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MeTtonoJiorisi JocaifKeHHs1: 3 METOI0 y3arajbHEHHS Ta CHCTeMaTu3allii
Cy4aCHUX TEOPETHUKO-METOAUYHUX IMIAXOAIB A0 Kiacudikallii CrioKuBadiB TOBapiB
PO3KOIIl 3aCTOCOBAaHO METOJM TMOPIBHSHHSA, CHHTE3y Ta aHajiizy, IHAYKIIi Ta
nenykiii. JlocmimpkenHs moOyJoBaHO Ha aHalli3l HAYKOBUX IIpallb IMPOBITHHUX
1HO3eMHUX BYCHUX 3 THUTaHb IMOBEAIHKM CIOXKMBA4yiB TOBApiB PO3KOIII Ta IX
miApoOOK.

Pe3yabTaTu: VY3aragibHEHO TEOPETUYHI TMIAXOAM 10  Kiacudikamii
CIIO’KMBA4iB  TOBapiB  PO3KOIN,  MPOAHAII30BaHO  I1X  TMOBEAIHKY Ta
oxapakTepu30BaHO (DYHKIIIT OpEHIIB TOBApiB PO3KOIIII.

HoBu3na: IIpoBeneHo aHajii3s MOTHBIB Hamipy CIIOKHBada 3IIMCHUTH
MOKYIIKY Ta Oa)kaHHS BOJIOJITH TOBAPOM PO3KOII Ta MOro MigpoOKOI Ha OCHOBI
€KOHOMIYHHX Ta MCUXOJIOTIYHUX KPUTEPIiB.

IpakTuuHa 3Hauymictb: B po0OoTi moka3zaHo, IO CTPIMKUN PO3BUTOK
CBITOBOTO PHHKY TOBapiB PO3KOII Ta PUHKY MiIPpOOOK 0OyMOBIICHUM, MO-TIEPIIIE,
Oa)XaHHSIM CTIOYKMBAYiB JIEMOHCTPYBATH COLIAJBbHUN CTATyC, MO-APYTe, BIAUyBaTH
€KCKJIIO3MBHY MIHHICTH TOBapy. OCHOBHUM MOTHBOM CIOKHBAHHS TMiIpPOOOK
TOBapiB PO3KOIII € TEMOHCTPAIlisl CTATyCy, B TOM Yail K JJI CTIOKUBAHHS TOBapiB

PO3KOIII BaXKJIMBUM € YCBIIOMJICHHS TTTMOMHHUX IIIHHOCTEH, SIK1 YOCOOIIOE TOBap.



YK 658:65.011.4

CpaBHUTEJIbHBIN aHAJIHM3 TOBAPOB POCKOIIM M UX MOAAEJIOK: HAMEPEHUE

HOTpeﬁl/ITeJ'lﬂ COBECPIIMUTH MMOKYIIKY M KC€JIAHUE BJIA/I€ETh POCKOIIBIO

E.A. Haymosa, x.3.H., 0oyenm xagedpwvl mapkemunea u no8e0eHYecKoll
aKOHOMUKU, YHusepcumem skonomuxu u npasa « KPOK»
_prober_@mail.ru

MeTtonosorus ucciaegoanusi: C 1einpio 0000UIEHUS U CUCTEMaTU3aLUU
COBPEMEHHBIX  TEOPETUKO-METOJIWYECKUX  TMOAXOJ0B K  Kjaccuukauu
noTpeduTesield TOBApOB POCKOIIN HCIIOIb30BaHbl METOJIbI CPaBHEHMs, CUHTE3a U
aHaliu3a, MHAYKIUU U AeAyKiuu. MccnenoBanrue MOCTPOSHO HAa aHAIU3€ HAYYHBIX
paboT BeAyIIMX WHOCTPAHHBIX YYEHBIX B BOIMPOCAX IMOBEACHHUS MOTpeOUTENeH
TOBApPOB POCKOIIHU U UX MOJJIEIIOK.

Pe3yabTaTtbl: OO000IIEHB TEOPETUYECKHE MOAXOJbI K KIaccU(UKAIUU
notpeduTeNneld TOBAPOB POCKOIIM, MPOAHATUZUPOBAHO UX MOBEJICHUE U
OXapaKTePU3UPOBaHbI (PYHKIIMH OPEHIO0B TOBAPOB POCKOIIH.

HoBu3zna: IIpoBeaeH aHanu3 MOTMBOB HAMEPEHUS TOTPEOUTEINSI COBEPILIUTD
NOKYIIKY W JKEJaHWsl BJIAJETh TOBAPOM POCKOIIM W €ro MOAAEIKON Ha OCHOBE
SKOHOMUYECKUX U TICUXOJIOTHYECKUX KPUTEPUEB.

IIpakTuyeckasi 3HaUMMOCThL. B pabore Mmoka3zaHo, YTO CTPEMHUTEIbHBIN
POCT MHUPOBOI'O PbIHKAa TOBAPOB POCKOIIM W PbIHKA MOJAJAEIOK OOYCIIOBIEH, BO-
MEPBBIX, JKEJIaHWEeM TMOTpeOuTeneii JEeMOHCTPUPOBAThH CTATYC, BO-BTOPBIX,
OIYIIaTh JKCKIIO3UBHYIO IIEHHOCTh TOBapa. OCHOBHBIM MOTHBOM TMOTPEOJICHUS
MOAJEIIOK TOBAPOB POCKOIIM SIBJISETCS JAEMOHCTpAIMs CTaTyca, B TO BpeMs, Kak
JUIsT TOTpPeOJEHUsT TOBAapOB POCKOIIM BaXKHBIM €CTh OCO3HAHHE TI1yOMHHBIX

HGHHOCTCP'I, BOILIOIICHHBIX B TOBAPC.
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Research Methodology: The method of comparison, analysis and
synthesis, induction and deduction in devoted paper for the purpose of summarized
and systematization of modern theoretical and methodological approaches to the
classification of consumers of luxury goods are used. The research is based on the
analysis of scientific papers of leading foreign scientists about the consumer
behavior of luxury goods and their counterfeits.

Results: Theoretical approaches to the classification of the consumers of
luxury goods are summarized, customer behavior of luxury goods are analyzed,
functions of brands of luxury goods are characterized.

Novelty: The analysis of the motives of intentions of the consumer to make
a purchase and desire to possess luxury goods and their counterfeiting on the basis
of economic and psychological criteria is held.

The practical significance: The paper is shown that the rapid growth of
the global market of luxury goods and counterfeit market is due, firstly, the desire
of consumers to demonstrate the status, and secondly, to feel exclusive value of the
goods. The main motive in the consumption of counterfeits of luxury goods is to
demonstrate status, while for the consumption of luxury goods is important the

awareness of the deep values materialized in the goods.
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