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Juceprailisi IpUCBAYEHA Y3arajJbHEHHIO T PO3BUTKY TEOPETUYHUX IMOJIOKEHD,
pO3poOIl METOAMYHUX MIAXOMIB Ta MPAKTUYHUX PEKOMEHJALIN MO0 YIpaBIiHHSI
MOBEIIHKOIO CIIO’KMBAUiB Ha TOPTOBEIHLHOMY IiANIPUEMCTBI.

Y  nepmomy posauti «TeopeTwuHi acleKTH YHPaBIiHHS TMOBEAIHKOIO
CIOKMBAYiB Ha TOPrOBEJIBLHOMY MIANPUEMCTBI» MPOBEACHO MOP(OJIOTIUHUN aHaTI3
TEPMIHY «IIOBEJIIHKA CII0KHMBada» 3a POJIOBUM TOHATTSAM, CYO €KTOM, 00’ €KTOM
CMIOKMBYOI TIOBEMIHKU, JI€I0 Cy0’€KTa MOA0 O00’€KTa, IO JO3BOJIMB HaJaTH
aBTOPChKE BHU3HAYCHHS TMOBEAIHKM CIOXHMBaua SIK CYKyHHOCTI  (i3MYHUX,
MICUXOJIOTIYHUX, EMOIIMHUX, Mi3HABAIBHUX 1 COIlaJIbHUX TIPOIIECIB, BKIIOYAOYU
BUSIBJICHHS TOTpeOu, momryk iHdopmarii, mnomanbiuii BuOip, NOpuUAOAHHS,
BUKOPUCTaHHS, OOCIIyTOBYBaHHsI, OIIHKY, PO3IMOPS/KEHHS TOBapaMH, MOCIyTramH,
17IeIMH, 4acoM, TOMISIMU, JOCBIAOM YU OyAb-SKMMHU I1HIIMMHU O0’€KTaMH, a TaKOX
noJanbIIui 0OMiH 1H(GOpPMAITIETO, 0 3AIMCHIOIOTHCS OKPEMUMHU OCOOaMHU, TPyIaMu
Yy OpraHizalisiMd 3 METOK 3aJ0BOJICHHS iXHIX MOTpeOd 1 Mmoba)xkaHb y KOHTEKCTI
BHYTPIIIHIX 1 30BHIIIHIX (DAKTOPIB, SIKI KEPYIOTh TAKUMH MPOLECAMHU, Ta iX BIUIMBY
Ha CMO0>XKMBAYa Ta MOTO OTOYEHHS.

[IpoBenene nocmiKeHHs TiATBEPAUIIO, 110 OJHUM 13 HAUOLIBII CyNepewIMBUX
NMUTaHb B YIPABIIHHI TOBEIHKOIO CIIOKHBAYiB € MOpajbHA AWJIeMa IOJ0 TOTO,
HACKIIbKM KOMITaHIS MOXKE BIUIMBAaTH Ha CIOXKHBayiB. Pa3oM 3 €KOJIOTIYHHMH,
KOHKYPEHTHUMH MpoOjaeMaMu, MpoOJIEeMOI0 3aXUCTy MpaB MPaliBHUKIB, TOLIO LI
aueMa Tpu3BeNia JI0 TOSBU COIIATbHO-€THYHOTO MAapKETHHTY SK BiJIOOpa’KeHHS

KOHIIEMI[Ii KOPIOPATUBHOI COLIIAJIbHOT BIAMOBIAILHOCTI, sIKa ChOTOJIHI €BOJIOLIIOHYE
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y  KOHIICMIIIO  COLIaJBHOTO  TMIANPUEMHMIITBA. Y  JucepTaiii  colliajbHe
HIJIPUEMHUIITBO PO3TJISAAETbCsl Ha OCHOBI Bu3HaueHHs S.-Y. Canpana sk
«ocobnuBa (hopMa TOCIOIapIOBaHHs, METOIO AKOi € BUKOHAHHS BUPOOHUYOT (DyHKITT
TaKUM YUHOM, 1100 3a0€3MeYuTH MIJABUIINCHHS BapTOCTI ISl BCIX YYAaCHHKIB ITi€T
dbynkuiiy. [lpu 1mpoMy coriaabHe MTIANPUEMHHIITBO, SK JOBEIACHO B JHMCEpTAIllii,
BIJIPI3HSIETHCS, 3 OJTHOTO OOKY, BiJl TPAIUIIIHHOTO MiAMPUEMHUIITBA, a 3 1HIIIOTO — BiJ
JISITBHOCT1 OJ1aroiHUX OopraHi3allii.

[TpoBeneHuit B poOOTI aHaJi3 HAYKOBHX Ipallh MOKa3aB, 10 BUCHI BUAUISIOTH
30BHIIIHI (€K30TE€HHI) Ta BHYTpIIIHI (€HIOT€HH1) (akTopu, 10 BHU3HAYAIOThH
noBeAiHKY cmoxuBada. Cepen 30BHIMMHIX (aKTOPiB HAMOUIBIIE 3TalylOThCS
KyJbTypa Ta CYOKyJnbTypa, pedepeHTHI Trpymnu, CciM’s, COLIaJbHUN KJjac,
MapKETUHTOBUH BIUTMB MpOoAaBIs (I[iHA, TPOCYBAaHHS, TOBAP 1 MICII€) Ta CUTYyallllHI
dakTopu (4ac MOKYIKH, 3aBIaHHS, CepenoBUIlEe Toio). Jlo HalOIIbII 3rajJyBaHUX
BHYTpIIIHIX (paKTOPIB HaJIe)KaTh ICHUXOJIOTIYHI (hakTOpu (MOTHBALIIS, CIIPUUHSITTS,
HABYaHHS, CTABJICHHS), COLliaIbHI Ta AeMorpadiuHi pakTopu (BIK 1 CTaid )KUTTEBOTO
UKy, JOXiA, pil 3aHSITh, CTaTh, OCOOMCTICTh, CTHJIb JXHUTTS). PO3yMiHHS IuX
(dakTopiB Ma€ BHpIlIAJIbHE 3HAYEHHS Il €()EKTUBHOTO YIPABIIHHS MOBEAIHKOIO
CIIO’KMBAYIB.

AHalni3 iICHYIOYMX BHU3HAUEHb YIPABIIHHS MOBEAIHKOIO CIIOKMBAUiB MOKA3aB,
o He icHye nedinimii, sska 6 omucyBaja 110 Kareropito BceOiuHO. Tomy B poOoTI
chopMyIbOBaHE ABTOPChKE BU3HAYEHHS YIPABIIHHS TMOBEIIHKOIO CIOXKHMBAUiB SK
MIJICUCTEMHU YHPABIIHHSI MApKETUHTOBOIO MISUIBHICTIO MIANPHEMCTBA, SIKa BKJIHOYAE
OPUHIMIN, METOJM, IHCTPYMEHTH Ta TMPAKTUKU B3a€EMOJIi MIANPUEMCTBA 31
CIOKMBavyaMH Ha BCIX eTamax IXHbOI CIOKHBYOI NOBEIIHKH 3 METOIO K JOCATHEHHS
CTpaTeTiYHUX Ta TAKTUYHUX MAapKETUHTOBUX W€ MIANPUEMCTBA, Tak 1
3aJIOBOJICHHSI MOTPEO KIIEHTIB COIIaJIbHO BIAMOBIAATBHAM CIIOCOOOM.

Ha ocHoBi iHTerpamii NpUHIUIIB MapKETHHIY Ta MPUHUUIIB IOBEIIHKU
CIOKHMBAyiB, B po0O0TI CHOPMYIHOBAHO NEPEITIK MPUHIMUITIB YIIPABIIIHHS MOBEAIHKOIO
CIOKMBA4iB, a CaMe: OPIEHTOBAHICTh Ha CIIOKMBada, THYYKICTh Ta KPEATHUBHICTD,

MDKJIUCHUIUTIHAPHUN HAYKOBUHM MiJIX1]l, KOMIUIEKCHICTh, JOBIOCTPOKOBA OpIEHTAIli,
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coliajibHe MIANPUEMHHUITBO. L1 mpuHIMIIK OyJIu 1IHTETPOBaHI B PO3POOJICHY MOJICIb
YOpaBIiHHS TIOBEIIHKOK CIIOKMBAadiB Ha TOPTOBEJIIBHOMY IMIANPUEMCTBI, sKa
o0’enHye eranu Ta (AKTOpU MOBEAIHKM CHOXKMBAYiB, 1HCTPYMEHTH YIPABIIHHSA
MOBEJIIHKOIO  CIOXKHMBA4iB Ta TMOTpeOye I1HTErpaiii eJeMEHTIB COIIaJIbHOTO
HiATPUEMHHUIITBA 10 MAPKETUHIOBOI CTpaTerii.

Y npyromy pozaini auceprauii «AHanmi3 (akTopiB BIUIMBY Ha IOBEIIHKY
CIIO’KMBAYiB» OYyJIO MPOBEICHO E€MIIIPUYHE IOCTIKEHHS KIIOUYOBHX (haKTOPIB, IO
BIUIMBAIOTh HA MOBENIHKY CIOXXHBA4iB Ha TOPTOBEIHHOMY MIJIMPUEMCTBI. 3 METOIO
00OMEXeHHS KUIBKOCTI (haKTOpiB Ta BHU3HAYEHHS THUX 13 HHUX, SKI HalOUIbIIe
BIUIMBAIOTh HA TMOBEAIHKY CIIO)KMBAuiB HAa TOPrOBEJBHUX MIANPUEMCTBAX, OYJI0
IpOBEJCHE EKCIEpTHE OMUTYBaHHSA. Y pe3ylbTaTi 3-Cepell 30BHIIIHIX (QaKTopiB
eKCIepTH 00paiu KyJbTypy, COLIQJIbHMHA Kjac, ciM’io, pedepeHTHI Trpynu Ta
(dakTopy KOMIUIEKCY MapKETHHTY (IIPOJIYKT, LliHA, IPOCYBaHHS Ta MICIE), a 3-Cepell
BHYTPIIIHIX — MOTHUBAIIi}0, HABUAHHS, CIIPUUHATTS, BIK, CTaTh, PIBEHb JIOXOJIIB, Pif
3aHSATh, CTWJIb JXHUTTS, OCOOUCTICTh. JlJIs aHamizy BIUIMBY OOpaHUX eKCIepTamu
dbakTopiB Ha TIOBEMIHKY CIIOKUBa4yiB OyMuW BUKOPUCTAHI JBa pi3HI METOIHU
JOCTIIKEHHS: OTIUTYBAaHHS Ta €KCIICPUMEHT.

B pobGorti oOrpyntoBano moxain ¢aktopiB 3 Tpymud s MPOBEACHHS
OTMIUTYBAaHHS: BHYTPIlIHI (PaKkTopw, 30BHIMIHI (AKTOPH Ta TOBEIIHKOBI peaxiii
criokuBada. Ha oOCHOBI mepeniky BifgiOpaHux ekcrepraMu (HakTopiB po3polsieHa
aHKeTa JUIs OIIHKM (PaKTOpiB BIUIMBY HA TMOBEIIHKY CIIOXHBadiB. BpaxoByroouun
CTPYKTYpPY CHOXXHMBYMX BHUTpaT Ta po3ApiOHOI TOpriBial B YKpaiHi, 3po0JeHO
BHCHOBOK, LIO ONTHUMAaJbHUM (POpMATOM TOYOK PO3APIOHOI TOPTiBiII BUXOIAYU 3
3aBAaHb HAIIOTO JOCHI/DKCHHS € Heclemian30oBanl po3apioHi marasuau. s
OCTaTOYHOTO BUOOPY 0a3u JOCHIKEHHS OyJIo OOIPYHTOBAaHO KOMILIEKC BUMOT JI0
MEpeXi pO3ApiOHMX Mara3wHiB, 30KpeMa 00 1i Po3Mipy, IIUPOTH TOBAPHOTO
ACOPTUMEHTY, HAsIBHOCTI CHCTEMH pEeCTpallii MOKYMOK CIIOXHBaylB, HAasABHOCTI
HEOOXIIHUX YMOB /JiIs TPOBEACHHS ONHUTYBaHHS Ta MOJAIBIINX EKCIEPUMEHTIB,
tomo. OHIEID 3 MEpPeXK pO3APIOHMX MaraswHiB, IO BIJAMOBIAAE ITOCTABICHUM

BUMOTraM, € yKpaiHcbke ToproesnbHe mianpueMctBo TOB «Xazap» JIT/I, Tomy BoHO
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Oyno oOpaHo 0a3010 [JIs TPOBEICHHS ONUTYBAaHHS CIIOKMBAadiB Ta cepii
EKCTICPUMEHTIB.

Ha ocHoBI 3anponoHoBaHOi B poOOTi aHKeTH OyJ0 nMpoBeaeHO onuTyBaHHs 200
cnoxkuBauiB TOB «Xazap» JIT/. 3 MeTol0 CTUMYJIIOBAaHHS y4acTi B ONMMUTYBaHHI Ta
BIJICTe)KEHHSI CIIOKMBYOi TMOBEAIHKA PECMOHACHTIB iM OyiaM HamaHi TUCKOHTHI
KapTKU 3 M1ABUIIEHOIO 3HUKKOIO.

Y T1perboMy po3auli aumcepramii «MeTOOWYHUN MiAXiA JO0 YIpaBIiHHS
MOBE/IIHKOIO CIOKMBA4iB Ha TOPrOBEJIbHOMY MIANPUEMCTBI» N0  pE3yJIbTaTIB
MIPOBEJICHOTO ONUTYBAHHS CIOXKMBAYiB 3aCTOCOBAHO METOJ]l (PAaKTOPHOTO aHamI3y 3
METOI0 BH3HAYECHHS B3a€EMO3B’SI3KIB MDK KOXKHOIO TPYIOI0 (DaKTOpiB MOBEIIHKU
CHOXHUBaYiB Ta iX 00’e¢AHaHHA B iHTerpanpHi (aktopu. Ha HacTymHomy erami
PO3pPOOJICHO KOPEINAIINHY MaTPUIIO 1HTETpadbHUX (DAKTOPIB CIIOXKHUBUOI MMOBEIIHKH,
IO J03BOJIMJIA BU3HAUMTH MDKIPYHOBI 3B’SI3KM Ta OOIPYHTYBAaTH BHCHOBKHM Ta
pekoMeHaIii s TOPrOBUX IMIJNPUEMCTB IOJ0 YIPABIIHHSA IOBEIIHKOIO
CIIO’KMBaviB, 30KpeMa: TOBapH, MPU3HAYECHI JJISI CIMEH 3 TIThbMH, CJIiJl O3UIIIOHYBATH
SK OUTBII JTOCTYIHI 3a LIHOIO Ta aKTUBHILIE PEKJIaMyBaTH B COI[JIbBHUX MEPEXax,
IpU 1IbOMY HEOOXiJHO CIIOHYKATH CIIOKHMBAaYiB JUIMTUCS MO3UTUBHUM JIOCBIJOM
BUKOPUCTAHHS TaKMX TOBAapiB; MEPUYAHAW3HHT TOBApiB Mae OyTu AUQEpEHITIioBaHO
BIJMIOBIAHO 10 TeOpli MOKOJiHB; TOBAapH IMITYyJIbCHUBHOTO TONUTY MOBUHHI OyTH
MO3UIIIOHOBAHI 3 OPIEHTALIEI0 HAa MEPEBAXKHO KIHOUY ayJUTOPil0, TaK camo SK 1
My3WYHUN CYIPOBIJ Mae OyTH OpI€EHTOBaHWUN Hacammepel Ha CMKH IKIHOYOi
ayJIUTOpIi; N1 JOPOTHX TOBapiB HEOOXITHO YAaCTIIIE OHOBJIIOBATH 1 PO3IIMPIOBATH
ACOPTHMMEHT; TaK CaMO YacCTilIe OHOBIIIOBATH 1 pO3LIMPIOBATH ACOPTUMEHT HEOOX1THO
JUISL MOJIOIDKHOT TPOAYKINi Ta MPOBOAWTH OlIbII IHTEHCUBHY 1H(OpMaIiHy
KaMIIaHilo; TOBapH 31 3HIKEHHMMH LIHAMM IOBHHHI MaTu Kpamly iHGopMalliiiHy
HNIATPUMKY, Y TOMY YHCl 3 HaJaHHSAM JOJAaTKOBOi iH(OpMalii Ha crheriaibHuX
1H(hOpMaIIHHUX HOCIAX 1 OHJIAlH; CTHJIb OJAHHS 1H(pOpMAILlii PO TOBApU Mae OyTU
MPOCTUM, 3pO3YMUINUM 1 BECEIIUM.

Po3pobrieHo  HAyKOBO-TIpaKTUYHUN  MIiAXiT 10 BUOOPY 1HCTPYMEHTIB

YIOPABIIHHS TOBEAIHKOIO CIIOKUBAYiB. B sIKOCTI peasnizallii Takoro mijxo/ly Ha OCHOBI
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(akTOpIiB CHOXKMBYOI MOBEIIHKM, IO € CKJIaJOBUMU KOMIUIEKCY MAapKETHUHIY,
BU3HAUYEHO IOTEePEIHIN NepeTiK IHCTPYMEHTIB YIPaBIiHHS MOBEAIHKOIO CIIOKHUBAYiB.
Ha ocnoBi Takoro mepeniky chopMyiabOBaHO HaAOIp TIMOTE3 MO0 MO3UTHBHOTO
BIUIMBY Ha T[IOBEJIHKY CIIOXMBA4iB y TOPrOBEIbHUX MIAIPUEMCTBAX TAKUX
IHCTPYMEHTIB SIK My3U4HE O(QOPMIICHHS, MOMEPEAHs peKjama BiJIOMOTO MPOIYKTY,
METOJIMKa HEOKPYTJCHUX I[iH, KOJIbOPOBE O(POPMIICHHS I[IHHHKIB TOBapiB, YECHI
Mopajy MPOAABIIIB 00 OCOOMCTOTO MO3UTUBHOTO JIOCBIAY CIIOKUBAHHS MPOJIYKTY,
0CcOOMCTHUI JOCBIJ CIOXHUBaHHS MPONYKTy (JAerycraiis) Ta OiarodidHICTh, IO
3MIMCHIOETBCS Mara3uHoM. JJis TepeBIpKM BHCYHYTHUX TINMOTE3 IMPOBEICHO CEpiro
eKCIIEPUMEHTIB, SIKI JIOBEJH, 10 My3U4yHEe OGOpPMIICHHS MIABHUILYE OOCAT MPOJIAXKIB
TOoproBenpHOro mianpuemcTsa Ha 10,66%, 3acTocyBaHHS METOJIMKH HEOKPYTJIEHUX
miH — Ha 7,82%, koibopoBe O(OpMIICHHS I[IHHHMKIB TOoBapiB — Ha 9,81%, decHi
NOpaJu MPOJABLIB 100 OCOOMCTOrO MO3UTUBHOTO JOCBIAY CIIOKUBAHHS MPOIYKTY
— Ha 45,59%, ocoOucTuii JOCBI CMOXUBAaHHS NMPOAYKTY (merycrtaris) — Ha 40,32%,
OJIaroAiNHICTh, 1O 3AIMCHIOETHCS MarazuHoM — Ha 25.9%. Ilpu npomy nomnepenHs
pekjamMa BIJOMOTO MPOAYKTY CYTTEBO HE BIUIMBAa€E Ha oOOCAT HOro mnpoaaxy
TOPTOBEILHUM TiATPUEMCTBOM.

VY3araJbHIOIOYM ~ pe3yNlbTaTh  TMPOBEACHUX  JOCHIIKEHb,  PO3pOOIEHO
METOJUYHUNA MIAX1J A0 YNPaBIiHHS TMOBEIIHKOIO CHOXKMBAaYiB Ha TOPTOBEIBHOMY
nignpueMmctBi. [lopsa 3 KIIOUOBUMHU CKIAZOBUMHU PO3POOJIEHOI MOJEII YIPaBIIHHA
MOBE/IIHKOIO CIIOKMBAYiB, BIH MICTUTh €Tamd BUOOPY IHCTPYMEHTIB YIpPAaBIIIHHS
NOBEAIHKOIO  CHOXMBauiB  ((popMyBaHHsS TiNoTe3, JAW3alH 1 MPOBEICHHS
€KCIIEPUMEHTY, OI[IHKA BIJIMBY IHCTPYMEHTIB Ha MOBEIHKY CIOKMBaviB, IPUNUHATTA
1 peamisallis pillieHb 3a pe3yJbTaTaMU EKCIEPUMEHTY, MOHITOPHHT MPOJIaXiB), a
TaKOXX METOAWYHI TOJIOKEHHS I0JI0 OIIHKA E€KOHOMIYHOTO e(eKkTy Bif
BIIPOBAKCHHS IHCTPYMEHTIB YIIPaBJIiHHS MOBEAIHKOIO CIIOKUBAYIB.

[IpakTiyHa I[IHHICTH pPE3yJbTATIB JIOCHIIKEHHS MIJTBEPIDKYEThCA  iX
BIIPOBA/DKCHHSIM Y JISUIBHICTh TOPIrOBEJIbHUX MIJINPUEMCTB 1 HAyKOBO-OCBITHIX
yctadoB. 3okpema, TOB «Xazap» JIT]] ycniniHo BIPOBAAMIO MiIXi JO yIPaBIIHHS

MOBEJIIHKOI0 criokuBaviB (moBigka Ne 86 Big 27.08.2021 p.); TOB «XapkiB-IuBect»
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BIPOBAIWJIO TMiJAXiJA 10 BHU3HAYCHHS BIUIMBY OKpeMHX (PaKTOpiB Ha IOBEIIHKY
CIIOKMBAUiB, a TaKOXX METOJUKY OIIIHKM €(QEeKTUBHOCTI OKPEMUX I1HCTPYMEHTIB
YIPaBIiHHS MOBEIIHKOIO CHOXKUBAYIB SIK CKJIAaI0BY HAyKOBO-IIPAKTHUYHOTO IiIXOTY
70 BUOOPY IHCTPYMEHTIB YIIPABIIIHHS TOBEIIHKOI CHOXXHUBadiB (moBijnka Ne 35/21
Big 27.08.2021 p.). Oxpemi TeOpETUKO-METOAUYHI pPE3yJIbTaTH JOCIIIHKEHHS
BUKOPHCTOBYIOTBCSI B HaBUYaJlbHOMY Mporeci XapKiBCbKOTO HAI[lOHAJbHOTO
€KOHOMIUYHOTO yHiBepcuTeTy 1iMmeHI Cemena Ky3neuss mig yac BHKJIaJaHHS
JUCHUIUTIHU «YTIPaBIiHHSA MapKETUHIOM 1 30yTOM» JJisl MiArOTOBKH MAriCTpiB 3a
criemianbHicTIO 073 «Menemxment» (moBinka Ne 28/86-21-99 Bim 27.08.2021 p.).
30KkpemMa, Taki TEOPETUKO-METOJIMYHI pe3yNbTaTh BKIIOYAIOTh KaTeropiHuil 0asuc
yIpaBJIiHHS MOBEAIHKOIO CIIOKUBAYIB, Y TOMY YUCI1 BU3HAYCHHSI MIOHAThH «IIOBEIIHKA
CTIOKUBAUIB» Ta «yHpPaBIiHHS TIOBEIIHKOIO CIIOKMBayiBy», TEPETiK Ta BIUIUB
(dakTOpiB Ha TOBENIHKY CIOXKMBaYiB, I1HCTPYMEHTU YIPaBIIHHSI TOBEIIHKOIO
CIIO’KMBAYIB 3 OOKY TOPTrOBEJIbHUX ITIAMPUEMCTB.

KurouoBi cioBa: crnoxuBay, NMOBEAIHKA CIOXWBayiB, (paKTOpPH BIUIMBY Ha
MOBEIHKY CIOXXKHMBA4diB, BHYTPINIHI (HaKTOpH, 30BHIMIHI (HaKTOPH, TOPTOBEIIbHE
HIJIPUEMCTBO, YIPABIIHHS TMOBEIIHKOK CHOKHMBayiB, 1HCTPYMEHTH YIPaBIIHHSA

MTOBEJIIHKOIO CIIOYKUBAYiB, COIiaIbHE I IMPUEMHHIITBO.

ABSTRACT

Omarov E. Sh. ogli. Management of Consumer Behavior in Trading Enterprise.
Qualifying scientific work as a manuscript.

Dissertation for a scientific degree of Doctor of Philosophy in specialty 073
Management (07 — Management and administration). Simon Kuznets Kharkiv
National University of Economics, Kharkiv, 2021.

The dissertation is devoted to the generalization and development of theoretical
provisions, to the development of methodological approaches and practical

recommendations for the management of consumer behavior in trading enterprise.
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In the first chapter “Theoretical aspects of consumer behaviour management in
trading enterprise”, the morphological analysis of the term “consumer behavior” by
genus, subject, object of consumer behavior and by the actions conducted by subject
towards the object is performed, allowing to provide the author’s definition of
consumer behavior as a set of physical, psychological, emotional, cognitive and
social processes including need recognition, information search, selection, purchase,
use, service, evaluation, disposal of goods, services, ideas, time, events, experiences,
or any other entities, and further information sharing, performed by individuals,
groups, or organizations in order to meet their needs and wants in context of internal
and external factors driving such processes and their impacts on consumer and
environment.

The research has proved that one of the most controversial issues in consumer
behavior management is a moral dilemma of the extent to which the company can
impact consumers. Together with ecological, competitive, employees’ rights and
other concerns, this dilemma led to appearance of societal marketing, as a reflection
of corporate social responsibility concept, which today evolves to social
entrepreneurship. In the dissertation, social entrepreneurship is considered basing on
J.-U. Sandal’s definition as “a special form of management, which purpose is to run a
production function in such a way as to ensure the increase of value for all the
participating parties in that function”. Social entrepreneurship, as it is proved in the
dissertation, is on the one hand distinguished from the traditional entrepreneurship,
and on the other hand it is distinguished from activity of charity organizations.

Analysis of scientific works, conducted in the dissertation, has shown that
scholars distinguish external (exogenous) and internal (endogenous) factors defining
consumer behavior. Among external factors, the most mentioned are culture and
subculture, reference groups, family, social class, and marketing impacts of a seller
(price, promotion, product and place) and situational factors (time of purchase, task,
environment, etc.). The most mentioned internal factors include psychological factors
(motivation, perception, learning, attitude), social and demographical factors (age and

stage of a lifecycle, income, occupation, gender, personality, lifestyle).
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Understanding of those factors is critical for effective consumer behavior
management.

Analysis of existing definitions of consumer behavior management has shown
that there is no definition that describes this category comprehensively. So the
author’s definition of consumer behavior management is formulated in the
dissertation: a subsystem of marketing management that embodies principles,
methods, instruments and practices of interacting with customers in all the stages of
their consumer behavior in order to both achieve a company’s strategic and tactical
marketing goals and satisfy customer needs in a socially responsible way.

Basing on the integration of marketing principles and the principles of
consumer behavior, the list of principles of consumer behavior management is
formulated in the dissertation, namely: consumer orientation, flexibility and
creativity, cross-disciplinary scientific approach, complexity, long-term orientation,
social entrepreneurship. Those principles were integrated into the developed model of
consumer behavior management in trading enterprise which aggregates stages and
factors of consumer behavior, instruments of consumer behavior management and
requires integration of social entrepreneurship elements to the marketing strategy.

In the second chapter of the dissertation “Analysis of factors influencing
consumer behavior”, the empirical research of key factors impacting consumer
behavior in trading enterprises was conducted. In order to limit the number of factors
and define those causing the strongest impact on consumer behavior in trading
enterprises, the experts were interviewed. As a result, among the external factors, the
experts have chosen culture, social class, family, reference groups and the marketing
mix factors (product, price, promotion and place), while among internal factors —
motivation, learning, perception, age, gender, income, occupation, lifestyle,
personality. In order to analyze the impact of these factors on consumer behavior, two
different consumer research techniques were used: interviewing and experiment.

In the dissertation, the subdivision of factors in 3 groups for the interviewing
purposes was substantiated, and such groups of factors were defined: internal factors,

external factors and behavioral responses of consumer. Basing on the list of factors,
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selected by experts, the questionnaire for evaluation of consumer behavior factors
was developed. Taking into account the structure of consumer expenses and the
structure of retail trade in Ukraine, it was concluded that the optimal format for points
of sales in terms of our research is non-specialized retail stores. In order to choose the
exact base for research, the set of requirements to the network of retail stores was
grounded, in particular in terms of its size, breadth of product range, the availability
of a system of registration of consumer purchases, the availability of the necessary
conditions for the interviewing and further experiments, etc. One of the chain of retail
shops meeting these requirements is Ukrainian trade enterprise Hazar LLC, thus it
was selected as a base for interviewing consumers and for the further experiment.

According to the questionnaire proposed in the dissertation, 200 consumers of
Hazar LLC were interviewed. In order to stimulate participation in interview and to
track the consumer behavior of the respondents, the discounts cards with increased
discount was provided to them.

In the third chapter of the dissertation “Methodical approach to consumer
behavior management in trading enterprise”, the method of factor analysis is applied
to the results of consumers’ interviewing, in order to define the relationships within
every group of factors of consumer behavior and to join them into integral factors. On
the next step, the correlation matrix for the integral factors of consumer behavior was
developed, allowing to define intergroup relationships and to develop conclusions
and recommendations on consumer behavior management by trading enterprises, in
particular: goods intended for families with children should be positioned as more
affordable and more actively advertised on social networks, while consumers should
be encouraged to share positive experiences of using such goods; merchandising of
goods should be differentiated according to the theory of generations; goods of
impulsive demand should be positioned with a focus on a predominantly female
audience, just as musical accompaniment should be focused primarily on the musical
tastes of a female audience; for expensive goods it is necessary to update and expand
the range more often; it is also necessary to update and expand the range more often

for youth products and conduct a more intensive information campaign; goods with
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reduced prices should have better information support, including the provision of
additional information on special information media and online; the style of
presenting product information should be simple, clear and fun.

The scientific and practical approach to choosing of instruments of consumer
behavior management was developed. As an implementation of such approach,
basing on the factors of consumer behavior which are the constituents of the
marketing mix, the preliminary list of instruments of consumer behavior management
was defined. The set of hypotheses on the positive effect of list of instruments on
consumer behavior in trading enterprises was formulated, namely: music sound,
preliminary advertisement of the known product, odd pricing technique, colouring the
product’s price label, fair reference of personal positive experience regarding the
product, personal experience of using the product, and of charity performed by the
shop. To test these hypotheses, a series of experiments were conducted, which proved
that music sound increases sales of a trading enterprise by 10.66%, the use of odd
pricing technique — by 7,82%, colouring the product’s price label — by 9,81%, fair
reference of personal positive experience regarding the product — by 45,59%,
personal experience of using the product — by 40,32%, and charity performed by the
shop — by 25.9%. In the same time, the preliminary advertisement of a known product
does not significantly affect the volume of its sales by a trading enterprise.

Generalizing the results of researches being conducted, the methodical
approach to consumer behavior management in trading enterprise was developed.
Along with the key components of the developed consumer behavior management
model, it contains the stages of choosing the instruments of consumer behavior
management (hypotheses formulation, design of experiment and experimentation,
assessment of the impact of instruments on consumer behavior, making and
implementing decisions based on experiment results, sales monitoring) and the
methodical provisions to evaluate the economic effect of implementation the
instruments of consumer behavior management.

The practical value of the research results is confirmed by their implementation

into the activities of trade enterprises and scientific and educational institutions. In
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particular, Hazar LLC has successfully implemented the approach to managing
consumer behavior (reference Ne 86 from 27.08.2021); Kharkiv-Invest LLC has
implemented the approach to determining the impact of certain factors on consumer
behavior, as well as technique for assessing the effectiveness of certain instruments
for managing consumer behavior as a constituent of scientific and practical approach
to choosing of instruments of consumer behavior management (reference Ne 35/21
from 27.08.2021). Some theoretical and methodical results of the research are being
used in the educational process of Simon Kuznets Kharkiv National University of
Economics in the course of teaching of the discipline “Marketing and Sales
Management” for masters in specialty 073 "Management" (reference Ne 28/86-21-99
from 27.08.2021). In particular, such theoretical and methodical results include
categorical basis of consumer behavior management, including the definitions of the
terms “consumer behavior” and “consumer behavior management”, the list of factors
and their impact on consumer behavior, the instruments for managing consumer
behavior by trading enterprises.

Key words: consumer, consumer behavior, factors influencing consumer
behavior, internal factors, external factors, trade enterprise, management of consumer

behavior, instruments of managing consumer behavior, social entrepreneurship.
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