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Abstract – Today's market environment is constantly changing, as a result of many factors and therefore 

comes to the appearance of new rules of behavior for the market participants, such as opening new 

opportunities and facing with challenges. Those factors: globalization, foreign competition, the Internet, 

the diversity of the trading environment and the great offer of products and services caused the creation of 

new behavior of customers, both in the purchase process and in the decision-making process. On the other 

hand, the offer of the companies, the image of the product, the price, the marketing communications have 

effect for looking for new ways of achievement i.e. creating brand. Customers today have significantly 

more negotiating power and a large amount of information that allow to perceive which factors affect the 

level of problem solving, diagnosing factors in decision-making process and so on. Then it is imposed one 

of the most important factors, and it is the image of the products and services and their role on the customers. 
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I. INTRODUCTION 

As we know the image is psychological relation 

between manufacturer, marketing channels and 

customer. On the market are not important only the 

objective elements of the product, but above all its 

psychological effects and its subjective nature that 

are discovering consumers and users. The image is 

not an empirical data about certain company that is 

made by the opening of the company, but the 

introduction of the new product and all associated 

activities outside the company. According F. Kotler, 

the image of the product is a special appearance 

among customers that is acquired for certain 

existing or potential products. As image types are 

mentioned (according to the literature on marketing 

communications) the four elements and the concept 

of image such as image object, image subject, 

demand and reception mix. We will try to explain 

the phases of the process of communication, as well 

as the product/service and the personality of the 

customer. The summary notion of image means a 

product, containing group products from a particular 

branch, different products and brands in which the 

brand image is related to specific products or 

companies as brand image. This will directly focus 

on the company's image or corporate image and will 

help to understand the impact of the factors for 

forming the image, then the relationship in making 

purchasing decisions and the impact on the 

corporate image of the company's position. The 

corporate image is a set of identification marks on 

the basis of which can be given characteristic for the 

company. 
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II. MATERIALS AND METHOD 

Describe It is well known that the goal of any 

company is building its economic and 

communication character. The economic goal is 

manifested in profits, and communication is 

reflected in the effort to maintain a positive and 

clear image (French is imaz). Establishing clear and 

positive image contributes to the achievement of 

economic goal, which is the profit. Although there 

is an opinion that profit is not a final economic goal, 

therefore, although it is very important and 

appreciated in the last decade, it is described as a 

consequence. In this way are neglected many factors 

and characteristics of the input and output in the 

operations in any company. The image is much 

more than achieving the economic goal of the 

company. The basic construction of the image 

constitutes: perception, identity and attitude. On the 

decision of customers to buy particular products 

have effect many factors. The group of so-called 

rational factors includes those factors that are 

characterized by rationality in consumer behavior 

and they are from economic, demographic, financial 

and technological nature. In irrational factors are 

those from unpredictable nature and cannot be 

quantified. These factors include the traditions, 

habits, variations in taste, desires etc. Customers 

also are different according to age, level of 

education, gender and so on. Factors that affect 

customers can be grouped as cultural, social, 

personal and psychological factors. 

 

III. RESULTS 

Results The data used in the creation are derived 

from several grocery stores that sell Vincini 

products. All data used in the analysis were obtained 

from a database in the companies, but for the 

purposes of the analysis is prepared a questionnaire. 

One of the most important things in compiling the 

questionnaire is that it is necessary to ask questions 

that will crystallize the key indicators and categories 

important for the survey. Since we will input the 

questions, as well as their responses next step is to 

begin with their processing and analysis. For this 

purpose SPSS software package enables a variety of 

tools for the analysis and data processing, but we 

will use a Frequencies analysis. 

 

Fig. 1 Users Aplicationfor permanent costumersfor a smaller 

quantities 

 

The picture with number 1 shows us the statistics 

of all questions that were in the questionnaire. As 

we can see Frequencies analysis is done quite well. 

The validity is 20, while there are not omissions or 

errors. The maximum or minimum refer only to 

questions of  Numeric type, and they vary 

depending on the answers. The same is for the other 

parameters. 

IV. CONCLUSION 

Market analysis and implementation of the survey 

have advantages in detecting market trends that 

cannot be analyzed just using the databases. It is 

ideal to combine both methodologies to get a clearer 

picture of how the sale takes place. In this paper is 

made combination of analysis of the survey and 

database. Same were processed with the SPSS 

program package for processing and analyzing data 

and analyzed using the techniques of data analysis 

and turned into useful information that gave support 

to certain business decisions through the stores 

where they conducted research and analyzes. Have 

been used the techniques of analysis that responded 

the analyzed data and found that the quantity of data 

does not play a crucial role in the information age, 

but the quality. The results show that the techniques 

of data analysis in very effective way help to make 

certain business decisions, which will further have 

effect on the future of the company. Same kind of 

analyzes of course it is possible to be made in other 

branches, not only in sales but also in 

manufacturing, industry, banking, health, education 

and other. 
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