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Annotation. This article offers an analysis of the integration of augmented reality (AR)
technologies in contemporary marketing communications. AR represents a cutting-edge tool that enables
brands to seamlessly blend digital content with the physical environment, thereby fostering an interactive
and emotionally engaging customer experience. The paper explores the application of AR across diverse
sectors, including retail, cosmetics, and e-commerce, and investigates its influence on consumer
behaviour, focusing on increased customer engagement, strengthened emotional connections with brands,
and the effectiveness of marketing strategies. The study delves into key features of AR, examining the
pivotal factors that drive AR adoption to enhance customer experiences. Additionally, the article
addresses the future potential of AR in shaping brand marketing strategies and its integral role in the
development of omnichannel marketing.

The research methodology involved a systematic review of relevant scholarly journal articles, an
analysis of case studies from leading companies that have integrated AR into their marketing strategies,
and secondary data analysis.

Keywords: augmented reality, AR, marketing communications, customer experience, consumer
engagement, digital technologies.

Introduction. Augmented reality (AR) has become an essential tool in contemporary
marketing communications. AR now enables the creation of audiovisual content that users
perceive almost as part of the physical world, thereby enhancing interaction and trust in brands
[1]. The use of AR allows marketers not only to provide additional product information but also
to do so in an interactive and gamifield manner. This technology can create a unique customer
experience, strengthening the emotional connection between the brand and the consumer. AR
enables brands to integrate digital content into the physical world, expanding traditional
approaches to audience engagement and interaction. From interactive storefronts and virtual
clothing try-ons to enhanced advertising materials, augmented reality makes marketing
communications more immersive, engaging, and personalized.

The market for augmented reality (AR) and virtual reality (VR) reached USD 50.47
billion in 2023, and it is projected to grow to USD 677.73 billion by 2031, with a compound
annual growth rate of 38.49% over the period 20242031 [2]. This rapid development of AR and
VR technologies highlights their tremendous potential across various sectors, including
marketing communications.

As of early 2024, the number of unique mobile phone users reached 5.61 billion,
representing 69.4% of the global population [3]. These figures underscore the widespread
penetration of mobile devices into everyday life, revealing vast opportunities for marketing using
augmented reality (AR). The proliferation of modern AR technologies is closely linked to the
accessibility of mobile devices and the Internet, with over 66% of the global population —
equivalent to 5.35 billion people — actively using the Internet [4]. This level of digital penetration
necessitates the integration of cutting-edge tools, such as AR, into consumer engagement
strategies.
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Augmented reality (AR) has become a significant tool in contemporary marketing
communications. AR now allows the creation of audiovisual content that users perceive almost
as part of the physical world, thereby increasing interaction and trust in the brand [4]. The
utilisation of AR enables marketers not only to provide additional product information but to do
so in an interactive and gami field manner. This technology can create a unique customer
experience, fostering a stronger emotional connection between the brand and the consumer. AR
allows brands to integrate digital content into the physical world, thereby expanding traditional
approaches to audience engagement and interaction. From interactive storefronts and virtual
clothing try-ons to augmented advertising materials, AR enhances marketing communications,
making them more immersive, engaging, and personalized.

The market for augmented reality (AR) and virtual reality (VR) reached USD 50.47
billion in 2023, and it is projected to grow to USD 677.73 billion by 2031, with an annual growth
rate of 38.49% over the period 2024-2031 [5]. This rapid growth of AR and VR technologies
highlights their immense potential across various sectors, including marketing communications.

As of early 2024, the number of unique mobile phone users reached 5.61 billion,
representing 69.4% of the global population [6]. These figures confirm the widespread
penetration of mobile devices into everyday life and underscore the vast opportunities for
marketing through augmented reality (AR). The proliferation of modern AR technologies is
closely linked to the accessibility of mobile devices and the Internet, which are now used by over
66% of the global population — equating to 5.35 billion active internet users [8]. This level of
digital penetration demands the integration of cutting-edge tools, such as AR, into consumer
engagement strategies.

Traditional retail, characterised by physical points of sale and personal customer service,
has long offered consumers the ability to interact directly with products, allowing them to assess
quality and features. However, the rise of the Internet and the rapid growth of e-commerce have
transformed this process, giving consumers access to a wider range of goods and services,
regardless of their location. This shift has altered marketing communications and pushed retailers
to adopt new digital services to meet the evolving needs of modern consumers.

AR marketing is defined as a strategic concept that integrates digital information or
objects into consumers' perception of the physical world, often in conjunction with other media,
to demonstrate or clarify benefits for consumers with the aim of achieving organisational goals
[7]. AR not only provides new tools for product promotion but also reshapes how consumers
perceive products and services in the context of growing online sales. For example, the
cosmetics industry actively incorporates AR to create interactive virtual try-ons, enabling users
to evaluate products in a virtual environment without leaving their homes.

Brands across various sectors are using this technology to enhance customer engagement
and personalise consumer experiences. Nike, for instance, has integrated AR into its flagship
stores, where customers can scan products to access additional information. This approach not
only enhances the customer experience but also positively influences purchasing decisions.
Research has shown that this leads to a 25% increase in time spent in-store and a 10% increase in
conversion rates [8]. Another example is Wayfair, which uses augmented reality to virtually
place furniture in customers' spaces. Consumers can "test" different furniture options in their
homes using their mobile devices, significantly reducing the likelihood of returns due to
mismatched sizes or styles. This solution lowers return costs and improves conversion rates.

The strategic use of AR in marketing communications goes beyond creating new
advertising formats; it seeks to drive consumer engagement with the brand at every stage of the
customer journey. This article analyses the role and potential of augmented reality in modern
marketing communications, explores its impact on consumer behaviour, and evaluates the
potential of AR technology implementation across various industries to enhance customer
experience and improve marketing strategy effectiveness.



Materials and Research Methods. In this study, which explores the role of augmented
reality (AR) in contemporary marketing communications, a comprehensive analysis of existing
academic and business literature related to the implementation of AR across various industries
was conducted. The research methodology involved a systematic review of relevant scholarly
journal articles, an analysis of case studies from leading companies that have integrated AR into
their marketing strategies, and secondary data analysis. The primary sources of information were
academic publications on the use of AR in marketing strategies across different sectors.
Additionally, case studies of companies such as Nike, IKEA, and BidOn Games Studio, which
have successfully employed AR to engage with customers, were examined.

The implementation of augmented reality (AR) in marketing communications represents
one of the most innovative and promising developments in digital consumer engagement. A
significant body of research has been devoted to AR in the current context. For instance, Sudirjo
et al. (2024) examined the impact of augmented reality on purchase decisions in Indonesia’s
beauty industry. The authors concluded that AR, when combined with influencer campaigns,
significantly enhances consumer engagement by allowing users to virtually interact with
products, thereby reducing uncertainty during the purchasing process [9]. Nugraha et al. (2022)
demonstrated that AR helps brands create more personalised and creative marketing campaigns,
with the integration of AR's interactive features positioning brands as innovative and accessible
[10]. Rauschnabel et al. (2024) revealed that AR has the potential to foster stronger emotional
attachment to brands, contributing to the development of "brand love,” particularly when
consumers are already familiar with the brand [11]. In the work of Utomo et al. (2023), the role
of AR in enhancing the retail customer experience in the post-pandemic era was investigated.
The authors emphasised that AR in marketing increases brand visibility, consumer engagement,
and sales growth [12]. A meta-analysis by Kumar et al. (2022) examined quantitative studies on
the effects of AR characteristics, such as Augmentation and Interactivity, on consumers’ hedonic
and utilitarian values. The research found that these characteristics significantly influence
consumers' purchase intentions [13]. At the same time, risks associated with the implementation
of AR in marketing were also explored. For instance, Nugraha et al. (2023) studied the
ergonomic impact of AR usage in the cosmetics industry, particularly among young women. The
findings indicated that prolonged use of AR applications for cosmetic testing can lead to posture
issues and musculoskeletal problems. This highlights the need for improving AR app interface
designs to mitigate health risks [14].

Discussion. The idea of augmented reality (AR) traces its origins to the work of Morton
Heilig, who, in the 1950s, envisioned a cinematic device capable of simultaneously stimulating
multiple senses. His invention, known as the "Sensorama" (1957), was the first attempt to
integrate visual, auditory, and tactile elements to create a fully immersive virtual experience
[15]. A significant milestone in visualisation technologies was Heilig’s creation of the
"Telesphere Mask™ in 1960 — the first head-mounted display capable of presenting stereoscopic
video and sound with a wide field of view. This device became the prototype for what would
eventually evolve into modern VR and AR headsets

The term "augmented reality” (AR) was first introduced in 1992 by researcher Tom
Caudell, who was collaborating with engineers at Boeing [16]. Together, they developed a
simple transparent headset designed to assist engineers in solving complex tasks related to
aircraft wiring. This headset allowed specialists to see virtual overlays and instructions projected
onto real-world objects, significantly simplifying the execution of complex operations.

These and other pioneering studies laid the groundwork for immersion technologies,
which later became the foundation of augmented reality. Continued advancements in
visualisation and human-computer interaction brought AR closer to commercial use. However,
the true breakthrough occurred with the launch of the game Pokémon GO in 2016, which vividly



demonstrated AR's potential in popular culture and marketing [17]. This game showcased the
wide-reaching possibilities of AR for engaging the public and driving consumer interaction.

Today, augmented reality (AR) is a technology that merges elements of the virtual world
with the physical environment, allowing users to interact with virtual objects in real space. AR
interfaces include various modalities such as voice, text, gestures, and more [18]. Augmented
reality significantly transforms how customers interact with brands, making these interactions
more personalised. One of the key aspects of implementing AR in marketing is its ability to
enhance consumer engagement through gami field, interactive experiences. The main principles
of design in AR marketing practices focus on ensuring ease of use, intuitive functionality
discovery, and a clear interface for the end user.

A crucial component in the implementation of AR marketing is the physical devices
(smartphones, glasses, etc.) through which interaction occurs, as well as the virtual graphical and
audio elements that overlay the real world to create an interactive experience: "An efficient AR
interface is one which maps and integrates its reality to the real world. Doing so will make the
interface essentially an enhancement upon this present reality, rather than a simulated layer. It
ought to be practically imperceptible”. One key design element in this context is the use of
metaphors or skeuomorphism, where the interface resembles familiar objects and actions for the
user. This simplifies the user’s understanding of the system and creates psychological comfort,
facilitating the adoption of new functions. For instance, the use of virtual fitting rooms in e-
commerce applications creates a more familiar and comfortable shopping environment.

At present, AR technologies are becoming a vital tool in the development of the
information society. In a world where information is a key resource, AR serves as an effective
means of enhancing accessibility and in formativeness, contributing to the formation of an
information society where technologies play a central role in communication, education, and
economic activity. AR fosters the development of new business models, particularly in sectors
such as e-commerce, retail, real estate, education, and tourism. Through AR, cultural objects and
events, such as museums, exhibitions, and architectural monuments, can be brought to life using
augmented reality elements. In artistic projects, AR enables artists to interactively engage with
audiences, blurring the lines between the real and virtual spaces.

The contemporary city is undergoing profound transformations as a result of
digitalization [19]. The integration of digital technologies into urban spaces marks the emergence
of what can be called the "smart city” [20]. The integration of AR technologies into urban
environments opens new opportunities for interaction between residents, visitors, and their
surroundings, as well as for improving access to critical information. The use of AR in urbanism
offers new tools for urban planning and development, enhances spatial orientation, facilitates the
visualisation of development projects. One example of AR application in urban spaces is
interactive tours and virtual guides, allowing residents and tourists to explore historical and
cultural sites in a city through augmented visual materials.

The COVID-19 pandemic acted as a catalyst for the rapid adoption of AR technologies in
retail and marketing communications. During a period of limited physical contact, brands were
forced to seek new ways to interact with customers, and AR became one of the most effective
tools. As Utomo and colleagues noted, "AR has become an important tool in meeting consumers'
needs to shop without leaving their homes™ [21].

The augmented reality (AR) market is dominated by major international corporations
such as Google (USA), Microsoft (USA), Meta (USA), Sony Group (Japan), Apple (USA), and
Samsung (South Korea) [22]. These industry leaders not only actively develop their own AR
products but also invest significantly in advancing the technology to maintain their leadership in
innovation. In addition to these global giants, regional companies and startups are playing an
increasingly important role in introducing novel solutions. Among these are companies such as



BidOn Games Studio (Ukraine), Appentus Technologies (India), Talespin Reality Labs (USA),
as well as Asian tech giants Xiaomi (China) and Lenovo (China).

One example of innovative solutions developed by the Ukrainian company BidOn Games
Studio is the BLK AR application [23]. This marker-based augmented reality app, developed
using the Vuforia SDK, is designed to visualise branded products and clothing, allowing users to
interact with items in an interactive format. BLK AR enables users to rotate and explore virtual
models of sports apparel, while interactive buttons provide detailed product information. This
solution offers consumers a convenient tool to explore product features without needing to visit a
physical store, significantly enhancing their interaction with the brand.

Innovations such as BLK AR open up new opportunities for retail. Augmented reality
provides consumers with a more interactive and engaging shopping experience, facilitating
informed and confident purchasing decisions. A key element of successful marketing
communication is the ability of a brand not just to inform consumers about a product, but to
encourage interaction with it. AR technologies, like those used in BLK AR, offer brands the
ability to provide consumers with an experience that cannot be achieved through traditional
channels. This new form of communication goes beyond conventional advertising, creating
interactive scenarios where consumers can explore products at their own pace and in their own
context.

Figure 1 — Application of augmented reality technology in the BLK AR app, developed by
the Ukrainian company BidOn Games Studio (based on materials from the company’s website [33])

The proliferation of augmented reality (AR) is particularly relevant in light of the fact
that over 5 billion people actively use social media, accounting for 62.3% of the global
population [24]. The significant growth in social media users (a 5.6% increase over the past year)
provides brands with ample opportunities to integrate AR into platforms where consumers
already spend a considerable amount of time. The use of AR within social media platforms
contributes to a more interactive and engaging user experience, enabling brands to connect with
their audience more effectively.

Snapchat was the first platform to widely introduce augmented reality to a mass audience,
launching its "Lenses" feature. This feature allows users to apply digital effects in real-time to
their photos and videos, transforming selfies into interactive images. This innovation opens new
possibilities for interactive advertising, allowing consumers to directly engage with branded
content. For instance, Nike utilises Snapchat to promote its products through AR filters [25].



Snapchat's innovation has enabled brands to use augmented reality as a tool for interactive
advertising, marking a new step in audience engagement.

In AR advertising, the focus shifts from one-way message transmission to two-way
communication, where consumers easily become active participants in their interaction with the
brand. In the context of Nike's strategy, this is exemplified by the ability to customise products
via AR lenses, such as selecting different sneaker options and seeing how they would look in
reality. This level of personalisation deepens the emotional connection with the brand, which in
turn enhances customer loyalty.
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Figure 2 — Nike’s Snapchat page showcasing the application of augmented reality
technology (based on materials from the company's page)

With the development of augmented reality (AR) technologies, a significant trend has
emerged — empowering users to create their own AR content. One example of this is TikTok’s
Effect House [26], which responds to tools already offered by platforms like Meta (Facebook,
Instagram) and Snapchat. These tools allow both users and brands to develop their own AR
effects, filters, or skins that can be used on respective platforms, creating new opportunities for
creative self-expression and audience engagement.

Augmented reality overcomes the limitations of online shopping, primarily the lack of
physical contact with the product. Z. Du, J. Liu, and T. Wang highlight that “retailing, tourism,
and advertising are the three major application areas of AR marketing. Specifically, AR
marketing research originates from retail. The studies in the first journal articles and most of the
early journal articles are conducted in retail” [27]. Today, through AR, consumers can engage in
actions such as trying on cosmetics, glasses, clothing, shoes, and even furniture, significantly
boosting confidence in purchasing decisions. Brands such as Tiffany & Co., L’Oréal, Nike,
Sephora, IKEA, and others actively use AR to increase consumer engagement on digital
platforms. For example, virtual mirrors in stores allow consumers to «try on» clothes or
accessories without physical contact. IKEA offers users the ability to virtually place furniture in
their homes through the IKEA Place app, simplifying the product selection process. In this way,
AR merges the physical and digital worlds, central to the concept of omnichannel marketing. For
example, a customer can begin interacting with a brand online by using an AR feature in a
mobile app to virtually try on clothing or visualize furniture in their own space, then complete
the purchase in a physical store.

AR is revolutionising marketing communications, making customer interaction with
brands more engaging and emotionally resonant. AR helps to create a deeper emotional
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connection between the customer and the product or service. Its interactivity allows consumers
not only to receive information but to actively «test» products in a real-world context, evoking
positive emotions and associations with the brand. This emotional bond is built through the
personalised experience AR offers each user. At the same time, AR significantly simplifies
decision-making by giving consumers the opportunity to try or evaluate a product before
purchasing, as users can see how the product will appear in real life. Consumers can begin
exploring products at home and then visit the store to complete the purchase or seek further
consultation. This approach fosters a continuous customer journey enriched with digital content,
increasing the likelihood of a positive purchasing decision.

Two key aspects of AR implementation — interactivity and augmentation — play a crucial
role in creating both hedonic and utilitarian value for consumers [28]. Interactivity in AR
involves the ability of users to interact with virtual objects in real time, from simple actions like
changing the colour or shape of a product to more complex activities, such as placing objects in a
physical space. However, interactivity itself does not directly influence purchase intentions:
“Interactivity does not directly impact purchase intentions but contributes to the creation of
hedonic value”. Thus, while users may derive enjoyment from interacting with AR, it does not
always lead to an immediate desire to make a purchase. High interactivity enhances the
consumer’s immersion in the product interaction process, strengthening their emotional
connection with the brand [29].

With the development of augmented reality (AR) technologies, a notable trend has
emerged: enabling users to create their own AR content. One example of this is Effect House
from TikTok [30], which is a response to tools already offered by platforms like Meta
(Facebook, Instagram) and Snapchat. These tools empower both users and brands to develop
their own AR effects, filters, or skins, which can be used across the respective platforms,
creating new opportunities for creative self-expression and audience engagement.

Augmented reality helps to overcome the limitations of online shopping, particularly the
absence of physical contact with the product. Z. Du, J. Liu, and T. Wang highlight that "retailing,
tourism, and advertising are the three major application areas of AR marketing. Specifically, AR
marketing research originates from retail. The studies in the first journal articles and most of the
early journal articles are conducted in retail” [31]. Today, AR allows consumers to engage in
activities such as trying on cosmetics, glasses, clothing, shoes, and even furniture, which
significantly increases confidence in purchasing decisions. Brands like Tiffany & Co., L'Oréal,
Nike, Sephora, IKEA, and others actively use AR to enhance consumer engagement on digital
platforms. For instance, virtual mirrors in stores allow consumers to "try on" clothes or
accessories without needing to physically interact with them. IKEA offers users the ability to
virtually place furniture in their homes through the IKEA Place app, significantly simplifying the
product selection process. Thus, AR integrates the physical and digital worlds, a central idea of
the omnichannel approach. For example, a customer can begin interacting with a brand online,
using a mobile app with AR functionality to virtually try on clothing or furniture in their own
interior, and then complete the purchase in a physical store.

AR is fundamentally transforming marketing communications, making the interaction
between the customer and the brand more engaging and emotionally enriched. AR facilitates the
creation of a deeper emotional connection between the customer and the product or service. The
interactivity of AR allows consumers not only to receive information but also to actively
"experience” products in a real-world context, eliciting positive emotions and associations with
the brand. This emotional connection is built through the personalised experience that AR
provides to each user. Furthermore, AR significantly simplifies the decision-making process by
allowing consumers to test or evaluate a product before purchase, as the user can see how the
product would appear in real life. Consumers may begin their product research at home and later
visit the store to make the purchase or seek additional advice. This approach fosters a continuous
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customer journey enriched with digital content, increasing the likelihood of a positive purchase
decision.

Two important aspects of AR implementation — interactivity and augmentation — play a
key role in creating both hedonic and utilitarian value for consumers [32]. Interactivity in AR
involves the ability for users to interact with virtual objects in real time. This can range from
simple actions like changing the colour or shape of a product to more complex interactions such
as placing objects within a physical space. However, interactivity alone does not directly
influence purchase intentions: "Interactivity does not directly impact purchase intentions but
contributes to the creation of hedonic value". Therefore, users may derive enjoyment from
interacting with AR, but it does not always lead to an immediate desire to make a purchase. High
interactivity enhances consumer immersion in the product interaction process, strengthening
their emotional connection with the brand [33].

Augmentation in the context of AR refers to the addition of digital elements to the
physical world, enhancing users' perception and understanding of the presented objects. For
example, users can see how furniture would look in their home or try on virtual glasses on their
face. Augmentation creates utilitarian value by improving functionality and offering users
practical benefits. It facilitates decision-making and reduces the risk of making the wrong
choice: "Augmentation generates utilitarian value by offering practical benefits, such as better
product visualization and enhanced decision-making" [34]. Augmentation is a unique feature of
AR, integrating digital objects into the user’s real world [35].

Unlike interactivity, augmentation has a more direct impact on purchase intentions, as it
enhances product perception and makes the product more useful: “Augmentation significantly
impacts consumers’ purchase intentions by making the product more tangible and reducing
perceived risk” [36]. The ability to see how a product will look or function in real life greatly
increases buyers' confidence in their choices. Consumers derive emotional satisfaction from
interacting with virtual products in real-time, trying them on or evaluating their features before
making a purchase [37]. Integrating AR into omnichannel marketing strategies creates a
powerful synergistic effect across different interaction channels, offering consumers a seamless,
interactive, and personalised experience. The use of interactivity and augmentation in this
context significantly enhances both emotional engagement and utilitarian value for consumers,
leading to increased loyalty and improved business outcomes.

Another important characteristic is vividness, which refers to AR's ability to create clear
and immersive visual impressions. This is particularly crucial for products where visual appeal is
a key factor in purchase decisions. The more naturally and seamlessly this occurs, the more
engaged users become in interacting with the product, fostering positive brand perception and
increasing the likelihood of purchase. Informativeness relates to how useful the information
provided through AR is for decision-making. The more product information consumers can
access via AR, the more confident they feel in their choices. Novelty describes the uniqueness
and novelty of the AR experience, which influences consumers’ perception of the brand as
innovative and modern. Research also shows that quality and reality congruence significantly
impact product attitudes. The more realistic and high-quality the digital object appears, the more
positively consumers perceive it. Other features, such as anthropomorphism and sensory control
modality, also influence consumer decisions, especially in the context of AR applications that
engage multiple senses.

Augmented reality should not only entertain but also address specific consumer
problems, enhancing the decision-making process: "Marketers should prioritize the utilitarian
aspects of AR to provide practical value to consumers, which in turn strengthens their trust in the
brand and enhances purchase likelihood"[38]. While interactivity is important to maintaining
user interest, it has become a standard feature, and its absence can negatively impact brand
perception. However, its presence alone is not a decisive factor for purchase. The focus should
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be on AR’s utilitarian benefits, providing consumers with practical advantages, such as the
ability to see or test a product before purchase. The higher the level of interactivity with AR
technology, the more positively consumers perceive the product and brand: "Higher levels of
satisfaction, as reported by consumers who engage in high interactivity with AR technology,
reflect the successful implementation of AR in a retail context"[39].

Thus, AR enables brands to create unique interaction scenarios where users can virtually
test products, see them in real-world environments, or receive personalised recommendations.
AR also enhances the sense of presence of a product in real life, which influences emotional
responses [40]. Moreover, the physical context (the location where AR is used) affects the
perception of AR: "Contexts in which virtual objects meet users' personal and cultural
expectations associated with a specific location (e.g., a sofa in a living room) increase
plausibility”. The physical context refers to the actual location where the user interacts with the
AR application. This location plays a crucial role in user perception and engagement. For
instance, in furniture stores, customers can use AR applications directly in the showroom to
virtually place furniture or other items. However, it is often more effective to do this in their own
home, where they intend to use the furniture. Such integration of physical and virtual spaces
enhances the level of personalisation and customer satisfaction.

Managing the physical context is something that many companies can control. For
example, retail stores can create special zones for AR interactions, allowing consumers to fully
immerse themselves in augmented reality. IKEA, for instance, encourages customers to use an
app to virtually place furniture in real rooms, thereby enabling brands to manage the customer
experience by influencing the physical environment in which they engage with AR. Social media
platforms and algorithms are already capable of tracking whether a user is at home or work,
offering new opportunities for companies to utilise AR within appropriate physical contexts.

AR marketing requires thorough planning, financial and organisational resources, and a
deep understanding of user behaviour from multiple perspectives and disciplines. Companies
need to consider numerous factors, including psychological, cultural, and social elements that
influence how consumers interact with AR technologies. This means that the implementation of
AR should not be random or fragmented but rather an integral part of a comprehensive
marketing strategy built on insights into user engagement with emerging technologies.

Conclusion. Augmented Reality is revolutionising marketing communications by
rendering them more interactive and immersive. AR offers brands unprecedented opportunities
to engage customers, providing a heightened level of interaction with products — one that is
more dynamic, emotional, and informative. This technology enables users to "test” products in a
virtual environment, allowing for deeper engagement. Not only does AR attract new customers,
but it also fosters sustained loyalty by cultivating a more profound and lasting emotional
connection with the brand. The proliferation of mobile platforms and devices has further
broadened the scope for AR integration into everyday consumer experiences. AR enhances the
overall consumption experience while driving sales growth. The effectiveness of AR is
determined by key features such as augmentation, interactivity, vividness, informativeness, etc,
all of which play critical roles in shaping consumer behaviour. By enabling users to virtually
experience products, AR strengthens emotional ties with the brand and enhances the decision-
making process through interactive engagement. Moreover, the physical context in which AR is
deployed remains pivotal. The ability to merge digital elements with physical spaces elevates
personalisation and consumer satisfaction. For example, furniture retailers enable customers to
use AR apps in-store to visualise how items would appear in their homes. However, AR proves
even more effective when used in the actual home environment, where the customer plans to use
the product. This seamless integration of the physical and virtual worlds enhances consumer
confidence in their purchase decisions.
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Retailers and brands can leverage this capability to control the consumer experience. For
instance, creating dedicated AR zones within stores, as seen in IKEA's strategy of allowing
customers to virtually place furniture in real-world spaces, helps guide consumer interactions in
a controlled, immersive setting. Social media platforms and algorithms, increasingly
sophisticated in tracking user location (home, office, etc.), present new opportunities for AR
applications in real-world environments, offering personalised experiences based on the user’s
immediate context. The successful deployment of AR in marketing requires meticulous planning,
financial resources, and a comprehensive understanding of consumer behaviour from
psychological, cultural, and social perspectives. It is essential that AR not be introduced in a
piecemeal or sporadic fashion but rather as a core component of an integrated marketing strategy
grounded in insights into how users interact with emerging technologies. In retail and e-
commerce, AR unlocks new avenues for engagement by offering consumers a more immersive
and interactive experience. Brands benefit from this by enhancing customer engagement,
improving the user experience, and increasing the effectiveness of marketing campaigns.
Furthermore, AR facilitates the transition to omnichannel marketing, wherein communication
occurs seamlessly across multiple touchpoints. A customer, for instance, can explore products at
home using a mobile AR app and then complete the purchase in a physical store. This
convergence of digital and physical channels enhances consumer convenience while maintaining
engagement throughout the customer journey.

By allowing consumers to virtually assess products before purchasing, AR significantly
reduces return rates and increases consumer confidence. It enables them to see how a product
will look or function in real life, thereby driving stronger purchase intentions. As such,
augmented reality is poised to play an increasingly critical role in marketing communications,
providing brands with a powerful tool to deepen engagement and enhance overall business
outcomes in the future.
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BHEJIPEHUE TEXHOJIOT M JOITOJHEHHOM PEAJIbHOCTH B
MAPKETHUHI'OBBIE KOMMYHUKAIIUAU

Hlkypos E.B., kangunaT Guinosornueckux HayK, TOLEHT
Surox 11.B., PhD 1o 3K0HOMMKE, JJOLIEHT

T'ocyoapcmeennvlii mopaogo-sxoHomuyeckuti ynusepcumem, Kues, Yxpauna
AnHOoTanusi. B crarbe nmnpeAcTaBieH BCECTOPOHHMUM aHalW3 MHTETPALMM  TEXHOJIOTHM

JonoNHeHHoH peanbHOCTH (AR) B coBpeMeHHble MapKEeTMHIOBbIE KOMMYyHHKauuu. AR sBisercs
HepeIOBBIM WHCTPYMEHTOM, KOTOPBIH IO3BOJISIET OpeHnaM OpPraHWYHO coueTaTh HMHU(POBOII KOHTEHT C
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(u3MYecKo cpesiol, co3aBasi MPU 3TOM WHTCPAKTUBHBIA U 3MOIMOHAIBHO BOBJICKAIONINA KITUECHTCKUMA
ombIT. B pabote paccmarpmBaroTCsi NMpUMEpHI MCTIONB30BaHUS AR B pa3nmuyHBIX OTpACiAX, BKIFOYAs
PO3HUYHYIO TOPTOBIIO, KOCMETHIECKYIO HHAYCTPHIO H 3JIEKTPOHHYI0 KOMMEPIIHIO, a TAK)KE UCCIEeTyeTCs
e€ BIMAHME Ha TOBEACHUE NOTpeOUTENeH, ¢ aKIEHTOM Ha MOBBIIICHWE BOBJICYCHHOCTH KIMEHTOB,
YKpeIieHHe SMOIMOHANBFHOW CBSI3M C OpeHJamMu W TOBBIIIEHHE 3(P(EKTUBHOCTH MapKETHHTOBBIX
ctpareruii. MccnenoBanue yzaenser ocoboe BHUMaHHE KIIIOYEBBIM XapakTepucThkaM AR, aHamm3upys
BakKHEHIIME (HaKTOPBI, KOTOPhIE CIIOCOOCTBYIOT BHeApeHHIO AR JUIs yiydieHusi KIMEHTCKOTO OIIBITA.
Kpome Toro, B crathe 00OCYXIAIOTCS MEPCIEKTHBBI HCIONB30BaHUS AR B (opMHpOBaHMM CTpaTeruid
OpeHI0B 1 e€ BayKHAs pPOJIb B PA3BUTHH OMHUKAaHAIBHOTO MapKETHHTA.

MeTom070THS HCCIeIOBAaHNUS BKITFOYAIa CHCTEMAaTHIECKAN 0030p COOTBETCTBYIOMIMX HAYYIHBIX
JKYpHQJIBHBIX CTaTeil, aHamu3 TEMaTHYeCKHX HCCJIECJOBAHMN BEIyIIMX KOMIIAHWUH, KOTOpBIE
WHTETPUPOBAIIN JOMOIHEHHYIO PEalbHOCTh B CBOM MAapKETHHTOBBIE CTPAaTETWH, M BTOPUYHBIA aHAIH3
JTAHHBIX.

KualoueBblie cjioBa: [ONMOJHEHHAs peanbHOCTh, AR, MapKeTHHrOBbIE KOMMYHUKAIIUH,
KIIMEHTCKHH OTIBIT, BOBJICYCHHOCTh MOTpeOnTENeH, IM()POBLIC TEXHOIOTHH.

MAPKETHHI TIK KOMMYHUKAIUAJTAPT A TOJBIKTBIPBIJIFAH IIBIH/IBIK
TEXHOJIOT'UAAJIAPBIH EHI'I3Y

IIkypor E.B., hunonorus FeUIbIMAapBIHBIH KaHUAATHI, TOICHT
Srok JI.B. sxoHoMmuKa Goiisamra PhD, qorent

Memnexemmik cayoa-sxkoHomuxanwly ynusepcumemi, Kues, Yxpauna

Angatma. byn wmakamaga keHeirinreH 1bHABGK (AR) TexHONOTHANIAphIH  3aMaHAyH
MapKEeTUHITIK KOMMYHUKAaIMsUIapFa WHTerpanysuiay Tangaybl ycbiHbUTFaH. AR-Oyn  Openarepre
TUQPIBIK Ma3MyHIbl (U3MKANBIK OpTAaMEH Y3[IKCi3 YilecTtipyre MYMKiHAIK OepeTiH, ochliaiiiia
MHTEPAKTHBTI JKOHE YMOIMOHAIIBI TApTHIMIIBI TYTHIHYIIBUIAPFAa KBI3MET KOPCETYre BIKIaJ €TETiH O3bIK
Kypai. Maxkanana AR-HbeIH Oeniek cayja, KOCMETHKA KOHE AJIEKTPOHIBIK KOMMEPITUSHEI KOca aJiFaH/aa,
OpTYpJi CEeKTOpiapAa KOJAAHBUTYbl KapacThIPbUIAIbI JKOHE OHBIH TYTHIHYIIBUIAPABIH MiHE3-KYJIKbIHA
acepi 3epTreneidi, TYTBHIHYIIBUIAPABIH OENCeHIUIriH apTThIpyFa, OpEHATEpPMEH AMOIMOHAIIBI
OailylaHbICTap/ibl HBIFAWTYFa JKOHE MAapKETHHITIK CTpaTerusulapAblH THUIMIUIITiHE Ha3ap ayaapbuiajibl.
3epTTey TYTHIHYIIBUIAPABIH TXKipUOeciH jkakcapTy ymiH AR eHrisyre bIKHan eTeTiH Herisri
GbaxTopnapapl 3eprrei oThIphin, AR Herisri epekuerniktepid 3eprrerni. CoHbIMEH Katap, Makaiaaa
OpeH]] MapKeTHHTIHIH CTpaTeTHUsUIapbIH KalbINTacThIpyiarel AR-HBIH Oonariak oneyeTi )KoHe OHBIH KOl
apHaJIbl MAPKETUHTTI JaMBITYIaFbl XKbIpaMac pesti KapacThlPbLUIa/IbL.

3eprTey omicTeMeci THICTI FBUIBIMH JKypHAJI MaKajajapblHa JKYHeIl IMIOJyJbl, KEHEHTUIreH
MIBIHABIKTEL MapKETHHTTIK CTpaTeTHsUIapblHA OIpiKTIpreH JKETeKII KOMITAaHUSUIApABIH JKaFailIbIK
3epTTeyJepiH TaIayAbl )KoHe IepeKTep/l KalTariama Tajayabl KaMTBIIbL.

Tipek ce3aep: TOJBIKTHIPBUIFAH INBIHABIK, AR, MapKeTHHITIK KOMMYHHKALUS, KIHUEHTTIK
TOXKiprOe, TYTHIHYITBUTIAP/IBIH KATBICYBI, IU(MPIIBIK TEXHOIOTHSIIAP.
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INAYBIH ’)KOHE OPTA BUBHECTE BYXTAJITEPJIIK ECEINTI
YUBIMJACTBIPYABIH IHETEJAIK TO’KIPUBECI

Hypxkamesa H.C., 5xoHOMIKa FBUIBIMAAPBIHBIH KaHANAATHI, aCCUCTEHT-TIPO(eccop
omiran@mail.ru, https://orcid.org/0000-0002-3798-3130
Omipkya A.H., ctryneHt

Hapxo3 Yuusepcumemi, Aimamut 5., Kazaxcman

Angarna. byxranrepinik ecenti marsiH OM3HECTIH O137iH SKOHOMHUKaMBbI3 YIIIiH KaHa CAHATTaFbI
OW3HeC KYpbUIBIMBI ~peTiHAe Oacka TMO3UIMSIAD apKbUIBl  KYPri3yldiH  OMAICTEMENIK JKoHe
YUBIMIACTBIPYIIBUIBIK TOCUIACPIH 3epleney KakeTTuririn Ttamam erti. Cebebi, Oy KocimopbiHAAp
KBI3METIHIH epeKIIeNiri ecemke aly XoHe Oakpllay MakcaTTapbl VIIH KaKeTTI aKIaparTel
KaJBIITACTBIPYFa epeKile TananTtap Kosabl. Kaszipri »kbuigaM Jambll KETKeH aKIapaTThIK HHHOBALUSITBIK
Kyle OyXranTepllik akmapaTTap/AblH calachblH YHEMI JKaKCapTyAbl, OHBI €rKEH-TEr kel KopceTy i KoHe
JIEpEeKTepai OHACY IIH THIMIIIIITIH apTTHIPYII KAXKET €TE/Ii.

[larpiH OW3HEC KOCIMOPHIHAAPBIHAA OyXTalTepiiK €cem IeH CaNBIKTBI 06eJeK KYpPTri3yAiH
KOKSTTUIIT — JKaJlllbl €CeNl TEeH CalbIK CalyJIbl PETTSYIiH Ka3ipri TCHICHIMACHI IIIaFbIH OU3HECTE
afTapiIbIKTall KUBIHIBIKTAP TYFBI3aThIHBIH KepceTin oThip. Oiitkeni IIIOB (marbiH oHE opTa OH3HEC)
cyOBeKTiepi KaTapiac OyxXTanTepiiK ecem TeH CalbIKTBIK eCeNTi YHBIMAACTHIpY VIIH ecen
KBI3METKEPJICPIHIH YJKEH INTaThIH YCTall anMaiiabl. bysl Macemnenepiai IIENIyAiH MaHBI3AbI KOJbI
CaJIBIKTBIK €CEHTEYJICP/i JKy3ere achlpy JKOHE OYXTalTepJliK ecel XKYPri3zy 9MICTEMECiH a3ipiiey OOJIbIM
TaOBLUIAIBI.

Byn FeUTBIME MaKanaga IMarelH KOCITOPBIHAAP OyXTanTepilik eCcenTiH MYPBICTHIFBIH pacTay FaHa
eMec, COHBIMEH KaTap OoJaliakTa efeyii CalbIK CAaHKIUUIAPhIH OONIbIpMayFa MYMKIHIIK OCpEeTiH THIM/I
OyxraiTepiik ecenm MeH OakpLIay JXYHEeciH KYpyAblH IIETeNAiK ToKipuOeci OOWBIHINA omicTeMelnep
KapacThIPBUIIBIL.

Tipexk ce3aep: marbiH XoHE OpTa OWM3HEC, XaJbIKAPAIBIK €Cell CTaHIapTTapbl, OHTAIIaHIIbI-
PBUIFaH ecem XyHeci, AYHHEXKY3UTIK cayna YHBIMBI, OyXTralnTepilik ecell KaruJalapbl, YITTHIK MIOTTap
JKOCTIapBI.

Kipicme. Onemaik 5KOHOMMKA VIIIH IIaFblH JKOHE OpTa  KOCIMOPBIHIAAPBIH
MaHbpBABUIBIFB Oenrimi. IllareiH xoHe opra OuzHec (200 HeMece ofaH a3 KYMBIC KYIIiMEH
icTedTiH ¢upmanap) opOip >kahaHABIK SKOHOMHKAJAFbl €H 1pi OM3HEC CEKTOPBIH Kypaiibl.
ConnpIkTaH OYKiN osieM OOMbIHINA ejiep ©3/A€piHiH YITTHIK J1JaMy CTPaTerusChl PeTiH/e MIaFblH
JKOHE opTa OM3HECTI KEHENTY/1 bIHTAJaHAbIPY KoHE KoJijay OOMbBIHIIIA KYII-XKITepiH apTThIpyAa.
Mukpodupmanap MeH IIaFblH JKOHE OpTa OM3HeC KemNTereH enjepieri Qgupmanapabiy
KONIIUIrH Kypaiasl (opTa ecenmneH 95%) koHe >KYMBIC OpPBIHAAPBIHBIH OachlM KOIIIUIITH
KaMTaMachbl3 €Tel.

[laFbiH KOCIMOPBIHAAD 9pAAWBIM MEMIICKETTIH JKYMBICCHI3IBIKIICH KYpECY IIapalapblHa
KeMmekTece anajpl. Ochlnaiiia, KyMbIC OPbIHIAPBIH KaMTaMachl3 €Til, XaJbIKThIH Jl-ayXaThIH
HBIFAUTYFa CENTITIH TUTI3€11.

Ipi pupmanapmen canbICThIpFaH/a LIAFBIH KOHE OpTa OM3HECTIH KipiCTLIIri, eMip cypyi
KOHE OCYIHJeT1 YJIKEH aibIpMaIIbUIBIK KapKbUIAHIBIPYIBIH €peKIIe MIceleepiH TYIbIPaIbl.
[larpiH koHEe opTa OW3HEC, o/eTTe, >KOFapbl MaMBI3IBIK MeJIepieMenepre, COHIai-aK
KEMUIAIKTIH O01MayblHa OaillaHBICThI HECHENeY MeJIIepiaeMeciHe Tan 001a bl

Kapsxbimanaplpy Ke3iHje TYbIHIAUThIH MpoOieManap KOoJIJaHbICTaFbl KoHEe jkaHa (hupma-
Jap apachlHa, COHAa-aK 0asy eCeTiHIAep MEH Te3 OCETIHIEP apachiHa aluTapIbIKTall ©3repei.
Xeke xamuTan HapbIKTapbIHBIH, COHBIH iIIiHAE OeifipecMM HapbIKTapAblH KeHEKl OacTaylibl
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KOMITAHHSUTAp MEH IIaFbIH KoHE opTa OW3Hec YIIiH BeHWypiiblK KamuTaiaFa KOJ SKeTIMILUTIKTI
alTapIbIKTail KaKCapTThl, Oipak eyjaep apachlHAa alTapIIbIKTai ailblpMaIIbUIBIKTap Oap.

AKMmapaTThIK AalIBIKTBIK ILIAFBIH JKOHE OpTa OW3HeC VIIH epeKkile MaHbI3fa ue, al
aKMapaTThIK TEXHOJIOTHSUIAD AKMApaTTBHIK AaJIIAKTHIKTBl a3alTyFa YJKEH oJIeyeTKe We.
dupmanmapaplH CTpaTerwsulapbl MEH IIENIiMIEpiHE ocep eTEeTiH OapiblK KaXeTTi akmapar
KOJDKETIMII 00saThIH «Oip Tepe3e» KyHeciH Kypy apKbUIbl ©Te Maiaibl 00dyFa THICTI.

[larpiH OM3HECTIH THIMIUIIT KeOiHece OacKapymIbUIBIK MIEHrMaepai KaObuimay YIIiH
oNapJbIH OW3HEC! JKalyIbl HAKThI YKOHE IYPHIC, CEHIMJI aKmapaTTapMeH KaMTamachl3 eTiTyiHe
OaitnanpicThl Oonazpl. IllarbiH KocimOpBIHAAPIAFbl aKNAPAaTTHIK KaMTaMachl3 €TyJeri >KeTeKIl
pen OyXraJiTepiliK ecenke TyCe/Il.

Heri3ri 6eJiMm. ¥YHBpIMHBIH OHAIPICTIK-IIAPYAIIBIIBIK KBI3METI Typasibl €CEINTIK aKmapar-
ThI YaKTBUIbI aJly OHBIH OACIHIBUIBIFBIHA OHAIPIC OapbICIHA JKEeN BIKIAI €TYTe, SKOHOMUKAIBIK
KOPCETKIIMITEPAl apTThIPy YIIIH THICTI IIapaiap KaObuigayFa MYMKIHIIK Oepexi. Byxramrepiik
ecen JIepeKTepi YUBIMHBIH Kap>KbUIBIK JKaFIaiblH, OHBIH TeJIeM KaOIJIeTTUIIrT MEH HECHENiK
KaOl71eTiH, OChl OHM3HECKE CaJIbIHFaH WHBECTUIMSUIAPABIH KIPICTUTIK J9opekeciH Oaranmayra
keMekTecei. COHIBIKTaH YHUBIMHBIH OOJaIIaK TaFIbIPhl OyXTaITePIIiK €CeNTi TYPBIC KYprizyre
OailIaHBICTHI.

[arpiH KocimOpeIHAApAA OyXTranTepiiK ecenTi YWBIMAACTBIpY Macenesepi OoibIHIIA
HIETENAIK ofeOMeTTepiH 3epPTTETYAIH HOTHXKECiHAE 013 KeNTereH aBTOpJapiAblH eHOeKTepiH
KapacteipablK. ComapasiH iminae temenzeri aBropinap LIOB cyObexrinepinae OyxranTepiik
ecenTi YUbIMIAcThIpya OipHelle KeneprijiepaiH 6ap eKeHiH aram oTTi.

HNopcamm M. xoHe Oackamapel (2010) «llareiH >koHEe opTa OW3HECTIH Oackapy
KaOi1eTiHiH 00JIMaybl, KapKbUIBIK JKOHE aJJaMH pPeCcypCTap IbIH JKETICIISYIILTIT oJap sl YHBIMBIH
KaKcapTy YIIH ayTcopcHHTKe urepMmeneii. LllarbH oHe opra OM3HecTeri OyXraiaTepilik ecer
KbI3METTEPIHIH aNJblHIA TYpFaH Oy Mocernenep ToKIpUOCHIH HEMece pecypcTapiably
JKeTiCTeynIiliriMeH OaianbICThD) Jem atan kepcetedi [1, 2].

Haitep mMen Pooc (2008) «IllarbiH sxoHEe opTa OM3HECTIH KOMIIUIIri >KOcHapiayiblH,
MapKEeTUHITIK OUTIMHIH, 0aCKapyUIbUIBIK JaFAbUIApAbIH JKOHE MYMKIHIIKTEp KY3BIPETTUIITIHIH
OonMaybIHa OaliTaHBICTBI COTCI3IKKE YIIBIPAW B JeT TY)KbIpbiMaaiiasl [3].

Evaraert P. xone 6ackamaper (2006) «Pecypcrapra HETi3JelreH Teopusira CoMKec IIIKi
ecen (YHKUUSUIApBIH OpBIHJAY YIIIH OyXraiTepiliK ecen Typaibl OUTiM JKeTicrenal» Aen aramn
kepcerTi [4].

Marriott, N & P. Marriott (2000), marbiH >k0He opTa OW3HECTIH MEHIIIK Heci HeMmece
MEHEIKEP €CEITerl IepeKTep MEH CaHAapAbl AypbIC caKTaMaiiibl Hemece TYCIHOeH/ 11, COHai-aK
OyXraiTepiiK ecel IMeH KapXKbUIbIK €CENTUIIK TalanTapbIHbIH MalJalbUIBIFBl Typasbl OlLIMen I
HeMmece 0akpliay oHe IIelliM KaObUigay MakcaTTapbl ceHiMAl ceHiMIi OonmMaiapl. COHIBIKTaH
IIaFbIH JKOHE OpTa KOCIMOPBIHAAP THICTI OUTIMHIH apKachlHa KOMIIAHUS IHMIIHAE OyXrajTepiik
€Cell )Kyprize anmaiisr [5].

bizgin oraHAaplK ecenm ToxipuOeciH 3epTrey apkpuiel 613 engeri OB ymin
capanrTaMaiblK KociOM OUTIMHIH >KETICHEYIIUNriH aHBIKTaAbIK. EHII opikapall IIeTenmik
TOXKIPUOCHIH MaHBI3Ibl TYCTAPBIH 3€PTTEH OTHIPBIN, OHBIH OI3/1H €Nre KOJIaHyIbIH KaHJan
MYMKIHJIIKTepi Oap eKeHiH aHBIKTaiMBbI3.

Bepinren 1-xecte apKbUIBI 3epTTEN OTHIPFAH €IJep apachbIHIAFbl YHUBIMAAPIbI IIaFbIH
Ou3Hec CyOBEKTIIepiHiH KaTapblHa KOCY KpUTEpHsUIapblHa cUnaTTama oepenix.

TMJ] ennepinne OB kocimopweiHIapblHAa Kap>KbUIBIK €CENTUIIKTI KaJbINTACThIPYFa,
YCBIHYFa JKOHE JKapusiiayFa KOWBUIATHIH KAJbl TalanTtap, o/eTTe, OyXTaiTepiiK eceml >KoHe
KApXKBUIBIK ~€CENTUIIK Typaibl 3aHMEH OeNrijieHesl, erKeW-TerKein Tanantap YITTHIK
CTaHJapTTapMeH OenriieHe 1.
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1-kecte — OpTYPJIi engepae yilbIMABI MUKPOYIHBIMAAP CAHATHIHA KATKBI3Y KpUTepHUidaepi

Ennep Kymbictibuiap canbl Kap>KpUIbIK KepceTKiTep xoHe / Hemece
e3re Jie Tajanrtap (MbIcabl, CaJlaNIbIK)
1 2 3
Kazakcran 200 agamra neitin KapXKbUTBIK KBUTIAFE Kipic Memmepi 3528
PecriyOnvkacsl — 600 000 AEK neitin
benopycs 15 apamra neiiin ITexTey xOK
PecrryOmmkacst
Peceit 15 agamra nefiin KapXbUTbIK KBITAAFE Kipic Memmepi 120
MJIH.pYyO.AeiH

O30ekcTan eHJipicTiK cektopaa 1-men 20 [lekTey k0K
PecrryOnmkacst aJlamMra JIeHiH;

KBI3MET KOPCETY calachlHAA )KOHE
Oacka J1a eHIipicTik eMec caja-
nmapaa 1-men 10 amamra aeiiin;
KeTepMe, OOIIIeK cayaa XKoHe

KOFaMIIbIK TAMAKTAHIBIPY
CEKTOpBIHIA 1-1eH 5 agamra
JeHiH

Eypo Onak enaepi

10 amamra neiiig

Bananc GoibIHIIIA aKTUBTEPIIH KaJIITbI
coMachl HeMece Ta3a alHaIbIM —
2 MJTH. €ypo NeHiH.

¥ nei6putanus 10 amamra neitin Kipic xap:xbI )KbITBIHAA
632 MbIH QyHT cTepIuHTKE IeHiH;
KaJmbl OANAHCTHIK KYHBI - 316 MbIH QyHT
CTEPJIMHITEH acIaiabl
CuHnramyp 200 amamra aeid XKeuneik caty kememi 100 MiTH cuHTa-

nypaslk AKI goyutapeIiHaH acnaysl THIC.

Eckepty: kecTe aBTOpMEH eJICpAiH 3aHHAMACKIH TaJlZidy HETI31HJIe KYPaCThIPbUIIbI

Enni 3eprrey xymbicbiMbIzael TM/] sxone merenae [IIOB Oyxranrepiik ecenTi peTTeyui
HOPMATHBTIK aKTUIEP/IiH CUIIaTTaMackIMeH >kanracteipambid. Mocenen, KP-mga KK sxone 3aHab
yibIMIapIaFbl KapKbUIBIK €CENTUIIKTI AalblHnay skoHe ycbiHy KP Byxranrtepnik ecem koHe

Kap KbUIBIK ecenTuliK 3aHbIMeH (24.02.2007) perreneni.

2-xecte — OpTypUi eanepae LHOB 6yxranrepaik ecenti KYKbIKTBIK peTTey

Ennep Ecenrinikke KonmanbmaTeiH Kewninne- 3aHAbIIBIKTEIH
JKaJIIbI CTaHaapTTap TIJITEH ecel epeKuIeniKTepi
Tajanrtap xKyHeci
1 2 3 4 5
KP KP-nbI1H KE¥C/IIOb apuanran + KE¥C/IIOBb apuanran
Byxrantepnik XKEC XKEC-Ha coiikec yiibIM
€cell JKoHe Kap>KbUIBIK €CETTIIIKTI
Kap>KBLTBIK JKYPri3yaiH YAriaepin
€CEITLIIK TaHIaIl aJ1abl
Typabl 3aHbI
(24.02.2007)
Peceit ByxranTtepiik Byxrantepiik ecen + Y WBIM KEHUTICTINITCH
€Cel TypaJibl OoMbIIIa epexenep JKBULIBIK KaPIKbLTBIK
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3aH €CEeMTLNIKTI )Kacay Ke3iHze
©CeIITLIIK HbICAaHIapBIH
nepbec o3ipieit amambl
1 2 3 5
benapycn Byxrantepinik Byxranrepinik ecemn nexn CanbIK caltyablH
PecrryOnmka| — ecern sxoHe €CeNTLUIIKTIH YJITTHIK KEHUTACTUITCH JKYyHeciH
CHI €CeIITLITIK CTaHIapThI KOJIIaHATHIH KipicTep MEH
TypaJisl 3aH HIBIFBICTAPBI €CETKE Ty
KITaOBIH/IA €CEIKEe aTyFa
0omamel
I'epmanus Cayna - Byxranrepinik ecemn nexn
Konekci CaJIBIK caiy YIIiH OipbIHFaii
€cel MaKeTiH JalbIHIayFa
0omamel
®paHuus Cayna OHEPKICINTIK XKoHE -
Kopekci KOMMEPIHUSITBIK
KOCIITOPBIHIAPIBIH
KBUTIBIK €CeTTePiH
yKacayra apHaJFaH
OyXranTepiik ecer
CTaH/IaPTTaPBIHBIH
JKUHAFBI
Hranus A3aMaTTBIK - EcenTiikTiH XalbIKapaibIK
Kogexc CTaH/IapPTTAPFa COMKECTIrl
¥ ne16puta [arpra 105 — mukpo [larprH KoCiTOPBIHAAD
HUS KOMITaHUsIap KOCINOpBIHIAD YLIIH YILiH OHAWNAThUTFaH
Typainsl 2013 Kap KbUIBIK €CENTUIIK eCeIKe ally )KoHe ecen Oepy
JKBUTFBI 3aH CTaH/apThI PEeXUMiH KOJIJaHAIbI
(MuKpO
yibIMaap
Typaibl ecer
oepy)
AKII Byxranrepik AKIII — #BI1H Kommnanus
JKOHE CaJIBIK OyxrajTepiik eceOiHiH IIOFBIPJIaHABIPHUIFaH
ecebi Typabl JKaJIbl KAOBUIIaHFAH €CEITUIIKTI HEMecCE TeK 0ac
3aH MPUIHIITEPI KOMIIAHUSHBIH €CEeNTUIITH
YCBIHYIbl TAHAAN ajiaibl

Eckepry: kecTe aBTOpMEH eniepAiH 3aHHAMACBIH TaJAy HETi3iHJle KYPaCThIPBLIIBI

Mynbiven Koca, LIIOB cyOwektinepi yurin XKEC-HbIH npununrepin ycranyra 060majsl
HeMece amiblK okapusiaaHOaWTeiH kKomnanusuiap yiriH KEYC-HbIH TanantapbelH ycTaHyFa
6omangpel. CoHbIMEH Katap, 9pOip cyOBEeKTI ©31HiH IIIKI ecel casicaThlH jKacay apKbUIbl, €CenTi
YIBIMIACTBIPYABIH TOPTINTEPIH OeNriiei amaabl.

benapyce PecnyOnmukaceiHblH «byxrantepiik ecem >KoHe eCeNTUIiK Typasibl» 3aHblHA
(12.07.2013) coitkec OapabIK YHBIMAAP KBUIABIK KApKBUIBIK €CENTUIKTI KaJbITaCThIPYyFa
MmiHzaerTi [6]. bynm perre ecenmrtepiiH Typiepi, omapabl Kacay TopTiOi, COHAal-aK >KeKe
OyXTaJITePJIIK €CEeNTUIIKTET1 aKmapaTThl amy Karuaanapbl «Keke OyXxraiaTepiliK eCenTiUIiK» Jen
aTajaThiH OyXTaITEPJIiK eCell MeH eCEeNTUTIKTIH WITTHIK CTaHAapPThIH/IA alKbIHAaIa b [ 7].

Ocpuraiima benopycs PecnyOnukacbiHga, MUKpOYHBIMIAp JKaldmbl KaObUITaHFaH
OyXraiTepiiK ecemnTi »XoHE 3aHHaMaja OeNTiIeHTeH HbICAaHAAp MEH TOPTIN OOWBIHINIA KAIIIIBI
HETi3/1e Kap>KbUIBIK ECENTLIIKTI jKacail ayajibl HeMece CallbIK CalyIblH JKEHUIIETUITeH KYyHeciH
KOJIJAaHATBIH YHBIMAAP MEH JKeKe KOCIIKepJepiH KipicTepi MEH HIBIFBICTApPbIH €CENKe aily
KiTaOBIH/IA €CeTl JKYPTi3e anajbl.
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CoHrFbl KaFaaia MUKPOYHBIMAAP OYXTalTEpNiK €CEeNTi KYPTi3yJdeH >KOHE KapiKbUIBIK
€CENTUIIKTI jkacaydaH OOCaThUIIBI XKOHE OapiblK My[AJeli TapanTapra - KypbUITalIIblIapra
HEMece MCEHIIIK HeliepiHe, MEMJICKETTIK )KOHE CalIbIK OpraHapbhlHA KipicTep MEH IIBIFBICTAPIbI
€CeTlKe aly KiTaObIH YChIHABI.

Peceiinin ecen Toxipubecinme ae OB kocimopbiHAapbl OyXraiaTepiliK €CenTiH
epeXeNepiH Heri3re ajxa OTBIPHII, JKCHUACTUITCH CANBIK Caly PEeKUMIH KaObULIAWTHIH 0oJca,
OHJA OJIap Kap)KbUIBIK E€CENTUIIKTIH OpHBIHA, OyXraiaTepiik OamaHC IIeH KipicTep KoHE
HIBIFBICTAp TYpaJbl ECENTUIIKTI NalbIHAAY PEXKUMIH TaHIayFa KYKbLIBUIAPHI Oap.

I'epmaHusimarel OyXraJlTepiiK €cell TajanTapbl KaTaH pPICIMICITEH JKOHE erKew-
TErKeHI; HOPMATHBTIK perreyniH Herisri ke3i Kommepumsuibik (Cayna) xomekc (1897) 6ol
tabputanel  [8]. JKakpiama Eyponansik KorammacTeik mieHOEpiHAE OyXraiTepiik —ecer
TaJIaNTapblH YilecTipy mporeci I'epManusiian ¥ATTHIK €CKi JKOHE jKaHa HOpMaap kWi KaTap
KOJIJTAaHBUIATBIH HOPMaJIapbl KaiiTa Kapaybl Tajar eTTi, ajai/ia HeMiC KOMITAHUSUTAPBIHBIH €Cell
Oepymrisiepi arpUIIBIH-aMEPUKAHABIK €Cell NPUHIUNTEpPl HeMic JKEpiHJE TOJBIK TaMBbIp
JKaliMaraHbIH €CTE YCTaFaH )KOH.

XKapurora JI.A. (2008) KapKbUIBIK €CENTUIIKTIH HBICAHBI MEH Ma3MYHBIH 3aHHAMAJIBIK
perTey TEeK 3aHJbl TYJIFajap MEH ipi yibIMAap VIIH 3aHIbl TYJIFa KYpMal-aK KOJIJIaHbBLUIAJIbI.
MIiHIETTI Kap>KbUIBIK €CENTUTIKTIH KypaMbIHa OajaHc, KipicTep Typallbl €Cell JKOHE TYCIHIipMe
kaz0a kipeni. Ipi upmanap GacHIbUIBIKTEIH eceOiH A ychiHaabl. 1999 xpuiman Gacram akiia
Kapa)kKaTTapbIHBIH KO3FAIBICHl Typalbl €Cell MIHJSTTI OOJBIN TaOBUIAIBI, €rep aKIHsUIaphI
Ouprkaga KOPCETUINeH KOMIIaHUsIap OOJIbIN caHaaaTeiH 6ojca [9].

Byxranrepinik ecen Cayna KOJIEKCiHIH, CalblK 3aHHAMACHIHBIH, allHAIBIM CAJIBIFBI TYPaJIbl
3aHHBIH, TaObIC calbIFbl Typalbl 3aHHBIH >koHe Kopmopamus caiblfbl Typalbl 3aHHBIH
epexenepine Herizgenred. Cayna KOHE CalbIK 3aHHAMAachl Ma3MYHBI MEH HBICAaHBI OOMBIHIIA
OyXraiTepiik ecenTi XKYpri3yaiH oenrin Oip epekenepin ycTanyra MiHaeTTe i (3-kecre).

3-kecte — ['epmanusiia OyxrajaTep/in ecenke KOHbLIATHIH TATANTAPHI

Kputepusinap Cunarramacsl

AKIapaTTap/blH TOJBIKTHUIBIFBI BapiibIk mapyaibiiblK onepanysuiapbiH TipKey

Ma3MyHBIHBIH TYPBICTHIFBI [lapyambuiblK — onepanusuiapAbly — kas0anapbl  OJapbiH
Ma3MyHBIHA COHKEC Kemyi

VYaxkpIT mekreynepi Kazbanap omepaumsuiapasl KYprizy YakbIThIHA —CoMKec
JKYpriziielti

AHBIKTBIFBI, allIBIKTHIFBI )KOHE TeKcepy | byxranrepnik ecem ere Kbicka Mep3iMje YIIIHII TYJIFara

MYMKIiHAIT1 0opiH TYyCiHyre MYMKiHIIK OepeTiHael aHBIK KOHE TOIBIK
TeKCepyre MyMKIHJIIK Oepyi Thic

Yrinepniy TYpBHICTHIFbI Bacrankpl Ma3MyHHBIH Ke3-KEJITeH e3repyiHe ThIMBIM caiy,
MBICAJIBL, OLTIPY, JKENIMICY JKoHE T. 0.

XPOHOJIOTHSIIBIK JKA3bLTYbI apyambuiblK — onepanysuiapsl  OOJFaH yakbIThIHA —Kapai
TipKenei

Eckepry: KecTe aKmapaThbIHBIH Ko3i [8]

OpaHuusagarbl OyXrajirepilik €cenTi MeMJeKeT KaTaH OakbUIaiapl, an (QpaHiy3
yiibIMIapsl YIIiH ecen Oepy epekenepi MEMJIEKET KOHOMMKAHbI OAaKbUIAWTBIH YITTBHIK €cell
’KyHecl YIIiH Kipic aKnmapaThlH KaJIbINTACThIPyFa apHaJIFaH.

@panuuggarel Oyxranatepilik ecenti peTTeiTin Herisri KyxatTtap: Cayna Kogekci; ExOek
Konekci; Xammer Canbik Komekci; ¥ntTeik motrap sxocmapel (PCG); Byxranrepmik ecemnm
Typasisl 3aH; byxrantepiiik ecen Typabl 3aH]Ibl KOJIJaHy Typaibl JKapibik.

Bbapnbik dpaniys komnanusapsl ¥11DK Herizinne Oyxranrepiik ecen »yprizeni, Oipak
onmap Oyxranrepiik ecen ¢GopmacklH e31epi Tanmaiasl. YK yceiHFaH epexere coiikec, MIOT
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(KypHasFa TIpKey) CTaHAapTTalFaH oHe OIphIHFal OacTamKbl KY)KaTTap HET131H]Ie jKacalabl.
MyHpaii pactay KyKaTTapbsl OoJMaraH jKarjaija, ecenTik as30anap AypbIC Jen caHaTIMaibl.
OpranbIKTaHABIPbUIFaH OyXrantepiik ecen (paHIly3 MHKPO KOCIMOPBIHAAPBIHAA, >KOHE 1pi
KOCIOPBIHAApAA KOJIAAHBUIA BT XKOHE KeJleCl 01 Ke3eHaepaeH Typaabl (1-cyper):

KOMEKIII )KypHAIIaP/IbIH
KOPBITBIH/BLTAPBIH KHUBIHTHIK
JKypHaJIFa CoJlaH KeHiH albIH
COHBIH/IA CHHTETHKAJIBIK
HIOTTap IbIH 0ac KiTaObIHA
Kellipy;

Oacrankpl KyKarrap Heri3inae
apHalbl KOMEKIII JKypHaJIap
MeH TalJaMajbIK [LOTTap

KYprizy;

TaJIaMaJIbIK MIOTTAp
OOMBIHIIIA alfHAIBIM
BEJIOMOCTapBbIH XKacay;

CHUHTETHKAJIBIK ’KOHE aHAIUTUKAJIBIK
LIOTTap, KOMEKIL KOHE )KUBIHTBIK,
KypHasnaap OolbIHIIA *Ka30aIapabIH
KOPBITBIHABLIAPBIH CAJIBICTHIPY apKbLIbI
yKa30aapAbIH AYPHICTHIFBIH TEKCEPY.

TeKcepy OallaHCBIH )Kacay;

1-cyper — ®@panuusaa oOyxraarepJiik ecentiH Kypri3iny kezenaepi [10]

Keringipinren KiraccHKaIbIK GopMa Yl OyXTaiaTepilik perucTpAi KOJIaHyAbl KaMTHIBL:
XPOHOJIOTUSJIBIK JKypHall; 0ac KiTam; KOCIMOPBIHHBIH KapKbUIBIK KaFgailbl Typaibl Keael
akmapar OepeTiH Tekcepy Oanmanchl. DpaHIy3 MHUKPO YHBIMIAPBIHBIH Kap)KBUIBIK ecen Oepyi:
Oyxrantepiik OalaHC, Maiijla >XOHE 3HSIH ECeNTiNir, akiia KO3FaJlbIChl ECeNTUIIr MeH
TYCiHIKTEMe jka30aqaH Typajabl. Al KauTall KO3FAJIBICH Typallbl €CENTLIIKTI ipl Kopropanusiap
TaubIHIAN b

®paniry3 OyxrainTepiik KyieciHiH Oactel epekmeniri, k. brelik sxone O. AMaTThIH
(1997) mikipiHIIe, OHBIH KaTaH 3aHJBUIBIK MOHI, OWTKEHI OapiblK epexenep Tikesnen
KOMMEPIIFSUTBIK JKOHE CAJIBIK 3aHHAMAChIHAH TYBIHAAW16l. COHBIMEH KaTap, KYKBIKTHIK KE€HICTIK -
OyJ1 peTTeyili HopMaHbIH O0JIybl MiHAETTI TYPAE YHbIMIAp OHBI YCTaHA/bI JeTeH 1l Ou1IipMeni.
Kebinece Genrini Oip 3aHHAMAJBIK TaJlANTapAbl OpbIHIAMAFaHbl YIIiH aWbIIMIIYJI CAHKIUSIAPHI
KapacThIPbUIMAMIbI, Kei/ie ONapAblH OpPBIHIATYBIH KaMTaMachl3 €Ty TETIrl e >KacalMaiJIbl, aji
KeWoip skarmainmapnma Oenrimi Oip epexernepii eneMeyre MYMKIHTIK OepeTiH IKachIpbIH
Kemicimzep e kesenecemi [11].

Opaanusaeiy [1IOb cy0OwekTinepiniH OyxranaTepiik eceOiHeH ipl KOCIMOPBIHIAPIBIH
€pEeKIIeNiri Col MYH/Ia «OJIeYMETTIK OanmaHcy xacanaapl. OneyMeTTik O6amanctel 300-1eH actam
KbI3METKEp1 0ap KOMIaHUsIAp Kypanael. ONeyMETTIK OamaHC >KYMBICTIEH KaMTy MHUHUCTPJIITIHE
ycbIHbUTbl. bamancra caHarTapel OOMBIHINIA >KYMBICIIBUIAPIBIH KO3FANIBICHI, JKAJIAKbl >KOHE
QJICYMETTIK ayJapbIMIap, €HOEKTI KOopray, MEepCOHANABI Jaspiay, MEPCOHAIABIH OMip CYpy
XKaFaaimapel KepceTiiei.

Byxranrepmik ecentiH FhUIBIMUA Tapuxbl MTamusima 6acramansl. MyHIa €Ki KaKThl Kazy
ozici maiiia 6oibl KoHe TapaThlabl. 1861 xbuinaH keilin raHa Mranusga Oyxraiatepiiik ecemn
FBUTBIMFA alfHAJJIBI, COJI Ke3/€ eNJie VI YJIKeH OyxraiTepiik ecenm MekTeOi (Jmombapa, Tockan
xoHe Benenus) mnaiiga OoJabl, oNlap TEOPUSUIBIK TYXKBIPbIMJAMallapMEH >KOHE OJIapJibl
MPaKTUKAIBIK 1CKE aCBIPYIBIH TOCUIIEPIMEH epeKIIeIeH .
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Hrtanusga canblK 3aHHAMACBIHBIH OyXTalTepiIik eceOiHe ocepi oTe KymTi. O3 akTiIepiHiy
XKyheci OOMBIHIIIA ON1 KOCiOM CTaHIapTTapra KaparaHjaa OyXTaiTepiliKk MPaKTUKAHBIH KONTereH
Maocenenepin  KamTuabl. COHIBIKTAH WTAIBSHABIK Oyxrairepiep, Oi37iKli CHIKTHI, 63
KYMBICBIHJA, €H aJJbIMEH, CaJbIK 3aHHAMAacblHA Ha3zap aynapaibl. KapKbUIbIK HOTHXKETep
TypaJibl €CeNTi KaJIbINTACThIPy/la 3aHHAMAJIbBIK TajamnTaplbl CakTay epekKlle peil aTKapalsl,
OUTKEHI OHBIH MOJIMETTEepi OOWBIHINA WTANBSIHABIK KOMITAHHUSIIAPIAH AJIBIHATHIH CAJBIKTap
aHBIKTAJIA/Ibl.

Wranusaeiy, (1973), KapKbl MHHHCTPJIT KIMITipiM KOMIAHUSIAp YILIIH CTaHIApTTHI
epexxeniep OOMBIHINA OyXTalTepJiK €cel JKYPri3y ayblp O0iybl MYMKIH €KEHIH ecCKepill,
[Tpesunenttin 600/1973 XKapneirsiabiH 18-0a0bIMEH pETTENETIH KEHUIACTUINeH OyXranTepiik
€cell PeXKUMIH aHBIKTalTBIH KeHOip sKkeHimaeTyep xacaanl [12].

WTanusHblH 3aHAbUTBIFBIHA COMKEC IIAFBIH KOCITOPBIH CAHATBIHA KipY YIIIH CyOBEKTHBTIK
JKOHE 00BEKTUBTIK (PaKTOPJIAP/IbI €CKEPY KaXKET.

Kocimopein 1mareiH  OONBINT  CaHaNybl YHIiH (impresa minore) >KOHE OChUIaiIIa
KEHUIIETUIreH Kylie OOMbIHIIA OyXTalnTepiiK ecerl >Kypri3e ajaybl YIIiH €Ki TaJanTbl OpbIHAAY
KQKET: CYOBEKTHBTI )KOHE OOBEKTHUBTI.

CyOBeKTHBTI Tajalm KOMIIAHUSHBIH 3aHIbl (popMachlHa KaThICTBI: OJIap AKLUOHEPIIK
yiBIMIap JKEHUIIETIITeH OyXTalnTepiik ecell KYWeCiH KOJIaHa ajaMaiabl. AJI CEepiKTeCTiK
KOMITAaHMSIAp, aTal alTKAaH/a TOJIBIK KOHE CEHIM CEPIKTECTIKTEPi, HAaKThl CEPIKTECTIKTEp MEH
KEKEe KOMMEPILHUSIIBIK KOCIMOPBIHAAP KEHUIISTUITCH OyXTanTepiik ecenti kyprize amagsl. O
Wranusaeiy A3aMaTThIK KOAEKCiHiH 2195-6a0b1H1a anpikTanran [12].

Conbpiven Oipre Uramusubeie toxipubecinae ILIOB cyObekTinepiHiH KypaMblHAa >KOHE
oJlap YIIiH XKEHUIIETUIreH OyXraiTepiiK €CemnTl )KYpri3yre KbUIABIK KipiCTiH MKJIIIEpl MbIHIAH
acITybl THIC:

1. Kp13MeT kepceTeTiH KoMImaHusap b KeUAbIK Kipici 400 00 eypora neitin.

2. ©O3re ne KbI3METTEp KOpPCETEeTiH YHhIMIapAblH KbULIBIK Kipici — 700 000 eypoman
acraysl THiC.

Tpeiin KoncanTusr opTanslFblHbIH 3epTereyl 0olbiHIma (2017) Utanusna 2017 xpuinan
OyJ1 TMMUTTEPl aHBIKTAYy YIIIH OacTam KacCalbIK PEeXHUM KOJIJaHbUIAJbI, SIFHU HAKThl aJbIHFAaH
Tabblc KaHa eckepuienl. byn esrepic XKeHUIOETUIreH OyXraiTepiik ecem »KyHeciHe Kol
KETIMIUTIKTI JKEHUIETYre MYMKIHIIK Oepai: OypbhlH KOMIAQHHUSHBIH KPEIUTOPIBIK KOHE
NeOUTOPIBIK OepelIeKTepAlH coManapbl €IIKaHJall Taujgaychl3 TeK IIOT-(akTypajap MeEH
anbIHFaH 0T-(akTypanap OoibIHIIA ecKkepiireH OonaThiH [12].

WUrtanusably ~ OyxranTepiik ecenm  ToXipuOeciHAe Kalmbl KaObUIJaHFaH  JKOHE
KEHUIAETUIreH OyXTaiTepllik ecel apachlHarbl alTapibIKTail allblpMalblIBIKTAp Oap.

Ecenti >xanmel KaObUIJaHFaH TOPTIMIEH JXYPri3reH »ardaiga KOMIAHUS KapiKbUIBIK
JKaFbIHaH KeJiecl OyXraiaTepiliK €CenTl Kypri3yre MiHAeTTi:

- KYHJEJIKTI onepanusiap *KypHaibl (Oyxranatepiik Kitamn);

- TYT€HJey KiTaObl;

- MaTepHAJJIbIK €MeC aKTUBTEP MEH KipicTep KIpiCTiH Tepic *oHE OH KOMIOHEHTTEPiH
nibIFapyra 0oaTbiHAal eTin O1pTeKTI caHaTTapFa TONTACTHIPHUIATHIH KOMEKIII jka30amap;

- %bUIIBIK TMK KYHBIHBIH €3repyiH 0aKbuIay YIIiH KOCBIMILIA ecenl Oepy;

- aMOPTHU3ANMSIIAHATHIH aKTUBTEP TI31T1MI;

XKeningerinreH TOPTINTI TaHJaFaH KOMIIAHMSIAp TYCIMAEp MEH TeJeMIepi
XPOHOJIOTUSIIBIK TIPKEYMEH OIpIKTIPLIreH CaJbIKTapibl €CeNTey MaKCaThIH/Ia TEK MIHJETTI ecen
KYprizyl kepek. JleMek, )KeHUIIeTUIreH OyXraiTepiiik ecenTi naijanaHa ajaTblH KOMITAHHIAp
MYHBI iCTEyre MIHAETTI eMec. bipak, OM3HECT1 YThIM/IbI, TUIM/I OacKapyFa KOMEKTECETIH kKoHe
KOMITaHUSIHBI K€3 KEeJITeH aKIIMOHEpJIepre HeMece CepiKTecTepre YChIHYABIH THIMI Kypaibl 6oia
alaThlH, KOMIIAHUS TypaJibl HEFYPJIBIM TOJIBIK KOHE aHBIK TYCIHIK Oepyre MYMKIHIIK OepeTiH
TYpaKThl OyXranTepiik ecemnTi TaHAaraH AyphIC JeN caHaliMbl3. Byxranrepinik ecem Xyprisy,
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KAp KBUIBIK JKOHE CAJIBIKTHIK €CENTLIIKTI TalbiHAay OM3HEC CYOBEKTIIEPiH OacKapyIblH MaHbI3-
Iel Oemiri OombIl TaObUIaABl. BpUTAHABIK ecem TOHKIpUOECIH 3epTTey apKbUIBI 0i3 OJiapaarbl
IOb cyOwekTinepingeri OyxraiaTepiik €cenTi XYPri3yldiH epeKIIeTIKTEpIH KapacTbIPIbIK.
XKanmer bputanasik ecen OepyIi 3aHIbI YHBIMIAPIBIH OapiIbIFbl €CeNTi Ke3eH YIIiH ecen Oepyre
tuicTi. TeMeHeri 2-cypeT apKbLIbl OJIapAbIH €CENTi OTKI3Y CXEeMAaChIH KOPCETCHIK.

BT CallbIH KOMITAaHUS TypaJIbl MOJIIMETTEPII pacTaysl xidepy;

JKBUT CabIH Kap KBUIBIK €CEeTTLTIKTI JaibIH/AAY JKOHE TaICBIPY;

2-cypet — BpuTaHABIK KOMIIAHMSIAP YIIiH ecenTiH MinaerTepi [13]

[TarpiH KOMITAaHUSTIAP O3JIEPIHIH KAP>KBUIBIK €CENTUIriHIH 06iri peTiHae TeK OallaHc
neH Kipictep Typaibl ecenti ycbiHaAbl. lllaFpiH OM3HECKE KaTaThIH IIAFbIH KOMITAHUSATIAP TEK
KBICKApPTBUTFAaH aKIapaTIeH OATaHCTHI TAIlChIpaabl. PeceliH XanbIKapallblK KbI3METTEP KOPCETY
OPTaNBIFBIHBIH 3epTTeyNepl OolbIHIa bpuTanaplK KOMIaHUSIIAPp THICTI €CENTi KbIIAa MbIHAAM
KopceTKimTepre colkec KeleTiH 0oJica, OHJAA ONApABIH KYPBUIBIMIBIK HBICAHBI OpTa
KOMIaHUSTApAbIH KaTapblHa >KaTKbI3bLIA b

1. Keuiasik caty aiiHaIbIMBI — 10,2 MAIHOH (DYHT CTEPIUHTTEH acraca;

2. bananc aktuBTepi — 5,1 MIIITMOH (YHT CTPEIMHITEH acnaca;

3. Kei3smetkepnepaig oprama canbl S0 alaMHaH acmaTeiH OoJica.

Mukpo KocinmopbIiHAap ObION caHalabl, €Tep OJIAPAbIH KOPCETKIIITEepPl MbIHA TalanTapra
xayarn OepetiH OoJica:

1. XKbu1pIK caTy aifHanabIMBbl - 632 000 QyHT cTEepAMHITEH acalThIH O0JIca;

2. XKanrmer 6amanc akTuBTEPiHIH comachl - 316 000 GpyHT cTepiMHTTEH acmaca;

3. Kei3metkepnepaig opTaiia cansl - 10 agamHaH acrnaca.

An ecenTi XpUIAa TaOBICTapbl MEH IIAPYAIIBUIBIK OMEpanusiiapbl OoJIMaraH yHbIMIap,
SFHU OyXTaJTepIliK ecenTe KOpCeTUIyre THICTI onepauusiapbl *KOK KOMIAHMUSIAp «HOIIIK»
€CEeNTLIIKTI apHaibl HBICAH]Ia TATICHIPAJIBI.

YneiOpuTaHUsAla KOMITAHUSHBIH KapyKbl KBTI OHBIH €CENTI Ke3eHIHE COoWKec Kemesi.
Komnanusubiy OipiHII ecenTi Ke3eH1 OHBIH TIPKEITeH KyHIHEH OacTajaabl )KOHE KOMITAaHUSHBIH
TipKeNreH KyHiHeH Oactam Oip bl OOJAThIH alfIbIH COHFBI KYHIHAE askTanaasl. Kelinri ecenti
Ke3eHJIEP aBIHFBI €CENTI KE3€H asKTaJIFaHHaH KeiiH OipJieH OacTanaThiH KOHE COJI ecem 0epy
KYHIMEH asKTanaTbiH 12 aiifa co3bUIaThIH Ke3eHaep Oomansl. bputanaplk yilbiMaap Oyxrantep-
nik ecenti «Kommnanusmap Typanb» 3aHHBIH TajganTtapbiHa coiikec xoHe XKEC (IAS) coiikec
Kyprizeai. bym enme KapKbUIBIK €CEeNTUTiK KOMIAHUSHBIH AaKTUBTEpPi, MiHAETTEMENepi,
KAp KBUIBIK JKaFJaibl )KOHE MalIachl/3UsHBI Typajibl CEHIMII *)oHE OOBEKTHBTI TYCIHIK Oepyi
Kepek. ¥neiopuranusiia (¥IeIl0puTaHusIaFbl KapKbUIbIK ecenTitik, 2013) marslH KoMIaHusiap
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©3/IePIHIH Kap>KbUIBIK €CENTUIIriHIH O6Jiri peTiHae TeK OallaHC TeH KipicTep Typaibl €cemTi
ycoiHaapl. [llaFrpiH OM3HECKE KATAaThIH IIAFIH KOMIAHHUSUIAP TEK KhICKAPTHUIFAH aKMapaTiieH
OanmaHcThI Tarncepaans [13].

AKIII-HpIH OiXranTepiik ecem epeKIIeTIKTepiH 3epTeTy apKbuibl 013 OHIAaFbl ecemn
KYprizy koHe ecenm Oepy mpuHIUnTepi MeH epexenepi AKIL-TeiH OyxranrepiepiiH Kociou
yUBIMIAphI 931pIEHTIH JKaNmbl KAObUIIAHFaH CTaHAApTTapMEH perTeneni. MyHail crangapTTap
JKalmel KaObULgaHFaH OyxraiTepiik ecem mnpuHOunTepi Oonbim Tabbuiansl (GAAP) [14].
Herizinge, OapiblK amblK cayaa KOpPHOpalUsUIapbl, COHIANH-aK KapKbUIBIK €CENTLTIKTI
xapusnaTelH Komnanusuiap AKII-TeiH «baranel Karazgap Typasibl» 3aHHAMacblHA COMKeEC
GAAP TyxbIppIMIaManapbl MEH MPOLEAypaliapbiH OpbIHIayFa MiHAeTTI [14].

[erenaix ecen ToxipuOECiH 3epTTEy apKbUIbl 013 baThic koHe AMEpUKaHIBIK KOoMIa-
HUSUIAp JalbIHIANTBIH KapXKbUIBIK €CenTuliri — Oy OykierTepai, chiz30anap MeH KecTenpinep,
ayIMTOPMEH KYQJIaHIbIPbUIFaH OyXraiaTepiik ecemn GopmaiapblHaH 0acKa KenTereH 6acka aka-
parTel KamTuAbl. MyHIail ecenTilik dJeTTe, KOMIAHMs MPE3UICHTIHIH aKIuoHepiepre eceoi,
Hupextopnap Keneciniy ecebi, KOMIIaHUSHBIH OTKEH KbUIIApaFbl KaFJallblH Tajjaay, ailarbl
KbUIAApFa 0OJHKaM, WHBECTUIUSUIAPIBIH TeorpadusCchl MEH KOJieMi, XaJblKapablK OaislaHbIC-
Tapbl CUNATTay, KOMIAHUSHBIH QJIEyMETTIK casicaTbl dpPTYpJi TpadUKTEpPMEH, cXeMalapMeH,
KOpHEKi KypannapMeH Oepineni. MyHaai aknapaT peTTeIMen Il )KoHe TeK KOMITAHUSHBIH KaJlaybl
OolibiHma O6epineni. Jlereamen, Oy maiijananymbuIap YUIiH meniM Kabbuigay yiliH KOChIMIIA
JEpeKTep KO31 PETiHJIe 6T MaHBI3IbI OOJIBIT CaHAIJIbI.

An enai AKI-FpI marbiH OM3HEC KOCIMOPBIHAAPBIHBIH OyXTanTepiik ecemn Taxipudecine
KEJICEK, OHJIa MYH/Ia €cell MbIHa[aii OarpITTap OOWBIHINA YIHBIMAACTRIPBUIAEI (3-KecTe).

3-kecte — AKL-gars1 HIOB yiibiMaapsIHbIH ecenl TIKipudeciHin cunaTraMmacsl

Ne | XKympbic GarbITTaphl JKYMBICTBIH cUIIaTTaMachl
1 | Kapxbuibik Byxrantepnik ecem O Kypridy Hpoueci KapKbUIBIK OIEpanusuIapasl
oreparnusap/sl TaJJay/laH JKOHE MIApYaIlbUIBIK KYPri3ylli CcyOBEeKTire jKaTaTbhIHAap.Ibl
Tangay OyXrajTepiiik ecer xyieciHe, IFHU 0acTanKbl Ky)KaTTapra CHri3y
2 | XKypnangapra xxazy | Lllapyamsuiblk onepauusiap >xypHainaa OyXraiaTepiik ecenrte KocapiaH-
FaH ’ka30a XYHeciH KOJIJaHa OTBIPBIN XPOHOJOTHSJIBIK TYPAE Ka3blIabl.
SrHu, caThIn any, caTy, aKiiajiai TyciMep jkoHe T.0. CHAKTHI KaiTanaHa-
TBIH OlNlepalsiIapAbl XKa3y YLIIH apHaiibl )KypHaJibl NaijanaHabl.
3 | bac kitanka Tycipy | OTKeH TpaH3aKUMsUlap HEri3iHZe op INOTKAa EHri3UIreH esrepicrepii,
COH/ali-aK op WIOTTarbl aFbIMJAFbl KAIJBIKTApJbl KOPCETETIH MIOTTap
JKUBIHTBIFBL
4 | Tyzerinmeren Ecenrten mbIrapynblH Kalibl COMAachl KPEAUTTIH KBl COMAachlHa TEH
CBIHAK 0alaHCHIH | €KEHJITH TeKcepy YIIiH cbiHaK Oamanchl maiieramamael. Lllotrap Oac
xacay KiTanTaH anblHAJBl JKOHE ecenTe perreneni. Jleber »xoHe KpeauT
OaraHIapBIHIAFEl KAIABIKTap TeH O0IYBI KEPEK.
5 | Kipicrepai Tyzery Ecenti ke3eHHIH COHBbIHAA OyXTaiTep Kap>KbUIBIK €CENTUIIKTE KUHAKTA-
FaH MIOTTap/bl )KaHAPTY YIIiH TY3€TY jka30anapblH JalbIHAAYbI KEPEK.
Ty3ery a3ynapbl KipicTep MEH IIBIFBICTAPIbI €CeNTey, aMOpPTH3AIus,
ycTeMeakblIap, KeWiHre Kajaplpy >KOHE aiAblH-ana TeJeMIep YIUiH
xKacanazpl.
6 | Tyseriiren coiHak | Ty3ery »ka30ajlapblH €HII3T€HHEH KEHMIH TY3CTUINCH ChIHAK OallaHCBIH
OaJlaHCEI naiblHAay KakeT. By nmeOerrepaid Ty3eTy jka30ajapblH €HI13r€HHEH
KeWiH KpeOUTTEepMEH ColKec KeJEeTIHAIriH TeKcepy YILiH jkacanaabl. by
KOCIOPBIHHBIH KAPKBUIBIK €CENTUIINH JalbIHAAY IBIH COHFBI KaJaMbl.
7 | KapbuIbik KipicTep MeH IIBIFBICTap Typallbl €CENTi, MEHIIKTI KalluTalJlaFbl e3re-
€CeITLIIK picTep Typaibl ecemnTi, OyXrantepiik 0anaHcThl, aKlia KapaKaTTapbIHbIH
KO3FaJIBICBl TypaJlbl €CENTi >KOHE ECKEepPTYJIepHi KAMTUTHIH KapKbUIBIK
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ecenTep OyXraiaTepilik ecem JKYHECiHIH COHFbl ©HIMJIepi OOJIBII
TaOBUIAIEL.

Kenreren TM/I sxoHe mIeTENIIK ecell TOKIpUOECiHIH 3aHHAMAIAPBIH Tajaay apKbUIbl 013
KaNmbel OyXTalTepilik €CeNTi KYPrizy *oHE KapXKbUIBIK €CEeNTLTIKTI KaJbIITACThIPY MiHAETI
OapJbIK MeMJICKeTTepAe OeTiIeHreHiH OaiKam oThIpMbI3. byil peTTe KemnTereH enjepe marbiH
KOCIIMOPBIHAAP VIIIH JKEHUACTUITeH ecen Oepy kyieci ke3menred. Keiibip empepiae, COHBIH
iminge Kazakcranma IIOb yiteimaaper ymiin ¥KEC-men katap XKEC-HBIH KaObUTIaHFaHBIH
aTam eTyre 00Jajbl.

KopsiThinapl. XKypriziireH 3epTTey KONTereH eijieple MHUKPO KOCIMOPBIHAAD ecell-
TUTIKT1 KBICKApPTBUIFaH TOPTINIEH KaJbINTACTBIPYFa MYMKIH/AIK O€peTiH YITTHIK CTaHAAPTTAP IbIH
OOJIYyBIH KOPCETTI, OChUIAWINIA OYXTaNTEepJiK €cen MeH OacKapy KbI3METIH JKYy3ere achlpyFa
KETeTiH WIBIFBIHAApABl a3aiiTanbl. byn onapra YHBIMHBIH 3KOHOMHKAIBIK KOPCETKIIITEPiH
JKaKCapTyFa *KoHE HApBIKTa TYPAKThl CE31IHyre MYMKIHIIK Oepei 1en oinaiiMbI3.

CoHbIMEH KarTap, XaJblKapaIbIK TOXKIpHOE KOPCETKCHIEH, KON JKaFaaia O0TOACBLIBIK
OM3HECIICH YChIHBIIFAaH MUKPOYHBIMIAP €H TYPAKThI )KOHE Y3aK MEpP3iM/Ii laMyFa OaFbITTaJIFaH.

bipkatap mer ennmepniH Toxipubeci Kemeci THIMII KalaM KapiKbUIBIK €CENTLTIKICH
0aiiJIaHBICTBI MUKPOYHBIMIAP YIIIIH CAJIBIK CATy/IbIH )KOHE CaJIbIK €CENTUIITIH KaJbITACThIPY/IbIH
apHalbl PKUMICPIH KOJAaHy OONybl MYMKIH €KeHIH Kepcereni. by Oyxranrepre »)yKTeMeHi
azalTajibl, €CeNTIIIKTI KAJBIITACTHIPY MPOLECIH )KEHUIACTE 1.

Ocpuraiia, caiblK JKYKTEMECIH a3aiTy, KapXKbUIBIK €CENTUIK JKYWeCiH >KEHUIIETY,
KOJITAYBIH OPTYPJIi TYpJiepi MHKPO YHBIMIApIBIH TYPAKTHI JaMybIHA BIKIAJ €TElli, OChUIaiIIa
€J1 SKOHOMHKACHIH HBIFANTYFa €JIeyJIl YiIec KOCabl JeT CaHAHMBI3.
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FOREIGN EXPERIENCE IN THE ORGANIZATION OF ACCOUNTING IN SMALL
AND MEDIUM-SIZED BUSINESSES

Nurkasheva N.S., candidate of economic sciences, assistant professor
Omirkul A.N., student

Narxoz University, Almaty, Kazakhstan

Annotation. Small business as a business structure of a new category for our economy required
to study methodological and organizational approaches to accounting through other positions. This is due
to the fact that the specifics of the activities of these enterprises place special requirements on the
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formation of information necessary for accounting and control purposes. The modern rapidly developing
information system of innovation requires constant improvement of the quality of accounting information,
its detailing and increasing the efficiency of data processing.

The need for separate accounting and taxation in small businesses - the current trend of regulating
general accounting and taxation - shows that significant difficulties arise in small businesses. Because
SMEs cannot maintain a large staff of accountants to organize parallel accounting and tax accounting. An
important way to solve these problems is the implementation of tax calculations and the development of
accounting methods.

This scientific article discusses methods based on foreign experience in creating an effective
accounting and control system that not only confirm the reliability of accounting, but also avoid serious
tax sanctions in the future.

Keywords: small and medium-sized businesses, International Accounting Standards, optimized
accounting system, World Trade Organization, accounting principles, national chart of accounts.

3APYBEXKHBIN ONBIT OPTAHU3AIIAU BYXTAJITEPCKOI'O YUETA B MAJIOM
N CPEJHEM BU3HECE

Hypxamesa H.C., kauauaT 3KOHOMHYECKUX HAyK, aCCUCTCHT-TIPOdeccop
Omupkya A.H., ctyaeHt

Ynueepcumem Hapxos, e. Anmamel, Kazaxcman

AHHoTanusa. Manerii Ou3HEeC, Kak HOBash KaTeropus OW3HEC-CTPYKTYPHI B HaIllel 3KOHOMHUKE,
TpeOyeT H3Y4YEeHUs] METONOJIOTHUECKHE M OPraHU3alMOHHBIX MOAXOAOB K BEICHHIO OyXIaJTepCKOro
yueTa uepes ApYyrue MO3WIHMU. DTO CBS3aHO C TeM, 4TO cHenu(uKa AEeSTENbHOCTH 3THX MPEANPHUITHN
MpenbsIBiIsieT ocoOble TpeOoBaHuA K (OPMUPOBAHUIO WH(OPMAIINU, HEOOXOAMMOMN IS TeNnel ydera u
koHTposst. CoBpeMmeHHast OBICTPO pa3BUBAIOIIAACS WH(POPMALMOHHAs CHUCTEMa HHHBALUU TpelyeT
IMOCTOAHHOI'O0 YJIy4YHICHUA KadeCTBa 6YXFaJITepCKOI71 I/IH(i)OpMa]_II/II/I, €€ JAcTajlu3allii M IIOBBIIICHHA
s ekTuBHOCTH 0OPAOOTKH JaHHBIX.

HeobxomumMocTh pa3fenbHOTO BeACHUS OyXTralaTepcKOro ydyera M HaJOrooOJIOKEHHs Ha
NPEINPUIATUAX MaJIoro OW3Heca — COBPEMEHHAs TEHJACHIMS PEryJIMpOBaHUs OOIIEro yuera |
HAJIOT000JI0)KEHUI-TIOKAa3bIBAET, YTO B MaJOM OM3HECe BOZHHKAIOT 3HAYUTENbHBIE TpyAHOCTU. [ToTomy
yTo cyosekTsl MCB He MoryT conepxarb OONIBIION MTAT OyXraaTepoB AJs OpraHu3aliy NapajljieIbHOTO
OyXrajaTepcKoro W HaJIOTOBOTO ydeTa. BakHBIM MyTeM pelIeHHs 3THX 3ajad SBISIETCS OCYLIECTBICHHUE
HAJIOTOBBIX PacdeTOB M pa3paboTKa METOAUKH BEICHUS OyXTalTepCKOTO yUeTa.

B nanHOi Hay4yHOM cTaTbe pPacCMOTPEHBI METOOMKH M0 3apyOeKHOMY OIBITY CO3IaHUS
3¢ PEeKTUBHON CHCTEMbI OyXTIaJTEpPCKOr0 ydeTa M KOHTPOJIS, HO3BOJIAIOLIME HE TOJIBKO MOJATBEPAUTDH
JIOCTOBEPHOCTH OYXTaJTEPCKOTO y4eTa, HO M N30eKaTh CEPhE3HBIX HAIOTOBBIX CAHKIUH B OYyIEM.

KaroueBble ciaoBa: Majibli W CpeIHUE OW3HEC, MEXKIyHAPOIHBIC CTaHIAPTHI yueTa,
ONTUMM3MPOBAHHAA CHCTEMa y4yeTa, BceMupHas TOpProBas OpraHu3alys, NPUHLUIBI OyXTalaTepcKoro
y4eTa, IjIaH HAlIlMOHAJIBHBIX CUCTOB.
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AIIPOBAIIUA METOJOB YIIPABJIEHUA U3SMEHEHUAMU HHBECTULIMOHHO-
CTPOUTEJIBHBIX ITPOEKTOB HA OCHOBE BA3bI IAHHBIX
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1 . . . . .
Hayuonanvusiil uccieoosamenvexuti Mockogckuii 20Cy0apcmeeHHblll CMPOUMEbHbIlL YHUGEPCUMEN,
2. Mocksa, Poccuiickas @edepayus

2
Komnanus SmallTalk2.me, 2. Can-®@panyucko, CIIIA

AnHoTanus. B COBpeMEHHBIX peanusX OIEHKa CTOMMOCTH HHBECTHUIIMOHHO-CTPOUTEIHHOTO
MPOEeKTa Ha Pa3MYHBIX JTalaxX XU3HEHHOTO IHKIA B 3HAYUTEIFHOW Mepe OCIOKHEHa OTCYTCTBHEM
METOJIOJIOTHYECKOTO €MHCTBA MPUMEHIEMBIX METOJO0B M MOAX0A0B. Ha KakqoM 3Tame MCIOIb3YOTCS
cnenu(uIecKrue METOb, 324acTyio 00JIaalonne ciaboil CBI3HOCTBIO U CUCTEMHOCTBIO, YTO 3aTPYAHSET
YHpaBJICHUC MHBECTULIUOHHO-CTPOUTECIIbHBIMU IMIPOCKTAMU U JOCTHIKCHUEC 3aAIIJIAHUPOBAHHBIX IMMPOCKTHBIX
pe3ynpTaToB. PaspemieHne KOMIDIEKCAa CHCTEMHBIX MPOOJeM MPOSKTHOTO MEHEKMEHTa BO3MOXKHO Ha
OCHOBE COBCPIICHCTBOBAHUA METOAO0JIOIrnn BaHHI[HOﬁ OLICHKH CTOUMOCTHN HWHBECTHUIITMOHHO-
CTPOUTEILHOIO TMPOEKTa, 4YTO OYAEeT CIOCOOCTBOBATH YCICHIHONW peaau3allii M 3aBEPIICHUIO
WHBECTUIIHOHHO-CTPOUTEIHHOTO TIPOEKTA.

MeTtoaoa0run4eckoil OCHOBOM HCCIEAOBAHMS SIBISIIOTCS: CUCTEMHBIN aHAIU3, METOABI SKCIIEPTHOU
OLICHKH, CpPaBHCHUS, aHAJIOT'MH, aHAJIU3 a6COHIOTHI>IX 1 OTHOCHUTEIBHBIX MMOKa3aTeJieH.

B xoxe manHOTO HMICCnemoBaHUS MPOBEACHA ampoOalisi OCHOBHBIX METOIOM OIEHKH Iporpecca
HCII Ha OCHOBaHWMW CMOEITUPOBAHHBIX OTYETHBIX IMEPHOIOB B COBPEMEHHOM aBTOMATH3MPOBAaHHOM
MPOrpaMMHOM KOMILIEKCE 10 KaJCHIApHO-CETEBOMY ILIAHUPOBaHHIO Primavera. BBISBICHBI U yUYTECHBI
OCHOBHBIC TMOTI'PC€HIHOCTU HMCIIOJB30BaHUSA METOAOB OILCHKH HNPOTpeCCa, a TAKKE MNPCIIOXKCHBI IMyTH HUX
yCTpaHEeHHs] © MUHUMH3UpOBaHU. Ha KOHKpeTHOM mpuMepe 00bheKTa TEIUIOIHEPTETHIECKOT0 KOMIUIEKCa
«['TI1-4», mnpoBeACH CpaBHUTENBHBIN aHanu3, omnpezaeicHa 3S((OEKTUBHOCT W JIOCTOBEPHOCTH
MMPUMCHEHHUA OCHOBHBIX METOJOB OIICHKHU IIPOTrpecca HCII no xi1ro4eBsIM KpPUTEpUAM CPABHCHMUA.

KuaroueBrble cjioBa: CTPOUTENHCTBO, OPTraHU3AIIOHHO-TEXHUYECKHE PEIIeHUs], UHBECTHIIMOHHO-
CTPOUTENHHBIN POEKT, METOIbI YIIPaBICHHSI U3MEHEHUSIMHU.

BBegenmne. AKTyalbHOCTh TEMBI UCCIIEOBAHUS OOYCIIOBJIEHA TEM, YTO MHBECTUIIMOHHAS
NeSITeIbHOCTh, (pOpMHpYyeMasi B BUJE MHBECTULHMOHHBIX MPOEKTOB — BAXKHEUIINH MHCTPYMEHT
pa3BUTHUS SKOHOMHUKU. B CcBOIO ouepenb, opraHusanysi MWHBECTHUIIMOHHOW JAEATEIbHOCTH —
CJIOKHAsi MHOronapaMeTpoBas CHUCTEMa, BKJIIOUarolias B ceds o0beM, CTPYKTypy, cdepsl u
00BeKThl MHBeCTHIMH. B 3TOil cBsA3u oxumaemblil 3¢(GeKT OT MHBECTHUIMN — IpupalleHue
00BEMOB MTPOM3BO/ICTBA, MOBBIIIEHHE Ka4eCTBA U POCTa KOHKYPEHTOCIIOCOOHOCTH MPOJIYKIIMH,
OCBOEHHE HOBBIX BHJIOB TPOAYKIUHU, BBIOJIHEHUE CTPATETUYECKUX, MOJUTUUYECKHUX,
COLMANIbHBIX 00513aTENIBbCTB U JP.

ObecrnieueHre pe3ysbTaTUBHOCTH KalMTaJIbHBIX BIIOKEHUH 3a CYET HCIOJIBb30BAHUS U
BHEJIPEHUS MEPEAOBbIX U HOBEHMIINX PELIEHUI, TEXHOJIOTUNA U APYTrUX YCIOBHM MHBECTOpaA IO
OTHOUICHHIO K YPOBHIO TEXHHYECKOIO OCHAIIEHUS U KAa4eCTBY OOBEKTa — IO3BOJIST MOJIYYUTh
KOHKYPEHTHBIH 00BEKT U peHTabenbHbIi pe3ynbTar. CleayeT OTMETUTh, YTO MHBECTUI[MOHHBIE
npoekTbl B Poccuiickoit @enepanii B 3HAYUTENBHOM Mepe 3aBHCAT OT OCOOEHHOCTEH
PETHOHAIBHOTO YPOBHS HMHBECTHUIIMOHHOTO KIMMAaTa, KOTOPHIE OMNpPENeNsioTcs OONbIINM
KOJIMYECTBOM YaCTHBIX HEXapaKTEepPHBIX MpUyHH [1, 2].

Martepuanbsl u MeToAbl HccjegoBaHus. llens wucciaenoBaHuss — paccMOTPETH
TEOPETUYECKHE W MPAKTHUYECKUE ACHEKThl YIPABICHUS W3MEHEHMSIMH WHBECTHLIMOHHO-
CTPOUTENBHOTO MPOEKTa Ha OCHOBE 0a3bl TaHHBIX.
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OOBeKT wucclaeOoBaHUA — METOAbl YNPABIEHHS CTOMMOCTBIO HMHBECTHUI[MOHHO-
CTPOUTENILHOTO IPOEKTA.

IIpenmer uccnenoBaHMsl — HAIpPaBICHUS YIPaBJIEHUS U3MEHEHUSIMH WHBECTULMOHHO-
CTPOUTENILHOTO IIPOEKTA.

IIpoBeneHne KOMIUIEKCHOW CpPaBHUTEIBHOM OLEHKHM HWHBECTULMOHHOI'O IPOEKTa
3aHMMAaeT BaXHOE MECTO B MexaHu3Me O000CHOBaHHS 3(P(HEKTUBHOCTH HCHOIB30BAHUS
KJIFOYEBBIX MeTOJI0B onleHkH nporpecca MCII. Hamnyummm cnocoOom npeacraBieHus mpouecca
BbIOOpa Hambojee ONTHMAJIbHONH MOJENM B paMKax oO0IIero MexaHu3Ma OOOCHOBAHUS
3¢ (}EeKTUBHOCTH METO/I0B OLEHKHU Iporpecca MpOeKTa ABISETCA €ro alrOpUTMU3aLus, TJ1aBHas
3aJa4a KOTOpOM — pa3paboTKa TIOIIaroBOM WHCTPYKIMU JJs CPABHHUTEIBHOM OIICHKU
MH(POPMALIMOHHBIX MOJEJIeH Ha OCHOBAaHMM COBPEMEHHOI'O IPOrPaMMHOIO KOMIUIEKCa I10
KaJleH/1apHO-ceTeBoMYy TutanupoBanuio [10 «Primavera” [3].

ANropuT™M IpeaycMaTpUBAaeT IOCIENI0BAaTEIbHbIN pacueT M0 KIIOYEBBIM KpPUTEPUSIM
cpaBHeHHMs] WH(POPMAIMOHHBIX Mojened. IlocienoBaTenbHOCTh OLEHKHM W HCHOJIb30BAHHA
KPUTEPHEB B aIrOPUTME TAaKHUE K€, KaK ObUIM ONMUCAHBl B MPEAbLAYILEH YacTH HCCIIeAOBAHUS:
KPUTEPHH OIOJUKETHBIX PACXOIOB, KPUTCPUH JUIUTEIBHOCTH, M KPUTEPUH KadyeCTBEHHBIX
MOKa3aTeeH.

OcHoBHOI Bompoc MpH (POpPMHUPOBAaHUN MH(POPMAITMOHHONW MOJIENN WHBECTULMOHHO-CT-
POUTENLHOTO IPOEKTa, XPaHSIIYI0 B ceOe olpeeeHHY0 HHPOPMALIHIO, JOCTATOUHYIO /Ui KOM-
IUIEKCHOTO YIPABJIEHUS, SIBIISIETCS — BBIOOp MporpaMMHoro ooecriedueHusi. CoBpeMEHHOE Mpor-
paMMHOe obeclieueHue, MCIOJIb3yeMoe AJIsl YIPaBJIEHUs! IPOEKTaMU U MOPTQENIMU POEKTOB,
JOJDKHO 00€creurBaTh PeaM3alrio 3a1ad TUIAHUPOBAHMS, KOHTPOJS M aHAIM3a HMCIOTHEHHUS
IPOEKTOB U IPYIII IPOEKTOB 10 TAKUM IapaMeTpaM, Kak CPOKH, CTOUMOCTb U PECYPCHI.

[Tporpammuoe obecneuenne Oracle Primavera mpencraBisier co00i KOMIUIEKC B3aUMO-
CBSI3aHHBIX CPEJICTB YIpPaBJIEHUS MPOEKTaMU, OPUEHTUPOBAHHBIN Ha MOTPEOHOCTH YIpaBJICHUS
J00BIMU IO MacIITady M KOJIMYECTBY HMPOEKTaMU M 00ECTeUMBAET PYyKOBOJIUTENIEH MPOEKTOB
uHpopMalrel, Mo3BOJISAIONIEH MPUHUMATh OOOCHOBAaHHBIE YIPABICHUECKUE PpEIICHUs s
JOCTHKEHHUSI 1esied NMPOEeKTOB U mopTdenedt mpoekToB. DopmupoBaHue HHDOpPMALMOHHON
MoJenu B mporpaMMHoM koMiuiekce Oracle Primavera ckiafpiBaeTcs U3 OCHOBHBIX — UYETBIPEX
¢a3. [lonpoOHast cTpykTypa mocTpoeHus: HHPOPMAIMOHHON Mojaenu npuBeneH B Tabmure 1, a
obmas Ctpykrypa unpopmanumonHod CIIIIP cuctembl mOANEp>KKU TPUHATHS — peIICHUN
npeJcTaBieHa Ha puc. 1.

i E AHanuTMYeckan cUCTeMa = E
i \ — - é:j:) N
Oneparop —Y/ \ OneparusHeii Meunepxep

aHanus
- OLAP

D P ’ @E

eng#étzmaﬂ MHrennemyaanbn‘4<’
0neparop ananua Jxcnept
AREIF] Data Mining
D w & = D []
Oneparop AHanuTuk

Pucynok 1 — Ctpykrypa nungopmanuonnoii CIIIIP (cucteMbl mogaep:KKu NpUHATHS
peleHuii)

31



(

A Ha puc. 2. peacTaBiieH npoiecc cOopa, XpaHSHHUs, Iepeadn ¥ aHaIn3a HHPOPMaIuu
B pa3pabOTaHHOU 0a3e TaHHBIX.
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Pucynok 2 — IIponecc coopa, XxpaHeHus1, IepeIayn U aHAJIN3a HH(OPMANUU B pa3padoTaHHol 6a3e

JAHHBIX

Tadmuua 1 — Crpykrypa dopmupoBaHusi UH(POPMALMOHHOW MoAeaH B NPOrPaMMHOM
obecnieuennn Oracle Primavera

Ne | HammenoBanue IIepeuens onepanuit
(hazbl
1 Nuunnmanus 1. OcymectBieHrue 00OCHOBAaHUS MPOEKTa M MPHHATHE pEIIeHUs 00 ero
WCTIOJTHEHUH.
2. KonnenrtyanpsHOoe TIUIaHUpOBaHWE OyAyIIEro TMpOeKTa, a  TakkKe
MEPOIIPHSITHS IO TIPEIIOTOBOPHOI padoTe.
3. Ormpenenenrie  CTPYKTyphl — MPOEKTa, MpPOBEIEHHE  aHalh3a  €ro
OCYIIECTBUMOCTH.
4. TlpucBoeHue KOJUPOBKH MTPOEKTY.
5. TlpucBoenue naThl nprKaza 00 HHUIUMPOBAHUH MTPOEKTA.
2 [InanupoBanmne | 1. Co3nmanue KaleHIaps MPOEKTa.
2. Ha3HayeHne OTBETCTBEHHBIX MCIIOJHUTEIEH HA KaX/IbIi YPOBEHb.
3. Ha3nauenue 3aBucUMOCTEN MexXay paboTamu.
4. OmpeneneHue pacxoI0B Ha paOOTEHI.
5. IlpoBeneHue aHann3a 3arpy3ku pecypcoB.
6. dopmupoBaHue pecypcoB U pojel Ha OTAEIbHbBIE PaOOTHI.
7. @opmupoBaHHe 0a30BOTO IUIaHA IPOEKTA.
8. Ha3HaueHue OKyMEHTAIlMM Ha Pa3HbIC YPOBHU paboT.
9. IlpoBeneHue pacueTa pacHMCaHMsI IPOCKTA.
3 Ucnonuenue u 1. BBoxa v npumeHeHHe HaKTHUECKUX JaHHBIX 10 paboTaMm MpoeKTa.
KOHTPOJIb 2. Ompenenenue NpOIEHTA BHIMOIHEHUS JTTUTEIBHOCTH ITPOEKTA.
3. Ompenenenue NpoIEeHTa OCBOCHHUS PECYPCOB.
4. OmnpeneneHue MpOLECHTA BBITIOIHEHHS OIOKETa IPOEKTA.
5.  KoHTposb OTKIIOHEHHI 110 pecypcaM B pacxojaM MpoeKTa.
6. AHanH3 pHCKOB IIPOEKTA.
4 3aBeplieHHe 1. BrmonHeHHe Npoueaypbl SKCIOPTa TPOSKTHBIX JAHHBIX MIPOEKTA.
2. BpnonaneHue npouenypbl U3bITHs IPOCKTA.
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Ilocne ¢opmupoBaHus HHGOPMAMOHHONW MOJAEIM B COBPEMEHHOM IPOIPaMMHOM
xomiuiekce 1O «Primavera” BBINONIHSAETCS KOMILICKCHOE CPaBHEHHE JICBEJIONEPCKUX MOJIEIICH
MHBECTULMOHHO-CTPOUTENNBHOIO IPOEKTa IO TPEM OCHOBHBIM METOJAM: METOJ OCBOEHHOIO
o0beMa, METO/I ONpEeACTICHHUS YACIHHOrO Beca paboT, METO/ OLIEHKH Iporpecca Ha OCHOBAaHUH
TpyZo3aTpar.

KommniekcHoe cpaBHenue mnpoucxogutr Ha (aze Ne3 «lcmonHeHMe H KOHTPOJbY»
(dopmupoBaHus UHPOPMALMOHHON Mojenu npoekra. OHO moapazyMeBaeT MOciieA0BaTeIbHbIN
pacyer MO KIIOYEBBIM KPUTEPHUSIM CpaBHEHUs WH(POPMALMOHHBIX MOJENEH: KpUTEepHUu
OI0/KETHBIX PACXO0B, KPUTEPUH CPOKOB, M KPUTEpU KadecTBa [4].

[TonpoOHBIM anropuT™M NPOBEACHHUS KOMILIEKCHOM CpPaBHUTEIBHON OLIEHKH MOJEJEH
NCII npuBeneH B Tabdmure 2.

Tabauna 2 — AJroputT™M mnpoBedeHUs] KOMILUIEKCHOH CPAaBHUTEJIbHOH OLEHKH Mojesei
HHBECTHIMOHO-CTPOUTEIHLHOI0 MPOEKTa B MporpaMMHoM odecniedenun Oracle Primavera

Ne | Haunwme- IToxaszarenu cpaBHEHUS
HOBaHUE
KpUTEpHS
1 | Cpoku 1. Onpexenenue TeKyIero cTaryca pealn3anuu rpadguka npoexra (IHei, %).

2. OmpepeneHue OCTABIIETOCS CPOKa JI0 3aBEPIICHUS PeaTr3aliiy MpoekTa (nHeH, %).
KonmuiecTBeHHBIC TTOKA3ATEIH:

Wnpexc Beimonuenus cpokos (MBCP), % peanuzanuu rpaduka mpoexTa;

. Otxnonenue ot cpokoB (OCP);

. IIporao3nasi IIUTENBHOCTD PeaU3aIiy MPOeKTa (IHeH, %).

W oo

2 | bromxer Omnpenenenue TEKYLIEro CTaTyca BBIIOIHEHUs Oromxkera npoekta (pyo, %).

Onpenenenne oOcCTaBIIerocss OFOMKETa JJIS  3aBEPIICHUS pealn3alldd  MPOeKTa
(py6, %).
KonnuecTBeHHBIE TOKA3ATENMN:

a. Munexc Beimomuenus croumoct (MBCT), % BeImonHeHHs O10KeTa MPOEKTa;

6. Otritonenue o croumoctu (OCT);

B. [IporxHo3 notpebHOCTH B prHaHCHUpOBaHUM ITpoekTa (pyo., %).

Al o

3 | KagectBo | 1. Omnpezaenenue TEKyLEro cTaryca BHIIOIHEHUS Gu3nyeckux 00bemMoB padot (%).

2. Omnpezenenue BBIIOIHEHUS Tpyno3arpar (ued, %).

3. Omnpenenenne octaBmnXcs HU3NIECKUX 0OBEMOB PaObOT ISl 3aBEPIICHUS PeaTn3allui
npoekta (%).

4. OmnpeneneHne OCTaBIIMXCS Tpymo3arpar (4Wed, %) A 3aBEepLICHUs peaTu3aliu
npoekTa (py0, %).

KonnuecTBeHHbIE IIOKa3aTeNN:

a. MHpekc BeIodHEHHS (GHU3HYECKUX OOBEMOB 1O S-KpUBBIM, % BBIIOJIHEHUS

¢bu3nIecKux 00bEMOB;

Wupekc BBIMOTHEHUS TPYA03aTpaT Mo S-KPUBBIM, % BBITOJIHEHHS TPY103aTPaT;

OtkIloHEeHHE OT UHJeKca (HU3NIECKUX 00HEMOB;

OTKIJIOHEHHE OT MHJIEKCA BBIMOJIHEHHS TPY103aTpaT;

[Iporuo3 BeImoONHEHNS HU3NIECKUX 00BEMOB IO BUaM padoT;

[IporHo3 noTpeGHOCTH B TPYAOBBIX pecypcax, B MallIMHAX M MEXaHU3MaXx.

oF o ® O

Pa3paboranHblif anroputM MPOBEACHUS KOMIUIEKCHON CPaBHUTENBHON OILIEHKH peIlaeT
npoOJjeMy TOIMIAaroBOM WHCTPYKIMH JJisi OmpeneieHus Haubonee 3(PGEeKTUBHON MOaeTH
WHBECTUIIMOHHO-CTPOUTEIHHOTO MPOEKTa, C(HOPMUPOBAHHONW Ha OCHOBAaHMHM OCHOBHBIX
KIIFOYEBBIX MCETOJ0B OHLCHKH IIPpOorpecca HWHBECTUIHHUOHHO-CTPOUTCIBHOI'O ITPOCKTA. ,ZlaHHafl
ANTOPUTMU3ALIUS TIPEIJIOKEHHOW CPAaBHUTEIHHOW OIIEHKH IO3BOJSET YTBEPIUTH BHIOPAHHBIIM
METOJI B KAaYECTBE YHHBEPCAIBHOTO Mo 1Xx0/1a 1pH otieHke ¢ dextuBnoctu UCII.
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[IpakTrueckue pacueTbl U Pe3yJIbTAThl UCCIEAOBAHMS MPOEKTa TEIUIOIHEPreTUYECKOIro
komiuiekca «I'TII1-4» npuBeneHbl B caeAyOUIEN YacTH HACTOSIIEN TJIaBbI.

Pe3ysbTarsl BHeJApeHUSI MEeTOAUKH M oueHka ee 3¢ dexTuBHocTH. Ha ocHOBaHuU
IIPOBEJCHHOIO aHAJIN3a, & TAK)KEe aJIrOPUTMA IIPOBEICHUS KOMIIJIEKCHOW CPaBHUTEJIBHON OLIEHKH
MOJIeJIE Ha OCHOBAaHUM KJIIOUEBBIX KPUTEPUEB CPABHEHHS OCHOBHBIX METOJOB OLICHKH
nporpecca MCII Ha KOHKpeTHOM mpuMepe 00beKTa TerodHepreTudeckoro komriekca «[ TIIT-
4» mpoBezieM anpoOanuio pe3yabTaToB, a TAKKe ONpEeAesUM MPaKTUYHOCTh U JIOCTOBEPHOCTH
OCHOBHBIX METOJIOB OIEHKH HpOrpecca: METOJ OCBOCHHOIO 00beMa, METOJ| OIpelesIeHUs
yIeIbHOr0 Beca paboT, METO/1 OLICHKH MPOrpecca Ha OCHOBAHUU TPy103aTpar.

OObekT: «l'maBHass TOHW3WTENBbHAS TonACTaHIMS Nedy OTHOCHUTCS K THITY OINACHO-
npou3BoACcTBeHHBIH 00BekT (OIIO), pacnonararoniuiics Ha TEPPUTOPHUH MOCKOBCKOTO
HeTenepepabdaTeiBaromiero 3asoaa: Tepputopus 3aBoaa AO «["aznpomuedTs-MHII3».

OcHoBHbIE BUIbI pabOT MPOEKTA:

1. CrpourennctBo kabenbpHol JInaun KJI 6 kB: «O0bekT Nely;

2. CrpoutensctBo noactanuu [1C 220 kB: «O0bekT No2y;

3. CrpowurennscTBo kabenpHOU mHIH KJI 220 kB: «O0BeKT No3y;

4. Pexoncrpykuus noactanuuu [1C 220 kB: «O0bexT Nedy;

5. Pexoncrpykuus noacranuuu [1C 220 kB: «O0BekT NoS».

Cpoxu peanu3zanuu oobekTa: 16 mapra 2020 1. — 29 okTsa6ps 2023 r.

Cdhopmupyem MHPOPMALMOHHYIO MOJENb MPOEKTa TEIUIOPHEPTETHUECKOTO KOMILIEKCa
«'TIII-4», a Takxke CMOAEIUPYEM MPOMEKYTOUHYIO OTUETHYIO ATy peaiu3aluu MpPOeKTa Ha 1
auBapss 2022 roja mpu IOMOILIM COBPEMEHHOIO AaBTOMAaTHU3WPOBAHHOIO IPOTrPaMMHOIO
KOMIUIEKCa 110 KaJleHIapHO-CeTeBOMY IutaHupoBanuio Primavera P6 Professional. ITpoussenem
pacuérel Mozenell Ha OCHOBaHMM 3-X METOJOB OLEHKM Iporpecca HHBECTHUIMOHHO-
CTPOUTENLHOTO MPOEKTA: METOJ] OCBOEHHOIO0 00BbeMa, METOJ YACIbHOTO Beca paboT U METOJ
TpyZao3aTpar.

Meton ocBoeHHOro odbema. Pesyinbrarel pacuéra MH(OPMAIIMOHHON JEBEIONEPCKOM
MOJIEJIA OIIEHKH MpOoTpecca CBeIeM B TaOIuILy 3.

Tabauna 3 — PesyabTaThl pacuéra ungopmauuonnoii moaeau npoexkta TIOK «I'TII-4»,

NMoJIy4eHHbIe METOI0M OCBOECHHOT0 00beMa. Omuémnas oama: 1 aneaps 2022 2.
No HanmenoBanue ITokaszaTenu cpaBHEHUs
KpUTEpHs KpUTEpUs
1 2 3
1 Cpokn 1. Texyuwmii cTatyc peanu3anuu npoekra: 1968 nuei;

2. QOcraBmuiics CpoK JI0 3aBEpIICHHS peaTn3aliu npoekra: 1998 nueit.
KonnyecTBeHHBIE NTOKA3ATENN:

a. HMupnexc Bemonnenus cpokos (MBCP): 0,69;

6. Orxonenue ot cpokoB (OCP): 148 574 676,69 py6.;

B. Ilporrosnas mmuTenpbHOCTH peaym3aruu npoekrta: 4066 mHei.

IIpo1eHT BBINONTHEHUS ATUTENBHOCTH IIpoeKkTa: 49,62%

2 bromxer 1. Texymwmii CTaTyc BBITIOJIHEHUS Oromkera MIPOEKTA:
43 832 597 784,57 pyo.;

2. OcraBuuiicss OMODKET 0 3aBepIICHHS peau3ald  IPOCKTa:
204 406 245 387,25 pyO0.

KonnuecTBenHble oKazaTenu:

a. MHupexc seimonHenus crommoctr (MBCT): 0,23;

6. Orxionenne o croumoctr (OCT): 146 574 676,69 py6.;

B. [Iporno3s MOTPeOHOCTH B (uHaHCUPOBAHUH MPOEKTa:
396 813 519 868,89 pyo.
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1 2 3

ITporneHT BBINOTHEHMsI CTOUMOCTH mpoekTa: 38,49%

3 KadectBo 1. Komn-Bo ocBoeHHBIX Tpymo3aTpart: 229 409 047 wen-vac;

2. Kon-Bo ocTaBmIUXCS TPYH03aTpaTr sl 3aBEpIICHUS pealTu3ariiu
npoekra: 403 887 577 uen-yac.

KonndecTBeHHBIC TTOKA3aTEIH:

a. MHupexc seimonHenus tpynosarpar: 0,31;

6. OTKJIOHEHHE OT MHACKCA BBIIOJHEHHS TpyAo3arpar: -1,68;

IIponeHT BEINOTHEHMS TpyAO3aTpar npoekra: 36,22%

Mertox ompeneneHust yneiabHOro Beca pabot. Pesymbrarhl pacuéra mH(OpMaAIMOHHON
JIEBEJIONEPCKON MOJIETN OLIEHKH ITporpecca CBeeM B Taduuily 4.

Tabimuna 4 — Pesyabtatsl pacuéra mHpopmanmonHoii mogenun nmpoexkta TIK «'TIII-4»,

NOJIy4YeHHbIe METOI0M Y/AeJIbHOI0 Beca padoT Omuémuan oama: 1 aneapa 2022 2.
No HanmenoBanue IToxaszarenu cpaBHEHUS
KpHUTEpHS KpHUTEpHS
1 Cpoxu 1. Texymmii craTyc peanu3amnmu rmpoekra: 1968 nHei;
2. QOcraBmuiicss cpoK [0 3aBeplleHHs] peanu3aluu IpoekTa: 1978
THEM.

KonnuecTBenHble nokazaTenu:
a. HWunexc BemonaeHus cpokos (MBCP): 0,57;
0. Ortxkionenue ot cpokos (OCP): 157 574 676,69 pyo6.;
B. IlporHo3Has mnuTenbHOCTh peanu3anuu npoekra: 4086 nHei.

[IpoueHT BBINIONIHEHUS JIUTENbHOCTH npoekTa: 46,00%

2 bromxer 1. Texymwmii cTaTyc BBIIIOJIHEHHS Oromxera IIPOEKTA:
33 832 597 784,57 py6.;

2. OcraBumuiics Oro/KEeT A0 3aBEpLICHUS pealu3alydy  IPOEKTa:
204 406 245 387,25 pyo.

KonnuecTBeHHbIe MOKa3aTenu:
a. MHupexc semonnenus crommoctr (MBCT): 0,24;
6. Orknonenue no croumoctu (OCT): 148 574 676,69 py0.;
B. [IporHo3  morpeOHOCTH B  (MHAHCHPOBAaHMH  IPOEKTA:
399 813 519 868,89 pyo.

ITponeHT BBINOTHEHMS CTOMMOCTH IpoekTa: 42,49%
3 KadectBo 1. Kon-Bo ocBoeHHBIX TpyHo3aTpar: 229 409 047 gyen-gac;
2. Kom-Bo ocraBmmxcs TpyAo3arpar JUisl 3aBEpIISHUS peaTr3alliu
npoekra: 403 887 577 uen-vac.
KonnuecTBeHHBIE NTOKA3ATENN:
B. HMunekc BemonHeHU Tpymo3arpart: 0,30;
r. OTKJIOHEHHE OT MHJIEKCa BHINOJIHEHHS Tpyo3arpar: -1,66;

IIpouieHT BBIIOIHEHUS TpyA03aTpaT npoekra: 32,62%

Metoax Ha ocHoBaHMM Tpyao3arpar. Pesynbrarthl pacuéra HH(DOpPMAMOHHON

JIEBEIONEPCKON MOJIETH OIIEHKH MTporpecca CBEIeM B TaOIuILy 5.

N 3pech MBI BUAUM, 4YTO B 3aBHCHMOCTH OT TPHMEHEHHBIX METOJIOB pacdeTa
WH(OPMAIIMOHHBIX MOJIENe WHBECTUIIMOHHO-CTPOUTEIHHOTO MPOEKTa BAPBUPYIOTCS KIFOYHBIE
MOKa3aTelu napaMeTpoB MPOEKTa, XapaKTepU3YIOLIUe cTaTyc ero peanuszauuu. [Ipu pasnuyuHbix
BapHaHTaX pacyera JIeBENONEePCKUX HH(POPMAIMOHHBIX MOJeNei HM3MEHSIOTCS KITFOUEBbhIE
MOKa3aTeI CPaBHEHUS] HHBECTULIMOHHO-CTPOUTEILHOTO MPOEKTA.
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Tabimna 5 — Pesyabtatsl pacuéra mHpopmannonHoii mogenn mpoexkta TIOK «'TIII-4»,

MOJIy4e€HHbIEe METOJ0OM HA OCHOBAHMHU TPya03aTpaTt Omuémmnas oama: 1 ausaps 2022 2.
Ne HanmeHnoBan IToxaszarenu cpaBHEHUS
KPUTEPHs | M€ KpUTEpUs
1 2 3
1 Cpokn 1. Texymwmii cTatyc peanu3anuu npoekra: 1968 nHei;

2. QOcraBmuiics CpoK 10 3aBEPIICHUS peaTn3aln npoekra: 1998 nueit.
KonmdecTBeHHBIC TTOKA3aTEIH:

a. Mupekc Beimonnenus cpokos (MBCP): 0,59;

0. Ortknonenue ot cpokos (OCP): 118 574 676,69

B. IIporHo3Has mIuTeNbHOCTH peaym3aruy npoekra: 4016 mHeit.

IIponeHT BEINOTHEHMS JUIUTENBHOCTH IpoekTa: 46,00%

2 Brouxer 1. Tekymmii cratyc BbINOIHEHUs Orojpkera mpoekta: 45 832 597 784,57
py6.;
2. OcraBmmiics OMMKET [0 3aBepIICHHS pealn3alliid  MPOEKTa:
200 406 245 387,25 py®.

KonugecTBeHHBIE TOKA3ATENN:

a. Hunekc BemonaeHus croumoct (MBCT): 0,33;

0. Ortkinonenue o croumoctu (OCT): 118 574 676,69 py0.;

B. Ilporuos MOTPeOHOCTH B (hMHAHCUPOBAHUU MPOEKTA:
396 813 519 868,89 pyo.

ITpoueHT BbIIONHEHMsI cTOoUMOCTH npoekTa: 44,49%

3 KadectBo 1. Kou-Bo ocBOCHHBIX Tpyno3aTpart: 229 409 047 uen-yac;

2. Kon-Bo ocraBmIHMXCsI TpyHmo3aTrpar mjisi 3aBeplICHHUs pealu3anun
npoekTta: 403 887 577 uen-uac.

KonndecTBeHHBIE TOKA3ATENH:

a. HWunekc BemonHeHws Tpyno3arpat: 0,39;

0. OTkIOHEHHE OT MHAEKCA BHIIOJHEHUS TpyAo3aTpart: -1,62;

ITpoueHT BeInONHEHH TpyAo3arpar npoekra: 30,62%

IIpakTnyeckne peKOMeHIAMHU H KOMILIEKCHas oneHka npoekra TOK «I'TIIT-4» na
OCHOBAHMHU CpaBHeHHUs1 0a3bl JaHHBIX. KoMIUIeKCHasl cpaBHUTENbHAs OleHKa. [[s pemieHus
[JIABHOW  3aJaud  HAy4YHOTO  HCCJIEZIOBaHUS  HEOOXOJUMO  TPOBECTH  KOMILJIEKCHYIO
CPaBHHUTEIBHYIO OLIEHKY JIEBEJIONEPCKUX HH(POPMALIMOHHBIX MOJENeld, pPacCUYMTAHHBIX Ha
OCHOBaHUHU TPEX METOJOB OLIEHKH Iporpecca. CpaBHHMB Pe3yJbTaThl KIHOYEBBIX APAMETPOB
peamuzanuu xoxa npoekta TOK «[TIII-4», monyuum HarisgHyr KapTUHY 3(QQEKTUBHOCTH,
MOTPENIHOCTH, OCHOBHBIX IPEUMYILIECTB U HeocTaTkoB MeTo10B (Tabnuua 6).

Tabmmuma 6 — KommiexkcHasi cpaBHMTeJlbHas oOlleHKa Mojejeil HWHBECTHIMOHHO-
crpouTteabHOro npoexkra TIOK «I'TITI-4»

MeTo/1 O1I€eHKH ITporpecca
Ne Kpurepuit Merton ocBoeHHOro | Meton  yaensHOro | MeToa Ha OCHOBaHUU
.10 o0vema (MOO) Beca pabot (MYBP) | tpymozatpat (MTP)
1 2 3 4 5
1 unekc Boeinosinenus | 0,69 0,57 0,59
cpokoB (MBCP)
2 Otknonenue ot cpokoB | 148 509 676,00 167 574 676,79 158 594 676,69
(OCP), py6
3 IIporHo3nas mmutensHOCTh | 4066 4016 4086
peanu3anuy NpoeKTa, THeu
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1 2 3 4 5

4 Nunexc Beinonuenus | 0,23 0,24 0,33
croumoctu (MBCT)

5 Orkiionenue mo croumoctd | 146 509 676,67 138 599 665,69 118 574 676,09
(OCT), py0.

6 [Iporno3 motpebHocTn B | 143 813 899 328,89 | 139 845519 768,54 | 125 803 459 860,00
(hMHAHCHPOBAHUH IPOCKTA

7 Munexc BeinmosiHenus | 0,31 0,32 0,30
Tpymo3arpar

8 OtknoHeHnue OT wHHAEKca | -1,68 -1,70 -1,75
BBITIOJTHEHHUS TPYI03aTPaT

9 IIpoueHT BelnosiHeHus | 49,62 46,00 46,00
JUTATEIILHOCTH MPOCKTA

10 | [pomenT BeItosHeHUs | 38,49 42,49 44,49
CTOUMOCTH TIPOEKTa

11 | [IpoueHt BBIIOJIHEHUSA | 36,22 36,62 30,62

TpYyA03aTpaT IpoeKTa

W3 nanHo#l TaOnuibl ClieqyeT, 4TO KPUTEpUN MPOTHO3HOW UIUTEIbHOCTH pealn3aluu
MPOEKTAa KOMIUIEKCHON CpPaBHHUTEIILHOW OIICHKHM IO PAaCcCMOTPEHHBIM METOJlaM MPUHUMAET
3HaueHue B uHtepBaie oT 4016 no 4086. U3 yero cieayer, 4yTo pa3nuuus B METOAAaX pacuera
UH(POPMALIMOHHON MOJENN CYIIECTBYIOT, NPH 4YeM cyniecTBeHHbIe. HeoOxoauMo neraibHO
pa3o0paThCs UCXO U3 YETo MOJIydaeTcsl Takas pa3HHIA B JUIUTEIHHOCTH BBIMOIHEHHS IIPOEKTa
— 70 nue#t. JlaHHas pa3HUIIA OTPAXKAETCA B Pa3IUUYMU MPOIEHTOB BBHIMOJHEHUS PabOT Kak IO
JUIMTETILHOCTH, TaK MO OMJKETYy, TaKk W MO Tpyao3zarpatam. [Ipu dem MHpOIEHT BBINOJIHEHUS
TPYy103aTpaT MO BCEMY MPOCKTY OTPAXKAET CaMblii MEHBIITUHN MOKa3aTeIb OTHOCUTEIHHO JAPYTHUX.
W3 Hux camyro TIyOOKYIO OIIEHKY TEKYIIEr0 COCTOSHUS BCETO MPOEKTa IEMOHCTPUPYET UMEHHO
METO/] OLIEHKH MpOorpecca Ha OCHOBAaHUU TPYA03aTparT, T.K. OH YUUThIBA€T HauboJjee Tpy10eMK1e
paboThl, peanu3yeMble B XOJe MPOEKTa, ake HECMOTPS Ha TO, YTO OCBOEHHE MO CTOMMOCTH,
Ka3aJloch Obl, OTpaxaeT 0oJiee BBICOKUI MTOKa3aTelb.

BoiBoabl. HoBu3Ha, MpoBeeHHOTO B HAYYHOW pabOTe HCCIEeNOBAaHUS 3aKIIOYalOTCs B
pa3paboTKe KOMIUIEKCHOIO MeXaHu3Ma 00OCHOBaHUs BbIOOpa Hambosee 2¢p(HEeKTUBHOTO METOAa
onenku nporpecca MCII Ha OCHOBaHMHM COBPEMEHHOI'O0 aBTOMAaTHU3MPOBAHHOI'O MPOTrPaMMHOTO
komiuiekca 10 “Primavera”. [[pyrumu ciioBaMu — 3TO CTPYKTYPUPOBAHHBIN, HHTETPUPOBAHHBIN
¥ MacIITabUPyeMbIi OIX0]] K KOOPAWHAIIMY JIIO/IeH, KOMaH]T ¥ TIPOEKTOB.

Mertoa HMCHOJIb30BaHUSI COBPEMEHHBIX aBTOMATH3UPOBAHHBIX MPOTPAMMHBIX CPEJICTB
obecrnevynBaeT YeThIpe BaKHBIX IPEUMYIIIECTBA!

1. Busyanusanus JaHHBIX.

Bce yuacTHUKH BUIAT peaqbHOE COCTOSTHUE JIeNl BO BpeMs peaiu3alliid MHBECTULIMOHHO-
CTPOUTENLHOTO MpoekTa. Bo3pacTaet poib MiIaHUPOBAHUS U BEJCHUS €KE€HEAETbHBIX OTYETOB.

2. KoHKypeHTHBIE IPEeUMYIIIeCTBA.

Brei6op Hambosnee KOHKYpPEHTOCHOCOOHOTO MPOEKT, 00ecredrBaroMii HauOOIbIIYIO
IpUOBLIb.

3. Koopmunarus.

B cnywae ecnu, KTO-mMOO OTKIIOHSIETCS OT OOIIEro HAmpaBlEHHUS, TO HEMEIJIECHHO
BBISBIISICTCS, U IPUHUMAIOTCS 3(()EKTHBHBIC MEPHI JIJIS YCTPAHCHUS.

4. Ycunenue.

YYaCTHUKH WHBECTHIIMOHHO-CTPOUTEIBHOTO MPOEKTAa MMOHUMAIOT, YTO SIBIISIOTCS YACTHIO
KOMaH/IbI JJIs1 JOCTHKEHUS BAKHBIX CTPATErMUECKUX 3a71a4 KOMIIaHHH.

3auvacTyio 3aka3uuK MPOEKTa MperoiaraeT, 4YTo MPOEeKT 3aBEPLIUTCS B CPOK HIIM paHee
IUTAHOBOTO CpPOKa M3-32 TEPBOHAYAIBLHOTO CBEPXOBICTPOTO OCBOEHUS [loApsIdrKoM HEKHX
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00BEMOB, HO 3aTEM MPOUCXOIUT PE3KUH CIaj]] TEMIIOB OCBOCHHUA. B uTore nmpoekT moasepraercs
PHCKY pealM3aluy CO 3HAYUTEIbHBIMHU OTKIOHEHUSMHU IO CPOKaM M OIO/DKETY, XOTS 3aKazuuK
HE MOXET 3TOr0 MNPEIBHAETh U BOBPEMS IMPUHATH yIpaBieHUYeckue Mepbl. MiMeHHO mo3Tomy
BBEJICHHE B pabOTy COBPEMEHHBIX aBTOMATH3MPOBAHHBIA MPOTPAMMHBIX CPEICTB TO3BOJISIET
0ojee TOYHO MU TIYOOKO OIEHUTHh IJIAHOMEPHOCTh M MOCIEAOBATEIbHOCTh TEX WM HHBIX
orepanuii ¢ 000CHOBaHHBIM KOJHUYECTBOM TPYIOBBIX PECYPCOB.
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JEPEKTEP BA3ACHI HEI'I3IHAE UHBECTULHUAJIBIK-KYPbBIJIBIC
KOBAJIAPBIHBIH O3I'EPICTEPIH BACKAPY 9ICTEPI APKbIJIbI
AITPOBALIUAJIAY

Caacren A.B.', ickepik Gackapy Maructpi
Mpbinskacaposa M.

YYummeix sepmmey Mockey memunexemmix KypoLivic ynusepcumemi, Mackey k., Peceti ®edepayusceo
SmallTalk2.me komnanuscol, Can-Opanyucko k., AKIL

Angarna. Kazipri 3amaHfbl KaFjaijia MHBECTHLHUSIBIK-KYPBUIBIC JKOOACBHIHBIH  ©MIipIIiK
UKIIBIHBIH SPTYPJl Ke3eHAepiHAe KYHBIH Oaranay KOJIJaHBICTAFbl 9[ICTEp MEH TOCULAEPHiH OipbIHFal
METOMOJIOTUSIIBIK ~ OoJiMaybl ceOeOiHeH aWTapibIKTall KYpACJICHE Tycedi. Op Ke3eHAe HaKThl JJICTep
KOJIZIaHBIIA b, oyap KeOiHece ouci3 OalmaHBIC TEH >KYHENiTiKKe ue, Oy WHBECTHIMSIIBIK-KYPBUIBIC
JKoOamapblH OacKapylbl JKoHE >KOOaHBIH JKOCTApJIaHFAaH HOTWIKEJEepiHE KON JKETKi3y[i KUBIHAATAIbI.
KobasbIk MEHEKMEHT JKYHECiHIH KYp/Aeli MacelelepiH Melly HHBECTHIUSITBIK-KYPBUIBIC )KOOACHIHBIH
KYHBIH JIoN Oaranay oJiCHAMAChIH JKETUIIIPY apKbUIbl MYMKiH Oomajpl, Oy >k00aHBIH COTTI Ky3ere
ACBIPBUTYbIHA )KOHE asKTaTybIHA BIKIA STEII.

3epTTeydiH METONONIOTHSUIBIK HETi3i: JKYHWeNiK Tajjay, capanramMaiblK Oaranay oicTepi,
CaJIBICTBIPY, aHAJIOTHsIIAP, A0COJIIOTTI KOHE CaJIBICTBIPMAIIbl KOPCETKIIITEP Il TaJIaay.

Ocpl 3epTTey OapbichiHaa Primavera 3aMaHayy aBTOMaTTaHIBIPbUIFAH OaFIapiaMaliblK KeeHIHIe
KaJICHIapIIBIK-)KEIITIK JKocmapiay OOWBIHINIA MOJENbIACHITeH ecenTi ke3eHnep Herisinge MKXK-HbiH
(MHBECTHIUSIIBIK-KYPBUIBIC JKOOACHIHBIH) TPOTPEeCciH OaramnaylblH HEri3ri 9JICTEPiHIH anpoOaIuschl
xyprizinmi. [Iporpecti 6aranay oicTepiH KOJNJaHYIaFbl HETi3T1 KaTeNiKTep aHBIKTAJIbBII, €CeIKe allbIHIbI,
COHJIali-aK oJapbl KO0 KoHE MUHUMH3AIMAIIAY JKOJIAAPHl YCHIHBUIIBL. JKbUTy SHEPreTHKAIBIK KEIICHHIH
"I'DC-4" 00beKTiCiHIH HaKThl MBICATBl HETi3IHAE CANbICTBIPMaJibl TallAdy KYPri3iiAi *oHE Mporpecti
OaraJiay/IbIH HET13T1 9icTepiH KOJIaHY/IbIH THIMJIUIITT MEH CEHIMIUIIT HET13Ti CANBICTRIPY KpUTEpUIepi
OOMBIHIIIA AaHBIKTAJIIEI.

Tipexk ce3mep: KYpbUIBIC, YHBIMIACTHIPYIIBUIBIK-TEXHUKAIBIK IIEIIIM/EP, WHBECTHIIMSITBIK-
KYPBUIBIC K00achl, ©3repicrepai 6ackapy aaicTepi

39



APPROBATION OF CHANGE MANAGEMENT METHODS FOR INVESTMENT-
CONSTRUCTION PROJECTS BASED ON A DATABASE

Slasten A.V.', master of business administration (MBA)
Mynzhasarova M 2.

'National Research Moscow State University of Civil Engineering, Moscow, Russian Federation
*Company SmallTalk2.me, San Francisco City, USA

Annotation. In modern conditions, evaluating the cost of an investment-construction project at
various stages of the life cycle is significantly complicated due to the lack of methodological consistency
in the applied methods and approaches. Each stage utilizes specific methods that often lack strong
connections and systematic coherence, which complicates the management of investment-construction
projects and the achievement of planned project outcomes. Addressing the complex issues within project
management systems is possible through the development of a valid methodology for cost estimation of
investment-construction projects, which will facilitate their successful implementation and completion.

Methodological foundation of the research: systems analysis, expert evaluation methods,
comparison, analogy, and analysis of absolute and relative indicators.

In this study, approbation of the main methods for assessing the progress of investment-
construction projects (ICPs) was conducted based on simulated reporting periods within the modern
automated Primavera software complex for calendar-network planning. Key errors in applying progress
assessment methods were identified and considered, with suggestions proposed for their elimination and
minimization. A comparative analysis was conducted on a specific example of the thermal power complex
"HPP-4" to determine the effectiveness and reliability of the main progress assessment methods according
to key comparison criteria.

Keywords: construction, organizational-technical solutions, investment-construction project,
change management methods
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Annotation. In an unstable economic and political situation in the world, in order to support
innovative enterprises, the country's import substitution policy is an integral part of the implementation of
a policy to increase the competitiveness of the economy of enterprises and the country as a whole,
contributing to the entry of enterprises into foreign markets. The ongoing innovation policy today ensures
the relationship between the state, science and business aimed at organizing, creating, producing and
commercializing innovations.

The article considers an effective mechanism for the integration of enterprises into the national
innovation system and the identification of factors contributing to successful integration, as well as the
analysis of existing mechanisms and the development of new approaches to improve the integration
processes and increase the innovative activity of enterprises.

The analysis of various mechanisms and approaches shows that a comprehensive and adaptive
approach is the most effective for integrating enterprises into the NIS. The developed recommendations
can be applied to improve management and integration processes, helping companies implement their
innovation strategies more effectively and achieve sustainable economic growth.

Keywords: integration mechanism, enterprise integration, national innovation system, integration
processes, efficiency.

Introduction. The national innovation system (NIS) is a key element in the modern
economic development of countries striving to increase their competitiveness on the global stage.
NIS is based on the interaction of government, private, and scientific institutions, all working
together to create and implement new technologies and innovations. In the context of
globalization and accelerating technological progress, the integration of enterprises plays a
critical role in creating an effective environment for innovative development [1].

Enterprise integration within the NIS promotes cooperation between business and
science, enhances competition, and creates new markets. This interaction can take various
forms—from cooperation between small and large companies to the formation of clusters and the
creation of state-sponsored technology parks. These integration mechanisms help enterprises
implement innovations faster, reduce costs, and increase production capabilities, which is an
important factor in enhancing the competitiveness of the national economy [2].

However, the integration process faces several barriers, such as the lack of necessary
institutions, legal restrictions, and insufficient funding. This article examines effective
mechanisms for integrating enterprises, which can form the foundation for building and
strengthening the national innovation system. It analyzes various forms of enterprise interaction
and practical tools that help overcome existing barriers to innovative development.

The Concept of the National Innovation System (NIS). A national innovation system
(NIS) is a complex of interconnected institutions, organizations, and processes aimed at
promoting and maintaining innovation activities within a country. The main elements of NIS
include government bodies, research institutes, educational organizations, and the private
business sector. The goal of NIS is to ensure sustainable innovative development, the creation of
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new technologies, and their successful implementation into the economic activities of the
country.

Enterprises play a crucial role in the NIS as they are the primary agents capable of
introducing innovations into production and bringing them to market. The interaction of
enterprises with other NIS participants, such as universities and research centers, creates
conditions for the exchange of knowledge, scientific discoveries, and the development of new
technologies. This exchange strengthens the competitiveness of the national economy [3,4].

From a theoretical standpoint, NIS is built on the premise that innovations do not arise in
isolation—they develop only through the continuous interaction of various economic and
scientific agents. Companies that are part of this system not only gain access to new technologies
but also actively participate in their development and improvement. Therefore, the integration of
enterprises into NIS becomes an important factor in their successful innovative development [5].

Types and Models of Enterprise Integration. There are several models of enterprise
integration within the NIS, each with its own features and approaches to participant interaction in
the innovation process.

The main models include:

- Horizontal Integration. Horizontal integration involves the merging of companies
within the same industry or market segment to solve common innovation challenges. This can
include cooperation among manufacturers for joint developments or the unification of small
businesses to compete with larger players. Horizontal integration allows enterprises to share
resources, expertise, and technologies, accelerating the innovation process.

- Vertical Integration. This model involves the consolidation of companies at different
levels of the production chain, such as raw material suppliers, manufacturers, and distributors.
Vertical integration creates conditions for optimizing the production process and increasing
control at all stages of innovation implementation. It also supports the creation of a closed cycle
for the development and implementation of new technologies.

- Cluster Model. Clusters are geographically concentrated groups of enterprises and
organizations working in the same industry and closely interacting with each other. This model is
especially effective in high-tech industries where enterprises and research institutions are in
close proximity, allowing innovations to be implemented more quickly. Examples of such
clusters can be observed in Silicon Valley in the U.S.

- Network Model. In the context of globalization, the network model of integration is
becoming increasingly important, in which companies from different countries and regions unite
for joint innovation projects. These networks create conditions for cross-border exchange of
technologies and knowledge, facilitating the broader implementation of innovations and
improving positions in the global market.

Each of these integration models has its advantages and disadvantages, but their main
goal is to enhance the effectiveness of innovation activities through increased cooperation and
interaction with other NIS participants [6].

The main elements of the enterprise integration mechanism

1. Public-private partnership (PPP). One of the key elements of the mechanism ensuring
the effective integration of enterprises into the national innovation system is PPP. This element
of the mechanism is a form of long-term interaction between public and private enterprises to
achieve mutually beneficial goals in the field of innovation development and implementation.
PPP allows the pooling of resources and efforts from both the public sector and private
businesses to address large-scale challenges related to technological development. The
government provides financial support, creates favorable conditions for business through tax
incentives, grants, and subsidies, while private enterprises contribute their technological and
managerial expertise.
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An example of successful PPP utilization in the innovation sector is the creation of
technology parks and innovation centers. These structures bring together research institutions,
small and medium-sized businesses, as well as large market players, facilitating the exchange of
knowledge and technology. In such environments, the commercialization of scientific research
and its introduction to the market become significantly simplified.

Government support programs for innovative enterprises, such as subsidies for the
development of new technologies or the financing of research projects, play an important role in
this process. Equally vital are programs that establish technology transfer centers, which help
small and medium-sized enterprises gain access to new technologies and their implementation.

2. Clusters and Technology Parks as Forms of Integration. Clusters and technology parks
are powerful tools for integrating enterprises into the national innovation system. Clusters are
geographically concentrated groups of companies specializing in one or more related industries.
They promote the development of an innovative environment through close interaction among
participants, the exchange of experience, and joint projects.

In cluster systems, enterprises gain the opportunity to closely collaborate with
universities and research centers, which accelerates the implementation of new technologies.
Examples of such clusters include the famous Silicon Valley in the United States and the
automotive industry cluster in Germany. Clusters create unique conditions for knowledge
exchange, provide competitive advantages, and accelerate innovation processes [7].

Technology parks, on the other hand, are specialized sites where small and medium-sized
enterprises can develop their innovative projects using high-tech infrastructure. They provide
companies with access to laboratories, research centers, and consulting support. The state
actively participates in the creation of technology parks, providing them with necessary
resources and benefits. In the Republic of Kazakhstan, a striking example of technoparks is the
innovation center Regional Technopark "Algorithm”, which supports the development of
innovative companies [8].

Both of these forms of integration offer enterprises additional opportunities for accessing
new markets, creating joint projects, and accelerating innovation development. As a result,
companies operating in clusters and technology parks gain competitive advantages on the global
market.

3. Digitalization and Integration Through Technological Platforms. Digitalization is one
of the key factors driving enterprise integration within NIS. Modern technological platforms,
such as artificial intelligence (Al), big data, the Internet of Things (loT), and cloud computing,
are radically transforming how companies interact and accelerating innovation processes.

Technological platforms create conditions for closer cooperation between enterprises,
enabling them to exchange data in real time, optimize production processes, and implement new
technologies more quickly. These platforms foster the creation of digital ecosystems where
various participants, including companies, research organizations, and government institutions,
can efficiently collaborate to develop new products and services.

An example of such integration is the use of big data to analyze production processes and
improve efficiency. Companies using these platforms can predict potential equipment failures,
enhance product quality, and more quickly adapt to market changes.

Digitalization also promotes the creation of networks of enterprises that can interact on a
global scale. This opens up new opportunities for transnational cooperation, which is especially
important for companies seeking to enter international markets. As a result, digital technologies
act as a catalyst for innovation, speeding up the integration of enterprises into national and
international innovation systems [8].

Thus, practical mechanisms for enterprise integration, such as public-private partnerships,
clusters, technology parks, and digitalization, provide a foundation for effective innovation
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development and strengthening competitiveness at the global level. The main elements and
recommendations for improving the integration of enterprises into NIS are shown in Figure 1.

Elements of enterprise integration

Public-private Clusters and Digitalization and
partnership technology parks integration
N | S

Recommendations for improving enterprise integration

The growth of Accelerating Creating an
international digitalization innovative
cooperation infrastructure

Figure 1 — The mechanism of integration of enterprises into NIS

Challenges and Prospects of Enterprise Integration in the NIS

a) Key Barriers and Risks of Enterprise Integration. Despite the clear advantages of
integrating enterprises into the national innovation system (NIS), numerous barriers and risks
hinder its implementation, slowing down the innovation process and limiting its effectiveness.

One of the key barriers is lack of funding. Many companies, especially small and
medium-sized enterprises (SMEs), face resource shortages for investing in research and
development (R&D). As a result, they cannot fully integrate into the NIS or realize their
innovation potential. Government support programs do not always address this issue, as access to
funding can be complicated by bureaucratic procedures and difficulties in obtaining grants.

The lack of necessary competencies and qualified personnel is another serious barrier.
Many companies, particularly in traditional industries, lack the knowledge and skills needed for
effective innovation implementation. This issue is particularly relevant in the context of digital
transformation, which requires a high level of technological readiness and specialists in IT, data
analytics, and innovation management. The shortage of educational programs focused on
training such specialists exacerbates this problem.

Legal barriers also play a significant role in hindering integration. Unclear legislation
regarding intellectual property, innovation activities, and tax regulations can become obstacles to
adopting new technologies. In some countries, there is no clear legal framework regulating the
interaction between enterprises and research institutions, reducing the motivation to collaborate.

Moreover, cultural and organizational barriers exist. Some companies, especially large
and state-owned enterprises, may be conservative and resist innovations due to concerns about
potential changes in management structures, increased labor demands, or unpredictable
outcomes of new implementations. This factor can significantly slow down the process of
integration and the adoption of innovations [9].

b) Future Trends and Opportunities for Enterprises. Despite existing barriers, the
prospects for enterprise integration into NIS are quite optimistic, especially in light of global
trends in innovation development and technological progress.

One of the most significant trends is the growth of international cooperation in the field
of innovation. More and more countries are recognizing the need to integrate their NIS with
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global innovation ecosystems to accelerate technology development. This opens up new
opportunities for companies looking to enter international markets through transnational
partnerships and global technological platforms. Enterprises will be able to attract international
investments, participate in global research projects, and gain access to advanced technologies
[10].

The acceleration of digitalization and the use of technologies such as artificial
intelligence (Al), big data, and the Internet of Things (1oT) will continue to play a key role in
enterprise integration. These technologies not only simplify interaction between NIS participants
but also create new opportunities for optimizing business processes and developing innovative
solutions. Companies that quickly adapt to new technologies and incorporate them into their
strategies will gain a significant competitive advantage in the market.

Another promising trend is the development of sustainable innovations. With global
climate change and the increasing importance of environmental sustainability, companies are
beginning to focus more on developing eco-friendly solutions and technologies. Enterprise
integration into NIS in this context creates opportunities for collaboration in "green"
technologies and sustainable development, which not only enhances the competitiveness of
companies but also strengthens their reputation on the international stage [11].

In addition, increasing attention will be paid to the creation of innovation infrastructure.
Governments and private investors are increasingly focusing on the development of technology
parks, research centers, and clusters, where companies can work cooperatively and engage in
rapid knowledge exchange. This will facilitate the creation of ecosystems where innovations can
develop faster and find practical application [12].

Thus, enterprise integration into NIS, despite existing barriers, opens significant
opportunities. In the context of globalization, digitalization, and environmental sustainability,
companies that manage to adapt to new conditions can gain substantial competitive advantages
and contribute to the development of both national and global innovation systems.

Conclusion. An effective mechanism for integrating enterprises into the national
innovation system is fundamental to sustainable economic growth and innovative development.
The modern economy requires active interaction between enterprises, government, and scientific
institutions, which not only promotes the creation but also the rapid implementation of advanced
technologies. Integration through forms such as public-private partnerships, technology parks,
and clusters allows enterprises to optimize their production processes, reduce costs, and increase
innovation potential.

Government support plays a crucial role in this process, expressed through tax incentives,
grants, and other stimulatory measures. Without state involvement, many enterprises would
struggle to overcome financial and legal barriers on the path to innovative development. At the
same time, successful integration is impossible without close cooperation among all elements of
the NIS, including research institutes, universities, large companies, and startups.

Only through coordinated efforts and active interaction among all participants in the
innovation ecosystem can a breakthrough in the development of the national economy be
achieved, strengthening its position in the global market and ensuring long-term competitiveness.
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SOPEKTUBHBIA MEXAHU3M UHTETPALIMY [IPENPUASITUIA
KAK OCHOBA HAIIMOHAJIbHOM WHHOBALIMOHHOM CUCTEMBbI

Mabinzkacaposa M.!
HInabMaHoBa A.M.Z, KaHINAIAT 9KOHOMUYECKHUX HAYK

Komnanus SmallTalk2.me, 2. Can-®panyucro, CILIA
2Koisbinopounckuii ynusepcumem umenu Kopxoum Ama, 2. Kuizvinopoa, Pecnybnuxa Kasaxcman

AHHOTauus. B ycnoBusx HecTaOWJIBHOW SKOHOMMKO-IIOJUTHYECKOH CHTyallMd B MHUpE Ui
NoJ/IepKaHUs WHHOBALMOHHBIX NPENNpPUATHH, MPOBOAWMAs CTPaHOW MOJIMTHUKA HMMIIOPTO3aMEICHHS,
SIBTISIETCS COCTaBHOM TEMOHM pean3alii MOJUTHKU TOBBINICHUS KOHKYPEHTOCIOCOOHOCTH SKOHOMHUKHU
NPEANPUSITAH M CTPaHbl B IIEJIOM, CIHOCOOCTBYIOIIAS BBIXOJY NPEANPHATHN Ha BHEIIHWUE PBIHKH.
IIpoBoauMass MHHOBALMOHHASI MOJHUTHUKA CETOAHS OOECIEYMBAET B3aMMOCBSA3b MEXKIY TOCYIapCTBOM,
HAYKOH U OM3HECOM, HalpaBIICHHBIX Ha OPraHMU3aIUIo0, CO3JIaHHe, MPOU3BOJICTBO M KOMMEPIUAIN3AIHIO
WHHOBAIIUN.

B cratee paccmarpuBaerca 3()(EKTUBHBIA MEXaHM3M HMHTETpalMM  NPEANpHUITHH B
HAaIlMOHAJbHYI0 HMHHOBALMOHHYIO CHCTEMY U BBISBICHHE (DaKTOPOB, CIIOCOOCTBYIOIIMX YCIICHIHOM
UHTETpalllK, a TaKKe aHalh3 CYIIECTBYIOIIMX MEXaHW3MOB W pPa3paboTKa HOBBIX TOAXOAOB IS
COBEPILEHCTBOBAHUSI HMHTEIPAllMOHHBIX TIPOLIECCOB U TIOBBILICHHS WHHOBAlMOHHOW aKTUBHOCTH
MPEIIPUATUH.

AHanmm3 pazIYHBIX MEXaHH3MOB M IOJIXOJIOB IOKA3bIBAET, YTO KOMIUICKCHBIH M aJalTHBHBIN
noJxo. siByisieTcs Hanbonee 3 dekTuBHBIM Ut uHTErpanuu npeanpustuii B NIS. Pe3ynbraTel TaHHOTO
UCCIICIOBAHUSl HMMEIOT TPaKTHYECKOe 3HAUeHHWE ISl TMPENUpUSTHA U TOCYyNapCTBEHHBIX OPraHoB,
CTPEMSIILIUXCSI aKTHBU3MPOBATh CBOI0 HHHOBALMOHHYIO [NESTEIBHOCTh W YIYUIIUTh WHTETPALUIO B
HAIIMOHAJIBHYIO MHHOBAIIMOHHYIO cucTeMy. Pa3paboTaHHble peKOMEHIAIUA MOTYT OBITh IIPHUMEHEHBI JIJIsI
COBEPILEHCTBOBAHUS MIPOLIECCOB YIPABICHNUS M MHTErPally, OMOras KOMIaHusM Ooisiee 3pHeKTHBHO
peanr30BbIBaTH CBOM MHHOBALIMOHHBIE CTPATETHH U IOCTUTaTh YCTOMYMBOTIO SKOHOMHYECKOTO POCTa.

KawueBbie caoBa: >(QEKTHBHBI MEXaHW3M, HWHTETpalMs MNPEANPHUITHH, HaAIMOHATbHAS
WHHOBAIIMOHHAS| CHCTEMa, HHTETPALMOHHBIE MPOTecchl, 3Q)EeKTHBHOCTD.
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YJITTBIK THHOBALASJIBIK )KYWEHIH HEI'I3I PETIHAE KOCIITOPBIHIAPIBI
HNHTEI'PALIIUAJAYABIH TUIMAI TETIT'T

MeInkacaposa m.!
HInasMmanoBa A. M.Z, SKOHOMMKA FHUIBIMJAPBIHBIH KaH A ThI

'SmallTalk2.me komnanuscel, Can-Ppanyucko k. (AKIL)
Kopxwim Ama amvinoasel Keizeiiopoa ynusepcumemi, Kvizvinopoa k., Kasaxcman Pecnyoiukacol

Anjaarna. HHOBANMSUIIBIK KOCITOPBIHAAPABI KOJIAY YIIiH QJIEMACTI TYPAKChI3 SKOHOMHKAIBIK-
casicH >KaFJaiia eNAiH HMIOPTTHl ajMacThIpy cascaThl KOCIMOPBIHAAPIBIH CBHIPTKBI HapBIKTApFa
UIBIFYbIHA BIKMA ©TETiH KOCIMOPBIHAApD MEH TYyTacTail aifaHjga el JKOHOMHKACHIHBIH Oocekere
KaOUIeTTLIITH apTThIPy CascaThIH iCKe achIPYABIH Kypamaac TakbIpbIObI Oombim Tabbutaapl. JKyprizimin
JKaTKaH WHHOBAIMSUJIBIK cascaT OyriHae WHHOBALMSIIAPAbI YHBIMIACTBIpYFa, KYpyFa, OHAIpyre >KoHE
KOMMEPIHSUIaHABIpYFa OarbITTaJFaH MEMIICKET, FBUIBIM JKoHEe OW3HEC apachlHAarbl e3apa OaiaHBICTHI
KaMTaMachI3 €Te/i.

Makanana KoCImOphIHIAP/Ibl YJITTBIK WHHOBAIUSUIBIK KyHere OipiKTIpyAiH THIMII TETirl jKoHE
TaOBICTHl MHTETPAIIUAFa BIKHAJI €TETIH (aKTOpJIapibl aHBIKTAY, COHIAN-aK KOJJIAHBICTAFbl TETIKTEPIi
Tannay >KOHE WHTETPAIMSUIBIK MPOLECTEPAl JKETUINIPY JKOHE KOCIMOPHIHIAPIBIH HHHOBAIMSIIBIK
OeJICeHIUTITIH apTTHIPY YIIIH KaHa TOCUIAEPl 93ipiaey KapacThIPbLIaIb.

OpTYpJIi MEXaHU3MICP MEH TACUIACPl Taluay KEIICH i )KOHE alanTHBTI Tacin om3HecTi NIS-ke
OipikTipy YIIiH €H THIMJi €KeHiH KepceTenmi. byi 3epTTeymiH HOTIKeNnepi e37epiHiH HHHOBAIHMSITBIK
KBI3METIiH aHJaHBIPYFa KOHE VITTHIK HHHOBAIMSIIBIK XKYHere HHTErPaIMsSHbI )KaKCapTyFa YMTBUIATHIH
KOCIIOPBIHIAP MEH MEMJICKETTIK OpraHiap YUIiH NpaKTHKAIBIK MaHBI3Fa Ue. O3IPJICHICH YCBIHBICTAP/bI
Oackapy oHE HWHTErpalus IMPOLECTePiH JKETUIMIpY YINIH KOJJaHyFa Ooyazpl, OV KOMIaHHsJIApFa
©3J/ICpiHIH MHHOBAIUSIIBIK CTPATETHsIIAPBIH THIMAIPEK XKY3€re achbIpyFa »OHE TYPAKThl SKOHOMHKAIIBIK
ecyre KOJI KeTKi3yre KOMEeKTece .

Tipexk ce3mep: THIMII MeXaHU3M, KOCINOPBIHIAPBIH WHTETPAIMACHL, YITTHIK WHHOBAIIHSUIBIK
JKYiie, MHTETPallUsUIBIK TIPoIiecTep, THIMILTIK.
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Annotation. The main task of substantiating the choice of constructive and technological
solutions is to increase the efficiency of the investment and construction project as a whole. The success
of the project depends on the correct relationship, competent combinations of the chosen solutions.

Any project implemented in the field of construction is associated with the implementation of
investments, which is why all construction projects by type refer to investment projects.

The theoretical and methodological basis of this research is the works of Russian scientists and
specialists devoted to research in the field of theoretical and general methodological problems of
evaluating the effectiveness of capital investments in construction, as well as the application of a value-
based approach in the management of investment and construction projects and methodological
documents and industry instructions for evaluating project effectiveness.

Research methods: analysis of literary sources, statistical, comparative, analytical, graphic,
economic and mathematical methods.

Keywords: construction, organizational and technical solutions, investment and construction
project, constructive and technological solutions in construction.

Introduction. The term "Project” can be understood either as an activity, i.e. as a set of
planned actions, including organizational and technical solutions aimed at achieving a certain
goal, or as documentation, i.e. as a set of documents describing and justifying the goals of the
upcoming activity and a set of actions aimed at achieving it [1].

At the same time, thirty years ago in Russian, the word "project” was understood by
construction participants exclusively as a set of documentation containing architectural and
constructive solutions for the construction object, measures for technology and organization of
work, feasibility studies and justifications [2].

In foreign practice, this concept was designated by the word "design”, and the term
"project” was understood as a type of activity associated with a purposeful change in the system.

In the modern scientific literature, the following signs of projects are distinguished [3]:

1) the presence of a clearly defined specific goal,

2) a certain degree of uniqueness;

3) one-time nature of the implementation;

4) time constraints;

5) limited resources used.

It is customary to classify projects according to various criteria, the key of which are its
type (the main field of activity in which the project is carried out) and type (the nature of the
subject area) [4]. Any project implemented in the field of construction is associated with the
implementation of investments, which is why all construction projects by type refer to
investment projects.

According to Russian legislation, investments are understood as any monetary assets of
economic entities invested in business or other activities in order to either make a profit or
achieve another beneficial effect [5].
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Accordingly, an investment and construction project (hereinafter referred to as

There are many definitions of ICP in the scientific literature:

1) "any time-limited investment enterprise aimed at creating a new unique real estate
object, without which it is impossible to achieve investment goals" [6].

2) "a project providing for the implementation of a full cycle of investments in the
construction of an object from the initial investment of capital to achieving the investment goal
and completing the work provided for by the project” [7]

ICP participants are understood to be entities that must carry out the actions provided for
in the investment project. One of the participants in the investment project is an investor (there
may be several investor participants). In addition, if necessary and depending on the type of
project, the number of participants may include suppliers, developers, designers, customers,
developers, contractors, creditors, as well as the state and society.

The main objectives of the ICP are:

1) public (social) goals: improving the standard of living of the population, increasing the
production potential of territories, etc.;

2) commercial goals and interests of the participants: obtaining additional income,
increasing the provision of consumer needs, increasing the capacity of the investor's facilities,
reducing the cost of manufactured goods (works, services), etc.

The relevance of research. The implementation of investment and construction projects
is associated with significant costs, the size of the resource provision of which is limited for the
participants of such projects.

Therefore, the assessment of the economic efficiency of investment and construction
projects should be carried out both at the pre-design stage, and at the stage of developing a
feasibility study, and during the construction and operation of investment facilities.

Subject of research: Economic justification of the choice of design and organizational and
technical solutions as an element of management of investment and construction projects

The purpose of the study: The formation of proposals to improve the efficiency of
management of an investment and construction project for the implementation of an ISP based on the
economic justification of the choice of design solutions.

Research methods. The implementation of ICPs in the field of construction requires its
participants to make a variety of organizational and technical decisions related to the lease,
acquisition, allotment and preparation of land for construction, the development of design estimates
for the construction of buildings and structures, engineering surveys, the construction of buildings,
structures, infrastructure facilities.

Among the features of the ICP are [8]:

1) the exposure of the construction process to external risks and increased requirements for
this type of activity;

In the pre-investment phase, several alternative investment plans (business ideas) are
formulated ICPs, and then each of them is analyzed from the point of view of the absence of
contradictions with legislation, the physical possibility of implementation and compliance with other
basic selection criteria (such as value, risk level, etc.).

The options that do not meet the requirements are rejected, and the remaining ones are
subjected to a technical and economic analysis in order to identify the economic effectiveness of
their implementation. A set of calculation and analytical documents reflecting the initial data on the
project, the main technical, technological, estimated, estimated, constructive, environmental
solutions, on the basis of which it is possible to determine the effectiveness and social consequences
of the project is called a feasibility study of the investment project.

The key tool for ensuring the effectiveness of the implementation of investment and
construction projects is development [9,10].
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Development is considered as "... a way of organizing production in the investment and
construction sector, integrating the economic interests of participants at all stages of the life
cycle of a construction project” [11].

There are specific differences in the ways of organizing project management in the
implementation of ICP from the point of view of the developer approach and the traditional way
of organizing ICP management [12]:

1) the inclusion of the operational stage in the ISP, as the main one that creates a social
and economic effect from the operation of real estate (with the traditional approach to the
implementation of the ISP, the project is completed after the commissioning of the real estate
object);

2) the strategic priority of obtaining a social and economic effect from the
implementation of the project by improving the quality of the living environment (with the
traditional approach to the implementation of ICP, project participants have no motivation for a
qualitative transformation of real estate, ensuring an increase in its value);

3) the focus of attention is shifting the interests of builders towards the requirements of
the operator (manager) a company that takes into account the requirements of real estate
consumers;

4) orientation of ICP participants to new interesting innovative ICP concepts that ensure
maximum and long-term economic and social effects;

5) increasing the requirements for the elaboration of the ICP concept at the pre-
investment stage, which allows you to see the potential of the project in the long term;

6) the need for continuous end-to-end marketing support of the ICP at different stages of
its implementation (constant monitoring of market trends allows you to capture market trends for
timely management decisions on making changes to organizational and technical solutions);

7) redistribution of functions between the participants of the ICP (the entry into the
foreground of a specialized participant who is engaged in organizing the managed process of the
existence of a real estate object throughout its entire physical life cycle — the developer);

It should also be noted that with the developer's approach to the organization of project
management, the role of the economic justification for the choice of organizational and technical
solutions in order to increase the effectiveness of the project implementation increases.

Any construction project is considered an investment project, due to the fact that any type
of construction requires the investment of material resources, in other words investments.

Results and discussions. There are many divisions of capital construction projects into
groups depending on various factors. However, let's consider the classification by the type of the
key target entity. There are three groups in total:

- Objects of mainly social purpose — objects of housing stock;

- Objects primarily for production and economic purposes —production facilities;

- Objects with a predominance of environmental goals are those whose purpose is to
preserve the purity of soils, air or other environments.

Depending on the purpose, buildings and structures are evaluated from different points of
view, so when working with two opposite types of industrial and non-industrial facilities, the
effect that an ordinary citizen receives from the sale of objects differs. In the first case, buildings
and structures are only an additional factor of production, their task is to provide the ground for
the uninterrupted fulfillment of the tasks of the production process. In the second case, the
building is evaluated from the point of view of meeting the needs of a particular consumer and
will be subjective. For an objective assessment, an average estimate is taken.

When it comes to construction, it is usually the construction of an object "from scratch”.
However, there are other types of construction. An alternative to new construction is
reconstruction and technical re-equipment. They are distinguished by many factors, such as
changes in the quality of the object, spatial planning solutions, legal requirements for various
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types of construction, the rights and obligations of the developer when using them. Since the
options often differ significantly in terms of the cost of implementation, a feasibility study is
required that will strictly identify and take into account the advantages and disadvantages of one
or another option.

The question faced by the developer is the choice of a project: individually designed or
standard. Initially, individual projects are designed for specific, perhaps specific conditions of
construction and operation, while standard ones are designed to use them for specified frequently
occurring conditions of construction and operation. The use of standard projects allows you to
significantly save money when developing an object. However, it may be less effective at the
operational stage, but it all depends on each specific case. During the study of individual
solutions, quantities related to a specific object are used, in the case of typical ones - quantities of
the so-called averaged object, in the statistical sense of the word. Among other things, the timing
of the creation and execution of decisions differs.The use of standard ones is one of the ways to
increase the effectiveness of technological and constructive ideas. It boils down to the maximum
unification of construction solutions, taking into account the manufacturability and modern
requirements of standards, the development of standardization in construction and the use of
standard solutions.Standard projects are designed for mass use, the solutions often used in them
are simplified as much as possible and the most common and frequently encountered materials
are used, which accordingly has a positive effect on the economic part of the issue.

By the time of implementation, the project solutions are divided quite conditionally into
long-term, medium-term and short-term. With a large time horizon of the design solution, its
uncertainty increases. When working with long-term design solutions, it is necessary to take into
account time resource constraints, trends in scientific, technical and social progress and the
variety of economic consequences of making a decision.

One of the conditions for finding the most optimal solution is to consider not only the
already familiar options, but also qualitatively new solutions in the field of technology and
design solutions, transport, ecology, etc. Engineers often consider an insufficient number of
options — this becomes one of the reasons for achieving insufficiently high efficiency, because as
a rule, the more options compared, the more it is more likely to find the most original and
effective solution. Today, design on a competitive basis is considered the most effective form. Its
use is justified in the implementation of large and complex projects, when fundamentally new
design solutions for buildings and structures are needed. Different companies are participating in
the competition, offering their own ways of solving problems. They, in turn, will have to find
and come up with combinations of:

- own options developed in accordance with the terms of reference

standard solutions by studying standard collections or looking for similar solutions in
analog objects.

What are the main concepts of technical and economic assessment and choice of design
solutions should be followed?

In general, the success rate of the project is reflected by the rationality of the decisions
made in its individual parts, effective interconnection and their interaction, which determines the
complexity of the assessment and the need for it at all stages of development. Evaluation should
be carried out not only separately selected solutions in a vacuum, but also take into account their
significance for the entire project and the effectiveness of the interaction of all design solutions.

Figure 1 shows the method of technical and economic assessment and the choice of the
option that is most rational for designers to use when solving emerging issues.

In contrast to this methodology, there is an option for a more global assessment of the
essence of the operation itself to determine economic efficiency. Here, the full costs are
determined and the effect obtained during the implementation of the object is comprehensively
evaluated, the extremely accurate cost of the elements is calculated, the factor of time and
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uncertainty is taken into account.The formation of a national economic effect implies taking into
account economic and social results. The result of capital investments should be an improvement
in the standard of living of the population, an increase in national wealth and social production.
In ordinary life, the result of this effect can be observed in the following moments.

This is reflected in the population as follows: improving people's morale, establishing an
environment comfortable for the progression of creativity, improving living standards, creating
new jobs, improving working conditions, improving the aesthetic appeal of natural landscapes,
preserving and educating the morality of self-awareness of the population. In addition, social
achievements expressed in material terms also entail an economic effect from the
implementation of the project.

Formulation of the purpose and objectives of the economic justification

v v
selection of options for selection of the
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[
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Figure 1 — Method of technical and economic assessment and option selection
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The economic results are expressed in the economy of living and materialized labor.
They are reflected in:

- in the field of material production — a decrease in the cost of the product, and therefore
an increase in net profit

- in the non — manufacturing sector - lower costs for the production of works and services

- in the field of personal consumption — reducing the material costs of citizens.

In addition, social results act as a stimulant of scientific and technological progress, labor
productivity growth, and therefore contribute to the expansion of opportunities to meet material
needs. At this point, the relationship between economic and social outcomes is visible. This
makes it necessary to determine and take into account not only the economic, but also the social
effect of the developed design solutions.

Let's proceed directly to the consideration of the method of comparative economic
efficiency.

In order to determine the predominance of one option over another, it is necessary to
make a comparison. It is performed by the method of comparative economic efficiency, i.e. the
indicators of several options are directly compared. This method is suitable for the most part for
solving two main tasks:

- comparing several options to choose the best one;

- finding the economically most profitable option.

To make a decision, you should specify the criteria for choosing the best solution. Since
the costs and the final result are closely related to each other, it is this correlation that determines
the criterion outlined earlier. The best solution is determined by obtaining the maximum
consumer effect at a given cost, or minimizing costs when achieving a given goal.

One of the main conditions for the possibility of comparing different design solutions is
the comparability of these options. They should be comparable in the following points:

- by functional purpose — product quality, production volume;

- by social factors of production;

- on the impact on the environment;

- by resource availability;

According to the level of standards used, building structures are designed for the same
loads.

However, in practice, in many cases, design standards do not always clearly establish
requirements, these may be allocated ranges of acceptable values, thresholds "from", "not
higher”, etc., therefore difficulties arise. Often, using one of the options makes it possible to
establish a higher level of quality, social and other requirements, but at the same time it is also
more costly in terms of financial and time investments. In such cases, they resort to a system of
qualitative and quantitative indicators that show how well the selected options are suitable for
solving the designated tasks.

When comparing options, the same indicators are not taken into account, only the
distinguishing features of this solution are considered. This rule makes it easier to identify
differences at each stage of the review. Then, consequently, the project areas that reflect changes
from the accepted options are considered the same.

If the alternatives under consideration entail changes in other parts of the project, for
example, one of the compared technological solutions implies a change in the spatial planning
solutions and engineering systems of the building, then it is necessary to assess the economic
effect, i.e. capital costs and future running costs.

The final decision on the choice of the design option should be made only based on the
results of the study of the same degree of detail of all options. It should be understood that if an
option developed at an early stage of development has better performance compared to a more
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detailed solution, then this serves only as a signal for a similar study, but not as a basis for
choosing the best one.

When choosing the best option, you should remember about the limited funds. Due to the
continuous changes in the sectors of the national economy, as well as the external economic and
political situation, there may be a shortage of resources. First of all, this is due to material and
labor resources. Therefore, the factor of resource scarcity should be kept in mind when choosing
constructive and technological solutions.

In modern design practice, such a concept as variable design is quite common. The main
feature of this process is to develop several equivalent options that use different design,
engineering, technical and other solutions. Subsequently, by comparing the options, the most
appropriate solution is selected in this situation. Using this design tool is one of the ways to
increase the efficiency of an investment and construction project. The desired solution can be
selected from the arsenal of standard or newly developed technological ideas that will be rational
in the conditions of this facility. The choice must be justified and balanced. A qualitative
analysis of various aspects of solutions allows you to identify the weaknesses and strengths of
the proposed options, thereby choosing an economical and effective way to achieve the goal. In
addition, one of the non-obvious advantages is a detailed consideration of each of the options,
which allows you to identify errors and inaccuracies at the development stage.

Naturally, variant design can be applied only where it does not contradict legislative
standards. For example, if a construction project has a strict restriction on the types of solutions,
the use of this design method is impossible, because there are simply no possible options, but
there is only one correct one. Variable design of buildings and structures implies a feasibility
study and justification of design solutions. Technical and economic assessment is the
identification of the economic efficiency of design solutions by performing calculations in order
to select the most appropriate option.

The digitalization of the construction industry is developing in various directions. The
introduction of digital technologies by participants of the construction market into the activities
of their organization, the coverage of ideas of the entire business process. The most common are
3D models, the Internet of Things, information modeling technologies, big data, a document
management and office management automation system, as well as many other technologies that
make it easier for managers to make decisions.

The main attention of the state in the field of digitalization of the construction industry is
focused in the following areas (see Figure 2).

implementation of urban planning procedures in digital format (in electronic
form, in electronic form)

provision of storage of documents of urban planning activities in electronic

implementation of information modeling technology for a capital
construction facility at all stages of the life cycle of a capital construction
facilit

publication of statistics collected automatically by extracting data
from information systems on processes in urban development, the formation of
search and reference platforms

Figure 2 — The main attention of the state is in the field of digitalization of the construction
industry
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The effects of digital transformation can be characterized by a certain time lag relative to
the beginning of changes, therefore, the criteria for the effectiveness of the implementation of
elements of digital transformation can be interpreted as a payback period. In order to make
economic calculations correct, it is necessary to either discount the amounts of costs and effects,
or calculate efficiency using the criterion of reduced costs [13].

The model for accounting for the effects of the implementation of the digital
transformation element is given in the form of Table 1. The convolution of efficiency criteria to
an indicator of profitability or return on investment should also take into account the existence of
non-financial effects of digital transformation. Accounting for this group of effects is the most
difficult, since each component of the effect is not only characterized by subjective significance
for each of the stakeholders, but is also non-formalized or poorly formalized. We consider it
appropriate to include consideration of the non-financial effects of digital transformation in the
indicator of competitiveness or business reputation of an enterprise.

Table 1 — A model for accounting for the effects of the implementation of the digital
transformation element

Effect criterion | The way to monetize the effect | Calculation features

Financial effects

Shortening the time | Reducing the labor intensity of | The change in labor intensity is
for putting objects into | work multiplied by the unit cost

operation Acceleration of turnover The volume of released working capital,
including credit (acceleration of loan
repayment, reduction of overpayment)
Unification of materials and | Change in the cost of materials, auction

structures for delivery
Quality growth Reducing the cost of eliminating | O6bem  cpeacTB Ha  yCTpaHEHHE
collisions KOJUTH3HUH

The increase in the price of an | The amount of additional revenue
object of capital construction or

works
Choosing the optimal design | The amount of savings or additional
solution revenue

Cost reduction The rhythm of the supply of | The amount of time saved on orders and
materials delivery disruption multiplied by the

cost of an hour
Reduction of costs for coordination | Reduction of time and costs for

and control approvals, control and audit
Elimination of material overruns | The amount of savings in materials and
and unplanned overwork labor costs multiplied by the unit cost
Improving the accuracy of cost | The amount of savings on unforeseen
calculations expenses
Reduction of labor and | The change in labor intensity is
management costs multiplied by the unit cost

Other effects In accordance with the specifics of

the project

Non-financial effects

Increasing Demand growth The amount of additional revenue
competitiveness
Business reputation | Goodwill growth Changes in the value of the company or
growth the share price
Other effects In accordance with the specifics

of the project
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It is also necessary to develop an organizational scheme for digital transformation and
differentiate criteria for its feasibility and effectiveness, which is justified by us in the next

paragraph of the study.

When switching to the digital format, the construction organization will save time on
decision-making, the duration of the project, and also increase the accuracy of determining the

cost of construction.
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Digitalization plays a significant role in the development of the construction industry, as
it allows for better control and increased resource efficiency of projects. However, the
construction industry is rather known for its conservatism, hostile culture and inertia to change,
especially with the introduction of new technologies, which is why it has faced significant
barriers in deepening digitalization. Based on the results of the analysis of statistics, we note that
the industry is at an initial level of development, since a significant number of problems related
to investing in digital technologies and developing human capital — training employees and
attracting qualified, digitally literate personnel - have to be solved. In general, the prospects for
digitalization in the industry also depend on the successful introduction of technology into
everyday operations, not to mention the need to maintain innovation, especially in the
environmental field.

As is known, at the design stage of an object, it is necessary to calculate the reduced
costs, which take into account the total cost of public labor, current and one-time costs for the
implementation of the object. These costs may not coincide with the costs required for the
implementation of the project in kind, there are several reasons for this. Here are some of them:
uncertainty in the construction conditions, errors in estimates and other materials for determining
the estimated cost of construction and dynamically changing economic conditions of
construction between the start and end of construction. For example, prices for materials and
equipment often change in the market during construction.

The high level of competition of companies in the Russian construction industry, low
performance indicators of investment and construction projects, emphasize the need to apply
information modeling technology at various levels of the industry.

The willingness of participants in the investment and construction process to change
during implementation and its ability to effectively manage the processes of change is not only
an indicator of the professionalism of the participants themselves, but, as a result, one of the
most important factors for the reliability of an investment and construction project in a risk
environment. The introduction of information modeling technologies and their further
application make it possible to increase the efficiency of an investment and construction project
at all stages of the life cycle of a real estate object.

Conclusion. As a result of the work done, the theoretical and methodological foundations of
the economic justification of the choice of constructive and technological solutions were studied,
areas where scientific and practical tasks have not been fully solved were identified,
recommendations for improving the methodology for choosing constructive and technological
solutions were developed.

The most progressive method for choosing solutions is variable design. It implies comparing
several options and choosing the most favorable one for a given situation.
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METOIUYECKOE OBECHHEYEHHUE SJKOHOMHUYECKOI'O ObOCHOBAHMSI BBIBOPA
KOHCTPYKTHUBHbBIX U TEXHOJIOI'MYECKUX PEINEHUU ITPU PEAJIN3AIIUN
ITPOEKTA

Kanxsa B.C., kaHANIaT S3KOHOMUYECKUX HAYK, JOLEHT
Badamkanos C.C., Maructp I€J0BOro aAMUHUCTPUPOBAHUS

Hayuonanvuwiii uccneoosamenvcxuti Mockockuti 20Cy0apCcmeeHHvlli CmpoumebHulil yHugepcumen,
2. Mockesa, Poccutickaa @edepayus

AnHoTanus. [7aBHas 3agada 0OOCHOBaHHS BHIOOpA KOHCTPYKTHUBHBIX W TEXHOJIOTHYECKUX
petreHuit — nopbItieHne d(H(HEKTUBHOCTH MHBECTUITMOHHO-CTPOUTENFHOTO TIPOEKTa B 1eJIoM. VIMEHHO OT
MIPAaBIIILHONM B3aMMOCBSI3H, TPAMOTHBIX COYETAHUI BRIOPAHHBIX PEIICHUH 3aBUCHUT yCIIEX IMPOEKTa.

JIro00# MpoeKT, peain3yeMbiii B chepe CTPOUTENIBCTBA, CBA3aH C OCYIIECTBICHHMEM MHBECTHUIIHH,
HMCEHHO ITO3TOMY BCE€ CTPOUTEIBHBIC IIPOCKTHI 11O TUITY OTHOCATCA K HHBCCTUIMOHHBIM IIPOCKTAM.

TeopeTnueckoil M METOJMYECKONM OCHOBOM HACTOSILEr0 HCCIEIOBaHMS, SBIAIOTCA TPYJBI
pOCCHﬁCKHX YUCHBIX W CIICIUATIMCTOB, IOCBALICHHBLIC HCCJICIOBAHUAM B O6J'IaCTI/I TECOPETUYCCKUX M
0O0IIMX METOJOJIOrHUECKUX MPOOIIeM OleHKH 3(()EKTUBHOCTH KalTMTAIbHBIX BJIOXKEHUH B CTPOUTEIBCTBO,
a TaKkKe IMPUMEHEHUS L[IEHHOCTHO-OPUEHTHUPOBAHHOIO TMOAXOAA B YIPaBICHUUM KHBECTUIIMOHHO-
CTPOUTENBHBIMU MPOEKTaMH M METOAMYECKHE AOKYMEHTBI U OTpacieBble HMHCTPYKLUM IO OLIEHKE
MPOEKTHOH 3P PEKTHBHOCTH.

Mertoapl UCCIEIOBAHUS: aHAIN3 JIUTEPATYPHBIX UCTOUYHUKOB, CTATUCTUUYECKUHN, CPABHUTEIBHBIM,
AHATUTUYECKHA, TPaPUIEeCKUH, SKOHOMHKO-MAaTEeMaTHIECKHE METO/IbI.

KuioueBble cJioBa: CTPOUTEILCTBO, OPraHU3AIMOHHO-TEXHUYCCKUC PCIICHNA, HHBECCTUIIMOHHO-
CTpOHTeHBHBIﬁ IIPOCKT, KOHCTPYKTHUBHBIC U TCXHOJIOTHUYCCKHUE PCUICHUA B CTPOUTCIILCTBE.
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JKOBAHBI ICKE ACBIPY KE3IHJE CBhIHJIAPJIBI J)KOHE TEXHOJIOTUSLTBIK
IIEIMIEPII TAHJIAY IBIH SKOHOMUKAJIBIK HET'T3JEMECIH 9ICTEMEJIIK
KAMTAMACEI3 ETY

Kanxsa B. C., 5koHOMVKa FBUIBIMJIAPBIHBIH KAaHTUIATHI, TOIECHT
Ba6axano C.C., ickepiik 6ackapy MarucTpi

¥nmmuix sepmmey Mackey memaekemmik Kypolivic yrusepcumemi, Mackey x.,Peceii @edepayusicol

Angarna. CeIHIAPIB! )KOHE TEXHOJIOTHSIIBIK MIeTiMAeP Il TaHAaybl HeTi3/1eyAiH 0acThl MiHIETI-
TYTacTail aJFaHia WHBECTULMSUIBIK-KYPBUIBIC >KOOACHIHBIH THIMALIITIH apTThipy. JKOOaHBIH COTTLNIr
IYPBIC KapbIM-KaThIHACKA, TAHJAIFAH MIeIMICPAiH cayaTTHl YilsleciMiHe OaiTaHBICTHI.

Kypbuteic camacblHOa JKy3ere achbIpbUIATBIH Ke3-KeIreH >k00a WHBECTHUIMSIIAPIBI IKy3ere
acbIpyMeH OalIaHBICTBI, COHIBIKTAH OapIIbIK KYPBUIBIC jk00anapbl Typiiepi OOHBIHIIA MHBECTHLUSIIBIK
obanapra )KaTaibl.

Byn 3eprreymiH TEOpPHSUIBIK JKOHE OICTEMEINK HeTri3l KYPBUIBICKA KYpJeNi CallbIMIap.IbIH
TUIMJIUTITIH OaraiayIbIH TCOPHUSIIBIK HKOHE KNI 9JIiCHAMAJIBIK MAaceJIeNiepl calaChIHIaFbl 3epTTeyiIepre,
COHJIali-aK WHBECTUIMSJIBIK KYPBUIBIC OOaJapblH OackapyAa KYHJABUIBIKKA OaFbITTaIFaH TOCUIL
KOJIJITaHyFa apHaJFaH PEeceiIiK FalsIMIap MEH MaMaHOapIblH €HOEKTepi OOJBIN TaObLIa bl.oliCTEMENIK
KYy’KaTTap MeH jK00aJbIK THIMAUTIKTI OaFanayFa apHaIFaH calallblK HYCKayap.

3eprTey  omictepi: omeOM  JEpeKKe3[epAl  Taljay, CTaTUCTHKAJBIK, CaJbICTHIPMAIIBL,
AQHAINTHKAIBIK, TPa(UKaIIBIK, SKOHOMHUKAJIBIK KOHE MAaTEeMaTHKAIIBIK 9JIiCTED.

Tipexk ce3aep: Kypbuibic, YHBIMAACTHIPYIIBUTBIK-TEXHAKAIBIK IIENIIMIEP, WHBECTHIIUSIBIK-
KYPBLJIbIC )KO6aCI)I, KYPBUIbICTaFbl CbIHAAPJIBI )KOHE TEXHOJIOTUAJIBIK memiMz[ep.
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Komxazdanapasl pacivjey KeHiH/Ie aBTOPJIAPFa apHAJIFAaH HYCKAYJIbIK

«KopkbiT Ata artbiHmarsl  KpI3puiopfa yHMBEpPCUTETIHIH  XabapHibIChl. OJKOHOMHKA
FBUIBIMJIAPI CEPUSICHD) JKYpPHAJIBIHIA MaKalia )Kapusiay YIIiH JaiblH FEUIBIMU KYMBICTHI aBTOP(J1ap)
Vestnik.korkyt.kz caiiteiHnarer OHmaiiH Makana xioepy j>KyHeci apKbUIbl, apHAaWbl HYCKAYJIBIKTHI
naimanansin xioepyre 6onmaapl. Makama Windows 10 omeparusTi xyiecinaeri Word ¢opmarteiaga
Times New Roman mpudtinne xa3purysl KaxkeT (Ocbl Tajmanrta jka3bIMaraH Makajda aBTOMATThI
Typae KaObuimanOaiimer). JKapusnanelM — TiUIIEpl Kasakiia, OpBICIIA, AaFbUINIBIHIIA. Makaa
KYPBUIBIMBI MEH O€3eHIIpiTyi:

1. Makana kenemi 6-12 Oer apanbIiFbiHAa OONYBl THIC (aHHOTAIUSAIAp MEH 9/eOHETTEp
Ti3iMIH KoclaraHia 6 OETTeH ToMeH O0oIMaybl THIC).

— Makanansl Kypy cxemachl (0eTi — A4, kiTanThlK Oarmap, Typaiay — eHi OolbiHma. Coi
JKaK,YCTIHT1 ’KOHE TOMEHT1 KaKTapbIHAAFbl allIbIK JKUEKTepl — 2,5 ¢M, oH karbiHaa — 2,0 cm. [lpudr:
tun Times New Roman, enmemi — 12) (Windows 10 oneparusti xyiecinaeri Word opmaTsinga);

- XFTAP wunpekci — OipiHmi KaTap jKorapeiga, cou jkakra (http:/grnti.ru); oH XakTa
—xypHaaeH doi uHAeKcl (mpeduke xoHe cyhduKe) — penakiusaa oepiiaeni;

- MakaJia ataybl — OpTachlHa KaJIbIH OH €KiHII KapilmeH;

- aBTOp(JIapIbIH)ABIH aThI-KOHACPIHIH OipiHmI Kapri MeH Tteri — oprara 1l-kapim,
(aBTOpNap caHbl 5 aJaMHaH apTHIK OOIMaybI THIC);

- yiibIM, Kaja, eJ/IiH TOJBIK aTaybl — OpTara, KypcuB — 11-kapir;

- Anparna. Tyn nycka tutisae (150-200 ce3; makana KYpbUIBIMBIH CaKTail OTBIPBIN),
enmiemi (kerib) — 11-kapim;

- Tipek ce3mep — Ka3ak, opbic, arbUIIIBIH TUIAEpiHae (3-5 ce3/ce3 Tipkectepi), emmemi -
(xernp) 11-kapim;

- Herisri motiH (apanblk wHTEpBad - 1, «asar xom» - 1,25 cm, 12-kapim) KYpbUIBIMBI
TeMeHeriiel 0omab:

2. Kipicme: TakbIpbINTHIH TaHJATYBIH HETi3[Cy; TaHJAIFaH TaKbIPBIITHIH, MOCEJCHIH
©3EKTLJIIr, 00BEKTIiCl, TIOHI, MAKCAThI, MIHJICTI, 9/1iCi, TOCUI, TYXKBIPHIMBI KOHE MaFbIHACHIH aHBIKTAY

3. 3eprTey MaTepuHanIapbl MeH JicTepi: Marepuangap MEH JKYMBIC OapbIChI
cUTnaTTaMachlHaH, COHAN-aK MaiaaaHbIIFaH oiCTEP/IiH TOIBIK CUIIATTaAMAChIHAH TYPYHI THIC.

4. Kecrenep, cypeTrep aUThbUIFaHHAH KEHIH OPHATIACTBHIPBUIYBI KEPEK. Op WILTIOCTPALUSIMEH
xa3zy(emmemi (kerib) — 11) Gomysr kepek. CypeTTep aHbIK, Ta3a, CKAaHEPJIEHOETEH 00Tyl KEpeK.

Maxkana MoTiHiHzE cinTemenep 6ap Gopmynanap rana HeMipieHeai. MoTiHzae ciiteMenep Tik
*Kakmana kepcerineni. Cinremenep MOTIHIAE KaTaH TYple HOMIpIEHYl Kepek.

5. Hatmxkenep/Tankpuiay: 3epTTey HOTHKEIEPIH TaJIay XKOHE TAJIKbUIAY KeITipiie/i.

6. KopbITBIHABI/KOPBITHIHABLIAP: OCBI KE3€HIETi KYMBICTBl KOPBITBIHIBUIAY; aBTOP
alTKaH YCHIHBUIFAH TY>KBIPHIMHBIH aKHKATBIH pacTay. JKYMBICTBI Kap KbUIBIK KOJIZAy TypaJbl akmapar
KopbiTbiHapiman  keifin  Tyceai. Opnebuerrep Tidimi (emmemi (kermp) — 11, maiimanaHbiiFaH
oneduerTep caHbl — 15-TeH keM OonMaybl KakeT). ©ne0ueTTep Ti3iMiHAe KUPULIUIAAa YChIHBUIFaH
KyMmbIcTap OoiFaH jkarjaiina omeOuerrep Ti3IMIH €Ki HYCKaaa YCBIHY KakeT: OipiHmiici —
TYTIHYCKaJa, €KIHIIICl — pOMaHU3alMsIaHFaH ajagaBUTICH (TpaHCIuTeparys). Makananarbl J1oiek-
ce3 TI3IMIHIE TeK peleH3msulanran oneduer ko3nepi, DOI mnmekci G6ap omebuerrep OONybl THIC.
Pomanuzanusitanran oneouerrep Tizimi http://www.translit.ru caifTbl apbIKBUIBI PICIMIEITY1 KEPEK.

7. ABropnap Typabsl MATIMETTEp: (aBTOPABIH(JIAP/BIH) aThI-KOHI, YUBIMHBIH TOJIBIK aTaybl,
KaJachl, elli, OaiaaHbIC AepeKkTepl: TenedoHbl, 3J1.M0MITa, OpCUa HoMepi) 3 Tize.

8. Kenren makana Tananka cail pociMIeNTeH XaFaiija FaHa AHTHIUIaruaT OaraapiaMachl-
HaH oTKi3Ueai. TynHyckanbirbl 80 % - maH koFapbl KepceTkilire OoiFaH Makaja PenakuusHbiH
KapaybiHa xi6epineni. An 80% - naH TeMeH OoJFaH Makaja aBTOPJAbIH TOJIBIKTHIPYBIHA KiOepiiemi.
A, eKiHIII peT OTKI3iITreH KaFaaiia THICTI KOPCEeTKill 0oiamaca )apusulaHbIMFa KaObUITaHOaNbI.
PeniensenTrepain OH MiKipiHEH COH MaKaJa >KypHajFa KaObUINAHBII, aBTOPFa TOJIEM Kacay JKOHIHJIE
xabapnama >xiGepineni. ABTOp TeJEMaKbIHBIH TYOIpTETiH peAaKUMSHBIH 3JICKTPOHIBI MOYTACHIHA
xi0epyre miaaetTi (khabarshy@korkyt.kz).
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http://grnti.ru/

PyxoBoncTBo 1u1s1 aBTOPOB 110 0OPMIIEHHMIO PYKONHCeil

lotoBast nHayunas pabora i mnyonukanumu B OkypHasie «BectHux Ke3putopamHckoro
yauBepcutera uMeHu Kopkeir Arta. Cepust DKOHOMHYECKHE HAayKW» MOXKET OBITh MOAaHA aBTOPOM
(aBTOpaMm) "yepes cUCTEMy OHIAIH MojayM crared Ha caifre vestnik.korkyt.kz, ncmons3ys cnernmansHbIe
uHCTpyKuu. Ctarhs AomkHA ObITh HamucaHa B ¢opmare Word B Windows 10 mpudTom Times New
Roman (crarbs, He HamucaHHasi B COOTBETCTBMM C 3TUM TpeOoBaHMEM, He Oyger mNpHuHATa
ABTOMATHYECKH). SI3bIK MyONMKaLni Ka3axCKUH, PYCCKHMA, aHTTTMHCKUH.

CrpykTypa u oopMIIeHHe CTATBH:

1. O6seM crathbu B mpenenax oT 6 mo 12 crpaHur (He MeHee 6 CTpaHHIl, 32 MCKIIOUCHHUEM
AHHOTALIMH U CTIHMCKA JTUTEPATYPBI).

- CxeMa mocTpoeHus cTaThl (CTpaHuma — A 4, KHIDKHAsE OPUEHTAIINS, TIOJIS C JICBOM, BEpXHEH U
HIDKHEH cTOpoH — 2,5 M, ¢ mapBoit — 2,0 mm. Llpudt: Tir — Times New Roman, pa3smep (kerp) - 12) (B
¢dopmare Word B onepanimonnoii cucreme Windows 10):

- uagekc MPHTU - mepBas ctpoka cBepxy ciesa (http://grnti.ru); uagexe DOI (mpemocTapmnsiercs
penakuuel xxypHaia);

- Ha3BaHKE CTAaThbH — MIPONHUCHBIMU OyKBaMH IO LEHTPY MOIYKHUPHBIM MPUPTOM, pazmep — 12;

- UHALMAIBL ¥ (aMIJIHIO aBTOpa(0B) — MO LEHTPY MOTYXHPHBIM HIPUPTOM, pazmep (kerb) — 11
(ampec 31.110YTHI aBTOPOB, HOMEP OPCHJ, KOJIMYECTBO ABTOPOB HE JOJDKHO MPEBBILIATE 5 YEJIOBEK);

- [I0JIHO€ HAUMEHOBAHUE OPraHU3alM1, TOPOJl, CTpaHa — I10 LIEHTPY, KypcuB, pazmep - 11.

- AHHoTanus Ha s3pike opuruHana (150-200 cnoB; coxpaHsisi CTPYKTYpy CTaThu) pasmep - 11.

- KawueBble cjioBa (Ha Ka3axCKOM, PYCCKOM, aHIJIMICKOM OT 5 70 8 CIIOB/CIIOBOCOYETaHUIN)
pasmep (xerip) - 11.

- OcHoBHO# TekcT (12 mpudT, MEKCTPOUHBIH UHTEPBANT - 1, OTCTYN «KpacHO# cTpokm» - 1,25
CM), CTPYKTypa:

2. BBenenue: 000CHOBaHHE BBIOOpA TEMBI; aKTYaJbHOCTh TEMBI WJIM NPOOJEMBI, ONpelesICHHE
o0beKTa, MpeaMeTa, LelleH, 3a1a4, METOA0B, MOJXO0I0B, THIIOTE3bl U 3HAYCHUS padOTHI.

3. Marepuajibl ¥ MeTOAbI HCCIETOBAHNS: IOJDKHBI COCTOSTh M3 OMHMCaHUs MaTepyualioB U XOna
paboTEI, a TaKKe MOJIHOTO OIMCAHUS HCIIOIb30BaHHBIX METOHOB.

4. B craTbe HyMEpYIOTCS TOJIBKO T€ (OpPMYIbI, Ha KOTOPbIE €CTh CCHUIKM B TeKcTe. B ccpbuikax B
TEKCTE YKa3bIBACTCS B KBaJPaTHBIX CKOOKAX.

5. pe3yJbTaTbl/00CysKIeHHe: IPUBOJUTCS aHAIU3 U OOCYXKAEHHE IOIYYEHHBIX Pe3YJIbTaToB
UCCIIeIOBAHUS.

6. 3aKiIYeHHe/BBIBOABI: 0000IICHUE M TMOJIBEJACHUE WMTOTOB pa0OThl HAa JJAHHOM JTarie;
TMMOATBCPKACHNUEC UCTUHHOCTU BbIABUTI'a€MOI'0 YTBECPIKICHU A, BBICKA3aHHOI'O aBTOPOM.

Crucok suteparypsl (pa3mep (kermib) — 11, KOITMYEeCTBO MCHONB3YEMOM JHTepaTypsl HE MEHee
15). Ilpu Hanu4yuK B CHHUCKE JUTEPATyphl paboT, NPEACTaBICHHBIX HA KUPWILIHLE, CIIUCOK JIUTEPATYPhI
JIOJDKEH OBITh MPEJICTABJICH B JBYX BapUaHTaX: MEPBBIM - B OpUTHMHAJE, BTOPOH - B JIATHHU3WPOBAHHOM
andasute (TpaHciaurepanus). COMCOK CCBUIOK B CTaTbe JAODKEH COMEPIKAaTh TOJNBKO pELEH3UpYyEMble
JUTEpaTypHble HMCTOYHHUKH, JUTEeparypy ¢ uHIekcoM DOI. Cnucox JIaTMHM3MPOBAHHOHM JIMTEpaTypbl
JIOJDKEH OBITh ITOJTOTOBIJICH Yepe3 caiT http:// www.translit.ru.

7. Ceenmenust o0 aBropax: (oymkHBI coxepxkare ®UO apropa (oB), MomHOE HaWUMEHOBaHHE
OpraHu3alyy, ropoll, CTpaHa, KOHTAKTHBIE aHHbIE: Tele(OH, 1.1109Ta, HOMEP OPCHI) Ha 3-X SI3BbIKaX.

8. Crarps gomwkHa obOmanate He MeHee 80% YHMKaIbHOCTH TEKCTa Ul MyOnukanuii. B ciydae
eclM OpWTHHAJIBHOCTh cTaThl HIKe 80%, pabora OymeT BO3BpamieHa aBTOPY Ul WCIpPaBICHHE U
KoppekTupoBkH. llocie BTOpPHYHOM MpOBEpKHM CTaThsi HaOMpaeT HEOOXOAMMOro TOKaszaTels B
AQHTHIUIarMaT, HalpaBlIsIeTCS Ha PAacCMOTPEHHE PENAaKIMOHHOW Kkojulernu. CTaThbs, HE OTBeYarolas
COOTBETCTBYIOIIUM Tpe6OBaHI/IHM, OpUTrHHAJIBHOCTDH KOTOpLIfI, IMPOBEPEHA ABAXK/bBI, K HY6.HI/IKaIII/II/I HEC
npuHUMaeTcs. [lociie MoJOKUTENTFHOTO OT3bIBa PELIEH3EHTOB, CTAaThsl MIPUHUMAETCS JUIA MyOJIMKAluK B
JKypHaJ M aBTOpY HampapisieTcs yBeJOMJIEHHE 00 oruiaTe. ABTOp 00si3aH OTHPaBUTh KBUTAHLHIO 00
oriare Ha MeKTpoHHyIo nouTy penakiuu (khabarshy@korkyt.kz).
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type - Times New Roman, size (font) - 12) (Word format on Windows 10 operating system):

- the ISTIR index is the first line at the top left (http://grnti.ru).
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- Main text (12 font, line spacing - 1, indentation of red line#- 1.25 cm)
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2. Introduction: rationale for the selection of the topic; relevance of the topic or problem;
definition of the object, subject, objectives, tasks, methods, approaches, hypotheses and meanings of
the work.

3. Research materials and methods: should consist of a description of the materials and the
progress of work, as well as a full description of the methods used.

4. In the article, only those formulas that are referenced in the text are numbered. References
in the text are indicated in square brackets.

5. Results/discussion: an analysis and discussion of the results of the study is given.

6. Conclusion/conclusions: summarizing and summarizing the work at this stage;
confirmation of the truth of the assertion put forward by the author.

List of references (size (point size) - 11, the number of used literature is at least 15). If there
are works presented in Cyrillic in the list of references, the list of references should be presented in
two versions: the first - in the original, the second - in the Latinized alphabet (transliteration). The list
of references in the article should contain only peer-reviewed literary sources, literature with a DOI
index. The list of romanized literature should be prepared through the site http://www.translit.ru.

7. Information about the authors: (should contain the full name of the author (s), full name of
the organization, city, country, contact details: telephone, e-mail, orsid number) in 3 languages.

8. The article must have at least 80% uniqueness of the text for publication. If the originality
of the article is below 80%, the work will be returned to the author for correction and correction.
After a secondary check, the article gains the required indicator in anti-plagiarism, and is sent for
consideration by the editorial board. An article that does not meet the relevant requirements, the
originality of which is double-checked, is not accepted for publication. After a positive feedback
from the reviewers, the article is accepted for publication in the journal and the author is sent a
notification of payment. The author is obliged to send a payment receipt to the editorial office by e-
mail (khabarshy@korkyt.kz).
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