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CONSUMER PREFERENCES IN PURCHASING NATURAL HONEY: EVIDENCE FROM A
SURVEY IN WEST KAZAKHSTAN REGION

ANNOTATION

This study examines consumer preferences for natural honey in the West Kazakhstan region of the
Republic of Kazakhstan, a key region with developed agriculture and beekeeping. The aim of the study
was to identify the factors determining consumer choice, their attitudes toward different honey varieties,
purchase channels, and additional bee products.

A 15-question survey was used to collect data. The questionnaire was presented in both printed
and online versions, ensuring coverage of different population groups. Ninety respondents aged 18 to 65
participated in the study. Data was collected at markets, fairs, specialty stores, and through online
surveys. The results were processed using descriptive statistics and visualized in diagrams.

The analysis revealed that flower honey is the most popular variety (67%), followed by linden
honey (23.9%), while rarer varieties such as acacia (4.5%) and phacelia (1.1%) are in low demand. The
main selection criteria are taste (73.9%) and appearance/consistency (44.3%), while price (20.5%),
variety (18.2%), and brand (17%) play a secondary role. Respondents cited disease prevention as the
primary purpose of purchase (73.6%), reflecting the perception of honey as a functional product.

Most buyers prefer to purchase honey at markets and from beekeepers (54.5%), indicating a high
level of trust in direct producers. Consumers consider high quality to be the main competitive advantage
(81.8%). However, the main barriers are related to mistrust of quality (57.5%) and the risk of
counterfeiting (54%).

Thus, the study confirms that consumer demand for honey in Kazakhstan is driven primarily by
traditional varieties, organoleptic properties, and the product's therapeutic and prophylactic value. The
data obtained can be used to develop strategies for promoting domestic honey, increasing market
transparency, and building trust in beekeeping products.
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Introduction. Natural honey is a multifaceted product of great significance not only as a
sweetener but also for its profound nutritional and therapeutic benefits. The composition and efficacy of
honey are influenced by various factors, including its geographical origin, production methods, and the
floral sources from which bees collect nectar. Research has indicated that honey produced locally by
beekeepers often exhibits superior antibacterial properties compared to commercial varieties, which
frequently lack essential bee-derived components that contribute to its healing capabilities [1, 2]. A
study has shown that more than 40% of commercially available honeys have antibacterial activities akin
to those of artificial products, raising concerns about their therapeutic effectiveness [2].

The biochemical properties of honey have been explored extensively, demonstrating its role as an
immunomodulator and its potential in cancer treatment. For instance, honey has shown promise in
enhancing wound healing and combating Methicillin-resistant Staphylococcus aureus (MRSA) through
its antibacterial actions [3, 4]. Moreover, multiple studies support the claim that honey, particularly
when combined with other natural products such as cinnamon or ginger, can yield greater therapeutic
effects than each component alone [5]. This synergistic effect highlights honey’s versatile role in
integrative medicine, where it is utilized not only for its sweetening properties but also as a valuable
adjunct in medicinal treatments.

Additionally, honey's nutritional profile plays a critical role in its health benefits. It serves as a
source of essential nutrients, including vitamins, minerals, and various bioactive compounds such as
phenolic acids and flavonoids, which contribute to its antioxidant activities [6, 7]. The antioxidant
properties of honey, which are often linked to its polyphenolic content, have made it a focal point in the
study of natural remedies for oxidative stress and related diseases [8, 9]. Furthermore, the consumption
of honey is increasingly associated with enhancements in immune function and overall health
improvement [10].

Consequently, the authenticity and purity of honey are paramount, as adulteration can
compromise its therapeutic qualities. Efforts to ensure honey’s integrity include employing advanced
analytical methods for detecting adulterants, which is crucial for maintaining consumer trust and
ensuring the availability of beneficial natural products [11, 12, 13]. This attention to quality is
underscored by the rising consumer awareness regarding the health implications of honey, particularly
in the context of increased interest during health crises like the COVID-19 pandemic [2].

In recent years, there has been increased interest in studying consumer behavior and the factors
influencing their choices when purchasing bee products. Identifying the key criteria that buyers use when
choosing honey not only helps us understand the structure of demand but also identifies areas for
improving the competitiveness of domestic honey.

Consumer surveys are one of the most effective methods for collecting primary information on
consumer preferences. This study included a sociological survey among residents of the West
Kazakhstan region. The purpose of the survey was to identify their preferences when choosing natural
honey, identify key criteria (price, quality, taste, packaging, brand name, etc.), and determine the factors
that shape the product's competitive advantages.

The obtained results allow us to evaluate current trends in consumer demand, determine the
specific perceptions of domestic and imported honey, and develop recommendations for beekeepers,
producers, and trading companies on expanding their product range, improving product quality, and
developing effective marketing strategies.

Materials and methods of research. The study was conducted in the West Kazakhstan region of
the Republic of Kazakhstan, which boasts a developed agricultural and beekeeping tradition. The region
is considered a major producer of natural honey, with both domestic and imported varieties widely
available on the local market.

Data collection methodology. A survey was used to study consumer preferences. The
questionnaire included 15 questions aimed at identifying:

— Significant selection criteria (price, taste, appearance, brand, assortment);

— Preferences for honey types (acacia, linden, flower, mixed-herb, buckwheat, etc.);

— Purpose of honey purchase (food, medicinal, cosmetic, souvenir);

— Purchase channels (market, specialty stores, retail chains, fairs, online);

— Factors that shape competitive advantages (price, quality, assortment, brand awareness, etc.);



— Purchase frequency and average volume of purchased products;

— Level of trust in domestic and imported honey;

— Attitudes toward additional bee products (propolis, bee bread, royal jelly, wax).

The questionnaire was compiled in two formats:

1. Printed version — used when conducting a survey at markets, fairs and specialized stores.

2. Electronic version (Google Forms) — distributed via social networks and instant messengers.

Sample of respondents. The survey involved 90 respondents aged 18 to 65 living in the West
Kazakhstan region. Participants were selected randomly from among consumers interested in purchasing
honey. The sample was roughly evenly distributed between men and women.

Statistical data processing. The collected data was entered into MS Excel spreadsheets and
statistically analyzed using Python (pandas, matplotlib). The following methods were used for
processing:

* Descriptive statistics (absolute and relative frequencies, percentage distributions);

* Plotting diagrams (pie and bar graphs) to visually represent the structure of consumer
preferences;

* Analyzing relationships between variables (e.g., preferences depending on purchase frequency or
price level).

Results. A survey was used to study consumer preferences for natural honey. The questionnaire
included 15 questions aimed at identifying preferences for honey types, selection criteria, purchase
frequency, purchase channels, perceived medicinal properties, and factors limiting consumption (Figure
1).

Among the options presented, flower honey is the most popular, preferred by 67% of respondents,
making it the clear leader in demand. Linden honey ranks second (23.9%), followed by mixed-flower
honey (20.5%) and buckwheat honey (17%), which also find their customers but remain niche products.
Acacia honey is chosen by only 4.5% of buyers, while phacelia honey has the lowest demand (1.1%),
likely due to its low availability and low consumer recognition. Overall, the results show that buyers
prefer the most accessible and traditional types of honey, while rarer varieties remain marginal in
demand.

The most important criterion for respondents when choosing natural honey is its taste—73.9% of
respondents cited this as an option, confirming the priority of the product's organoleptic characteristics.
Appearance and consistency are also significant (44.3%), helping buyers visually assess the quality of
honey. Price is important for 20.5% of respondents, and variety of products for 18.2%, indicating a
secondary role for these factors. Brand name and purchasing experience are least important (17%),
highlighting the weak influence of brands on consumer choice. Overall, the results show that buyers are
primarily guided by the taste and appearance of honey, rather than price or brand recognition.

According to respondents, the primary purpose for purchasing natural honey is disease prevention—
73.6% of respondents chose this option, highlighting the perception of honey as a product with
pronounced health benefits. Direct consumption as a food product ranks second (41.1%), meaning almost
half of respondents consider honey part of their daily diet. Culinary use of honey was less common-only
11.5% of respondents noted this, while no one (0%) chose cosmetic purposes. Thus, honey is primarily
perceived as a therapeutic, preventative, and nutritional product, while its culinary and cosmetic uses
remain limited.

Most respondents prefer to purchase natural honey at the market or directly from beekeepers -
54.5% chose this option, demonstrating a high level of trust in producers and a desire to buy the product
firsthand. A significantly smaller proportion of buyers rely on specialized stores (13.6%) and retail
chains (12.5%), suggesting a relatively limited role for formal sales channels. Fairs occupy an
intermediate position (11.4%), while online shopping remains the least popular (8%). Overall, the data
shows that consumers value direct contact with beekeepers and guarantees of product authenticity, while
modern distribution channels play a secondary role.

According to respondents, honey's greatest competitive advantage is its high quality - chosen by
81.8% of participants, underscoring the dominant role of trust in the product's naturalness and beneficial
properties. Also significant is the uniqueness of its composition (31.8%), reflecting consumer interest in
special types and medicinal properties of honey, as well as a wide selection (23.9%), which satisfies a
variety of taste preferences. Brand awareness was noted by only 13.6% of respondents, suggesting a
weak influence of brands on the honey market. Low price and availability throughout the year received
equally low ratings (10.2% each), indicating their secondary importance compared to quality. Overall,



the results demonstrate that for consumers, quality remains the decisive criterion for honey's
competitiveness, with price and marketing factors playing a secondary role.

The majority of respondents (52.3%) purchase natural honey several times a year, indicating that
they perceive it as a seasonal or occasional product. 28.4% purchase honey once a month, forming a
segment of more regular consumers. Only 5.7% of respondents purchase it several times a month, thus
qualifying as the most active buyers. Meanwhile, 12.5% of respondents make such purchases less than
once a year, indicating that honey plays a minimal role in their diet. Overall, the data shows that regular
monthly consumption is characteristic of approximately a third of consumers, while for the majority,
honey remains a product of occasional demand.

The largest share of respondents (37.5%) preferred plastic containers, likely due to their lightness,
ease of transportation, and affordability. Glass jars came in second (30.7%), valued for their eco-
friendliness, flavor preservation, and traditional appearance. Almost a third of respondents (29.5%) stated
that packaging is unimportant to them, indicating that this criterion is of low importance to a significant
portion of consumers. Pre-packaged packaging (tubes, blisters, etc.) proved unpopular, with only 2.3% of
respondents choosing it. Ceramic containers, however, received zero votes (0%), likely due to their low
availability and practicality.

The most important information on honey packaging for consumers is the product's composition
and origin (62.5%) and the presence of quality certificates (eco, organic, halal, etc.), which were noted by
58% of respondents. A significant proportion also pay attention to the honey harvest date (40.9%) and
expiration date (35.2%), emphasizing the importance of product freshness and safety. Indication of the
region of origin was less popular (21.6%), and the "other" category received only a few mentions (1.1%),
indicating the low importance of additional factors. Thus, the primary criteria for packaging information
remain transparency of the composition and quality assurance.

The majority of respondents expressed confidence in domestic products: 62.5% prefer to buy
Kazakhstani honey, reflecting a high level of loyalty to local producers. Meanwhile, 35.2% of
respondents viewed domestic and imported honey equally, indicating that the country of origin was not
decisive for them. Only 2.3% of respondents more often chose imported honey, indicating an extremely
low proportion of consumers who prefer foreign products. Overall, the results demonstrate a strong trust
and loyalty among consumers toward domestic honey.

Most respondents (71.6%) indicated that they use only traditional honey, without resorting to other
bee products. Among additional products, propolis (23.9%), valued for its medicinal and preventative
properties, is the most popular. Respondents chose wax (8%), royal jelly (4.5%), and especially bee
bread (3.4%) significantly less frequently. Thus, the market for bee products remains limited, and
consumer preferences are primarily focused on traditional honey, with only a small percentage
expressing interest in other bee products.

The primary sources of information about natural honey for respondents are friends and
recommendations—chosen by 42% of survey participants. A significant portion of consumers also rely on
information from the internet and social media (30.7%) and obtain information at exhibitions and fairs
(27.3%). However, traditional channels such as television and radio advertising were completely unused
(0%). Thus, personal experience and informal communication channels play a key role in informing
consumers, while traditional advertising has no impact on consumer knowledge about honey.

Many respondents (59.1%) were willing to pay more for honey with verified quality, highlighting
the importance of certificates and laboratory testing in building trust in the product. However, 30.7% of
respondents found it difficult to provide a definitive answer, which may indicate a lack of awareness or
doubts about the true value of certification. Only 10.2% of respondents stated they were not willing to
pay extra for certified quality. Overall, the results show that for most buyers, the presence of official
quality guarantees is a significant factor, capable of justifying a higher price for honey.

The overwhelming majority of respondents perceive honey as a medicinal product. For example,
62.5% of respondents use it to treat colds, while another 33% use it primarily for preventative purposes.
Only 4.5% of respondents indicated that they consume honey solely as a sweet treat, without regard for
its medicinal properties. Thus, for the overwhelming majority of consumers, honey is associated not only
with a food product but also with a natural remedy for maintaining health and preventing disease.

Of the respondents surveyed, 27.3% indicated that they regularly include honey in their children's
diets, while 30.7% used it only occasionally. Furthermore, 12.5% of participants indicated that they do
not give honey to their children, and 29.5% of respondents do not have children. Thus, it can be said that
more than half of parents use honey in their children's diets (regularly or occasionally), emphasizing its
perception as a healthy and natural product suitable for promoting children's health.



The main factors that may deter buyers from purchasing honey are lack of confidence in quality
(57.5%) and suspicion of counterfeit or adulterated products (54%). This underscores consumers' high
concerns about product authenticity and safety. High price also plays a significant role, noted by 31% of
respondents. Less common reasons include allergies (10.3%) and lack of honey consumption habits
(4.6%). Thus, the main barriers to purchase remain concerns about quality and the risk of counterfeiting,
rather than economic or physiological factors.
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Figure 1 — Survey results

Discussion. The survey results demonstrate that Kazakhstani consumer preferences largely align
with global trends, although they do have their own unique characteristics. Traditional varieties—flower
and linden honey remain the most popular, while rarer varieties (such as acacia or phacelia) account for a
minor share of demand. Similar results have been obtained in studies in European countries, where the
main drivers of consumption are also familiar and affordable honey varieties, while exotic varieties
remain niche products [14, 15].

Taste and appearance were key factors in honey choice (73.9% and 44.3%, respectively). This is
consistent with the results of international surveys: for example, in Hungary and Romania, consumers
also value taste and organoleptic characteristics above price or brand [16, 17]. Price, however, is of



secondary importance (20.5%), which correlates with research showing that consumers are willing to pay
more for a product with proven quality [18].

A significant proportion of respondents associate honey purchases with its medicinal and
preventative properties: 73.6% cited disease prevention as the primary purpose of purchase. Similar data
are provided in studies from Turkey and Poland, where honey is viewed not only as a food product but
also as a traditional medicine [19, 20]. Thus, honey continues to be perceived as a functional product, not
just a natural sweetener.

An interesting finding is the high level of trust in domestic honey (62.5%), highlighting loyalty to
local producers. Consumers also prefer markets and direct purchases from beekeepers (54.5%),
consistent with the findings of European studies, which view direct contact with the producer as a way to
minimize the risk of counterfeiting [21].

Counterfeiting and doubts about product quality remain the main barriers to purchase (57.5% and
54%, respectively). Globally, this is also one of the key factors reducing trust in the honey market [22].
Quality certificates (e.g., organic, halal) and laboratory testing are important criteria for 58% of
respondents, which is fully consistent with global trends toward increasing demand for certified food
products [23].

Thus, the study's results confirm that for Kazakhstani consumers, as for international consumers,
taste, quality, and trust in the producer remain decisive factors in their choice. However, a characteristic
feature of the local market is the predominance of traditional varieties and the relatively weak role of
brands. To improve the competitiveness of domestic honey, measures are needed to increase production
transparency, promote certification, and expand sales channels, including online and through specialized
stores.

Conclusion. A 15-question survey revealed key trends in consumer preferences for natural honey.
The study revealed that traditional varieties —primarily flower and linden honey —lead to the highest
demand, while rarer varieties are virtually unpopular. The primary selection criteria are taste and
appearance, highlighting the importance of organoleptic characteristics in shaping consumer demand.
Honey is mostly purchased at markets and from beekeepers, reflecting trust in direct producers and a
desire to minimize the risk of counterfeiting. Consumers consider high quality and unigque ingredients to
be the product's primary competitive advantages, while price and brand play secondary roles.

Most respondents perceive honey as having a distinct therapeutic and prophylactic value: it is used
to treat colds and promote health, including in baby food. This confirms honey's status as a functional
product, the value of which extends beyond food.

However, doubts about the authenticity and quality of the product, as well as the risk of
counterfeiting, remain the main barrier to purchase, highlighting the need to improve market
transparency and accessibility of certified honey. Overall, the study showed that consumer demand for
honey in Kazakhstan is driven primarily by traditional varieties, quality, and the medicinal value of the
product, while marketing and pricing factors have limited influence. The findings can serve as a basis for
developing effective strategies for promoting domestic honey, strengthening consumer confidence, and
enhancing the competitiveness of beekeeping products in domestic and international markets.
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TYWUIH

By 3eprrey aybunl mapyallbUIbIFBI MEH OMapTa IIapyallbUIbIFbl JaMblFaH HeErisri eHip Ooubimn
tabbaTeiH Kazakcran PecrmyOnukaceinbiH bateic Kazakcran oOdbICBIHAA TYTHIHYMIBUIAPIABIH TaOHFU
Oanfa JereH TajJfaMblH 3epTTeiii. 3epTTeyliH MakcaTbhl TYTHIHYIIBUIAPABIH TaHJIAYbIH aHBIKTaWTBIH
(dakTopnapapl, ONapAblH OpPTYpJi Oal copTTapbhiHa, caThIl ajly apHajapblHa >KOHE KOCHIMILIA apa
OHIMIEpiHE JIereH KO3KapachlH aHBIKTaYy OOJIIbI.

Hepekrepni >kuHay yimiH 15 cypakraH TypaTbiH cayalHama mnaigananeuiapl. CayanHama
XaJBIKTBIH OPTYPJIi TONTAPBIH KaMTYAbl KAMTaMAachl3 €T€ OTBIPBIN, Oacia >KoHEe OHJIAH HyCKajapbhlHAA



yehIHBUTIBL. 3epTTeyre 18 OeH 65 xac apanbiFbiHIarkl 90 pecrioHACHT KaThICThI. JlepekTep Oa3apnapna,
XKOpMEHKeNepie, MaMaHAaHAbIPbUIFaH TYKEHAEpJe >KOHE OHJAH cayalHamajap apKbUIbl >KUHAJBL
Hotmxenep cumarramManblk CTaTHCTHKAaHBI KOJNJAHY apKbUIBl OHJIENIAI JKOHE JuarpaMmainapia
OeiiHeneHi.

Tanmay HoTmkecinae ryni 6ansl eH TaHbMal copT (67%), exiHii opbiHaa auHAeH Oansl (23,9%),
an cupek ke3mecerTin akammsa (4,5%) xone Qacenmus (1,1%) copTrapbl a3 cypaHbICKa He €KeHi
aHbIKTanapl. Herisri ipiktey kpurepuiinepi — aoMm (73,9%) sxoHe CBIPTKBI TYpi/KOoHCcUCTeHIMCH (44,3%),
an Oara (20,5%), copt (18,2%) xone Openn (17%) kocankel pen aTkapajbsl. CaThill alyablH HETI3ri
MaKcaThl PETIHAE PECIIOHACHTTEP aypyAblH alablH amyabl atajibl (73,6%), Oy O0anabl (yHKIIMOHAIIIBI
OHIM peTiHJIe KaObUIIayabl KOpCeTeI.

CaTpln amymbUIapIbIH KeMIIuIiri Oanasl 0a3apnapiaH skoHe omapTambuiapaan (54,5%) catein
alyabl JKeH Kepemi, Oy Tikenedl eHmipymiiiepre JereH CEHIMHIH JKOFaphl JACHICHIH KepCeTei.
TyTHIHYIIBUIAP JKOFAphl camaHbl 0acThl OJCEKENeCTiK apTHIKIIBIIBIK Jen caHaiapl (81,8%). lerenmen,
HETi3ri Kefeprijep canara ceHimcizmikmeH (57,5%) jxoHe )KanFaHABUTBIK KayiiMeH (54%) OaiiaHbICThL.

Ocpunaiiina, 3eprrey Kasakcranpa Oajfa TYTBIHYHIBIIAP/BIH CYPAaHBICHI €H aJIBIMEH JOCTYPJIi
COpTTapfa, OpPraHOJENTUKANBIK KACHETTEpre JKOHE OHIMHIH eMJIK JKOHEe MNpOQUIaKTHKAIBIK
KYH/IBUIBIFBIHA OalNaHBICTBl €KEHIH pacTai/ipl. AJIBIHFAH MONIMETTEp OTaHJBIK Oalfpl iIrepiiery,
HAPBIKTBIH AIIBIKTBIFBIH apTTHIPY JKOHE apa IIapyallbUIbIFbl OHIMJEpiHe JIereH CeHIMAl apTThIpy
CTpaTerusIapblH 93ipJiey YIIiH MaiaiaHblTybl MYMKIH.

PE3IOME

B JaHHOM  HCCJICOOBAHMMN HU3Yy4arOTCA HOTpe6I/ITeJ'[BCKI/Ie NpearnodYTeHuss B  OTHOIICHUH
HaTypanbHoro ména B 3anazHo-Kaszaxcranckoit odnactu PecniyOnuku Ka3zaxcraH, KIIFOUeBOM pErvoHe ¢
Pa3BUTBIM CEIIbLCKUM XO3SMCTBOM H T4YCII0OBOACTBOM. Hem)}o HUCCIICOBaHUA OLIIO BEISBJIICHHE (1)aKTOpOB,
OTIPEICNAIONMX BBIOOp TOTpeOWTENEH, WX OTHOIICHWE K Pa3IMYHBIM copTaM MEna, KaHajaam
MPHOOPETEHUS 1 IOTIOITHUTENHHBIM MPOAYKTaM ITIEIOBOJICTBA.

st cOopa MaHHBIX HMCIIONB30BAJICS OMPOC W3 15 BompocoB. AHKera Obla MpeACTaBiIcHAa Kak B
ME9aTHOM, TaK M B JJIEKTPOHHOM BHJE, YTO OOECIEYMBAIIO OXBAT DPA3NUYHBIX TPYII HACETCHHS.
B uccnenoannu nmpuHsiy yaactue 90 pecroHaeHTOB B Bo3pacte oT 18 g0 65 ner. JlaHHBIE cOOMpaTHCh
Ha pBIHKAax, spMapkax, B CHENHATU3NPOBAHHBIX Mara3wHax, a TaKKe MOCPEICTBOM OHJIAWH-OMPOCOB.
PesaynbTathl OblTH 0OpabOTaHBI C MMOMOIBIO OMUCATENLHONW CTATUCTUKH W BU3YaJIH3HPOBAHBI B BUJIC
Irarpamm.

AHanu3 mokasal, 9To Hanbolee MOMyISIPHBIM COPTOM SIBJIAETCS IIBETOYHBIN MEN (67%), 3a HUM
cienyer nmunoBeid MER (23,9%), B TO Bpems Kak OoJee penKue copra, Takue Kak akanueBbid (4,5%) u
(anemuessrit (1,1%), momp3yr0TCa HU3KUM cIIpocoM. OCHOBHBIMH KPHUTEPUSMHU BHIOOpA SIBISIFOTCS BKYC
(73,9%) n BHemHU Bug/koncuctenius (44,3%), B To Bpems kak 1ieHa (20,5%), accoprument (18,2%) u
openn (17%) wrparoT BTOPOCTENEHHYIO pOJb. PecroHIeHTh Ha3Ball MPOQWIAKTHKY 3a00IeBaHUN
OCHOBHOH TeNbI0 MOKYTKH (73,6%), 9TO OTpaskaeT BOCIPHATHE MENA KaK (PyHKIIMOHAIHHOTO IPOIYKTa.

BonbmmmHCTBO TMOKynaTeneid MpenrnodyuTaroT HpuoOpeTaTh MEN Ha PHIHKAX M Y ITYEIOBOJIOB
(54,5%), 4TO CBUIETEIBCTBYET O BHICOKOM YPOBHE JOBEPHs K IPSIMBIM IPOH3BOAUTENSIM. [loTpeduTenu
CUMTAIOT BBICOKOE KadyeCTBO IJIAaBHBIM KOHKYPEHTHbHIM IpeumyiecTBoM (81,8%). OmHako OCHOBHBIMHU
OapbepaMu SBJISIFOTCS HemoBepHe K kauecTBy (57,5%) u puck nognenku (54%).

Takum o00pa3oMm, WcCCIEIOBaHWE TOATBEPXKIAET, YTO TOTPEOMTENhCKHM CIpoc Ha MED B
Kazaxcrane ompenenserca, Tpexzae BCEro, TPAAUIUOHHBIMA COPTaMH, OPTaHOJICHTHYECKUMHU
CBOWMCTBAMHU M JI€4eOHO-TIPO(MUIAKTHIECKON EHHOCTHIO MpoAyKTa. [lomydeHHbIe naHHBIE MOTYT OBITH
WCIIONB30BaHbl JUIA pa3pabOTKH  CTpaTerwil MPOJIBIIKEHHS] OTEYECTBEHHOTO MENA, MOBBIIIEHUS
MIPO3PAYHOCTH PHIHKA M YKPETUJICHHSI IOBEPHS K TPOILYyKTaM ITIETOBOJICTBA.
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