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AHOTANIA

Topbenxo C.I'. [losedinka cnosicusauis, ii 0cooIU80CMi ma 3HAYEHHsL 05
MapKemuH2080i OisIbHOCMI NIONPUEMCIEA.

Kgamnigixkariitna po6oTa npucBsiueHa JOCTIKEHHIO 0coOauBocTel (hopMyBaHHS
MOBEIHKH CIIOKMBauiB, Ta il BIJIUB HAa MAapKETUHTOBY ISJIBHICTH MiINPHEMCTBA.
Po3risHyTO TEOpeTHYHI OCHOBU (OPMYBAHHS MOJENEH CIOXHBYOI TOBEIIHKH,
npoaHani3oBaHo MapkeTuHroe cepenoBuiie TOB «Anan» TM «Aunan». OuiHeHO
KOHKYpPEHTOCIPOMOXHICTh TM «Amnan», 1 HOro roJoBHOro KoHkypeHta. IIpoBeneHo
MapKETHUHIOBE JOCIIDKEHHS I0AO0 YyNnoAoOaHb crnoxuBadiB. Ha oCHOBI oTpuMaHHX
JaHUX po3po0JeHo0 peKoMeHnauii moao (opMyBaHHS NOBEAIHKK croxkuBadiB TM
«Anany.

KuirouoBi ciioBa: moBe[iHKa CIOXXKHBadiB, PUHOK M’SICOKOBOACHMX BHUPOOIB,
MapKETHHTOBE  JOCHIKEHHS,  KOHKYPEHTOCIPOMOXHICTH  TOPTOBOi  MAapKH,

CTUMYJIFOBAHHS ITOIIUTY.
SUMMARY

Horbenko S.H. Consumer behavior its features and significance for the marketing
activities of the enterprise

The qualification work is devoted to the study of the features of the formation of
consumer behavior, and its impact on the marketing activities of the enterprise. The
theoretical foundations of the formation of models of consumer behavior are considered,
the marketing environment of LLC «Alan» TM «Alany is analyzed. The competitiveness
of TM «Alany and its main competitor was evaluated. A marketing study on consumer
preferences was conducted.Based on the data obtained, recommendations for the
formation of consumer behavior of TM «Alan» have been developed.

Keywords: consumer behavior, sausage market, market research, brand
competitiveness, demand stimulation.
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