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OOBEKTOM TUIUIOMHOW pabOThl SBISIOTCA KapThl Bocmupusitus. [Ipenmerom
ABJIAFOTCS BO3MOYKHOCTH CTaTHCTHYECKMX METOAOB MpPU IOCTPOEHUU KapT
BocnpusTuss OpeHnoB. Llemb paboOTBl COCTOMT B ONPENEICHUU POJM  KapT
BOCTIPUATHS B M3YUYEHUHU OCOOCHHOCTEH BOCHpUATHSA OpEHIOB U OLICHKE
BO3MOYKHOCTEH pAa3IMYHBIX CTATUCTHYECKHX METOAOB MpPU IOCTPOEHUU KapT
BOCIIpUATUS. B pe3ynapTaTe CcaMOCTOATENBHO MPOBEAEHHOIO SMIIMPUYECKOTO
UCCJIEIOBAHMS OBLIM IOCTPOEHBI M MPOMHTEPIPETUPOBAHBI KapThl BOCHPUSATHUSA
OpEHI0B YMIICOB, MOJYYECHHBIE HA OCHOBE MPUMEHEHHUS K HCXOJHBIM JaHHBIM
MHOTOMEPHBIX CTaTUCTUYECKUX METOJ0B, TAaKUX Kak: (aKTOpHBIA aHaIM3,
MHOTOMEpPHOE IIKAJIMPOBAaHWE, aHAJU3 COOTBETCTBUM W JUCKPUMHUHAHTHBIN
aHanu3. CrenaH BBIBOJ O pa3JIMYHOM LEJE€BOM HA3HAYEHUU U BO3MOXKHOCTAX
KQ)KJIOTO METOJ1a JUIsl IOCTPOCHHMSI KapT BOCTIPUATHS OPEHIOB.

Knioueevie cnoea: bpeno, nosuyuonuposauue, Kapmvl 80CNpusmus, oopas
Openoa,  akmopHulli  aHanu3, — MHO2OMEpHOe  WKAIUpPO8aHue,  AHAIU3
coomeemcmeuti, OUCKPUMUHAHMHBIU AHATU3.
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The object of the thesis is the perception maps. The subject is the possibility
of statistical methods for constructing the perception maps of the brands. The
objective of this work is to determine the role of perception maps in learning
features of brand perception and to assess the possibility of different statistical
methods for constructing perception maps. As a result of independent empirical
research have been constructed and interpreted perception maps of chips brand’s
obtained by applying to the raw data multivariate statistical methods such as factor
analysis, multidimensional scaling, correspondence analysis and discriminant
analysis. It is concluded that each method has different possibilities for brand
mapping and can used for various purposes.
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