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²íôîðìàö³éíà ïðîçîð³ñòü âåá–ñàéò³â ÿê ÷èííèê ôîðìóâàííÿ 
äîâ³ðè äî ñóá’ºêò³â ãîñïîäàðþâàííÿ

Ó ñòàòò³ ïîãëèáëåíî òåîðåòè÷í³ ïîëîæåííÿ ùîäî ³íôîðìàö³éíî¿ ïðîçîðîñò³ âåá–ñàéò³â ó êîíòåêñò³ 
ôîðìóâàííÿ äîâ³ðè äî ñóá’ºêò³â ãîñïîäàðþâàííÿ. Îá´ðóíòîâàíî, ùî â óìîâàõ öèôðîâ³çàö³¿ 
åêîíîì³êè âåá–ñàéò äîö³ëüíî ðîçãëÿäàòè íå ëèøå ÿê ³íôîðìàö³éíèé àáî ñåðâ³ñíèé ðåñóðñ, à ÿê îäíó 
ç êëþ÷îâèõ òî÷îê êîíòàêòó, ÷åðåç ÿêó êë³ºíòè, ïàðòíåðè òà ³íø³ çàö³êàâëåí³ ñòîðîíè ôîðìóþòü ïåð-
âèííå óÿâëåííÿ ïðî ï³äïðèºìñòâî, îö³íþþòü éîãî â³äêðèò³ñòü, äîáðîñîâ³ñí³ñòü, ïåðåäáà÷óâàí³ñòü ³ ãî-
òîâí³ñòü äî âçàºìîä³¿. Óòî÷íåíî çì³ñò ïîíÿòòÿ «³íôîðìàö³éíà ïðîçîð³ñòü âåá–ñàéòó» ÿê ñèñòåìíî¿ õà-
ðàêòåðèñòèêè öèôðîâî¿ ïðèñóòíîñò³ ï³äïðèºìñòâà, ùî îõîïëþº ïîâíîòó, äîñòîâ³ðí³ñòü, àêòóàëüí³ñòü, 
çðîçóì³ë³ñòü, äîñòóïí³ñòü, äîñòîâ³ðí³ñòü ³íôîðìàö³¿ òà â³äêðèò³ñòü ïðàâèë âçàºìîä³¿ ç êîðèñòóâà÷åì. 
Äîñë³äæåíî â³äì³íí³ñòü öüîãî ïîíÿòòÿ â³ä øèðøî¿ êàòåãîð³¿ òðàíñïàðåíòíîñò³, ÿêà ïåðåâàæíî â³äî-
áðàæàº çàãàëüíèé ïðèíöèï â³äêðèòîñò³. Äîâåäåíî, ùî ³íôîðìàö³éíà ïðîçîð³ñòü âåá–ñàéòó âïëèâàº 
íà ôîðìóâàííÿ äîâ³ðè ÷åðåç çìåíøåííÿ ³íôîðìàö³éíî¿ àñèìåòð³¿, ïîñëàáëåííÿ ðèçèêó, ï³äâèùåííÿ 
ïåðåäáà÷óâàíîñò³ ïîâåä³íêè ñóá’ºêòà ãîñïîäàðþâàííÿ òà çì³öíåííÿ â³ä÷óòòÿ êîíòðîëþ ç áîêó êîðèñ-
òóâà÷à. Âèä³ëåíî ÷îòèðè âçàºìîïîâ’ÿçàí³ ñêëàäîâ³ ³íôîðìàö³éíî¿ ïðîçîðîñò³ âåá–ñàéòó: êîíòåíòíó, 
íàâ³ãàö³éíî–³íòåðôåéñíó, ³íñòèòóö³éíó òà êîìóí³êàö³éíó. Îá´ðóíòîâàíî, ùî ñàìå ¿õ ïîºäíàííÿ ñòâî-
ðþº ï³ä´ðóíòÿ äëÿ çâåðíåííÿ äî ï³äïðèºìñòâà, ïîâòîðíî¿ âçàºìîä³¿, ðåêîìåíäàö³é òà ëîÿëüíîñò³.

Êëþ÷îâ³ ñëîâà: ³íôîðìàö³éíà ïðîçîð³ñòü, âåá–ñàéò, äîâ³ðà, ñóá’ºêò ãîñïîäàðþâàííÿ, öèôðîâ³ 
êîìóí³êàö³¿, ³íôîðìàö³éíà àñèìåòð³ÿ, ðåïóòàö³ÿ, ëîÿëüí³ñòü.

OLEH SOZANSKYI

Information transparency of websites as a factor of trust 
formation in business entities

 The article deepens the theoretical foundations of website information transparency in the 
context of trust formation toward business entities. It substantiates that, under the conditions of 
economic digitalization, a website should be regarded not only as an informational or service resource, 
but also as one of the key points of contact through which customers, partners, and other stakeholders 
form their initial perception of an enterprise and assess its openness, good faith, predictability, and 
willingness to interact. The content of the concept of «website information transparency» is specified 
as a systemic characteristic of an enterprise’s digital presence, encompassing the completeness, 
reliability, timeliness, clarity, accessibility, and credibility of information, as well as the openness of 
the rules governing interaction with users. The distinction between this concept and the broader 
category of transparency, which primarily reflects the general principle of openness, is examined. It 
is proved that website information transparency influences trust formation through the reduction of 
information asymmetry, mitigation of perceived risk, enhancement of the predictability of a business 
entity’s behavior, and strengthening of the user’s sense of control. Four interrelated components of 
website information transparency are identified: content–related, navigation–interface, institutional, 
and communication components. It is substantiated that their combination creates the foundation for 
contacting the enterprise, repeated interaction, recommendations, and loyalty.

Keywords: information transparency, website, trust, business entity, digital communications, 
information asymmetry, reputation, loyalty.

Ïîñòàíîâêà ïðîáëåìè. Ïîøèðåííÿ öèôðîâèõ 
êàíàë³â êîìóí³êàö³¿ ³ñòîòíî çì³íèëî ñïîñ³á, ó ÿêèé 
ï³äïðèºìñòâî ïðåäñòàâëÿº ñåáå ðèíêó. ßêùî ðà-
í³øå ïåðøå âðàæåííÿ ïðî êîìïàí³þ çíà÷íîþ ì³-
ðîþ ôîðìóâàëîñÿ ï³ä ÷àñ îñîáèñòîãî êîíòàêòó, òî 
çàðàç äåäàë³ ÷àñò³øå òàêó ðîëü âèêîíóº âåá–ñàéò. 
Ñàìå ÷åðåç íüîãî ïîòåíö³éíèé êë³ºíò, ïàðòíåð àáî 

³íøèé êîðèñòóâà÷ íàìàãàºòüñÿ çðîçóì³òè, ÷èì çà-
éìàºòüñÿ ï³äïðèºìñòâî, íà ÿêèõ óìîâàõ âîíî ïðà-
öþº ³ íàñê³ëüêè éîìó ìîæíà äîâ³ðÿòè.

Ó ïðàêòèö³ ãîñïîäàðþâàííÿ âåá–ñàéò íåð³ä-
êî ðîçãëÿäàþòü ïåðåâàæíî ÿê ðåêëàìíèé àáî 
ñåðâ³ñíèé ³íñòðóìåíò. Òàêèé ï³äõ³ä º çâóæåíèì, 
îñê³ëüêè çàëèøàº ïîçà óâàãîþ éîãî ðîëü ó ôîð-



²ÍÍÎÂÀÖ²ÉÍÎ–²ÍÂÅÑÒÈÖ²ÉÍÀ ÏÎË²ÒÈÊÀ

77

ìóâàíí³ äîâ³ðè. Â³äñóòí³ñòü çðîçóì³ëî ïîäàíèõ â³-
äîìîñòåé, ñóïåðå÷ëèâ³ óìîâè âçàºìîä³¿, çàñòà-
ð³ëà ³íôîðìàö³ÿ àáî ñëàáêèé çâîðîòíèé çâ’ÿçîê 
ï³äâèùóþòü äëÿ êîðèñòóâà÷à ð³âåíü íåâèçíà÷å-
íîñò³, à â³äòàê íåãàòèâíî âïëèâàþòü íà ãîòîâí³ñòü 
äî êîíòàêòó ÷è êóï³âë³.

Çà öèõ óìîâ ïèòàííÿ ³íôîðìàö³éíî¿ ïðîçîðîñò³ 
âåá–ñàéò³â íàáóâàº íå ëèøå êîìóí³êàö³éíîãî, à é 
åêîíîì³÷íîãî çì³ñòó. Ñàìå òîìó äîö³ëüíî çîñåðå-
äèòèñÿ íà ç’ÿñóâàíí³ òîãî, ÿê³ õàðàêòåðèñòèêè âåá–
ðåñóðñó ïðàöþþòü íà ôîðìóâàííÿ äîâ³ðè òà ÿêèì 
º ìåõàí³çì öüîãî âïëèâó ó öèôðîâîìó ñåðåäîâèù³.

Àíàë³ç îñòàíí³õ äîñë³äæåíü ³ ïóáë³êàö³é. 
Ïðîáëåìàòèêà ³íôîðìàö³éíî¿ ïðîçîðîñò³ âæå 
çíàéøëà â³äîáðàæåííÿ ó ïðàöÿõ â³ò÷èçíÿíèõ ³ çà-
ðóá³æíèõ äîñë³äíèê³â, ïðîòå ðîçêðèâàºòüñÿ âîíà 
â ð³çíèõ ïëîùèíàõ. Þ. Â. Ãîí÷àðåíêî, Î. Â. Á³ëü-
ñüêà, Ã. Õ. Êó÷åðîâà, À. Â. Ä³äåíêî, Î. Ñ. Êðàâåöü 
òà ³íø³ àâòîðè çîñåðåäæóþòü óâàãó íà ïàðàìå-
òðèçàö³¿, ìîäåëþâàíí³ òà îö³íþâàíí³ ³íôîðìàö³é-
íî¿ ïðîçîðîñò³ ÿê õàðàêòåðèñòèêè öèôðîâèõ ðå-
ñóðñ³â òà åêîíîì³÷íèõ ñóá’ºêò³â [1–3].

Ó øèðøîìó êîíòåêñò³ â³äêðèòîñò³ îðãàí³çàö³é 
âàãîìèìè º ïðàö³ R. Bushman òà A. Smith, ó ÿêèõ 
ïðîçîð³ñòü ïîâ’ÿçóºòüñÿ ç³ çìåíøåííÿì ³íôîð-
ìàö³éíèõ ðîçðèâ³â ì³æ ó÷àñíèêàìè ðèíêó [4]. Äëÿ 
ðîçóì³ííÿ äîâ³ðè â öèôðîâîìó ñåðåäîâèù³ âàæ-
ëèâèìè º òàêîæ ðåçóëüòàòè äîñë³äæåíü Y. Li, X. 
Deng, X. Hu, J. Liu òà M. Montecchi, X. Luo, C. Senn, 
äå àíàë³çóºòüñÿ çâ’ÿçîê ì³æ ïðîçîð³ñòþ öèôðî-
âèõ ñèñòåì, ðèçèêîì ³ äîâ³ðîþ ñïîæèâà÷à [5; 6].

Ïîðÿä ³ç öèì ó äæåðåëàõ [7–9] ï³äêðåñëþºòüñÿ, 
ùî ñïðèéíÿòòÿ áðåíäó ôîðìóºòüñÿ íå îêðåìèìè 
ïîâ³äîìëåííÿìè, à ñóêóïíèì äîñâ³äîì âçàºìîä³¿ 
ç íèì. Öå òâåðäæåííÿ º âàæëèâèì, îñê³ëüêè âåá–
ñàéò ïîñòàº íå ÿê ³çîëüîâàíèé íîñ³é êîíòåíòó, à 
ÿê îäíà ç êëþ÷îâèõ òî÷îê êîíòàêòó, äå êîðèñòóâà÷ 
ïåðåâ³ðÿº óçãîäæåí³ñòü, ïîâíîòó òà ïðàâäîïî-
ä³áí³ñòü ³íôîðìàö³¿ ïðî ï³äïðèºìñòâî. Çíà÷åííÿ 
ÿêîñò³ òàêîãî öèôðîâîãî êîíòàêòó ï³äòâåðäæóþòü 
³ äîñë³äæåííÿ ùîäî âïëèâó äèçàéíó òà çðó÷íîñò³ 
âåá–ðåñóðñ³â íà êîðèñòóâàöüêèé äîñâ³ä [10].

Ìåòîþ ñòàòò³ º óòî÷íåííÿ òåîðåòè÷íèõ ïîëî-
æåíü ùîäî ³íôîðìàö³éíî¿ ïðîçîðîñò³ âåá–ñàéò³â 
ÿê ÷èííèêà ôîðìóâàííÿ äîâ³ðè äî ñóá’ºêò³â ãî-
ñïîäàðþâàííÿ, à òàêîæ îá´ðóíòóâàííÿ ëîã³êè ïå-
ðåõîäó â³ä õàðàêòåðèñòèê âåá–ðåñóðñó äî ïîâå-
ä³íêîâèõ ðåàêö³é ö³ëüîâî¿ àóäèòîð³¿.

Âèêëàä îñíîâíîãî ìàòåð³àëó äîñë³äæåí-
íÿ. Ó íàóêîâ³é ë³òåðàòóð³ ïðîçîð³ñòü ïåðåâàæ-

íî òðàêòóþòü ÿê â³äêðèò³ñòü, ï³äçâ³òí³ñòü ³ äî-
ñòóïí³ñòü ä³ÿëüíîñò³ îðãàí³çàö³¿ äëÿ çîâí³øíüîãî 
ñïîñòåðåæåííÿ [4]. Ïðîòå äëÿ àíàë³çó âçàºìî-
ä³¿ êîðèñòóâà÷à ñàìå ç âåá–ñàéòîì òàêîãî ðîçó-
ì³ííÿ íåäîñòàòíüî. Äîö³ëüí³øèì º çâåðíóòèñü äî 
êàòåãîð³¿ «³íôîðìàö³éíà ïðîçîð³ñòü», îñê³ëüêè â 
öåíòð³ óâàãè ïåðåáóâàº íå ëèøå ôàêò ðîçêðèòòÿ 
äàíèõ, à é ñïîñ³á ¿õ ïîäàííÿ, ñïðèéíÿòòÿ òà ïðàê-
òè÷íîãî âèêîðèñòàííÿ.

Íà íàø ïîãëÿä, ³íôîðìàö³éíó ïðîçîð³ñòü âåá–
ñàéòó ñë³ä ðîçóì³òè ÿê òàêèé ñòàí ³íôîðìàö³éíîãî 
ïðåäñòàâëåííÿ ï³äïðèºìñòâà â öèôðîâîìó ñå-
ðåäîâèù³, çà ÿêîãî êîðèñòóâà÷ ìîæå áåç çàéâèõ 
çóñèëü îòðèìàòè íåîáõ³äí³, äîñòîâ³ðí³, àêòóàëü-
í³ â³äîìîñò³ ïðî ñóá’ºêòà ãîñïîäàðþâàííÿ, óìîâè 
âçàºìîä³¿ ç íèì, ïðàâèëà îáðîáêè äàíèõ ³ êàíà-
ëè êîìóí³êàö³¿. Òîáòî éäåòüñÿ íå ïðî ìàêñèìàëü-
íî ìîæëèâèé îáñÿã ³íôîðìàö³¿, à ïðî ¿¿ ôóíêö³î-
íàëüíó ïðèäàòí³ñòü äëÿ ïðèéíÿòòÿ êîðèñòóâà÷åì 
îá´ðóíòîâàíîãî ð³øåííÿ.

Ñàìå â öüîìó àñïåêò³ ³íôîðìàö³éíà ïðîçîð³ñòü 
íàáóâàº åêîíîì³÷íîãî çì³ñòó, îñê³ëüêè äàº çìî-
ãó ÷àñòêîâî çíèçèòè ³íôîðìàö³éíó àñèìåòð³þ ì³æ 
ï³äïðèºìñòâîì ³ ïîòåíö³éíèì êë³ºíòîì, ïàðòíå-
ðîì àáî ³íøèì êîðèñòóâà÷åì. Ó ñèòóàö³¿ àñèìå-
òðè÷íîãî ðîçïîä³ëó ³íôîðìàö³¿ çðîñòàþòü ðèçèêè 
íåäîâ³ðè, íåäîáðîñîâ³ñíî¿ ïîâåä³íêè òà äîäàòêî-
âèõ òðàíñàêö³éíèõ âèòðàò [4]. Îòæå, â³äêðèò³ñòü 
ï³äïðèºìñòâà â öèôðîâîìó ïðîñòîð³ äîö³ëü-
íî ðîçãëÿäàòè íå ÿê ôîðìàëüíó õàðàêòåðèñòèêó 
âåá–ðåñóðñó, à ÿê îäíó ç ïåðåäóìîâ ïåðåäáà÷ó-
âàíî¿ òà áåçïå÷íî¿ âçàºìîä³¿.

Äîâ³ðà â îíëàéí–ñåðåäîâèù³, ÿê ïðàâèëî, íå âè-
íèêàº ìèòòºâî. Ñïî÷àòêó êîðèñòóâà÷ çâåðòàº óâà-
ãó íà áàçîâ³ îçíàêè âïîðÿäêîâàíîñò³ ñàéòó: íàÿâ-
í³ñòü êîíòàêòíèõ äàíèõ, ðåêâ³çèò³â, ³íôîðìàö³¿ ïðî 
êîìïàí³þ, ïîë³òèêè êîíô³äåíö³éíîñò³, óìîâ îïëà-
òè, äîñòàâêè, ïîâåðíåííÿ. Äàë³ êîðèñòóâà÷ îö³íþº 
âæå çì³ñòîâà ÿê³ñòü â³äîìîñòåé – ¿õ ïîâíîòó, àêòó-
àëüí³ñòü, âíóòð³øíþ óçãîäæåí³ñòü òà çðîçóì³ë³ñòü. 
Ï³ñëÿ öüîãî ôîðìóºòüñÿ çàãàëüíå âðàæåííÿ ïðî 
òå, ÷è ìîæíà ââàæàòè òàêîãî ñóá’ºêòà ãîñïîäàðþ-
âàííÿ íàä³éíèì êîíòðàãåíòîì. Óçàãàëüíåíó ëîã³êó 
òàêîãî ïåðåõîäó ïîäàíî íà ðèñ. 1.

Óçàãàëüíåííÿ òåîðåòè÷íèõ ï³äõîä³â ³ àíàë³ç 
ïðàêòèêè ôóíêö³îíóâàííÿ êîðïîðàòèâíèõ âåá–
ðåñóðñ³â äàº ï³äñòàâè âèä³ëèòè ÷îòèðè âçàºìî-
ïîâ’ÿçàí³ ñêëàäîâ³ ³íôîðìàö³éíî¿ ïðîçîðîñò³, ÿê³ 
íàéá³ëüøîþ ì³ðîþ âïëèâàþòü íà ôîðìóâàííÿ 
äîâ³ðè äî âåá–ñàéòó.
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Êîíòåíòíà ñêëàäîâà îõîïëþº ïîâíîòó, äîñòîâ³ð-
í³ñòü, àêòóàëüí³ñòü ³ ðåëåâàíòí³ñòü â³äîìîñòåé, ùî 
ðîçì³ùåí³ íà ñòîð³íêàõ ðåñóðñó. Äëÿ ôîðìóâàííÿ 
äîâ³ðè âàæëèâèìè º íå ëèøå îïèñè òîâàð³â àáî ïî-
ñëóã, à é ³íôîðìàö³ÿ ïðî óìîâè ñï³âïðàö³, ãàðàíò³¿, 
ïîðÿäîê ïîâåðíåííÿ, îïëàòó, äîñòàâêó, çàõèñò ïåð-
ñîíàëüíèõ äàíèõ. Êîðèñòóâà÷åì ñïðèéìàºòüñÿ ÿê 
ñèãíàë ï³äâèùåíîãî ðèçèêó â³äñóòí³ñòü òàêèõ áëî-
ê³â àáî ÿêùî âîíè ñóïåðå÷àòü îäèí îäíîìó [5; 6].

Íàâ³ãàö³éíî–³íòåðôåéñíà ñêëàäîâà ïîâ’ÿ-
çàíà ç³ ñòðóêòóðîþ ñàéòó, äîñòóïí³ñòþ ïîøó-
êó â³äîìîñòåé ³ çðó÷í³ñòþ ñïðèéíÿòòÿ. Ïðè íàäòî 
ñêëàäíîìó ïîøóêó ³íôîðìàö³¿, ïåðåâàíòàæåíîñò³ 
ñòîð³íêè, õàîòè÷í³é íàâ³ãàö³¿, ó êîðèñòóâà÷à âèíè-
êàº â³ä÷óòòÿ íåâïîðÿäêîâàíîñò³. Íàòîì³ñòü ëî-
ã³÷íà àðõ³òåêòóðà ñàéòó òà çðîçóì³ëèé ³íòåðôåéñ 
ïîëåãøóþòü ñïðèéíÿòòÿ ³íôîðìàö³¿ ³ ï³äñèëþþòü 
ñïðèéíÿòòÿ ðåñóðñó ÿê íàä³éíîãî äæåðåëà [10].

²íñòèòóö³éíà ñêëàäîâà îõîïëþº ðåêâ³çèòè, äàí³ ïðî 
êîìïàí³þ, êîíòàêòíó ³íôîðìàö³þ, ïðàâèëà êîðèñòó-
âàííÿ ðåñóðñîì, ïîë³òèêó êîíô³äåíö³éíîñò³, óìîâè 
îáðîáêè ïåðñîíàëüíèõ äàíèõ, â³äîìîñò³ ïðî â³äïî-
â³äàëüíèõ îñ³á. Ñàìå ö³ åëåìåíòè äîïîìàãàþòü ñïî-
æèâà÷ó ïåðåêîíàòèñÿ, ùî çà ñàéòîì ñòî¿òü ðåàëü-
íèé ³ âåðèô³êîâàíèé ñóá’ºêò ãîñïîäàðþâàííÿ [1; 3].

Êîìóí³êàö³éíà ñêëàäîâà îõîïëþº íàÿâí³ñòü êà-
íàë³â çâîðîòíîãî çâ’ÿçêó, ìîæëèâ³ñòü ñïîæèâà÷à 
óòî÷íèòè óìîâè ñï³âïðàö³ àáî ïåðåâ³ðèòè ñòàòóñ 

çâåðíåííÿ. Âàæëèâèì º íå ëèøå ôàêò íàÿâíîñò³ 
ôîðìè çâåðíåííÿ, à é ðåàëüíà ãîòîâí³ñòü êîìïà-
í³¿ äî ä³àëîãó òà îïåðàòèâíî¿ â³äïîâ³ä³ [7–9].

Ó òàáë. 1 ñèñòåìàòèçîâàíî çì³ñòîâèé çâ’ÿçîê 
ì³æ çàçíà÷åíèìè ñêëàäîâèìè, ¿õ ðîëëþ ó ôîðìó-
âàíí³ äîâ³ðè òà ôîðìîþ ïðîÿâó.

Âàæëèâî íàãîëîñèòè, ùî äîâ³ðà ôîðìóºòüñÿ íå 
çàâäÿêè ìàêñèìàëüíî ìîæëèâîìó îáñÿãó ³íôîðìà-
ö³¿. Íàäëèøîê â³äîìîñòåé, ñêëàäíà ñòðóêòóðà ñòî-
ð³íîê àáî â³äñóòí³ñòü ÷³òêî¿ ³ºðàðõ³¿ ïîäàííÿ íå äî-
ïîìàãàþòü, à íàâïàêè óñêëàäíþþòü îð³ºíòàö³þ 
êîðèñòóâà÷à. Òîìó äëÿ ôîðìóâàííÿ äîâ³ðè âèçíà-
÷àëüíå çíà÷åííÿ ìàº íå ê³ëüê³ñòü ³íôîðìàö³¿, à ñòó-
ï³íü ¿¿ âïîðÿäêîâàíîñò³, ëîã³÷íî¿ óçãîäæåíîñò³ òà ïðè-
äàòíîñò³ äî øâèäêîãî çíèæåííÿ íåâèçíà÷åíîñò³.

Äîâ³ðà âèñòóïàº ïðîì³æíîþ ëàíêîþ ì³æ õàðàê-
òåðèñòèêàìè âåá–ñàéòó òà åêîíîì³÷íèìè íàñë³ä-
êàìè äëÿ ï³äïðèºìñòâà. Ïðè ñïðèéíÿòò³ ðåñóð-
ñó ÿê â³äêðèòîãî òà íàä³éíîãî, çíèæóºòüñÿ áàð’ºð 
äëÿ ïåðøîãî êîíòàêòó, ï³äâèùóºòüñÿ éìîâ³ðí³ñòü 
çâåðíåííÿ àáî êóï³âë³, çðîñòàº ãîòîâí³ñòü äî ïîâ-
òîðíî¿ âçàºìîä³¿ òà ðåêîìåíäàö³é. Â³äòàê âïëèâ 
³íôîðìàö³éíî¿ ïðîçîðîñò³ ñë³ä ðîçãëÿäàòè øèð-
øå çà êîìóí³êàö³éíèé åôåêò, îñê³ëüêè â³í ìîæå 
âèÿâëÿòèñÿ ó çì³öíåíí³ ëîÿëüíîñò³ òà ï³äâèùåí-
í³ ðåïóòàö³éíî¿ ñò³éêîñò³ ï³äïðèºìñòâà. [5; 6; 11].

Çíà÷åííÿ ³íôîðìàö³éíî¿ ïðîçîðîñò³ âåá–ñàéò³â 
ïîñèëþºòüñÿ ùå é òèì, ùî öèôðîâ³ êàíàëè íåð³ä-

Ðèñóíîê 1. Ëîã³êà ïåðåõîäó â³ä ³íôîðìàö³éíî¿ ïðîçîðîñò³ âåá–ñàéòó äî ôîðìóâàííÿ äîâ³ðè*
*Äæåðåëî: ðîçðîáëåíî àâòîðîì.

Òàáëèöÿ 1. Ñêëàäîâ³ ³íôîðìàö³éíî¿ ïðîçîðîñò³ âåá–ñàéòó òà ¿õ âïëèâ íà ôîðìóâàííÿ äîâ³ðè*

Ñêëàäîâà Çì³ñò Âïëèâ íà ôîðìóâàí-
íÿ äîâ³ðè Ôîðìà ïðîÿâó

Êîíòåíòíà
Ïîâíîòà, äîñòîâ³ðí³ñòü, àê-
òóàëüí³ñòü, âåðèô³êîâàí³ñòü 

â³äîìîñòåé

Çíèæóº íåâèçíà÷å-
í³ñòü, ôîðìóº â³ä÷óòòÿ 

ïî³íôîðìîâàíîñò³

Îïèñ êîìïàí³¿, òîâàð³â/ïîñëóã, 
óìîâè îïëàòè, äîñòàâêè, ïîâåð-

íåííÿ

Íàâ³ãàö³éíî–³í-
òåðôåéñíà

Çðîçóì³ë³ñòü ñòðóêòóðè, 
äîñòóïí³ñòü ïîøóêó ³íôîð-

ìàö³¿

Ï³äñèëþº â³ä÷óòòÿ 
êîíòðîëþ òà çðó÷íîñò³ 

âçàºìîä³¿

Ëîã³÷íå ìåíþ, àäàïòèâí³ñòü, 
øâèäêèé äîñòóï äî ïîòð³áíèõ 

äàíèõ

²íñòèòóö³éíà
Îô³ö³éí³ñòü, ï³äçâ³òí³ñòü, 
â³äêðèò³ñòü ïðàâèë âçàº-

ìîä³¿

Çíèæóº ñïðèéìàíèé 
ðèçèê

Ðåêâ³çèòè, ïîë³òèêà êîíô³äåí-
ö³éíîñò³, ïðàâèëà êîðèñòóâàííÿ, 

äàí³ ïðî â³äïîâ³äàëüíèõ îñ³á

Êîìóí³êàö³éíà
Íàÿâí³ñòü çâîðîòíîãî 

çâ’ÿçêó, îïåðàòèâí³ñòü â³ä-
ïîâ³ä³, ãîòîâí³ñòü äî ä³àëîãó

Ï³äòðèìóº ïåðåêîíàííÿ 
ó íàä³éíîñò³ òà êë³ºíòî-

îð³ºíòîâàíîñò³

Êîíòàêòè, ôîðìè çâåðíåííÿ, 
÷àò, ñòàòóñ îïðàöþâàííÿ çàïèò³â

*Äæåðåëî: ðîçðîáëåíî àâòîðîì.
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êî ñòàþòü îñíîâíèì, à ³íêîëè é ºäèíèì ñòàá³ëüíèì 
ñïîñîáîì çâ’ÿçêó ï³äïðèºìñòâà ç ðèíêîì. Ó ïåð³îä 
âîºííèõ ³ êðèçîâèõ âèêëèê³â êîðèñòóâà÷ çíà÷íî 
ãîñòð³øå ðåàãóº íà çàñòàð³ë³ â³äîìîñò³, â³äñóòí³ñòü 
ïîÿñíåíü ùîäî çì³í ó ðåæèì³ ðîáîòè, ëîã³ñòèö³, 
îïëàò³ ÷è ñåðâ³ñ³. Òîìó ñâîº÷àñíå îíîâëåííÿ ³í-
ôîðìàö³¿, ÷³òêå ðîç’ÿñíåííÿ íîâèõ óìîâ ³ ï³äòðè-
ìàííÿ çðîçóì³ëî¿ êîìóí³êàö³¿ ñë³ä ðîçãëÿäàòè ÿê 
âàæëèâó ïåðåäóìîâó ôîðìóâàííÿ äîâ³ðè [11; 12].

Ï³äñóìîâóþ÷è, ³íôîðìàö³éíó ïðîçîð³ñòü âåá–
ñàéòó äîö³ëüíî ðîçãëÿäàòè â òàê³é ïîñë³äîâíî-
ñò³: ñïî÷àòêó â³äêðèò³ñòü ³ âåðèô³êîâàí³ñòü â³äî-
ìîñòåé çíèæóþòü ³íôîðìàö³éíó àñèìåòð³þ; äàë³ 
öå çìåíøóº ðèçèê; ï³ñëÿ öüîãî çðîñòàº â³ä÷óòòÿ 
êîíòðîëüîâàíîñò³ âçàºìîä³¿; ³ âæå íà ö³é îñíîâ³ 
ôîðìóºòüñÿ äîâ³ðà äî ñóá’ºêòà ãîñïîäàðþâàííÿ.

Âèñíîâêè
Îòæå, ³íôîðìàö³éíà ïðîçîð³ñòü âåá–ñàé-

ò³â º âàãîìèì ÷èííèêîì ôîðìóâàííÿ äîâ³ðè äî 
ñóá’ºêò³â ãîñïîäàðþâàííÿ. Âîíà ôîêóñóºòüñÿ íà 
êîíêðåòíèõ õàðàêòåðèñòèêàõ öèôðîâîãî êîíòåí-
òó òà óìîâàõ éîãî ñïðèéíÿòòÿ êîðèñòóâà÷åì. Ñà-
ìå ÷åðåç ö³ õàðàêòåðèñòèêè ï³äïðèºìñòâî ôàê-
òè÷íî äåìîíñòðóº, íàñê³ëüêè âîíî º â³äêðèòèì, 
ïåðåäáà÷óâàíèì ³ ãîòîâèì äî âçàºìîä³¿.

Âïëèâ ³íôîðìàö³éíî¿ ïðîçîðîñò³ íà äîâ³ðó ðå-
àë³çóºòüñÿ ÷åðåç çìåíøåííÿ ³íôîðìàö³éíî¿ àñè-
ìåòð³¿, çíèæåííÿ ðèçèêó òà çðîñòàííÿ ïåðåäáà-
÷óâàíîñò³ ïîâåä³íêè ï³äïðèºìñòâà. Ïðè öüîìó 
âåá–ñàéò äîö³ëüíî òðàêòóâàòè íå ïðîñòî ÿê íîñ³é 
â³äîìîñòåé, à ÿê îäíó ç êëþ÷îâèõ ëàíîê öèôðîâî¿ 
êîìóí³êàö³¿, äå êîðèñòóâà÷ ôîðìóº ïåðâèííå ñó-
äæåííÿ ïðî íàä³éí³ñòü ñóá’ºêòà ãîñïîäàðþâàííÿ.
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