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Bnnue ¢yHKUin 6peHay Ha NoBeAiHKY CNOXMBaYiB TOBapiB PO3KOLUi

Y cmammi aemopom 30iliCHEHO y3azanbHEeHHs meopemuyHux nidxodie 00 8u3Ha4YeHHs ennusy 6peHOy
Ha CnoXUaHHsS mogapie PO3KOWI Ha OCHOBI HayKosux npaub iHO3eMHUX eyeHux. [lposedeHo aHani3
nogediHkosux yHKUil 6peHAy Ha npuknadi NOPIBHSIHHA PUHKY mMosapie Macogo20 CnoXUBaHHS ma PUHKY
moeapie Po3Kowi. Y cmammi asmopoM CucCmemamu308aHO «HepauioHasbHi» MOMUBU CNOXUBAHHS, SKi
gnugarme Ha (hopmyeaHHs nonumy Ha 6peH0 mosapy poskowi. Y pobomi 3anponOHOBaHO Hanpsmu
hopmysaHHS y cnoxugada «HepauioHanbHUX» ma «HeyHKUOHaIbHUX» 3UCKig 8i0 CnoxusaHHs mosapig
PO3KOWI.

Kntoyoei cnoea: 6peHd mosapy po3Kowi, MOMUBU ChOXUBaHHA mosapie PO3KOW.
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BIUAHWE ®YHKLIMA BPEHIA HA NOBEJEHWE NOTPEBUTENEN TOBAPOB POCKOLLI

B cmambe asmopom ebinonHeHo 0bobuwjeHue meopemuyeckux nodxo008 K onpedeneHur 8IusHUS
bpeHO0a Ha nompebrieHue mMoeapo8 POCKOWU Ha OCHO8E Hay4yHbIX MPYdos 3apybexHbIX y4YeHbIX.
[MposedeH aHanu3 nogedeHyeckux GyHKyul bpeHda Ha npumepe CpagHeHUs pbIHKa Mo8apos Maccogo20
nompebrneHus U pbiHKA mMoeapos  pockowu. B cmambe aemopom  cucmemamu3uposaHsbl
«HepayuoHarbHbie» Momugbl nompebreHus, Komopble enuslmM Ha hopmuposaHue cnpoca Ha 6peHd
mogapa pockowu. B pabome npednoxeHbl HanpaeneHus opmuposaHus |y nompebumens
«HepayUOoHasbHbIX» U «HehyHKUUOHaIbHbIX» 8bI200 0m NOMpPebIeHUs M08ap0o8 POCKOWU.

Knroyeenbie cnosa: 6peHd mogapa pockowu, MOmMugkl NompebieHuUsi Mogapos POCKOWU.
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THE EFECT OF THE LUXURY BRAND FUNCTIONS ON THE CONSUMER BEHAVIOR

The method of comparison, analysis and synthesis, induction and deduction in devoted paper for the
purpose of summarized modern theoretical approaches to the identifying the effect of the luxury brand
functions on the consumer behavior are used.

The research is based on the analysis of scientific papers of leading scientists about the luxury brands
functions and "irrational” consumer behavior. The comparative analysis of brand behavioral functions for
the mass market and luxury goods market are carried out.

The paper is shown that the priority functions effect of the luxury brand on the consumers behavior are
the function of prestige and the symbolic values function. The classification of the "irrational” incentives for
the consumption luxury goods are arranged.

The areas of the consumer "irrational” and "non-functional” benefits from the consumption of luxury
goods are presented. More than the other brand goods, the luxury brand should be upheld its values
proceeding from the irrational incentives of the consumption.
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