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AHOTANIA*

Cunuenxo M. FO. Jlizine, hakmopune, gpopghetimune ax gopmu midcHapooHozo

Kpeoumy: 00c8io Ykpainu

Y poOoTi pO3TASHYTO TEOPETHYHI 1 MPAKTUYHI ACHEKTH MO3UI[IOHYBaHHS
Ti3iHrYy, (akTopuHTy Ta (QopdedTHHry SK BUIIB MIKHAPOAHOTO KPEAUTYBAHHS Ha
puHKY VYkpainu. JlocnmipKeHO CTaH Ta TEHACHIl pPO3BUTKY JAaHUX BHIIB
KpeAUTyBaHHS Ha TepuTopili Ykpainu. lle 103BoMMIO 3MOAENIOBaTH CUTYAIlll0 Ha
PUHKY MOOAUUTHU SIKI BUAM KPEAUTYBAHHS 3apa3 € OJHUMU 3 caMuX €(EeKTHUBHUX Ta
MoOaYMTH SIK 1I€ BIUIMBAE HA PO3BUTOK O13HECa, OaHKIB Ta FOCMOIAPCTBA B LIIJIOMY

KirouoBi cnoBa: mi3iHr, ¢akTopunr, Qopdedtunr, OaHku, kiacudikarris,

MCTOAU IIOCJIiII}KGHHSI, HOBI/II_IiOHYBaHHH, HiHBOBI/Iﬁ PHUHOK



SUMMARY

Kizenko O.V. Positioning in the target market of pastry confectionery

products.

In this work theoretical and practical aspects of positioning of pastry in the
Dnipropetrovsk’ target market has been considered, condition and tendencies of its
development have been investigated, classification of investigated group and the
factors forming assortment and quality have been systematised. The research of
quality and assortment of pies and cakes has been made, allowing to define the most
qualitative and consumed products. It has allowed to simulate a situation in the
market of confectionery products, to make segmentation of consumers, to define
potential consumer and make a card of confectionery products positioning. It helped
to prove industrial and product range policy of the enterprises of the investigated

industry.

Keywords: pastry confectionery products, classification, research methods,

positioning, target market.
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