XI MexayHapoaHasi HAyYHO-ITpaKTHYECKask KOH(PEPEHLUS CTYACHTOB, aCIIUPAHTOB U MOJIOJIBIX YUEHBIX
«MoJ101€XXb ¥ COBpEMEHHBIC HHPOPMAIIMOHHBIE TEXHOIOTHI»

Nemerov, E.V. & Yazikov, K.G. 2011. Stu
ying the properties of the psychological state af p
tients with bronchial asthma. Herald TSPU,

References 6(108):134-137.

1. Berestneva, 0.G. & Muratov, E.A. 2010. 4. Psychological aspects of the researchi- H
Computer analysis of the data. Tomsk: Publishingnan psychology. 2012. [Online] Available from:
TPU. http://psibook.com/17/20.html. [Accessed: 12001-

2. Sidorenko, E.V. 2000. Mathematical NMet 15].
ods in Psychology. SPb.: Socio-Psychological Center.

characteristics of patients with psychogenic dyspnea 3.
and various forms of asthma.

MOIYJIb MYJIbTUILIMHAPHON PEKOHCTPYKIIUHU JJISI AHAJIN3A

CHUHTUT' PAOUNYECKUX U30OBPA’KEHUU
Kouerkosa C.A., Kouerkopa E.A., Booposa A.C.
ToMCKuI NOAUTEXHUYECKUM YHUBEPCUTET
634050, Poccus, r. Tomck, nip-T Jlennna, 30

E-mail: kjanni22@gmail.com

Beegenne

B coBpemeHHOI1 paiMoIorul UCHONB3YIOTCS U (-
POBBIE KOMIBIOTEPHBIE TEXHOJIOTUM BO BCEX pa3BU-
TBIX CTpaHaX. B mpommoe yXonsT crapble «IICHOY-
HBIC» TEXHOJOTMH TPECTABICHUS W XPaHEHUS pe-
3yJIbTaTOB PEHTTEHOJOrHYecKux odcnenoBanuid. Co-
BpPEMCHHBIC almapaThbl JaloT H300pakeHne B mudpo-
BOM BHZE, YTO ITO3BOJISIET BBINONHATH JOCTATOYHO
CJIOKHYIO KOMIBIOTEpHYI0 00paboTky. B menummne
CO3JJaHbI €IMHBIC MEXAYHAPOAHbIE CTAaHIAPTHI 00OMe-
Ha MEAUIMHCKUMHU JaHHBIMHU. VIHTEHCUBHO pa3BHBa-
foruMcest crangaprom siensiercs DICOM (Digital Im-
aging and Communicatiom Medicing, npenna3sua-
YEHHBIH Ui Mepefayd paguoIoTHYecKux H3o0paxe-
HUA W Apyroil MeauuuHckod wuHpopmaunu. Daiin,
XpaHAIui ogHO m300pakeHue B ctangapte DICOM,
BKJIIOYaeT B ce0s Kak HM300pa’KeHHE, TaK M COIyT-
CTBYIOIYIO HH(OPMALHIO.

CuuHTHrpadmdecKkue H300pakeHUs — 3TO U300-
pakeHusl, MOJTyYSHHBIE TIPH MOMOIIM CUUHTUTpaduu.
CruHTHrpadus — 3TO 3aIMCh C MOMOIIBIO CHEUAIb-
HOW KaMepsl paclpeneNeHus 10 TKaHSIM BBEIEHHOTO
B OPTaHU3M PaJAMOAKTHBHOTO Mpenapara.

Kommerorepras Tomorpadus (KT) mo3somster mo-
JY4YUTh JBYXMEpHBIe H300paxeHus. Ecim ckaHupo-
BaTh aHATOMHUYECKHE CTPYKTYPHl TOHKHMH Cpe3ami,
To TpaguuuoHHas KT mo3BosisieT moiry4uTs MyJIbTH-
TUTaHApPHBIE H300paKEHUS.

MynbTUIIaHAPHBIA PEXUM — CTAaHIAAPTHBIA TpeX-
MEpHBI PEeXHUM, B KOTOPOM aHaTOMHUYECKHE CTPYK-
TYpbI MPEACTABICHBl HA TPEX B3aMMHO NEPHEHIUKY-
JSIpHBIX TIOCKOCTsIX (puc. 1). Ecim teno wenosexa,
HaxoJsIIerocss B aHATOMUYECKOM CTOMKe, YCIOBHO
MIOMECTHTh B TPEXMEPHYIO MPSIMOYTOJBHYIO CHCTEMY
KOOpJAWHAT, OCh X pacrojiaraeTcsi B MepeaHe3afHeM
HarpaBJieHUU, ochb Y WAET clieBa HaIpaBo WM CIpaBa
HaJIeBO, a OCh Z HAIpaBIIAeTCs BBEPX U BHU3, TO €CTh
BJIOJIb TEJIa YeJIOBEKa.

CarurranbHasi INIOCKOCTb, XZ, pa3/essieT NIpaByro
U JIeBYyI0 N0J0BUHBI Tena. KoponapHas, YZ, pacnona-
raeTcsi BEpTHKAJIbHO, OHA OTJENAET MEePEJHION YacTb
Teda OT 3alHed yacTu. AkcuaibHas, XY, napaiesnb-

Ha MMOBEPXHOCTHU 3€MJIM, OHA OTACJIACT BbILICIICKAIINEC
OTICJIBI TCJIa OT HUXKCJIC)KAIIUX.

POpoxTanbHAA
TIIOCKOCTh

Cpemmman
— (carmrTanpHazg)
_ IUI0CKOCTH

Tlonepeuxan
(ropusoHT aIbHAA)
MI0CKOCTh

Puc. 1. AnatoMuuecKre IOCKOCTH

Peanuzaums mony.s

OCHOBHOM 3aj71aueii BOCCTaHOBJICHMS SIBJISICTCS I10-
CTPOCHHE TPEXMEPHOW MOJENH N0 IHCKPETHOMY
Ha0Opy aKCHAJBbHBIX Cpe3oB. {1 pemieHus MocTaB-
JICHHOW 3amaun OBUT BEIOpaH METOJl, OCHOBAaHHBIH Ha
YTBEPKICHUH, YTO CKAHUPOBAHHWE OCYIIECTBIICTCS
CONpHUKacamIIUMuUcs cpe3aMu. B 3Tom ciiydail reo-
METPHUYECKU OTJAeNIbHOEe N300pakeHne (Cpe3) COCTOUT
U3 BOKCEIoB (puc. 2).

Puc. 2. 'eomeTpruyeckoe mpeacTaBieHue cpe3a
TexHUUECKH 3TH M300pakeHUsI COCTOAT U3 JIBYX-

MEPHBIX YHCIIOBBIX MATPHII, 3AI0OJHEHHBIX 3HAUCHHU -
MmH 1BeTa (puc. 3).
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Puc. 3. Texaudeckoe mpeacTaBICHAE cpe3a

T. k. TommuHa cpe3a HeOOJbIIAs, TO BOCCTAHOB-
JICHHE TPEeXMEPHON MOJETN MOXHO BBIOJHUTH IIYy-
TeM cOopa BceX OTACNBHBIX CIIOEB B ITapajliesIeIuIIe].
T. e. n3o0pakeHne INpecTaBiIsieTCs B BUAE KyOuue-
CKOM MaTpuLbl C [EHTPAIbHBIMU 3HAUCHUSMHU, COOT-
BETCTBYIOIIMMU IIEHTPY BOKCEA.

Puc. 4. TpexmepHast MaTpuIia Cpe30B

Mero/ nmaeT BIIOJHE YIOBJICTBOPHUTENBHBIE pe-
3yJIBTaThl, T.K. B NpOLECCE CKAaHWPOBAHUS IOJyYaro
HabOp CpE30B TONIIMHONW B HECKOJBKO MUJLTHMET-
poB (okono 1-2 mm).

KopoHapHbie cpe3bl MONyJaloTcs MyTeM paccede-
HUS TIOJyYeHHOUW KyOHuYecKoil MaTpuilsl (DpOHTAIb-
HOH IIOCKOCTRIO (pHC. 5).

Puc. 5. [lonyueHne KOpOHApHBIX CPE30B

CaruTranbHble Cpe3bl — paccedeHueM MPOQIIb-
HOH IIOCKOCTRIO (pHC. 6).

Puc. 6. IToryuenne caruTTaabHBIX CPE30B

Onucanue NPOrpaMMHOT0 MOIYJIsI
[Tporpamma MmpeACTaBIsIET OJHOOKOHHOE MPHIIO-
xeHue (puc. 7).

Tnasnoe
Nawens
MEHO Sescrporo

socryra

Pabouan

lseToBaR
e ofiaacre

umanz

Nanens
HHCTPYMENTOS

Puc. 7. 'maBHOE OKHO IIPOrpaMMBbl

Ecimm n3o0pakeHne CONEPKUT ONUH Kaap, TO akK-
TUBHOW OyZ#eT maHenb, coaepKamias MOIepeyHbIe
CpE3Hl.

Ecnm n3o0paxeHune colepKUT HECKOJIBKO KaJpOB,
TO TIpu BEIOOpe M300paXkeHHus OyqyT aKTHBHBI ITaHE-
1M, conepkaiine GpOHTATBHYIO U MPOPHUIBHYIO MPO-
eKIHH.

[ToMuMO MynbTHUIIIAHAPHON PEKOHCTPYKIMU MO-
JIyJ1b IMEEeT psii KHCTPYMEHTOB U aHanu3a u3obpa-
JKEHUS:

1. Bsrigenenue 30HBI uHTepeca (MPSIMOYTOJIb-
Hasl, SJUIMNTHYECKas W NMpon3BoibHas Gopmsel). Kax-
Jlast 30Ha MHTEpeca MMeeT cBoi IBeT. Ha m3obpaxe-
HHUH BO3MOKHO 0TOOPa3uTh 10 16 30H HHTEpeca.

2. JluHe#Ka — W3MEpPEHHE DPACCTOSIHUS MEXIY
MPOU3BOJILHBIMU TOUYKAMH.

3. KOHTpacTHOCTB/APKOCTh — M3MEHEHHE KOH-
TPaCTHOCTH/SIPKOCTH U300paKeHN I

4. llperoBas IIKajda— W3MEHEHHE IIBETOBOM
raMMmbl.

5. OunbTpbl — MNO3BOJSIIOT HAKNIAAbIBaTH Ha
n300pakeHus: paznuyHblie 3¢ dexTel. B nanHOM Moay-
Jie peayn30BaHbl 5 PUIBTPOB:

Mean-— npocroe criaxuBaHue;

Median— meauannas QuibTparms;
Enhancement yiy4nieHne KOHTPaCTHOCTH;
Blur — pa3MbiTie u3zo0pakeHus;

Edge Detection netekrop KpaeBBIX MUKCE-

JIei.

3akJ/oueHue

CoBpeMeHHbBIE ammapaThl AAl0T H300pakeHue B
U(PPOBOM BHJIE, YTO IMO3BOJISCT BBINOIHATH JOCTA-
TOYHO CIIOKHYIO KOMITBIOTEPHYIO 00paboTKy.

B cdepe 3apaBooxpaHeHus npeuMyniecTBa LUd-
POBBIX TEXHOJIOTHI OYEBHIHBI: OOJBIIUE BO3MOXKHO-
CTH 10 00paboTKe M300pakeHUS M JTUATHOCTHKE, CO-
BPEMEHHBIC CUCTEMBI APXUBHUPOBAHHS M IIepeIavd
MUPPOBBIX H300paKECHUH, BEICHHE JIEKTPOHHON HC-
TOpUH OOJIC3HH U MOJYYCHHE HEOTPAHUYCHHOTO KO-
JINYECTBA KOIHIA, 9KOHOMUYHOCTD U OIICPATHBHOCTb.
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Globalization has become an essential process mpproach performing homogeneous advertising-ca
the global market. Nowadays an increasing number gfaign with only language and main charactersyvar
multinational companies and global brands aredbuil ing. And those standardized campaigns turned out to
ing global presence. National economies are imeco be successful partly due to the fact that some goods,
ing steadily more integrated as cross-border flows ofmostly American, are popular around the worlé-pr
trade, investment and financial capital increasen-Co cisely because they enclose the image of American
sumers are buying more and more goods, a growingulture and American way of life.
number of firms now operate across national borders. Being global and cross-national the marketing
Some products are so similar in their characteristiceoncept is based on the product positioning in the
and their popularity is so high that it allows of startingglobal market without taking into account the national
to market them globally, using unified standardizedcomponent. For example, for the digital cameras the
techniques and strategies and regardless of the- couemphasis can be made on the ability to make great
tries where this products are selling. pictures easily and without much effort in any place

The strategy of globalization and standartizationof the globe, for shampoo the key point is that @-pr
of marketing campaigns tend to be very attractivevides healthy and beautiful hair, for a travel agency -
First of all definitely because it reduces costs @f a a great vacation. Thereby global marketing approach
vertising campaigns development and promotionis based on the identical way of meeting specific
Next advantage is that such campaigns for the mosteeds in any country.
part are using pictures, music and usually minimal Although, marketing can not be fully global and
amount of simplified words while describing the standardized since there is no single global consumer
product. This enhams product’s competitiveness and  and diverse consumer preferences commands fer va
allows exercising control over the entire marketingious marketing approaches. And marketers should
process in more simple way. Global marketing-pr distinguish the concept of a unified global staddar
vides an advantage of high recognizability and- pe ized product (which is possible) and a uniform dtan
ception of a commodity as something reliable andard advertising (which is 100% impossible), a$ cu
quality. It also accelerates the process of produdures differs from country to country. And an effective
launching on country’s markets. Besides, global mar- ~ advertising campaign should reflect culture of the
keting campaigns contribute to cross-cultural irdegr country where it is launching which is in varigds-
tion through graduate unification of consumer’s de-  tures, facial expressions, customs and habits, language
mands and willingness to purchase goods at a lowend other nuances and cultural peculiarities. More
price forgoing some individual preferences. ver, advertising is the part and the mirror of eaah n

However, a universal unified for all the world tional culture Despite the fact that consumers, brands,
campaign is hardly possible to develop, and a lowechnologies and companies are increasingly fneco
number of such brands with standardized marketingng global, advertising is likely to stay more locg&b
approach displays this fact. For example among of ththe strategy of adaptation in global marketing and
most successful international advertising campaigmproduct promotion with international markets is @4d
are promotions of Levi's, Coca-Cola and Benettorly spread.
companies which can be considered as a globallstar  Among the difficulties complicating globahar-
ardized campaigns. In Levi's commercial words arketing campaigns launching are the followingp-ec
replaced with pop music, so that concept can be-cleenomic, political and social systems differences; the
ly grasped in any country of the world, it has audicdevelopment and use of advertising channels; the
and visuals effects identical across-the-board and ttcountry’s culture and traditions; the differences in
most generalized philosophy. Benetton’s advertising ~ sounds and colors perception; the style of life pgecul
campaign single idea is in slogatiJnited Colors of  arities; the life cycle of the goods in different ceu
Benettony», which is repeating in many countries and  tries etc.
is targeted at uniform perception regardless of culture  For example, in the Nordic countries advertising
differences. Coca-Cola preferred slightly differentproducts as luxury items would be considered bad
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