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ABSTRACT: Statistical data is derived based on the survey of respondents, in the following three 

areas of the Georgian consumer market: product prices, tuition fees in higher education, the 

number of people wishing to travel to the parts of Georgia. Using this marketing information, the 

task of examination hypotheses about the unknown average values of populations is solved. 
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INTRODUCTION  

In marketing research, along with marketing methods, probabilistic-statistical methods are used 

[1], for example, regressive analysis is used in [2], [3], [4] papers.The article solves the problems 

of hypothesis examination in marketing research in the following three areas: prices of thirty 

products, tuition fees in four higher education institutions, the number of people wishing to travel 

to ten regions of Georgia.Remarkably, the marketing information was obtained is a result of the 

survey of respondents of Tbilisi. Current and acceptable prices for products and higher education 

tuition fees are discussed. 

Consider any X population. In our case, it is the abundance of current and user-named prices of 

products, the abundance of prices for higher education, the abundance of those wishing to travel. 

We note the unknown mean value of the symbol population. Suppose x1, ..., xn is a sample of n 

volumes taken from the X population - the results of n population observations. Consider the null 

basic hypothesis H0: a = a0 and the opposite H1: a> a0. Where a is the unknown mean value of 

the population X. The task of testing hypotheses is as follows: We need to use sampling to make 

a criterion based on which we can decide whether to accept or reject the H0 hypothesis. The 

following form of the criterion                          : where X ̅ is the selective mean, s is the selective 

standard deviation. H0 Hypothesis rejection or critical area: t> tn-1, α; Where tn-1, α is the critical 

point of the student distribution, and α is a definite number, for example, α = 0.05. 
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