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AHOTAIIA

Tonosxko JI.B. Ilosedinka cnodcusauis, ii ocobausocmi ma 3HAYEeHH O
MapKkemuH2080i 0isibHOCMi NIONPUEMCNEA.

B kBamidikamiiiniii  po6oTi 0OakanmaBpa pO3MNITHYTO TEOPETUYHI OCHOBU
(dbopcyBaHHS MOBEIHKU CHOKHUBAYiB, OCOOIMBOCTI i1 (OPMyBaHHSI Ta BAXKIIUBICTH IJIs
MapKETUHTOBOI1 MISUTBHOCTI TMIJNPUEMCTBA. 3M1MCHEHO MAapKETMHTOBUN aHami3 Ta
MapKETUHTOBUN ayJIUT AISUIBHOCTI, PO3pOOJICHO pEKOMEHJallli 100 BIOCKOHAJIEHHS
oprasizailii MapKeTUHTOBOI JisNIbHOCTI minpueMcTBa « ATh-MapkeT». 3 ypaxyBaHHsIM
crienu(ik PUHKY Ha SIKOMY 3MIIMCHIOE AISUIBHICTh MignpueMctBo «ATb-Mapker» Ta
KOHKYPEHTHUX YMOB 3alpOINOHOBAHO 3axXOAM, [0 MO3UTUBHO BIUIMBATUMYTh Ha
MOBEIHKY CIOXXHMBAYiB MIAIPUEMCTBA Ta CHPHUATHUMYTh 3aJ0BOJEHOCTI IiX MOTpeEO,
30KpeMa PeKOMEHI0BAHO KOMILIEKCHA MAapKETUHIOBA MporpamMa CTUMYJIIOBaHHS 30Ty,
a TakoX BCTAHOBIICHHS Kac C€aMOOOCIYroByBaHHS, IO JO3BOJUTH MOKPAIIUTH
3aJI0BOJICHICTh CIOKMBAUIB Ta JIKBIAY€ YEPTU Ha Kacax.

KaouoBi cjoBa: cnokwBadl, JOCHIDKCHHS  TIOBSIIHKHA  CITOJKHBadYiB,
OMUTYBAHHS, CETMEHTAIIls1, TO3UI[IOHYBaHHS, KOHKYPEHTOCIIPOMOXKHICTb.

SUMMARY

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

The bachelor's thesis examines the theoretical foundations of forcing consumer
behavior, the peculiarities of its formation and its importance for the marketing
activities of the enterprise. A marketing analysis and marketing audit of activities was
carried out, recommendations were developed for improving the organization of
marketing activities of the ATB-Market enterprise. Taking into account the specifics of
the market in which ATB-Market operates and competitive conditions, measures are
proposed that will positively influence the behavior of the company's consumers and
contribute to the satisfaction of their needs, in particular, a comprehensive marketing
program to stimulate sales is recommended, as well as the establishment of self-service
cash registers, which will allow to improve consumer satisfaction and eliminates queues
at cash registers.

Keywords: consumers, consumer behavior research, survey, segmentation,
positioning, competitiveness.
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