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characteristics of patients with psychogenic dyspnea 
and various forms of asthma. 
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ゑçñÑñÖóñ 
ゑ ïÜçëñ½ñÖÖÜú ëíÑóÜ¿ÜÇóó óïäÜ¿á£Ü0öï　 îóâ-

ëÜç▲ñ ¡Ü½äá0öñëÖ▲ñ öñêÖÜ¿ÜÇóó çÜ çïñê ëí£çó-
ö▲ê ïöëíÖíê. ゑ äëÜü¿Üñ ÜêÜÑ　ö ïöíë▲ñ «ä¿ñÖÜô-
Ö▲ñ» öñêÖÜ¿ÜÇóó äëñÑïöíç¿ñÖó　 ó êëíÖñÖó　 ëñ-
£Ü¿áöíöÜç ëñÖöÇñÖÜ¿ÜÇóôñï¡óê Üßï¿ñÑÜçíÖóú. でÜ-
çëñ½ñÖÖ▲ñ íääíëíö▲ Ñí0ö ó£Üßëí¢ñÖóñ ç îóâëÜ-
çÜ½ çóÑñ, ôöÜ äÜ£çÜ¿　ñö ç▲äÜ¿Ö　öá ÑÜïöíöÜôÖÜ 
ï¿Ü¢ÖÜ0 ¡Ü½äá0öñëÖÜ0 ÜßëíßÜö¡Ü. ゑ ½ñÑóîóÖñ 
ïÜ£ÑíÖ▲ ñÑóÖ▲ñ ½ñ¢ÑÜÖíëÜÑÖ▲ñ ïöíÖÑíëö▲ Üß½ñ-
Öí ½ñÑóîóÖï¡ó½ó ÑíÖÖ▲½ó. ごÖöñÖïóçÖÜ ëí£çóçí-
0àó½ï　 ïöíÖÑíëöÜ½ 　ç¿　ñöï　 DICOM (Digital Im-
aging and Communication in Medicine), äëñÑÖí£Öí-
ôñÖÖ▲ú Ñ¿　 äñëñÑíôó ëíÑóÜ¿ÜÇóôñï¡óê ó£Üßëí¢ñ-
Öóú ó ÑëÜÇÜú ½ñÑóîóÖï¡Üú óÖâÜë½íîóó. ぱíú¿, 
êëíÖ　àóú ÜÑÖÜ ó£Üßëí¢ñÖóñ ç ïöíÖÑíëöñ DICτε, 
ç¡¿0ôíñö ç ïñß　 ¡í¡ ó£Üßëí¢ñÖóñ, öí¡ ó ïÜäÜö-
ïöçÜ0àÜ0 óÖâÜë½íîó0. 

でîóÖöóÇëíâóôñï¡óñ ó£Üßëí¢ñÖó　 – ~öÜ ó£Üß-
ëí¢ñÖó　, äÜ¿ÜôñÖÖ▲ñ äëó äÜ½Üàó ïîóÖöóÇëíâóó. 
でîóÖöóÇëíâó　 – ~öÜ £íäóïá ï äÜ½Üàá0 ïäñîóí¿á-
ÖÜú ¡í½ñë▲ ëíïäëñÑñ¿ñÖó　 äÜ ö¡íÖ　½ ççñÑñÖÖÜÇÜ 
ç ÜëÇíÖó£½ ëíÑóÜí¡öóçÖÜÇÜ äëñäíëíöí. 

とÜ½äá0öñëÖí　 öÜ½ÜÇëíâó　 (とど) äÜ£çÜ¿　ñö äÜ-
¿Üôóöá ÑçÜê½ñëÖ▲ñ ó£Üßëí¢ñÖó　. ぎï¿ó ï¡íÖóëÜ-
çíöá íÖíöÜ½óôñï¡óñ ïöëÜ¡öÜë▲ öÜÖ¡ó½ó ïëñ£í½ó, 
öÜ öëíÑóîóÜÖÖí　 とど äÜ£çÜ¿　ñö äÜ¿Üôóöá ½Ü¿áöó-
ä¿íÖíëÖ▲ñ ó£Üßëí¢ñÖó　. 

ぜÜ¿áöóä¿íÖíëÖ▲ú ëñ¢ó½ – ïöíÖÑíëöÖ▲ú öëñê-
½ñëÖ▲ú ëñ¢ó½, ç ¡ÜöÜëÜ½ íÖíöÜ½óôñï¡óñ ïöëÜ¡-
öÜë▲ äëñÑïöíç¿ñÖ▲ Öí öëñê ç£íó½ÖÜ äñëäñÖÑó¡Ü-
¿　ëÖ▲ê ä¿Üï¡Üïö　ê (ëóï. 1). ぎï¿ó öñ¿Ü ôñ¿Üçñ¡í, 
ÖíêÜÑ　àñÇÜï　 ç íÖíöÜ½óôñï¡Üú ïöÜú¡ñ, Üï¿ÜçÖÜ 
äÜ½ñïöóöá ç öë、ê½ñëÖÜ0 äë　½ÜÜÇÜ¿áÖÜ0 ïóïöñ½Ü 
¡ÜÜëÑóÖíö, Üïá Б ëíïäÜ¿íÇíñöï　 ç äñëñÑÖñ£íÑÖñ½ 
Öíäëíç¿ñÖóó, Üïá В óÑ、ö ï¿ñçí ÖíäëíçÜ ó¿ó ïäëíçí 
Öí¿ñçÜ, í Üïá Г Öíäëíç¿　ñöï　 ççñëê ó çÖó£, öÜ ñïöá 
çÑÜ¿á öñ¿í ôñ¿Üçñ¡í. 

でíÇóööí¿áÖí　 ä¿Üï¡Üïöá, БГ, ëí£Ññ¿　ñö äëíçÜ0 
ó ¿ñçÜ0 äÜ¿ÜçóÖ▲ öñ¿í. とÜëÜÖíëÖí　, ВГ, ëíïäÜ¿í-
Çíñöï　 çñëöó¡í¿áÖÜ, ÜÖí ÜöÑñ¿　ñö äñëñÑÖ00 ôíïöá 
öñ¿í Üö £íÑÖñú ôíïöó. ん¡ïóí¿áÖí　, БВ, äíëí¿¿ñ¿á-

Öí äÜçñëêÖÜïöó £ñ½¿ó, ÜÖí ÜöÑñ¿　ñö ç▲üñ¿ñ¢íàóñ 
ÜöÑñ¿▲ öñ¿í Üö Öó¢ñ¿ñ¢íàóê. 

 
づóï. 1. んÖíöÜ½óôñï¡óñ ä¿Üï¡Üïöó 

 
づñí¿ó£íîó　 ½ÜÑÜ¿　 
だïÖÜçÖÜú £íÑíôñú çÜïïöíÖÜç¿ñÖó　 　ç¿　ñöï　 äÜ-

ïöëÜñÖóñ öëñê½ñëÖÜú ½ÜÑñ¿ó äÜ Ñóï¡ëñöÖÜ½Ü 
ÖíßÜëÜ í¡ïóí¿áÖ▲ê ïëñ£Üç. が¿　 ëñüñÖó　 äÜïöíç-
¿ñÖÖÜú £íÑíôó ß▲¿ ç▲ßëíÖ ½ñöÜÑ, ÜïÖÜçíÖÖ▲ú Öí 
Üöçñë¢ÑñÖóó, ôöÜ ï¡íÖóëÜçíÖóñ ÜïÜàñïöç¿　ñöï　 
ïÜäëó¡íïí0àó½óï　 ïëñ£í½ó. ゑ ~öÜ½ ï¿Üôíú ÇñÜ-
½ñöëóôñï¡ó ÜöÑñ¿áÖÜñ ó£Üßëí¢ñÖóñ (ïëñ£) ïÜïöÜóö 
ó£ çÜ¡ïñ¿Üç (ëóï. 2). 

 
づóï. β. ゎñÜ½ñöëóôñï¡Üñ äëñÑïöíç¿ñÖóñ ïëñ£í 

 
どñêÖóôñï¡ó ~öó ó£Üßëí¢ñÖó　 ïÜïöÜ　ö ó£ ÑçÜê-

½ñëÖ▲ê ôóï¿Üç▲ê ½íöëóî, £íäÜ¿ÖñÖÖ▲ê £ÖíôñÖó　-
½ó îçñöí (ëóï. 3). 
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づóï. γ. どñêÖóôñï¡Üñ äëñÑïöíç¿ñÖóñ ïëñ£í 

 
ど. ¡. öÜ¿àóÖí ïëñ£í ÖñßÜ¿áüí　, öÜ çÜïïöíÖÜç-

¿ñÖóñ öëñê½ñëÖÜú ½ÜÑñ¿ó ½Ü¢ÖÜ ç▲äÜ¿Öóöá äÜ-
öñ½ ïßÜëí çïñê ÜöÑñ¿áÖ▲ê ï¿Üñç ç äíëí¿¿ñ¿ñäóäñÑ. 
ど. ñ. ó£Üßëí¢ñÖóñ äëñÑïöíç¿　ñöï　 ç çóÑñ ¡Üßóôñ-
ï¡Üú ½íöëóî▲ ï îñÖöëí¿áÖ▲½ó £ÖíôñÖó　½ó, ïÜÜö-
çñöïöçÜ0àó½ó îñÖöëÜ çÜ¡ïñ¿í. 

 
づóï. 4. どëñê½ñëÖí　 ½íöëóîí ïëñ£Üç 

 
ぜñöÜÑ Ñíñö çäÜ¿Öñ ÜÑÜç¿ñöçÜëóöñ¿áÖ▲ñ ëñ-

£Ü¿áöíö▲, ö.¡. ç äëÜîñïïñ ï¡íÖóëÜçíÖó　 äÜ¿Üôí0 
ÖíßÜë ïëñ£Üç öÜ¿àóÖÜú ç Öñï¡Ü¿á¡Ü ½ó¿¿ó½ñö-
ëÜç (Ü¡Ü¿Ü 1-2 ½½). 

とÜëÜÖíëÖ▲ñ ïëñ£▲ äÜ¿Üôí0öï　 äÜöñ½ ëíïïñôñ-
Öó　 äÜ¿ÜôñÖÖÜú ¡Üßóôñï¡Üú ½íöëóî▲ âëÜÖöí¿á-
ÖÜú ä¿Üï¡Üïöá0 (ëóï. 5). 

 
づóï. 5. ぢÜ¿ÜôñÖóñ ¡ÜëÜÖíëÖ▲ê ïëñ£Üç 

 
でíÇóööí¿áÖ▲ñ ïëñ£▲ – ëíïïñôñÖóñ½ äëÜâó¿á-

ÖÜú ä¿Üï¡Üïöá0 (ëóï. 6). 

 
づóï. 6. ぢÜ¿ÜôñÖóñ ïíÇóööí¿áÖ▲ê ïëñ£Üç 

 

だäóïíÖóñ äëÜÇëí½½ÖÜÇÜ ½ÜÑÜ¿　 
ぢëÜÇëí½½í äëñÑïöíç¿　ñö ÜÑÖÜÜ¡ÜÖÖÜñ äëó¿Ü-

¢ñÖóñ (ëóï. 7). 

 
づóï. 7. ゎ¿íçÖÜñ Ü¡ÖÜ äëÜÇëí½½▲ 

 
ぎï¿ó ó£Üßëí¢ñÖóñ ïÜÑñë¢óö ÜÑóÖ ¡íÑë, öÜ í¡-

öóçÖÜú ßÜÑñö äíÖñ¿á, ïÜÑñë¢íàí　 äÜäñëñôÖ▲ñ 
ïëñ£▲. 

ぎï¿ó ó£Üßëí¢ñÖóñ ïÜÑñë¢óö Öñï¡Ü¿á¡Ü ¡íÑëÜç, 
öÜ äëó ç▲ßÜëñ ó£Üßëí¢ñÖó　 ßÜÑÜö í¡öóçÖ▲ äíÖñ-
¿ó, ïÜÑñë¢íàóñ âëÜÖöí¿áÖÜ0 ó äëÜâó¿áÖÜ0 äëÜ-
ñ¡îóó.  

ぢÜ½ó½Ü ½Ü¿áöóä¿íÖíëÖÜú ëñ¡ÜÖïöëÜ¡îóó ½Ü-
ÑÜ¿á ó½ññö ë　Ñ óÖïöëÜ½ñÖöÜç Ñ¿　 íÖí¿ó£í ó£Üßëí-
¢ñÖó　μ  

1. ゑ▲Ññ¿ñÖóñ £ÜÖ▲ óÖöñëñïí (äë　½ÜÜÇÜ¿á-
Öí　, ~¿¿óäöóôñï¡í　 ó äëÜó£çÜ¿áÖí　 âÜë½▲). とí¢-
Ñí　 £ÜÖí óÖöñëñïí ó½ññö ïçÜú îçñö. ぞí ó£Üßëí¢ñ-
Öóó çÜ£½Ü¢ÖÜ ÜöÜßëí£óöá ÑÜ 16 £ÜÖ óÖöñëñïí. 

2. ずóÖñú¡í – ó£½ñëñÖóñ ëíïïöÜ　Öó　 ½ñ¢ÑÜ 
äëÜó£çÜ¿áÖ▲½ó öÜô¡í½ó. 

3. とÜÖöëíïöÖÜïöá/　ë¡Üïöá – ó£½ñÖñÖóñ ¡ÜÖ-
öëíïöÖÜïöó/　ë¡Üïöó ó£Üßëí¢ñÖóú 

4. ぴçñöÜçí　 ü¡í¿í – ó£½ñÖñÖóñ îçñöÜçÜú 
Çí½½▲. 

5. ぱó¿áöë▲ – äÜ£çÜ¿　0ö Öí¡¿íÑ▲çíöá Öí 
ó£Üßëí¢ñÖó　 ëí£¿óôÖ▲ñ ~ââñ¡ö▲. ゑ ÑíÖÖÜ½ ½ÜÑÜ-
¿ñ ëñí¿ó£ÜçíÖ▲ 5 âó¿áöëÜçμ 

 Mean – äëÜïöÜñ ïÇ¿í¢óçíÖóñν 
 Median – ½ñÑóíÖÖí　 âó¿áöëíîó　ν 
 Enhancement – Ü¿ÜôüñÖóñ ¡ÜÖöëíïöÖÜïöóν 
 Blur – ëí£½▲öóñ ó£Üßëí¢ñÖó　ν 
 Edge Detection – Ññöñ¡öÜë ¡ëíñç▲ê äó¡ïñ-

¿ñú. 
 
げí¡¿0ôñÖóñ 
でÜçëñ½ñÖÖ▲ñ íääíëíö▲ Ñí0ö ó£Üßëí¢ñÖóñ ç 

îóâëÜçÜ½ çóÑñ, ôöÜ äÜ£çÜ¿　ñö ç▲äÜ¿Ö　öá ÑÜïöí-
öÜôÖÜ ï¿Ü¢ÖÜ0 ¡Ü½äá0öñëÖÜ0 ÜßëíßÜö¡Ü. 

ゑ ïâñëñ £ÑëíçÜÜêëíÖñÖó　 äëñó½Üàñïöçí îóâ-
ëÜç▲ê öñêÖÜ¿ÜÇóú ÜôñçóÑÖ▲μ ßÜ¿áüóñ çÜ£½Ü¢ÖÜ-
ïöó äÜ ÜßëíßÜö¡ñ ó£Üßëí¢ñÖó　 ó ÑóíÇÖÜïöó¡ñ, ïÜ-
çëñ½ñÖÖ▲ñ ïóïöñ½▲ íëêóçóëÜçíÖó　 ó äñëñÑíôó 
îóâëÜç▲ê ó£Üßëí¢ñÖóú, çñÑñÖóñ ~¿ñ¡öëÜÖÖÜú óï-
öÜëóó ßÜ¿ñ£Öó ó äÜ¿ÜôñÖóñ ÖñÜÇëíÖóôñÖÖÜÇÜ ¡Ü-
¿óôñïöçí ¡Üäóú, ~¡ÜÖÜ½óôÖÜïöá ó ÜäñëíöóçÖÜïöá. 
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Globalization has become an essential process in 

the global market. Nowadays an increasing number of 
multinational companies and global brands are build-
ing global presence. National economies are becom-
ing steadily more integrated as cross-border flows of 
trade, investment and financial capital increase. Con-
sumers are buying more and more goods, a growing 
number of firms now operate across national borders. 
Some products are so similar in their characteristics 
and their popularity is so high that it allows of starting 
to market them globally, using unified standardized 
techniques and strategies and regardless of the coun-
tries where this products are selling.  

The strategy of globalization and standartization 
of marketing campaigns tend to be very attractive. 
First of all definitely because it reduces costs of ad-
vertising campaigns development and promotion. 
Next advantage is that such campaigns for the most 
part are using pictures, music and usually minimal 
amount of simplified words while describing the 
product. This enhanМОЬ ЩЫШНЮМЭ’Ь МШЦЩОЭТЭТЯОЧОЬЬ КЧН 
allows exercising control over the entire marketing 
process in more simple way. Global marketing pro-
vides an advantage of high recognizability and per-
ception of a commodity as something reliable and 
quality. It also accelerates the process of product 
ХКЮЧМСТЧР ШЧ МШЮЧЭЫв’Ь ЦКЫФОЭЬ. BОЬТНОЬ, РХШЛКХ ЦКr-
keting campaigns contribute to cross-cultural integra-
ЭТШЧ ЭСЫШЮРС РЫКНЮКЭО ЮЧТПТМКЭТШЧ ШП МШЧЬЮЦОЫ’Ь Нe-
mands and willingness to purchase goods at a lower 
price forgoing some individual preferences. 

However, a universal unified for all the world 
campaign is hardly possible to develop, and a low 
number of such brands with standardized marketing 
approach displays this fact. For example among of the 
most successful international advertising campaign 
are promotions of Levi's, Coca-Cola and Benetton 
companies which can be considered as a global stand-
ardized campaigns. In Levi's commercial words are 
replaced with pop music, so that concept can be clear-
ly grasped in any country of the world, it has audio 
and visuals effects identical across-the-board and the 
ЦШЬЭ РОЧОЫКХТгОН ЩСТХШЬШЩСв. BОЧОЭЭШЧ’Ь КНЯОЫЭТЬТЧР 
campaign single idea is in slogan: «UЧТЭОН CШХШЫЬ ШП 
BОЧОЭЭШЧ», аСТМС ТЬ ЫОЩОКЭТЧР ТЧ ЦКЧв МШЮЧЭЫТОЬ КЧН 
is targeted at uniform perception regardless of cultural 
differences. Coca-Cola preferred slightly different 

approach performing homogeneous advertising cam-
paign with only language and main characters vary-
ing. And those standardized campaigns turned out to 
be successful partly due to the fact that some goods, 
mostly American, are popular around the world pre-
cisely because they enclose the image of American 
culture and American way of life. 

Being global and cross-national the marketing 
concept is based on the product positioning in the 
global market without taking into account the national 
component. For example, for the digital cameras the 
emphasis can be made on the ability to make great 
pictures easily and without much effort in any place 
of the globe, for shampoo the key point is that it pro-
vides healthy and beautiful hair, for a travel agency - 
a great vacation. Thereby global marketing approach 
is based on the identical way of meeting specific 
needs in any country. 

Although, marketing can not be fully global and 
standardized since there is no single global consumer 
and diverse consumer preferences commands for var-
ious marketing approaches. And marketers should 
distinguish the concept of a unified global standard-
ized product (which is possible) and a uniform stand-
ard advertising (which is 100% impossible), as cul-
tures differs from country to country. And an effective 
advertising campaign should reflect culture of the 
country where it is launching which is in varied ges-
tures, facial expressions, customs and habits, language 
and other nuances and cultural peculiarities. Moreo-
ver, advertising is the part and the mirror of each na-
tional culture. Despite the fact that consumers, brands, 
technologies and companies are increasingly becom-
ing global, advertising is likely to stay more local. So 
the strategy of adaptation in global marketing and 
product promotion with international markets is wide-
ly spread. 

Among the difficulties complicating global mar-
keting campaigns launching are the following: eco-
nomic, political and social systems differences; the 
development and use of  advertising channels;  the 
МШЮЧЭЫв’Ь МЮХЭЮЫО КЧН ЭЫКНТЭТШЧЬν ЭСО НТППОЫОЧМОЬ ТЧ 
sounds and colors perception; the style of life peculi-
arities; the life cycle of the goods in different coun-
tries etc. 

For example, in the Nordic countries advertising 
products as luxury items would be considered bad 


