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MARKETING-MONITORING AND SOCIAL-PSYCHOLOGICAL RESEARCH IN
MANAGEMENT OF DEVELOPMENT OF THE EDUCATIONAL ENVIRONMENT OF
THE HIGHER EDUCATION INSTITUTION

AKmyanizoeaHo ocobausocmi mMmapKkemuH208020 ma cmelikxondepcbKo2o nioxodie 00
ynpassiHHA PO38UMKOM 0C8IMHbO20 Ccepedosuwa 8UU020 HABYAbHO20 3aKMA0Yy. BusHa4yeHo
Micuye MapKemuH2080-MOHIMOPUH208UX MA  COYiasbHO-MCUX0A02iYHUX  0OCiOHEHb 8
ynpassiHHI PO38UMKOM 0C8iMHbO20 Cepedo8UWd 8UU,020 HOBYANbHO20 30KNa0y. BuokpemneHo
OCHOBHI Hanpamu U PO3KpUMO CYymMHICMb MAapPKeMUH2080-MOHIMOPUH208UX i couiasbHO-
MCUX0s102iYHUX 00CMIOHEHD PO3BUMKY OC8IMHbLO20 CepedosuLa BUUL020 HABYAIbHO20 3aKNA0Y
(06’ekmu, cmelikxondepu, 3micm, Memoou G0CsTiOHCeHb).

Knrouosi cnoea: mapkemuHzosuli nioxid, cmelikxondepcoKuli nioxio, ynpassiHHA
pPO3BUMKOM 0C8IMHLO20 Cepedosuwa BUUW020 HABYA/LHO20 3AKMAA0Y, MAPKemuH2080-
MOHIMOPUH208i 00CAIOHCEHHSA, COUiaAbHO-MCUX0A02iYHi 00CAIOHEHHS.

Introduction. Transformation of higher education in Ukraine takes place
in conditions of a market economy, demographic changes of society, in
particular youth, competition of higher education institutions in providing
educational services and creating conditions for qualitative training of
competent personnel. This leads to the establishment of effective systems of
managing the development of the educational environment of higher
education institutions (HEls), which are based on the principles of strategic
management, educational marketing, studies of the needs of interested
stakeholders, and the ability to carry out relevant rapid changes.

In order to construct such management systems, it is necessary to have a
toolkit for studying internal and external factors of influence, tracking changes
that determine the priority directions of the educational environment of the
university. Such tools include marketing-monitoring and social-psychological
research.

The analysis of relevant research shows trends in the development of
marketing approach to management in higher education, attention to
marketing-monitoring and social-psychological research in the management of
the HEls, in particular:

1) marketing in higher education (B. Bratanich [2], Ph. Kotler, K. F. A. Fox
[25], Z. Riabova [15] and others), which allows applying a marketing approach
to study and solving problems of higher education in market conditions;
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2) marketing management of the education institution (V. Dmitriiev [6],
V. Hryhorash [5], N. Tiahunova, S. Tiahunova [20] and others), which is
considered as management based on the construction of the marketing
strategy of the university, application of marketing tools, methods, techniques
for providing competitive educational offers, satisfaction of consumers and
achievement of success in the market of educational services;

3) marketing and marketing-monitoring research in the field of education
and university management (O. A. Babak [1], N. Vasylkova [3], L. Korobovych
[8], O.Saienko [17] and others) which is used as a tool for marketing
management of the universities, in particular for providing marketing
information, studying marketing situation;

4) accounting interests of stakeholders in management of education in
general and higher education institution in particular (O. Belash, M. Popov,
N. Ryzhov, Y. Riaskov, S. Shaposhnikov, M. Shestopalov [3], M. Rakhmanov,
K. Solodukhin [13], V. M. Savvynov, V. N. Strekalovskyi [16] and others);

5) social-psychological studies of the quality of the educational
environment of the university based on the feedback from students
(L. Alderman, S.Towers, S.Bannah [21], N.Vasylkova [3], |I. Tavlui,
V. Dubrovin [19] and others, which allows getting an idea of the educational
needs of students and their satisfaction and taking them into account in
management of of higher education quality.

The analysis of the native and foreign scientific works revealed the
development of the theory and practice of management of higher education
institutions on the basis of a marketing approach, the application of monitoring
procedures, the use of research on the marketing environment and the quality
of providing educational services in higher education institutions. At the same
time, further development of approaches to the definition of the features and
content of the introduction of marketing-monitoring and social-psychological
studies of the educational environment of the universities, their place in the
system of managing its development are necessary.

The aim of the article is to reveal the system of marketing-monitoring
and social-psychological studies as a component of management of the
educational environment of the university for ensuring the quality of personal-
professional development of the subjects of the educational process.

The tasks of the work are: 1) on the basis of analysis and generalization of
scientific and practical experience to determine the peculiarities of marketing and
stakeholder approaches to management of the development of the education
environment of higher educational institutions; 2) to determine the place of
marketing-monitoring and social-psychological studies in the system of
management of the educational environment of the university; 3) to highlight the
main directions and content of marketing-monitoring and social-psychological
research on the development of the educational environment of the university.
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Research methods. Theoretical analysis and generalization of the native
and foreign publications, scientific and methodological materials for determining
the relevance and state of development of the problem of organizing and
conducting marketing-monitoring and social-psychological research in higher
education institutions, project modeling for the development of the structure and
content of relevant research for the information provision of the management of
the educational environment of the university.

Research results. Training of competitive and competent specialists is
carried out in the educational environment of the university.

On the basis of analysis and synthesis of research works (M. Bratko [23],
O. Horchakova [4] and our previous studies (H. Poliakova [10]) on the nature
and structure of the educational environment of higher education institutions,
we determine the educational environment of the university as a system of
value-orientation, social-psychological, information-communicative,
organizational-activity, spatial-subject and virtual conditions, influences and
resources, which form the basis of personal-professional development, self-
development and self-realization of subjects of the educational process.

We consider the development of the educational environment of the
university as: 1) the process of progressive co-evolution of its components at
different levels of the structure of university management, taking into account
internal and external changes, requirements and priorities of development, and
which is aimed at meeting the educational needs of stakeholders of higher
education at the individual, corporate and social levels; 2) the result of
controlled and uncontrolled quantitative and qualitative changes in the states
of its components.

For the purposeful development and quality assurance of the
educational environment of the university, an important role is played by a
flexible, adaptive system of management, through which coordination and
direction of activities of the subjects of educational activity takes place.

Management of development of the educational environment of the
university lies in interaction of the management agents at all levels of the
organizational structure, which is aimed at deploying the resource potential of all
components of the educational environment in order to achieve the strategic and
current goals of the university, taking into account internal and external factors.

The external factors of the educational environment of the university
include: demographic changes of society; needs of the labor market at the
levels of the European educational space, the state, the region; general
international trends in the development of higher education; state educational
policy on strategies of higher education development; requirements for the
guality of higher education at the level of international and national standards;
competitive conditions of functioning of universities and their positioning in the
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national and European (world) educational space, as well as the general
development of science and technology.

The internal factors of the educational environment of the university are:
its resources (educational, staffing, logistical, informational, financial, quality
contingent of students); efficiency of management system, internal and external
communications; attractiveness of the universities in conditions of competition;
satisfaction of educational needs of students taking into account their motives
and expectations regarding the quality of professional training; needs of scientific
and pedagogical workers regarding the possibility of personal and professional
growth; features of organizational culture and socio-psychological climate;
development of higher education institutions infrastructure, etc.

For the effective development of the educational environment of the
university in market conditions, management system should be based on the
principles of marketing and marketing research, which is conditioned by the
application of marketing approach; studying the positions of stakeholders,
which prompts the use of the stakeholder approach.

“In terms of microeconomics, marketing is a system of functioning of a
particular company, and marketing research is one of the tools that provide
formation and operation of this system” [14, 9].

With the use of marketing and stakeholder approaches to managing
development of the educational environment of the universities, we will
highlight several key positions.

1. The external environment of the university is considered as a
marketing environment (macro- and micro-environment), namely as “a set of
active agents and forces operating outside the firm and affecting the ability of
the marketing service managers to establish and maintain a successful
relationship of cooperation with target clients” [9, 103]. The educational
environment of the university directly and indirectly is connected with the
external environment. Development of the educational environment of the
university is not possible without taking into account the state and changes in
external conditions, marketing situations.

2. Higher education institution, according to the example of
M. Rakhmanova and K. Solodukhin, is considered as a stakeholder company,
namely as an organization, the condition of existence of which is the ability to
establish and maintain relations with interested parties [13]. By definition of the
founder of stakeholder theory R.E.Freeman, stakeholders of the company
include “any individuals, groups or organizations that have a significant influence
on the decisions made by the firm and/or influenced by these decisions” [24, 25].

K. Solodukhin distinguishes between six groups of HEI stakeholders as a
stakeholder company: “State”, “Society”, “Customers”, “Employees”, “External
Partners”, and “Business Community” [18, 10].
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Using the classification of major stakeholders of higher education
institutions proposed by V. Savvynov and V. N. Strekalovskyi, we will distinguish
between two groups of stakeholders, influencing the development of the
educational environment of higher education institutions:

1) external stakeholders: the state that carries out legal regulation of
training specialists in various fields; regional executive bodies and local self-
government bodies that influence the development of higher education in the
region; employers (representatives of business and social sphere) who are
interested in obtaining competent specialists; students, entrants, their parents,
who are at the stage of choosing a university; education institutions of various
types located in the region; various public organizations and associations
interested in social partnership [16, 88—-89]; we will add to this list rating
agencies that determine the place of higher education institutions in the world
and national educational space and quality certification agencies (international,
national); mass-media;

2) internal stakeholders: students of all levels of education
(undergraduate, master), post-graduate students, doctoral students; their
parents; scientific and pedagogical workers; educational-auxiliary and
administrative personnel [16, 88-89], we will add to this list the functional
structural units of the higher education institutions (chairs, faculties,
departments (laboratories, centers, groups, student youth organizations)).

3. Marketing-monitoring research is part of the information provision of
the system of managing development of the educational environment of the
university and the tool for obtaining marketing information. Marketing
research is defined by F. Kotler (1995) as “a systematic determination of the
data circle required in connection with the marketing situation facing the firm,
their collection, analysis and report on the results” [9, 80].

For continuous, long-term monitoring of the marketing environment the
study of the positions of external and internal stakeholders of HEls monitoring
procedures are used. By definition of H. Yelnykova, monitoring is a “complex of
procedures on observation, current evaluation of transformations of the
controlled object and direction of these transformations at achieving the
specified parameters of the object development” [7, 172].

The application of marketing-monitoring research allows systematical
tracking of marketing situation, satisfaction of stakeholders concerning the
quality of the educational environment of the university, determining the
current state of its development, timely building priority directions of change
and introducing necessary measures for their guidance.

4. Social-psychological research is an integral part of marketing-
monitoring research and is aimed at studying components of the educational
environment of the universities, peculiarities of positions of the internal
stakeholders.
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Marketing-monitoring and social-psychological research is carried out at
higher educational establishments with the aim of: 1) studying the
educational marketing environment (at macro, micro levels), formation on this
basis of marketing strategy on the educational environment of the university,
strategic and ongoing planning, organization, control and making timely
decisions; 2) identification of factors contributing/hindering the improvement
of the educational environment of the university and its development; 3)
studying the positions (attitudes, expectations, relationships) of internal and
external stakeholders of higher education institutions, the dynamics of changes
in these positions.

Thus, it can be determined that marketing-monitoring and social-
psychological research is an important part of the information support for
management of the educational environment of the university. Marketing-
monitoring research is aimed at studying the external factors of the
educational environment of the university and satisfaction of external
stakeholders. Social-psychological research is more focused on the study of
internal factors and the satisfaction of internal stakeholders (Figure 1).
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educational environment M
External factors of —— Internal factors of
development of the -~ L
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environment ‘}/ HEI educational
External Educational environment environment
stakeholders

= = 17 =
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T Management of development of the HEI educational T
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|
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Educational marketing environment of the HEI

Fig. 1. Scheme of the place of marketing-monitoring and social-
psychological research in management of the educational environment of the
university.
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The generalization of works, presented by N. Vasylkova, L. Korobovych
[8], M. Rakhmanov, K. Solodukhin [13], O. Saienko [17], N. Tiahunova, and
T. Tiahunova [20] made it possible to distinguish the list of the main directions
of marketing-monitoring and social-psychological studies of the educational
environment of the university as a stakeholder company: 1) the study of world
and national trends in the development of higher education; 2) study of the
labor market; 3) determining the competitiveness of universities; 4)
determining the state of strategic development of the university and its
educational environment; 5) studying the needs of external and internal
stakeholders of HEls; 5) study of satisfaction with the quality of educational
services of external and internal stakeholders of the universities.

The content, objects, groups of stakeholders, methods of marketing-
monitoring and social-psychological research on the development of the
educational environment of the University in the main directions are presented in
Table. 1

Table 1
Structure and content of marketing-monitoring and social-psychological
research on the development of the educational environment of a higher
educational institution (HEI)

Object of Stakeholders Content of research Research
study methods

Trends in the development of higher education

Study of changes in the legislative
and  regulatory  framework,
requirements of national and | Analysis,

Education international quality standards, | generalization,
administration | licensing  and accreditation | synthesis,
Development of | bodies conditions, priorities of higher | extrapolation
higher International education development, trends in | after studying
education associations the development of higher | documents,
Scientific education pedagogy and | research  works,
community interdisciplinary approaches to | materials of

management of higher education | practice
institutions, international and
national experience

Labor market

Determination of quantitative
and qualitative demand and
orders in specialty, level of
education. Determination of | Content analysis
Employers requirements for qualification | of job vacancy
characteristics of applicants for | announcements
a position, possession of
relevant  knowledge, skills,
qualities, competencies

Demand and
requirements of
the labor
market
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Satisfaction
with the quality
of educational
services of
external
stakeholders

Graduates
Employers
Parents
Representative
s of the public

Definition of quantitative and
qualitative indicators of
employment of graduates.
Study of satisfaction with the
results of training graduates,
personal and  professional
progress, career growth

Poll
Focus groups

Competitiveness of higher education institutions

Determination of expectations

Choice of the | Entrants from universities, factors of Poll
university Students attractiveness, motives for
choosing a university
Analysis of demand for
university services
Determination of competitive
Schoolchildren | advantages of universities. Poll
The Applicants Analysis of general quantitative .
. . - Analysis of
attractiveness Students and gualitative indicators . .
. . materials, sites of
of the university | Parents (personnel structure, ) .
. universities
Employers educational programs,
international relations, pricing
policy, commercialization of

scientific research, etc.)

Determination of the level of

. image, brand, recognition of | Content analysis
Schoolchildren ; . .
. achievements of the universities | of the
) . Applicants . : . .
University Students at different levels (region, | information recall
image country, world), the | of the university
Parents . ..
effectiveness of advertising, | Poll of the Focus
Employers . .
presentation activities of the | group
universities
The study of the dynamics of
the ranking of higher education
institutions in national ratings Analvsis
. International, | (TOP 200  Ukraine, the oIS,
External rating . . p o , | generalization of
L national rating | newspaper “Money”, “Focus”,
estimation  of ) . N the results of
. . agencies, universities openness  and L )
the university . participation in
experts transparency ratings, DOU), the ratings
international ratings (QS, THE, &
U-Multirank, ARWU,
Webometrics)
Definition of
Other . . .
. . similarity/differences according .
. universities of . o Analysis of
Analysis of . to the priority quantitative and .
. the region, - L documents, sites
competitors of qualitative indicators of the
) . country, ) " of other
the universities . results of other universities, . .
foreign ) . universities
. their resources, conditions,
countries
demand

124




[legaroriuni Hayku: Teopis, icTopis, iHHOBauilHi TexHoJiorii, 2017, Ne 6 (70)

Strategic development of the university and its educational environment

Analysis of development of the
universities in  terms  of
strategies, indicators of the
strategic plan and internal

University quality assurance.
Students Research on the development of .
) Analysis of
Post-graduate | components of the educational
. . . s documents and
Dynamics of | students, environment of the universities.
. products of
development of | Doctoral Investigation of personal- Activit
the university students professional development of the Poll ¥
Scientific and | subjects of the educational
. . . Tests
pedagogical environment of higher
workers education institutions.

Investigation of the interaction
of subjects with the educational
environment (adaptation,
security)

Research of satisfaction with:
organization of educational

Students process, quality of educational

Post-graduate | programs, student-centered
Satisfaction students, training, teaching and tuition,
with quality of | Doctoral quality of teaching staff,
provudlhg stljlder_mt.s educational _ resourFes and Poll of the Focus-
educational Scientific and | support, interaction of
services to the | pedagogical participants in the educational group
native workers process, information
stakeholders Structural management, living conditions

units of the | of students in dormitories.

HEI Thematic research on topical

issues of the educational
environment of the university

Peculiarities of organization and implementation of marketing-
monitoring and social-psychological studies of the educational environment of
the HEI are: 1) separation of functional structural units (divisions, centers,
laboratories) for planning, organization, conduct, synthesis of research results
and preparation of analytical reporting materials; 2) use of mainly empirical
research: stakeholder survey, observation, sociometry, experiment, analysis of
documents (rating results, analytical reports of research institutions,
organizations, centers, etc.); 3) continuous monitoring of the main research
objects for making timely decisions, making adjustments; 4) application of
information and communication technologies for optimization of the
procedures for collecting and processing of empirical data arrays, in particular
on-line surveys, software products for processing and storing data.
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An example of marketing-monitoring and social-psychological research
on the development of the educational environment of the university is the
practice of Simon Kuznets Kharkiv National University of Economics. Thus, for
studying the state of the internal and external educational environment, the
Department for education quality assurance and innovative development is
constantly conducting empirical studies: 1) analysis of the labor market (in the
context of the specialties that are being taught at the university; 2) the motives
for choosing university by entrants; 3) measuring the level of intelligence and
creativity of the freshmen; 4) adaptation of freshmen in higher education
institutions; 5) study of the actual issues of the organization of the educational
process (poll of students of the Il and Ill courses); 6) satisfaction with the
quality of the educational process (survey of students of the IV year);
7) determining the directions of improvement of educational services on the
basis of a survey of students of the magistracy; 8) case studies on topical issues
of the educational environment of the university [11; 12].

The obtained data allow adjusting the strategic and current plans of the
university development, making changes in the organization of the educational
process, updating educational and training programs, developing initial random
disciplines and introducing pedagogical technologies aimed at personal-
professional development of students.

Conclusions and perspectives of further research. In the course of the
study, the following conclusions can be drawn:

1. Functioning and development of the educational environment of an
institution of higher education in market conditions for the provision of
educational services will be facilitated by management, built on the principles
of marketing and stakeholder approaches.

2. Consideration of the environment as a marketing institution and the
university as a stakeholder company can focus on studying the external and
internal factors of influence on the development of the educational
environment of the universities, among which the most important are the
requirements, expectations and satisfaction of the stakeholders by the
provision of educational services.

3. Management of the educational environment of the university should
be based on a continuous analysis of the marketing situation, feedback from
external and internal stakeholders, provided by the use of marketing-
monitoring and social-psychological research.

4 The main areas of marketing-monitoring research are: the study of trends
in higher education, labor market research, the study of competitiveness of the
universities, satisfaction of external stakeholders. The main areas of social-
psychological research are: the study of development of the components of the
educational environment, the quality of interaction of subjects with the
educational environment, satisfaction of internal stakeholders.
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5. The results of marketing-monitoring and social-psychological research
are the basis for adjusting the functions of managing development of the
educational environment of the university, making managerial decisions.

Further research will be aimed at developing organizational and
methodological support for the implementation of marketing-monitoring and
social-psychological research into the practice of managing the development of
the educational environment of the university.
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PE3IOME

MonakoBa AHHA. MapKeTUHrOBO-MOHUTOPUHIOBbIE W  COUMANBbHO-NCUXOSIOrNYecKme
nccnepgoBaHMA B yNpaBieHWM  pasBuTMEM  06pas3oBaTesibHOM Cpeabl  BbICLIEro  YY4EHOro
3aBeAeHus.

AKMyanu3uposaHel 0cobeHHOCMuU MapKemuHa208020 U cmelikxoa10epcKo2o nooxo0os
K ynpaseneHuro passumuem obpazosamesibHol cpedsl sbicuieco y4ebHo20 3a8e0eHUS.
OnpedeneHHO Mecmo MapKemuH2080-MOHUMOPUH208bIX U COUUAAbHO-MCUX0M02UYECKUX
uccnedosaHuli 8 ynpassaeHuu paszsumuem obpazosamesibHolU cpedbl 8bicwe20 y4ebHo20
308e0eHus. BblOeneHbl OCHOBHble HAMPABAEHUA U PACKPbIMA CYyUHOCMb MApPKemMuH2080-
MOHUMOPUH208bIX u COYUAMbHO-CUX0/102UYECKUX uccnedosaHuli passumus
obpaszosamesnbHoli cpedsbl 8bicwie2o0 y4ebHo2o 3asedeHus (0b6vbekmeobl, cmelikxondepel,
cooepxcaHue, Memoobl uccaedosaHuli).

Knrouessle cnoea: mapkemuH208bil Nooxo0, cmelikxono0epcKuli nooxoo, ynpasneHue
passumuem  obpazosamesibHOlU  cpedbl  8y3d,  MAPKEMUH2080-MOHUMOPUH208bIe
uccnedosaHusA, CoyuanbHO-NCUX0102UYeCKUEe UCC1ed08aHUA.

SUMMARY

Poliakova Hanna. Marketing-monitoring and social-psychological research in
management of development of the educational environment of the higher education
institution.

The aim of the article is to highlight the system of marketing-monitoring and social-
psychological research as an integral part of the development of the educational
environment of the higher education institution in order to ensure the quality of the personal-
professional development of the subjects of the educational process. On the basis of the
theoretical analysis and generalization of the native and foreign publications, scientific-
methodical materials, the peculiarities of marketing and stakeholder approaches to
management of development of the educational environment of a higher education
institution have been actualized. Due to the project design, the structure and content of
marketing-monitoring and social-psychological research for the information provision of
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management of the educational environment of the higher education institution are
proposed. When applying marketing and stakeholder approaches it is proposed to consider
the external environment of the higher education institution as a marketing institution, and a
higher education institution as a stakeholder company. This allows focusing on the study of
external and internal factors affecting the development of the educational environment of
the higher education institution, among which the most important are the requirements,
expectations and satisfaction of the stakeholders in the quality of the educational services
provision. Management of development of the educational environment of the higher
education institution should be based on a continuous analysis of the marketing situation,
feedback from external and internal stackers, provided through the use of marketing-
monitoring and social-psychological research. The main areas of marketing-monitoring
research are: identification of trends in the development of higher education, labor market
research, the study of the competitiveness of the higher education institutions, and the
satisfaction of external stakeholders. The main areas of social-psychological research are: the
study of development of the components of the educational environment (value-orientation,
social-psychological, information-communicative, organizational-activity, spatial-subject
(physical and virtual)), the quality of interaction of subjects with the educational
environment, satisfaction of internal stakeholders.

The results of marketing-monitoring and social-psychological research are the basis
for adjusting the functions of managing development of the educational environment of the
university, making managerial decisions.

Further research will be aimed at developing organizational and methodological support
for the implementation of marketing-monitoring and social-psychological research into the
practice of managing the development of the educational environment of the university.

Key words: marketing approach, stakeholder approach, management of development
of the educational environment of the higher education institution, marketing-monitoring
research, social-psychological research.
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®I3UYHA NMPALE3OATHICTb CTYAEHTIB, LLLO 3AMMAIOTbLCA B IPYNI
CNMOPTUBHO-NEAATON4YHOro Y40CKOHAJIEHHA 3 BOKCY

lMposedeHi 0ocniOHeHHA 8KA3yIomb HA me, Wo Mpu MopieHAHO OOHAKOBUX GIOHOCHUX
3HAYEeHHAX pe3yanbmamie BUKOHAHHA npobu PWCiz, y cmydeHmis-boKcepie 6cCix 8a2os8ux
Kameeopili criocmepizaemocs  OOMIHYB8AHHA CUMMIAMUYHOI  peaynsauii  cepyeso-cyOuHHoT
disanbHOCMI, WO CB8i04YUMb Mnpo OOHAKOBE MpogiyHe 3abe3neyeHHA BUKOHAHHA (hi3UYHUX
HasaHMaxeHs. Y nepiod pecmumyuyii 8i06ysaemoca 3MEHWEHHA 4YaCMOMHO-06’eMHUX
napamempie pecrnipamopHoi cucmemu 3a PaxyHOK 4acmomu OuxasibHUX Yuksie. CriegioHo-
WEHHA HU3bKO- 00 B8UCOKOXBU/LOBOI KOMIMOHEHMU 8apiabesnbHOCMIi cepyeso20 pummy 8Ka3ye
HQa OOMIHY8AHHA CUMMAMUYHOI pe2ynayii y cmyoeHmis-b60Kcepig 8cix 8a208ux Kamez20pit.

Knwuyosi cnoea: ocsimHili npoyec, cmydeHmu, eapiabenbHicms pummy cepus,
izuyHa npaye3damHicms, 6OKC.
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