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AHOTALIS

AKTyaJIbHiCT P0o00TH. MapKETUHTOB1 JOCHIIKEHHS CHOXKHBALBKUX
BIIOJI00aHb € aKTyaJIbHUMH Ta BOKIUBUMHU JTOCTIDKEHHSAMH, a/pKe JIJIS Cy4acHOTO
punky FMCG crtae HeoOXiIHMUM IpopaxyBaTH 1 3a3AaJIeTib MepeadadynuT, IKO
OyJie TIOBEIiIHKA CTIIOKMBAYiB Ta TEHJCHIlISA 1X BIOJ00aHb, TAKOK MOXHA BUSBHTH
OCHOBH1 (haKTOpW, WI0 BIUIMBAIOTh Ha IX AaKTUBHICTb, HACTpPid, CTYIiHb
3aJI0BOJICHOCTI Ta 1HIIe. TakuM YuHOM oOpaHa TeMa MaricTepchbkoi poOOTH € BKpaid
aKTYyaJbHOIO ChOTO/IHI.

Karw4oBi ciaoBa: MapKeTHHTOBI JOCIHIIKEHHSI, TOBEJIHKA CITOKMBaya,
KyniBeJbHa CIIPOMOXKHICTh, puHOK FMCG.

MeTta po00TH — 10CTII)KEHHS MOBEIIHKU CTIO’KMBAYIB Ta iX MPIOPUTETIB MpHU
3aKyIiBJIl TOBapiB Yy CYYaCHMX YMOBaX, pO3pOOJICHHS TMPOIO3UIIK 1040
BJIOCKOHAJIEHHSI MapKETHHTOBOI JISUTbHOCTI BUPOOHUKIB Ta MPOABIIB HA PUHKY Y
HaIpsMi 11 ajganTairii 10 ICHYOUHX 3MiH Y (hakTopax MapKETUHTOBOT'O CEPEIOBHUIIIA.

O0’exT mociimkeHHsi — aHami3 craHy ykpaincekoro puHky FMCG Ha
PUKJIAI JISTBHOCTI OCHOBHUX I'PaBIIiB JJAHOTO PUHKY.

Ctpykrypa Ta o0csar podoru cranoButh. 110 c., 10 puc., 15 tabmn., 3
noaaTtku, 36 iHGopMaIlIHHIX HKEPET.

Pozninu kBanidikamniiaoi podoTH:

Y mepmioMmy posaini «JlocmiykeHHsST IMOBEMIHKHA CIIOKMBada sSIK OCHOBA
MapKETUHTOBOI MISUIBHOCTI» PO3KPUTO CYTHICTH MOHSTTS «IMOBEIIHKA CIIOKHBAYAY
Ta YMHHUKY BIUTMBY Ha HEl.

Hpyruii  po3nin  «AHaN3 EKOHOMIYHOI Ta MAapKeTHHTOBOi MisSUTBHOCTI
OCHOBHHMX rpaBiliB Ha puHKy FMCG» mnpoaHami30BaHO MiSUTBHICTE OCHOBHHX
KpPYIHUX TPaBIliB HA yKpaiHChkoMy puHKY FMCG.

Y TpetromMy po3auni  «MapKeTHHTOBI JOCHKEHHS 3MIH CHOXKHBYOT

MOBEJIHKM Ha ykpaiHcbkoro puHKy FMCG» 3pob6nieno ananiz punky FMCG B



VKkpaiHi, AOCHIKEHO KOHKYPEHTHE CTaHOBHIIE YKpaiHcbkoro puHky FMCQG,
TEHAEHII1i 1Oro po3BUTKY Ta HAPSIMKH MOAJIBIIOTO 3pPOCTAHHS B YKpaiHi.
Metoam nociigzkeHHsi. B poO0TI BUKOPHCTOBYBAJIUCS 3arajlbHOHAYKOBI Ta
crenianbHi METOJIM JOCIHIJKEHHS, a caMe: METOJU TEOPETUYHOTO y3arajbHEHHS 1
MOPIBHAHHSA; rpadIYHUIl METOJI, METOAM MPUYMHHO-HACIIAKOBOTO Ta aOCTPaKTHO-

JIOT1YHOTO 3B'SI3KY; METOJI CHCTeMaTH3aIlil.



ABSTRACT

Relevance of work. Marketing studies of consumer preferences are relevant
and important studies, because for the modern FMCG market it becomes necessary
to calculate and predict in advance what will be the behavior of consumers and the
trend of their preferences, it is also possible to identify the main factors that affect
their activity, mood, degree of satisfaction, etc. Thus, the topic of the master's thesis
chosen is extremely relevant today.

Keywords: marketing research, consumer behavior, purchasing power,
FMCG market.

The purpose of the work is to study the behavior of consumers and their
priorities when purchasing goods in modern conditions, to develop proposals for
improving the marketing activities of manufacturers and sellers in the market in the
direction of its adaptation to existing changes in the factors of the marketing
environment.

The object of the study is an analysis of the state of the Ukrainian FMCG
market using the example of the activities of the main players of this market.

The structure and scope of the work is: 110 pages, 10 figures, 15 tables, 3
appendices, 36 information sources.

Sections of qualification work:

The first chapter "Research of consumer behavior as the basis of marketing
activity" reveals the essence of the concept of "consumer behavior" and the factors
influencing it.

The second chapter "Analysis of the economic and marketing activities of the
main players in the FMCG market" analyzes the activities of the main large players
in the FMCG market.

In the third chapter, "Marketing studies of changes in consumer behavior in
the Ukrainian FMCG market", an analysis of the FMCG market in Ukraine was
made, the competitive position of the Ukrainian FMCG market, trends in its

development and directions for further growth in Ukraine were studied.



Research methods. The work used general scientific and special research
methods, namely: methods of theoretical generalization and comparison; graphic
method, methods of cause-and-effect and abstract-logical connection;

systematization method.
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