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SOCIAL-PSYCHOLOGICAL PECULIARITIES OF CONSUMER'’S
BEHAVIOR

This article is dedicated to the investigation ohsumer’s personal behavior.
The author has proved the topicality, conducteddisearch analysis of this problem,
and defined the investigative methods and the naellbgy of social-psychological
personal characteristics and peculiarities of comsis behavior. The research topi-
cality is determined by booming development of sgcand economics, necessity of
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solution of scientific targets, the centre of whista human as a subject of economic
activities. One of such gquestions is the invesiigabf consumer’s behavior and
factors, which have influence on it. The authorua®ss the view that consumer’s
behavior does not reduce only to maximization c#fuleess, rational scores and
calculations. Moreover, besides the functional deinan goods, there is also non-
functional demand, which is caused by differentluding psychological factors. The
article shows the results of quantataved qualitative analysis. The article has found
out personal individual-psychological characterstusingMultifactorial personality
guestionnaireof R. Kettle. The diagnostics results are represkrdaccording to
sixteen figures. In article there are represengsdarch results of psychological types
of customer’s behavior according to the methodolof®. S. Posypanova “Psycho-
logical profile of customer”. Even profilesf customers have been determined and
described: innovator, fashioner, traditionalistn®ervator, individualist, situationa-
list, careless. According to diagnostics resultthwhe help of correlating analysis
there have defined interconnection peculiaritiepafonal individual and psycholo-
gical characteristics and customer’'s behavior etgsjewhich are definite in
customer’s psychological profiles typology. In thesticle there are also the
prospective of the following investigations.

Key words: customer’s behavior, individual and psychologioaigonal charac-
teristics, customer’s psychological profile.

Kyapununbka A. B. ConiaibHO-IICHXO0JIOTiYHI 0C00TMBOCTI MOBEAIHKU CIO-
JKMBa4ya. Y CTaTTl JOCHIIKEHO CIOKMBYY MOBEIIHKY OCOOMCTOCTi. ABTOp OOIpyH-
TOBY€ aKTyaJIbHICTb, aHATI3Y€ JOCIIIHKEHHS 13 II€T TPOoOIeMaTHKH, BU3HAYAE METOAH
Ta METOAMKHU JTOCIIDKEHHS COLIATBbHO-TICUXOJOTIYHUX XapaKTEPUCTUK OCOOMCTOCTI
Ta OCOOJMBOCTEH CIOXHBYOI MOBEHAIHKU. AKTYalbHICTh JOCITIIKEHHS 3YMOBIIOE
Cy4acCHHH CTPIMKHUI PO3BUTOK CYCHUIBCTBA i €KOHOMIKH, OTPeOa pO3B’ A3aHHS HAy-
KOBHMX 3aBJIaHb, Y IIEHTP1 SAKUX CTOITh JIFOJUHA K CYO €KT €KOHOMIYHOI JiSIIbHOCTI.
OpHe 3 Takux 3aBllaHb — caMe JIOCHIIPKEHHS CIIOKUBYOI MOBEIIHKY M YUHHUKIB, SIKI
BIUIMBAIOTh Ha HEi. ABTOpP MPUTPUMYETHCS TYMKH, IO MOBEIIHKA CIIOXKMBaya HE
3BOAUTHCS JIMIIIE IO MAaKCUMI3allli KOPUCHOCTI, palliOHaJIbHUX OI[IHOK 1 PO3PaxyHKIB.
OckiabkH, KpiM (YHKIIIOHATBHOTO MOMUTY Ha TOBap, ICHYE ¥ HE (PYHKIIOHAIBHUI
MOMUT, SIKUM 3yMOBIIOETHCS PI3SHUMH, Y T. Y., ICUXOJOTIYHUMHU YMHHUKamMu. Hage-
JICHO KITBKICHHM Ta SAKICHUW aHaji3 pe3ynbTaTiB JIarHOCTUKH, 3A1MCHEHO 1HTEpIIpe-
TaIi}0 JAaHUX EMITIPUYHOTO AOCTIIKEHHS 03HAYEHOT IPOOJIeMH, SIKI IEMOHCTPYIOThCS
1 rpadiuno, 1 omucoBo. BusABIeHO 1HAMBIAYaIbHO-TICUXOJOTIUHI XapaKTEPUCTUKU
ocobucTocTi 3 BUKOpUCTaHHIM «bararodakropHoro onutyBainbHuka» P. b. Kerrena.
Pe3ynbratu niarHOCTUKM MpECTAaBIICHI 3a HIICTHAAIATEMA MOKa3Hukamu. [Ipencras-
JICHO pe3yJbTaTH AOCTIHKEHHS TICUXOJOTIYHUX THIIB CIOXXKHBYOI IOBEIIHKH 3a
metoaukoro O. C. IlocunanoBoi «llcuxomnoriunuii npodink crnoxuBava». BusnaueHo
i omucaHo CIM BHUAIB MpOQUIIB CHOXKHBAYIB. IHHOBATOP, MOJHHMK, TPaAUIIOHATICT,
KOHCEpBaTOp, 1HAUBITYATICT, CUTYaIlIOHICT, Oalyxuil. 3a pe3yabTaTaMH J1arHOCTH-
KU 3 JOMOMOTOI0 KOPEJSIIITHOrO aHaii3y BCTAHOBJIEHO OCOOJIMBOCTI B3a€MO3B’ SI3KY
1HIUBITyIbHUX MCUXOJOTYHUX XapAKTEPUCTUK OCOOMCTOCTI Ta €IEMEHTIB CIIOKHB-
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40i MOBEIIHKH, K1 BU3HAYAIHMCS B THMOJOTI] MCUXOJOTIYHUX MPOQLIIB CIIOKUBAYIB.
OxpecneHo MepCreKTHBY MOIATBIITNX TOCIIIKEHb.

Kurouosi cjioBa: crioxuBYa MOBEAIHKA, 1HAWBIIYaIbHO-TICUXOJIOTIYHI XapaKTe-
PUCTHKHU OCOOUCTOCTI, ICUXOJIOTTYHAN TPODLITH CIIOKUBAYA.

Kyabunnkas A. B. CounajbHO-NICUX0JI0THYECKHE 0COOEHHOCTH MOBeACHUS
norpedouTessi. B ctarbe uccrieaoBaHo noTpedUTENbCKOE OBECHUE TMYHOCTH. ABTOD
000CHOBaJIa aKTyaJIbHOCTh, OCYIIECTBUJIA aHATN3 UCCIEI0BAaHUH 10 3TOW mpobiema-
THKE, ONPEACIIAIA METOABI U METOAMKHU UCCIIEA0BAHNUS COLMAIBHO-TICUXO0JIOTHYECKHUX
XapaKTEPUCTHUK JTMYHOCTU U OCOOEHHOCTEN MOTPEOUTENHCKOTO MOBEACHHS. AKTyallb-
HOCTb MCCJIEJJOBAHMSI BbI3BAHA CTPEMUTENBHBIM Pa3BUTHEM OOLIECTBA U SKOHOMHUKH,
HEOOXOAMMOCTBIO PEIICHUS HAayYHbIX 3a]1a4, B LIEHTPE KOTOPBIX CTOUT YEJIOBEK KakK
CyOBEKT SKOHOMHUYECKOHN nesaTebHOCTH. OHOM M3 TakHUX 3a7ad SBISIETCS. UMEHHO
UCCIIEJOBAaHUE MNOTPEOUTEIBCKOTO IMOBEACHUS U (PAKTOPOB, BIHUSAIOIIMX HA HETO.
ABTOp MpHUAEPKUBACTCSA MHEHUS, YTO MOBEJACHNUE MOTPEOUTENSI HE CBOJUTCS TOJBKO
K MaKCUMH3alluy IIOJIE3HOCTH, PAlMOHAJIBHBIX OLIEHOK M pacdeToB. [lockomnbky,
KpoMe (YHKIMOHAJIBHOTO CIpOCa Ha TOBAp, CYIIECTBYET U HE (YHKUIMOHAJIBHBIN
CIPOC, KOTOPbIN 00YCIIOBIMBACTCS PA3TUYHBIMU, B TOM YHUCIIE, U ICUXOJIOTHUYECKUMU
dakropamu. [IpuBoAMTCS KOMMYECTBEHHBIM M KAUECTBEHHBIH aHAIM3 PE3yJIbTaTOB
JUArHOCTUKH, OCYLIECTBIISIETCS HHTEPIIPETALMS JaHHBIX SMIIMPUYECKOIO MCCIIEI0BA-
HUS TaHHOW MpOOJIeMbl, KOTOPBIE AEMOHCTPUPYIOTCA KaK rpaduueck, Tak U omnuca-
TEJIbHO. BBISBIIEHBI HHIMBHUYAIbHO-TICUXOJOTHYECKUE XapPAKTEPUCTUKHU JIMYHOCTHU C
ucnonb3oBaHueM «MHorogaktopHoro onpocHuka» P. b. Kerrena. Pezynbprars! nua-
THOCTHKHM IPEJCTABIICHBI 110 MIECTHAALATH MOKa3aTessiM. Pe3ynpTaThel uccnenoBaHus
IICUXOJIOTMYECKUX TUIIOB NOTPEOUTEIBCKOTO TOBEAECHUS IPEACTABIECHBI 10 METOIUKE
A. C. IlocunanoBoii «IIcuxonmornueckuii npodusip norpedurens». OnpeneneHsl u
OMHCaHbl CEMb BUAOB Mpoduiiell moTpeduresneil: HHHOBATOpP, MOJHUK, TPaJAULIMOHA-
JIUCT, KOHCEPBATOp, MHINBHUIYAIMCT, CUTYallHOHUCTOB, paBHOoAYylIeH. [lo pe3yinbra-
TaM JWAarHOCTUKUA C TMOMOIIBI0 KOPPEIAIMOHHOTO aHA/IW3a yCTaHOBJIEHBI OCOOEH-
HOCTH B3aUMMOCBS3M UHAWBHUYAJIbHBIX IICUXOJIOTUYECKUX XapPAKTEPUCTHUK JINYHOCTU
U 2JEMEHTOB MOTPEOUTENBCKOTO MOBEACHUS, KOTOPbIE ONPEAEISUINCh B TUIIOJIOTHU
NICUXOJIOTHYECKUX Tpoduieit notpeduteneit. OnpeneneHbl NepCrneKTUBbl AalbHEH-
IIMX UCCIIETOBAHNM.

KuroueBble cioBa: MmoTpeOUTENBCKOE MOBENEHUE, MHIAWBHUIYAIBbHO-TICUXOJIO-
TMYECKHUE XapaKTePUCTUKH JINYHOCTH, IICUXOJIOTUYECKUI MPOQPHIIb TOTPEOUTEIS.

Background of the problem. The fast modern development of
society and economics sets new tasks before sig¢giahd professionals
of humanitarian and economic spheres. Since thsopeis a subject of
economic activities, for defining of her behavigpalculiarities you should
consider psychological factors, but not only ecommofaws [3]. In our
opinion, there is a wide range of scientific probde connected to the
human factor, which aren’t paid enough attentionamd one of which is
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the research of consumer’s behavior and factotshidnee influence on it.
The consumer’'s behavior can be influenced by thality of factors,
among which there are personal, psychological as@atid cultural, factors
of situational influence, the marketing complexaotompany that deals
with manufacture of a certain good [2].

Besides of the functional demand, when the mostntisd are the
characteristic features of a good, there is alsorafunctional demand that
Is caused by different psychological factors [4heTimportant role in the
formation of consumer’s behavior is played by peadgpsychological
peculiarities, which are base for classificatiorpefsonal types. Individual
and psychological peculiarities of consumer’s ba&brawvn our opinion, is
the important principle for defining of consumebshavior peculiarities,
as the majority of investigations, directed to édesation of social and
economic peculiarities of consumer’s behavior.

Therefore, it is advisable, in our opinion, to implent the structu-
ration of consumer contingent referring to consusneehavioral types.
This classification will allow to investigate maindividual and psycho-
logical peculiarities in consumer’s behavior anédict its requirements,
needs and desires, that plays extremely importdatim marketing sphere.
Due to the information above, we consider thisdags a significant and
actual one.

Recent researches analysis of this isshave shown that the issue of
consumer’s behavior takes an essential place iensfic works of as
national as foreign scientists; as classic as nmodeientists. The charac-
teristic feature of this problem is its multidireatal, diversity, ambiguity
and inability of coverage only through the prismladking through only
one scientific branch. The proof for this is wordsscientists-economists,
sociologists, marketologists and psychologists. peeuliarities of usage
are discovered in works of such marketologists.aSdtler, R. Blackwell,
P. Miniard, J. Angel, K. Keller, J. McCarthy, G. i@anter, I. Alioshyna,
O. Zozuliov, R. Ivanova, S. Garkavenko and othénere were underlined
different behavioral types of consumers at diffemmarkets of goods and
services [1; 2].

A. Maslow, J. Atkinson, Z. Freud, A. Bandura, Jiteg L. Festinger,
J. Kelli, R. Kettle, P. Lunt, S. Livingstone, O. $§panova and others,
investigated the psychological peculiarities of ssamer’s behavior. They
have outlined the range of consumer characteristitures; have made
clear the understanding of their motives and needs.
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In modern Ukrainian society, investigations aredrartied due to psy-
chological and economic statements: about the itiefinof consumer’s
behavior (B. M. Andrushkiv, N. Voleniuk, E. P. Gbkov, D. Jobber,
Ya. Zoska, A. G. Kalchenko, Komarovska, V. Mashtab&. Lozhkin,
R. Romat, M. Rokich, B. Selingman and others); alfactors of consumer’s
behavior (A. Krylov, V. Kurylenko, M. LukashevychA. Mazaraki,
V. Moskalenko, T. Negl, G. Stoliarov, A. Starostind Tarasenko and
others); about psychographic personal types (V.Kéadash, L. G. Kry-
lov, N. V. Kudenko, A. Kus, F. M. Levshyn, T. I. kyanets, A. F. Pav-
lenko, R. D. Peter, O. S. Posypanova, G. G. Posberand others).

At the same time, the obvious faist insufficiency of phenomena
investigation of consumer’s behavior in conditimfisnodern society. The
iIssue of studying individual and personal determisaand classification
of consumer’s behavioral types from the point adwiof psychological
science is still urgent.

Objectives of the article — to conduct the theoretic and empiric
research of psychological types of consumer pfd@d personality’s
traits of consumers.

Methods and methodologies of the researchH-or achieving of a
particular purpose and goals thee were used theamd empiric methods
of scientific research. The empiric studying okthroblem was conducted
with a help of such methodologies as: Multifactbparsonality questionn-
aireof R. Kettle [6]. This methodology allows definifgatures of charac-
ter, abilities and interests of a person; interviésychological consumer
profile” by O. S. Posypanova [5]. The methodolodpwvas diagnosing
7 types of consumer profiles: innovator, fashiommiaaditionalist, con-
servator, individualist, situationalist and carslgge.

For the participation in investigation we have arosstudents-
psychologists and students-social teachers. Thelsais represented by
70 people. The age of participants is from 18 toy2drs old. The total
time of investigation conducting was 150 minutes.

Procedure of theresearch.With a help of chosen methodology we
have got results, which gave us opportunity to réefindividual and
psychological features of consumer’s behavior efdtibjects. Let’s consi-
der our received results for each of selected nakstho

The general picture of results according to Mhdtifactorial perso-
nality questionnaire of R. Kettle is demonstrated graphically at the
picture 1.
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Picture 1 Results of personality with a help of the Multifactorial personality
guestionnaire of R. Kettle ¢0)

First, we should notice that received results radpo the “norm”, as
most participants showed middle level of each feaxpression. The
significant fact is how results were divided betwdaw/high levels. As in
conditions of low/high level expression of a certéactor, we can talk
about the existence of tendency to one of polaradteristics in respon-
dents. Let’s consider received results in details.

The significant expression of a high level is shawth a help of such
factors:

— The factor “E” (Conquest — Domination) — 44 % pdrticipants
express increased level of domination, for 46 %.udfjects a middle level
of expressing factor is present, and for 10 % -gaest is special,

— The factor “I” (Realism — Sensitivity) — 36 % pdrticipants express
sensitivity, 62 % of subjects have such featuressafealism as sensitivity,
and only 2 % express “clear” realism;

— The factor “M” (Practicality — Dreaminess) — 44d¥subjects have
got the increased level of dreaminess, 8 % of stbjdave chosen
practicality, and 48 % of subjects have got midajares of this factor;

— The factor “Q2” (Conformism — Non-comformism) 4 46 of
subjects have defined themselves as non-comforntuissdes, according
to this factor, the participants with extreme esgren of conformism are
not present, for the rest (56 %) of the participahe specific is a middle
level of this factor expression, that characteridesm as through the
conformism as through the non-conformism.
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The preference of low level to high one is founduich factors:

— The factor “G” (Abnormal — normal behavior) — 30 of partici-
pants are closer to abnormal towards the sociahsidrehavior. Normal
behavior is specific only for 2 % of subjects, dod 68 % of subjects a
middle level is characteristic, for which expressiof as one as other
characteristics is common.

— The factor “Q3” (Low- High Self-control) — 29 % participants
have low self-control, 69 % have middle level ofliabto self-control,
and only 2 % of interviewed have high level of smihtrol;

— The factor “C” (Emotional instability — Emotionsiability). Accor-
ding to this factor some increasing has been fouma direction of
emotional instability (26 % of subjects), at thangatime only 4 % of
subjects have the feature of emotional stability ad % of subjects have a
middle level, with possible expression of as eowdl instability as
emotional stability in interviewed.

— The factor “B” (Concrete — Abstract Mind). Thescfor is expressed
on the level of concrete brainwork in 24 % of papants, 8 % of
participants have expressed abstract mind, and @8 garticipants are in
conditions of as abstract as concrete type of @ik,

For finding out psychological consumer’s profilecarding to their
behavior, we have used the method “Psychologicabwmer’s profile”
(by O. O. Posypanova).

The analysis of received data has allowed us sgtdtie following.
Due to the type “Traditionalism” we have found tbdt% subjects have a
minimal expression of this type, and 46 % subjecéssmiddle level of this
parameter expression. This type is characterizedsddgction of goods
type, which is constant and standard for societgrehhe person lives.

The customer’s type “Conservative man” was revealed minimal
expression level for 60 % of subjects, while 40 %suobjects have a
middle level of the type. It is characterized bg tlsage of goods, which
are tested in own experience and respond to theidogl tastes.

Due to the type “Fashion man” for most part of slEm@@l %) a
minimal expression level is peculiar, 40 % of salgehave a middle level
of the type, and 19 % of subjects have a maximadllef the type expres-
sion. It is characterized by the following of geasidendencies, orientation
on general system of tastes and opinions.

The results of the type “Situation man” show abibwt fact that 42 %
of subjects have a low level of this type, a middlgpression level is
characteristic for 43 % of subjects, and 15 %subjects have a maximal
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expression level of this feature. It is characeiby preference to inner
and outer influence.

There is also a small amount of subjects that dbalte features of
such types: “Individualist”, which is characterizéy the desire to be
different from other people, having their own spydad “Innovator”, which
Is characterized by avant-garde moods. Well, 2 %sudfjects haven't
expressed any levels of these types. The low Es@brding to these types
Is characteristic for 54 % and 52 %, high — fokdland 12 % and middle —
for 33 % and 30 %.

The consumer’s type “Careless” is represented bygardents on all
levels of expression: this type isn’'t characteriZed 16 % of subjects,
62 % have a minimal level, 18 % — middle level, &md2 % — high level
of the carelessype. It is characterized by short brainwork ondkmice,
careless attitude to customizing products, runmimggprinciple of existen-
ce and practicality of goods.

The conducted analysis has allowed determining rgémexpression
peculiarities of diagnostic figures in the partanps. With reference to the
research topic and following the targets, which eveset, we have
conducted the correlative data analysis, received @ the results of
diagnostics. So, according to the received resudtsan state about such
statistically significant interconnections:

The consumer’s type “Individualist” correlates with

— the factor “M” ¢ = 0,300, withp = 0,05). The received coefficient of
correlation proves that subjects with brightly eegeed type “Individua-
list” have high figures for the factor “M” (pracatity — avoiding of
everything unusual, reliability on practical stagats).

— the factor “Q4” ( = —0,308, withp = 0,05). The received coefficient
of correlation proves that subjects with brightipeessed type “Individua-
list” have high figures for the factor “Q4” (emotial tension — excita-
bility, irritability, activity).

The consumer’s type “Fashion man” correlates with:

— the factor “Q2” = 0,295, withp = 0,05). The positive coefficient
of correlation testifies that interviewed with aghiexpression level for
consumer of this type have a high expression lefahe factor “Q2”
(conformism — dependence, need in a group supmaking the common
decision). And vice versa participants with low eegsion level of con-
sumer’s type “Fashion man” have high figures of taetor “Q2” (non-
conformism);
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The type “Traditionalist” positively correlates Withree parameters:

— the factor “A” § = 0,295, withp = 0,05). This coefficient of correla-
tion testifies that for the subjects with a higlvdke of expression of
traditionalist type of consumer’s behavior a highdl of the factor “A”
expression is specific (asociality — alienatiostist, skeptic attitude).

— the factor “B” ( = 0,331, withp = 0,05). The positive coefficient of
correlation testifies that for the subjects withigh expression level of the
traditionalist type high figures of the factor “Bire specific (concrete
mind — emotional disorientation of a brainwork).

— the factor “G” ( = 0,319, withp = 0,05). The subjects with a high
expression level of the traditionalist type a higjure of the factor “G” is
specific (normal behavior — morality, equabilitynetional discipline).

“Conservative” type of a consumer correlates witle parameter:

— the factor “G” ( = —-0,318, withp = 0,05). The negative correlative
connection between these parameters testifies gachliarities: for the
participants with a low expression level of consdite type for consumer
a high expression level of the factor “G” is spec{Emotional instability —
being under the influence of emotions, high levdiredness, appearing of
argumentative situations).

The consumer’s type “Situation man” correlates viilo parameters
of personal psychological peculiarities:

— the factor “M” ¢ = 0,289, withp = 0,05). High figures of consu-
mer’s situation type respond to high figures of fiaetor “M” (practicality
— avoiding of everything unusual, reliability onaptical statements), but
low figures of consumer’s situation type respondhigh figures of the
factor “M” (dreaminess);

— the factor “N” ¢ = 0,311, withp = 0,05). For the participants with a
high level of consumer’s situation type a high egsion level of the
factor “N” is specific (straightness — simplicifgrudence, care, muse) and
a low expression level of the factor “F” (expresgio

— the factor “I” ¢ = 0,351, withp = 0,05). For the respondents of
consumer’s careless type high figures of the fdttare specific (realism —
low sensitivity, strictness, reality of statememigcticality);

— the factor “O” ( = 0,351, withp = 0,05). For the subjects with a
high expression level of careless type responds limgh expression level
of the factor “O” (composure — safety, self-confide, composure, insen-
sibility to reactions of surrounding people), fdretsubjects with a low
expression level of a careless type high figureshef factor “O” are
characteristic (anxiety);
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— the factor “N” ¢ = 0,317, withp = 0,05). The respondents with a
high expression level of a careless type have la &kpression level of the
factor “N” (straightness — sensibility, spontangitynstrained emotions,
simple tastes) and vice versa, for the interviewdth a low expression
level of a careless type a high level of the factdt is characteristic
(penetration);

— the factor “Q1” ( = 0,303, withp = 0,05). For the respondents with
a high expression level of a careless type a lopression level of the
factor “Q1” is characteristic (conservatism) andhresults of the factor
“Q1” (radicalism — free mind, tolerance to inconiastes, critical mood,
distrust to the authorities);

— the factor “Q4” ( = 0,303, withp = 0,05). The respondents with a
high expression level of a careless type a higkllet the factor “Q4” is
characteristic (relaxation) and a low level of faetor “Q4” (emotional
tension).

Conclusions and prospectsSocial and psychological characteristics
are crucial in the determination of individual amdiatively still reactions
of the individual on the environment including asrrhation and expres-
sions of consumer’s behavior.

The diagnostics of consumer’s psychological prdfés found that for
the participants preferable levels of expressiam mrimal and middle
level.

On the base of the empiric investigation and cotetlcorrelative
analysis we have determined certain peculiaritiesnterconnection of
personal social and psychological characteristic$ @lements of consu-
mer’s behavior, which have been determined by ughé typology of
consumers’ psychological profiles.

Therefore, due to the results of conducted invattg we can state
that for the respondents with different social gsgichological characte-
ristics certain consumer’s behavior types are dtarstic, it means, their
own tactics of selection goods and services abtheket.

The prospects of the following researches arevestigation of other
personal characteristics such a system of valugfesteem and their
connections with expressions of personal consunhetsvior.
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INCUXOJOI'TYHI ACIIEKTH OHIHIOBAHHS HEPCOHAJLY
B CUCTEMI AEPKABHOI CJIYKBHU

CTaTTIO NPUCBAYEHO PO3IJISAY MCUXOJOTIYHUX ACTEKTIB OLIHIOBAHHS MEpPCOHA-
Jy B CUCTEMI JIepKaBHOI cly>kOu. BHOKpeMsieHO OCHOBHI NMPUYUHU HEE(PEKTUBHOCTI
TaKOTO OIlIHIOBaHHS. (DOPMAJIbHICTh 1 CyO' €KTUBHICTh, BIJICYTHICTh 3BOPOTHOIO
3B'A3KY, HEY3TO/DKEHICTb CaMOOIIIHKM MpalliBHUKA 3 OLIHKAMU E€KCIIepTiB, Heaje-
KBAaTHE CIPUUHATTS ACpKABHUMHU CIYyKOOBILSIMA CYTHOCTI OIliHIOBaHHs. Haroio-
meHo Ha crnerudimni npodeciiiHol TIsTIBHOCTI B CHCTEMI JIEP)KaBHOTO YIIPaBIIIHHS:
myOJIIYHOCTI, COLlajbHIN OpPIEHTOBAHOCTI, CIPSIMOBAHOCTI HA 3aJ0BOJICHHS MOTPEO
rpoMajisiH. 3a3HAu€HO, IO <«OI[IHKa» € OCHOBHHM €JIEMEHTOM IOHSATTS egexkmus-
HICMb 0epicasHo20 YNpaeiiHts, OCKIIbKU BiJoOpakae piBeHb PO3BUTKY CYCILIbCTBA
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