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AHHOTAIIS

Hocenko A.l. JlocnimkeHHs: 0cOOIMBOCTEN Mpoaaxy naphyMmepHux BUpoOiB 3a ix
ACOPTUMEHTOM Ta SIKICTIO

Y poOoTi pO3TISIHYTO TEOPETHYHI acleKTH (OpMyBaHHS SKOCTI Ta aCOPTUMEHTY
napdyMepHux ToBapiB. JlOCIIPKEHO CTaH pUHKY napdyMepHux ToBapis. IIpeacraBieHo
Kiacudikaiilo Ta XapaKTepUCTUKy acopTUMEHTY mnapdymepHUX ToBapiB. HaemeHo
YUHHUKH, 110 POPMYIOTh SKICTh Ta aCOPTUMEHT MapPyMepHUX TOBAPIB.

Hanano mopiBHAJIbHY XapaKTEpUCTUKY SIKOCTI Ta aCOPTUMEHTY maphyMepHHX
ToBapiB. OnmucaHo 00’eKT Ta MeToAM JOociHKeHHS. HaBeaeHo MOPIBHSIBHY
XapaKTEPUCTHKY SKOCTI Map@yMepHUX TOBapiB pi3HUX BUPOOHUKIB. JlocmikeHo
CTPYKTYpPY acOpTUMEHTY napdymepHUX ToBapiB B MarazuHax EVA.

Po3srisinyTo 0co6aMBOCTI npoaaxky naphyMepHUX TOBApiB Ha MPUKIIA Mara3uHiB
EVA. JlocnimkeHo IHWHaMIKy TPOJAXiB Ta CIHOXKUBAIbKI YIOAOOAHHSA KIIIEHTIB.
OxapakTepu30BaHO MAPKETUHTOBY MpOrpaMmy IMPOCYBaHHS MapdyMepHUX TOBapiB B
Mepexi marasuiB EVA.

KitouoBi cnoBa: mapdyMepHi TOBapH, aCOPTUMEHT, OILlIHKA SKOCTi, MPOJaxI,
CIOKMBYI1 YIIO100aHHS.

SUMMARY

Nosenko A.l. Study of the peculiarities of the sale of perfumery products according
to their range and quality.

The work considers the theoretical aspects of forming the quality and range of
perfumery products. The state of the perfumery market has been studied. The classification
and characteristics of the range of perfumery products are presented. Factors shaping the
quality and assortment of perfumery products are given.

A comparative description of the quality and range of perfumery products is given.
The object and research methods are described. A comparative description of the quality
of perfumery products of different manufacturers is presented. The structure of the
assortment of perfumery goods in EVA stores was studied.

The peculiarities of the sale of perfumery goods are considered on the example of
EVA stores. The dynamics of sales and consumer preferences of customers were studied.
The marketing program for the promotion of perfumery products in the EVA chain of
stores is characterized.

Keywords: perfumery products, assortment, quality assessment, sales, consumer
preferences.
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