʨ ʝ ʭʦʪʝʣʩʢʘʪʘ ʚʝʨʠʛʘ Hilton, ʢʲʜʝʪʦ ʦʪ 2016 

ʛʦʜʠʥʘ ʜʦ ʜʥʝʩ, ʠʟʧʦʣʟʚʘʪ ʪ.ʥʘʨ. ʨʦʙʦʪ ʂʦʥʠ, ʢʦʡʪʦ ʟʘʤʝʩʪʚʘ ʢʦʥʩʠʝʨʞʲʪ. ʈʦʙʦʪʲʪ 

ʜʘʚʘ ʠʥʬʦʨʤʘʮʠʷ ʥʘ ʛʦʩʪʠʪʝ ʟʘ ʘʪʨʘʢʮʠʠʪʝ ʥʘʙʣʠʟʦ, ʤʝʩʪʘʪʘ ʟʘ ʭʨʘʥʝʥʝ ʠ ʚʩʠʯʢʦ 

ʦʪʥʦʩʥʦ ʭʦʪʝʣʘ (Socialtables, 2016 ). 

ʊʦʟʠ ʠ ʤʥʦʛʦ ʜʨʫʛʠ ʧʦʜʦʙʥʠ ʧʨʠʤʝʨʠ, ʧʦʢʘʟʚʘʪ ʢʘʢ ʥʘʣʠʯʠʝʪʦ ʥʘ ʨʦʙʦʪʠ ʚ 

ʭʦʪʝʣʠʪʝ ʫʣʝʩʥʷʚʘ ʜʨʘʩʪʠʯʥʦ ʥʘʯʠʥʘ ʥʘ ʨʘʙʦʪʘ ʥʘ ʭʦʪʝʣʘ ʠ ʩʧʦʤʘʛʘ ʟʘ ʜʦʩʪʘʚʷʥʝ ʥʘ 

                                                            
7 Kiosk ʧʨʝʜʩʪʘʚʣʷʚʘ ʝʣʝʢʪʨʦʥʥʦ ʪʘʙʣʦ, ʧʦʟʚʦʣʷʚʘʱʦ ʥʘ ʧʲʪʥʠʮʠʪʝ ʜʘ ʠʟʚʲʨʰʚʘʪ 

ʩʘʤʦʩʪʦʷʪʝʣʥʦ ʩʚʦʷʪʘ ʨʝʛʠʩʪʨʘʮʠʷ ʚ ʭʦʪʝʣʘ. 
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ʫʥʠʢʘʣʥʦ ʠʟʞʠʚʷʚʘʥʝ ʦʪ ʩʪʨʘʥʘ ʥʘ ʛʦʩʪʘ. ʇʨʦʚʝʜʝʥʦ ʧʨʦʫʯʚʘʥʝ ʧʨʝʟ 2016 ʛʦʜʠʥʘ ʦʪ 

Richard Singer, ʧʨʝʟʠʜʝʥʪ ʥʘ ʢʦʤʧʘʥʠʷ Travelzoo ʚʲʚ ʚʨʲʟʢʘ ʩ ʪʦʚʘ ʢʘʢ ʭʦʨʘʪʘ 

ʚʲʟʧʨʠʝʤʘʪ ʨʦʙʦʪʠʪʝ ʚ ʭʦʪʝʣʠʪʝ, ʧʦʢʘʟʚʘ ʩʣʝʜʥʘʪʘ ʩʪʘʪʠʩʪʠʢʘ: 

V 62% ʦʪ ʘʥʢʝʪʠʨʘʥʠʪʝ ʧʨʠʝʤʘʪ ʨʦʙʦʪʠ ʥʘ ʨʝʮʝʧʮʠʷ; 

V 68% ʧʨʠʚʝʪʩʪʚʘʪ ʨʦʙʦʪʠʪʝ ʜʘ ʧʨʝʜʦʩʪʘʚʷʪ ʦʙʩʣʫʞʚʘʥʝ ʚ ʩʪʘʠʪʝ; 

V 73% ʧʨʠʝʤʘʪ ʨʦʙʦʪʠ ʜʘ ʟʘʤʝʩʪʷʪ ʧʦʨʪʠʝʨʠʪʝ ʚ ʭʦʪʝʣʘ (Singer, 2016, p. 4). 

ʊʝʭʥʦʣʦʛʠʷ ʟʘ ʧʦʜʦʙʨʷʚʘʥʝ ʥʘ ʝʬʝʢʪʠʚʥʦʩʪʪʘ. ʄʥʦʛʦ ʭʦʪʝʣʠʝʨʠ ʩʝ 

ʘʥʛʘʞʠʨʘʪ ʩ ʧʨʦʛʨʘʤʠ ʟʘ ʫʩʪʦʡʯʠʚʘ ʦʢʦʣʥʘ ʩʨʝʜʘ ʠ ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʝʥʝʨʛʠʷʪʘ. 

ɽʢʦʣʦʛʠʯʥʠʪʝ ʮʝʣʠ ʥʘ Starwood ʩʪʘʨʪʠʨʘʪ ʧʨʝʟ 2009 ʛʦʜʠʥʘ, ʢʘʪʦ ʟʘʧʦʯʚʘʪ ʜʘ 

ʠʟʧʦʣʟʚʘʪ Ăʩʲʙʠʨʘʥʝ ʥʘ ʜʥʝʚʥʘ ʩʚʝʪʣʠʥʘñ, ʟʘ ʜʘ ʨʝʛʫʣʠʨʘʪ ʦʩʚʝʪʣʝʥʠʝʪʦ ʥʘ ʟʘʢʨʠʪʦ, 

ʚʲʟ ʦʩʥʦʚʘ ʥʘ ʢʦʣʠʯʝʩʪʚʦʪʦ ʝʩʪʝʩʪʚʝʥʘ ʩʚʝʪʣʠʥʘ, ʧʦʩʪʲʧʚʘʱʘ ʦʪʚʲʥ. ɹʣʘʛʦʜʘʨʝʥʠʝ ʥʘ 

ʪʝʭʥʦʣʦʛʠʷʪʘ ʟʘ ʩʝʥʟʦʨ ʟʘ ʜʚʠʞʝʥʠʝ, ʦʩʚʝʪʣʝʥʠʝʪʦ ʤʦʞʝ ʜʘ ʩʝ ʠʟʢʣʶʯʠ ʘʚʪʦʤʘʪʠʯʥʦ 

ʠʣʠ ʜʘ ʩʝ ʥʘʤʘʣʠ ʪʝʤʧʝʨʘʪʫʨʘʪʘ, ʢʦʛʘʪʦ ʧʦʤʝʱʝʥʠʝʪʦ ʝ ʥʝʟʘʝʪʦ (Kazandzhieva, Ilieva 

& Filipova 2017, p. 6). 

ɼʦʢʘʟʘʪʝʣʩʪʚʦ ʟʘ ʪʦʚʘ, ʯʝ ʭʦʪʝʣʠʪʝ ʩʘ ʦʨʠʝʥʪʠʨʘʥʠ ʢʲʤ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ 

ʨʝʜʫʮʠʨʘʥʝ ʥʘ ʥʝʥʫʞʥʠ ʨʘʟʭʦʜʠ, ʝ ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ Ăʫʤʥʠñ ʢʣʶʯʦʚʝ ʚ ʭʦʪʝʣʩʢʠʪʝ 

ʩʪʘʠ, ʢʦʠʪʦ ʥʝ ʧʦʟʚʦʣʷʚʘʪ ʥʘ ʛʦʩʪʘ ʜʘ ʦʩʪʘʚʠ ʚʢʣʶʯʝʥʘ ʣʘʤʧʘʪʘ, ʢʦʛʘʪʦ ʠʟʣʠʟʘ. 

ʉʝʥʟʦʨʠʪʝ ʟʘ ʜʚʠʞʝʥʠʝ, ʤʘʢʘʨ ʚʝʯʝ ʦʩʪʘʨʷʣʘ ʪʝʭʥʦʣʦʛʠʷ, ʩʘ ʝʜʥʠ ʦʪ ʧʲʨʚʠʪʝ ʥʘʯʠʥʠ, 

ʯʨʝʟ ʢʦʠʪʦ ʠʥʦʚʘʮʠʠʪʝ ʩʝ ʠʟʧʦʣʟʚʘʪ ʟʘ ʨʝʜʫʮʠʨʘʥʝʪʦ ʥʘ ʨʘʟʭʦʜʠʪʝ ʟʘ ʭʦʪʝʣʠʪʝ. 

ʂʲʤ 2018 ʛʦʜʠʥʘ ʚ ʜʦʢʣʘʜ ʦʪʥʦʩʥʦ ʠʟʢʫʩʪʚʝʥʠʷ ʠʥʪʝʣʝʢʪ ʚ ʭʦʪʝʣʠʪʝ, 

ʢʦʤʧʘʥʠʷ Mazars, ʠʟʚʝʞʜʘ ʩʪʘʪʠʩʪʠʢʘ, ʢʦʷʪʦ ʧʦʢʘʟʚʘ, ʯʝ 48% ʦʪ ʝʚʨʦʧʝʡʮʠʪʝ 

ʟʘʧʦʤʥʷʪ ʤʥʦʛʦ ʧʦʚʝʯʝ ʧʲʪʫʚʘʥʠʷ, ʚ ʢʦʠʪʦ ʝ ʠʤʘʣʦ ʥʘʣʠʯʠʝ ʥʘ ʪʝʭʥʦʣʦʛʠʷ ʚ 

ʩʨʘʚʥʝʥʠʝ ʩ ʜʨʫʛʠ ʧʲʪʫʚʘʥʠʷ, ʢʲʜʝʪʦ ʥʝ ʝ ʠʤʘʣʦ. ɿʘ ʢʠʪʘʡʩʢʠʷ ʧʘʟʘʨ ʪʦʟʠ ʧʨʦʮʝʥʪ ʝ 

87% (Mazars, 2018, p. 11). 

 

ʈʝʟʫʣʪʘʪʠ 

¶ ʍʦʪʝʣʠʝʨʩʪʚʦʪʦ ʝ ʙʠʟʥʝʩ, ʢʦʠʪʦ ʩʠʣʥʦ ʚʣʠʷʝ ʚʲʨʭʫ ʠʢʦʥʦʤʠʢʘʪʘ ʥʘ 
ʩʪʨʘʥʠʪʝ ʠ ʩʝ ʥʫʞʜʘʝ ʦʪ ʧʦʩʪʦʷʥʥʦ ʧʦʜʜʲʨʞʘʥʝ. ɺ ʙʲʜʝʱʝ ʠʤʘ ʧʝʨʩʧʝʢʪʠʚʘ ʟʘ 

ʨʘʟʚʠʪʠʝ ʙʣʘʛʦʜʘʨʝʥʠʝ ʥʘ ʥʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ. 

¶ ʂʘʪʦ ʝʜʥʘ ʙʲʨʟʦ ʨʘʟʚʠʚʘʱʘʪʘ ʩʝ ʠʥʜʫʩʪʨʠʷ, ʭʦʪʝʣʠʝʨʩʪʚʦʪʦ ʪʨʷʙʚʘ ʜʘ 

ʧʨʝʦʜʦʣʝʝ ʤʥʦʞʝʩʪʚʦ ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘ. 

¶ ʉʚʝʪʦʚʥʠʪʝ ʪʝʥʜʝʥʮʠʠ ʜʦʢʘʟʚʘʪ ʩʠʣʥʘʪʘ ʚʟʘʠʤʦʚʨʲʟʢʘ ʤʝʞʜʫ 

ʧʨʝʜʠʟʚʠʢʘʪʝʣʩʪʚʘʪʘ ʧʨʝʜ ʭʦʪʝʣʠʪʝ ʠ ʪʝʭʥʦʣʦʛʠʠʪʝ ʢʘʪʦ ʩʨʝʜʩʪʚʦ ʟʘ ʪʷʭʥʦʪʦ 

ʧʨʝʦʜʦʣʷʚʘʥʝ. 

 

ɿʘʢʣʶʯʝʥʠʝ 

ʅʘʨʘʩʪʚʘʱʘʪʘ ʧʨʦʤʷʥʘ ʚ ʧʦʪʨʝʙʠʪʝʣʩʢʠʪʝ ʧʨʝʜʧʦʯʠʪʘʥʠʷ, ʧʦʩʪʘʚʷ ʭʦʪʝʣʠʪʝ ʠ 

ʪʝʭʥʠʷ ʫʩʧʝʭ ʥʘ ʢʘʨʪʘ. ɺʩʝ ʧʦ-ʯʝʩʪʦ ʩʝ ʟʘʙʝʣʷʟʚʘ ʪʝʥʜʝʥʮʠʷ, ʢʣʠʝʥʪʠʪʝ ʜʘ ʦʮʝʥʷʚʘʪ 

ʜʦʙʨʦʪʦ ʦʙʩʣʫʞʚʘʥʝ ʩʧʦʨʝʜ ʥʘʣʠʯʠʝʪʦ ʥʘ ʪʝʭʥʦʣʦʛʠʠ ʚʲʪʨʝ ʚ ʭʦʪʝʣʘ. ʋʚʝʣʠʯʘʚʘʥʝʪʦ 

ʥʘ ʙʨʦʷ ʥʘ ʧʲʪʫʚʘʱʠʪʝ ʩ ʮʝʣ ʙʠʟʥʝʩ, ʠʟʠʩʢʚʘ ʧʨʦʤʷʥʘ ʚ ʥʘʯʠʥʘ ʥʘ ʨʘʙʦʪʘ, ʧʦʟʥʘʪ ʜʦ 

ʤʦʤʝʥʪʘ. ʂʣʠʝʥʪʠʪʝ ʠʩʢʘʪ ʦʙʩʣʫʞʚʘʥʝʪʦ ʚ ʭʦʪʝʣʠʪʝ ʜʘ ʙʲʜʝ ʙʲʨʟʦ ʠ ʢʘʯʝʩʪʚʝʥʦ ʠ ʥʝ 

ʩʘ ʪʦʣʝʨʘʥʪʥʠ ʢʲʤ ʛʨʝʰʢʠ, ʜʦʧʫʩʥʘʪʠ ʦʪ ʥʝʢʘʯʝʩʪʚʝʥ ʧʝʨʩʦʥʘʣ. ɺ ʧʦʩʣʝʜʥʠʪʝ 

ʛʦʜʠʥʠ, ʛʦʩʪʠʪʝ ʩʘ ʚʩʝ ʧʦ-ʝʢʦʣʦʛʠʯʥʦ ʦʨʠʝʥʪʠʨʘʥʠ ʠ ʩʧʦʨʝʜ ʪʦʟʠ ʢʨʠʪʝʨʠʡ ʪʝ 

ʦʮʝʥʷʚʘʪ ʩʚʦʷ ʧʨʝʩʪʦʡ ʚ ʭʦʪʝʣʠʪʝ. ʀʤʝʥʥʦ ʧʦʨʘʜʠ ʪʝʟʠ ʧʨʠʯʠʥʠ, ʭʦʪʝʣʠʝʨʠʪʝ ʪʨʷʙʚʘ 

ʜʘ ʥʘʤʝʨʷʪ ʙʲʨʟʦ ʠ ʢʘʯʝʩʪʚʝʥʦ ʨʝʰʝʥʠʝ ʟʘ ʧʨʦʙʣʝʤʠʪʝ, ʧʨʝʜ ʢʦʠʪʦ ʩʝ ʠʟʧʨʘʚʷʪ. ʊʦʚʘ 

ʨʝʰʝʥʠʝ ʩʘ ʥʦʚʠʪʝ ʪʝʭʥʦʣʦʛʠʠ, ʢʦʠʪʦ ʫʣʝʩʥʷʚʘʪ ʮʝʣʠʷ ʧʨʦʮʝʩ. ʅʘʙʣʶʜʘʚʘʪ ʩʝ 

ʪʝʥʜʝʥʮʠʠ ʢʲʤ ʫʚʝʣʠʯʝʥʦ ʚʥʝʜʨʷʚʘʥʝ ʥʘ ʨʦʙʦʪʠ ʠ ʠʟʢʫʩʪʚʝʥ ʠʥʪʝʣʝʢʪ ʠ 

ʧʦʣʦʞʠʪʝʣʥʠʪʝ ʧʦʩʣʝʜʠʮʠ ʦʪ ʪʷʭ. 
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ʈʝʟʶʤʝ. ʉʪʨʝʤʝʞʲʪ ʟʘ ʚʩʝ ʧʦ-ʚʠʩʦʢʘ ʧʨʦʠʟʚʦʜʠʪʝʣʥʦʩʪ ʠ ʢʦʥʩʫʤʘʪʦʨʩʢʦʪʦ 

ʧʦʚʝʜʝʥʠʝ ʥʘ ʭʦʨʘʪʘ, ʜʦʚʝʜʦʭʘ ʜʦ ʫʥʠʱʦʞʘʚʘʥʝ ʥʘ ʦʪʜʝʣʥʠ ʨʘʩʪʠʪʝʣʥʠ ʠ ʞʠʚʦʪʠʥʩʢʠ ʚʠʜʦʚʝ, 

ʢʘʢʪʦ ʠ ʥʘ ʮʝʣʠ ʮʝʥʥʠ ʟʘ ʞʠʚʦʪʘ ʠʤ ʧʨʠʨʦʜʥʠ ʤʝʩʪʦʦʙʠʪʘʥʠʷ. ɿʘʤʲʨʩʷʚʘʥʝʪʦ, ʠʟʤʝʥʝʥʠʝʪʦ 

ʥʘ ʢʣʠʤʘʪʘ ʠ ʫʥʠʱʦʞʘʚʘʥʝʪʦ ʥʘ ʦʩʪʘʥʘʣʠʪʝ ʥʠ ʧʨʠʨʦʜʥʠ ʟʦʥʠ ʜʦʚʝʜʦʭʘ ʩʚʝʪʘ ʜʦ ʧʨʝʣʦʤʥʘ 

ʪʦʯʢʘ. ɿʘ ɹʲʣʛʘʨʠʷ ʢʘʪʦ ʪʫʨʠʩʪʠʯʝʩʢʘ ʩʪʨʘʥʘ ʝ ʦʪ ʦʩʦʙʝʥʦ ʟʥʘʯʝʥʠʝ ʜʘ ʙʲʜʝ ʪʨʘʡʥʦ ʥʘ 

ʤʝʞʜʫʥʘʨʦʜʥʠʷ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʟʘʨ. ʊʷ ʧʨʠʪʝʞʘʚʘ ʠʟʢʣʶʯʠʪʝʣʥʦ ʙʦʛʘʪʩʪʚʦ ʠ ʨʘʟʥʦʦʙʨʘʟʠʝ 

ʦʪ ʧʨʠʨʦʜʥʘ ʩʨʝʜʘ ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ. ʊʝ ʩʘ ʧʨʝʜʠʤʩʪʚʦ ʠ ʧʨʝʜʧʦʩʪʘʚʢʘ ʟʘ 

ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʚʲʚ ʚʩʠʯʢʠ ʥʝʛʦʚʠ ʘʣʪʝʨʥʘʪʠʚʥʠ ʠ ʫʩʪʦʡʯʠʚʠ ʬʦʨʤʠ. ʅʘʩʪʦʷʱʦʪʦ 

ʠʟʩʣʝʜʚʘʥʝ ʠʤʘ ʟʘ ʮʝʣ ʜʘ ʧʨʝʜʩʪʘʚʠ ʚʲʟʤʦʞʥʦʩʪʠʪʝ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʟʘ ʧʦʚʠʰʘʚʘʥʝ ʥʘ 

ʢʘʯʝʩʪʚʦʪʦ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʜʦʧʲʣʥʠʪʝʣʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ ʥʘ ʙʘʟʘʪʘ ʥʘ ʫʩʪʦʡʯʠʚ 

ʪʫʨʠʟʲʤ ʠ ʫʜʦʚʣʝʪʚʦʨʝʥʦʩʪʪʘ ʥʘ ʧʦʩʝʪʠʪʝʣʩʢʠʪʝ ʛʨʫʧʠ ʚ ʦʙʝʢʪʠʪʝ ʥʘ ʧʨʠʨʦʜʥʦʪʦ ʠ ʢʫʣʪʫʨʥʦ-

ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ. 
 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʠʥʪʝʨʧʨʝʪʘʮʠʷ, ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ, ʧʨʠʨʦʜʥʦ ʥʘʩʣʝʜʩʪʚʦ, 

ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ 
 

Abstract. The pursuit of increasing productivity and consumer behavior of people has led 

to the destruction of individual plant and animal species, as well as entire valuable natural habitats. 

Pollution, climate change, and the destruction of our remaining natural areas have brought the world 

to a turning point. For Bulgaria, as a tourist country, to be on the international tourism market is of 

particular importance. Bulgaria has exceptional richness and diversity of natural environment and 

heritage. They are an advantage and a prerequisite for the development of tourism in all its 

alternative and sustainable forms. The present study aims to present the possibilities of heritage 

interpretation for improving the quality of the offered additional tourist services based on 

sustainable tourism and achieving satisfaction of the visitors at the sites of natural and cultural 

heritage. 
 

Key words: interpretation, sustainable tourism, natural heritage, cultural and historical 

heritage 
 

1. ɺʲʚʝʜʝʥʠʝ 

ʉʚʝʪʦʚʥʘʪʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʦʨʛʘʥʠʟʘʮʠʷ ʦʧʨʝʜʝʣʷ ʪʫʨʠʟʤʘ ʢʘʪʦ ʜʝʡʥʦʩʪ ʥʘ 

ʭʦʨʘʪʘ, ʢʦʠʪʦ ʧʲʪʫʚʘʪ ʠʟʚʲʥ ʦʙʠʯʘʡʥʘʪʘ ʩʠ ʩʨʝʜʘ ʟʘ ʥʝ ʧʦʚʝʯʝ ʦʪ ʛʦʜʠʥʘ ʩ ʮʝʣ 

ʧʦʯʠʚʢʘ, ʙʠʟʥʝʩ ʠʣʠ ʜʨʫʛʦ (ʄʘʩʪʥʠ, 2002, ʩ. 149). ɺʦʜʝʡʢʠ ʩʝ ʦʪ ʪʦʚʘ ʦʙʱʦʠʟʚʝʩʪʥʦ 

ʦʧʨʝʜʝʣʝʥʠʝ, ʤʦʞʝʤ ʜʘ ʧʦʜʯʝʨʪʘʝʤ, ʯʝ ʪʫʨʠʟʤʲʪ, ʥʘʡ-ʦʙʱʦ ʝ ʜʝʡʥʦʩʪ 

ʧʨʝʜʩʪʘʚʣʷʚʘʱʘ ʧʨʠʜʚʠʞʚʘʥʝ ʥʘ ʭʦʨʘ ʦʪ ʝʜʥʦ ʤʷʩʪʦ ʥʘ ʜʨʫʛʦ ʠ ʚʨʝʤʝʥʝʥ 

ʧʨʝʩʪʦʡ ʠʟʚʲʥ ʪʷʭʥʘʪʘ ʤʝʩʪʦʨʘʙʦʪʘ ʠ ʤʝʩʪʦʞʠʚʝʝʥʝ. ʊʦʚʘ ʩʝ ʠʟʚʲʨʰʚʘ ʩ ʮʝʣ 

ʟʘʧʦʟʥʘʚʘʥʝ ʩ ʧʨʠʨʦʜʥʠ, ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʠ ʠ ʜʨʫʛʠ ʟʘʙʝʣʝʞʠʪʝʣʥʦʩʪʠ, ʣʝʯʝʥʠʝ, 



250 
 

ʨʝʢʨʝʘʮʠʷ ʠʣʠ ʟʘ ʫʯʘʩʪʠʝ ʚ ʥʘʫʯʥʠ, ʢʫʣʪʫʨʥʠ, ʩʧʦʨʪʥʠ ʠ ʜʨʫʛʠ ʩʲʙʠʪʠʷ (ɻʝʦʛʨʘʬʠʷ 

ʥʘ ɹʲʣʛʘʨʠʷ, ɻʀ ʧʨʠ ɹɸʅ, 2002, ʩ. 629). 

ʊʝʥʜʝʥʮʠʠʪʝ ʚ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʚ ʩʚʝʪʦʚʝʥ ʤʘʱʘʙ, ʩʦʯʘʪ, ʯʝ ʧʨʝʟ 

ʧʦʩʣʝʜʥʦʪʦ ʜʝʩʝʪʠʣʝʪʠʝ ʧʦʪʨʝʙʠʪʝʣʩʢʦʪʦ ʪʲʨʩʝʥʝ ʩʝ ʧʨʦʤʝʥʷ ʚ ʧʦʩʦʢʘ ʘʣʪʝʨʥʘʪʠʚʥʠ 

ʠ ʫʩʪʦʡʯʠʚʠ ʬʦʨʤʠ ʠ ʱʘʜʷʱʠ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʜʫʢʪʠ. 

ɹʲʣʛʘʨʠʷ ʝ ʩʪʨʘʥʘ, ʩ ʧʦʪʝʥʮʠʘʣ ʜʘ ʧʨʝʜʣʦʞʠ ʠʥʪʝʨʝʩʥʠ ʧʨʠʢʣʶʯʝʥʠʷ ʟʘ 

ʪʫʨʠʩʪʠʪʝ, ʢʦʠʪʦ ʦʪ ʩʚʦʷ ʩʪʨʘʥʘ ʩʘ Ăʞʠʚʠò ʠ ʚ ʛʦʣʷʤʘʪʘ ʩʠ ʯʘʩʪ ʚʩʝ ʦʱʝ ʥʝʧʦʪʲʢʥʘʪʠ 

ʠ ʩʲʭʨʘʥʝʥʠ. ʊʫʢ ʟʘ ʪʫʨʠʩʪʠʪʝ ʩʲʱʝʩʪʚʫʚʘ ʚʲʟʤʦʞʥʦʩʪʪʘ ʜʘ ʧʦʩʝʪʷʪ ʤʝʩʪʘ, ʚ ʢʦʠʪʦ 

ʜʨʫʛʠ ʪʫʨʠʩʪʠ ʚʩʝ ʦʱʝ ʥʝ ʩʘ ʩʪʲʧʚʘʣʠ, ʤʦʞʝ ʜʘ ʩʝ ʜʦʢʦʩʥʘʪ ʜʦ ʩʝʣʘ, ʚ ʢʦʠʪʦ ʞʠʚʦʪʘ 

ʧʨʦʜʲʣʞʘʚʘ ʩ ʨʠʪʲʤʘ ʦʪʧʨʝʜʠ ʥʷʢʦʣʢʦ ʚʝʢʘ, ʚʢʫʩʲʪ ʥʘ ʛʦʟʙʠʪʝ, ʥʘʧʠʪʢʠʪʝ, ʚʲʟʜʫʭʘ ʠ 

ʧʝʡʟʘʞʘ ʠʜʚʘʪ ʩʷʢʘʰ ʦʪ ʜʨʫʛʦ ʠʟʤʝʨʝʥʠʝ, ʘ ʢʘʨʘʥʝʪʦ ʥʘ ʢʦʣʝʣʦ, ʷʟʜʝʥʝʪʦ ʥʘ ʢʦʥ, 

ʩʧʫʩʢʘʥʝʪʦ ʧʦ ʩʥʝʞʥʠ ʢʫʣʦʘʨʠ, ʠʟʚʲʥ ʧʠʩʪʠʪʝ ʠʣʠ ʧʨʦʩʪʦ ʭʦʜʝʥʝʪʦ ʧʝʰʘ ʠʣʠ ʩʲʩ 

ʩʥʝʛʦʭʦʜʢʠ ʩʘ ʩʘʤʦ ʧʨʝʪʝʢʩʪ (ʋʩʪʦʡʯʠʚ ʠ ʦʪʛʦʚʦʨʝʥ ʪʫʨʠʟʲʤ. ɼʦʙʨʠ ʧʨʘʢʪʠʢʠ ʦʪ 

ʌʨʘʥʮʠʷ ʠ ʦʪ ɹʲʣʛʘʨʠʷ, 2010). 

ʂʲʤ ʥʘʩʪʦʷʱʠʷʪ ʤʦʤʝʥʪ ʙʲʣʛʘʨʩʢʠʷʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʜʫʢʪ ʠʤʘ ʜʚʝ ʦʩʥʦʚʥʠ 

ʨʘʟʥʦʚʠʜʥʦʩʪʠ: ʤʘʩʦʚ ʪʫʨʠʟʲʤ, ʥʘʩʦʯʝʥ ʢʲʤ ʧʨʝʢʦʤʝʨʥʘ ʝʢʩʧʣʦʘʪʘʮʠʷ ʥʘ ʧʨʠʨʦʜʥʠ 

ʨʝʩʫʨʩʠ ʚ ʤʦʨʩʢʠʪʝ ʠ ʧʣʘʥʠʥʩʢʠ ʩʢʠ ʢʫʨʦʨʪʠ (ʅʘʨʲʯʥʠʢ ʟʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʙʠʟʥʝʩ, 

ʂʘʢ ʜʘ ʧʨʠʚʣʠʯʘʤʝ ʠ ʦʙʩʣʫʞʚʘʤʝ ʙʲʣʛʘʨʩʢʠ ʪʫʨʠʩʪʠ?, ʄʀɽʊ, ʩ. 68-71.) ʠ ʝ ʚʢʣʶʯʝʥ 

ʚ ʛʦʣʷʤ ʦʙʝʤ ʧʨʦʛʨʘʤʠ, ʢʦʠʪʦ ʥʷʤʘʪ ʚʠʩʦʢʘ ʜʦʭʦʜʥʦʩʪ ʠ ʨʝʥʪʘʙʠʣʥʦʩʪ ʠ 

ʩʧʝʮʠʘʣʠʟʠʨʘʥ (ʘʣʪʝʨʥʘʪʠʚʝʥ) ʪʫʨʠʟʲʤ, ʢʦʤʙʠʥʠʨʘʱ ʚ ʩʝʙʝ ʩʠ ʦʪʯʠʪʘʥʝʪʦ ʥʘ 

ʩʧʝʮʠʬʠʯʥʠʪʝ ʠʥʪʝʨʝʩʠ ʠ ʧʦʪʨʝʙʥʦʩʪʠ ʥʘ ʪʫʨʠʩʪʠʪʝ ʩʲʩ ʩʲʭʨʘʥʝʥʠʝʪʦ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʨʠʨʦʜʥʠ ʠ ʘʥʪʨʦʧʦʛʝʥʥʠ ʨʝʩʫʨʩʠ (ʅʘʮʠʦʥʘʣʥʘ ʩʪʨʘʪʝʛʠʷ ʟʘ 

ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚ ʈ. ɹʲʣʛʘʨʠʷ, 2009-2013 ʛ., ɼɸʊ, 2009, ʩ. 25-29). 

ʆʩʦʙʝʥʦ ʚʥʠʤʘʥʠʝ ʪʨʷʙʚʘ ʜʘ ʩʝ ʦʙʨʲʱʘ ʥʘ ʬʘʢʪʘ, ʯʝ ʢʲʤ ʤʦʤʝʥʪʘ ʠʤʠʜʞʘ ʥʘ 

ɹʲʣʛʘʨʠʷ ʝ ʚʩʝ ʦʱʝ Ăʜʝʩʪʠʥʘʮʠʷ ʟʘ ʤʘʩʦʚ ʪʫʨʠʟʲʤò, ʩʲʩ ʩʲʱʝʩʪʚʫʚʘʱʘ ʷʩʥʦ 

ʠʟʨʘʟʝʥʘ ʩʝʟʦʥʥʦʩʪ ʚ ʧʦʪʨʝʙʣʝʥʠʝʪʦ ʧʨʝʟ ʘʢʪʠʚʥʠʷ ʣʝʪʝʥ ʠ ʟʠʤʝʥ ʩʝʟʦʥ. ɺ ʨʝʟʫʣʪʘʪ 

ʥʘ ʩʣʘʙʘʪʘ ʨʝʢʣʘʤʥʘ ʜʝʡʥʦʩʪ ʠ ʤʘʨʢʝʪʠʥʛ, ʩʪʨʘʥʘʪʘ ʥʠ ʩʝ ʪʨʝʪʠʨʘ ʢʘʪʦ ʝʚʪʠʥʘ ʤʦʨʩʢʘ 

ʜʝʩʪʠʥʘʮʠʷ ʟʘ ʘʣʢʦʭʦʣʝʥ, ʭʘʟʘʨʪʝʥ ʠ ʧʘʨʪʠ ʪʫʨʠʟʲʤ (ʉʪʨʘʪʝʛʠʷ ʟʘ ʫʩʪʦʡʯʠʚʦ 

ʨʘʟʚʠʪʠʝ ʥʘ ʪʫʨʠʟʤʘ ʚ ʈ. ɹʲʣʛʘʨʠʷ, ʭʦʨʠʟʦʥʪ 2030, ʄʀɽ, 2014, ʩ. 38-39). ʇʦʨʘʜʠ 

ʧʨʝʢʦʤʝʨʥʦʪʦ ʠ ʥʝʢʦʥʪʨʦʣʠʨʘʥʦ ʟʘʩʪʨʦʷʚʘʥʝ, ʦʛʨʦʤʥʠʷ ʪʫʨʠʩʪʦʧʦʪʦʢ ʠ ʚʣʦʰʝʥʦʪʦ 

ʢʘʯʝʩʪʚʦ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʧʨʦʜʫʢʪʠ ʠ ʫʩʣʫʛʠ ɹʲʣʛʘʨʠʷ ʪʲʨʧʠ ʦʪʜʨʲʧʚʘʥʝ ʥʘ 

ʧʣʘʪʝʞʦʩʧʦʩʦʙʥʠ ʢʣʠʝʥʪʠ ʧʨʝʜʠʤʥʦ ʦʪ ɿʘʧʘʜʥʘ ɽʚʨʦʧʘ ʠ ʉʢʘʥʜʠʥʘʚʠʝʪʦ. 

ʉ ʚʲʚʝʞʜʘʥʝʪʦ ʥʘ ʩʧʦʩʦʙʘ ʥʘ ʧʨʠʨʦʜʥʘʪʘ ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʘ 

ʠʥʪʝʨʧʨʝʪʘʮʠʷ ʚ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʨʦʜʫʢʪ ʤʦʞʝ ʜʘ ʩʝ ʧʦʚʠʰʠ ʚʲʚ ʚʠʩʦʢʘ ʩʪʝʧʝʥ 

ʧʦʧʫʣʷʨʥʦʩʪʪʘ ʥʘ ʩʪʨʘʥʘʪʘ ʥʠ ʢʘʪʦ ʫʩʪʦʡʯʠʚʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʜʝʩʪʠʥʘʮʠʷ ʠ ʜʘ ʩʝ 

ʧʦʜʦʙʨʠ ʢʦʤʫʥʠʢʘʮʠʷʪʘ ʩ ʧʦʩʝʪʠʪʝʣʠʪʝ ʟʘ ʘʥʛʘʞʠʨʘʥʝ ʥʘ ʪʷʭʥʘʪʘ ʦʪʛʦʚʦʨʥʦʩʪ ʢʲʤ 

ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ʊʦʚʘ ʦʪ ʩʚʦʷ ʩʪʘʥʘ ʱʝ ʜʘʜʝ ʜʦʙʨʠ ʧʝʨʩʧʝʢʪʠʚʠ ʟʘ 

ʨʘʟʚʠʪʠʝ ʥʘ ʩʲʚʨʝʤʝʥʝʥ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ, ʥʘ ʜʦʧʲʣʥʠʪʝʣʥʠ ʜʦʭʦʜʠ ʠ 

ʝʢʦʣʦʛʦʩʲʦʙʨʘʟʝʥ ʧʦʤʠʥʲʢ ʥʘ ʥʘʩʝʣʝʥʠʝ ʚ ʨʘʡʦʥʠʪʝ ʦʩʲʱʝʩʪʚʷʚʘʱʠ ʪʝʟʠ ʠʥʦʚʘʪʠʚʥʠ 

ʧʨʘʢʪʠʢʠ, ʠ ʚ ʢʨʘʡʥʘ ʩʪʝʧʝʥ ʨʝʟʫʣʪʠʨʘ ʢʲʤ ʧʦ-ʮʝʣʝʩʲʦʙʨʘʟʥʦ ʦʩʲʱʝʩʪʚʷʚʘʥʝ ʥʘ 

ʥʘʫʯʥʠ, ʤʦʥʠʪʦʨʠʥʛʦʚʠ, ʦʙʨʘʟʦʚʘʪʝʣʥʠ ʠ ʨʝʢʨʝʘʮʠʦʥʥʠ ʜʝʡʥʦʩʪʠ. 
 

2. ʀʟʣʦʞʝʥʠʝ 

2.1. ʃʠʪʝʨʘʪʫʨʝʥ ʦʙʟʦʨ 

ʈʝʟʫʣʪʘʪʠʪʝ ʦʪ ʥʘʫʯʥʠʪʝ ʠʟʩʣʝʜʚʘʥʠʷ ʧʦʢʘʟʚʘʪ, ʯʝ ʢʣʶʯʦʚʘʪʘ ʤʦʪʠʚʘʮʠʷ ʟʘ 

ʧʨʝʜʧʨʠʝʤʘʥʝ ʥʘ ʪʫʨʠʟʲʤ ʝ ʪʲʨʩʝʥʝʪʦ ʥʘ ʥʦʚʦʩʪ (Lee & Crompton, 1992, pp. 732-751). 

ʄʝʡʦ ʠ ɼʞʘʨʚʠʩ (Mayo and Jarvis, 1981, pp. 153-160) ʩʲʱʦ ʧʦʩʦʯʚʘʪ, ʯʝ 

ʧʩʠʭʦʣʦʛʠʯʝʩʢʠʪʝ ʥʫʞʜʠ ʥʘ ʠʥʜʠʚʠʜʘ ʩʝ ʩʲʩʪʦʷʪ ʦʪ ʦʩʥʦʚʥʦʪʦ ʞʝʣʘʥʠʝ ʜʘ ʩʝ 
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ʥʘʫʯʘʚʘ, ʜʘ ʩʝ ʦʩʲʟʥʘʚʘ ʨʝʘʣʥʦʩʪʪʘ, ʜʘ ʩʝ ʟʘʧʦʟʥʘʷʪ ʩ ʬʘʢʪʠʪʝ ʠ ʜʘ ʩʝ ʟʘʜʦʚʦʣʠ 

ʪʷʭʥʦʪʦ ʣʶʙʦʧʠʪʩʪʚʦ. ʇʨʝʞʠʚʷʚʘʥʠʷʪʘ, ʧʦʣʫʯʝʥʠ ʧʨʠ  ʧʦʩʝʱʝʥʠʝ ʥʘ ʜʘʜʝʥʦ ʤʷʩʪʦ 

ʦʪʛʦʚʘʨʷ ʥʘ ʥʫʞʜʠʪʝ ʥʘ ʠʥʜʠʚʠʜʘ ʜʘ ʠʟʩʣʝʜʚʘ, ʜʘ ʥʘʫʯʠ ʥʝʱʦ ʥʦʚʦ ʠ ʥʝʱʦ ʨʘʟʣʠʯʥʦ 

ʦʪ ʝʞʝʜʥʝʚʠʝʪʦ ʤʫ. ʉʣʝʜʦʚʘʪʝʣʥʦ ʧʨʝʜʦʩʪʘʚʷʥʝʪʦ ʥʘ ʠʥʬʦʨʤʘʮʠʷ ʥʘ ʧʦʩʝʪʠʪʝʣʠʪʝ ʥʝ 

ʩʘʤʦ ʧʦʚʠʰʘʚʘ ʙʝʟʦʧʘʩʥʦʩʪʪʘ ʠʤ ʧʦ ʚʨʝʤʝ ʥʘ ʧʨʝʩʪʦʷ ʚ ʜʘʜʝʥʦ ʤʷʩʪʦ, ʥʦ 

ʧʦʩʨʝʜʩʪʚʦʤ ʦʙʨʘʟʦʚʘʪʝʣʥʘʪʘ ʠʥʬʦʨʤʘʮʠʷ ʪʝ ʧʦʣʫʯʘʚʘʪ ʚʲʟʤʦʞʥʦʩʪʪʘ ʜʘ ʥʘʫʯʘʪ 

ʧʦʚʝʯʝ ʟʘ ʜʝʩʪʠʥʘʮʠʷʪʘ, ʢʦʝʪʦ ʤʦʞʝ ʧʦʣʦʞʠʪʝʣʥʦ ʠ ʝʬʝʢʪʠʚʥʦ ʜʘ ʧʦʜʦʙʨʠ 

ʧʨʝʞʠʚʷʚʘʥʠʷʪʘ ʥʘ ʧʦʩʝʪʠʪʝʣʠʪʝ. 

ɺ ʝʪʠʤʦʣʦʛʠʯʥʦ ʦʪʥʦʰʝʥʠʝ ʪʝʨʤʠʥʲʪ Ăʠʥʪʝʨʧʨʝʪʘʮʠʷñ ʠʜʚʘ ʦʪ ʣʘʪʠʥʩʢʠ ʠ 

ʦʟʥʘʯʘʚʘ ʥʘʡ-ʦʙʱʦ ʧʨʝʚʦʜ, ʠʟʷʩʥʷʚʘʥʝ ʥʘ ʟʥʘʯʝʥʠʝʪʦ ʥʘ ʥʝʱʦ. ʅʘʡ-ʢʨʘʪʢʦʪʦ 

ʦʙʷʩʥʝʥʠʝ ʟʘ ʧʦʥʷʪʠʝʪʦ ʝ ʜʘʜʝʥʦ ʦʪ (Ham, 1992, p. 3), ʢʦʝʪʦ ʛʣʘʩʠ ʯʝ 

ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʝ ʧʨʦʩʪʦ ʧʦʜʭʦʜ ʢʲʤ ʢʦʤʫʥʠʢʘʮʠʷʪʘ (ʦʙʱʫʚʘʥʝʪʦ). 

ʇʨʘʢʪʠʢʠʪʝ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʩʲʱʝʩʪʚʫʚʘʪ ʦʪʜʘʚʥʘ, ʚʲʧʨʝʢʠ ʯʝ 

ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʪʝʨʤʠʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷ ʩʧʦʨʝʜ ɸʣʜʨʠʜʞ (Aldrige, 1975, p. 6) 

ʟʘʧʦʯʚʘ ʜʦʩʪʘ ʧʦ-ʢʲʩʥʦ. ʊʦʡ ʧʦʩʪʘʚʷ ʩʠʣʝʥ ʘʢʮʝʥʪ ʚʲʨʭʫ ʨʦʣʷʪʘ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ 

ʢʘʪʦ ʠʥʩʪʨʫʤʝʥʪ ʟʘ ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʧʨʠʨʦʜʘʪʘ. ʇʨʝʟ 1919 ʛ. 

ʅʘʮʠʦʥʘʣʥʘʪʘ ʧʘʨʢʦʚʘ ʩʣʫʞʙʘ ʥʘ ʉɸʑ ʧʦʣʘʛʘ ʦʩʥʦʚʠʪʝ ʟʘ ʨʘʟʨʘʙʦʪʚʘʥʝʪʦ ʥʘ ʥʘʙʦʨ 

ʦʪ ʜʝʡʥʦʩʪʠ ʟʘ ʧʦʩʝʪʠʪʝʣʠ. ɺ ʩʲʱʦʪʦ ʚʨʝʤʝ ʚ ʖʞʥʘ ɸʬʨʠʢʘ ʩʘ ʩʲʟʜʘʜʝʥʠ ʧʲʨʚʠʪʝ 

ʢʘʨʪʠ ʠ ʨʲʢʦʚʦʜʩʪʚʘ ʟʘ ʧʦʩʝʪʠʪʝʣʠʪʝ ʚ ʥʘʮʠʦʥʘʣʥʠʪʝ ʧʘʨʢʦʚʝ. ʉʣʝʜ ʧʫʙʣʠʢʫʚʘʥʝʪʦ ʠ 

ʨʘʟʧʨʦʩʪʨʘʥʝʥʠʝʪʦ ʥʘ ʪʨʫʜʘ ʥʘ ʌʨʠʡʤʘʥ ʊʠʣʜʲʥ (Freeman Tilden, 1957), 

Ăʀʥʪʝʨʧʨʝʪʠʨʘʥʝ ʥʘ ʥʘʰʝʪʦ ʥʘʩʣʝʜʩʪʚʦñ, ʧʨʝʟ 1957 ʛ., ʝʢʦʣʦʛʠʯʥʘʪʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷ 

ʧʨʦʮʲʬʪʷʚʘ. ʇʦʥʘʩʪʦʷʱʝʤ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʦʥʥʘʪʘ ʬʠʣʦʩʦʬʠʷ ʠ ʪʝʭʥʠʢʠ 

ʚʢʣʶʯʚʘ ʥʝ ʩʘʤʦ ʪʝʟʠ, ʩʚʲʨʟʘʥʠ ʩ ʧʨʠʨʦʜʥʠʪʝ ʪʝʨʠʪʦʨʠʠ, ʥʦ ʠ ʮʝʣʠʷ ʩʧʝʢʪʲʨ ʦʪ 

ʢʫʣʪʫʨʥʠ, ʭʫʜʦʞʝʩʪʚʝʥʠ, ʠʩʪʦʨʠʯʝʩʢʠ ʠ ʩʦʮʠʘʣʥʠ ʘʩʧʝʢʪʠ, ʢʦʠʪʦ ʩʲʩʪʘʚʣʷʚʘʪ 

ʥʘʩʣʝʜʩʪʚʦʪʦ ʥʘ ʜʘʜʝʥʦ ʤʷʩʪʦ, ʨʝʛʠʦʥ ʠʣʠ ʜʲʨʞʘʚʘ ʠ ʢʦʠʪʦ ʩʠ ʩʪʨʫʚʘ ʜʘ ʩʝ ʟʘʧʘʟʷʪ ʟʘ 

ʙʲʜʝʱʠʪʝ ʧʦʢʦʣʝʥʠʷ. ɺ ʩʚʦʷʪʘ ʢʥʠʛʘ, ʊʠʣʜʲʥ ʮʠʪʠʨʘ  Ăʏʨʝʟ ʠʥʪʝʨʧʨʝʪʘʮʠʷ, 

ʨʘʟʙʠʨʘʥʝ; ʯʨʝʟ ʨʘʟʙʠʨʘʥʝ, ʧʨʠʟʥʘʪʝʣʥʦʩʪ; ʯʨʝʟ ʧʨʠʟʥʘʪʝʣʥʦʩʪ, ʟʘʱʠʪʘñ, ʢʦʝʪʦ ʩʪʘʚʘ 

ʝʜʥʘ ʦʪ ʥʘʡ-ʯʝʩʪʦ ʮʠʪʠʨʘʥʠʪʝ ʬʨʘʟʠ ʚ ʮʷʣʘʪʘ ʠʥʪʝʨʧʨʝʪʘʮʠʦʥʥʘ ʣʠʪʝʨʘʪʫʨʘ (Ham, 

2009, p. 14). ʀʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʨʘʙʦʪʠ ʢʘʪʦ ʯʨʝʟ ʥʝʡʥʠʪʝ ʧʦʭʚʘʪʠ ʫʩʧʷʚʘ ʦʪ 

ʩʧʝʮʠʬʠʢʘʪʘ ʥʘ ʜʘʜʝʥʦ ʤʷʩʪʦ ʜʘ ʩʲʟʜʘʜʝ ʚʨʲʟʢʠ ʢʲʤ ʧʦ-ʫʥʠʚʝʨʩʘʣʥʠ ʠʜʝʠ, ʩʣʝʜ 

ʢʦʝʪʦ ʯʨʝʟ ʚʛʨʘʞʜʘʥʝ ʥʘ ʪʝʟʠ ʩʧʝʮʠʬʠʢʠ ʚ ʩʤʠʩʣʝʥ ʢʦʥʪʝʢʩʪ ʜʘ ʩʝ ʧʦʣʫʯʠ ʨʘʟʙʠʨʘʥʝ 

ʫ ʧʦʩʝʪʠʪʝʣʠʪʝ. ʀʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʩʲʱʦ ʩʝ ʦʧʠʪʚʘ ʘʢʪʠʚʥʦ ʜʘ ʚʢʣʶʯʠ ʘʫʜʠʪʦʨʠʷʪʘ, 

ʢʘʪʦ ʩʚʲʨʟʚʘ ʩʲʜʲʨʞʘʥʠʝʪʦ, ʢʦʝʪʦ ʧʨʝʜʩʪʘʚʷ ʩ ʪʝʭʥʠʪʝ ʣʠʯʥʠ ʟʥʘʥʠʷ, ʠʥʪʝʨʝʩʠ, 

ʯʫʚʩʪʚʘ ʠ ʮʝʥʥʦʩʪʠ.  ʎʝʣʪʘ ʡ ʝ ʧʦʩʨʝʜʩʪʚʦʤ ʥʘʩʲʨʯʘʚʘʥʝ ʥʘ ʦʪʢʨʠʪʠʷʪʘ, ʢʦʠʪʦ 

ʘʫʜʠʪʦʨʠʷʪʘ ʧʨʘʚʠ, ʜʘ ʘʥʛʘʞʠʨʘ ʩʝʪʠʚʘʪʘ ʠ ʤʠʩʣʠʪʝ ʠʤ. 

ʊʘʟʠ ʛʣʝʜʥʘ ʪʦʯʢʘ ʝ ʦʪʨʘʟʝʥʘ ʦʪ ʥʦʚʦ ʦʧʨʝʜʝʣʝʥʠʝ ʟʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷ ʥʘ 

ʥʘʩʣʝʜʩʪʚʦʪʦ ʦʪ ʅʘʮʠʦʥʘʣʥʘʪʘ ʘʩʦʮʠʘʮʠʷ ʟʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷ ʥʘ ʉɸʑ: 

Ăʀʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʝ ʧʨʦʮʝʩ ʥʘ ʢʦʤʫʥʠʢʘʮʠʷ, ʙʘʟʠʨʘʥ ʥʘ ʤʠʩʠʷ, ʢʦʡʪʦ 

ʠʟʛʨʘʞʜʘ ʝʤʦʮʠʦʥʘʣʥʠ ʠ ʠʥʪʝʣʝʢʪʫʘʣʥʠ ʚʨʲʟʢʠ ʤʝʞʜʫ ʠʥʪʝʨʝʩʠʪʝ ʥʘ 

ʘʫʜʠʪʦʨʠʷʪʘ ʠ ʟʥʘʯʝʥʠʷʪʘ, ʧʨʠʩʲʱʠ ʥʘ ʨʝʩʫʨʩʘñ (Ham, 2013, p. 7).  

ɺʩʲʱʥʦʩʪ, ʢʘʢʪʦ ʦʪʙʝʣʷʟʚʘʪ ʊʲʙ (Tubb, 2003, pp. 476-498) ʠ ʍʘʤ (Ham, 2013), 

ʘʢʦ ʝ ʜʦʙʨʝ ʧʣʘʥʠʨʘʥʘ, ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʩʧʦʩʦʙʩʪʚʘ ʟʘ ʧʦʩʪʠʛʘʥʝ ʮʝʣʠʪʝ ʥʘ 

ʫʩʪʦʡʯʠʚʦʪʦ ʨʘʟʚʠʪʠʝ ʠʤʝʥʥʦ ʯʨʝʟ ʪʫʨʠʟʤʘ. ʊʫʨʠʩʪʠʪʝ ʩʘ ʦʙʝʢʪ ʥʘ ʚʲʟʜʝʡʩʪʚʠʝ, ʢʘʪʦ 

ʧʦʩʨʝʜʩʪʚʦʤ ʧʨʠʣʘʛʘʥʝ ʥʘ ʠʥʪʝʨʧʨʝʪʘʪʠʚʥʠ ʪʝʭʥʠʢʠ ʠʣʠ ʚʢʣʶʯʚʘʥʝʪʦ ʠʤ ʚ 

ʠʥʪʝʨʧʨʝʪʘʪʠʚʥʠ ʧʨʦʛʨʘʤʠ ʪʝ ʧʦʚʠʰʘʚʘʪ ʧʦʟʥʘʥʠʷʪʘ ʩʠ ʟʘ ʩʨʝʜʘʪʘ ʚ ʢʦʷʪʦ 

ʧʨʝʙʠʚʘʚʘʪ, ʚ ʩʣʝʜʩʪʚʠʝ ʥʘ ʢʦʝʪʦ ʩʝ ʧʦʚʠʰʘʚʘ ʪʷʭʥʘʪʘ ʦʩʲʟʥʘʪʦʩʪ, ʩʲʧʨʠʯʘʩʪʥʦʩʪ ʠ 

ʘʥʛʘʞʠʨʘʥʦʩʪ ʢʲʤ ʥʝʡʥʦʪʦ ʦʧʘʟʚʘʥʝ. ʊʦʚʘ ʝ ʠ ʧʨʠʯʠʥʘʪʘ ʥʷʢʦʠ ʝʢʩʧʝʨʪʠ (Orams, 

1996, pp. 81-94) ʜʘ ʦʧʨʝʜʝʣʷʪ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʢʘʪʦ Ăʧʝʯʝʣʠʚʰʘñ ʩʠʪʫʘʮʠʷ ʠ ʟʘ 
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ʤʝʥʠʜʞʲʨʠʪʝ ʥʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ ʠ ʟʘ ʪʫʨʠʩʪʠʪʝ.  ʇʨʠʣʦʞʥʠʪʝ ʘʩʧʝʢʪʠ ʥʘ ʪʦʟʠ ʧʨʦʮʝʩ 

ʩʘ ʜʦʙʨʝ ʦʧʠʩʘʥʠ ʦʪ ʄʦʩʢʘʨʜʦ ʠ ʢʦʣ. (Moscardo, Woods & Saltzer, 2004, pp. 231-251) , 

ʩʧʦʨʝʜ ʢʦʷʪʦ ʨʦʣʷʪʘ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʢʘʪʦ ʧʦʜʧʦʤʘʛʘʱ ʫʩʪʦʡʯʠʚʠʷ ʪʫʨʠʟʲʤ 

ʬʘʢʪʦʨ ʩʝ ʦʪʢʨʠʚʘ ʚ ʝʬʝʢʪʘ ʦʪ ʢʘʯʝʩʪʚʝʥʦ ʧʨʝʜʩʪʘʚʝʥʘʪʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷ ʟʘ 

ʧʦʚʠʰʘʚʘʥʝ ʥʘ ʫʜʦʚʣʝʪʚʦʨʝʥʦʩʪʪʘ ʥʘ ʪʫʨʠʩʪʠʪʝ, ʧʦʩʪʘʚʝʥʘ ʚʲʚ ʚʨʲʟʢʘ ʩ ʧʦʚʠʰʘʚʘʥʝ 

ʥʘ ʪʲʨʛʦʚʩʢʘʪʘ ʞʠʟʥʝʩʧʦʩʦʙʥʦʩʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʡʥʦʩʪʠ. ɺ ʜʦʧʲʣʥʝʥʠʝ 

ʝʬʝʢʪʠʚʥʘʪʘ ʨʦʣʷ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ ʠ ʪʫʨʠʟʲʤ (ʚ ʯʘʩʪʥʦʩʪ ʚ 

ʟʘʱʠʪʝʥʠʪʝ ʪʝʨʠʪʦʨʠʠ) ʤʦʞʝ ʜʘ ʙʲʜʝ ʧʦʜʢʨʝʧʝʥʘ ʩ ʘʨʛʫʤʝʥʪʠ ʦʪ ʨʝʜʠʮʘ ʘʚʪʦʨʠ 

(Moscardo, 2008, p. 93; Jafari, 2000, p. 328; Weiler & Ham, 2001, pp. 549-563; Chen, 

Hwang & Lee, 2006, pp.1167ï1181). 
 

2.2. ʄʝʪʦʜʠʢʘ 

ʆʩʥʦʚʥʠʪʝ ʤʝʪʦʜʠ, ʠʟʧʦʣʟʚʘʥʠ ʚ ʥʘʩʪʦʷʱʘʪʘ ʥʘʫʯʥʘ ʨʘʟʨʘʙʦʪʢʘ ʩʘ: 

ʩʦʮʠʦʣʦʛʠʯʝʩʢʠ ʤʝʪʦʜʠ (ʘʥʢʝʪʥʦ ʧʨʦʫʯʚʘʥʝ); ʩʪʘʪʠʩʪʠʯʝʩʢʠ ʤʝʪʦʜʠ (ʩʲʙʠʨʘʥʝ, 

ʦʙʨʘʙʦʪʢʘ ʠ ʘʥʘʣʠʟ ʥʘ ʥʘʣʠʯʥʘʪʘ ʧʲʨʚʠʯʥʘ ʠ ʚʪʦʨʠʯʥʘ ʩʪʘʪʠʩʪʠʯʝʩʢʘ ʠʥʬʦʨʤʘʮʠʷ); 

ʤʝʪʦʜʠ ʟʘ ʠʟʩʣʝʜʚʘʥʝ ʥʘ ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʚ ʩʬʝʨʘʪʘ ʥʘ ʫʩʪʦʡʯʠʚʠʷ 

ʪʫʨʠʟʲʤ ʚ ʦʙʝʢʪʠʪʝ ʥʘ ʧʨʠʨʦʜʥʦʪʦ ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ (SWʆT 

ʘʥʘʣʠʟ ʥʘ ʩʠʪʫʘʮʠʷʪʘ); ʤʘʨʰʨʫʪʝʥ (ʪʨʘʥʩʝʢʪʝʥ) ʤʝʪʦʜ (ʧʨʦʫʯʚʘʥʝ ʥʘ ʪʝʨʝʥʘ 

ʧʦʩʨʝʜʩʪʚʦʤ ʣʠʯʥʠ ʥʘʙʣʶʜʝʥʠʷ); ʜʨʫʛʠ ʤʝʪʦʜʠ ʟʘ ʘʥʘʣʠʟ ʥʘ ʠʥʬʦʨʤʘʮʠʷʪʘ ï 

ʢʘʨʪʦʛʨʘʬʩʢʠ, ʩʨʘʚʥʠʪʝʣʥʦ-ʛʝʦʛʨʘʬʩʢʠ, ʝʢʩʧʝʨʪʝʥ ʦʧʠʪ. ʀʟʚʲʨʰʝʥ ʝ ʦʙʩʪʦʝʥ 

ʧʨʝʛʣʝʜ ʥʘ ʚʦʜʝʱʠʪʝ ʣʠʪʝʨʘʪʫʨʥʠ ʠʟʪʦʯʥʠʮʠ, ʩʚʲʨʟʘʥʠ ʩ ʧʨʘʢʪʠʢʫʚʘʥʝʪʦ ʥʘ 

ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʠ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚʠ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʚ ʦʙʝʢʪʠʪʝ ʥʘ 

ʧʨʠʨʦʜʥʦʪʦ ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ, ʢʘʢʪʦ ʠ ʜʨʫʛʠ ʧʦʜʦʙʥʠ ʦʙʝʢʪʠ ʧʦʜ 

ʩʧʝʮʠʬʠʯʝʥ ʨʝʞʠʤ ʥʘ ʟʘʱʠʪʘ ï ʣʠʪʝʨʘʪʫʨʝʥ ʦʙʟʦʨ. 
 

2.3. ʈʝʟʫʣʪʘʪʠ ʥʘ ʠʟʩʣʝʜʚʘʥʝʪʦ ʠ ʜʠʩʢʫʩʠʷ 

ʆʩʚʝʥ ʟʘ ʤʘʩʦʚ ʪʫʨʠʟʲʤ ʥʷʢʦʠ ʘʚʪʦʨʠ ʠ ʧʨʦʬʝʩʠʦʥʘʣʥʠ ʦʨʛʘʥʠʟʘʮʠʠ 

ʠʟʧʦʣʟʚʘʪ ʧʦʥʷʪʠʷʪʘ ʢʦʥʚʝʥʮʠʦʥʘʣʝʥ ʠʣʠ ʩʪʘʥʜʘʨʪʝʥ ʪʫʨʠʟʲʤ, ʟʘ ʢʦʡʪʦ 

ʭʘʨʘʢʪʝʨʥʘ ʦʩʦʙʝʥʦʩʪ ʝ ʩʲʱʝʩʪʚʫʚʘʱʠʪʝ ʝʢʦʣʦʛʠʯʥʠ ʠ ʩʦʮʠʘʣʥʠ ʢʘʧʘʥʠ, 

ʚʢʣʶʯʠʪʝʣʥʦ ʠ ʙʝʟʦʪʛʦʚʦʨʥʦʪʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ, ʭʘʦʪʠʯʥʦ ʧʦʩʪʨʦʷʚʘʥʝ ʥʘ 

ʛʦʣʷʤ ʦʙʝʤ ʦʪ ʦʙʝʢʪʠ, ʩʲʟʜʘʚʘʥʝʪʦ ʥʘ ʛʦʣʝʤʠ ʢʦʣʠʯʝʩʪʚʘ ʙʠʪʦʚʠ ʠ ʩʪʨʦʠʪʝʣʥʠ 

ʦʪʧʘʜʲʮʠ, ʟʘʤʲʨʩʷʚʘʥʝʪʦ ʥʘ ʚʦʜʠʪʝ, ʨʝʯʥʠʪʝ ʠ ʝʟʝʨʥʠ ʙʨʝʛʦʚʝ ʠ ʤʦʨʩʢʠ ʠ ʦʢʝʘʥʩʢʠ 

ʧʣʘʞʦʚʝ, ʩʲʟʜʘʚʘʡʢʠ ʨʠʩʢʦʚʝ ʦʪ ʨʘʟʧʨʦʩʪʨʘʥʝʥʠʝʪʦ ʥʘ ʙʦʣʝʩʪʠ ʠ ʚ ʢʨʘʡʥʘ ʩʤʝʪʢʘ 

ʟʘʩʪʨʘʰʘʚʘʥʝʪʦ ʥʘ ʝʢʦʩʠʩʪʝʤʠʪʝ (Poon, A., 1994, Honey, M., 1998, WTO, 2001). 

ɺ ʧʦʩʣʝʜʥʦ ʚʨʝʤʝ, ʢʘʪʦ ʝʜʠʥ ʦʪ ʦʩʥʦʚʥʠʪʝ ʢʨʠʪʝʨʠʠ, ʢʲʤ ʢʦʠʪʦ ʩʝ ʦʙʨʲʱʘ 

ʦʩʦʙʝʥʦ ʚʥʠʤʘʥʠʝ ʧʨʠ ʦʧʨʝʜʝʣʷʥʝʪʦ ʥʘ ʩʲʱʝʩʪʚʝʥʠʪʝ ʨʘʟʣʠʯʠʷ ʠ ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ 

ʪʫʨʠʟʤʘ ʝ ʚʣʠʷʥʠʝʪʦ ʤʫ ʚʲʨʭʫ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ. ɺ ʪʘʚʘ ʦʪʥʦʰʝʥʠʝ ʩʝ ʛʦʚʦʨʠ ʟʘ ʩʪʘʨ 

(Ăʪʚʲʨʜò) ʠ ʥʦʚ (Ăʤʝʢò) ʪʫʨʠʟʲʤ. ʇʨʠ ʧʲʨʚʠʷ, ʪʫʨʠʟʤʲʪ ʠʤʘ ʘʛʨʝʩʠʚʥʦ ʧʦʚʝʜʝʥʠʝ 

ʢʲʤ ʩʨʝʜʘʪʘ ï ʧʨʠʨʦʜʥʘʪʘ ʠ ʩʦʮʠʘʣʥʘʪʘ ʩʨʝʜʘ ʪʨʷʙʚʘ ʜʘ ʩʝ ʩʲʦʙʨʘʟʷʚʘʪ ʩ ʥʝʛʦ. 

ʆʙʨʘʪʥʦ Ăʤʝʢʠʷʪò ʪʫʨʠʟʲʤ, ʥʘʨʠʯʘʥ ʦʱʝ ʝʢʦʣʦʛʠʯʝʥ/ʧʨʠʨʦʜʝʥ ʠʣʠ ʫʩʪʦʡʯʠʚ 

ʪʫʨʠʟʲʤ, ʝ ʧʦʜʯʠʥʝʥ ʥʘ ʦʩʦʙʝʥʦʩʪʠʪʝ ʥʘ ʧʨʠʝʤʘʱʘʪʘ ʛʦ ʩʨʝʜʘ, ʪʦʡ ʥʝ ʷ ʥʘʨʫʰʘʚʘ, ʘ 

ʥʘʧʨʦʪʠʚ ʦʙʦʛʘʪʷʚʘ. ɺ ʪʘʟʠ ʚʨʲʟʢʘ, ʝʜʠʥ ʰʠʨʦʢʦ ʫʧʦʪʨʝʙʷʚʘʥ ʪʝʨʤʠʥ ʧʨʝʟ 

ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʝ ʫʩʪʦʡʯʠʚʠʷʪ (ʘʣʪʝʨʥʘʪʠʚʝʥ) ʪʫʨʠʟʲʤ, ʘ ʠʤʝʥʥʦ ʪʘʢʲʚ ʪʫʨʠʟʲʤ, 

ʢʦʡʪʦ ʩʝ ʧʨʠʝʤʘ ʦʪ ʤʝʩʪʥʘʪʘ ʦʙʱʥʦʩʪ, ʢʦʡʪʦ ʝ ʝʢʦʣʦʛʠʯʝʥ ʠ ʥʝ ʚʥʘʩʷ ʜʨʘʩʪʠʯʥʠ 

ʧʨʦʤʝʥʠ, ʢʘʢʪʦ ʚ ʧʨʠʨʦʜʥʘʪʘ, ʪʘʢʘ ʠ ʚ ʩʦʮʠʘʣʥʘʪʘ ʩʨʝʜʘ (ɹʘʯʚʘʨʦʚʘ & ʊʦʥʯʝʚ, 1996, 

ʩ. 53-60). 

ʗʨʲʢ ʧʨʠʤʝʨ ʟʘ ʘʥʪʨʦʧʦʧʨʝʩʘ ʚʲʨʭʫ ʧʨʠʨʦʜʥʘʪʘ ʩʨʝʜʘ, ʝ ʬʘʢʪʲʪ, ʯʝ ʟʘ 

ʥʷʢʦʣʢʦ ʜʝʩʝʪʠʣʝʪʠʷ ʧʦʣʦʚʠʥʘʪʘ ʦʪ ʚʣʘʞʥʠʪʝ ʟʦʥʠ (ʈʘʤʩʘʨʩʢʠ ʤʝʩʪʘ) ʥʘ ɽʚʨʦʧʘ, ʩʘ 
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ʧʨʝʩʫʰʝʥʠ ʟʘ ʧʦʣʟʚʘʥʝ ʥʘ ʟʝʤʠʪʝ ʟʘ ʩʝʣʩʢʦʩʪʦʧʘʥʩʢʠ ʠ ʜʨʫʛʠ ʮʝʣʠ, ʘ ʧʦʯʪʠ ʪʨʠ 

ʯʝʪʚʲʨʪʠ ʦʪ ʜʶʥʠʪʝ ʚʲʚ ʌʨʘʥʮʠʷ, ʀʪʘʣʠʷ ʠ ʀʩʧʘʥʠʷ ʩʘ ʠʟʯʝʟʥʘʣʠ ʧʦʜ ʙʝʟʤʠʣʦʩʪʥʠʷ 

ʥʘʪʠʩʢ ʥʘ ʤʘʩʦʚʠʷ ʪʫʨʠʟʲʤ (ʅʘʪʫʨʘ 2000 ï ʧʨʠʨʦʜʘʪʘ ʥʘ ɽʚʨʦʧʘ ʟʘ ʪʝʙ. ɽʚʨʦʧʝʡʩʢʘ 

ʢʦʤʠʩʠʷ, 2009, ʩ. 6-18.). ʇʨʦʜʲʣʞʘʚʘʱʠʷʪ ʠʥʪʝʥʟʠʚʝʥ ʨʘʩʪʝʞ ʥʘ ʪʫʨʠʟʤʘ ʚ ʩʚʝʪʦʚʝʥ 

ʤʘʱʘʙ ʦʢʘʟʚʘ ʦʛʨʦʤʥʦ ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʤʝʩʪʘʪʘ, ʚʲʨʭʫ ʪʝʭʥʠʪʝ ʧʨʠʨʦʜʥʠ ʠ 

ʢʫʣʪʫʨʥʠ ʘʪʨʘʢʮʠʠ, ʞʝʣʘʥʠ ʟʘ ʧʦʩʝʱʝʥʠʝ ʦʪ ʪʫʨʠʩʪʠʪʝ. ʏʝʩʪʦ ʝʢʦʩʠʩʪʝʤʠʪʝ ʥʘ 

ʚʣʘʞʥʠʪʝ ʟʦʥʠ ʩʘ ʢʨʝʭʢʠ ʠ ʧʨʠ ʣʠʧʩʘ ʥʘ ʩʲʦʪʚʝʪʝʥ ʘʜʝʢʚʘʪʝʥ ʢʦʥʪʨʦʣ ʠ ʝʬʝʢʪʠʚʥʦ 

ʫʧʨʘʚʣʝʥʠʝ ʩʲʱʝʩʪʚʫʚʘ ʦʛʨʦʤʝʥ ʨʠʩʢ ʦʪ ʦʪʨʠʮʘʪʝʣʥʦ ʚʲʟʜʝʡʩʪʚʠʝ ʦʪ ʩʪʨʘʥʘ ʥʘ 

ʪʫʨʠʟʤʘ, ʢʘʢʪʦ ʚʲʨʭʫ ʤʝʩʪʦʦʙʠʪʘʥʠʷʪʘ ʚʲʚ ʚʣʘʞʥʠʪʝ ʟʦʥʠ, ʨʘʩʪʠʪʝʣʥʠʪʝ ʠ 

ʞʠʚʦʪʠʥʩʢʠʪʝ ʚʠʜʦʚʝ, ʪʘʢʘ ʠ ʚʲʨʭʫ ʤʝʩʪʥʠʪʝ ʦʙʱʥʦʩʪʠ, ʞʠʚʦʪʘ ʥʘ ʢʦʠʪʦ ʠʟʮʷʣʦ 

ʟʘʚʠʩʠ ʦʪ ʚʣʘʞʥʘʪʘ ʟʦʥʘ. ʉʲʱʝʩʪʚʫʚʘʪ ʤʥʦʛʦ ʧʨʠʤʝʨʠ ʟʘ ʥʝʢʦʥʪʨʦʣʠʨʘʥ ʪʫʨʠʟʲʤ, 

ʚʦʜʝʱ ʜʦ ʫʚʨʝʞʜʘʥʝ ʥʘ ʢʦʨʘʣʦʚʠ ʨʠʬʦʚʝ ʚ ʩʣʝʜʩʪʚʠʝ ʥʘ ʣʦʰʦ ʟʘʢʦʪʚʝʥʠ ʣʦʜʢʠ ʟʘ 

ʛʤʫʨʢʘʥʝ ʠʣʠ ʥʝʦʙʫʯʝʥʠ ʦʧʝʨʘʪʦʨʠ ʟʘ ʛʤʫʨʢʘʥʝ ʠ ʚʦʜʦʣʘʟʠ, ʝʬʝʢʪ ʥʘ ʦʪʲʧʢʚʘʥʝ ʚ 

ʩʣʝʜʩʪʚʠʝ ʦʪ ʥʝʢʦʥʪʨʦʣʠʨʘʥʠ ʧʦʩʝʱʝʥʠʝ ʥʘ ʯʫʚʩʪʚʠʪʝʣʥʠ ʤʝʩʪʦʦʙʠʪʘʥʠʷ, ʥʘʧʨʠʤʝʨ 

ʪʦʨʬʠʱʘ, ʢʦʝʪʦ ʚʦʜʠ ʜʦ ʧʦʷʚʘ ʥʘ ʝʨʦʟʠʷ, ʧʨʝʢʦʤʝʨʥʦ ʙʝʟʧʦʢʦʡʩʪʚʦ ʥʘ ʧʦʧʫʣʘʮʠʠ ʥʘ 

ʧʪʠʮʠ ʚ ʨʘʟʤʥʦʞʠʪʝʣʝʥ ʧʝʨʠʦʜ ʠ ʪ.ʥ. ʆʩʦʙʝʥʦ Ăʢʨʝʭʢʠò ʩʘ ʢʨʘʡʙʨʝʞʥʠʪʝ ʚʣʘʞʥʠ 

ʟʦʥʠ, ʠ ʧʦʨʘʜʠ ʪʦʚʘ ʉʊʆ ʜʘʚʘ ʜʦʙʨʠ ʧʨʝʜʣʦʞʝʥʠʷ ʟʘ Ăʝʬʝʢʪʠʚʥʦ ʫʧʨʘʚʣʝʥʠʝ ʥʘ 

ʧʨʝʪʦʚʘʨʝʥʦʩʪʪʘò (ʉʊʆ /WTO/, 2004). ʉʲʱʝʩʪʚʫʚʘʪ ʠ ʤʥʦʛʦ ʧʨʠʤʝʨʠ ʟʘ ʦʪʨʠʮʘʪʝʣʥʦ 

ʚʲʟʜʝʡʩʪʚʠʝ ʚʲʨʭʫ ʤʝʩʪʥʠʪʝ ʦʙʱʥʦʩʪʠ, ʢʦʛʘʪʦ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʪʫʨʠʟʤʘ ʠʟʢʣʶʯʚʘ 

ʤʝʩʪʥʠʪʝ ʧʦʣʟʚʘʪʝʣʠ ʥʘ ʚʣʘʞʥʘʪʘ ʟʦʥʘ ʚ ʧʦʣʟʘ ʥʘ ʛʦʩʪʫʚʘʱʠʪʝ ʪʫʨʠʩʪʠ, ʢʘʪʦ ʧʦ ʪʦʟʠ 

ʥʘʯʠʥ ʩʝ ʦʢʘʟʚʘ ʚʣʠʷʥʠʝ ʚʲʨʭʫ ʤʝʩʪʥʠʷ ʧʦʤʠʥʲʢ ʠ ʚ ʩʣʝʜʩʪʚʠʝ ʩʘ ʥʘʣʠʮʝ 

ʧʘʨʘʜʦʢʩʘʣʥʠ ʩʣʫʯʘʠ, ʚ ʢʦʠʪʦ ʪʫʨʠʟʤʲʪ ʚ ʠ ʦʢʦʣʦ ʚʣʘʞʥʠʪʝ ʟʦʥʠ ʧʨʝʜʦʩʪʘʚʷ 

ʟʥʘʯʠʪʝʣʥʠ ʧʦʣʟʠ ʟʘ ʥʘʮʠʦʥʘʣʥʠʪʝ ʠ ʤʝʞʜʫʥʘʨʦʜʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʠʥʜʫʩʪʨʠʠ, ʥʦ 

ʥʝʟʥʘʯʠʪʝʣʥʦ ʤʘʣʢʦ ʥʘ ʤʝʩʪʥʠʪʝ ʚʣʘʩʪʠ ʠ ʤʝʩʪʥʠʪʝ ʦʙʱʥʦʩʪʠ, ʢʦʠʪʦ ʫʧʨʘʚʣʷʚʘʪ 

ʚʣʘʞʥʘʪʘ ʟʦʥʘ ʠ ʢʦʠʪʦ ʟʘʚʠʩʷʪ ʦʪ ʥʝʷ. 

ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ ʜʦʙʨʝ ʫʧʨʘʚʣʷʚʘʥʠʷʪ ʪʫʨʠʟʲʤ ʚ ʠ ʦʢʦʣʦ ʚʣʘʞʥʠʪʝ ʟʦʥʠ ʤʦʞʝ 

ʜʘ ʜʦʥʝʩʝ ʟʥʘʯʠʪʝʣʥʠ ʧʦʣʟʠ, ʢʘʢʪʦ ʠʢʦʥʦʤʠʯʝʩʢʠ, ʪʘʢʘ ʠ ʟʘ ʦʢʦʣʥʘʪʘ ʩʨʝʜʘ, ʥʘ ʤʷʩʪʦ, 

ʥʘ ʨʝʛʠʦʥʘʣʥʦ ʠ ʥʘʮʠʦʥʘʣʥʦ ʥʠʚʦ. ʀʢʦʥʦʤʠʯʝʩʢʠʪʝ ʧʦʣʟʠ ʟʘ ʤʝʩʪʥʠʪʝ ʦʙʱʥʦʩʪʠ ʠ 

ʤʝʩʪʥʠʪʝ ʚʣʘʩʪʠ ʩʘ ʥʘʧʲʣʥʦ ʚʲʟʤʦʞʥʠ ʠ ʯʝʩʪʦ ʩʝ ʠʟʨʘʟʷʚʘʪ ʚ ʜʦʭʦʜʠ ʠ ʟʘʝʪʦʩʪ. ʅʘ 

ʥʘʮʠʦʥʘʣʥʦ ʥʠʚʦ ʜʦʭʦʜʠʪʝ ʦʪ ʪʫʨʠʟʲʤ ʤʦʛʘʪ ʜʘ ʙʲʜʘʪ ʟʥʘʯʠʪʝʣʥʠ. ɺʣʘʞʥʠʪʝ ʟʦʥʠ 

ʤʦʛʘʪ ʜʘ ʩʝ ʚʲʟʧʦʣʟʚʘʪ ʧʨʷʢʦ, ʢʦʛʘʪʦ ʧʨʠʭʦʜʠʪʝ ʦʪ ʪʫʨʠʟʲʤ (ʧʦʩʝʪʠʪʝʣʩʢʠ ʪʘʢʩʠ, 

ʤʝʩʪʥʠ ʧʨʦʜʫʢʪʠ ʠ ʜʨ.) ʩʝ ʠʟʧʦʣʟʚʘʪ ʜʠʨʝʢʪʥʦ ʟʘ ʢʦʥʩʝʨʚʘʮʠʦʥʥʠ ʤʝʨʢʠ ʚʲʚ 

ʚʣʘʞʥʘʪʘ ʟʦʥʘ, ʢʘʪʦ ʧʦ ʪʦʟʠ ʥʘʯʠʥ ʪʫʨʠʟʤʲʪ ʩʝ ʦʙʚʲʨʟʚʘ ʩ ʜʲʣʛʦʩʨʦʯʥʦʪʦ ʦʧʘʟʚʘʥʝ 

ʥʘ ʚʣʘʞʥʘʪʘ ʟʦʥʘ. ɼʦʙʨʠ ʧʨʘʢʪʠʢʠ ʧʦ ʦʧʘʟʚʘʥʝʪʦ ʠ ʧʦʜʜʲʨʞʘʥʝʪʦ ʥʘ ʧʨʠʨʦʜʥʠʪʝ ʠ 

ʢʫʣʪʫʨʥʠʪʝ ʮʝʥʥʦʩʪʠ ʩʲʱʝʩʪʚʫʚʘʪ ʚ ʅʘʤʠʙʠʷ (ʚʣʘʞʥʘ ʟʦʥʘ Ăɽʪʦʰʘ ʇʘʥʩò), ʉʣʦʚʝʥʠʷ 

(ʇʝʱʝʨʝʥ ʢʦʤʧʣʝʢʩ Ăʉʢʦʯʷʥò), ɸʚʩʪʨʘʣʠʷ (ʅʘʮʠʦʥʘʣʝʥ ʧʘʨʢ Ăʂʘʢʘʜʫò), ʚ ʀʥʜʠʷ 

(ʈʘʤʩʘʨʩʢʦ ʤʷʩʪʦ Ăʊʩʦʤʦʨʠʨʠò), ʠ ʜʨʫʛʠ. 

ʊʫʨʠʩʪʠʯʝʩʢʠʷʪ ʙʠʟʥʝʩ ʤʦʞʝ ʜʘ ʙʲʜʝ ʝʜʥʘ ʜʦʙʨʘ ʚʲʟʤʦʞʥʦʩʪ ʟʘ ʥʘʩʲʨʯʘʚʘʥʝ 

ʥʘ ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʙʠʦʨʘʟʥʦʦʙʨʘʟʠʝʪʦ ʚʲʚ ʚʣʘʞʥʠʪʝ ʟʦʥʠ ʠ ʚ ʜʨʫʛʠ ʝʢʦʩʠʩʪʝʤʠ, ʥʘʡ-

ʦʙʱʦ ʯʨʝʟ: ʥʘʤʘʣʷʚʘʥʝ ʥʘ ʟʘʤʲʨʩʷʚʘʥʝʪʦ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʡʥʦʩʪʠ; ʧʦʜʢʨʝʧʘ 

ʦʧʘʟʚʘʥʝʪʦ ʥʘ ʙʠʦʨʘʟʥʦʦʙʨʘʟʠʝʪʦ ʦʪ ʩʪʨʘʥʘ ʥʘ ʧʨʘʚʠʪʝʣʩʪʚʝʥʠ ʠ ʥʝʧʨʘʚʠʪʝʣʩʪʚʝʥʠ 

ʦʨʛʘʥʠʟʘʮʠʠ; ʥʝʜʦʧʫʩʢʘʥʝ ʚʥʘʩʷʥʝʪʦ ʥʘ ʯʫʞʜʠ ʠʥʚʘʟʠʚʥʠ ʚʠʜʦʚʝ ʧʨʠ ʨʝʘʣʠʟʠʨʘʥʝ ʥʘ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʜʝʡʥʦʩʪʠ; ʛʘʨʘʥʮʠʷ ʟʘ ʥʝ ʠʟʣʘʛʘʥʝ ʥʘ ʨʠʩʢ ʥʘ ʟʘʩʪʨʘʰʝʥʠ ʠ ʠʟʯʝʟʚʘʱʠ 

ʚʠʜʦʚʝ, ʚ ʩʣʝʜʩʪʚʠʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʜʝʡʥʦʩʪʠ; ʧʦʣʟʚʘʥʝ ʥʘ ʢʦʤʫʥʠʢʘʮʠʠʪʝ ʠ 

ʤʘʨʢʝʪʠʥʛʘ ʟʘ ʟʘʩʠʣʚʘʥʝ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʩʝʢʪʦʨ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ ʧʦʚʠʰʘʚʘʥʝ 

ʠʥʬʦʨʤʠʨʘʥʦʩʪʪʘ ʥʘ ʪʫʨʠʩʪʠʪʝ ʠ ʩʲʦʪʚʝʪʥʠʪʝ ʦʪʛʦʚʦʨʥʠ ʤʝʩʪʥʠ ʠʥʩʪʠʪʫʮʠʠ ʟʘ 

ʟʥʘʯʝʥʠʝʪʦ ʥʘ ʙʠʦʨʘʟʥʦʦʙʨʘʟʠʝʪʦ ʠ ʩʪʲʧʢʠʪʝ, ʢʦʠʪʦ ʤʦʛʘʪ ʜʘ ʩʝ ʧʨʝʜʧʨʠʝʤʘʪ ʟʘ 

ʦʧʘʟʚʘʥʝʪʦ ʤʫ (UNWTO, 2010). 
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ʆʪ ʜʨʫʛʘ ʩʪʨʘʥʘ ʤʥʦʛʦ ʨʘʟʚʠʚʘʱʠ ʩʝ ʩʪʨʘʥʠ ʧʦ ʩʚʝʪʘ ʩʝ ʥʘʩʦʯʚʘʪ ʢʲʤ ʪʫʨʠʟʤʘ 

ʢʘʪʦ ʩʨʝʜʩʪʚʦ ʟʘ ʨʘʟʥʦʦʙʨʘʟʷʚʘʥʝ ʥʘ ʠʢʦʥʦʤʠʢʠʪʝ ʩʠ, ʟʘ ʩʪʠʤʫʣʠʨʘʥʝ ʥʘ 

ʠʥʚʝʩʪʠʮʠʠʪʝ ʠ ʟʘ ʩʲʙʠʨʘʥʝ ʥʘ ʚʘʣʫʪʥʠ ʧʨʠʭʦʜʠ. ʇʦ ʪʦʟʠ ʥʘʯʠʥ ʪʫʨʠʟʤʲʪ ʩʝ ʷʚʷʚʘ 

ʨʝʥʪʘʙʠʣʥʘ ʘʣʪʝʨʥʘʪʠʚʘ ʥʘ ʦʪʛʣʝʞʜʘʥʝʪʦ ʥʘ ʩʝʣʩʢʦʩʪʦʧʘʥʩʢʠ ʢʫʣʪʫʨʠ ʠʣʠ ʥʘ 

ʪʨʘʜʠʮʠʦʥʥʠ ʦʪʨʘʩʣʠ ʢʘʪʦ ʤʠʥʦʜʦʙʠʚ, ʧʝʪʨʦʣʥʠ ʧʨʦʜʫʢʪʠ ʠ ʤʘʥʠʬʘʢʪʫʨʥʦ 

ʧʨʦʠʟʚʦʜʩʪʚʦ, ʠ ʧʨʠ ʪʦʚʘ ʠʟʠʩʢʚʘ ʧʦ-ʤʘʣʢʦ ʨʝʩʫʨʩʠ (Susan C. Stonich, 1998). 

ʀ ʚʩʝ ʧʘʢ, ʪʫʨʠʩʪʠʯʝʩʢʠʪʝ ʚʢʫʩʦʚʝ ʚ ʤʝʞʜʫʥʘʨʦʜʝʥ ʧʣʘʥ ʩʝ ʧʨʦʤʝʥʷʪ, 

ʩʠʣʥʦʪʦ ʢʦʤʝʨʩʠʘʣʠʟʠʨʘʥʝ, ʢʦʝʪʦ ʩʝ ʥʘʙʣʶʜʘʚʘ ʚʝʯʝ ʧʦʚʝʯʝ ʦʪ 50 ʛʦʜʠʥʠ, 

ʩʚʨʲʭʟʘʩʪʨʦʝʥʠ ʠ ʟʘʤʲʨʩʝʥʠ ʜʝʩʪʠʥʘʮʠʠ ʚʦʜʷʪ ʜʦ ʦʪʪʝʛʣʷʥʝʪʦ ʥʘ ʚʩʝ ʧʦʚʝʯʝ ʠ ʧʦʚʝʯʝ 

ʪʫʨʠʩʪʠ, ʢʘʪʦ ʪʲʨʩʝʥʝʪʦ ʥʝ ʝ ʟʘ ʩʪʘʥʜʘʨʪʝʥ ʪʫʨʠʟʲʤ, ʘ ʟʘ ʧʦ-ʛʲʚʢʘʚʠ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʧʨʦʜʫʢʪʠ ʠ ʫʩʣʫʛʠ, ʩʚʲʨʟʘʥʠ ʩ ʧʦ-ʠʥʜʠʚʠʜʫʘʣʥʠ ʧʨʝʞʠʚʷʚʘʥʠʷ ʢʘʪʦ ʥʘʧʨʠʤʝʨ 

ʢʫʣʪʫʨʝʥ ʪʫʨʠʟʲʤ ʠʣʠ ʧʨʠʨʦʜʝʥ ʪʫʨʠʟʲʤ, ʠʣʠ ʧʲʢ ʩʝʣʩʢʠ ʪʫʨʠʟʲʤ. 

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʦʙʝʜʠʥʷʚʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʘʢʝʪʠ ʠʣʠ ʦʪʜʝʣʥʠ 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ, ʢʦʠʪʦ ʩʝ ʦʧʨʝʜʝʣʷʪ ʢʘʪʦ ʘʣʪʝʨʥʘʪʠʚʘ ʥʘ ʤʘʩʦʚʠʷ ʪʫʨʠʩʪʠʯʝʩʢʠ 

ʧʨʦʜʫʢʪ ʧʦ ʥʘʯʠʥ ʥʘ ʧʣʘʥʠʨʘʥʝ, ʧʨʝʜʣʘʛʘʥʝ, ʧʨʦʪʠʯʘʥʝ ʠ ʘʥʛʘʞʠʨʘʥʠʷ ʯʦʚʝʰʢʠʷ 

ʨʝʩʫʨʩ. ʊʦʡ ʩʝ ʷʚʷʚʘ ʘʣʪʝʨʥʘʪʠʚʘ ʥʘ ʤʘʩʦʚʠʪʝ ʬʦʨʤʠ ʩʧʦʨʝʜ ʦʪʥʦʰʝʥʠʝʪʦ ʥʘ 

ʪʫʨʠʩʪʠʪʝ, ʩʧʝʮʠʬʠʯʥʠʪʝ ʫʩʣʫʛʠ, ʢʦʠʪʦ ʩʝ ʧʨʝʜʣʘʛʘʪ ʧʦ ʤʝʩʪʘʪʘ, ʢʦʠʪʦ ʩʝ ʧʦʩʝʱʘʚʘʪ. 

ʂʘʪʦ ʮʷʣʦ ñʘʣʪʝʨʥʘʪʠʚʥʠʪʝò ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʛʨʘʤʠ ʧʨʦʪʠʯʘʪ ʧʦ ʨʘʟʣʠʯʝʥ ʥʘʯʠʥ, 

ʧʨʘʢʪʠʢʫʚʘʪ ʩʝ ʚ ʤʘʣʢʠ ʛʨʫʧʠ ʠ ʠʤʘʪ ʧʦ-ʤʘʣʢʘ ʧʨʦʜʲʣʞʠʪʝʣʥʦʩʪ. ʊʫʢ ʦʙʘʯʝ 

ʦʯʘʢʚʘʥʠʷʪʘ ʥʘ ʪʫʨʠʩʪʘ ʩʘ ʜʘ ʤʫ ʩʝ ʦʙʨʲʱʘ ʩʧʝʮʠʘʣʥʦ ʚʥʠʤʘʥʠʝ ʚʲʚ ʚʩʝʢʠ ʝʜʠʥ 

ʤʦʤʝʥʪ ʥʘ ʥʝʛʦʚʦʪʦ ʧʨʝʙʠʚʘʚʘʥʝ ʥʘ ʧʦʩʝʪʝʥʦʪʦ ʤʷʩʪʦ, ʘ ʪʦʚʘ ʦʪ ʩʚʦʷ ʩʪʨʘʥʘ ʚʦʜʠ ʜʦ 

ʧʦ-ʚʠʩʦʢʠ ʮʝʥʠ ʥʘ ʧʨʝʜʣʘʛʘʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. 

ʆʪ ʦʙʱʦʠʟʚʝʩʪʥʠʪʝ ʪʘʢʠʚʘ ʠ ʧʨʘʢʪʠʢʫʚʘʥʠ ʚ ʩʚʝʪʦʚʝʥ ʧʣʘʥ ʩʘ ʚʠʜʦʚʝʪʝ 

ʪʫʨʠʟʲʤ: ʩʝʣʩʢʠ, ʝʢʦʣʦʛʠʯʝʥ, ʧʣʘʥʠʥʩʢʠ, ʧʨʠʢʣʶʯʝʥʩʢʠ, ʪʝʤʘʪʠʯʝʥ (ʧʦʟʥʘʚʘʪʝʣʝʥ), 

ʩʚʲʨʟʘʥ ʩ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦʪʦ ʥʘʩʣʝʜʩʪʚʦ ʠ ʧʨ.  

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʝ ʝʜʥʦ ʥʦʚʦ ʧʦʥʷʪʠʝ ʠ ʩʝ ʷʚʷʚʘ ʧʨʦʜʲʣʞʝʥʠʝ ʥʘ 

ʢʦʥʮʝʧʮʠʷʪʘ ʟʘ ʫʩʪʦʡʯʠʚʦ ʨʘʟʚʠʪʠʝ, ʢʦʷʪʦ ʙʝ ʣʘʥʩʠʨʘʥʘ ʥʘ ʢʦʥʬʝʨʝʥʮʠʷʪʘ ʚ ʈʠʦ 

ʧʨʝʟ 1992 ʛ. ʊʦʡ ʝ ʨʝʟʫʣʪʘʪ ʦʪ ʛʨʠʞʠʪʝ ʧʦʣʘʛʘʥʠ ʟʘ ʦʧʘʟʚʘʥʝ ʥʘ ʟʘʩʪʨʘʰʝʥʠʪʝ ʨʘʡʦʥʠ 

ʥʘ ʧʣʘʥʝʪʘʪʘ ʢʘʪʦ ʮʷʣʦ, ʠ ʚ ʯʘʩʪʥʦʩʪ ʥʘ ʪʨʦʧʠʯʝʩʢʠʪʝ ʛʦʨʠ. ɺ ʩʲʱʦʪʦ ʚʨʝʤʝ ʦʙʘʯʝ 

ʪʦʡ ʪʨʝʪʠʨʘ ʠ ʫʨʙʘʥʠʟʠʨʘʥʠʪʝ ʨʘʡʦʥʠ, ʩʝʣʘʪʘ, ʢʫʣʪʫʨʥʦʪʦ ʠ ʘʨʭʠʪʝʢʪʫʨʥʦ 

ʥʘʩʣʝʜʩʪʚʦ - ʩʣʝʜʦʚʘʪʝʣʥʦ ʠʤʘ ʧʦ-ʰʠʨʦʢʘ ʨʘʤʢʘ ʚ ʩʨʘʚʥʝʥʠʝ ʩ ʝʢʦʪʫʨʠʟʤʘ. 

ʋʩʪʦʡʯʠʚʠʷʪ ʪʫʨʠʟʲʤ ʠʤʘ ʟʘ ʮʝʣ ʥʝ ʩʘʤʦ ʜʘ ʤʠʥʠʤʠʟʠʨʘ ʚʲʟʜʝʡʩʪʚʠʝʪʦ ʚʲʨʭʫ 

ʙʠʦʣʦʛʠʯʥʘʪʘ ʩʨʝʜʘ, ʥʦ ʠ ʜʘ ʬʦʨʤʠʨʘ ʚʲʟʛʣʝʜʠʪʝ ʥʘ ʪʫʨʠʩʪʠʪʝ ʧʨʝʜʠ ʠ ʧʦ ʚʨʝʤʝ ʥʘ 

ʧʲʪʫʚʘʥʝʪʦ ʠʤ, ʢʘʢʪʦ ʠ ʜʘ ʧʨʝʜʠʟʚʠʢʚʘ ʧʨʠʨʦʜʦʱʘʜʷʱʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʘʢʪʠʢʠ ʦʱʝ 

ʚ ʝʪʘʧʘ ʥʘ ʢʦʥʮʝʧʮʠʷʪʘ ʚ ʧʘʟʘʨʠʪʝ ʝʤʠʪʠʨʘʱʠ ʪʫʨʠʩʪʠ. "ʊʦʚʘ ʝ ʝʚʦʣʶʮʠʷʪʘ ʚ 

ʪʫʨʠʟʤʘ, ʢʦʷʪʦ ʝ ʩʲʦʙʨʘʟʝʥʘ ʦʪ ʝʜʥʘ ʩʪʨʘʥʘ ʩ ʠʥʪʝʨʝʩʠʪʝ ʥʘ ʧʦʩʨʝʱʘʱʠʪʝ ʠ ʦʪ ʜʨʫʛʘ 

ʧʦʩʝʪʠʪʝʣʠʪʝ". ɺʩʠʯʢʠ ʜʝʡʥʦʩʪʠ ʚ ʟʦʥʘʪʘ ʥʘ ʧʦʩʨʝʱʘʥʝ ʪʨʷʙʚʘ ʜʘ ʩʘ ʩʲʦʙʨʘʟʝʥʠ ʩ 

ʧʨʝʜʝʣʥʠʷ ʢʘʧʘʮʠʪʝʪ ʥʘ ʧʨʠʨʦʜʥʠʪʝ ʨʝʩʫʨʩʠ, ʪ.ʝ. ʜʘ ʩʝ ʩʧʘʟʚʘ ʧʨʠʥʮʠʧʘ ʟʘ ʢʦʣʢʦʪʦ 

ʩʝ ʤʦʞʝ ʧʦ-ʠʢʦʥʦʤʠʯʥʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʨʝʩʫʨʩʠʪʝ (ɹɸɸʊ, 2020). 

ʈʘʟʛʣʝʞʜʘʡʢʠ ʚʲʧʨʦʩʘ ʟʘ ʫʩʪʦʡʯʠʚʠʷ ʪʫʨʠʟʲʤ ʝ ʥʝʦʙʭʦʜʠʤʦ ʷʩʥʦ ʜʘ 

ʧʦʜʯʝʨʪʘʝʤ, ʯʝ ʪʦʡ ʝ ʥʝ ʩʘʤʦ ʘʣʪʝʨʥʘʪʠʚʘ ʥʘ ʩʪʘʥʜʘʨʪʥʠʷ ʤʘʩʦʚ ʪʫʨʠʟʲʤ ʢʘʪʦ ʥʘʯʠʥ 

ʥʘ ʧʨʦʪʠʯʘʥʝ ʠ ʬʠʣʦʩʦʬʠʷ. ʆʩʥʦʚʝʥ ʘʢʮʝʥʪ ʚ ʪʝʟʠ ʧʲʪʫʚʘʥʠʷ ʝ ʜʦʩʝʛʘ ʩʲʩ 

ʩʲʭʨʘʥʝʥʘʪʘ ʧʨʠʨʦʜʥʘ ʩʨʝʜʘ, ʘʚʪʝʥʪʠʯʥʘʪʘ ʘʪʤʦʩʬʝʨʘ ʠ ʢʫʭʥʷ, ʟʘʧʘʟʝʥʠʪʝ ʙʠʪ, 

ʪʨʘʜʠʮʠʠ ʠ ʢʫʣʪʫʨʘ, ʣʠʧʩʘʪʘ ʥʘ ʟʘʛʨʦʟʷʚʘʱʠʪʝ ʙʝʣʝʟʠ ʦʪ ʥʘʩʧʲʪʚʘʱʠʷ ʩ ʙʲʨʟʠ 

ʪʝʤʧʦʚʝ ʫʨʙʘʥʠʟʲʤ ʠ ʫʩʚʦʷʚʘʥʝʪʦ ʥʘ ʚʩʝ ʧʦʚʝʯʝ ʠ ʧʦʚʝʯʝ ʪʝʨʠʪʦʨʠʠ. ʊʦʡ ʩʲʱʦ ʝ, 

ʘʣʪʝʨʥʘʪʠʚʘ ʢʘʪʦ ʧʦʪʨʝʙʠʪʝʣʩʢʠ ʢʨʲʛ ʠʣʠ ʠʥʪʝʨʝʩʫʚʘ ʥʘʡ-ʚʝʯʝ ʠʥʜʠʚʠʜʫʘʣʥʦ 

ʧʲʪʫʚʘʱʠʪʝ ʠ ʦʨʛʘʥʠʟʠʨʘʥʠʪʝ ʚ ʤʘʣʢʠ ʠ ʩʨʝʜʥʦ-ʛʦʣʝʤʠ ʛʨʫʧʠ ʭʦʨʘ, ʦʯʘʢʚʘʱʠ ʜʘ 

ʥʘʫʯʘʪ ʥʝʱʦ ʠʥʪʝʨʝʩʥʦ, ʟʘʙʝʣʝʞʠʪʝʣʥʦ, ʟʘʠʥʪʨʠʛʫʚʘʱʦ ʧʦ ʚʨʝʤʝ ʥʘ ʩʚʦʷʪʘ 
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ʝʢʩʢʫʨʟʠʷ ʠʣʠ ʧʦʯʠʚʢʘ. ʇʨʝʜʩʪʘʚʣʷʚʘ ʘʣʪʝʨʥʘʪʠʚʘ ʧʦ ʦʪʥʦʰʝʥʠʝ ʥʘ ʜʦʩʪʘʚʯʠʮʠʪʝ ʥʘ 

ʦʩʥʦʚʥʠ ʠ ʜʦʧʲʣʥʠʪʝʣʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ ʩ ʭʘʨʘʢʪʝʨ ʥʘ ʤʘʩʦʚʦ ʧʨʦʷʚʣʝʥʠʝ. ʊʫʢ 

ʦʩʥʦʚʥʠʪʝ ʫʯʘʩʪʥʠʮʠ ʩʘ ʩʦʙʩʪʚʝʥʠʮʠ ʥʘ ʩʝʤʝʡʥʠ ʭʦʪʝʣʠ, ʢʲʱʠ ʠ ʩʪʘʠ ʟʘ ʛʦʩʪʠ, ʚʠʣʠ, 

ʪʫʨʠʩʪʠʯʝʩʢʠ ʭʠʞʠ ʠ ʟʘʩʣʦʥʠ, ʤʘʥʘʩʪʠʨʠ, ʧʣʘʥʠʥʩʢʠ ʚʦʜʘʯʠ ʠ ʧʨʝʜʣʘʛʘʱʠʪʝ ʢʦʥʝʥ 

ʪʫʨʠʟʲʤ, ʧʨʦʠʟʚʦʜʠʪʝʣʠ ʥʘ ʦʨʠʛʠʥʘʣʥʠ ʟʘʥʘʷʪʯʠʡʩʢʠ ʧʨʦʜʫʢʪʠ, ʤʝʩʪʥʘ ʢʫʭʥʷ, 

ʩʘʤʦʜʝʡʥʠ ʛʨʫʧʠ ʟʘ ʘʚʪʝʥʪʠʯʝʥ ʬʦʣʢʣʦʨ ʠ ʜʨ. ɼʨʫʛʘ ʭʘʨʘʢʪʝʨʥʘ ʦʩʦʙʝʥʦʩʪ ʝ, ʯʝ 

ʧʨʝʜʩʪʘʚʣʷʚʘ ʘʣʪʝʨʥʘʪʠʚʘ ʢʘʪʦ ʛʝʦʛʨʘʬʠʷ, ʨʘʡʦʥʠ, ʚ ʢʦʠʪʦ ʩʝ ʦʨʛʘʥʠʟʠʨʘ ʠ 

ʧʨʘʢʪʠʢʫʚʘ. ʊʦʚʘ ʩʘ ʦʩʥʦʚʥʦ ʧʣʘʥʠʥʩʢʠʪʝ, ʧʦʣʫʧʣʘʥʠʥʩʢʠʪʝ ʠ ʩʝʣʩʢʠ ʨʘʡʦʥʠ ʠ 

ʥʷʢʦʠ ʤʘʣʢʠ ʭʦʪʝʣʠ ʧʦ ʥʘʩʝʣʝʥʠʪʝ ʤʝʩʪʘ ʦʪ ʙʲʣʛʘʨʩʢʦʪʦ ʏʝʨʥʦʤʦʨʠʝ. ɸʣʪʝʨʥʘʪʠʚʘ ʝ 

ʥʘ ʧʘʩʠʚʥʠʷ ʢʦʥʩʫʤʘʪʦʨʩʢʠ ʧʘʢʝʪ ʦʪ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ. ʇʨʝʜʣʘʛʘʥʠʪʝ ʧʨʦʛʨʘʤʠ 

ʚʢʣʶʯʚʘʪ ʨʘʟʥʦʦʙʨʘʟʥʠ ʜʝʡʥʦʩʪʠ ʠ ʩʘ ʥʘʩʦʯʝʥʠ ʢʲʤ ʠʟʛʨʘʞʜʘʥʝ, ʠʥʬʦʨʤʠʨʘʥʝ, 

ʦʙʫʯʝʥʠʝ ʠ ʫʩʲʚʲʨʰʝʥʩʪʚʘʥʝ ʥʘ ʫʯʘʩʪʥʠʮʠʪʝ. ɸʣʪʝʨʥʘʪʠʚʘ ʝ ʥʘ ʩʦʮʠʘʣʥʠʷ ʠ 

ʠʢʦʥʦʤʠʯʝʩʢʠʷ ʫʧʘʜʲʢ. ʍʘʨʘʢʪʝʨʥʦʪʦ ʟʘ ʪʦʟʠ ʪʫʨʠʟʲʤ, ʝ ʯʝ ʝ ʥʦʩʠʪʝʣ ʥʘ ʥʦʚʠ 

ʧʦʩʣʘʥʠʷ ʠ ʥʘʜʝʞʜʠ ʚ ʦʙʱʝʩʪʚʝʥʦʪʦ ʧʨʦʩʪʨʘʥʩʪʚʦ ʠ ʥʘ ʥʦʚʠ ʠʜʝʠ ʟʘ ʫʪʚʲʨʞʜʘʚʘʥʝ 

ʥʘ ʫʩʪʦʡʯʠʚʠ ʤʦʜʝʣʠ ʟʘ ʤʝʩʪʥʦ ʠ ʨʝʛʠʦʥʘʣʥʦ ʠʢʦʥʦʤʠʯʝʩʢʦ ʨʘʟʚʠʪʠʝ, ʠ ʠʟʜʠʛʘ ʚ 

ʧʨʠʦʨʠʪʝʪ ʦʪʥʦʰʝʥʠʝʪʦ ʢʲʤ ʧʨʠʨʦʜʘʪʘ, ʪʨʘʜʠʮʠʠʪʝ ʠ ʠʥʪʝʨʝʩʠʪʝ ʥʘ ʤʝʩʪʥʠʪʝ 

ʦʙʱʥʦʩʪʠ. 

ɺʦʜʝʡʢʠ ʩʝ ʦʪ ʧʦʩʦʯʝʥʠʪʝ ʧʦ-ʛʦʨʝ ʭʘʨʘʢʪʝʨʠʦʣʦʛʠʯʥʠ ʦʩʦʙʝʥʦʩʪʠ, ʥʘ 

ʧʨʘʢʪʠʢʘ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚʠʪʝ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʚʢʣʶʯʚʘ ʩʣʝʜʥʠʪʝ ʧʦ-ʚʘʞʥʠ 

ʝʣʝʤʝʥʪʠ: ʧʨʠʢʣʶʯʝʥʠʷ ʠ ʧʨʝʭʦʜʠ ʩʲʩ ʩʢʠ, ʩʥʝʛʦʭʦʜʢʠ, ʰʝʡʥʠ, ʢʲʥʢʠ, ʤʠʥʠ ʩʢʠ, 

ʢʘʥʫ, ʢʘʷʢ, ʨʘʬʪ, ʣʦʜʢʠ, ʚʦʜʥʠ ʩʢʠ ʠ ʧʨ.; ʧʣʘʥʠʥʩʢʦ ʠ ʰʦʩʝʡʥʦ ʢʦʣʝʣʦ, ʚʝʣʦʢʨʦʩʦʚʝ, 

ʢʦʥʥʘ ʝʟʜʘ, ʩʢʘʣʥʦ ʠ ʣʝʜʝʥʦ ʢʘʪʝʨʝʥʝ, ʘʣʧʠʥʠʟʲʤ, ʘʣʧʠʡʩʢʠ ʪʨʦʣʝʡ, ʩʧʝʣʝʦʣʦʛʠʷ, 

ʜʝʣʪʘ ʠ ʧʘʨʘʧʣʘʥʝʨʠʟʲʤ, ʩʢʘʯʘʥʝ ʩ ʧʘʨʘʰʫʪ, ʙʦʣʜʲʨʠʥʛ ʠ ʜʨ.; ʧʲʪʫʚʘʥʠʷ ʩ ʠʥʪʝʨʝʩ 

ʢʲʤ ʛʝʦʣʦʛʠʷʪʘ, ʙʦʪʘʥʠʢʘʪʘ, ʦʨʥʠʪʦʣʦʛʠʷʪʘ, ʣʝʧʠʜʦʧʪʝʨʦʣʦʛʠʷʪʘ, ʥʘʙʣʶʜʝʥʠʝ ʥʘ 

ʜʠʚʠ ʞʠʚʦʪʥʠ, ʚʢʣ. ʠ ʤʦʨʩʢʠ ʦʙʠʪʘʪʝʣʠ, ʬʦʪʦʣʦʚ, ʬʦʪʦʩʘʬʘʨʠ ʠ ʜʨ. ʬʦʨʤʠ ʥʘ 

ʧʦʟʥʘʚʘʪʝʣʝʥ ʪʫʨʠʟʲʤ; ʛʝʦʪʫʨʠʟʲʤ ï ʩ ʘʢʮʝʥʪ ʚʲʨʭʫ ʩʢʘʣʥʦʪʦ ʨʘʟʥʦʦʙʨʘʟʠʝ, 

ʦʨʥʠʪʦʪʫʨʠʟʲʤ, ʢʦʡʪʦ ʚʢʣʶʯʚʘ ʪʫʨʠʩʪʠʯʝʩʢʠ ʧʨʦʛʨʘʤʠ ʟʘ ʥʘʙʣʶʜʝʥʠʝ ʥʘ ʨʝʜʢʠ ʠ 

ʟʘʩʪʨʘʰʝʥʠ ʧʪʠʮʠ, ʙʦʪʘʥʠʯʝʩʢʠ ʪʫʨʠʟʲʤ, ʚʢʣʶʯʚʘʱ ʤʘʨʰʨʫʪʠ ʟʘ ʥʘʙʣʶʜʝʥʠʝ ʥʘ 

ʨʝʜʢʠ ʠ ʟʘʩʪʨʘʰʝʥʠ ʨʘʩʪʝʥʠʷ ʠ ʜʲʨʚʝʩʪʠ ʚʠʜʦʚʝ (ɿʘ ʧʦ-ʜʦʙʨʦ ʙʲʜʝʱʝ. ɼʦʙʨʠ 

ʧʨʘʢʪʠʢʠ ʚ ʤʨʝʞʘʪʘ ʅʘʪʫʨʘ 2000, ʄʆʉɺ, 2014, ʩ. 28-42).; ʧʲʪʫʚʘʥʠʷ ʩ ʠʥʪʝʨʝʩ ʢʲʤ 

ʘʨʭʝʦʣʦʛʠʷ, ʘʨʭʠʪʝʢʪʫʨʘ, ʠʩʪʦʨʠʷʪʘ, ʝʪʥʦʛʨʘʬʠʷ; ʨʦʤʘʥʪʠʯʥʠ ʪʫʨʦʚʝ ï ʩʧʝʮʠʘʣʥʠ 

ʧʨʦʜʫʢʪʠ, ʢʦʠʪʦ ʟʘʣʘʛʘʪ ʥʘ ʩʲʭʨʘʥʝʥʘʪʘ ʧʨʠʨʦʜʘ ʠ ʘʚʪʝʥʪʠʯʥʘʪʘ ʩʨʝʜʘ, ʧʨʝʜʣʘʛʘʪ 

ʩʧʝʮʠʬʠʯʥʘ ʘʪʤʦʩʬʝʨʘ, ʧʦʟʚʦʣʷʚʘʪ ʫʝʜʠʥʝʥʠʝ, ʩʚʦʙʦʜʘ ʠ ʨʝʣʘʢʩʘʮʠʷ ʩʨʝʜ 

ʧʨʠʨʦʜʘʪʘ; ʧʦʩʝʱʝʥʠʷ ʥʘ ʨʘʟʣʠʯʥʠ ʨʝʣʠʛʠʦʟʥʠ ʦʙʝʢʪʠ ï ʤʘʥʘʩʪʠʨʠ, ʧʘʨʘʢʣʠʩʠ, 

ʦʙʨʦʯʠʱʘ, ʯʝʨʢʚʠ, ʜʞʘʤʠʠ ʠ ʪʝʢʝʪʘ, ʩʠʥʝʛʦʛʠ, ʭʨʘʤʦʚʝ, ʩʚʝʪʠʣʠʱʘ, ʩʚʝʱʝʥʠ ʤʝʩʪʘ 

ʠʣʠ ʥʘʡ-ʦʙʱʦ ʧʲʪʫʚʘʥʠʷ ʜʦ ʜʝʩʪʠʥʘʮʠʠ ʩ ʨʝʣʠʛʠʦʟʥʠ ʦʙʝʢʪʠ ʠ ʩʚʝʱʝʥʠ ʤʝʩʪʘ; 

ʥʘʙʣʶʜʝʥʠʝ ʠ ʦʙʫʯʝʥʠʝ ʚ ʪʨʘʜʠʮʠʦʥʥʠ ʟʘʥʘʷʪʠ: ʙʨʦʜʝʨʠʷ, ʪʲʢʘʯʝʩʪʚʦ, ʧʣʝʪʠʚʦ, 

ʛʘʡʪʘʥʜʞʠʡʩʪʚʦ, ʢʠʣʠʤʘʨʩʪʚʦ, ʤʫʪʘʬʯʠʡʩʪʚʦ, ʪʘʙʘʢʣʲʢ, ʢʝʨʘʤʠʢʘ, ʛʨʲʥʯʘʨʩʪʚʦ, 

ʜʲʨʚʦʨʝʟʙʘ, ʠʢʦʥʦʧʠʩ, ʣʝʝʥʝ ʥʘ ʯʘʥʦʚʝ, ʢʦʚʘʥʠ ʥʦʞʦʚʝ, ʢʫʶʤʜʞʠʡʩʪʚʦ, 

ʙʘʢʲʨʜʞʠʡʩʪʚʦ, ʟʚʲʥʯʘʨʩʪʚʦ, ʢʘʣʘʡʜʞʠʡʩʪʚʦ, ʤʫʟʠʢʘʣʥʠ  ʠʥʩʪʨʫʤʝʥʪʠ, ʩʘʨʘʯʝʩʪʚʦ ʠ 

ʜʨ.; ʩʝʣʩʢʠ ʪʫʨʠʟʲʤ ʠ ʚʠʥʝʥ ʪʫʨʠʟʲʤ; ʧʲʪʫʚʘʥʠʷ ʟʘʧʦʟʥʘʚʘʱʠ ʩ ʪʨʘʜʠʮʠʦʥʥʠʷ 

ʙʲʣʛʘʨʩʢʠ ʢʘʣʝʥʜʘʨ ï ʤʝʩʪʥʠʷ ʙʠʪ ʢʘʪʦ ʦʙʠʯʘʠ, ʧʨʘʟʥʠʮʠ ʠ ʩʧʝʮʠʬʠʯʥʠ ʦʙʨʝʜʠ ʠ 

ʢʫʭʥʷ, ʭʘʨʘʢʪʝʨʥʘ ʟʘ ʙʲʣʛʘʨʩʢʦʪʦ ʢʫʣʠʥʘʨʥʦ/ʛʘʩʪʨʦʥʦʤʠʯʥʦ ʥʘʩʣʝʜʩʪʚʦ. 

ʇʨʝʟ ʧʦʩʣʝʜʥʠʪʝ ʛʦʜʠʥʠ ʚ ɹʲʣʛʘʨʠʷ ʫʩʪʦʡʯʠʚʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʬʦʨʤʠ ʩʪʘʚʘʪ 

ʚʩʝ ʧʦ-ʧʨʠʚʣʝʢʘʪʝʣʥʠ ʠ ʠʥʪʝʨʝʩʥʠ: ʯʝʩʪʦ ʧʨʘʢʪʠʢʫʚʘʥʠ ʩʘ ʧʝʰʝʭʦʜʥʠ, ʚʝʣʦʩʠʧʝʜʥʠ 

ʠʣʠ ʢʦʥʥʠ ʧʨʝʭʦʜʠ, ʩʢʘʣʥʦ ʢʘʪʝʨʝʥʝ, ʨʠʙʦʣʦʚ, ʥʘʙʣʶʜʝʥʠʝ ʥʘ ʧʪʠʮʠ, ʧʝʧʝʨʫʜʠ ʠʣʠ 

ʨʝʜʢʠ ʨʘʩʪʝʥʠʷ. ʂʘʪʦ ʧʨʠʙʘʚʠʤ ʢʲʤ ʪʷʭ ʧʨʝʜʩʪʘʚʠʪʝʣʥʠʷ ʣʘʥʜʰʘʬʪ ʚ ʫʥʠʢʘʣʥʠʪʝ 

ʧʨʠʨʦʜʥʠ ʦʙʝʢʪʠ ï ʚʢʣ. ʪʝʨʠʪʦʨʠʠ, ʤʝʩʪʘ, ʟʦʥʠ, ʚ ʢʦʠʪʦ ʩʝ ʦʩʲʱʝʩʪʚʷʚʘʪ ʪʝʟʠ 
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ʩʧʝʮʠʘʣʠʟʠʨʘʥʠ ʬʦʨʤʠ ʥʘ ʪʫʨʠʟʲʤ ʩʤʝʣʦ ʤʦʞʝʤ ʜʘ ʢʘʞʝʤ, ʯʝ ɹʲʣʛʘʨʠʷ ʝ 

ʢʦʥʢʫʨʝʥʪʥʦʩʧʦʩʦʙʥʘ ʪʫʨʠʩʪʠʯʝʩʢʘ ʜʝʩʪʠʥʘʮʠʷ ʚ ɽʚʨʦʧʘ ʧʦ ʦʪʥʦʰʝʥʠʝ 

ʧʨʘʢʪʠʢʫʚʘʥʝʪʦ ʠ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʨʘʟʣʠʯʥʠʪʝ ʬʦʨʤʠ ʥʘ ʘʣʪʝʨʥʘʪʠʚʥʠʷ ʪʫʨʠʟʲʤ 

(ʂʠʨʠʣʦʚ, 2018). 

ʊʫʢ ʩʘ ʟʘʩʪʲʧʝʥʠ ʠ ʧʨʦʷʚʝʥʠ ʛʦʣʷʤ ʥʘʙʦʨ ʦʪ ʪʘʢʠʚʘ ʘʢʪʠʚʥʦʩʪʠ, ʢʦʠʪʦ ʩʝ 

ʧʨʦʤʦʪʠʨʘʪ ʥʘ ʪʫʨʠʩʪʠʯʝʩʢʠʷ ʧʘʟʘʨ, ʠ ʩʘ ʥʘʩʦʯʝʥʠ ʧʨʝʜʠʤʥʦ ʢʲʤ ʪʲʨʩʝʱʠʪʝ 

ʘʣʪʝʨʥʘʪʠʚʥʠ ʬʦʨʤʠ ʥʘ ʤʘʩʦʚʦʪʦ ʧʨʝʜʣʘʛʘʥʝ ʥʘ ʩʪʘʥʜʘʨʪʥʠ ʧʘʢʝʪʠ ʚ ʪʫʨʠʟʤʘ. 

ʆʩʦʙʝʥʦ ʚʠʩʦʢʠ ʨʝʟʫʣʪʘʪʠ ʧʨʠ ʨʘʟʚʠʪʠʝʪʦ ʥʘ ʫʩʪʦʡʯʠʚ ʪʫʨʠʟʲʤ ʤʦʞʝ ʜʘ ʩʝ 

ʧʦʩʪʠʛʥʘʪ ʯʨʝʟ ʰʠʨʦʢʦʪʦ ʠʟʧʦʣʟʚʘʥʝ ʥʘ ʤʝʪʦʜʘ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ. ʆʩʦʙʝʥʦ 

ʝʬʝʢʪʠʚʥʦ ʧʨʦʷʚʣʝʥʠʝ ʚ ʩʚʝʪʦʚʘʥ ʤʘʱʘʙ ʪʷ ʠʤʘ ʧʨʠ ʙʦʨʘʚʝʥʝʪʦ ʡ ʚʲʚ ʚʨʲʟʢʘ ʩ 

ʧʨʠʨʦʜʥʦʪʦ ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ. ʀʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʝ ʧʨʝʚʦʜ ʥʘ 

ʥʘʩʣʝʜʩʪʚʦʪʦ ʥʘ ʝʟʠʢ, ʨʘʟʙʠʨʘʝʤ ʠ ʠʥʪʝʨʝʩʝʥ ʟʘ ʧʦʩʝʪʠʪʝʣʠʪʝ. ʊʷ ʝ ʟʘʙʘʚʣʝʥʠʝ, 

ʨʘʟʢʘʟʚʘ ʠʩʪʦʨʠʠ ʠ ʧʨʝʜʘʚʘ ʧʦʩʣʘʥʠʷ. ɿʘ ʮʝʣʪʘ ʠʟʧʦʣʟʚʘ ʤʥʦʛʦ ʠ ʨʘʟʣʠʯʥʠ ʩʨʝʜʩʪʚʘ ï 

ʩʲʩ ʠʣʠ ʙʝʟ ʧʨʷʢʦʪʦ ʫʯʘʩʪʠʝ ʥʘ ʠʥʪʝʨʧʨʝʪʘʪʦʨʘ (Ham, 1992). 

ɽʜʥʠ ʦʪ ʥʘʡ-ʧʦʜʭʦʜʷʱʠʪʝ ʤʝʩʪʘ ʟʘ ʧʨʦʚʝʞʜʘʥʝ ʠʥʪʝʨʧʨʝʪʘʮʠʷ ʥʘ ʧʨʠʨʦʜʥʦʪʦ 

ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ ʩʘ ʥʘʮʠʦʥʘʣʥʠʪʝ, ʧʨʠʨʦʜʥʠʪʝ ʠ ʢʨʘʡʛʨʘʜʩʢʠʪʝ 

ʧʘʨʢʦʚʝ, ʛʦʨʠ, ʤʫʟʝʠ, ʪʝʘʪʨʠ, ʘʤʬʠʪʝʘʪʨʠ, ʪʫʨʠʩʪʠʯʝʩʢʠ ʤʘʨʰʨʫʪʠ, ʦʪʢʨʠʪʠ 

ʧʨʦʩʪʨʘʥʩʪʚʘ, ʢʲʜʝʪʦ ʧʫʙʣʠʢʘʪʘ ʤʦʞʝ ʜʘ ʩʪʦʠ ʠʣʠ ʩʝʜʠ, ʘʫʜʠʪʦʨʠʫʤʠ, ʲʛʣʠ ʥʘ ʫʣʠʮʠ, 

ʧʨʝʜ ʩʛʨʘʜʠ, ʧʣʘʞʦʚʝ, ʢʲʤʧʠʥʛʠ, ʤʝʩʪʘ ʟʘ ʧʠʢʥʠʢ, ʤʝʩʪʘ ʚ ʢʦʠʪʦ ʧʦʩʝʪʠʪʝʣʠʪʝ ʤʦʛʘʪ 

ʜʘ ʩʝ ʨʘʟʭʦʞʜʘʪ ʙʝʟ ʧʨʠʜʨʫʞʠʪʝʣʠ, ʧʦʩʝʪʠʪʝʣʩʢʠ ʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʠʥʬʦʨʤʘʮʠʦʥʥʠ 

ʮʝʥʪʨʦʚʝ, ʨʝʮʝʧʮʠʠ ʠ ʜʨ. ɺʠʜʦʚʝʪʝ ʜʝʡʥʦʩʪʠ, ʢʦʠʪʦ ʩʝ ʧʨʠʣʘʛʘʪ ʩʘ ʜʝʤʦʥʩʪʨʘʮʠʠ ʥʘ 

ʞʠʚʘʪʘ ʠʩʪʦʨʠʷ (ʜʨʘʤʘʪʠʟʠʨʘʥʦ ʧʨʝʜʩʪʘʚʷʥʝ ʥʘ ʨʝʘʣʥʘ ʠʣʠ ʠʟʤʠʩʣʝʥʘ ʣʠʯʥʦʩʪ ʦʪ 

ʤʠʥʘʣʦʪʦ); ʧʝʨʩʦʥʠʬʠʢʘʮʠʠ (ʜʨʘʤʘʪʠʟʠʨʘʥʦ ʧʨʝʜʩʪʘʚʷʥʝ ʥʘ ʥʝ-ʯʦʚʝʰʢʠ ʦʙʝʢʪ ï 

ʞʠʚʦʪʥʦ, ʩʢʘʣʘ, ʜʲʨʚʦ, ʦʛʲʥ ʠ ʧʨ.); ʢʫʢʣʝʥʠ ʪʝʘʪʨʠ (ʜʨʘʤʘʪʠʟʠʨʘʥʦ ʧʨʝʜʩʪʘʚʷʥʝ ʩ 

ʧʦʤʦʱʪʘ ʥʘ ʢʫʢʣʠ); ñʉʪʨʘʥʩʪʚʘʱʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷò (ʣʠʯʥʠ ʨʘʟʛʦʚʦʨʠ ʥʘ 

ʠʥʪʝʨʧʨʝʪʘʪʦʨʘ ʩ ʨʘʟʣʠʯʥʠ ʭʦʨʘ, ʧʦʩʝʱʘʚʘʱʠ ʨʘʡʦʥʘ), ʠʥʬʦʨʤʘʮʠʦʥʥʠ ʪʦʯʢʠ (ʣʠʯʥʠ 

ʨʘʟʛʦʚʦʨʠ ʩ ʭʦʨʘ, ʧʦʩʝʱʘʚʘʱʠ ʠʥʬʦʨʤʘʮʠʦʥʥʘʪʘ ʪʦʯʢʘ ʩ ʢʦʥʢʨʝʪʥʠ ʚʲʧʨʦʩʠ) ʠ 

ʨʘʟʙʠʨʘ ʩʝ ʦʱʝ ʤʥʦʛʦ ʥʝʠʟʯʝʨʧʘʪʝʣʥʠ ʚʲʟʤʦʞʥʦʩʪʠ (ʂʠʨʠʣʦʚ, 2014). 
 

3. ɿʘʢʣʶʯʝʥʠʝ 

ʇʦʩʨʝʜʩʪʚʦʤ ʧʨʠʣʘʛʘʥʝʪʦ ʥʘ ʩʧʦʩʦʙʘ ʥʘ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʥʘ ʧʨʠʨʦʜʥʦʪʦ ʠ 

ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʦ ʥʘʩʣʝʜʩʪʚʦ ʥʘ ʜʘʜʝʥ ʪʫʨʠʩʪʠʯʝʩʢʠ ʨʘʡʦʥ, ʧʦʩʝʪʠʪʝʣʠʪʝ 

ʧʦʣʫʯʘʚʘʪ ʮʝʥʥʘ ʠʥʬʦʨʤʘʮʠʷ ʟʘ ʚʘʞʥʠ ʨʘʩʪʠʪʝʣʥʠ ʠ ʞʠʚʦʪʠʥʩʢʠ ʚʠʜʦʚʝ, ʪʝʭʥʠʪʝ 

ʧʨʠʨʦʜʥʠ ʤʝʩʪʦʦʙʠʪʘʥʠʷ ʠ ʟʘ ʚʘʞʥʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʠ ʨʝʩʫʨʩʠ, ʠ ʘʪʨʘʢʮʠʠ 

ʢʘʪʦ: ʧʨʠʨʦʜʥʠ ʠ ʢʫʣʪʫʨʥʦ-ʠʩʪʦʨʠʯʝʩʢʠ ʦʙʝʢʪʠ, ʘʨʭʝʦʣʦʛʠʯʝʩʢʠ ʨʘʟʢʦʧʢʠ, ʤʫʟʝʠ, 

ʛʘʣʝʨʠʠ, ʪʝʘʪʨʠ, ʞʠʚʦʧʠʩʥʠ ʤʘʨʰʨʫʪʠ ʟʘ ʢʦʣʘ ʠ ʤʝʩʪʘ ʟʘ ʥʘʙʣʶʜʝʥʠʝ, ʫʥʠʢʘʣʥʠ 

ʦʙʝʢʪʠ ʢʘʪʦ ʚʦʜʦʧʘʜʠ, ʝʟʝʨʘ, ʩʢʘʣʥʠ ʬʝʥʦʤʝʥʠ ʠ ʟʘʙʝʣʝʞʠʪʝʣʥʦʩʪʠ, ʦʙʠʢʦʣʥʠ 

ʪʫʨʦʚʝ, ʨʝʢʨʝʘʮʠʦʥʥʠ ʚʲʟʤʦʞʥʦʩʪʠ ʚ ʨʘʡʦʥʘ, ʧʦʪʝʥʮʠʘʣʥʠ ʦʧʘʩʥʦʩʪʠ ʢʘʪʦ ʦʪʨʦʚʥʠ 

ʨʘʩʪʝʥʠʷ ʠʣʠ ʦʧʘʩʥʠ ʞʠʚʦʪʥʠ. 

ɺ ɹʲʣʛʘʨʠʷ ʠʥʪʝʨʧʨʝʪʘʮʠʷʪʘ ʥʝ ʩʝ ʠʟʧʦʣʟʚʘ ʜʦʩʪʘʪʲʯʥʦ ʠ ʝ ʟʘʩʪʲʧʝʥʘ ʚ ʤʥʦʛʦ 

ʤʘʣʲʢ ʤʘʱʘʙ, ʧʨʝʜʠʤʥʦ ʚ ʦʙʝʢʪʠ ʥʘ ʟʘʱʠʪʝʥʠ ʪʝʨʠʪʦʨʠʠ, ʧʦʩʝʪʠʪʝʣʩʢʠ ʠ 

ʧʦʩʝʪʠʪʝʣʩʢʠ-ʠʥʬʦʨʤʘʮʠʦʥʥʠ ʮʝʥʪʨʦʚʝ, ʩʧʝʮʠʘʣʠʟʠʨʘʥʠ ʪʫʨʠʩʪʠʯʝʩʢʠ ʤʘʨʰʨʫʪʠ, 

ʠʩʪʦʨʠʢʦ-ʘʨʭʝʦʣʦʛʠʯʝʩʢʠʪʝ ʤʝʩʪʘ, ʤʫʟʝʡ. ʇʨʠʣʘʛʘʡʢʠ ʠ ʜʘʚʘʡʢʠ ʰʘʥʩ ʥʘ ʪʦʟʠ 

ʫʪʚʲʨʜʠʣ ʩʝ ʧʨʝʟ ʛʦʜʠʥʠʪʝ ʚ ʯʫʞʙʠʥʘ ʤʝʪʦʜ, ʟʥʘʯʠʪʝʣʥʦ ʱʝ ʩʝ ʧʦʚʠʰʠ ʥʠʚʦʪʦ ʥʘ 

ʢʘʯʝʩʪʚʦ ʥʘ ʜʦʧʲʣʥʠʪʝʣʥʠʪʝ ʪʫʨʠʩʪʠʯʝʩʢʠ ʫʩʣʫʛʠ ʠ ʫʜʦʚʣʝʪʚʦʨʝʥʦʩʪʪʘ ʥʘ 

ʧʦʩʝʪʠʪʝʣʩʢʠʪʝ ʛʨʫʧʠ ʚ ʦʙʝʢʪʠʪʝ ʥʘ ʧʨʠʨʦʜʥʦʪʦ ʠ ʢʫʣʪʫʨʥʦ ʥʘʩʣʝʜʩʪʚʦ ʚ ʥʘʰʘʪʘ 

ʩʪʨʘʥʘ. 
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CAN ACTIVE METHODS OF TEACHING IMPROVE STUDENTSô 

PERFORMANCE IN MARKETING COMMUNICAT IONS? 
 

Assist. prof. Ina Stanoeva, Ph.D., Varna University of Management 
 

ʄʆɻɸʊ ʃʀ ɸʂʊʀɺʅʀʊɽ ʄɽʊʆɼʀ ʅɸ ʆɹʋʏɽʅʀɽ ɼɸ ʇʆɼʆɹʈʗʊ 

ʇʈɽɼʉʊɸɺʗʅɽʊʆ ʅɸ ʉʊʋɼɽʅʊʀʊɽ ʇʆ ɼʀʉʎʀʇʃʀʅɸʊɸ 

Ăʄɸʈʂɽʊʀʅɻʆɺʀ ʂʆʄʋʅʀʂɸʎʀʀò? 
 

ɸʩ. ʜ-ʨ ʀʥʘ ʉʪʘʥʦʝʚʘ, ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ 
 

Abstract. The aim of this paper is to present the results from using active based methods of 

teaching and learning in the ñMarketing communicationsò module at Varna University of 

Management. We compare three groups of students who have taken the module and have passed it 

successfully. The results show that students achieve better results and are more motivated to 

participate actively. 
 

Key words: active methods, teaching, marketing communications, education 
 

ʈʝʟʶʤʝ: ʎʝʣʪʘ ʥʘ ʥʘʩʪʦʷʱʘʪʘ ʧʫʙʣʠʢʘʮʠʷ ʝ ʜʘ ʩʝ ʧʨʝʜʩʪʘʚʷʪ ʨʝʟʫʣʪʘʪʠʪʝ ʦʪ 

ʠʟʧʦʣʟʚʘʥʝʪʦ ʥʘ ʘʢʪʠʚʥʠ ʤʝʪʦʜʠ ʚ ʦʙʫʯʝʥʠʝʪʦ ʧʦ ʜʠʩʮʠʧʣʠʥʘʪʘ Ăʄʘʨʢʝʪʠʥʛʦʚʠ 

ʢʦʤʫʥʠʢʘʮʠʠò, ʠʟʫʯʘʚʘʥʘ ʚʲʚ ɺʠʩʰʝ ʫʯʠʣʠʱʝ ʧʦ ʤʝʥʠʜʞʤʲʥʪ ï ɺʘʨʥʘ. ʅʘʧʨʘʚʝʥʦ ʝ 

ʩʨʘʚʥʝʥʠʝ ʥʘ ʪʨʠ ʛʨʫʧʠ ʩʪʫʜʝʥʪʠ, ʢʦʠʪʦ ʩʘ ʠʟʫʯʘʚʘʣʠ ʠ ʟʘʚʲʨʰʠʣʠ ʫʩʧʝʰʥʦ ʤʦʜʫʣʘ. 

ʈʝʟʫʣʪʘʪʠʪʝ ʧʦʢʘʟʚʘʪ, ʯʝ ʩʪʫʜʝʥʪʠʪʝ ʧʦʣʫʯʘʚʘʪ ʧʦ-ʚʠʩʦʢʠ ʨʝʟʫʣʪʘʪʠ ʠ ʩʘ ʧʦ-ʤʦʪʠʚʠʨʘʥʠ ʜʘ 

ʫʯʘʩʪʚʘʪ ʘʢʪʠʚʥʦ. 
 

ʂʣʶʯʦʚʠ ʜʫʤʠ: ʘʢʪʠʚʥʠ ʤʝʪʦʜʠ, ʧʨʝʧʦʜʘʚʘʥʝ, ʤʘʨʢʝʪʠʥʛʦʚʠ ʢʦʤʫʥʠʢʘʮʠʠ, 

ʦʙʨʘʟʦʚʘʥʠʝ 

 

Introduction and li terature review 

The students nowadays want more and more different ways of studying than in the 

past. The new digital technologies provide enough ways for receiving information and just 

explaining academic theories is not enough. There are different methods of teaching and 

learning. The most popular ones are case-based and activity based learning. Especially in 

crisis such it is the situation now, ñthe universities need to improve their quality and 

effectivenessò (Kuyumdzhiev, 2016).  

The aim of this paper is to present the results from using active based methods of 

teaching and learning in the ñMarketing communicationsò module at Varna University of 

Management. We compare three groups of students who have taken the module and have 

passed it successfully.  

Active based methods of learning are ñform of education where the students use 

their physical and intellectual capabilities during the learning process which helps them to 

memorize and understand the material and the tasksò (Shokov, T., Marchev, A. Jr., 

Marchev, A., 2014). 
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Active-based learning helps students take decisions easier than when they just listen 

and repeat lectures (Elder, 2015). 

Methodology and active methods of teaching and learning used in ñMarketing 

communicationsò module  
           

We used the methods of observation, comparison and analysis of the statistical data 

of the final results of the module. We compare three groups of students who have taken the 

module in the summer semester of 2016/17 (group 1), the winter semester of 2018/19 

(group 2) and the winter semester of 2019/20 (group 3). The aim is to check if the active-

based method has helped them in learning and achieving good results.  

ñMarketing communicationsò is a module which is taught on the second year of the 

studies of the students from the International Business Management major. It is taught only 

in English. 60 teaching hours are dedicated to class learning.  

The students receive module books with the reference list with literature and the 

presentations of the lecturer.  

We will analyze the groups from the campuses at Varna and Dobrich.  

The active methods of teaching have 2 components of assessment. The first one is a 

whole-semester project. The students are grouped in teams and they need to imagine that 

they are marketing managers of different companies and need to prepare a fully integrated 

marketing communications campaign for their companies. They need to shoot video 

advertisement or to draw a print one. They need to search for the tariffs of different big 

media and other channels and to decide where their advertisements will be presented the 

best way in order to reach the target audiences with the limitations of the budget. They also 

need to plan the sales promotions, PR activities, digital marketing and personal sales.  

The second task is related to the analysis of an advertisement chosen by the students. 

They need to analyse the colours of the advertisement, the message appeals, the targeting 

audiences and the music. They also need to decide how they could optimize the campaign 

if they are the managers of it. 

In the next table we present some demographic characteristics of the three groups of 

students. 

Table 1. Number and demography of students 

Group/Year Numbe of students  Demography 

Group 1 (2016/17) 29 12 nationalities ï Bulgaria, 

UK, Ukraine, Spain, 

Kazakhstan, Georgia, 

Vietnam, France, Morocco, 

Afghanistan, Nigeria, Mexico 

Group 2 (2018/19) 13 Bulgaria, 1 Egypt, Ukraine, 

Russia 



260 
 

Group/Year Numbe of students  Demography 

Group 3 (2019/20) 31 16 nationalities - Bulgaria, 

Spain, Russia, Ukraine, 

Netherlands, Kyrgyzstan, 

Egypt, Pakistan, Kazakhstan, 

Portugal, France, Poland, 

Georgia, Uzbekistan, Turkey, 

China 

          

Results 

Since the students come from different countries and have a different background 

they had some problems such as getting used to the British system of studies and academic 

writing. They had problems with the referencing in Harvard/APA style. There were some 

intercultural differences which sometimes caused problems during the team work.  

However, the students liked the active-based method of teaching and learning and 

they all said that it helped them understand better the material. 

The first task during the semester was the advertisement analysis and its 

presentation. This task was excellent done by most of the students during the semester. 

Here we present the results. 

Table 2. Results from task 1 

Group Result 

1 28 Excellent marks and 1 Very good 

2 13 Excellent marks 

3 30 Excellent marks and 1 low mark 

 

The students find the task challenging and a lot of time consuming, but they liked it 

and many of them said that it would help them to better understand the advertisement 

influence on them in their future life.  The only student with low mark came later during 

the semester and couldnôt understand why the presentation needed to follow the rules 

required in the module book. 

The second task was a group work and required the students to create a full 

marketing campaign of a company of their choice. 

The results are presented in table number 3. 
 

 Table 3. Results from assignment 2 
 

Group Results 

1 25 Excellent marks and 4 good 

marks 

2 13 Very good marks 

3 26 Excellent marks and 5 Very 

good marks 
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The final mark of the module is 40% of the presentation result and 60 % of the 

group report.  

 

Fig. 1. Final results of the module of group 1 students 
 

 

Fig. 2. Final results of the module of group 2 students 

 

 

Fig. 3. Final results of the module of group 3 students 
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The average mark for the 3 groups is 5.76 for the first one, the second group has 

5.92 and group 3 has average result of 5.81. 

We also decided to make a statistics by countries to see the average mark of the 

students of each country no matter to which group they belong. 

 

Fig. 4. Average results of the students by countries 

 

As a conclusion, the active methods of teaching and learning help students 

understand better the lectures and higher up their achievement. The students have better 

motivation to participate actively in classes. It is really good that students apply their 

theoretical knowledge of the marketing communications in practice.  
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MARKETING HIGHER EDUCATION INSTITUTIONS USING 7PS:  

A LITERATURE REVIEW  

 

Fadia Ismail, Ph.D., Candidate, Varna Free University, Bulgaria 

 
Abstract. This article seeks to incorporate the usage of the 7Ps marketing mix into 

educational marketing through presenting various essential market forces. Then, each of the 7Ps, 

including product, price, placement, promotion, people, processes and physical evidence, will be 

displayed. Here, each strategy has a particular role when placed into the educational market. The 

incorporation and adaptation of these strategies will be shown and their advantages will be 

highlighted. 

 

Key words: marketing, services marketing, educational marketing, 7Ps marketing mix 
 

 
Introduction  

Recently, the educational market has become more active and compound. There 

are numerous market forces that attempt to form the educational environment. The 

competition between universities is increasing and it will continue to increase as long as 

the number of students decreases relative to the amount of universities available. In the 

Lebanese educational market, 28 private universities are competing for students too enroll 

in addition to the only public university available in the country, the Lebanese University.  

In this case, universities are seeking new methods to enhance their market 

presence and to raise the satisfaction of the stakeholders and marketing these institutions 

can be the answer (Mogaji, Maringe, & Hinson, 2020). To be able to employ the marketing 

concept, Gibbs & Knapp suggest the institutions start with a marketing audit, to ñdecide 

who you are, where you are, and how you fit in (or do not fit in)ò (2012, p. 3). Thus, by 

identifying the previously mentioned, the institution gains knowledge of its marketing mix 

elements. Studies have also proved that, by using a marketing approach, new information 

can be gathered and the decisions can be improved (Ivy J. , 2008). Therefore, this review 

aims at guiding educational institutions when marketing to attain its goals. 

Knowing that education has all the characteristics of a service including 

intangibility, inseparability, variability, and perishability, the most suitable field for it will 

be services marketing (Kalenskaya, Gafurov, & Novenkova, 2013). Service marketing 

offers the opportunity of adopting the 7 marketing strategies, which are the traditional 4Ps, 

product, price, placement and promotion in addition to people, process and physical 

evidence. The latter are capable of providing appropriate understandings of the educational 

product and the beneficial tools to develop successful marketing strategies (Bhasin, 2019). 

 

Significance of the article 

This review aims at providing a clear understanding of educational marketing for 

higher education institutions and how they incorporate the 7Ps of services marketing into 

the educational marketing mix. This provides universities a way to improve their 

marketing strategies and create new successful marketing plans that suit their actual 

marketing mix as well as gain a competitive advantage over other universities in attracting 

students by having a clear strategy and plan. 
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Problem of the article 

In todayôs educational market, the demand towards higher education is increasing 

dramatically thus leading to the establishment of new universities. This upsurge in the 

number of universities is affecting a major force in any market, which is competition. 

Therefore, the need for successful marketing plans is essential in order to attract the 

consumers towards the institutions, in this case the student. In order to create a successful 

marketing plan, it is essential to clearly identify and include all required elements of the 

marketing mix (Lake, 2019). 

 

Overview of Higher Education System in Lebanon 

Lebanon's higher education is the eldest in the area and ages backwards to 1866 

when the American University of Beirut (AUB) was initiated under the name of the Syrian 

Evangelical College, then the University of Saint Joseph (USJ) in 1875, and later the 

Lebanese American University (LAU) in 1947 as a Beirut College for Women. The 

Lebanese University (LU) is the only public university in the country and was established 

in 1951. Between 1955 and 1960, two private universities were established, the Haigazian 

University followed by Beirut Arab University (BAU), which was established in 

collaboration with the Egyptian University of Alexandria. The majority of the 40 higher 

education institutions currently operating in Lebanon were legalized in the late 90s when 

the private sector grew rapidly and dynamically after the 15-year civil war suffered by 

Lebanese people from mid 1970s till early 1990s which had a destructive effect on the 

higher education sector in the country. The constitution then protected the Lebanese higher 

education sector to preserve its freedom and independence (Globe University Guidance 

and Counseling, 2016).  

The higher education system in Lebanon is divided into two categories: vocational 

and general or non-vocational higher education. It comprises of Technical and Vocational 

Institutes, University Colleges, University Institutes and Universities. The Ministry of 

Education and Higher Education administrates the private and public sectors; whereas the 

Technical and Vocational Institutes follow the Directorate General of Technical and 

Vocational Education as the Directorate General of Higher Education is responsible for 

University Colleges, University Institutes and Universities (Globe University Guidance 

and Counseling, 2016). The gross enrollment rate in higher education was 46.9% males 

and 56.3% females and a total of 51.6% enrolled in higher education institutions in 2009 

and 53.4% of enrolled students are the share of private tertiary education (Best Country, 

2019). Subsequent to secondary education, Lebanese students may choose to study at a 

university, a college, or a vocational training institute and the number of years to fulfill 

each program differs (Globe University Guidance and Counseling, 2016). 

 

The 7 Ps of Educational Marketing 

As a section of services marketing, educational marketing adopts the tools and 

instruments developed for service markets including one of the major add-ons is the 7 Ps 

approach. By using this approach, higher educational institutions can employ a holistic 

marketing strategy to deal with the market situation and achieve the set objectives (Bhasin, 

2019). Each of the Ps has a unique significance in the marketing mix and affect the 

students in one or several phases of service consumption. Though the framework takes into 

account each strategy as a separate one, it is important to realize the coordination of these 

components all together as they are capable of enhancing or reducing the othersô effect.  

http://en.wikipedia.org/wiki/Institute_of_technology
http://en.wikipedia.org/wiki/University_College
http://en.wikipedia.org/wiki/University_Institute
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The concept of Marketing Mix was debated by McCarthy (1960), who introduced 

the 4Ps: product, price, placement and promotion. In traditional marketing the product 

plays a central role in the marketing mix. The seven elements of the marketing mix 

identified by Kotler and Fox (1995): programs, tariffs, location, promotion, physical 

facilities, personnel and education processes were transposed by Ivy (2008) and Ivy & Al-

Fattal (2010) in the 7Ps related to the field of higher education: program, price, promotion, 

place, personnel (people), process and physical facilities. 

1. Product: 

In educational marketing although its role is not reduced, it can be enhanced when 

placed with all the other 6 components of the marketing strategy. The academic product 

was the first element of the marketing mix in a higher education institution, whose main 

components are the study programs (Ratiu & Avram, 2013).  

Because the educational product has all the characteristics of a service and since it 

deals with an intangible product, the marketing mix will emphasize the physical evidence 

as a solution to the lack of form. Also, being inseparable from the student, the product 

strategy will rely on the people strategy as long as the people are the ones that create the 

educational service, which is the case here. Correspondingly to the inseparability 

characteristics, the variability characteristic has the same impact on the product strategy. 

As for the perishability of the educational product, it obliges every educational institution 

to provide services as long as the educational programs have customers.  

The product strategy can be perceived in two different ways either by viewing the 

educational service and programs as the product and the student as the customer, or by 

considering the student as the product provided to the labor market. In the first case, the 

university will concentrate on understanding the studentsô needs and demands and it will 

aim at achieving them. In the second case, the university will emphasize less on the student 

needs and further on the knowledge needed in order for them to have a successful career. 

These two options should be balanced through creating a program that emphasizes on both 

student as well as labor market needs. This will decrease the perception gaps between 

students, professors and companies in addition to increasing the students' and companies' 

satisfaction therefore it is one of the first and easiest steps to start an educational marketing 

mix for a university (Kotler & Fox, 1995). 

2. Price  

This strategy is solely able to directly influence the earnings of an educational 

institution. Price is a sum paid by the students for the services offered by the university. It 

contains more than a value that someone is paying for it. The price of an educational 

program is its tuition and is influenced by costs, demand and competitors price. Thus, if an 

educational program has a strong demand, the tuition will increase. In addition, higher 

education institutions have a pricing policy and it may be one of the causes that students 

are ready to choose any institution (Masterson & Pickton, 2010). Moreover, the price 

strategy is also an important brand statement whereby the higher the cost of the program, 

the more it signals a better university, faculty or the novelty of the program in the market 

(Musselin, 2018).  

3. Placement   

It doesnôt solely comprise the place where the university is located, but also all the 

activities done by the university to guarantee the accessibility of the program to the 

targeted customers. The accessibility of the program at the right place, time and quantity is 

vital in placement decisions (Masterson & Pickton, 2010). 
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Similarly to the product, the placement strategy can be seen in two perspectives. 

When considering the educational program as the product, the placement strategy attempts 

to find the most efficient methods to deliver the knowledge of student. On the other hand, 

if the product is seen to be graduate students, the place ought to attempt creating ways to 

efficiently place the student in the labor force. 

4. Promotion   

Known that higher educational institutions have many significant channels that 

must be nourished with information, the promotion strategy is directed at understanding 

effective behaviors to reach its customers. One of the foremost imperative categories of 

recipients is represented by the students. The primary challenge is to suitably present and 

clarify the product to potential students. Promotion is a way of communication between the 

institutions and communities and consists of advertising, public relations, personal and 

publicity. 

Promotion builds awareness in studentsô minds about the universities (Mudholkar 

& D. Kolhe, 2019). Well-planned, constant promotion plan for both the institution and 

individual programs should be prepared to attract students, staff and financial resources. 

There are many methods of promotion including paid advertisements in newspaper, free 

publicity, community and professional involvement, open house, information day, 

consultation day and recruitment day, personal selling and free courseware. These 

strategies should be intended to position the institution and curricula with a favorable 

image making it truthful, appealing and distinct in helpful ways to the segments and the 

public (Oplatka & Hemsley-Brown, 2012). 

5. People   

Having the characteristics of inseparability and variability, the educational product 

is strongly linked to people involved in delivering it. When attracting students and funds 

and delivering a satisfactory service, the teaching and administrative staff are significant. 

Moreover, the people strategy influences greatly all the previously discussed strategies. A 

major step when attracting students is the enrolment process and thus the administrative 

staff has a critical role in forming first impressions. Following admissions, along with the 

process strategy, the administrative staff is held accountable for vital issues distinct from 

knowledge transfer. The teaching staff is positively a main factor in the entire marketing 

mix. If a university is capable of endorsing and motivating competent professors, critical 

benefits can be attained ranging from improved educational products, boosted image, to 

satisfied students and society. Therefore, employing the right people to develop and deliver 

knowledge is significant when designing a successful educational service. In short, the 

people strategy is the utmost vital supplement for services marketing by commencing with 

an accurate assessment of the personnel and exploiting its assets to meet market 

opportunities, a university can build a powerful marketing mix (Gajiĺ, 2012).  

6. Process   

Process is a means for creating different processes for recruitment or appointment 

of faculty members, teachers and other staff in the higher educational institutions. It is also 

manner and style in which teaching, administrative and support processes are provided. It 

includes management, enrolment, teaching, learning, social as well as sports activities. As 

previously mentioned, the process strategy along with the administrative staff strategy are 

accountable for a smooth service delivery (Kotler & Fox, 1995). Since the educational 

services, especially admissions and managerial decisions, require paperwork and 

bureaucracy, the process strategy is considered as a crucial factor that can diminish 

dissatisfaction amongst people involved in it (Masterson & Pickton, 2010).  
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On a strategic level, institutions are careful about the delivery of service, and what 

quality controls can be built in (Creswell, 2009), so that customers can be confident that 

there is consistency in the service offered. Being the only process that converts a candidate 

into a student, all the strategies included in it are imperative. Together with the people 

strategy and the physical evidence strategy, the process strategy is competent of enhancing 

the organizational image and drawing more candidates. An effective admission process is 

capable of offering competent students who can benefit from the knowledge acquired. In 

return, the quality of the educational product as well as the figures of the institutions 

(dropout rates, labor market integration, etc.) will be affected (Starck & Zadeh, 2013). 

7. Physical evidence   

Physical facilities or evidence refer to all of the physical, tangible items an 

institution makes available to customers ranging from brochures to the infrastructure. 

Since the academic product is intangible, the physical evidence plays a serious part as a 

symbol of the service that is being delivered ï within the enrolment phase ï and as an 

indication of the knowledge gained by the graduate ï the diploma. In the registration 

phase, the buildings and facilities of the campus, the hardware and each of the tangible 

evidence represents the standard of the service that will be delivered. All the physical 

evidence mechanisms play a role in forming the primary impression (Kotler P. , 2008). 

Specified that all other strategies have minor effects on any of the five senses, the physical 

evidence is the strategy accountable for a tangible sense for the academic offer (Ivy & Al -

Fattal, 2010). 

 

Conclusions 

Initially identified for the services market, the 7 Ps approach can also be employed 

in educational marketing. It provides strong add-ons capable of meeting the special 

features of the educational sector.  

The product strategy is sturdily affected by the service features. Moreover, the 

actuality that the consumer can be considered both the student and the labor market needs a 

decent understanding of the educational marketplace. The price strategy is the only one 

ready to directly affect the income of the university. It is linked with the funding strategy 

and it indicates the quality of a program. The placement strategy can distinguish between a 

regular university and a fruitful one. Having the ability to productively deliver the 

knowledge and, then, to assist the graduate to seek out a suitable position in the 

marketplace may be the primary stage to surpass consumer expectations. 

The promotion strategy concentrates on two main parts: the candidate/student as 

well as the public acceptance. Both have dissimilar features and, therefore, the strategy 

should vary from one group to another. The promotion strategy is, furthermore, liable for 

the image and reputation of the university. The people strategy is the most significant 

supplement to services marketing. The individuals within the educational sector are the 

foremost crucial assets. This strategy can change the rest per its resources. The process 

strategy plays a serious part in conveying a smooth educational facility as well as within 

the enrolment procedure. Finally, the physical evidence is that the only strategy that may 

provide a form to all the educational service. Then, it can help safeguarding the consumer 

with the consistency of quality for the service. 

In a marketplace with growing competition and with dissimilar insights about the 

services and their quality, the marketing mix offers resolutions and tools to achieve goals. 

In tertiary education, marketing demonstrates the readiness for delivering a framework to 

grasp, examine and modify the marketplace forces that are currently in this environment. 
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By adopting the 7 Ps approach, a university will be capable of generating a consistent 

marketing mix that can attain its objectives. 
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ʄʆɼɽʃʔ ʋʏɽɹʅʆʁ ʇʈɸʂʊʀʂʀ ʉʊʋɼɽʅʊʆɺ ʉʇɽʎʀɸʃʔʅʆʉʊʀ 

"ʉʆʎʀɸʃʔʅɸʗ ʈɸɹʆʊɸ" ɺ ʅɸʎʀʆʅɸʃʔʅʆʄ ʋʅʀɺɽʈʉʀʊɽʊɽ 

"ʃʔɺʆɺʉʂɸʗ ʇʆʃʀʊɽʍʅʀʂɸò 

ʇʨʦʬ.  ʜ-ʨ ʉʦʬʠʷ ʉʪʘʚʢʦʚʘ, ʅʘʮʠʦʥʘʣʥʦʡ ʫʥʠʚʝʨʩʠʪʝʪ "ʃʴʚʦʚʩʢʘʷ 

ʧʦʣʠʪʝʭʥʠʢʘ" 
 

Abstract. This article reviews the specifics of social work educational model at Lviv 

Polytechnic National University (Lviv, Ukraine). It is determined that ensuring the quality of 

education in the area of social work undeniably depends on the training of students who attend 

classes to learn practice principles, professional values and ethical behaviors, as well as specialized 

knowledge, and the scientific basis for practice. In the field practicum students apply, under 

supervision, what they have been learning in the classroom to real clientsô situations. Consequently, 

the receptiveness to become a social work professional incorporates the combination of formal 

learning and practical experience or field practicum, field instruction, field placement, field work, 

internship. Such training experiences are common to the most helping professions and social work 

in particular. 

 A social work profession requires many skills. Hence, social workers must be competent in 

relating to individual clients, families, groups, organizations, and communities to assess their 

immediate needs and difficulties; plan and intervene properly. In addition social workers have to be 

prepared to implement a number of helping roles; some of them are: educator, advocate, clinician, 

mediator, community organizer, etc. It is the field placement in a social organization that gives 

students an opportunity to observe and learn from the qualified professionals and become more 

experienced.  

 Key words: social work students, supervision, client, field practicum, helping roles, helping 

professions, professional values and ethical behaviors 

 

 ɸʥʦʪʘʮʽʷ. ʋ  ʩʪʘʪʪʽ ʨʦʟʛʣʷʥʫʪʦ ʦʩʦʙʣʠʚʦʩʪʽ ʧʽʜʛʦʪʦʚʢʠ ʩʪʫʜʝʥʪʽʚ ʩʧʝʮʽʘʣʴʥʦʩʪʽ 

ʩʦʮʽʘʣʴʥʘ ʨʦʙʦʪʘ ʫ ʅʘʮʽʦʥʘʣʴʥʦʤʫ ʫʥʽʚʝʨʩʠʪʝʪʽ çʃʴʚʽʚʩʴʢʘ ʧʦʣʽʪʝʭʥʽʢʘè (ʃʴʚʽʚ, ʋʢʨʘʾʥʘ). 

ɺʠʟʥʘʯʝʥʦ, ʱʦ ʟʘʙʝʟʧʝʯʝʥʥʷ ʷʢʦʩʪʽ ʦʩʚʽʪʠ ʫ ʩʬʝʨʽ ʩʦʮʽʘʣʴʥʦʾ ʨʦʙʦʪʠ ʟʘʣʝʞʠʪʴ ʷʢ ʚʽʜ 

ʘʢʘʜʝʤʽʯʥʦʾ ʧʽʜʛʦʪʦʚʢʠ ʩʪʫʜʝʥʪʽʚ, ʷʢʽ ʚʠʚʯʘʶʪʴ ʟʘʩʘʜʠ ʧʨʦʬʝʩʽʾ, ʦʧʘʥʦʚʫʶʪʴ ʮʽʥʥʽʩʥʽ ʪʘ 

ʝʪʠʯʥʽ ʧʨʠʥʮʠʧʠ ʧʨʦʬʝʩʽʡʥʦʾ ʧʦʚʝʜʽʥʢʠ, ʘ ʪʘʢʦʞ ʦʪʨʠʤʫʶʪʴ ʩʧʝʮʽʘʣʽʟʦʚʘʥʽ ʟʥʘʥʥʷ ʪʘ ʥʘʫʢʦʚʽ 

ʦʩʥʦʚʠ ʬʘʭʦʚʦʛʦ ʚʪʨʫʯʘʥʥʷ, ʪʘʢ ʽ ʚʽʜ ʧʨʘʢʪʠʯʥʦʾ ʧʽʜʛʦʪʦʚʢʠ ʚ ʦʨʛʘʥʽʟʘʮʽʷʭ ʩʦʮʽʘʣʴʥʦʾ ʩʬʝʨʠ, 

ʜʝ ʩʪʫʜʝʥʪʠ ʧʽʜ ʥʘʛʣʷʜʦʤ ʩʫʧʝʨʚʽʟʦʨʘ ʟʘʩʪʦʩʦʚʫʶʪʴ ʟʥʘʥʥʷ, ʦʪʨʠʤʘʥʽ ʚ ʘʫʜʠʪʦʨʽʾ ʫ 

ʙʝʟʧʦʩʝʨʝʜʥʽʡ ʨʦʙʦʪʽ ʽʟ ʨʝʘʣʴʥʠʤʠ ʢʣʽʻʥʪʘʤʠ. ʆʪʞʝ, ʩʪʘʥʦʚʣʝʥʥʷ ʬʘʭʽʚʮʷ ʧʦʻʜʥʫʻ ʬʦʨʤʘʣʴʥʝ 

ʥʘʚʯʘʥʥʷ ʫ ʟʘʢʣʘʜʽ ʚʠʱʦʾ ʦʩʚʽʪʠ ʪʘ ʧʨʘʢʪʠʯʥʠʡ ʜʦʩʚʽʜ, ʷʢʠʡ ʩʪʫʜʝʥʪʠ ʦʪʨʠʤʫʶʪʴ ʧʽʜ ʯʘʩ 

ʧʨʦʭʦʜʞʝʥʥʷ ʥʘʚʯʘʣʴʥʦʾ ʧʨʘʢʪʠʢʠ. ʊʘʢʠʡ ʬʦʨʤʘʪ ʧʽʜʛʦʪʦʚʢʠ ʬʘʭʽʚʮʽʚ ʚʣʘʩʪʠʚʠʡ ʤʘʡʞʝ ʜʣʷ 

ʫʩʽʭ ʩʦʮʽʦʥʦʤʽʯʥʠʭ ʩʧʝʮʽʘʣʴʥʦʩʪʝʡ, ʚʢʣʶʯʥʦ ʽʟ ʩʦʮʽʘʣʴʥʦʶ ʨʦʙʦʪʦʶ. 
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 ʂʘʨôʻʨʘ ʩʦʮʽʘʣʴʥʦʛʦ ʧʨʘʮʽʚʥʠʢʘ ʚʠʤʘʛʘʻ ʦʚʦʣʦʜʽʥʥʷ ʙʘʛʘʪʴʤʘ ʬʘʭʦʚʠʤʠ ʥʘʚʠʯʢʘʤʠ. 

ʏʝʨʝʟ ʪʝ, ʩʦʮʽʘʣʴʥʽ ʧʨʘʮʽʚʥʠʢʠ ʧʦʚʠʥʥʽ ʙʫʪʠ ʢʦʤʧʝʪʝʥʪʥʠʤʠ ʥʘʜʘʚʘʪʠ ʧʦʩʣʫʛʠ ʦʢʨʝʤʠʤ 

ʢʣʽʻʥʪʘʤ, ʨʦʜʠʥʘʤ, ʛʨʫʧʘʤ, ʦʨʛʘʥʽʟʘʮʽʷʤ ʪʘ ʛʨʦʤʘʜʘʤ; ʚʤʽʪʠ ʦʮʽʥʶʚʘʪʠ  ʧʨʦʙʣʝʤʠ ʪʘ ʧʦʪʨʝʙʠ 

ʢʣʽʻʥʪʽʚ; ʧʣʘʥʫʚʘʪʠ ʝʪʘʧʠ ʪʘ ʟʜʽʡʩʥʶʚʘʪʠ ʚʪʨʫʯʘʥʥʷ. ɼʦ ʪʦʛʦ ʞ, ʚʦʥʠ ʤʘʶʪʴ ʙʫʪʠ ʛʦʪʦʚʠʤʠ 

ʜʦ ʚʠʢʦʥʘʥʥʷ ʥʠʟʢʠ ʨʦʣʝʡ, ʷʢ-ʦʪ: ʧʝʜʘʛʦʛ, ʘʜʚʦʢʘʪ, ʜʦʨʘʜʥʠʢ, ʤʝʜʽʘʪʦʨ, ʦʨʛʘʥʽʟʘʪʦʨ ʛʨʦʤʘʜʠ 

ʪʦʱʦ. ʉʘʤʝ ʥʘʚʯʘʣʴʥʘ ʧʨʘʢʪʠʢʘ ʚ ʩʦʮʽʘʣʴʥʽʡ ʦʨʛʘʥʽʟʘʮʽʾ ʜʘʻ ʩʪʫʜʝʥʪʘʤ ʤʦʞʣʠʚʽʩʪʴ 

ʩʧʦʩʪʝʨʽʛʘʪʠ ʟʘ ʨʦʙʦʪʦʶ ʢʚʘʣʽʬʽʢʦʚʘʥʠʭ ʬʘʭʽʚʮʽʚ, ʥʘʚʯʘʪʠʩʴ ʪʘ ʥʘʙʫʚʘʪʠ ʜʦʩʚʽʜ. 

 ʂʣʶʯʦʚʽ ʩʣʦʚʘ: ʩʪʫʜʝʥʪʠ ʩʧʝʮʽʘʣʴʥʦʩʪʽ ʩʦʮʽʘʣʴʥʘ ʨʦʙʦʪʘ, ʩʫʧʝʨʚʽʟʽʷ, ʢʣʽʻʥʪ, 

ʥʘʚʯʘʣʴʥʘ ʧʨʘʢʪʠʢʘ, ʜʦʧʦʤʽʞʥʽ ʨʦʣʽ, ʜʦʧʦʤʽʞʥʽ ʧʨʦʬʝʩʽʾ, ʧʨʦʬʝʩʽʡʥʽ ʮʽʥʥʦʩʪʽ ʪʘ ʝʪʠʯʥʘ 

ʧʦʚʝʜʽʥʢʘ 

Purpose of the Article. The purpose of the article is to analyze the social work 

educational program at Lviv Polytechnic National University and studentsô field practicum 

as its central component that occurs under the direct supervision of the professional in a 

social service agency in the alliance with the university instructors. This format gives 

students the opportunity to engage in direct social work practice experiences with 

individuals, families, groups, organizations, and communities.  

 Conclusion. The conjunction of the academic curriculum with the field educational 

program at Lviv Polytechnic National University is meant to produce a broadly-educated 

graduate who has the basic knowledge, commitment, and practice competence required for 

entry into professional social work, a professional dedicated to a life-long process of self-

discovery and personal improvement through practice and professional development. 

The field practicum has a unique and central contribution to make in any social work 

educational program since it provides the social work students with the opportunity to 

integrate theoretical knowledge gained in the classroom with the realities of practice in the 

field. In general the educational process of a guided experiential learning is aimed at 

enhancing the studentsô personal and professional growth as social workers. 

 Global changes that began in Ukraine in the 1990s were denominated, in particular, 

by the emergence of social work - a qualitatively new mechanism of social problems 

regulation and a fundamentally new instrument of social policy practiced mostly in 

democratic countries. Its main characteristic compared to other instruments of social policy 

is a focus on regaining, activation, increase of the vulnerable social potential of those who 

apply to social services for help, and their conversion into active co-creators of services, 

and not just passive consumers. It was in the same period of time when some international 

organizations expressed their concern about the lack of social work services and education 

in the area of social work in Ukraine that could have been considered the instruments of 

social justice boost.  

The requirements for bringing the quality of social services closer to the 

international level posed the issue before the governmentôs social policies of introducing 

quality standards for social services in Ukraine and the establishment of a system for 

monitoring their compliance, which increased the requirements for training of professional 

social workers.  

 Currently social work in Ukraine is still undergoing significant changes in all areas 

of its public activity, including both academic and professional directions. Due to 

international efforts and support, the social work departments were set up in many 
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universities of the country. It should be mentioned that three university-based programs 

have played a leadership role in the development of social work as a profession in Ukraine 

(Bridge, 2002). The first program at Kyiv Mohyla Academy was developed through a 

partnership between universities in England and Portugal, and funded through the 

European community. This program began with a Master of Social Work (MSW) Program, 

and developed an undergraduate program several years later. A second program at 

Uzhgorod was also funded through the European community. The third academic program 

at Lviv Polytechnic National University was developed in 1999 due to support of the 

Faculty of Social Work of the University of Manitoba, and funded through the Canadian 

International Development Agency (CIDA). Initially it focused on the development of an 

undergraduate degree, although it added a one year Specialist program in 2003 and an 

eighteen month MSW program in 2004. In 2016 a doctoral degree in social work was 

added. A fourth program was developed in the Odesa region with assistance from the 

University of Regina; however this was not a university-based program.  

 The mission of the social work program at Lviv Polytechnic National University is 

to contribute knowledge and skills in social welfare policy and social work practice to 

social reform efforts oriented towards reforming social services and improving social and 

economic well-being for people living in Ukraine, especially these days, when the level of 

public concern regarding social problems started to increase. This is true at present, when 

annexation of Crimea and war in Eastern Ukraine initiated by the Russian Federation with 

the support of the local separatist groups, bring deaths, destruction, human rights 

violations, forced displacement of local people to other regions of the country, and new 

challenges, associated with everything mentioned above. 

 This situation requires involvement of qualified professionals in social work sphere, 

promotion of new positions, identification of new functions of employees, and 

respectively, liabilities to social services clients. Today, social services have to be provided 

not only in the appropriate amount and be available, they have to meet state quality 

standards of social services provision, which are still on the stage of development in 

Ukraine. 

 Although there are now more than thirty university or college programs in Ukraine 

involved in the education and training of social workers, national educational standards 

need to be revised, approved and used more effectively to guide the ongoing development 

of educational programs for the profession. As well, local governments lack a good 

understanding of social work and the social services remain critically underfunded. 

 If the primary defining characteristic of social work as a profession can be its focus 

on planned change, the ultimate test for social workers in their professional role is their 

ability to implement social work theory and principles in a process of constructive change. 

This process is defined by a collaborative relationship between the social worker and an 

identified client, in which the social worker makes conscious use of self as an instrument 

of change. The objective of the change is some form of adaptation: the personal growth of 

the client (individual or larger system), or the adaptation of the larger system (group, larger 

social structure, or society as a whole) to the legitimate needs of the client (individual or 

larger system), or both.  

 As it has already been emphasized in the practice of social work, the theoretical base 

and the professional values are inextricably tied with action. The one element does not 

exist in the absence of the other. Professional theory and principles are largely meaningless 

unless they find expression in constructive action. Action is largely ineffectual, and at 

worst, can be harmful, if it is not grounded in professional and ethical principles, does not 
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involve a clear sense of process and objective, and is not implemented with the required 

skill.  

 Field education is aimed at preparing social work students to link these two elements 

of the practice of social work, specialized professional theory and professional activity 

(which includes an accent on research); they complement each other in a dynamic way, 

each contributing to the evaluation and refinement of the other. This is what Council on 

Social Work Education defines as a competency-based education. ñCompetencies are 

measurable practice behaviors that are comprised of knowledge, values, and skills. The 

goal of the outcome approach is to demonstrate the integration and application of 

competencies in practice with individuals, families, groups, organizations and 

communitiesò (CSWE, 2008, p. 3). 

 Hayduk (ɻʘʡʜʫʢ, 2003) indicates that the integration of theoretical knowledge 

gained in the classroom with the realities of practice is the major requisite for training a 

highly qualified generalist professional ï a reflective, assertive, knowledgeable and skillful 

person, committed to change and innovation. 

 This is the main principle underlying the model of social work education as it has 

been implemented at Lviv Polytechnic National University. In the process of professional 

training, the blend of theory and application is embodied in the two elements of the social 

work educational program: the academic curriculum, and the field instruction program. In 

this formulation, the field instruction program is assigned a prominent role both in terms of 

the time which has been allotted to it and the standards by which it is governed. 

  In the field students on top of getting hold of practical experience are socialized into 

a specific professional culture. Alongside with this, interrelations with the clients and 

personnel help students understand values and ethical principles of the profession and turn 

into active professionals.  

According to Klos, practice involves immersing the student into the process of practical 

activities and in-depth understanding of the specifics of the various roles of a social 

worker, contributes to the consolidation of abilities, and formation of relevant skills (ʂʣʦʩ, 

2013). 

 Due to attention paid to the efficiency of the education process it is necessary to 

highlight the issue of providing social work students with appropriate level of support not 

only in the classroom but in their field practicum setting, which is supervision. 

The performed theoretical analysis of scientific sources allowed to find out that a number 

of Ukrainian and foreign scholars (M. Baldwin, N. Bondarenko, G. Brekke, O. Budnyk, I. 

Gryga, G. Edwards, H. Gould, K. Howe, I. Gray, M. Jones, S. Karvinen-Niinikoski, P. 

Nurius, A. Kadushin, H. Popovych, L. Walsh, T. Semygina, L. Tyuptya, I. Ivanova, V. 

Yatsura) studied supervision and professional training of social workers. Supervision as a 

topic of considerable interest in the direct social work practice was analyzed by the 

authors: S. Belyaeva, N. Hayduk, L. Klos, V. Pokladova, V. Savka, and S. Stavkova. 

 At the same time, the analysis of domestic scientific publications gives grounds to 

recognize the lack of research on the issue of supervision provision to social work students 

in their field practicum settings in social organizations. 

Supervisory activity in the area of social work is still innovative for Ukraine, so the term 

"supervision" requires a separate clarification and separation of its components from 

related positions in management, consulting, mentoring, etc.  Based on the basic concept of 

supervision according to Kadushin (Kadushin, 2002), it can be stated that supervision is 

the result of a combination of three functions: administrative, educational and supportive. 

As for the supervisors themselves, they are responsible for the protection of service 
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consumers, promotion of social work practices, and professional growth of social workers. 

In addition they act as liaisons between students who undergo internships in social 

organizations and higher education institutions, and also help students to combine 

theoretical knowledge gained in the classroom with practical experience. 

 In the countries of Western Europe and North America the position of supervisor 

who receives special training and has relevant experience is mandatory. This position is the 

recognition of a high level of professional competence and evidence of career growth; 

besides, it is a responsible mission performed by social workers in their professional 

career. Social work studentsô field practicum supervision is an essential part of the 

education process.   

 Concerning Ukraine, the State Classification of Occupations 

(http://www.dk003.com) does not anticipate the position of supervisor neither in social 

services, nor in the field instruction program, which indicates the lack of awareness of its 

importance and affirmation of high level services. Supervision is intended to provide an 

element of reliability and stability in the implementation of the field education that will 

ensure the delivery of a high standard of instruction and an incredible learning opportunity. 

 Conceptual principles for the practical activities of the social work students 

determine the application of the model of planned change in the general practice of social 

work. In assessing the client's situation, the future specialist should take into consideration 

the following factors: ecosystem approach, which involves considering a person in a social 

environment (family, friends, colleagues, school, religious and / or other community, etc.); 

definition of the target system and planning of professional intervention;  cooperation with 

the client, establishing partnerships, tolerant attitude to the client, taking into account 

cultural, racial, gender, national, religious, sexual characteristics and differences; focusing 

on the client's strengths in order to inspire, support, encourage, activate, focus on finding 

constructive ways to solve the problem, because the client is an expert in his / her own life 

situation (ɻʘʡʜʫʢ, ʂʣʦʩ, ʉʪʘʚʢʦʚʘ, & ɹʻʣʷʻʚʘ, 2007). 

 The field instruction process is organized in a way that facilitates the progressive 

development of the student as a professional. This process begins with the orientation 

phase in which the student is introduced to an agency and becomes acquainted with its 

program and services, client base, and a variety of professional roles of the agency 

workers. This coincides with the introductory and orientation stage of the academic 

curriculum. The process continues through a broader acquaintance with the range of 

programs delivered by other agencies, the gradual observation and application of the social 

work process in work with clients, and the observation and gradual application of 

professional communication and intervention skills. This includes the progressive 

integration of social work theory and social policy principles through a process of 

juxtaposition between the theoretical perspective represented by the curriculum and the 

realities of professional activity in the social context.  

 The student takes increasingly more responsibility for the learning process, and for 

the application and honing of professional knowledge and skills. The student is ultimately 

expected to demonstrate the ability to critically evaluate the existing sphere of social 

services programs and examine the implications this holds in terms of social policy issues 

in the country. Concurrently, the student progresses through phases of self discovery and 

gradually acquires a sense of his / her own identity as an agent of constructive change on a 

number of levels. 

 In addition in the field practicum the student is expected to demonstrate the ability to 

take a all-inclusive approach to the practice of social work; a grasp of knowledge, theories, 

http://www.dk003.com/
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and principles, which guide practice and contribute to the ongoing development, 

improvement, and reform of social services in the region; commitment to carry out social 

work activities in accordance with ethical value-based practice and continual professional 

development; ability in a range of assessment and relationship skills needed to intervene 

effectively at the individual, family, community, and/or organizational level; and 

commitment to social inquiry that includes a critical approach to theory and practice. 

 At Lviv Polytechnic National University students are expected to complete three 

field placements during their social work program at BSW level: Orientation to Field 

course is designed for the 2nd year students. The purpose of this placement is to provide 

the students with an opportunity to observe service delivery and begin to become familiar 

with the system of service delivery in a variety of fields of practice. Students are expected 

to be in the agency for a two-week block placement (80 hrs). 

Field Instruction I course is designed for the 3rd year students. Students are placed in an 

agency setting for approximately four-week block and are expected to demonstrate a 

beginning level of competency in implementing generalist practice methods with support 

and guidance from an experienced service provider (supervisor), (120hrs). 

Field Instruction II is planned for the 4th year students. While the number of hours and 

length of placement is consistent with requirements for Field Instruction I, emphasis is on 

developing skills and expertise in a specialized field of practice. Students will be expected 

to demonstrate competence and skill and work more independently in initiating new 

community-based programs and services. 

 While completing their field placement at MSW level students collect data for their 

MSW papers. Together with this, they participate directly in improving the delivery of 

social services by introducing new methods of social work practice in their agencies. 

Many parties participate in the field instruction process. To be successfully implemented, 

field instruction has to be distributed among community agencies and the university to 

support communication between the supervisors, the social work students and the 

university. 

 To spread the outcomes of the social work educational program and studentsô field 

practicum implementation in particular, in 2019 the Department of Sociology and Social 

Work of Lviv Polytechnic National University organized a Jubilee International Scientific 

and Practical Conference ñPartnership for Social Change: 20 Years of Experienceò. The 

participants from Canada, Germany and Poland took part in this jubilee event. They 

emphasized the successful experience, plans and achievements that continue to evolve at 

the local and international level, and indicated the accomplishments and sustainability of 

the social work educational program of Lviv Polytechnic National University. 
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MEASURING SERVICE GAP IN HIGHER EDUCATION: CASE OF  

LEBANESE PRIVATE UNIVERSITIES  

Ali Hamdoun, Ph.D. Candidate, Varna Free University, Bulgaria 

Abstract. During the epoch of globalization, the call for increased and improved quality of 

higher education is rising constantly in Lebanon and all around the world. Yet some universities are 

failing to meet this up-surging demand for high quality education and superior service quality. This 

article is attempting to explore the core aspects that impact service quality of higher education in 

Lebanon which allows having a competitive edge in the education sector of the region. It studies the 

gaps between studentôs expectations and perceptions regarding various service offered by 

universities with an essential concentration on SERVQUAL model as well as its 5 root dimensions: 

tangibility, reliability, responsiveness, assurance and empathy. Nevertheless, SERVQUAL model is 

not only utilized to identify the service gaps, yet to ensure that the service quality in the Lebanese 

universities is improved and that these gaps are minimized to aid customers, policy makers, and 

service providers. 
 

Key words: Service Quality, Higher Education, Service Gap, SERVQUAL Model. 

Introduction  

During this era, the world is observing a huge deal of dynamic fluctuations such 

that it cannot be easily defined by scholars, researchers and authors. In this era of 

developmental technology and progress, universities are racing to become technologically 

advanced in order to enhance the quality of higher education and ensure continuity as 

education is the backbone of a nation. Towards the end of the last century, the necessity for 

a skilled society has kicked and become critically essential in every corner of the world in 

order to ensure human resource development of a society. Supplying highly skilled and 

competent teachers, instructors, researchers and scholars in higher education institutions is 

also instrumental for technological advancements in all fields of any economy and society. 

Education is an important foundation given the move to a knowledge economy. 

The market of higher education institutes has resulted in students being progressively 

concerned as customers caused by the elevated competition among these institutions in 

order to invite highly qualified students towards attaining high academic profiles. This 

compels them to give greater consideration to service quality concerns. Thus, higher 

education has become a universal business and these institutions have to constantly study 

the options for distributing higher education services (Mohamad Yusof, Hassan, Abdul 

Rah man, & Ghouri, 2012). 

In addition, in the education sector where a service is offered and not an actual 

product, the service is what represents the competitive advantage between those 

institutions usually in terms of superiority and uniqueness of experience (Khodayari & 

Khodayari, 2011). Although competition exists in other parts of this service, the 

assessment of service quality offers a significant contribution beneficial for management 

and staff in order to progressively improve the quality of education (Al-Alak & Alnaser, 

2012). 

Lebanon is one of the countries known for its robust practice in expanding and 

spreading liberal education through founding private educational institutions in addition to 

the Lebanese University, the only public university in the country. These universities try to 

retain students mainly by supplying an assortment of academic majors as well as 

incorporating assertive market-oriented recruitment policies. Despite this growth, the 
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quality of academic services provided to students is increasingly brought into question due 

to a lack of professional training and use of modern technology (Abouchedid & Nasser, 

2002). 

Therefore, higher educational institutions, like any other service business, should 

endeavor to realize excellence in service quality. Thus, this study aims at studying and 

understanding the factors of service quality in higher education through examining the 

gaps between expectation and perception of service quality and recommend enhancements 

where needed for the service quality of universities in Lebanon. 

 Significance of the Article 

This article examines the service quality provided at higher educational 

institutions available in Lebanon and provides recommendations on how to improve and 

enhance this quality through studying the possible service gaps. Thus, the significance of 

this study falls in the importance of identifying the factors affecting this quality and aiming 

at providing a superior education which in turn affects all the sectors of the economy and 

the society level as a whole. 

Statement of the Problem 

The quality of school education is influenced by numerous factors in achieving the 

desired educational goals. Also, there is demand of skilled and trained human resource in 

various sectors in Lebanon. Yet the question falls in whether universities and educational 

institutions are offering superior quality to meet the demands and requirements of all 

sectors in the country. Thus, this study intends to examine the factors affecting the service 

quality provided and identify the gaps by understanding the SERVQUAL model. 

An Overview of Higher Education in Lebanon 

Higher education has vast ability to encourage success, especially in the 

developing nations (Monem & Benjamin, 2013). Higher Education institutions are the 

suitable parties capable to teach, to handle scientific research and to do community 

services in related fields. They are divided into three types of institutions: university, 

college and higher vocational institute. Lebanon incorporates a sole public university, 

known as the Lebanese University (LU) and 36 private universities in addition to 

vocational institutes which are 12 in total according to the Ministry of Education and 

Higher Education (MEHE, 2015). 

Without hesitation, the education in general and higher education in particular, 

create and advanced sector in Lebanon with a favorable reputation in the region and 

beyond. The Lebanese higher education institutions are considered as pioneers in the Arab 

world ever since the mid-19th century with the foundation of the American University of 

Beirut (AUB) in 1866 and the University of Saint Joseph (USJ) in 1875 followed by the 

Lebanese University (LU), which is the only public university in the country, in 1951. This 

sector has provided with its various elements a great efficiency and dynamism and a 

privilege to the Arab world and its skilled workforce who sought these institutions with 

satisfactory positions in international rankings given their restricted resources (TLQAA, 

2014). 

The pride created by this sector and its accomplishments shouldnôt hinder the 

consideration of its shortcomings, which are deeply-rooted susceptibilities some of which 

are structural and some others are operational, but which in total slow down its progression 

towards more competitiveness and innovation. These variations rise from prompt changes 

http://www.ul.edu.lb/default.aspx?lang=2
http://www.ul.edu.lb/default.aspx?lang=2
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in the fields of science, technology, demography, economy, business, etc. coupled with the 

slow regulations and enhancements in the associated public departments. Challenges are 

crucial to outlining some of the pitfalls of our higher education in Lebanon. Instead they 

can be viewed as opportunities if measures needed to meet the needs of the region are 

identified, the link between its needs and what is being offered is known, and the way to 

leverage the successful experiences of other countries with whom the same problems and 

concerns are shared is acknowledged (Jalakh, 2019). 

Conceptual Model of Service Quality Gaps 

The SERVQUAL model is built upon the notion of ñservice quality gapò, which 

fall between the customers expectations of services, based on their preceding experience 

and word-of-mouth communication, and their perception of the real level of service 

delivery. It also identifies six gaps that initiate unsuccessful delivery as seen in Figure 1 

(Lovelock & Wirtz, 2011). Yet the main four gaps include knowledge, standard, delivery 

and communications gap and these are the ones to be measured upon in this research. 

These are stated below: 

GAP 1: Knowledge Gap - the variance between what management perceives and 

what customers actually need and expect. This gap rises when the management does not 

correctly distinguish what the customer wants. 

GAP 2: Standard/Policy Gap - between management perception and service 

quality requirements: The management might correctly distinguish what the customer 

wants, yet not set a performance standard. 

GAP 3: Delivery Gap - between service quality requirement and service delivery: 

This may result from the service personnel due to poor training, incapability, or 

unwillingness to meet the set service standard. 

GAP 4: Communication Gap - between service delivery and external 

communication: Consumersô expectation is highly influenced by statements made by 

company representatives and advertisements. This occurs when these assumed 

expectations are not fulfilled at the time of delivery of services. 

 

 
 

Figure 1: Model of Service Quality Gaps - Source: Adapted from the original model of 

Parasuraman, A., Zeithaml, V.A and Berry, L.L :ò A conceptual Model of 

Service Quality and Its Implications for Service Quality Researchò  


