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The article examines non-commercial qualities of the attractiveness of shopping centers in the perception of
their visitors. In light of modern change in views on shopping center as a place of public activity, the article proposes
a system of qualities associated with the concept of "place™ in urban planning studies.
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Statement of the problem

Public shopping center is a commercial complex
with a significant part of social function in its program,
and, accordingly, an expanded public interpretation of its
spaces. The structural element that defines and embodies
its specifics — the recreational communication space
(RCS), also known as "mall" — is fundamental for this
type of buildings. It combines separate functions of a
center into a single system with pedestrian traffic, plays
an important role in the relationship between shopping
center and the urban environment and serves as the main
carrier of its public functions.

Nowadays, there is a visible shift in views on shop-
ping centers by visitors and designers. The development
of e-commerce and rise of specialized trading formats
(power centers, hyper-local stores) has presented favora-
ble alternatives to the more traditional architectural solu-
tions in terms of accessibility and convenience of pur-
chase for customers. In light of this competition, archi-
tects and developers are pressed for search of new quali-
ties for built shopping centers that would allow them to
stay relevant. As it appears, the very feature that defines
these complexes, their recreational communication space
may be considered as a competitive advantage, providing
something that others formats cannot — an articulated at-
mosphere and experience of visit.

As commercial formats specialize, the designers of
built shopping centers increasingly draw on public and
social functions, cultural influences and connections to
regional context, as well as the mixed-use and integration
of commercial complex to urban situations. Therefore,
the focus shifts to its environment as a location of public
life, and RCS as a guiding shell for the diverse forms of
activity inside, accentuating non-commercial qualities of
the attractiveness of shopping centers to complement
their commercial function. Increased role of non-com-
mercial qualities calls for a corresponding classification
of these qualities in order to study their relative im-
portance in the perception of visitors and their impact on
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architectural solutions, which the existing studies do not
provide.

Analysis of recent research and publications

A number of theoretical works on shopping centers
describe important aspects that form the basis of present
study:

- modern crisis phenomena in the field of
construction of public shopping centers and the search for
new qualities and uses of these buildings were described
by M. Beyard [1], F. Rao [2], P. van den Berg [3], F.
Moccia, P. Guimaraes and others;

- the role of experience that accompanies commer-
cial activity for the attractiveness of commercial spaces
for their visitors was studied by S. Bagdare and R. Jain,
P. Ballantine, L. Davis and N. Hodges, M. Jones, L. Lu-
cia-Palacios [4] and others;

- classifications of different qualitative characteris-
tics of shopping centers, pertaining to their attractiveness
for visitors, were proposed by P. Bloch, K. Wakefield
and J. Baker, C. Teller and T. Reutterer, J. Chebat, J.
Kunc, O. Berezko [5] and others;

- practices of placemaking has also received ample
attention of the researchers of architecture and urban life;
among the predecessors of the approach J. Jacobs, R.
Gratz and K. Lynch can be named, while active propo-
nents include "Project for Public Places" [6], J. Gehl [7],
J. Speck and others;

- methodologic meaning of the concept of “place”
was developed, among others, by D. Canter [8], E. Relph
[9], Yi-Fu Tuan and S. Smolenska [10];

- previous works by the author that this study con-
tinues, include articles on spatial typology [11], shift in
views on shopping centers in 2000-2010s [12], study of
recreational communication spaces of urban shopping
centers, as well as the preceding study of 5 shopping cen-
ters of Kharkiv in visitor’s perception [13].

Latest studies confirm the trend towards experien-
tial aspects of visitors’ interaction with shopping centers
in light of search for new qualities of these buildings in
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architectural design. However, there appears to be a gap
between studies focused on environmental aspects of
placemaking in relation to shopping centers and those de-
scribing their architectural typology and spatial organiza-
tion. Therefore, the studies focused on the methodologic
base capable of bridging this gap may be of relevance.

Formulation of the goal of the article

The main goal of the research presented in this
article is to identify the system of non-commercial
qualities of attractiveness of public commercial centers,
which would be relevant in light of modern changes in
approach to these buildings. In particular, such a system
of qualities can be useful for describing and
differentiating the environment of public commercial
centers of various spatial types in the perception of their
visitors.

The following research tasks were set for this goal:

1. Formulate a set of attractive qualities of shop-
ping centers in the perception of visitors, related to the
concept of "place".

2. Test whether the proposed set of criteria pro-
vides useful distinction for different spatial types of shop-
ping centers via the content analysis of open source data
(reviews on shopping centers).

Presentation of the main material

At the beginning of the 21st century, the research on
shopping centers shifts focus to the psychological aspects
of a person's stay in the space of public, recreational and
social activity [12]. Such studies are aimed at moving
away from universal solutions, which meets both the
needs of sustainable development of cities and the latest
trends in the interpretation of public commercial spaces
as an integral part of urban life.

In world practice, the term of "placemaking" is
actively used. This concept describes the qualities and
principles of activity for the analysis and formation of a
"place" as a full-fledged fragment of urban environment
via the means of direct and feedback communication with
the urban population. To this end, the "Project for Public
Places" provides such categories of "place” qualities as
"sociability", "access and linkages", "comfort and image"
and "uses and activities" [6]. Other models are used with
the same general goals and methodology [7] - the
creation of a public "place"” as part of the urban
environment, with the involvement of urban population
in solving this problem

This approach is consistent with the latest trends in
the search for new forms and concepts of public shopping
centers. The most important in this context are the direct
and reciprocal influence of visitors and the built
environment of a shopping center on each other, the
perception of it as a "place™ and a part of urban life.

However, the terminological content of the concept
of "place" requires further clarification and a clear
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theoretical basis for use in research. The basic principles
of "place”, described by D. Kanter in "Psychology of
place" [8] are considered useful for this task. He singled
out three main aspects of the perception of environmental
characteristics by a person, as those related to the levels
of the physical environment, the actions of people and the
meanings they provide to it.

This idea was further refined and adapted by S.
Smolenska [10] in the context of using the concept of
"place™ as a unit of description of the environment in
people's perception, together with the concept of
"situation". "Situation" is an important, basic unit of
description for the scenario modeling of the environment,
which facilitates the formation of premeditated
sequences of events. The category of "place",
accordingly, describes the spatial aspect of the
environment where they occur.

The categories of "place™ and "situation” are both
analyzed as having physical, activity and semantic
components, which characterize the predominant nature
of reflection of their various qualities in human
perception. The "place” category appears more suitable
for describing the inhabited environment of the shopping
center as a phenomenon with significant spatial
component.

Determining the qualities of attractive environment
of a shopping center is impossible without taking into
account people's preferences and needs. Conducting
sociological research on the peculiarities of the
perception of various qualities of the environment
requires a tool appropriate to the task - the classification
of qualitative subjective characteristics of the
environment in the perception of visitors, which would
serve as a grid for comparing reviews.

For this purpose, the existing classifications of
characteristics related to the attractiveness of shopping
centers for visitors were considered. A number of studies
of the 1990s-2010s note the role of subjective, qualitative
factors, which until now have not been given enough
attention. Grouped around the categories like
"atmosphere"”, "experience"”, "sense of discovery", etc.,
such factors describe the results of a person's perception
of the environment with phenomenological qualities, and
highlight their impact on the overall feeling of the visit.
A general trend supported by these findings is an
increased share of the entertainment component in the
functional program of shopping centers.

The syncretic quality of existing classifications in
terms of the selection of parameters, as well as
insufficient orientation on architectural spatial properties
in the perception of commercial and public spaces as
"places"”, make them inconsistent with the purpose of this
study. Therefore, it was deemed appropriate to formulate
a system for evaluating the qualities of public
commercial spaces, which would take into account the
methodological tools for describing "place”
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as part of urban life in the perception of people, as well
as providing a connection with the spatial organizational
typology of shopping centers.

A number of qualities accompanied the develop-
ment of public commercial spaces, primarily centered on
physiological comfort and convenience of their spatial
organization, integration and mutual energization of di-
verse activities, as well as aesthetic appeal of environ-
ment. Non-commercial attractiveness may be secondary
to the commercial function in the context of the
emergence of commercial spaces throughout history, but
it is no less important for their development, especially
in the situation of combining public and commercial
functions in mixed-use spaces of modern multifunctional
complexes. In this case, it enriches the social and
psychological context of such spaces and makes visiting
them something more than a simple commercial
necessity for people. The systemic effect of synergy in
the work of commercial and non-commercial functions
of complex public commercial entities is well known and
noted by researchers.

In accordance to the purpose of study, a new classi-
fication of attractive qualities of shopping centers was
proposed to be grounded in the theoretic concept of place
and peculiarities of its perception, as outlined by D. Can-
ter [8], who related them to three levels of physical attrib-
utes, activities and associated meanings. Correspond-
ingly, the following categories of attractive non-commer-
cial qualities of shopping centers were distinguished, as
"comfortability", "energization of activity" and "aesthetic
articulation of the place" (Fig. 1).

In other sources:

role playing, social function,
diversity, leisure, socializing,
self-identification, flow

Energization
of activity
Perception of mall
as a hub of diverse
activities

In other sources:

aesthetics and
discovery,
ambiance,
atmospherics,
mood,
environment

Aesthetic
articulation
of place
Perception of mall
as aesthetically
meaningful

place

Comfortability

Perception of mall
as a safe
and

protected
place

In other sources:

N convenience, functionality,
accessibility, infrastructure,
comfort, security

Fig. 1. Proposed classification of non-commercial at-
tractive qualities of shopping centers under three cate-
gories with analogues from other classifications

This system of qualities can be mapped to the one
proposed by "Project for Public Places" for shopping cen-
ters [6], while utilizing a clearer methodologic basis for
distinction, as well as to the indicators considered in the
study by P. van den Berg [3] as components of the overall
"sense of place". Specifically, "place identity" describing
semantic component can be related to "aesthetic articula-
tion of the place", "place dependency" that deals with
functional use and socializing — to the "energization of
activity"”, and "place attachment" that factors in comfort
and accessibility — to the "comfortability".
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Based on this classification, a content analysis was
conducted. It was based on the material of reviews on 15
successful shopping centers (200 for each) from English-
speaking countries (USA, Great Britain, Canada,
Australia), among them characteristic examples of their
types, as well as centers positioned by researchers and
press as promising in light of the latest trends in the
development of these objects.

Following shopping centers were selected for anal-
ysis (Fig. 2):

- "Mall of America", Bloomington, USA — the larg-
est introverted shopping mall in North America;

- "King of Prussia Mall", King of Prussia, USA —
one of the largest introverted shopping malls in North
America, which began its existence during the first wave
of construction of indoor shopping centers;

- "West Edmonton Mall", Edmonton, Canada — one
of the largest introverted malls in North America;

- "intu Metrocentre”, Gateshead, UK — one of the
largest suburban introverted malls in Europe;

"Eastland Shopping Centre”, Melbourne,
Australia — one of Australia’s largest suburban
introverted malls with a developed public function;

- "Toronto Eaton Centre", Toronto, Canada — an
integrated urban shopping center, which is indicative of
its type and noted by critics;

- "Cabot Circus", Bristol, UK — an integrated urban
shopping center typical of the British regional approach;

- "Trinity Leeds", Leeds, UK — an integrated urban
shopping center typical of the British regional approach;

"Victoria Leeds Arcade", Leeds, UK - a
reconstructed Victorian arcade;

- "Liverpool One", Liverpool, UK — integrated ur-
ban shopping center with open recreational
communication spaces based on the reconstruction of the
city block;

- "Coal Drops Yard", London, UK — urban shopping
center with open recreational communication spaces
based on the reconstruction of coal warehouses;

- "The Shops and Restaurants at Hudson Yards",
New York, USA — urban shopping center with increased
attention to design and active connections with its
surroundings;

- "Americana at Brand", Glendale, USA — "lifestyle
center”, which largely plays the role of a community
center for the city in which it is located;

- "Faneuil Hall Marketplace", Boston, USA -
"festival center”, indicative of its type, noted by critics;

- "Ghirardelli Square", San Francisco, USA — one
of the first "festival centers", based on the reconstruction
of the chocolate factory of the same name.

In addition, 5 Kharkiv shopping malls with
developed recreational communication space were
previously analyzed under the same methodology [13].
In order to study the general patterns of perception of
visitors to shopping complexes,
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the obtained results are analyzed together with new ones.

The methodology of the conducted analysis is
similar to that used in the previous study [13]. The
reviews are analyzed by the number of mentions of
relevant "themes" that relate to one of the three qualities
of non-commercial attractiveness, or purely commercial
attractiveness, which is introduced by the fourth indicator
for comparison.

—H — Amer —Gh

Fig. 2. Color-coding of analyzed shopping centers

The statistical reliability of the content analysis
results was checked using the split-half reliability
method. The calculated Pearson correlation coefficient
for the results of the analysis is 0.9494 on average for all
samples, and has the smallest value of 0.9176, which is
acceptable (value above 0.7) and indicates sufficient
reliability of the results.

The choice of the content analysis classifier was
determined by the hypothesis which it was designed to
test - that the selected categories of qualities, grouped ac-
cording to the concept of the perception of "place", would
describe  significant  characteristics for  spatial
organizational  typology of shopping centers.
Accordingly, the main issue to be considered in the
context of the received results of the content analysis is
the connection between the characteristic forms of the
distribution of qualities in the perception of visitors and
the spatial types of shopping centers.

Comparison of the results by categories for all cen-
ters shows that mentions of the "basic commercial
attractiveness™" category takes 34.54 to 46.67% of the
total number of mentions in the reviews. Exceptions are
present in two particular cases. "Americana et Brand™ has
mentions of "basic commercial attractiveness” only at
30.82%, which is caused by the lack of other developed
public spaces in the town where the shopping center is
situated. Meanwhile, "Ghirardelli Square" has 48.7%
mentions, which is related to the unique commercial offer
around which the brand of this shopping center is formed,
as evidenced by semantic analysis of reviews.
Accordingly, 53 to 65% of feedback on qualities of shop-
ping centers belong to the categories that complement
trade with other, non-commercial qualities. This
regularity can be traced in the reviews on 18 cases out of
20. The distribution of feedback to three categories of
non-commercial qualities ("comfortability",
"energization of activity" and "aesthetic articulation of
the place™) is much more varied and has more differences
for different objects than "basic commercial
attractiveness” (Fig. 3). For the "comfortability"

category, the values range from 8.04 to 32.99%, if the
two extreme values are discarded. In the "energization of
activities" category, the difference in values lies in range
from 12.63 to 33.86% without two extreme values. The
"aesthetic articulation of the place" category shows a dif-
ference between 8.23 and 31.09% discarding two
extreme values.

Thus, the range of the difference of responses in the
"basic commercial attractiveness” category for 18
analyzed shopping centers is 12.13%. At the same time,
the range of the difference in feedback for the categories
of "comfortability”, "energization of activity" and
"aesthetic articulation of the place" is 24.95, 21.23 and
22.86%, respectively, which indicates a significantly
greater differentiation of objects in people's perception
according to these qualities. More or less similar picture
of the distribution of responses by categories of non-com-
mercial attractive qualities is maintained between shop-
ping centers with similar spatial organization, while
leaving room for individual differences of particular so-
lutions. Thus, the specific pattern of the distribution of
53-65% of reviews to these three categories can be con-
sidered as highlighting specifics of the positioning,
program and spatial logic of a shopping center, de-
mostrating the qualities in which these differences are
most noticeable to visitors. This points to the qualities of
non-commercial attractiveness of a shopping center as an
indicator of its spatial typological solution, with the
corresponding architectural and spatial features as an
important resource for the embodiment and clarification
of typological features of a shopping center.

Judd

Aesthetic
articulation
of the place

50
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40

PERCENTS
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Basic Comfortability
commercial

Energization
of activity
attractiveness

Fig. 3. Range of mentions of different categories of
shopping center attractiveness in reviews

Observed regularities of the distribution of
preferences by category were considered in greater detail
in relation to different types of shopping centers
according to their spatial organization, as outlined by pre-
vious studies [11]. For this purpose, leaf diagrams of the
distribution of qualities were made for each of the studied
objects (Fig. 4-6). Their comparison indicates the
existence of common patterns between shopping centers
of specific types, which confirms the hypothesis

107



Komynansne zocnooapcmeo micm, 2024, mom 6, eunyck 187 1SSN 2522-1809 (Print); ISSN 2522-1817 (Online)

about the significance of different categories of non-
commercial attractiveness for the perception of the three
main types of shopping centers by spatial organization.
First of all, it is worth noting the high level of attention
to the "comfortability" category for integrated shopping
centers (Fig. 4). This general trend for the type can be
attributed to the operation of a well-designed integrated
shopping complex as a part of a larger system of urban
fabric. Within this system it stands as an integrally de-
signed element with more developed landscaping and
equipment, therefore the visitors’ expectations are cen-
tered on its support of the existing infrastructure of the
city and addition of amenities to the public spaces of the
urban environment.

Basic commercial

attractiveness
A\
7\
/ \\
// N
({ > Comfortability
AN ==
\/ Z

/

/

Aesthetic articulation
of the place

Energization of

activity

Fig. 4. Characteristic pattern of feedback distribution by
category for shopping centers of integrated type

Notable is the attention to the "energization of ac-
tivity" category in the responses to introverted shopping
centers (Fig. 5). This phenomenon is associated with the
increased need to draw attention and provide additional
diversification of the offer (in addition to the commercial
one) in the conditions of competition and less
accessibility of a complex of this type, which is designed,
first of all, for targeted visits. In addition, this leads to an
increase in the time per visit, which is important in the
context of the positioning of introverted shopping cen-
ters. The steady, visible role in the lifestyle of its visitors,
which they strive to occupy, stems from the planned role
of early suburban shopping malls in the USA as public
centers for their suburbs.

Basic commercial
attractiveness

Aesthetic articulation
s § Comfortabality
of the place \ ?

Energization of

activity

Fig. 5. Characteristic pattern of feedback distribution by
category for shopping centers of introverted type
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The third significant type of shopping centers is
characterised by a visibly higher role of the "aesthetic ar-
ticulation of the place" category in the reviews, compara-
ble to the indicators by the "energization of activity" cat-
egory (Fig. 6). At the same time, the "comfortability"
category has less weight in the pattern of visitors'
preferences. A certain amount of comfortable qualities of
introverted schemes in this case are being exchanged for
the extroversion of structure, open-air spaces and
connection with the context of a specific place. This
spatial type was specified by previous research as a
"thematic shopping center" according to the main factor
affecting its structural and organizational properties.

Basic commercial

allracliveness

Aesthetic articulation S
4 Comfortability
of the place ?

Energization of
activity

Fig. 6. Characteristic pattern of feedback distribution by
category for shopping centers of thematic type

It is worth noting that for the "comfortability"
category, the lack of quality leads to negative reviews and
results in greater attention to the category. In other
categories, the lack of quality only leads to a lack of
positive reviews, which translates into a lower total
number of reviews per category. Based on this
information, "comfortability” appears to be a category
with a certain level of quality that needs to be met, while
other categories present additional opportunities to refine
the way the center is used and add positive attributes that
people may not feel are missing but register their
presence.

This fact can be interpreted in favor of the existence
of a certain hierarchy of properties of the shopping center
environment, by analogy with the hierarchy of human
needs, which is partially consistent with other studies in
this field [5]. In such a case, the satisfaction of basic com-
mercial needs and requirements for the equipment of
trade spaces may be the basis for further clarification of
the properties of shopping centers.

However, "energization of activity" and "aesthetic
articulation of the place" categories do not have an
obvious direct interdependence that would allow to put
one above the other in most cases. In addition, there are
cases with a significant number of negative reviews in the
"comfortability" category, which are still positively char-
acterized in general (up to 90% positive reviews).



The presence of such cases warns against using a
universal analogy with the pyramid of needs. Based on
the obtained results, it is logical to assume that the
hierarchical dependence of qualities, if it exists, is
different for particular types of shopping centers.

Problems in the "comfortability" category receive a
lot of attention because they are easily identified as
shortcomings. At the same time, problems in other
categories are perceived only as the absence of additional
quality, while its presence leads to a more positive
feedback. It is fair to assume that the expectations from
the way of using shopping centers (for example, perceiv-
ing a protected environment as a matter of course)
determine the influence of certain qualities on the overall
assessment. Therefore, it is possible to anticipate the
importance of one or another category of qualities for
different types of shopping centers in accordance with the
observed patterns of visitor feedback, characteristic of
each type.

Conclusions

The following conclusions were formulated as a
result of the research:

1. Non-commercial qualities of shopping center
attractiveness receive particular attention in light of mod-
ern shift of views on shopping centers. They can be con-
sidered an important part of specialization of built envi-
ronment of physical complexes, as opposed to other
forms of commerce. The study of non-commercial qual-
ities of attractiveness as a factor for architectural solu-
tions of shopping centers requires the selection of an
appropriate  methodologic basis, as the existing
classifications of attractive qualities are insufficiently
focused on the architectural spatial properties of place in
the perception of visitors.

2. The study proposed a new classification of
qualities of the attractive environment of a shopping cen-
ter based on three main aspects of human perception of
the characteristics of environment, as put forward by D.
Kanter and S. Smolenska (physical environment,
people's actions, and the meanings they assign to the
environment). According to it, the qualities are grouped
under three categories of non-commercial attractiveness
of a shopping center: "comfortability" (physical
environment), “energization of activity" (people's
actions) and "aesthetic articulation of the place"
(semantic content).

3. A content analysis of the feedback of visitors to
15 shopping centers from English-speaking countries
(USA, Great Britain, Canada, Australia) was conducted
to test the selected classification of qualities. The shop-
ping centers selected for analysis are characteristic
examples of their spatial types. In addition, 5 shopping
centers situated in Kharkiv, Ukraine were previously
analyzed according to similar methodology. The results
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on 20 shopping centers were correlated with their corre-
spondence to 3 main types of commercial complexes by
their spatial organization. Comparison between diagrams
of the distribution of qualities for each of the studied
objects indicates the existence of distinct patterns that
confirm the hypothesis about importance of different
categories of non-commercial attractiveness for the
perception of three main spatial types of shopping cen-
ters. In particular, the observed patterns show the
increased importance of the "comfortability" category for
the urban integrated shopping center, "energization of ac-
tivity" category for the introverted shopping center, as
well as the comparable importance of "energization of
activity" and "aesthetic articulation of the place" with a
smaller role of "comfortability" in the case of thematic
shopping centers.
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MO3AKOMEPILIIHI SIKOCTI ATTPAKTUBHOCTI CYYACHHMX TOPTIBEJIbHO-TPOMAICHKHX
LHEHTPIB
A.C. bopucenko
XapkiBChbKHH HalllOHAJILHUI YHIBEpPCUTET MichbKoro rocroaapctsa im. O.M. bekeroBa, Ykpaina

Cmammro npucesueHo O00CTIONCEHHIO NO3AKOMEPYIUHUX AKOCMel ammpaKmueHOCmi CyuacHUX mopeieenbHo-
2POMAOCLKUX YeHmpis y cnputinammi 8i06idyeauis. I[lozakomepyitini aKocmi ompumyroms ocooausy yeazy 6 ceimii
CYYACHOT 3MIHU 8 NO2IA0AX HA Yi cnopyou, ma Moxcyme 0ymu ycei0OMIeHl, AK 8AdNCIUSUL ACneKm chneyianizayii
no6y006anoco cepedosuwya QizuuHUX KOMIIEKCI8 HA GIOMIHY 8I0 eleKmponHOI abo 2ineproKanbHOi mopeiéri.
Jlocnidoicennss nozakomepyitiHux aKkocmetl npueabau8oCcmi K axmopa 015 apXimeKmypHUX piuileHb Mop2ieebHO-
2POMAOCLKUX YeHmpie eumazae 8ubopy GION0BIOHOI Memo00n02iyHol 6a3u, OcCKinbKu IcHyoui Kiacugikayii
npueabaueuUx sAKOCmel HeOOCMAmMHbO OPIEHMOBAN] HA  APXIMEeKmYpPHO-NPOCMOPOS 81ACMUBOCIE Micys Y
cnputiHammi 6i0610y8auis.

Hocnioxcenns npononye nogy xaacughixayiio npusabIusux akocmeii cepedosuiya mopeieeibHo-2poMaoCcLKux Yenmpie na
0asi KoHyenyii «Micysy ma mpboX OCHOGHUX ACNEKMI8 CHPUUHAMM XApAKmepucmuk cepedosuua moobmu, eucynymux /1.
Kanmepom ma poseunenux C. Cmonencokoio (hizuune omouenns, Oii moodell ma 3micmu, wo GOHU HAOAIOMb CePeOoBUULY).
Bionosiono 0o mei, npusabaugi axocmi Oy10 6nOPAOKOBAHO 34 MPbOMA KAME2OPIAMU NO3AKOMEPYIIHOT ammpakmueHoCmi
MOP2iBeNbHO-SPOMAOCLKUX YeHMPIG: «KOMPopmHuicmby ((i3uyHe 0omoueHHs), «NOXHCEAGNEHH MA PISHOMAHIMHICMb JIATbHOCMIY
(0ii nodetl) ma «ecmemuyna supasHicme micysy (3micm). I'inomesa npo easciugicmv 0Opanux Kamezopii 014 NPOCMOPOBUX
PllieHb mop2ieenbHO-2POMAOCOKUX YEHMPIE NOJA2AE 6 MOMY, WO GOHU 00 €OHYIOMb XAPAKMEPHI AKOCMI, 8aANCIUGL OJisl PI3HUX
munis npocmopogoi opeanizayii yux oyoieeno.

Ha 6aszi pospobrenoi knacughikayii 6y10 nposedeno KOHmMeHmM-anaiis 8i02ykie siosioyeauie 15 mopeisenvho-
epomadcvkux yenmpie 3 amnenomosuux kpain (CLLUA, Benuxoopumanii, Kanaou, Aecmpanii), wo € xapaxmeprumu
3paskamu ce0ix munie abo 00’exkmamu, wo NO3UYIOHYIOMbCA OOCTIOHUKAMY MA NPecoio, K NePCneKmueHi 6 ceim.i
OCMAHHIX MEeHOeHYIU PO3GUMKY MOP2I6eIbHO-2POMAOCLKUX YeHmpis. /[o0amKo6o 3a 0aHo Memoodon02icio paniue
0y10 NpPOaHANi308aHO 5 XAPKIBCHKUX MOP2IBEbHO-2POMAOCLKUX YeHmpie. Pezynomamu 0Oyau cniesioneceni 3
OCHOGHUMU MUNAMU MOPIIBETbHUX KOMNJIEKCI8 34 CMPYKMYpHO-0peanizayiuHow o3xakorw. [lopisuanus diazpam
PO3NOOINY AKOCMEl NO KOACHOMY 3 00CAIOACYBAHUX 00'€EKMIG 8KA3VE HA ICHYBAHHSA NAMMEPHIB, WO NIOMEEPOICYIOMb
2inomesy Npo 3HAYUYWICMb PI3HUX Kame2opill NO3aKoMepyiliHoi npusadaueocmi Oid CAPULIHAMMSA MPbOX OCHOBHUX
Munie¢  MopeieeibHO-2POMAOCLKUX — Yenmpis.  3oxkpema,  GIOMIMEHO  NIOGUWEHY  BAJCIUBICMbL  Kame2opii
«KOM@opmHicmby 0151 MICbKO20 iHME2POBAHO20 MOP2IIBENbHO-2POMAOCLKO20 YEHMPY, KAMe2opii «N0XHC8ABIeHHA ma
pisHoManimuicmy QiAbHOCMI» 018 IHMPOBEPTNOBAHO20 MOPIIBEIbHO-CPOMAOCHKO20 YEHMPY, A MAKON’C NOPIGHIHY
BAIICIUBICIb KAMe2OPIll «NOANCBABNEHHS MA PISHOMAHIMHICMb OIIbHOCMI» MA «eCMemUuyYHa BUPA3HICIMb MICYs» 3a
MeHWOoi poni «kKompopmuocmiy y 6Unaoky memamudHux yeHmpis.

Knrouogi cnosa: mopzisenvHuti yenmp, apximexmyphe cepeoosuiye, MeopeHHs Micysi, apximexmypa.
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