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NTOCJIKEHHS HEIHOBUX ®AKTOPIB BILJINBY HA
CHHOXKUBYUM IMOIMUT

Pestome. Poskpumo meopemuuni ochosu nonumy. Hasedeno rknacugbikayiro gpaxmopis ennugy na
opMy8aHHs CROJNCUBYO20 Nonumy, ceped AKUX 0emanbHiuie NPOaHaniz308aHo HeyiHo8i pakmopu ma euoineHo
ocHogni 3 Hux. Ilpedcmagneno Oilo Heyinogux ¢hakmopie Ha 3MiHy Kpueoi nonuny enpaso yu énio. Haseoeno
CEe30HHI KONUBAHHS 00CA2I8 peanizo8anoi NPoMUCIO8oi NPOOYKYIL MAuUHO6OYOYE8aAHHS.

Kniouoei cnosa: nonum, nponozuyis, cnojicugay, CROMCUGHUL NONUM, PUHOK, KOHKYDEHYIs, HeyiHOoGi
Gaxmopu, mauturo6y0y6aHHs.

Liudmyla KOVALCHUK

RESEARCH NON-PRICE FACTORS INFLUENCING THE
CONSUMER DEMAND

Summary. The unstable economic and political situation in Ukraine forces manufacturing enterprises
of the engineering industry adapt to market conditions. Domestic enterprises are experiencing strong
competition from foreign corporations. Government policy aims to protect Ukrainian manufacturers, but
organizations in order to best implement their own inventory must carefully study the tastes, desires and needs of
consumers. Therefore, in this article the theoretical foundations of demand are revealed. The need forms of
consumer willingness to meet domestic necessity, for example to buy everything needed for the normal life of the
individual. It is a prerequisite for a purchase decision. The main objective of the enterprises in this chain of
selling is to define clearly the factor that will lead to an organization of marketing activities based on best
customer satisfaction. The analysis of non-price factors influencing the formation of consumer demand is the
most relevant problem for companies. It should be noted that at present stage of the development of market
relations a consumer is a major element in the market. It depends on his desires whether the company
implements its products. Producers, in their turn, have to study carefully the tastes, preferences, and other
factors that guide the potential buyer. This situation determines the relevance of the study of factors influencing
the formation of consumer demand. This paper provides a classification of factors influencing the formation of
consumer demand, including more analysis of non-price factors and the main ones are selected. The effect of
non-price factors on the demand curve to shift left or right is presented. Seasonal fluctuations in sales of
industrial machinery for the period 2012-2013 are provided.

Key words: demand, supply, consumer, consumer demand, market competition, non-price factors,
machine building.

IHocTanoBka mpodiaemu. B cyyacHOMY MiHIMBOMY €KOHOMIYHOMY CEpEIOBHIII
3aIopPyKOIO YCHINTHOI JISTIFHOCTI OpraHizalliifl € MpaBUIBHO BUOpaHa KOHKYPEHTHA CTpaTeris,
MPUCTOCOBaHA JI0 YMOB PUHKY. B OiNbIIOCTI MiANPUEMCTB OJHIEIO 3 TOJOBHHUX IIEH €
yCIIIIHA peai3alis BIACHUX TOBApPHUX 3alaciB, a B MiJCYMKY — OTPUMaHHS ONTUMAJIbHAX
(iHaHCOBUX pe3yibTaTiB.

Ha mnsxy peamizamii ToBapiB Ta MOCIYT aKTyaJlbHOIO MPOOJIEMOIO I KOMMaHiH
3aJIMINAETHCS aHalli3 HeIlIHOBUX ()aKTOPiB BIUIMBY Ha ()OPMYBAHHS CIIOKUBYOTO TIOMUTY.

AHaJIi3 OCTAaHHIX JOCTiKeHb i myOuaikamiii. BaxJmBy poiib y JOCIHIKCHHI
CIMOXHMBYOTO IMOMUTY MAIOTh PsJl BITUM3HSHHUX Ta 3apyOD’KHUX BUEHHX, TakuX, K Kimmko
I'.H., Hecrepenko B.II., byrenko H.B., briekyen P., Miniapza I1., Enxmxen JIx., ['omyOkoB
€.I1., Komapuunpkuii [.@., Xumny O.B., €pomnna T.B., Kotnep ®., Xapuenko [.B. IIpore
mpo0JieMa ITe I0CTaTHBO HEe PO3KPHTA, 1 IIe BU3HAYAE aKTyalIbHICTh JAHOTO JOCITIKESHHS.

Merta craTTi nojsirae B aHallizi HeliHOBUX (PaKTOPIB BILUTUBY HA CIIOKUBYMM IOIUT,
a B pe3yibTaTi — IMOJETIIeHHs TPOoIeCcy MPUUHATTS YIPaBIIHCHKUX DIlIeHb 1010 30yTOBOT
TiSUTRHOCTI Ha MiAMPUEMCTBAX MAIIMHOOYMIBHOT rary3i.



Iamnupkuii ekonomiuHmii BicHuK, Ne 3 (46) 2014

Buknan ocHoBHOro Matepiaiy. B yMoBax puHKOBUX BiJHOCHH MiANPHEMCTBA BCE
OlnpIe yBaru HPUIUISTIOTH OpraHi3aiii MapKeTHHIOBOI JisUIBHOCTi, B OCHOBI SIKOI JIeXaTb
moTpebu crokuBada. Came BijJl HbOTO 3aJI€KUTh YCIINIHICTh peai3ariii mpoaykimii. Bimtimm
MapKETHHTY PeTeJIbHO BHBUAOTh CMAKH, YIIOJ00aHHS Ta Oa)KaHHS MOTEHIIHHUX CIIOXKHUBAYiB,
1 IPeICTaBISAIOTh BIACHUHA MPOJYKT 3 YpaxyBaHHSIM IIMX YAHHUKIB. 3a CUTYyaIlil, KOJU TOBapH
Ta MOCJIYTH 3aI0BOJILHSFOTH OTPEOU CIIOKMBaya, BiZIOYBAETHCS MPOIEC KYITiBIi-IIPOJAKY.

Komapuwuipkuit .D. Bu3HAYae MONUT K Oa)KaHHS 1 3AaTHICTH IMOKYIIB KYITyBaTH
MeBHI 0o0cArM THX 4YM iHIMMX Onar 3a meBHUX miH [1]. V nmaHmrosi peamizamii mpoaykitii
CIIOYaTKy BHHUKA€ T1oTpeba B TEBHOMY TOBapi, Jajli BOHA  IIJKPILIIOETHCS
maatocnpoMokHicTio. [licms 1boro BimOyBaeThbes TMpoOJaX BU3HAYEHUX TOBapiB, 3a
BiJIMTOBITHAM PiBHEM IIiH YTBOPIOETHCS CIIOKUBUYMMA TTOIUT, JJIST IKOTO XapaKTEPHI KOJTUBAHHS
IiJ] BIUIMBOM I[IHOBMX Ta HEIIHOBUX (akTopiB (puc.l), a came IIATOCIPOMOXKHOCTI
CIIO’KMBAYIB, KUTBKOCTI KOHKYPEHTIB, I[IHOBOI TIOJITHKH, MICTKOCTI PHHKY, TOBapiB-
CyOCTHUTYTIB, CMaKiB, Yo j00aHb Ta iH.

PdarTOopH BIUHEY Ha
HOPMYBAHHA CIOXKHEHOID

TIOTTY

Lros1 Hewsost

Pucynok 1. ®aktopu BIITMBY Ha (OPMYBaHHS CIIOKUBUOTO MOMHUTY [2, ¢.53]

Figure 1. Factors influencing the formation of consumer demand [2, ¢.53]

Jlo HemiHOBUX (aKTOPiB, SKi BH3HAYAIOTH IOMUT CIIOXKWBAYa, HAJEKaTh: CMaKH i
MepeBaru CIoXMBaviB; KiITbKICTh CIIOKUBAYiB HA PUHKY; TPOIIOBI JOXOIU CIIOKHUBAUiB; I[IHA
Ha iHIII ToBapW (B3aeMO3aMiHHI W B3a€MOIIOB'S3aHi); OUIKYBAaHHS CIIOXKHBAYiB BiJTHOCHO
MaiOyTHIX 1iH 1 goxoxiB [3, 35 c.]. ¥ manomy nociikeHHI 3BepHEMO yBary came Ha BIUIMB
HEeIIHOBUX (akToOpiB Ha (HOPMYBaHHS CIIOKHBYOTO IONUTY. Psi BUYCHHX-CKOHOMICTIB
BHOKPEMJIIOIOTH BJIACHI Kilacu]ikarlii HeIliHOBUX (paKkTopiB.

Kimmko T'.H. Ta Hectepenko B.II. HemiHOBI ()akTOpH BIUIMBY Ha CIIOKHBYHMA TTOMTUAT
NOJUISIIOTh Ha OO0 €KTUBHI (€KOHOMiYHI, coIliaibHi, Jgemorpadiyni) # cyO’eKTHBHI
(TICHX0JIOTO-TPAMIIIiHI, €CTeTHYHI, IIPUPOTHO-KIIIMATHYHI). BiZIMiHHICTS Mi’)K HUMH ITOJISITAE
y cdepi iX mii, IHTEHCHUBHOCTI BIUIMBY, CTYIEHS KepoBaHOCTI — 3 OOKy CyO €KTiB
rocrojaproBanHs. H.B. ByTeHko Buminse KOHTpOJbOBaHI Ta HEKOHTPOJBOBaHI 3 OOKY
BUpOOHUKIB. BBakae, 10 Ha MOBEIHKY CHOKMBaya BIUIMBAIOTH MCUXOJOTIYHI (MOTHBAILIS,
CIPHUHSTTS, 3aCBO€HHS, IIEPEKOHAHHS, CTaBJICHHS), OCOOHCTICHI (BiK, cTaTh, ciMeHHUI
CTaTycC, eTal XHUTTEBOTO MUKy ciM’i, mpodecis, OcBiTa, piBeHb JOXOiB, TUIl OCOOUCTOCTI,
CTHJIb JKUTTS), COIIOKYJBTYpHI (pedepeHTHI Tpymu, ciM’s, coIliaJibHa pojib 1 CTaTyc,
KyJIbTypa W CyOKylIbTypa, CyCHUIBHHH Kiac) (axkTopd, (aKkTOpH CUTYalifHOrO BILIUBY
(3MIHE B MakpoCepeIOBHII, 3MiHM OOCTaBHH y TOKYIIIS, aTMocdepa B MarasuHi, Jii iHIIAX
MOKYIII[iB), @ TAKOX KOMILIEKC MapKETHHTY (ipMU-BHPOOHHKA IIEBHOTO TOBapy. Yci Ha3BaHi
(dakTopH € HEKOHTPOJIHOBAHWMH 1 BHMAararoTh IOCTIHHOTO JOCIDKEHHS W ypaxyBaHHS B
MapKeTUHTOBI{ moniTuil. AMmepukaHcbki Mapketonoru P. braexyen, II. Miniapn # JIx.
EnmKen BHOKPEMITIOIOTh (aKTOPH-XapaKTEPUCTHKH CIIOKKWBava (KyJIbTypa, OCOOHCTICTH,
€Tall XHUTTS, PIBEHb JOXOJiB, YCTAHOBKHM, MOTHBAIlii, IOYYTTsI, 3HAHHS, CTHIYHA HAJICKHICTh
CIIOKMBa4a, CiM’s, IIHHOCTi, JIOCTYIHI CIOKHBady pEeCypCH, TOTJISIA, MUHYJIUN JOCBIJI,
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TpyIH JIIOJIel 3 aHAJIOTIYHUMH XapaKTepUCTUKAaMHU) W opraHizamiiiHi (aktopw (Topronsa
MapKa, peKjiama, MPOCYBaHHs, I[iHa, OCIYTH, 3pY4HICTh, YIAaKOBKa, OCOOIMBOCTI MPOIYKTY,
pexoMeHaamii Jpy3iB, SKICTh, IHTEpP’€p MarasWHy, MPOTpaMH IIiIBUIICHHS JIOSUTBHOCTI,
JOCTYIHICTh TpoaykTy). Pocidicekuit mMapketonor €.I1. ['oayOkoB Buaisisie YOTHpU Tpynu
(akTopiB, IO BILIMBAIOTH HAa (POPMYBaHHS CITOKHBYOTO IMOMHTY: OCOOHUCTICHI, KyJIbTYpHI,
colliaNibHI Ta MCUxoJoTiyHi [4, ¢.122—124].

Ha nymky ®@ininma Kotiepa, ofHAM i3 BaXXJTMBUX MOTHUBIB KYIIIBIIi TOBapy € KyJbTypa
CIO’KMBaya, HOTO HAJICKHICTH 10 OKpeMoi CyOKyIbTypH ¥ comianbHoro kiacy. KyiapTypa — e
(¢akTop moTped i MOBEMIHKHM iHJWBIJA, B SKOTO 3 JIWTHHCTBA (OPMYEThCS TEBHUU HaOip
IIHHOCTEeH, CTepeOoTUIiB 1 moBeaiHku. KoxXHa KynbTypa BKIIOYAE CYOKYIbTYpH, IO JO3BOJISE
JFOJMHI TICHO CIITIKyBaTHCS 3 momiOHMMu iHguBimamu. ColiaibHI KJIack — ToOyJIoBa B
CTpOTi# iepapXii BiIHOCHO OJJHOPIIHUX CTAOUTFHUX CYCHIIBHUX TPYI, WICHH SKUX 00’ €HaH1
€JIMHAMH I[IHHOCTSMH, IHTEpecaMHt 1 MOBEAIHKO. JI0 O3HAK COIlialbHOTO KJIacy BiJIHOCSTH
HAsBHICTH BIJMOBIJHOTO COIIAJILHOTO CTaTycy, OCBITY, PiBeHb JOXOJiB. Y Mpoleci BUOOPY
TOBapiB 1 TOProBHX MapoOK MPEJACTaBHUKU OJHOTO COINIAJIBHOTO KJIACy MAalOTh CITUIBHI
ynonob6anus 5, ¢.155-156].

KpiM KyJIBTYypHHUX Ha CHOKHBYY TOBEJIIHKY MArOTh BIUTHB COIliaJIbHI ()aKTOPH, TaKi,
K pedepeHTHI Ipymu, ciM’s, poii 1 ctaryc. PedepenTHi rpynu — rpymu, ski 31iHCHIOIOTH
(Ipr 0COOMCTOMY KOHTAKTI) MPSMHUN 9 OITOCEPEKOBAHUI BIUTMB Ha BiJHOIICHHS iHJIWBIi/IA
no meBHoro ToBapy. CiM’s BHUCTyNae HAWBXIUBIIIUM CYCHOUIBHUM 00’ €HAHHIM
CIIO’KUBAYIB-TIOKYIIIIB. YieHH ciM’1 GOpMYyIOTh HaWBIUIMBOBIITY pedepenty rpymy. Tpertiit
(daxTop, MO BIUIMBAE Ha MiJCYMKOBE DIIICHHS CIOXKMBa4ya MpO KYIIBIIO TOBapy — HOTro
OCOOWCTICHI XapaKTEePHUCTUKH: BiK, €TaIl JKATTEBOIO IHMKIY HOro cimM’i, podoTa, eKOHOMIUHE
CTaHOBHIIIE, CIIOCIO JKUTTS, OCOOJIMBOCTI XapakTepy i caMooIliHKa. Takoxk 3HAYHUI BILUIUB Ha
MOBEIIHKY CIIOKHBa4a MAalOTh IICHXOJIOTIUHI (aKTOpH, HAWBaXKIUBIIIUMHU 3 SKHX €
MOTHBAIIisl, CIPUHHSATTS, OCBiTa, IEPEKOHAHHS i YCTAaHOBKH |5, ¢.156—165].

Ha cporomni icHye Oarato Teopiid, sKi MOSICHIOIOTh MOTHBAIlIIO TPUI0AHHS THX YU
inmux 6nar. [Ipokonenko O.B. MoTuBariiiHi Teopii moxiisie Ha 3arajbHi Ta ClelialbHi. Y
3araJlbHUX MOTHBAIlIHUX TEOpiSX MOYKHA TPOCTEKHUTH HAMAaraHHsS OIHMCATH W TOSCHUTH
MOTHUBAIlIfHUHA Tpoliec B3araii, MOBEAIHKY JTIOJAWHU-cIIOXuBavya. CyTHICTH (QpedaucTchKol
TICUXOJIOTiT aBTOp BOA4ae B HECBIJOMIid MPHUPOIL OLTBIIOCTI MPUYHH JIFOJCHKOI TOBEIIHKH.
Peknmama, sk 1HCTpYMEHT MAapKETHHIOBOI TMOJIITUKM IIJANPUEMCTB, CIpsSIMOBaHAa Ha
npoOy/keHHs (aHTa3iii Ta OakaHb. BaXIJIMBHM TPHIHOMOM MapKeTHHTY y (OpMYyBaHHS
MiJICBIIOMOI TTOTPeOM y TMEBHOMY TOBapi € HE BHOKPEMJICHHS TOTOYHHX XapaKTEPUCTHK
MPOJYKINii, a IMO3WIIIOHYBAaHHS il SIK HEBIJ €EMHOI CKJIQJOBOI CTHIIIO JKUTTS CIIOXKHBaYa.
[Tpuknamom moxe OyTH pekiiama aBToMOOLTiB, mapdymiB, MOOITEHUX TenedoHiB [6].

Bypsx ILIO. cTBepimkye, moO B pe3ysibrari Jii HEIiHOBUX (DAKTOPIB IIOMHTY
BiI0yBatOThCs 3MiHU B monuTi. lle o3Havae, mo cmokuBayi TOTOBI KymyBaTu Oinbine abo
MEHIIIe JTAaHOTO TOBapy 3a KOXKHOIO 3 MOXKIIMBHX MOMEPEAHIX MiHO. [lif IHUX HEeIiHOBUX
(dakTopiB, 3MiHa B MONUTI BiJI0OpaXkaeThesl Ha rpadiky 3MIIIEHHSM KPUBOI MOMUTY BIPABO YU
BiiBo. Ilpm nii HeriHOBHX (akTOpiB, AKi 30UTBIIYIOTH TOMUT HPH KOXHIA 3 MOMIJIMBHX
MOYATKOBI# 1iHi, KprBa monuty 1 mepemimmaeTbest Bpapo, 3aiiMarouu mojioxeHHs Kpusoi 111
(puc.2). | HaBmaky, mpu JIii HEIMIHOBHUX (PaKTOpiB y OiK 3MEHINEHHS MOMUTY KpHBa monuty 11
MepeMiIaeThes BIIBO 1 3aliMae monoxkeHHs KpuBoi [12. [3, ¢.35]
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Pucynok 2. 3mina B nonuti Ha npoaykT X (zist HeLiHOBUX (akTopiB) [3, ¢.35]

Figure 2. Changes in the demand for product X (effect of non-price factors) [3, ¢.35]

Ha mamy aymKy, BU3HAYaJlbHUM HEI[IHOBMM (PaKTOpOM BIUIMBY Ha CIOXXHBYHN
MOMUT y MAIIMHOOYIiBHIA Tally3l € CEe30HHICTh NPOJaXiB. 3a3UPHYBIIM B TPATUIL|
YKpaiHCBKOTO Hapoay, MO>KHA BUJALIUTH KiJIbKa MEpiofiB, KOJIM peajizallisi MamuHoOy 1iBHOT
MPOJYKIIiT 3HAYHO cKopouyeTbes. Cepen Takux — HOBOpiuHi cBsata (31 rpymHs — 8 cidHs),
nepion [Tacxu. Haiikpari TenaeHIii mpoaaxxy MoKHa CIIOCTEpiraTi Ha MOYaTKy BECHH Ta Ha
nmoyaTky oceri. Came 1ie# mepio1 HAUCTIPUATIUBIIIAN TSI aKTHBHOTO MTPOCYBAHHS MPOIYKTY
Ha CIIOXKMBUYOMY PUHKY.

Xapuenko I.B. BBaxkae, o BHACIIJOK KOJIMBAHHS IONHTY, CIPUIMHEHOTO HOTO
CE30HHICTIO, BiIOYBA€TbCS HEPIBHOMIpHE 3aBAaHTAXEHHS BUPOOHUYMX HOTYXHOCTEH.
[TignpreMcTBa, SKi peali3ylOTh MPOIYKINIO KIHIIEBHM CITO)KHBadaM, CTBOPIOIOTH BEJHUKI
CKJIQJIChKI 3amacy IIiJl 4aC HU3bKOTO MOMUTY ISl 33J0BOJICHHS OTPEO MiJ] Yac MKy MOIHUTY.
3BHUAITHO, 1€ MPHU3BOIUTH JI0 3aMOPOKYBaHHS OOIrOBMX KOIITIB IiIIPHEMCTB Ta 3HIKYE
pEeHTA0CBHICTH [7].

OO6csr pearizoBanoi mpoaykiii MmarmmHOOYxyBanHs (koa 3a KBEJ] 2010 — cekmist C,
po3nim: 26 — BUpOOHHMITBO KOMITIOTEpIB, €NEKTPOHHOI Ta ONTHYHOI Npomaykmii, 27 —
BupoOHUIITBO €MeKTPUIHOTO yCTaTKyBaHHsI, 28 — BUpOOHHUIITBO MAaIllvH 1 yCTaTKyBaHHS, HE
BBEJICHI B iHINI yrpymyBaHHs, 29 — BUpOOHHMIITBO aBTOTPaHCIOPTHHUX 3ac00iB, MPHUYEMIB i
HamiBrnpuyeris, 30 — BUpoOHHUITBO iHIMUX TPaHCHOPTHHUX 3aco0iB, y 2012 poli cTaHOBUIIO
124245,8 miuH. rpH., a'y 2013 pomui — 108842.8 (tabin.1).

Ta6auus 1

OOcsr pearntizoBaHOI TPOMUCIOBOT MPOIYKIIiT MAaMHOOY TyBaHHS (MJIH. T'pH.) [8]

Table 1
Volume of industrial engineering products (mln) [8]
Civens CiueHb- CiueHs- CiueHs- CiueHb- Ciuenp- | CiueHb- CiueHb- Ciuenp- | CiueHb- CiueHb- CiueHs-
JIOTH Oepe3eHb | KBITGHb | TpaBeHb | UepBeHb JIMIIEHb | ceprieHb | BepeceHb | JKOBTEHb | JICTOMAJ rpyJeHb

012 102,2 | 66388 | 72783 | 7746,3 | 8643,7 | 9216,2 | 97449 | 0604,1 | 0275,7 | 013174 | 11502,8 | 24245.8

013 099,9 | 51964 | 40912 | 42682 | 2970,1 | 21494 | 1696,8 | 12474 | 0445,7 | 95118 7800,5 | 08842,8

[IpoananizyBaBmm ngani 3 ciuas 2012 p. mo rpyaers 2013 poky (puc.3),
CIIOCTEpIraEMo HAWBHWINI ITOKA3HHUKH 3 MpoJaxiB y rpyani 2012 poky, a came — 12743 muH.
IpH.; HallHWK4YMHA piBeHb — ciueHb 2013 poky — 7099,9 mun. rpH. bepyum no yBaru
CC30HHICTh TOMHUTY, Oa4MMO, IO CHIPHUATIMBUM IIEPioJOM aKTHBI3aIlii MapKeTHHTOBOI
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TSUTBHOCTI Ha IMJIMIPHEMCTBAX MAIMWHOOYIYBAaHHS € BECHSHWM ce30H. Jlanuit ¢akrop
HEeoOXiTHO BpaxoBYyBaTH OpraHizalisM Ui epeKTUBHOI peaizalii MapKeTHHTOBOI CTpaTerii.
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Pucynok 3. O6car pealnizoBaHOT TIPOMHUCIIOBOT MPOAYKIIiT MAITMHOOY IyBaHHA (MJTH. TpH.) [8]

Figure 3. Volume of industrial engineering products (mln.) [8]

Jlns mianpueMcTB MamuHOOYIiBHOT chepH AOIIBHO BUPOOIISITHA BIACHY IPOIYKIIIO
PIBHOMIpPHO, TPOJIOBXK YCHOTO pPOKY, MO0 3aJ0BOJBHUTH MOTPeOHM CIOKUBAJiB y pasi
HETPOTHO30BaHOTO 3POCTAHHS CII0)KUBYOTO TOIUTY.

BucHoBkH.  AKTyalbHOIO  TPOOJIEMOIO  CHOTOACHHS  JUI  MiJANPHEMCTB
MaIrHOOY/IiBHOI cepu € aHali3 PUHKY Ta JOCIIKEHHS CIIOKMBUYOTO MONUTY ramysi. bes
IIHOTO KOPITOpaIlii He 3MOXKyTh ONITUMAIEHO pealli3oBYBaTH CBOIO MPOayKIlifo. ToMy, Ha Harmy
JYMKY, BUBYECHHS HEIIHOBHX ()aKTOPiB BIUIMBY Ha CIIOXKMBUMI TOIHT € OJHIEIO 3 KIIFOYOBUX
CKJIQJIOBUX YCHIITHOI MApPKETHHTOBOT JIISLTEHOCTI TOBAPOBUPOOHHMKIB.

VY pesynbraTi MOCHi)KEHHS MOXHA BHUIUIMTH TaKi OCHOBHI HeEIiHOBI (hakTopu
BIUIMBY Ha CIIOYKHUBYUHN TTOIHUT, SIKi:

- 3aJie)kaTh BiJl OCOOUCTOCTI (CTaTh, BIK, €Tam HUTTS, PIBEHb OCBITH, CMaKH,
y1o100aHHs, CIIOCiO YKHUTTS Ta 1HII);

- 3aJIeKaTh BiJl TOBAapOBHPOOHWKA (peKiama, IMiCISIIpoJla)kHe OOCITyroBYBaHHS,
yIaKOBKa, TOProBa MapKa, sIKiCTh, 3pyYHICTh BUKOPUCTAHHS, CEPBiC, MepUaHIai3uHT, podoTa
nepcoHalTy, MO3UIIIOHYBaHHS TOBapy);

- 3aJIeKaTh BIJ] CHTYyallii Ha PHHKY (MoJa, KyJIbTypa, peKoMeHmarii, pedepeHTHi
TpYIH, CE30HHICTB MPOIAXKY);

- pakTOpH  MApPKETHHTOBOTO  MaKpocepeloBHIma (jJeMorpadiydi, MPUPOJHE
cepeIoBUIIE, HAYKOBO-TEXHIUHUI Mporpec, MOJiTHYHA CUTYAITis).

3amopyKol0  YCIIITHOTO  BIPOBA/PKEHHS  BJIACHOI  MApKeTHHTOBOI  cTparerii
MiANPUEMCTBA € B3SITTS JIO YBard MOjAaHi HEliHOBI ()aKTOpH BIUIMBY Ha CIOKMBYHU TOIWT,
BpaxoBYIOYHM BiJIMIHHOCTI MMOTpe0 CHOXXWBAYiB, Ta MPHCTOCYBAHHS JI0 HASBHOI PHHKOBOI
CHUTYaIii.

Conclusions. Key issues for enterprise engineering areas are market research study
of consumer demand of the industry. The corporation are not able to sell its product optimally
without it. Therefore, we believe that the study of non-price factors influencing consumer
demand is one of the key components of the producer’s successful marketing activities.

The study can be divided into the following major non-price factors influencing
consumer demand, such as:
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- Which depend on the individual (sex, age, stage of life, education, tastes,
preferences, lifestyle, etc.);

- Which depend on commodity (advertising, after-sales service, packaging, brand
name, quality, ease of use, service, merchandising, staff performance, product positioning);

- Which depend on the market situation (fashion, culture, recommendations,
reference groups, seasonality of sales);

- Marketing macro environment factors (demographic, environment, scientific and
technical progress, the political situation).

The key to successful implementation of the company’s own marketing strategy is
taking into account the given non-price factors influencing consumer demand, regarding the
differences in consumer needs, and adapt to the current market situation.
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