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AHOTALIIA

Cepreesa M.M. ABreHTH(]IKallis TOBEAIHKH CIOXHBA4iB HA PUHKY
XJ11600yTOYHUX BUPOOIB.

Y poOOTiI PO3TISIHYTO TEOPETHUYHI ACTIEKTH Ta TEHJAEHII PO3BUTKY PUHKY
xmbo0ynounnx BupoOiB. IIpoaHamizoBaHO cTaH, TEHACHINI Ta MEPCIEKTUBU
pPO3BUTKY  pHWHKY  xJi000ymounmx  BuUpoOiB.  HaBemeHo  ToBapo3HaBUy
XapaKTEPUCTUKY XJI1000ynouHuX BUPOOiB. CUCTEMATU30BAHO METOAMYHI MIIX0IU
710 aBTeHTU]IKAIlIT TOBEIIHKU CIIOKHMBAaYIB HA PUHKY XJ11000yI0UHUX BHUPOOIB.

OxapakTepu3oBaHO AiSUIBHICTH cynepMapkery «Bapyc-6» TOB «Owmeray.
[IpoBeneHo aHayli3 aCOPTUMEHTY XJ1000YJOYHUX BHUPOOIB, IO peai3yeThbCcs Ha
pUHKY M. JIHIMPO Ta TOCTIIKEHO SKICTh XI1000yI0YHUX BUPOOIB.

[IpoBeeHO CerMEHTYBaHHSI CIIOXKHBayiB XJI1000yJIOYHMX BHUPOOIB Ta
BU3HAYECHHS TMOPTPETY TMOTEHIIIMHOrO CHOXKMBaya B  PoO3ApiOHIN  Mepexi.
[IporHo3oBaHO pPUHKOBUN TMOMUT Ha XJ1000ynouHi BUpoOU. OOrpyHTOBAHO
JOIITLHOCTI 3aCTOCYBaHHS aBTEHTU(]IKAII1 MOBEAIHKMA CIIOKMBAY1B XJ11000yI0UHUX
BUpOOIB 3a JOMOMOrOK BBEJEHHS KAapTOK y4acTi y Mporpami JIOSJIBHOCTI Ha
MIPUKJIAA1 MEPEXKI cynepMapKeTiB «Bapyce».

KittouoBi cioBa: aBTeHTU(IKALIIS, SIKICTh, XJ11000y104H1 BUPOOU, aCOPTUMEHT,
CErMEHTYBaHHS CIIOKHMBayiB, IOBEIHKA CIIOKMUBa4ya, PUHOK, CIIO’KMBY1 IIEpEBary.

SUMMARY

Serhieieva M. Authentication of consumer behavior in the bakery market.

Theoretical aspects and tendencies of bakery products market development are
considered in the work. The state, tendencies and prospects of development of the
bakery market are analyzed. The commodity characteristics of bakery products are
given. Methodological approaches to the authentication of consumer behavior in the
bakery market are systematized.

The activity of the supermarket "Varus-6" of Omega LLC is described. The
analysis of the range of bakery products sold on the market of Dnipro city is carried
out and the quality of bakery products is investigated.

Segmentation of consumers of bakery products and determination of the
portrait of a potential consumer in the retail network are carried out. Market demand
for bakery products is forecast. The expediency of application of authentication of
behavior of consumers of bakery products by means of introduction of cards of
participation in the loyalty program on an example of a network of supermarkets
"Varus" is proved.

Key words: authentication, quality, bakery products, assortment, consumer
segmentation, consumer behavior, market, consumer preferences.
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