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PEDEPAT

Junomuast padota comepxut: 89 crpanui, 15 pucynkos, 5 dopmyin, 1 Tabd-
Uiy, 43 UCIOIb30BaHHBIX UCTOUYHHKA.

ITIOTPEBUTEJIb, DKOHOMMNYECKOE IIOBEJEHUE IIOTPEBUTEJIA,
UPPALIMOHAJILHOCTD ITOBEJIEHUS, TTOTPEBUTEJILCKUI CITPOC, CU-
JIA IHEHBI, ITPOBJIEMA OTHOCHUTEJIBHOCTHU, DODOEKT OXUIAHIMA, PE-
KIIAMA, PLIHOYHA S BJIACTD, IUODOEPEHIIMALIA.

Ileas pabOTBI — OCBEIIEHHWE TCOPETUUYCCKUX ACICKTOB PA3BUTHS KaTCTOPHH
«YenoBek» B IKOHOMHYECKUX HCCICIOBAHUAX, aHaIu3 (PAKTOPOB, BIHUSIONIMX Ha
SKOHOMHMYECKOE IIOBEJACHUE TNOTpeOUTENeH; ONpeaeNICHUE, ITOCPEACTBOM OIpoca,
CTENICHU BO3JICUCTBUA, OKa3bIBAEMOTO PEKJIAMOW HA WHIWUBUIOB.

OOBEKT HCCIIeOBAHMS - IICUXOJOTHUECKHIE 3aKOHOMEPHOCTH SKOHOMHYECKOTO
ITOBEJICHUS TTOTPEOUTEIICH.

[IpenmMer uccaenoBaHus - UPPAIMOHAILHOCTD TOTPEOHUTENIEH, KaK MyTh K 000-
TAlICHUIO IIPOU3BOIUTENEH.

Metoabl HMcclieIoBaHMs: aHATUTHYECKUM, CpaBHEHUS, KiIaccudukaius, 0000-
IIICHUE, ONMCAaHNE, OTIPOC.

B nuniomHOl paboTe BBISBISIOTCS OCHOBHBIE (PAKTOPHI, BIMSIONINE HA DKO-
HOMHUYECKOE TOBEACHUE MOTpeOUTECH, 000CHOBBIBACTCS BaXKHOCTh PEKJIAMBI, Kak
omHOHM u3 (GopMm peIHOYHON BiacTu. IlocpencTBoM ompoca o pekiiaMe OmpeaesseTcs
MHEHHE PECIIOHJICHTOB 10 MOBOAY, OKa3bIBAEMOT0 Ha HUX BO3JCHCTBHUS CO CTOPOHBI
IIPOU3BOJUTEIIEH.

ABTOpOM J1eJ1aeTcsl YIop Ha TO, YTO MPPAIMOHAIBHOCTh B MOBEJICHUH TIOTPE-
OouTeseit OTKphIBACT MHOXKECTBO IIPEUMYIIIECTB JJI MPOU3BOAUTENCH B YBEIMUYCHUN
MPUOBUIA U CHIDKCHUHU CPEIHUX JIOJITOCPOYHBIX U3ACPIKEK.

POOEPAT

JpimioMHas pabora 3msmrgae: 89 craponak, 15 mamonkay, 5 ¢dopmyin, 1
Tabuiiy, 43 BEIKAPBICTAHBIX KPBIHILI.

CITAXKBIBEL], SKAHAMIYHbBIA [TABO/I3HbI CIAXBIVIIA,
IPALIBIAHAJIBHACLIb TTABO/I31H, CITAXKBIBELKI ITOIIBIT, CUJIA LIAHBI,
I[TPABJIEMA AJIHOCHACILI, D®EKT YAKAHHS, POKIIAMA, PbIHKABAS
VIIAJIA, JbI®EPOHIIBIAIBIA.

MbTa mpallbl - acBATJIIEHHE TAPATHIUHBIX ACMEeKTay pa3Billlsd Kararopkll «Ya-
JaBeK» ¥ HSKaHaMIUHBIX JlaciefaBaHHAX; aHali3 (akTapay, sKis YIUIbIBaKOlb Ha Ka-
HaMIYHae MaBOJ3IHbI CHAXBIYIOY; BbI3HAUSHHE, 3 JanaMorail ambITaHHS, CTYIIEHI
V313esHHs, IKoe poOiIia pIKjIaMaid Ha 1HAbIBIAA.

AO'eKT nacnegaBaHHs - 3aKaHAMEPHACII YKaHAMIYHAra MaBo/i31H CIaXBIYIIOY.



[IpagmeT macnmemaBaHHS - ipalbISTHAIBHACIH CHAXBIYIOY, SK MUIAX 1a y30a-
ra4y’HHS BBITBOPIIAY.

Mertanpl nacienaBaHHS: aHATMITBIYHBI, MapayHaHHs, Kiacidikaibis, adaryib-
HEHHE, aficaHHe, allbITaHHE.

VY npimiomMHal mparibl BRISYIISIONIA aCHOYHBIS haKTaphl, MTO YIUIBIBAIOIb HA
SKaHaMIYHbIS TTABOJ31HBI CIIAXKBIYIIOY, acTajeyBaelllla BaXKHACIh PIKJIAMBI, K aTHOU
3 (hopmay pbiHKaBail yiazabl. [Ipa3 anbiTaHHe npa pakiiaMy BbI3HAYaela JyMKa pac-
MaHAPHTAY 3 Haro/ibl, poOJIeHHAra Ha iX YIUIbIBY 3 OOKY BRITBOpIIAY.

A¥yTtapam po0imma ymop Ha TOe, IITO IpambISHAIBHACIH Y TMaBOJ3IHAX
CHaXbIY1I0Y aJKpbIBa¢ MHOCTBA MepaBar JUisl BHITBOPLAY y MaBEIIUdHHI NPBIOBITKY 1
3HIKDHHI CSIPIHIX T0YTaTIPMIHOBBIX BBIJATKAY .

ABSTRACT

Thesis contains: 89 pages, 15 figures, 5 formulas, 1 table, 43 sources.

CONSUMER, ECONOMIC BEHAVIOR OF CONSUMERS, IRRATIONAL
BEHAVIOR, CONSUMER DEMAND, POWER OF PRICES, PROBLEM OF
RELATIVITY, EFFECT OF EXPECTANCY, ADVIRTISING, MARKET POWER,
DIFFERENTIATION.

The object of research - coverage of theoretical aspects of the development of
the category "Human" in economic research; analysis of the factors affecting on eco-
nomic behavior of consumers; determining, by the survey, the degree of influence
exerted by advertising on individuals.

Object of research - psychological patterns of economic behavior of consum-
ers.

Subject of research - the irrationality of consumers as a way to enrich the pro-
dusers.

Methods: analysis, comparison, classification, generalization, description, in-
terview.

Diploma paper identifies the main factors affecting on the economic behavior
of consumers, substantiates the importance of advertising as a form of market power.
Through a survey about advertising determined respondents’ opinion about the exert-
ed influence on them by the producers.

The author emphasizes that the irrationality in consumer behavior offers many
benefits for producers to increase profits and reduce long-term average costs.
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