Ilompebumenvcrkoe nogeoenue monooexrHcu: KOMMYHUKAMUGHBLIL ACHEKM:
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OOBEKTOM HUCCIENOBaHUS B JAHHOW paboOTe BBHICTYyHAaeT MOJIOACKD B BO3PAcTe OT
15 mo 31 roma. IlpeameTroMm wuccnenoBaHHs SBIAETCA KOMMYHUKALMS TPyII
MOJIOZISKHM B TIpoliecce BbIOOpa W MOKYyNKH. llems paboThl — M3y4HWTh BIUSHUC
NPUHAISKHOCTH K TPYMNE MOJOJASKH Ha OCOOCHHOCTH MOTPEOUTETHCKOTO
noBefieHUs. B mporiecce paboTel n3ydeHbl (HakTOphl, GOPMHUPYIOIIUE PEIICHUE O
COBEpIICHUU  TMOKYIKH;  BBIMNOJHEHO  HCCIEIOBAHWE  BJIUSHHUS  YJICHOB
aKaJeMHYecKOM TpyIIbl Ha MOTpeOuTenbckoe moBeneHue. [lo pesynbratam
UCCIIEIOBaHUsI OBUT CJlieJlaH BBIBOJ O BIUSHHUM TPYII HAa TOTPEOUTEIIHCKOE
IIOBEJICHUE MOJIOJBIX JIIoAEeH. Bce TeopeTndeckne U METOAMYECKUE IOJIOKEHUS,
coJiepkaluecst B padboTe, BBIHOCUMBIE Ha 3aIUTY, 3aKII0YaIoIINe B ce0e HAyUHYIO
HOBU3HY M IPAKTUUECKYIO 3HAYMMOCTb, pa3pad0TaHbl JINYHO CTYICHTOM.
Knioueevie cnoea: nosedenue  nompeoumeneu,  MONO0EHCHb,  GIUAHUE,
KOMMYHUKAYUS, Ce2MeHMUposanue, epynnoi.
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The object of study in this paper serves youth aged 15 to 31 years. The subject
of this study i1s communication groups of young people in the process of choosing
and buying.Purpose - to study the effect of belonging to a group of young people
on the characteristics of consumer behavior.In the process, studied the factors
shaping the decision to make a purchase; to study the effect of members of the
academic group on consumer behavior.According to the study it was concluded
that the impact of groups on the consumer behavior of young people. All
theoretical and methodological provisions contained in the work for the defense,
enclosing a scientific novelty and practical significance, designed personally
student.
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