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MARKETING RESEARCH OF THE AGRO-FOOD MARKET OF LUHANSK REGION:
THE BASIS FOR ENCOURAGING FOREIGN INVESTMENTS IN OVERCOMING
THE CONSEQUENCES OF A MILITARY CONFLICT

Formulation of the problem. The overcoming of
the consequences of the military conflict in the Doenbas
in its economic component is only possible under the
conditions of claboration of a system of scientific and
practical measures aimed at ensuring effective produc-
tion and commercial activities in the Luhansk and Do-
netsk oblasts of domestic business entities. The reality
15 that Ukraine itself is not in a position o ensure the
overcoming of the consequences of a military conflict.
This will require comprehensive and extensive assis-
tance from the international community. However, this
kind of cooperation can anly begin with the availability
of such elaborate measures that are built into clear and
transparent Projects and Programs with the necessary
derivative mechaniams for irmplementation.

According to the economic structure of the re-
gional subcomplex controlled by Ukraine in the
Luhansk region, it has a far-reaching agro-food orienta-
tion. Therefore, it is guite logical that the developrment
of appropriate scientific and practical measures should
be based on comprehensive marketing researches of the
regional agro-food marker.

Analvsis of the sclentific study of the problem
under investigatlon. Theoretical, methodological, and
scientific and practical kasis for the development of this
problem are the fundamental positions of F. Koiler [1]
and J.-I. Lamben [2]. 5 Kosenkow sufficiently thaor-
oughly worked out not enly the general content of mar-
keting rescarch, but also the relevant applied aspects: the
method of their conduct and a cerain toolkit [3]. M. Bu-
tenko [4] and Y. Rafinsky [5] focused on marketing re-
searches of industrial goods.

Ag for the developrment of marketing rescarch
problems at the regional level (and especially regional
agroe-feod markets), they were only launched in Ukraine
in recent years. [ Budnykevich, [ Havevsh and M. Po-
padinets discovered their theoretical, methodological
and predictive components and prospects for use in or-
der to increase the attractiveness of the regions [6; 7.

Market researches of the agro-food markets of
Luhansk region and Donetsk region in the conditions of
the military conflict and post-war Donbas — in general,
are only beginning to take shape. There are reasons o
believe that their works may be considered as their star-
ing basis, which are sponsored by entire rescarch teams
under the direction of V. Gorbuling E. Libanova and
0. Amaosha [8; 9], as well as some domestic scientists —

M. Kisil [10], A Kolosow [11], V. Chebotarov [12].
However, a fairly wide range of such approaches and
agqessments should be taken into account. Therefore, the
promising proposal of a group of scientists of the Insti-
tute of Industrial Economics of the Mational Academy
of Hciences of Ukraine under the leadership of
b, Amosha on the development of the Concept of the
State Target Program for the Restoration and Peace
Building in the Eastern regions of Ukraine with the sub-
mission of the corresponding substantiated Project [13]
deserves all possible support.

The purpose of the article is to reflect the conclu-
aiong of the comprehensive marketing rescarch of the
agro-food market of Luhansk region for the purpose of
the subseguent substantiation of proposals to interna-
tional charitable organizations regarding the develop-
ment and implementation of their grant policy in helping
o overcome consequences of the military conflict in
agro-food acctor of Donbas,

Fresentation of the maln material of the artele.

Comprehensive marketing rescarch of the agro-
food market of the Lubansk region was conducted by the
NGO "Resurs. Help, Development.” In October-Dhe-
cember 2007 with the encouragement of the teaching
ataff and students of the Chair of Economic Theory,
Marketing, and Entreprencurship of the Luhansk Taras
Shevchenko Mational University.

The appeal of this Public organization to the Chair
of Economic Theory, Marketing, and Entreprencurship
of LML was not aceidental. In addition to many vears of
work on the agre-feod and world economic issuwes chair
[L4], since 20015 on its hasis, with the invelvement of
lecturers of other higher educational institutions of
Ukeaine, there is a communication and consulting center
of several leading intermational non-governmental char-
ity organizations. The arsenal of this center is a scientific
and practical support for the development and imple-
mentation of business plans of beneficiaries of interna-
tional charfable organizations in the field of micro-cn-
treprencurship, development of advertising producis
and activities of international organizations in the field
of public relations in the context of charitable donations
in the Donbas [12; 15].

The main geal of this complex marketing research
of the agro-feod market of the Luhansk region is to jus-
tify proposals for international investors o identify the
priority directions, forms and volumes of charitable aid
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in the indusirial and commercial chain “regional pro-
ducer — trade and distribution chain — end conswmers” in
order o improve the socio-sconomic and institutional
status of the region.

Methodical tools for conducting this siudy were
three to a cenain extent separate, but coordinated and
complementary research - the constituent components.

The first is an analysis of potential opportunities
and corresponding resource needs of producers of agro-
food products of the Lubansk region in the sphere of
small and mid-sized businesses in order o inerease vo-
lumes and expand the range of these products (an inte-
gral part in determining the prospects for creating new
jobs) — the B2ZBE marker

The second: an assessment of the prospects of the
trading enterprises operating in the region to increase the
valume of sales of foed products of regional producers —
producers of the Luhansk region (B2B market).

The third. Analysis of the preferences of end-user
consumers in the Luhansk oblast concerning the pur-
chase of food products from regional producers (BXC
rmarket).

The methodological support for the implementa-
tion of integrated marketing research was made up of
three separate questionnaires (in accordance with the
specified components - components), developed by spe-
cialists of the NGO and feachers of the deparnment.
These questionnaires included cross-cuiting questions
for cach group of respondents regarding certain areas of
production, marketing and consumption of food pro-
ducis. In addition to the quesiionnaires for the first and
second components, additional questionnaires for per-
sonal in-depth interviews (respectively, for producers of
agriculiural products and trade enterprises selling food
productsy were further developed.

The questicnnaines and interviews-inferviews o
the three research-components compiled cover all 12 ad-
minisirative-territorial districts of the Luhansk region,
which are controlled by Ukraine. Given the complexity
of each of the resecarch — components, the first and the
second of them were carnied out only by expernis of WG
"Resource. Help, Development”. The third study — the
component {and alag — the economics-mathematical
processing of the collected material for the first fwo
components] was conducted by the students of the Edu-
cational and Scientific Institute of Economics and Busi-
ness of the Luhansk Taras Shevehenko Mational Univer-
sity (mainly in the fields of Marketing and Economics)
under the guidance of volunteer lecturers, In order o
provide an appropriate level of field marketing rescarch,
students were trained and briefed on cach of themm on the
corporate letterhead of the NGO "Resurs. Help, Deve-
lopment." With the signature of the head of the organi-
zation with the ®wer stamp” was given a description of
the purpoese of this Project with the contact data of the
reaponsible lecturers of the deparment.

The questionnaire for analyzing and evaluating the
preferences of consuwmers - end consumers of food pro-
ducts was carried out according 1o a guestionnaire con-
tnining 14 questions (mostly in the open form) — with
the number of possible answers from 3 w 7. [t was con-
ducted by students through a personal interview at
places of purchase — production of food products, as
well as visiting buyers at their place of residence and /
of at their workplaces by students-interviewers.

[n order to ensure the objectivity and representa-
tiveness of the findings of marketing rescarch, much at-
tention was paid 1o determining its sample. Afer elabo-
rating several approaches, the methodology specifically
developed for the research of the foed marker [16] was
used for the basia. In aceordance with this method, cal-
culation of sample was carried out according to the for-
mila 13:

_j.":x[p]x{l—p]
= p .
where £ — & factor {for 25%);

® — percentage of respondents inferested or an-
SWETK,

¢ — confidence interval in decimal form.

[in this case, the general popalation, in this case, the
amount of population in the territory of Luhansk oblast,
which Ukraine controls, was calculated as the number
of available population of the territory. For this, the ma-
terials of the Ministry for Temporary Occupied Territoe-
ries and Internally Displaced Persons [17] were used.
The estimated sample size of consurmer preferences for
cid consumers of food products was 475 people.

[n order fo ensure the representativeness of the
sample, the share of different categones of guestioned
buyers corresponded to their specific weight from the
toftal population of the Lubansk region. In particular,
apart from the actual intemally displaced persons, the
inhabitanta living: in the cities of regional submission
{Seversdonetsk, Rubizhine, Lisichansk) were allocated;
in district centers; in urban-type settlements; in countey-
side. The apecific weight of these categories of inhabi-
tants of the oblasi was caleulated on the basis of data
from the Main Directorate of Statistics in the Luhansk
oblast [ | &].

According to the resulis of the marketing research,
it owas found that significantly more purchases of
Luhansk region, compared with imported food producis
from other regions of Ukraine and countries, prefer to
products of regional producers. This indicator varies a
littke over the selected product groups.

Thus, the share of buyers who prefer local vegeta-
kles, fruits and berries i3 about T2%: milk and dairy
products — 70%: meat and meat products — over 6%,
iFig.).

However, in general, such perception of local foad
products is characteristic of all iselated consumer
groups: both in the place of residence and in terms of
welfare.

A8 i1
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Fig. Consumer preferences of buyers of Luhansk reglon
concernlng local and imported foodstuffs

At the same time, it was frankly unexpected that,
after three and a half years of life in a counter-terrosist
operation, about T34 of consumers in the Luhansk re-
gion identify themselves as average welfare buyers;
10% — as buyers with a high level of well-being and only
15% — as citizens with a low level of well-being. How-
ewver, the given self-identification of buyers has received
a rather vivid confirmation of respondents’ answers 1o
other guestions {indirectly specifying and 1o a cenain
extent — veiled ) questionnaires.

The first. Maore than 63% of the region's costomers
consider the guality of goods and their convenient
packaging and packaging (and not the price) as the main
factor when buying food producis. According to gene-
rally aceepted in the modern world marketing approach,
for 80% of the population with low welfare the prevai-
limg factor when buying goods is the price, not the qua-
lity of goods and other derivative properties of the pro-
duct iself[1; 2]

The second. Remaining supponers of local fieod
products, over 7% of consumers consider their guality
of feod products to be the main deawback (and not un-
compeetitive price, or — something else at the discretion
of the questioned).

The results of the study confirmed the expectation
that fior most buyers, the main places of purchase of food
products remain traditional markets, bazaars and stores
selling goods under the traditional scheme — "through
the counter”. It is significant that even in cities of re-
gional subordination, where the stores of several leading
national retail netwoerks — “"ATBR", "Silpe"., "Velvka
Kyshenya" and “Brushnichka", as well as several re-
gional trading networks (and that is characteristic — even
for buyers with guite high income level) supermarkets
for 574 of buvers, at best, "occupy” only the second-
third position (Table).

Talle
Ranking of places for food products' purchase by consumers of Luhansk region
Fruits and Meat and meat Milk and dairy
Flaces for the purchase of fioed products vegetsbles products producis

Traditional markei-hazaars

1 1 1

Small wholesale bases 3 5 [
Supermarkets 2 2 2
C-Dt‘]m.mlf diﬁllib_ulinn and itinerant peddling by manu- 4 4 3
facturing enierprises

"Somall architeeiural form" shops 3 i 4
Street trade of small producers 5 ] 5

4
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It should be noted that the most popular on the
given sign is & separate commodity position — vege-
tables, fruit and berries in supermarkets are bought by
only 4 7% of buvers. Meat and meat products and milk
and dairy products to a greater extent in the industrial
cities of the region, which already have a much higher
level of trade service, are not bought in supermarkets: in
teaditional bazaars markets, in stores selling "through
the counter" and in places of street trade of amall pro-
ducers.

A for district centers, urban-type setilemenis and
rural areas, there are G0-T0% (by different prodoct
groups] in the general market, the leaders of the pur-
chase and sale of food preducts are fraditional markets-
bazaars, amall-scale bases (such place for food products’
purchasing initially wasn't planed for indication as a
possible answer) and street rade of small producers.

At the same time, we consider it necessary to fake
into account the following imponant fact that objec-
tively “provoked” buyers of the Luhansk region not to
speak of supermarkets: in modern conditions, even the
moat powerful and in terms of the number of stores, and
in terms of sales, the trading network in the region (such
is "ATB") hag launched activities not even in all re-
gional centers of the region. At the same time, the men-
tal "atteaction” of conswmers of Luhansk region o the
former classical forms of the sale and purchase of food
products is quite obvious (this is a commoen and perais-
tent phenomenon in general for post-Soviet countries).

The survey did not reveal the unigue advantages of
the region's buyers regarding the propensity o buy
senmvi-finished goods. On this basis, supporters of such
frod products are about as much as those who prefer ira-
ditional cooking. However, somewhat unexpecied was
the fact that in rural areas, semimanufaciured goods al-
ready enjoy approximately the same popularity as in in-
dustrial cities (the advantage in favor of the latter is
fized within the statistical error). [t was alse unex pected
that among buyers with high, middle and low welfare,
about 50% of buyers tend {or — do not refuse) o buy
semimanufactured food products.

Buyers of Luhansk oblast wene extremely solid in
their reluctance 1o suppont local food preducers at their
owin expense. Those who wanted were less than 3%,
which is generally within the limits of statistical ervor.
Again, it makes sense to note this feature of a menial
nature: in developed countries, buvers are, to a cerain
extent {and at their own expense) inclined to further sup-
port local food producers (there is a rather widespread
readiness of buvers, especially in Australia and Switzer-
land, at 3-5- 7% pay more for lecal goods, provided the
same quality with competiters’ goods from other regions
and countries).

Cruite contradictory should e considered buyers'
angwers to the last question of the guestionnaire: regard-
ing the perception of the largest deficit in regional food
products by certain commaedity groups {subject to the

openness of this issue). About T2% of buyers consider
milk and dairy preduocts as the biggest deficit; T0% —
mizat and meat products; 66% — vegetables, fruits, ber-
ries amd melons, The controversy here is that the most
expected deficit was the commodity position of meat
products (almost 100% except for supermarkets, im-
preried from the neighboring Kharkiv region, mainly the
products of the meat processing plants "Ukrainsky" and
"Saltivaky™).

The results of the conducted comprehensive mar-
keting research confirm the general conclusion about the
crigia stage of the agro-food market of Ukraine. On the
background of certain positive phenomena and trends
that have bhegun to gain mementim in recent years, in
general, the Ukrainian agro-food market is characterized
by its deep structural deformation, dependence on the
sifuation of world commodity and financial markeis,
raw material orientation, incapacity of the state regula-
tory policy, decrease of purchasing power the main sec-
tions of the population.

With regard to the agro-food market of Donbas, in
particular — part of the Lubansk region controlled by
Ukraine, the above-mentioned erisis phenomena are
even more heightened and actualized.

Processing of the collected materials of complex
miarketing research {directly — questionnaires, as well as
generalization of in-depth surveys of commodity pro-
ducers and entreprencurs of the trade sphere) are the ba-
ais for classification of additional problems of the agro-
food market of the region. They largely arose as a result
of a military conflict {or — exclusively as a result of a
military conflict).

The first. Significant collapse of local agro-food
product markets for regional commodity producers.

The second The deterioration of the guality of ag-
ribuginess products of regional commuodity producers
(primarily — vegetables and goods of animal origin).

The third. Significant increase on the regional mar-
ket of the share of imported goods from other regions of
the country and other countries of the world.

The fourth. Strengthening of the raw material ori-
cntation of commodity producers’ cconomic activity
and, as a consequence, the scarcity of local deep-pro-
cessed and high value-added food products.

The fifth. The loss of small-scale trade in agro-fooed
products and the critical condition of moad transport.

Conclustons from the presemted research. The
gencralizations of the comprehensive marketing re-
acarch on the agro-food market conducted on the basis
of the condueted Luhansk region ground the following.

The military conflict has largely transformed the
content and problems of the regional agro-feod marken:
its main limiting facior, unlike other regions of Ukraine
{except to a certain extent, the Donetsk region), focuses
not on the seale of production {although the majority of
food products are also undemsed by citizens and irra-
tional structure of nutrition in generalh, but in the area of
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purely market (marketing) problems. They are reduced
to where and how to sell what is produced {and poten-
tially produced).

S0, i modern condifions in Lubansk region in the
agroe-fisod sector, the main problem is the infrasiructun:
provision of the regional market. This problem has be-
come so urgent, which has become a significant con-
straining factor not enly for the production of agricul-
tural products but alao for the social development of the
regicn.

The prospects for further development of this
problematies are the elaboration of specific proposals
for intermational charitable organizations for the formu-
lation of their grant policy to assist in overcoming the
consequences of the military conflict in the Donbas:
subrstantiation of promising areas of cooperation with
the local business community in the region; identifica-
tion of priority business ideas aimed at solving isolated
problems, as well as the most effective forms, mecha-
nisms and volumes of asgistance on priority business
ideas.
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YWeborapeos €. B. Mapretuarosl qocialnsennn
ArpoIpogoBeisaore paaky Jdyraseswol ofaacrh:
miarpyera saoxodendd laosevmanX InsecTaoli v mo-
Aonansl sacalagie sliickeosore KondgalkTy

¥ oCTaTTi NPEACTABNCHD FAMAALHI BHCHOBEH NPpoBES-
nemorg Cposagesson opradizauicn «Pecype. Jone-
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lz. Chebotaroy

sora. PoshdTors 38 YHaCTHy BAKIANAYMIE T4 CTYACHTIE
EafeApH cEOHOMPEHOLD Teopil, MapEeTHHrY T4 00 pH-
esHAUTED JIYTaACcEROND HALLOHANEHOMD YHIBSPCHTETY
isesil Tapaca lllepqenka ROMNNCECHOID MapKeTHHIO-
EOrD QOCHiAEeHEA arpoenpoiceoneaero pudey Jdyran-
chkol ofmacTi B yMORAX BIACREOROrD KoHGIIKTY Ha
Jondaci. Ha ocHosi onpamoBas e HPOscIeHO0 AHES-
TYBAHHA Ta (HTEPR'D 3 TORIAPOBHPOGHEKEMN, CyE'ex-
TaMH TOCOeAapcERel QIAARHGCTI TOProEeiEHOND CeK-
TOPE TA KIHUEEHMH CTOGKABAMAME TPOA0EOIE AN TOE-
pis knacHipikeEanl OCHOBHI NpoGAcME CYHacHOrn pe-
FIGHANEHGTD  &rpenpoaoBaIsors paEey JTyrascsrol
ofnacti. Ha niarpydTi BpaHadcaHx npotnes pospoid-
JEHG Hpomoasnil 4na Misdapoiany dnarogifisax opra-
HiaWld mone opragizanil Ta npakTaarol peanizanil ix
rpaHToROl MONITHEN, COpaMOBIHOG] HA NOLOAAHHA Ha-
CALAKiE BlCEROBOTD KOHGUIIKTY.

Kuoouosl cooes: Jlyradncwka obNacTh, periomaib-
HHll arponpoloBoIeSHi PHHOK, EOMONCKCHE bapke-
THHIOBE JGCipEeaHd, Billcwxopnll RomuikET, rposa-
CREA OPradisadia, sikaapoasa GraromfeicTs, nogo-
JAHHA HACHLAKIE BillcerRoBOns koaduuikTy.

Yedorapes E. B. Mapeeruaroese weciaenosa-
HH{ ArpeNpoIOEMIECTEENHOTG puAaka Jyramesoil
ofiIACTH: OCHOBE] MOOIPeHIA HHOCTPAHHLIY HHBE-
cTHHHI B DpeoJIeHHE Docae e TEHH BoeHROrD KOH-
duinHKETA

B crarhe mpeacTagneHkl ofliHe BEBOILE NPOBE-
AcHAGrD OfmecTEcHHOR opradnsannei «Pecype. [To-
Mok, PAthaTHes ¢ yH3CTHEM NpenoiagaTencid 0 cTy-
DEHTOB KA eIprl 3ROHOMEMECKOH TCopHA, MAPKeTHHA
H NpeaipHAMATeIECTEL JIVIaHEROMD HAUHOHATEHOTO
viHnBepcHTeTa HMednd Tapaca llenvwesso xosmackc-
HOMG MAPKETHATOROMD HCCNEA0BAHHA ArpOnpo a0 k-
CTEEHHOTO phidEa JIvradckel obnacTy B YenosEHAN BO-
caHorg EoRdnuera vHa Jowbacce. Ha ocacee olpa-
OOTEH NPOBEACHHOTD AHESTHPOBAHHA H HHTEPERKY © TO-
BAPONPOHIEOIATENEMM, CcyDheETasMu  xosAiicTeeHHON
ACATENLHOCTH TOPMORGTD CERTOPE 1 KOHEHIHE M IOTHe-
GHTENAMH OpOIGBOIECTECHHEX TORapos KaaccHifnn-
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OBAHE OCHOBHEIC NPOGECME COBPEMCHHOTO PeTHO-
HANEHOTO arPONFoInEGILE TECHROr G pripka Jlyranceoil
ofnacTd, Ha ocHose onpefeieHHLIN Npodaeu paipalbo-
TAHE! N T0EeHEE JIE MeEIYVHAPOIHEIY GIaroTRopH-
TENEHEY ORTAHHEANHA 00 OPrasnsaniH B OpasTHEe-
CEO peanHalHE HY FPasToROd NN THEH, HATIPaENEH-
HOH Hi NPeoIoEcHHE MOCHEACTEHN BOCHHOTO KOH-
duaHETA.

Kamuennie croaa: Jlyranckas ofnac Tk, perioHaik-
HEH arponpoIoBMIECTECHHEN PRHOE, EOMILIEKCHOE
MAPKETHHTOBOE HECHEenoBaHne, BocHHEA xondanker,
OfUiec TEEHHAR OPTAHHEANHA, MaEIyHApoIHaA Gaaro-
TEOPHTENRHOCTE, NPSOIGICHAE NOCASACTERI BOSHHOTO
EoHEIHETA.

Chebotaroy le. Marketing research of the agro-
food market of Luhansk reglon: the basks for encou-
raging foreign investments in overcoming the conse-
quences of a military conflict

The article presents the general conclusions of the
conducted by NGO "Resource. Help, Development”
with the involvement of lecturers and students of the
Chair of Economic Theory, Marketing and Entrepre-
neurship of the Logansk Taras Shevchenko Mational
University integrated marketing rescarch of the agro-
food market of Luhansk region in the conditions of the
military conflict in the Donbas. Based on the elaboration
of guestionnaires and inferviews with commodity pro-
ducers, business entities of the trading sector and end
consumers of food products, the main problems of the
madern regional agre-food market of Lugansk region
have been classified. On the basgis of the identified prob-
lems proposals for international charitable organizations
have been worked out on the organization and practical
irnplementation of their grant policy in helping o over-
come the consequences of a military conflict.

Kevwords: Luhansk region, regional agro-food
market, complex marketing rescarch, military conflict,
public organization, international charity, overcoming
the conseguences of military confliet.
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