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AHOTALIA

Baciu  B.A. Ilogedinka cnoxcueauie, ii ocobiusocmi ma 3HA4eHHS OJiA
MAPKeMuH2080i OisLIbHOCMI NIONPUEMCINEA.

B xBamidikamiiiHii poOOTI pO3MISHYTI OCOOIMBOCTI TMOBEAIHKH CIOXKUBAUiB,
HANMOMYJSPHIII TEOPETUYHI MOJIET! KyIiBEIbHOI MOBEIIHKH, a TAKOXK CydacHI METOIU
JToCTipKeHHsT (aKTOpiB, 110 BIUIMBAIOTh Ha CIOXUBYMK BUOIp. ByB 3po0neHuii aHnami3
MapKeTUHroBOro cepepouia mianpueMcta TOB «TJI AMT», onucani nepcrneKTUuBH
PO3BUTKY OOpaHOi KOMIaHIi, a TaKoX, 3a JOMOMOTOK MaTeMaTUYHUX METOIB
MPOTHO3YBaHHS, OyB JOCHIPKEHUN BIUIMB pPEKJIAMHOT KaMIlaHii Ha TMOBEIIHKY
CIOKMBauiB. BCTaHOBIEHO, IO peKaMa, sika OXOIUIIOE SIKoMora Oulbllle MOTEHI[IHHUX
CIOXKMBaYiB, 3/laTHA 3aJIyYUTH 3HAYHO OUIBIIY KUIBKICTh KIIIE€HTIB TMOPIBHSHO 3
aJbTEPHATUBHUM CIICHApPi€EM, 1, BIMOBIIHO, MIJBUIIUTH YUCTUI H0X1] TOPrOBOi TOUKHU.

KirouoBi cioBa: moBeainka criokuBada, TOB « T AMT», aHaii3 MapKEeTHHTOBOTO

CepeloBHUIIA, PUHOK PO3APIOHOT TOPTIBIIl, aHAJII3 YACOBUX PS/IIB, TPOTHO3YBAHHS.

SUMMARY

V.A. Vasich. Consumer behavior, its features and significance for the enterprise's
marketing activities.

The qualification paper examines the peculiarities of consumer behavior, the most
popular theoretical models of purchasing behavior, as well as modern methods of research
into factors influencing consumer choice. An analysis of the marketing environment of
TD AMT LLC was made, the development prospects of the selected company were
described, and the impact of the advertising campaign on consumer behavior was
investigated using mathematical forecasting methods. Advertising that reaches as many
potential consumers as possible has been found to be able to attract a significantly larger
number of customers compared to the alternative scenario, and, accordingly, to increase
the net income of the point of sale.

Keywords: consumer behavior, TD AMT LLC, analysis of the marketing

environment, retail market, time series analysis, forecasting.
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