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AHOTAIIA

Tanmopa O.®. Inentudikaiiss MakapoHHHMX BHUPOOIB Ta CETMEHTAIlls iX
CTHOXHUBAYIB.

Y po6oTi pO3rAsSHYTO TEOPETHUHI 1 MPAKTUYHI aCHEeKTH iAeHTU(]IKaIil AKOCTI
MaKapoOHHUX BHPOOIB Ha LUIOBOMY PHHKY JIHIIPONETPOBCHKOIO PETIOHY,
JOCHIJUKEHO CTaH Ta TEHJEHLIi MOro pO3BUTKY, CHCTEMATH30BaHO KiacHQIKaIliio
JOCIIKYBaHOI Ipynu ToBapiB Ta (akTtopu, MO (HOPMYIOTh ACOPTUMEHT 1 SIKICTh
MakapoHHUX BHpoOiB. IIpoBeneHo iaeHTH(]IKALIID aCOPTUMEHTY Ta SKOCTi, B
pe3ysibTaTi 4YOro BHSBICHO HAMOUIbII SKICHY Ta CHOXUBYY mnpoaykiito. Lle
J03BOJIWJIO  3MOJEJIOBATH CUTyalllld Ha pPHUHKY, I[IPOBECTU CErMEHTYBaHHS
CHOXHUBAYiB Ha JOCII)KYBAaHOMY PHHKY, BHU3HAUUTH MOPTPET MNOTEHLIHHOTO
CIOKMBa4a Ta CKJIACTH KapTy TMO3MIII MaKapoOHHHX BHUPOOIB, IO O3BOJIUIO
OOTpYHTYBaTH BHUPOOHHYY Ta ACOPTUMEHTHY MOJITUKY MIAMPUEMCTB JOCITIKYBaHOT
chepn.

KiroduoBi cioBa: mMakapoHHI BHpOOH, Kiacudikallis, METOIW JOCIIKESHHS,
imeHTrdIKaIis, MUTHOBUI PUHOK, CETMEHTAITISI CITIOKHBAYIB.

SUMMARY

Tanztura O.F. Pasta identification and consumer segmentation. The theoretical
and practical aspects of identification of pasta quality in the target market of
Dnepropetrovsk region are considered in the paper, the state and tendencies of its
development are investigated, the classification of the studied group of goods and the
factors shaping the range and quality of pasta are systematized. Identification of the
assortment structure and quality was carried out, which resulted in the identification
of the highest quality and consumed products. This made it possible to simulate the
situation in the market of pasta, to conduct segmentation of consumers in the studied
market, to determine the portrait of a potential consumer and to map the position of
pasta, which allowed to substantiate the production and range of position of
enterprises in the field.

Keywords: pasta, classification, research methods, identification, target market,
consumer segmentation.
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