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Introduction. In modern conditions, the 
process of identifying consumer behavior under 
the influence of environmental factors and 
internal physical and psychological needs 
remains important. In fact, it is impossible to 
make effective marketing decisions without 
taking into account the factors that affect 
consumer in specific socio-economic situations, 
as well as his own convictions, values and 
lifestyle. In conditions of market saturation, it is 
important to make special efforts to find and 
keep one`s consumer.  

Results. Theoretical bases of research of the 
factors influencing the decision-making process 
of the consumer in the choice of goods are 
examined and analyzed, and the components of 
external and internal impact are detailed in this 
article. The peculiarities of end-consumers` 
buying behavior during purchasing a mobile 
phone are analyzed, the analysis of significant 
criteria, put forward by the consumer, is carried 
out. The influence of marketing measures such 
as advertising and promotional offers, the 
period of mobile phone longevity, the reason for 

changing the model, the place of phone 
purchase are analyzed. The influence of the 
seller's gender on the decision-making process is 
considered. The interpretation of the research 
results is presented graphically, for visual 
presentation. It was found that store personnel 
plays a significant role, consumers trust men 
more while purchasing a mobile phone. 
Guidelines based on consumer requirements 
about mobile phone modifications are given. 

Conclusions. The data, which are base for 
establishing the dependence of consumer 
behavior on factors, were obtained as a result of 
questioning visitors of specialized shops. The 
results of the research allow us to state that the 
consumer behavior depends on the purchasing 
influence. It is established that the choice is 
more based on psychological and personal 
factors, dependence also exists on socio-cultural 
factors, marketing complex and factors of 
situational influence, and also the main 
requirements for choosing a mobile phone, 
which are an important aspects for producing a 
competitive product are identified. 
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