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Purpose. To analyze the classifications of modern fashion consumers in accordance with
current realities of the fashion industry market for clothing design.

Methodology. The systematic approach to the chosen object of research has been used;
the analytical-typological and comparative methods have been applied. The research contains a
critical analysis of publications on selected topics and is based on a sociological survey and
statistical processing of data.

Results. An overview of modern studies has allowed to characterize the behavior of fashion
industry consumers and to classify them according to different criteria. The factors influencing
the decision of consumers about fashion goods purchasing, the classification of clothing
consumers have been analyzed and the purchasing behavior of Ukrainian women as consumers
of fashion goods has been investigated. A survey has been conducted in order to study the
typology of Ukrainian consumers of fashion industry products. As a result of the survey, it has
been found that Ukrainian women buy fashion goods mainly for aesthetic reasons, firstly
considering the products design; clothing is a tool for them to look stylish, express themselves
and stand out among others. Most women buy clothes in multi-branded shopping malls, and
online shopping for fashion goods over the Internet is not popular among Ukrainian women.
Ukrainians prefer fashion clothes of foreign manufacturers, only occasionally buying home-made
products.

Scientific novelty. The motives and behavioral patterns of fashion industry consumers
have been investigated, the factors influencing the purchase decision have been determined, the
main characteristics of Ukrainian fashion industry consumers for clothes design have been
determined.

Practical significance. Modern consumers of fashion industry market have been
characterized, the attitude of Ukrainian clothing consumers to shopping and fashion has been
determined. The research results can be used to teach subjects related to the theory of fashion
and fashion industry.

Keywords: fashion industry, clothing consumers, fashion, consumer behavior,
consumer classification.

Introduction. Modern fashion is a  century intensified in the XXI century, which
multibillion industry that is rapidly developing  radically changed the image of fashion. In our
in many countries around the world. It reflects  time, design of clothing implies a preliminary
the state of development of society and the  comprehensive study of the needs and
culture of the country as a whole, and  characteristics of fashion products consumers
according to consumers, fashion, in particular,  to meet consumer demand.
clothing and accessories, is an integral part of Selecting a target audience and
modern man's life [4]. The growth of the analyzing its needs is one of the main
consumers’ role in the fashion of the XX  marketing stages in the formation of
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concepts, assortment, stylistic and color
decisions of commercial collections. The
analysis of consumer behavior in the fashion
industry aims at identifying and forecasting
their needs, identifying the factors influencing
the purchase, identifying the most popular
algorithms for selling goods, describing the
decision-making process by consumers during
the purchase, and determining the attitude of
potential consumers to fashion. In addition,
this knowledge provides an opportunity to
create effective advertising programs, to
develop an appropriate PR policy to promote
the product.

Fashion is a socio-cultural phenomenon,
which involves all spheres of human life. In the
context of the study, clothing, footwear and
accessories are considered as the main
products of the fashion industry and as a
means to satisfy people's need to look in a
certain way and create a certain image.

The problem of studying consumer
preferences in the field of clothing choices has
not yet received a thorough examination and
justification in the garment industry. The
urgency of this topic is that now there is no
shortage of fashionable clothing, and that the
products of fashion industry garment
manufacture are needed by consumers; it is
necessary to take into account the wishes and
inclination of consumers, to conduct
marketing researches, to introduce the fashion
management. Clothes need not only to be
made, but also to be sold with a profit,
therefore research of motivation and behavior
of clothing consumers is topical and necessary
in the world and in Ukraine, because
consumer preferences of the population can
be used as the initial information when
designing fashion industry goods.

It is known that during the design of
industrial clothing collections the forecasting
of consumer demand is of particular
importance. The garment manufacture plans
its activities and determines the prospects of
development, based on the demand for its
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products. Consumer demand affects the
decision on the release of specific products
and the formation of assortment, therefore,
for the successful operation of the enterprise
the information about the benefits of
consumers should be used, as well as the
knowledge of peculiarities of various factors
influence on the choice of clothing, and

fashion market segmental division. This
problem is solved by analyzing modern
fashion trends, promising materials and

innovations in the textile industry, as well as
studying the typology of consumers by
gender and size, types of activities,
preferences in clothing, and behavior when
buying fashion goods.

Analysis of previous research. The area
of consumer behavior in the fashion industry
is at the crossroads of many disciplines:
marketing, psychology [17, 21], fashion
psychology [19], sociology [25], economics
and business [24], etc. The interest of
psychologists in the behavior of fashion
industry consumers is due to the need to
explore mechanisms that affect the purchase
of goods not because of its consumer
characteristics, but for reasons of aesthetics,
status and desire of the person to stand out.

The study of consumer behavior in the
fashion industry is being pursued in the
following areas: motives and behavioral
mechanisms of consumers [9, 19], decision
making process [25], planned and impulsive
purchases [4, 11], factors influencing purchase
decisions [1, 4, 5, 11], psychological
determinism in the choice of clothing [19],
consumer classification [9], assessment of the
quality of goods in the fashion industry [8],
the study of fashion process participants [2,
24], gender aspects of fashion goods
consumption [21], etc.

Researchers note particular attention to
the study of prestige brand clothing
consumption [19]. In particular, Chinese and
American researchers are studying the
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peculiarities  of fashion
consumption [3, 7].

It should be noted that in connection
with the online trade expansion, scientific
studies that cover various aspects of this
phenomenon are gaining in popularity, in
particular with regard to the psychology of
fashion goods consumption: the advantages
and disadvantages of online stores compared
to traditional ones, factors affecting the
decision to buy it in online stores, etc. [1, 5].

The gender differences in the fashion
goods consumption are actively studied [1, 7,
25]. The question of the influence of a
trademark (brand) on the choice of one or
another fashion product is also quite widely
represented in scientific literature [7, 8].
However, today in scientific circles there are
such open issues as the lack of intercultural
studies in the field of fashion, as well as
personal characteristics of consumption [19].

The works of domestic researchers are
mainly focused on the following aspects: the
principles of forming collection assortment
[23], segmentation of fashion clothing lines in
the structure of fashion industry [24], mass
consumption of fashion goods [2]. In
particular, in the last work the author deals
with marketing and advertising in fashion,
studying fashion products as an economic
category.

Today, the study of the phenomenon of
consumption is also conducted in the field of
economic psychology with the gradual
coverage of new areas - anthropology, cross-
cultural spheres, etc. It is also noted that the
explanation of the consumption phenomenon
is not popular for economic reasons [25],
because nowadays the satisfaction of clothing
consumers depends not only on the
functional, but also on the psychological
aspects [8].

Setting objectives. It will require further
study and systematization of the classification
of Ukrainian fashion industry consumers,
studying the peculiarities of the fashion

luxury goods
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process participants’ behavior, depending on
the influence of various factors on them. Since
the modern design process of designing new
clothing patterns is primarily based on
consumer needs, the purpose of the article is
to study consumers in the field of fashion and
their behavior when choosing and buying
fashion goods. The study provides coverage
of the following issues: motives and
behavioral patterns of consumer fashion
industry; factors influencing the purchase
decision; definition of the attitude to the
fashion of  Ukrainian  fashion  goods
consumers.

Research results. It is known that
clothing belongs to the most symbolic and
presentation category; it is a tool for non-
verbal communication of a person, a way to
express one's perception, a lifestyle, a social
status, to demonstrate a taste and to
emphasize an image. Researchers agree that
clothing is being worn in public places to
demonstrate to others [7, 20]. Because of this,
fashion usually applies only to those products
that can be used demonstratively.

An important feature of fashion
products consumption is that the choice of
clothing is often based on the brand identity,
its own image and the popularity of the
goods. Researchers are convinced that if the
fashion did not change, people would not buy
things and accessories so often. The change
of fashion provides the activity of a powerful
industry, distributor and communication
systems to ensure the circulation of goods.
Huge marketing departments, advertising and
PR work closely to increase the sales of brand
products.

Consumption of goods in fashion
industry is inextricably linked with the concept
of a fashion product life cycle. 5 stages of a
fashion product life cycle should be defined:
the presentation, the growth of popularity, the
peak of popularity, decline in popularity and
rejection. The fashion product life cycle is
quite similar to the life cycle of other
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products, but there are some differences. For
example, the success of clothing in the market
can quickly change depending on the quality
of the product and the mood of society, in
contrast to other goods, where the success is
more stable. In addition, some fashionable
goods can gain popularity quickly and just as
quickly go out of fashion, while others for a
long time remain popular.

The following types of fashion products
life cycle are distinguished: the usual (the
most common) - about two seasons, short -
the product spreads and disappears very
quickly due to young people and innovators,
but does not spread to the broad masses and
fades away; long cycle - clothes of classical
style, which for a long time is not out of
fashion; a double or repetitive cycle - the
product goes out of fashion and after a short
period of time becomes popular again with
possible changes and adaptations [13].

It is known that the design of fashion
clothing is aimed at satisfying the needs of
consumers. Modern designers understand
that when creating clothes is not enough to
be guided by fashion trends and intuition: it is
necessary to have current information about
consumers. The most well-known
classification of consumers in the field of
fashion is the classification of E. Rogers and A.
Hoffmann [16], which is based on the degree
of the individual's activity in a fashion process.
Researchers divide consumers to innovators
(2.5%), early followers (13.5%), early majority
(34%), late majority (34%) and retarded (16%).

Specialists in PR and marketing in their
practice use the classification in accordance
with the principle of consumption prestige
[14]. Consumers of fashionable goods are
divided into three groups: Group 1 - based on
the dynamics of the fashion object popularity
growth ; Group 2 - aspire to be radically
different from the mass consumer; Group 3 -
for whom the degree of a fashion product
prestige is determined by its price. The
disadvantage of this classification is the lack
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of consumer types list and the inability to
investigate other factors that motivate people
to buy clothes.

Goldsmith R. E. and Clark R. A. [6]
distinguish two types of fashion consumers
according to the way of thinking: fashion
leaders and those who depend on the others'
point of view when choose clothing. The
authors note that the consumption of
expensive things is characteristic of both types
of consumers, while the indifferent attitude to
clothing is not characteristic of any of the
types. Therefore, the classification
characterizes only a part of consumers,
excluding those who are indifferent to fashion
and clothing.

Classification of consumers based on
purchasing motivation is to be noted [4],
which was created to train staff to work with
customers at women's clothing retail stores.
The disadvantage of the typology is the lack
of connection with the consumer's attitude to
fashion.

An important factor in the process of
choosing clothes is the level of payment
capacity of consumers. The paper [9] presents
the consumer classification, which shows how
the level of financial opportunities varies the
priorities and preferences of customers:
consumers who buy expensive fashionable
goods by their preferences; those who value
taste, functionality and cultural and aesthetic
value of goods; those who use the general
fashion, choosing the best value for money.

Researchers argue that the buyer is
simultaneously influenced by a variety of
factors, and therefore he/she behaves
differently in different situations. They divide
brand clothing consumers into groups
according to their behavior:

1. A particular group of consumers, who
are loyal to the brand and usually satisfied
with the latest purchased goods or brand.

2. A cognitive group of consumers,
which operates mainly on the basis of prices
comparison or other economic component.
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3. A group of clients who emphasize the
quality of products: design, style, material.

4. A group of customers who buy
fashionable products according to their
aesthetic and functional properties.

5. Impulsive consumer group - buying
things based on the physical characteristics of
products, not brand-based products.

6. A group of emotional consumers who
react to product symbols and tend to be
exposed to images.

7. A group of new consumers who have
not yet stabilized their behavior [10].

This classification is the most complete,
because it takes into account the various
factors that influence the choice of clothing
and decision making on the purchase. The
general classification of consumers according
to various criteria proposed by different
authors is given in Fig. 1. The conducted
theoretical analysis has made it possible to
highlight the following main motives for the

purchase of clothing: the need for dominance,
comfort, research of novelties (interest in new
ones), satisfaction, belonging to a certain
social group, economy, security, etc.

In connection with the economic and
cultural development of society, today's
consumer trends are influenced by general
trends. Due to the markets globalization, the
range of products available to the population
is growing as fast as the ability for the people
to make all new decisions in a fashionable
process. Knowledge of consumers helps
designers, marketers and other professionals
involved in the creation and distribution of
fashion products, to formulate and improve
the range of products, to understand
consumer requirements for goods, to predict
the demand for one or another product, and
to create effective campaigns for promotion
of clothing on the market.

Classification of fashion industry goods consumers
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Scientists also pay attention to social
factors that can influence the behavior of
consumers in the fashion industry and
distinguish objective and subjective factors.
Socio-objective factors include the following
ones: socio-demographic structure of the
population; income and purchasing power of
the population; product characteristics. Socio-
subjective factors include the following ones:
needs, values, consumer settings, social and
cultural norms, traditions, level of awareness,
past experience [15].

It is known that fashion significantly
influences the tastes of buyers and their
behavior. There are three types of processes
for the fashion goods purchase in accordance
with the degree of fashion influence [9]:

High impact on the purchase: the
consumer is influenced by fashion designers,
often copying the style of public, popular
people and quickly decides to buy a new item.

Medium influence on the purchase: the
buyer hesitates, but has a desire to own the
goods. Despite the fact that the consumer is
studying and testing clothes, he/she quickly
makes a decision on the purchase.

Low impact on the purchase. In case
when consumers think rationally on the basis
of psychological, social, economic, financial
factors, fashion impacts them insignificantly.
They collect a lot of information, actively
acquire the knowledge of fashion, carefully
study the findings and considerably decide on
the purchase. This approach takes the most
time among the above.

The behavior of fashion goods
consumers has its peculiarities depending on
gender, which is accented by almost all
researchers of consumers in the field of
fashion.

When designing clothing, it should be
taken into account that women are the largest
segment of clothing consumers because they
often buy things for their husbands, children
and other loved ones [8]. Women are more
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active in purchasing, regardless of what and
for whom they are buying. The result of the
study [3] shows that men consider the
purchase of fashionable goods purely for
women, and this is the main reason for their
passivity in the purchase of clothing.
According to [1], for women, when purchasing
in online stores, price is a more important
factor, when for men - the speed of purchase
and the comfort of clothing.

It is also noted that women are more
likely to choose clothes for aesthetic reasons
and neglect the comfort of clothing for the
sake of being able to impress others, while
men are wusually guided by their own
preferences and choose not only fashionable,
but also comfortable clothes. It is also noted
that for most women, the final choice of
fashionable clothing is accompanied by an
increase in emotional tone, while the
psychological state of men is characterized as
emotional-cognitive or restrained-cautious
[18].

To find out the peculiarities of Ukrainian
consumers' behaviour, 385 women aged 20 to
40, participated in the study, including:
students (29.5%), representatives of creative
jobs (25.5%), information technology (13%),
science and education (9.5%), business (10%),
service sectors, etc. The income level of
respondents is predominantly (90%) from
6000 to 20,000 UAH per month.

The results of the survey showed that
most  Ukrainian women, regardless of
profession, choose clothes of classical style
(43%) (Figure 2). Sport and romantic style are
preferred by 24.5% and 20.5% of women
respectively, ethnic style - by 7%. It has been
found out that for most women fashion is the
ability to look stylish and in line with current
trends (39.5%) and the means to express
themselves through clothing, stand out
among others (33%). For 12% of the surveyed,
fashion is an opportunity to entertain and
diversify —everyday life, while 11% of
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respondents believe that fashion is an  Also, 4.5% of the respondents consider
instrument of making money, because fashion  fashion as an opportunity to emphasize their
encourages us to buy new things everywhere.  belonging to a particular subculture.

How do you usually buy clothes? Which clothing style do you
prefer?

20,5 %
Romantic

58 %
Emotionally

2% - 7%
Rationally e Ethnical
What do you pay attention to Where do you usuallu buy clothes?
when buying clothes? 17 %
1% Market
0,
Cf)?nf/oort Universal
19 % 2 17,5%
Quali:y [aTepHeT

8 % 11,5 %
45 %%, Price Brand clothing
store

Design

Fig. 2. Results of Ukrainian women survey as fashion goods consumers

Based on the data obtained, we can (53%), the Internet (17.5%), the market (17%)
state that the influence of fashion on the and branded clothing stores (11.5%). The
purchasing behavior of modern Ukrainian  most popular shopping channels through the
women is rather high. Ukrainians tend to look  Internet are multi-branded online stores and
stylish and relevant, express themselves the Instagram social network (40 and 34.5%
through clothes and stand out among others.  respectively). Among women surveyed, a half
That is why when choosing fashion clothes the  is buying clothes rationally, that is, what was
most significant factor for them is the design,  planned and needed, and the other half
comfort is in the second place, and the third is  usually makes purchases emotionally. The
the quality of goods. Within the selected research also showed that the majority of
clothing segment, the least important factor  Ukrainian women favor fashion clothing from
affecting the purchase of goods is the price. foreign producers (67.5%). Often, 20,5% of the

Ukrainian women usually buy fashion  surveyed, buy things from domestic
clothes at multi-branded shopping centers  producers. As the respondents note, despite
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the variety of fashion clothes on the shelves of
stores, it is often difficult for them to pick up
quality basic things, pants, skirts, outerwear,
and clothing for tall and short, things of high
quality natural fabrics, stylish, unusual and at
the same time budget clothes.

Conclusions. To systematize consumer
information and predict their behavior, a
number of classifications that differ from each
other by the criteria that are used as the basis
(gender, age, income level, activity in the
fashion process, attitude to clothing,
motivation for purchase, etc.) have been
analyzed. It has been revealed that the main
factors influencing fashion industry consumers
behavior are: design of products, their
relevance and compatibility with fashion
trends, quality, comfort, price, satisfaction with
the purchasing process, etc. As a result of the
survey, it has been found that Ukrainian
women buy fashion goods mainly for
aesthetic reasons, considering in the first
place the design of the products; for them,
clothing serves as a tool to look stylish and
relevant, to express themselves and stand out
among others. The Internet as a channel for
purchasing fashion goods for Ukrainian
women is not popular today, most women
buy clothes in multiband shopping centers.
Ukrainians prefer fashion clothes of foreign
manufacturers, only occasionally buying
home-made items. Despite the fact that the
Ukrainian market is rich in fashion industry
goods from many countries, most women are
dissatisfied with the quality, size and range of
goods presented. The conducted research
shows that in the near future high quality
clothing of the original constructive solution
will be in demand, and will remain relevant for
a long time. Prospects for further research are
the definition of the attitude towards fashion
of Ukrainian men as consumers of fashion
goods and the development of the
classification of clothing consumers,
depending on the psychological and social
characteristics.
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Mera. MNpoaHanizyBatu knacuikawii
CyyacHUX Cnoxueauis chepn MOAW BigMOBIJHO
[0 HWHILWHIX peaniii pUHKY MOZHOI iHAYCTPIT ANns
Linen NpoekTyBaHHs oasary.

MeToauka. BukopucraHo CUCTEMHUIA NigXig
pile} obpaHoro 06'eKTy AOCNISXKEHHS,
3aCTOCOBaHO aHaNITUKO-TUMONOTIYHWUI Ta
MOPIBHANBHUA MeToaW. [OCnifXeHHs MiCTUTb
KPUTUYHMIA  aHani3 nybnikayin 3 obpaHoi
TeMaTuKK, FPYHTYETbCA Ha  COLOAOrIUHOMY
ONUTyBaHi, CTaTUCTUYHIN 06pobLi AaHWX.

Pesynbratn. Ornsg cyyacHWX AOCHigKeHb
JaB 3MOry oxapaktepusyBaTn ocobamBocCTi
MOBEAIHKM CMOXMBAUYiB MOAHOI iHAYCTPii Ta
nogatw ix knacudikauii 3a pisHUMM KpUTEpIaMU.
BuABNEHO UMHHMWKW, LWLO BMNAMBAIOTb Ha PilLEHHSA
CNOXMBa4YiB MPO MOKYMKM MOAHMX TOBapIB,
npoaHanizoBaHO  knacudikauii  cnoxusayis
oAAry Ta JAOCNIAXEHO KyniBeNbHY MOBEAiHKY
YKPaiHCbKUX XIHOK SIK CMOXMBa4YiB  MOZAHMX
ToBapiB. [poBefeHO aHKeTHe OnWTyBaHHA 3

METOI  BMBYEHHA  TUMOJOTii  YKPaiHCbKMUX
CnoXuBa4yiB TOBapiB  MOAHOI  iHAycTpii. B
pe3y/bTari aHKeTHOro OnMUTYBaHHA

BCTAHOBJIEHO, WO YKPAiHCbKi >KIHKM KymnyroTb
MOJAHI TOBapW MepeBaXHO 3  ecTeTUYHMUX
MipKyBaHb 3BaXkatouu B NepLly Yepry Ha Am3aiiH
BMPOGIB; OfAr € AN HUX IHCTPYMEHTOM
BUrNAZaTV CTUABHO, BMpaXKaTu BiacHe «fA» Ta
BUAINATACA NOMIK iHWKX. binbwicte >iHOK
KyMyroTb oaAr B MYyNbTMOPEHA0BMX
TOPriBe/IbHUX LEeHTPax, a OH-NalH MOKYMKwu
MOJHWX TOBapiB Yepe3 Mepexy |HTepHeT He €
NONYAAPHUMW  Ccepef,  YKPaiHCbKUX  XKIHOK.
YKpaiHku HajaroTb nepeeary MOAHOMY oOfAry
3apybiXKHUX BMPOBHWUKIB, AuLe iHOAI Kymnyroun
BITUM3HAHI BUPOOW.

HaykoBa HoBM3Ha. [locnigkeHo MOTUBK Ta
NMOBEAIHKOBI MeXaHi3MKM CMoXMBa4viB  MOAHOI
iHAYCTPIl, BU3SHAYEHO YMHHWKW, LIO BM/MBaOThH
Ha piLleHHA NPO MOKYMKY, BCTAHOBJEHO OCHOBHI

XapakKTepuncTnkm YKPaiHCbKMX ~ CMOXMBauiB
MOZAHOI  iHAYCTpii  Ana  uinen  Au3aiiH-
NPOEKTYBaHHA OAArY.

MpakTnyuHa 3HaYyLWiCTb.
OxapakTepn3oBaHO  Cy4vacHWUX  CMOXMBauYiB

PUHKY MOZAHOI IHAYCTpIi, BU3HAYEHO CTaBAEHHS
YKPaiHCbKUX CMOXMBaYiB OAAry AO MOKYMOK Ta
40 Moaun. Pesynbtatv fOC/AIAXKEHD MOXYTb OyTH
BMKOPWUCTaHI Mig 4Yac BWKAAAHHA AVCLMMIIIH,

Lenb. [lpoaHanv3anpoBatb  khaccudukaumm
COBPEMEHHbIX noTpebutenen cdepbl MOAbl B
COOTBETCTBMW C HbIHELWHMMK peanusMn  pblHKa
MOAHOW WHAYCTPUW ANA Uenei NpoeKTUPOBaHWA
OZAEXAb!.

Metopauka. /1cnonb3oBaHbl CUCTEMHbIN NOAXOS,
K BbIBpaHHOMY 06beKTy NCCef0BaHWs, aHaANTUKO-
TUMONOTUYECKUI U CPaBHUTE/IbHBIA  METOABI.
WccnepoBaHve  COAEPXNT  KPUTUYECKMI  aHanu3
ny6avkaumnin no BbI6GpaHHOL TemaTuke,
OCHOBbIBAETCA Ha COLMONOTMYECKOM  Ornpoce,
CTaTUCTUYECKOM 0bpaboTke faHHbIX.

PesynbTathl. O630p COBPEMEHHbIX
nccnesoBaHui aan BO3MOXHOCTb
oXapaKkTepu3oBaTb 0COBEHHOCTU noBeAeHus
notpebutenen MOAHOM WHAYCTPUW W JaTb WX
KknaccndukaLmm no pasHbIM KpUTEPUAM.
OnpeseneHbl  ¢GakTopbl, KOTOpble BAUAKOT Ha
pelweHve noTpebuTene O MOKynKax MOZAHbIX
TOBapOB, MpOaHaNM3NPOBaHbl  Khnaccudumkaumm
notpebutenei oAex /bl " nccnesoBaHo

MoKyraTesibCKoe MOBeAEHUE YKPaUHCKUX >KEHLUH
Kak noTpebutenein MoAHbIX ToBapoB. [lpoBeseH
aHKETHbIN OMPOC C Le/bl W3yUYeHUs TUMOAOTUU
YKPauHCKMX  noTpebutenein TOBapoB  MOZAHOW
WHAYCTpUW. B  pe3ynbTaTe aHKETHOro onpoca
YCTAHOBJ/IEHO, UTO YKPAMHCKNE XEHLLMHbI MNOKYNatoT
MOJHble TOBapbl NPenMyLLECTBEHHO "3
3CTETUYECKMX COOBpaxkeHn, obpallas BHMMaHWe B
MepByt0 oOuepesb Ha [AM3allH W3Zenvs; ofexza

ABndeTca  aAnad  HUX  UHCTPYMEHTOM  BbITNAAETb
CTUNIbHO, Bblpa>kaTb cobcTBEHHOE «f» n
BblAENATbCA MeXAay ApyrnMmun. bonbwKnHCTBO

XKEeHLWWH noKynakT ogexay B Myl'IbTI/I6peHAOBbIX
TOProBbIX LEeHTpax, a OH-narH NOKYMKN MOAHbIX

TOBapoB 4epe3 ceTb VIHTepHeT He ABAAIOTCA
NOMYAAPHBIMU  CPeAM  YKPAUHCKMX  >KEHLLUH.
YKpauHKM  NpejnounTaroT  MOAHYI  OAeXay
3apybexHbIx npousBoguTenelr, Jvlb  UHOTAA

noKynas oTeyecTBeHHbIe U3enus.

HayuHas HoBu3Ha. /lccnegoBaHbl MOTMBBLI ©
nosegeH4yeckme MexaHWU3Mbl notpebutenen
MOAHOW  MHAYCTPUW,  onpeAeneHbl  dakTopsl,
KOTOpble BAVAIOT Ha peleHne O MOKYyrKe,
yCTaHOBJIEHDI OCHOBHbIe XapaKTepuCTUKK
YKPanHCK1X notpebutenet MOAHOM UHAYCTPUN ANS
Lene AM3aH-NPoeKTMPOBaHNE OfeXabl.

MpakTtuueckas 3HaYUMOCTb.
OxapakTepn3oBaHbl COBpeMeHHble noTpebuTenm
pblHKa MOZHOW NHAYCTPUW, onpegeneHo
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MnoB's3aHnX 3
iHAYCTpI€ErO.
Knrouosi

Teopieto MogM Ta ¢ewH- [| oTHoweHWe yKpauHcKuMx noTpebutenein ogexabl K

nmokynkam u K moge. PesynbTtathl mccnegoBaHui

cnoBa: iHaycmpiﬂ Moau, MOryT ObITb NCNOIb30BaHbI C Lenbto npenojgaBaHna

cnoxueadyi o0s2y, moda, nogediHka cnoxusadyis, || AncUMNAWH, CBA3aHHbIX C Teopuven MoAbl U QeLlH-
knacugpikayis cnoxusadis. NHAYCTPUEN.
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