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Abstract. The purpose of this study was to determine how economic instability, inflation, war, and
socio-demographic changes affected the consumer behaviour of the population of Ukraine in the
food market. The average per capita income, dynamics of food costs, changes in prices for basic
products,and demand for Ukrainian and imported goods were analysed. An analysis of the strengths,
weaknesses, opportunities, and threats of current marketing strategies was also conducted. The
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study found that the average salary increased from 11,600 UAH in 2020 to 21,473 UAH in 2024, but in
USD it fluctuated due to inflation - from 430 USD to 371 USD in 2022 and to 532 USD in 2024.1n 2024,
inflation was 12%, and food prices increased by 14.1%, including vegetables - by 48.3%, butter - by
33.9%, milk - by 18.8%, bread - by 18.2%. The share of food costs remained high - from 47% to 53%.
In the period from 2020 to 2024, inflation in Ukraine experienced significant fluctuations: from
5% in 2020 to a peak value of 26.6% in 2022, followed by a decrease to 12% in 2024. About 25% of
consumers reduced their food costs, and 6 out of 10 Ukrainians chose promotional products. Online
food sales rose from 6% in 202110 19.4% in 2023. Food exports in 2024 increased by 13% and reached
24.6 billion USD. It was found that urbanisation (73% of the population), average household size
(2.9 people) and high level of education (73% with higher education) significantly influenced the
transformation of consumer habits. The practical significance of the study lies in the fact that its
results can be used to adapt companies’ marketing strategies to changes in consumer behaviour in

conditions of economic instability

Keywords: inflation; demand; food; costs; marketing strategies

INTRODUCTION

In conditions of economic instability, inflation-
ary processes and socio-political changes, con-
sumers are forced to adapt their habits to new
realities, in particular, the demand for food is
changing. Given the increase in prices for basic
products and the increase in interest in healthy
food and organic products, there is a need for
an in-depth analysis of the factors influencing
consumer behaviour in Ukraine. In addition,
the digitalisation of shopping processes, the de-
velopment of online trading and the changed
role of advertising in the context of information
congestion create new opportunities for under-
standing trends and adapting businesses to the
needs of consumers.

Changes in consumer behaviour in the
Ukrainian food market in conditions of eco-
nomic instability are caused by higher prices,
lower incomes of the population and the war,
which led to a decrease in demand for luxury
goods and an increase in interest in essential
products. N.S. Kosar et al. (2022) revealed an
increase in demand for health and safety prod-
ucts, and an increase in the role of online trad-
ing, in particular, due to mobility restrictions.
However, the research did not cover the influ-
ence of psychological and cultural factors on
consumer behaviour in war conditions, which
requires additional study. Consumer behaviour
in the food market is an important aspect for
understanding demand and optimising mar-
keting strategies. T.V. Chernychko et al. (2023)
investigated these factors, finding that price,
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quality, packaging, and brand reputation are
key when choosing products. The majority of
respondents prefer Ukrainian brands, and the
main places for shopping are large retail chains.
However, the impact of cultural and social fac-
tors on consumer habits remains poorly under-
stood and requires further research.

Consumer behaviour in the market of goods
for outdoor activities during the war became
an important aspect of the study, considering
the changes that have taken place in Ukraine.
N.Mashchak & D. Vorona (2023) investigated how
the war changed the buying habits of Ukrain-
ians, in particular, in the category of goods for
outdoor activities. The researchers found that
demand for these products has declined due to
economic instability, but support for Ukrainian
producers is growing, and the use of online pur-
chases is increasing. A more detailed study of
the factors that influence consumer behaviour
in war conditions, in particular psychological
and social aspects, and the study of changes in
consumer motivation under the influence of
support for Ukrainian producers, are issues that
require additional investigation.

Studying consumer behaviour in interna-
tional trade isimportant forunderstanding mar-
ket changes. N.V. Dziubanovska (2024) studied
modelling of consumer behaviour considering
globalisation and international trade, focusing
on the impact of economic, social, and cultur-
al factors on demand in international markets.
The results of the study show the importance
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of adapting companies’ strategies to changes in
consumer preferences. On the other hand, fore-
casting demand and adapting supply to the local
context need to be improved.

The study of the Ukrainian vegetable mar-
ket during the war became necessary due to
the negative impact of military operations on
production and sales. O.V. Semenda & LI Kor-
man (2024) analysed changes in the vegetable
market caused by the fighting, in particular, the
loss of export potential, the destruction of infra-
structure, and the reduction of production due
to the occupation of territories. The researchers
paid attention to the adaptation of agricultural
enterprises to new conditions, the development
of marketing strategies to ensure efficiency in
crisis conditions. The study did not sufficiently
consider the impact of social changes and ad-
aptation of consumer preferences in war condi-
tions, which requires additional analysis.

Changes in the socio-economic environ-
ment significantly influence consumer behav-
iour, which requires research into the theoret-
ical foundations of this behaviour in the new
conditions. V.A. Litynska (2024) analysed var-
ious approaches to the concept of “consumer
behaviour” and suggested types of behaviour
that correspond to current consumer trends.
Models of consumer behaviour, in particular,
the need and motivation model and the deci-
sion-making model, were considered. These
models helped companies to predict consumer
behaviour and develop marketing strategies.
However, more attention needs to be paid to the
impact of digital technologies and social media
on consumer habits.

Consumer behaviour undergoes significant
changes due to socio-economic factors such as
income levels, changes in prices, employment,
social context, and consumer culture. G. Lopush-
nyak et al. (2025) examined these factors and
identified three main strategies for consumer
behaviour in Ukraine: focusing on current con-
sumption using own and credit resources, min-
imising current consumption, and limiting con-
sumption for future investment. The study also
showed how war has transformed consumer
patterns among different populations. However,
the study did not fully cover the impact of new
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technologies and psychological aspects, which
requires further study. Analysing consumer be-
haviour in the face of constant socio-economic
changes is important for understanding how
factors such as economic instability, changes in
income and prices affect consumer decisions
and their consumption strategies. L. Kvasnii et
al. (2024) examined the impact of factors such as
income levels, price changes, and social context
on consumer behaviour strategies. They iden-
tified key strategies, including focusing on cur-
rent consumption and investing in the future.
However, the impact of psychological factors
and digitalisation on consumer habits requires
further study.

The purpose of this study was to investigate
the impact of modern economic and social con-
ditions on consumer behaviour in the food mar-
ket in Ukraine. The objectives of the study were:
analysis of factors that determine the change
in consumer preferences in the food market in
conditions of economic instability; assessment
of the impact of war and changes in the social
environment on the supply and demand of food
products in Ukraine.

MATERIALS AND METHODS

The study applied a practical approach with a
focus on the analysis of actual changes in the
behaviour of Ukrainian consumers in the food
market during 2020-2024, considering the cir-
cumstances of the war, economic challenges,
political tensions, rising inflation, and a de-
crease in the purchasing power of the popu-
lation during this period. In the course of the
study, the influence of economic instability on
changes in consumer preferences was stud-
ied, in particular, the following indicators were
considered: average per capita income of the
population in Ukraine (Labyak, 2025), dynam-
ics of household spending on food (AgroPor-
tal, 2023), changes in prices for basic foodstuffs
and demand for basic necessities (Inflation in
Ukraine in 2024..., 2025).

Special attention was paid to the analysis of
social and demographic factors, which includ-
ed the age structure of the population (Ukraine
population, n.d), the level of urbanisation
(Sinko, 2024), average household size (Ukraine
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Longitudinal Survey, 2023). And social changes,
in particular, internal and external migration
(But et al.,, 2023). In addition, data on the level of
education of the population and existing social
programmes and initiatives aimed at support-
ing families with children were considered, with
a particular focus on those categories affected
by military operations. The study of social sup-
port covered government events, and projects
implemented with the participation of inter-
national organisations, in particular, the Unit-
ed Nations Children’s Fund (UNICEF, n.d.), and
the initiative for internally displaced persons
“Support and integration of internally displaced
persons for 2025-2027" (Project “On the approv-
al of the National Target..., 2023) and orphans
together with the Foundations “Children of He-
roes” and “Together We are Stronger” (Children
of Heroes, 2023).

The analysis of the impact of inflation and
changes in prices on consumer behaviour was
carried out based on statistics of the National
Bank of Ukraine (National Bank of Ukraine, 2021;
Ekonomichna pravda, 2022; National Bank of
Ukraine, 2023), which allowed tracking the dy-
namics of changes in the cost of basic consumer
goods during the study period. Separately, data
on changes in the average monthly income of
Ukrainians in both UAH and USD terms were
considered to identify the relationship between
the level of income and consumer habits.

The study also analysed changes in demand
for food products, in particular, in the context
of partial replacement of Ukrainian products
with imported ones (In the first half of 2024,
imports.., n.d.). These aspects were considered
in light of war-related constraints, logistical
difficulties, and changing consumer priorities.
In addition, based on the collected informa-
tion, SWOT analysis of strengths, weaknesses,
opportunities and threats was carried out - an
analysis of current marketing strategies used
to adapt businesses to changes in consumer
behaviour. Based on this analysis, reasonable
recommendations were formed to improve ap-
proaches to interaction with target consumer
groups. The last step was to predict consumer
trends based on statistical data and the results
of previous studies.

Economics and Business Management 16(3)

RESULTS AND DISCUSSION
Analysis of current economic and social factors
influencing consumer behaviour in the food
market in Ukraine
Economic instability in Ukraine, caused by the
war, high inflation, and falling real incomes, di-
rectly affected the consumer preferences of the
population. In the context of the economic cri-
sis, declining purchasing power, high inflation
rates, and job shortages, Ukrainians are forced
to change their habits and adapt to new reali-
ties. In 2020, the average per capita income in
Ukraine amounted to 74,688 UAH, which was
4.5% more compared to 2019. However, in 2021,
despite the fact that 50.8% of the population re-
ceived incomes above the minimum wage, ris-
ing inflation (to 8.6% in 2024) began to limit pur-
chasing power (State Statistics Service..., 2022).
In 2022-2023, due to a full-scale invasion, real
incomes of the population fell, in particular, due
to the destruction of infrastructure, rising un-
employment, and migration of the working-age
population. The decline in purchasing power
became apparent: about 44% of Ukrainians
were forced to reduce food costs by changing
the consumer basket (Dudka, 2024). In 2024,
despite the increase in the minimum wage and
subsistence level, inflation and instability re-
mained important factors. As social standards
were frozen and inflation was projected at 10%,
real income growth remained minimal. This has
further affected the low-income segments of
the population, who are trying to save on basic
needs (Labyak, 2025).

In response to economic difficulties and
changes in the financial situation, consumers
began to show greater sensitivity to prices, in
particular for food. The dynamics of food spend-
ing, in particular the share of food spending, re-
mained one of the highest in Europe from 2020
t0 2024. In 2020, the share of food expenditures
was 53.2%, in 2021 it decreased to 50.1% (Struc-
ture of total expenditures.., n.d.), and in 2022 it
accounted for about 41% of the average Ukraini-
an’s income. In 2023, this figure was 41.6%, while
in 2024, food products remained the second
largest item of expenditure after mandatory
payments, accounting for 34% of the household
budget (Kikhtenko, 2023; Kozhemyakin, 2025).
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This decrease in the share of spending is con-
ditioned by both inflation and structural adjust-
ment of the consumer basket due to war and
economic pressure (Fig. 1). Demand for afforda-
ble products remained high, especially bread,
meat, and dairy products, which shows a ten-
dency to save money and avoid more expensive
goods (AgroPortal, 2023).

Share of food expenses
60.00%

50.00% +—
40.00% +—
30.00% +— —
20.00% +—— —
10.00% +— —

0.00% T
2020 2021 2022

Share of food expenses

2023 2024

Figure 1. Dynamics of food spending
in2020-2024
Source: compiled by the authors based on the
AgroPortal (2023), V. Kikhtenko (2023), S. Kozhemyakin
(2025)

One of the important factors influencing
changes in consumer preferences is the in-
crease in prices for basic foodstuffs. Accord-
ing to data for 2024, food prices in Ukraine
increased by 14.1% compared to 2023, which
significantly exceeded the inflation rate (12%).
Most of all, vegetables (+48.3%), butter (+33.9%),
sunflower oil (+20.9%), milk (+18.8%), bread
(+18.2%), and fruits (+16.4%) rose in price. As a
result of rising prices, consumers were forced to
adapt their purchases, choosing more afforda-
ble alternatives or reducing the volume of con-
sumption of certain goods (Inflation in Ukraine
in 2024..,2025).

Against the background of high prices, there
is an increase in the popularity of food products
that are affordable, nutritious, and easy to pre-
pare. For example, dumplings, traditional dough
products with a variety of fillings, remain pop-
ular due to their availability and satiety. Sour-
dough products that have better digestibility
and better taste qualities are also gaining pop-
ularity. In times of economic instability, there
is also a growing demand for protein products,
especially meat organs, which are advertised as
sources of protein and vitamins. Consumption
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of plant-based foods such as legumes, tofu, veg-
etables, and lentils is increasing, which not only
support health, but are also more economical
food options (Asoyan, 2024).

Against the backdrop of the economic crisis
and war, there is also a change in the structure of
household spending. Consumers are increasing-
ly choosing economically affordable food prod-
ucts. The share of food expenditures in 2024 was
48-49% of the family budget, which is the high-
est among all major categories of expenditures
and significantly exceeds the European average
(12-18%). The war also affected consumer habits,
forcing people to focus on more affordable and
cost-effective products. These changes in con-
sumer preferences have become important for
marketers, who must adapt their strategies to
the new environment, given the increased sen-
sitivity to prices. However, businesses consider
these changes and adapt their sales strategies
to meet the new needs of consumers (Ukrainian
consumer sentiment..., 2025).

Economic instability, inflation, and war have
alsoled to a significant decline in the purchasing
power of the population. In 2024, 25% of Ukrain-
ians were forced to save on food and choose
cheaper products due to rising prices and lower
real incomes. Along with this, discounts have be-
come animportant tool for maintaining demand
for food products. About 6 out of 10 Ukrainians
choose promotional products during the crisis,
whichindicates an increase in sensitivity to pric-
es. However, while discounts and promotions
help to drive demand, they often do not generate
new customers, but only redistribute existing
sales (Samoiliuk, n.d.). Consequently, economic
instability, war, and inflation significantly affect
the consumer behaviour of Ukrainians. Changes
in income, price sensitivity, and a shift in con-
sumer preferences in favour of economically
affordable goods are important aspects that
need to be considered when forming marketing
strategies and price policies in the food sector. In
times of crisis and war, consumer habits change,
and the main strategies are aimed at saving and
adapting to new conditions.

Social and demographic changes are impor-
tant factors that significantly affect consumer
behaviour, as they change the needs, preferenc-
es, and priorities of consumers. In the current
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conditions of economic instability, war and mi-
gration, the demographic structure of the pop-
ulation of Ukraine has undergone significant
changes, which in turn determines the types of
demand and consumer habits. One of the main
factors influencing consumer preferences is
the age distribution of the population. In 2025,
57% of the population of Ukraine was made up
of people aged 25 to 64 years, which was the
main working age group. 15% are people over 65
years of age, which indicates an increase in the
share of older people in the total population, and
this creates demand for medical services, med-
icines, and goods for older people. In 2025, the
median age of the population of Ukraine was
41.8 years, which confirms a significant share of
the average age in a society marked by pragma-
tism in shopping and a tendency to choose more
durable goods (Ukraine population, n.d.).

In 2024, 73% of the population of Ukraine
lived in urban conditions, which indicates a
steady trend towards urbanisation. The urban
lifestyle, which includes greater mobility, access
to technology, and convenience of shopping, af-
fects consumer preferences. Urban residents
are more focused on the latest technologies,
innovative products, and convenient online
shopping platforms (Sinko, 2024). Therefore, the
needs of consumers in urban and rural areas
differ significantly: rural areas have more de-
mand for household goods and durable goods,
while urban areas are dominated by technology,
mobility, and entertainment.

Household size also determines consumer
behaviour. In 2024, the average household size
in Ukraine was 2.9 people, which is an indicator
of significant changes in the structure of fam-
ilies compared to previous years. Reducing the
size of families contributes to an increase in
demand for individual goods, including prod-
ucts suitable for small households, such as
ready meals, personal gadgets and appliances.
In addition, households of Internally Displaced
Persons (IDPs) have a slightly smaller average
size - about 2.5 people, which may be a conse-
quence of the need to live together in war con-
ditions and temporary resettlement (Ukraine
Longitudinal Survey, 2023).

Social changes, in particular migration
trends, also affect consumer preferences. Since
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2022, more than 6 million Ukrainians have gone
abroad, which has significantly affected the de-
mographic situation and demand for goods. In
particular, the consumer behaviour of Ukrain-
ians abroad may differ greatly from the behav-
iour of people who stayed in Ukraine. Young
people who are actively migrating may be more
focused on fashionable and innovative prod-
ucts than older people who stay at home and try
to save money. The level of education is also an
important factor determining consumer behav-
iour. As of 2022, 73% of the adult population of
Ukraine had higher education. This indicates a
high level of education among the population,
which affects the demand for more intelligent
goods and services, such as books, educational
platforms, popular science materials, and tech-
nologies for self-education (But et al., 2023).
During the full-scale war in Ukraine, a num-
ber of social programmes and initiatives were
implemented to support families with children,
especially those affected by military operations.
Families of fallen servicemen receive one-time
monetary assistance, which is an important
support for affected families. Family support
programmes are also actively implemented,
including assistance in matters of paternity,
prevention of family problems, and support in
difficult life situations. The UNICEF “Jointly” pro-
gramme (UNICEF, n.d.) - a humanitarian initia-
tive that provided monetary assistance to fam-
ilies with children, internally displaced persons,
large and low-income families. It allowed such
categories of citizens to support the consump-
tion of essential products, compensating for the
growing cost of food. Given significant inflation,
this support played a stabilising role for food
demand among the most vulnerable groups.
The comprehensive programme of social sup-
port for veterans and their families (Compre-
hensive programme..., 2023), adopted in 2023,
covered not only psychological adaptation, but
also financial assistance. In particular, it pro-
vided for subsidies, direct financial support, and
employment assistance. This allowed veterans’
families to maintain basic economic stability
and not be excluded from the food consumption
market. And the initiative “Support and integra-
tion of internally displaced persons for 2025-
2027" (Project “On the approval of the National
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Target.., 2023) provided for monetary assis-
tance, temporary housing, access to education
and health services. Through financial benefits
and humanitarian kits, IDPs were able to cover
food costs while maintaining their participation
in the domestic consumer market, despite los-
ing their permanent place of residence or work.
Charitable foundations “Children of Heroes” and
“Together We are Stronger” (Children of He-
roes, 2023) implemented programmes to sup-
port orphaned children and families who lost
their breadwinner. These programmes provided
both regular financial assistance and product
certificates. Such targeted support ensured the
consumption of a minimum set of food prod-
ucts, even in households that found themselves
in extremely difficult living conditions. In gen-
eral, these programmes played a stabilising role
in the food consumption system. They reduced
the burden on local budgets, supported the pur-
chasing power of vulnerable categories of the
population, and prevented the final collapse of
demand for basic food products in the face of
war, inflation, and mass migration.

Demographic changes and social transfor-
mations that are taking place in Ukraine signif-
icantly affect consumer habits. Changes in the
age and family structure of the population, the
level of urbanisation, migration trends, and the
level of education form new trends in the mar-
ket and determine the demand for goods and
services. Adapting to these changes is an im-
portant aspect for businesses, as understand-
ing social and demographic factors allows them
to more effectively meet the needs of consum-
ers and anticipate the development of the mar-
ket in the future.

The study by C. Richartz et al. (2025) and the
present study focused on analysing changes in
consumer behaviour in the context of crisis fac-
tors. C. Richartz et al. investigated the impact of
the COVID-19 pandemic on consumer prefer-
ences in Germany, in particular, on the growth of
demand for sustainable goods and local brands,
while this study analysed the impact of the war
in Ukraine on consumer habits, in particular,
contributing to the support of Ukrainian produc-
ers not only through economic, but also patriot-
ic motives. Both studies highlighted an increase
in demand for basic necessities, especially food
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products, due to high prices and lower incomes.
However, the main difference was that research
by C. Richartz et al. used sophisticated meth-
ods to assess willingness to pay for sustainable
products, while the current study focused more
on changes in consumer demand for basic prod-
ucts and services.

As for the comparison with study by
A.-K. Jacobs et al. (2024), both studies analysed
changes in consumer behaviour due to so-
cio-economic changes. However, the research
contexts varied significantly. This study focused
on Ukraine, where war and economic instability
forced consumers to reduce spending on food
and focus on more affordable goods. Research by
A.-K.Jacobs et al. focused on Germany and con-
sidered the attitude of consumers to innovative
products, in particular artificial meat, focusing
on environmental, ethical, and health-oriented
motivations. Both studies emphasised the im-
pact of external crises on consumer habits, but
this study focused on the economic crisis and the
war in Ukraine, and study by A.-K.Jacobs et al. -
on innovative products, such as artificial meat,
in Germany. This study also addressed support
for Ukrainian goods, while A.-K. Jacobs et al. paid
more attention to sustainable products because
of ethical beliefs.

The study by J. Zurek § M. Rudy (2024) and
0. Duralia (2023) and the present study focused
on changing consumer behaviour under the in-
fluence of socio-economic shocks, in particular,
a pandemic or war. In the study by J. Zurek &
M. Rudy, changes were related to COVID-19 and
panic purchases, a reduction in the frequen-
cy of store visits, and a reorientation to online
channels. The study by O. Duralia considered the
pandemic as the cause of a global restructuring
of economic and consumer models, but with-
out focusing on social consequences. But this
study examined the consequences of the war
in Ukraine, where changes in consumer behav-
iour were accompanied not only by economic
factors, but also by social support for affected
groups. Compared to previous study, this paper
covered demographic changes and the impact of
government programmes more deeply.

The current study and the paper by
W. Chen et al. (2024) had a general focus on
changing consumer preferences under the

Economics and Business Management 16(3)
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influence of socio-economic factors. The current
study considered how the war and the econom-
ic crisis in Ukraine changed consumer habits,
in particular, shifted the demand for affordable
products. However, W. Chen et al. focused on the
impact of health insurance programmes in Chi-
na, which contributed to the growing interest in
healthy eating among consumers. Both studies
highlighted the importance of social and eco-
nomic factors in changing consumer habits. In
this study, economic difficulties, in particular
declining incomes, forced consumers to reduce
spending on expensive products. In the study by
W. Chen et al,, social programmes allowed con-
sumers to choose healthier foods through eco-
nomic incentives.

Economic instability in Ukraine, caused by
war, inflation, and declining incomes, has sig-
nificantly affected consumer preferences. Dur-
ing the crisis, Ukrainians were forced to adapt
their habits, reducing spending on expensive
products and focusing on basic necessities.
Rising prices and falling incomes contributed
to increased demand for local products, which
was conditioned not only by economic, but also
by patriotic reasons. Demand for affordable and
fast-cooked food has increased, while spend-
ing on expensive imported goods has declined.
Changes in the cost structure showed that con-
sumers became more sensitive to prices, which
affected the demand for cheaper products. So-
cial initiatives and support programmes also
helped to adapt consumer preferences during
the economic crisis.

Investigation of supply and demand in the food
market in Ukraine: Statistics and trends

Between 2020 and 2024, the average income
of Ukrainians experienced significant fluctua-
tions caused by economic instability, inflation,
and war. In 2020, the average monthly income
was about 11,600 UAH, which is equivalent to
430 USD. Already in 2021, this figure increased
to 14,000 UAH (514 USD), which indicated a cer-
tain improvement in income. However, in 2022,
against the background of a full-scale war, the
average salary increased to 14,857 UAH, but
in dollar terms it fell to 371 USD due to the de-
valuation of the hryvnia and significant infla-
tion. In 2023, there was a gradual recovery in

Economics and Business Management 16(3)

the average salary, which reached 17,442 UAH
(477 USD), but purchasing power remained
lower than before the war. In 2024, the average
salary increased to 21,473 UAH (532 USD), but
inflation and high prices still limited the real
income of the population, in particular, in the
low-income segments of the population (Min-
fin, n.d.). This increase in income was only partly
due to inflationary processes. Figure 2 shows the
dynamics of the average salary in Ukraine in the
period from 2020 to 2024.
Average salary in UAH

25,000

20,000

15,000

10,000

5,000 :
Average salary in UAH

2020 2021 2022 2023 2024

Figure 2. Dynamics of average wages
in2020-2024 in UAH
Source: compiled by the authors based on Minfin (n.d)

During 2020-2024, the average salary in
Ukraine grew steadily. This indicates a gradual
economic recovery, despite external and inter-
nal challenges, in particular war and inflation.
From 2020, when the average salary was 11,600
UAH, by 2024 it reached 21,473 UAH, which indi-
cates a significant increase in income in nomi-
nal terms. However, it is important to note that
this growth was not unhindered, as it was ac-
companied by high inflation, which reduced the
real purchasing power of the population. Fig-
ure 3 shows the actual fluctuations in average
wages in relation to the USD exchange rate.

Average salary in USD
600

500 =
400 <=

300
200
100

Average salary in USD
T T 1
2023 2024

2020 2021 2022

Figure 3. Dynamics of average wages
in2020-2024 in USD
Source: compiled by the authors based on Minfin (n.d)
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The chart (Fig. 3) of the average salary in
USD indicates significant fluctuations due to the
devaluation of the UAH. In 2020, the average sal-
ary in dollars was 430 USD, but due to economic
instability, devaluation of the hryvnia and high
inflation, in 2022 it decreased to 371 USD. This
suggests that although nominal wages have in-
creased, real purchasing power has fallen signif-
icantly. Only in 2024, wages in dollars recovered
to the level of 532 USD, but it still remained lower
than before the war, which confirms the exist-
ence of economic difficulties for the population.

During this period, the inflation rate also
experienced significant fluctuations. In 2020,
inflation was 5%, which corresponded to the
target range of the NBU (National Bank of
Ukraine, 2021). In 2021, inflation accelerated
to 10%, mainly due to rising energy prices and
increased consumer demand (Ekonomichna
pravda, 2022). In 2022, inflation reached a re-
cord 26.6%, driven by the effects of war, infra-
structure destruction, and significant spending
on security and military needs (National Bank
of Ukraine, 2023). However, in 2023, inflation
slowed to 51%, due to the stabilisation of the
economy and tough measures taken by the Na-
tional Bank (National Bank of Ukraine, 2024).
In 2024, inflation rose again to 12%, which was
conditioned by inflationary pressures and a re-
covery in consumer demand (National Bank of
Ukraine, n.d.). The graph of inflation dynamics
for 2020-2024 is shown in Figure 4.
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Figure 4. Dynamics of the inflation rate
in Ukraine in 2020-2024
Source: compiled by the authors based on National
Bank of Ukraine (2021), Ekonomichna pravda (2022),
National Bank of Ukraine (2023)

In general, the inflation rate was marked by
sharp fluctuations, reflecting the impact of both
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internal and external factors, in particular war
and economic instability, which highlights the
complexity of the economic situation in Ukraine
during this period. In response to economic dif-
ficulties, Ukrainians began to change their con-
sumption habits. Demand for food products has
changed, in particular, there was an increase in
spending on food, which accounted for 37% of
Ukrainians who increased their spending due
to higher prices. The average grocery bill in-
creased by 19% in offline stores and by 18% in
online stores compared to the pre-war period.
Consumers began to focus more on affordable
products and promotional offers, and reduced
purchases of expensive delicacies and premium
products (Ukrainians increased their..., 2025).
Demand for expensive delicacies and alcohol-
ic beverages decreased by about 9%. One of
the important trends was the growth of online
food purchases, the share of online purchas-
es increased from 6% in 2021 to 19.4% in 2023,
which demonstrates the desire of consumers to
find favourable offers and ease of delivery (Main
trends of grocery..., 2024).

From 2022 to 2024, the consumer per-
ception of ready meals also changed. In 2023,
sales of cooking increased by 24%, among the
most popular dishes were salads, grilled chick-
en, homemade patties, pizza, and sausages in
dough. This indicates the desire of consumers
for fast, convenient and affordable food options,
which is especially important in the context
of the economic crisis. With food prices rising
14.4% in 2024, consumers were forced to re-
consider their purchases, reducing spending
on less important products and choosing more
cost-effective alternatives. This process became
necessary due to the fall in real incomes, which,
in turn, forced 25% of Ukrainians to save on food
(Gertseva, 2024).

One of the most important aspects of this
period was the stable growth of demand for
Ukrainian food products, while the demand for
imported products also increased. Ukrainian
consumers preferred Ukrainian goods because
of their availability, lower price, and logistical
difficulties with imports. Exports of Ukrainian
food products increased by 13% and amounted
to 24.6 billion USD in 2024, which confirmed
the high demand for Ukrainian agricultural
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products both in the domestic and foreign mar-
kets. Demand for imported products also in-
creased, in particular, for fish, seafood, alcoholic
beverages, and ready meals, which indicates
a change in the structure of demand for food
due to wars and economic challenges (Taras-
ovsky, 2025).

Due to the decline in production capacity in
Ukraine and interruptions inlogistics, part of the
demand for food was covered by imports, espe-
cially in large cities and regions where there was
a shortage of certain goods. Imports of agri-food
products increased by 10% in the first half of
2024 compared to 2023. The growth in demand
for imported products is also confirmed by the
trend of growth in imports of finished food prod-
ucts by 23% in 2023 compared to 2022 (In the
first half of 2024, imports..., n.d.). In general, the
demand for Ukrainian food products remained
consistently high, but due to logistics challenges
and infrastructure destruction, the demand for
imported products also increased, especially in
specific categories such as seafood, alcohol, and
ready meals. However, total consumption has
not yet returned to pre-war levels.

Thus, economic instability in Ukraine, in
particular the war and high inflation rates, have
significantly changed the consumer preferences
and habits of the population. Increased sensitivi-
ty to prices, reduced costs for expensive products
and the advantage of economically affordable
goods became the defining aspects of consum-
er behaviour of Ukrainians during this period.
These changes not only reflect economic diffi-
culties, but also define new trends that require
adaptation of marketing strategiesin the market.

R. Mudrak et al. (2022) pointed out that
changes in the structure of agri-food production
affect the growth of consumer prices, which,
in turn, shapes new consumer behaviour in
the food market. Comparison with the study by
E. Anastasiadou et al. (2020) showed similarities
in recording changes in consumer behaviour
under the influence of crises, but the causes and
contexts of these changes differed significantly.
While in Europe COVID-19 and the associated
lockdowns caused a surge in demand for ba-
sic products and hygiene items due to fear and
stress, in Ukraine it was the war that drove the
transformation. Ukrainian consumers focused
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not only on price availability, but also on sup-
porting a local producer, which was formed un-
der the influence of patriotic sentiments. Thus,
although both situations caused adaptation, in
the European experience the emphasis shifted
to safety and health care, while in the Ukrainian
experience - to survival and solidarity.

E. Costa et al. (2024) also talked about the
impact of economic instability on consumer de-
cisions with the focus on seafood choices in Swe-
den. Swedish respondents showed sensitivity to
price, but simultaneously sought a healthy diet.
The Ukrainian case, on the other hand, showed a
shift in favour of simple, nutritious, and afforda-
ble basic necessities — bread, meat, milk. Thus,
while in Sweden economic uncertainty has
stimulated prudent but still proactive food deci-
sions, in Ukraine it is mainly reactive adaptation
to harsh reality. A different vision of consumer
change was presented by T. Hu et al. (2024), who
examined the voluntary choice of young Chi-
nese people in favour of organic products. The
main determinants were environmental values,
health care, and the impact of marketing. On the
contrary,in Ukrainian conditions, the motivation
was forced: reducing costs, switching to promo-
tional offers, and searching for cheaper alterna-
tives. As aresult, although both studies recorded
an increase in interest in healthy eating, in Chi-
na it was a conscious choice, and in Ukraine it
was a consequence of socio-economic pressure.

The study by F. Fernqvist et al. (2024) was
distinguished by an attempt to integrate a mul-
ti-level model of influence on food choices -
from individual to cultural. Based on a systemat-
icreview, the idea of eating behaviour as a result
of multifactorial interaction was formed. This is
significantly different from the Ukrainian case,
where immediate survival factors dominated:
accessibility, simplicity, and discounts. If the
analysis by F. Ferngvist et al. was based on the in-
fluence of norms and attitudes, then it was about
adaptation in conditions of scarcity and uncer-
tainty. The study by H. Moshtaghian et al. (2023)
examined the behaviour of Swedish consum-
ers in relation to upcycled products, where the
main motives were ethics, naturalness, taste,
and price. Proponents of such nutrition showed
conscious environmental responsibility. But the
study of the Ukrainian market analysed forced
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reactions to inflation and declining incomes: the
choice of simpler and cheaper goods, a decrease
in consumption volumes. That is, although both
studies dealt with the ethical component of con-
sumption, in Sweden it was the engine of choice,
and in Ukraine it was a secondary factor against
the background of survival.

In 2020-2024, the economic situation in
Ukraine remained unstable, which affected the
level of income and consumer behaviour of the
population. Rising inflation and the war have led
toincreased price sensitivity and a reorientation
of consumers to affordable goods. There was a
reduction in spending on non-priority products
and an increase in the role of discounts and on-
line trading. In general, consumer habits have
been transformed under the influence of eco-
nomic challenges and the need to adapt to new
conditions.

Marketing strategies and recommendations
for adapting businesses to changes

in consumer behaviour

In 2020-2024, the food market in Ukraine
underwent significant changes under the

influence of the economic crisis, war, infla-
tion, and changes in consumer preferences.
The effectiveness of current marketing strate-
gies used by companies in the face of econom-
ic instability depends on the ability to respond
quickly to changes in demand, especially for
basic necessities such as bread, milk, meat,
and groceries.

One of the main strategies is to focus on
reducing costs and offering economically af-
fordable products. The market is experiencing
an increase in demand for local products, which
is also an important element of companies’
strategies aimed at supporting the Ukrainian
manufacturer. As inflation and declining pur-
chasing power significantly affected income
levels, consumers began to pay more attention
to discounts, promotions, and cost-effective
alternatives. Moreover, changes in consumer
preferences, in particular, the growing popular-
ity of online shopping, required the adaptation
of marketing strategies to new sales channels
and new formats of communication with cus-
tomers. Table 1 shows a SWOT analysis of cur-
rent marketing strategies.

Table 1. SWOT analysis of current marketing strategies
for adapting businesses to changes in consumer behaviour

Strengths

Weaknesses

= Well-developed sales network in online channels.
= Increased demand for local products due
to patriotic sentiments
m Focus on essential products
= Positive attitude to promotions
and discounts that stimulate demand

= Need for significant investment
in the transition to digital platforms
= High competition in the market of affordable goods.
m Lack of strategies to support the premium segment
in the face of falling purchasing power
= Uncertainty about the stability
of the economy and exchange rates

Opportunities

Threats

m Expansion of the product range in online stores.
= Introduction of new loyalty strategies and programmes
for regular customers
= Development of new marketing channels, such
as social networks and mobile applications

= Constant growth in raw material prices and inflation
= Reduced solvency of the population,
which leads to a reduction in demand
= Reduced confidence in imported goods due
to the political situation

Source: compiled by the authors based on R. Rijitha (2021)

SWOT analysis indicates that there is a sig-
nificant potential for developing marketing
strategies in the food market, even in conditions
of economic instability. Among the strengths, it
is especially worth noting the active use of on-
line sales channels, focus on the basic needs
of the population, and the growth of loyalty to
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local brands, which creates a favourable basis
for the development of stable demand. There are
internal limitations - in particular, the need for
financial investment for digital transformation
and the lack of strategies for the premium seg-
ment, which is losing ground against the back-
ground of declining purchasing power.
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The existing opportunities open up pros-
pects for introducing new loyalty tools, expand-
ing the range in the online space, and actively
using advanced digital channels, in particular
social networks. However, these opportunities
are accompanied by serious threats - rising in-
flation, falling real incomes of the population
and foreign policy risks that affect import sup-
plies and overall market stability. These risks in-
clude the introduction of new trade restrictions,
sanctions against individual supplier countries,
blocking of sea routes or threats to logistics se-
curity as a result of military operations, which
significantly complicates the provision of con-
stant commodity circulation and creates price
fluctuations. Thus, the key task of abusinessis to
turn its own strengths into competitive advan-
tages, effectively using external opportunities
and minimising the impact of threats through
flexible strategic planning.

Marketing strategies in conditions of eco-
nomic instability should be flexible and adapt-
ed to new realities, in particular, to the decline
in the purchasing power of the population and
the transformation of consumer preferences.
During a crisis, consumers change their priori-
ties, preferring essential goods, discounts, pro-
motions, and cost-effective purchase formats.
In this regard, businesses should actively use
online platforms, which have become an impor-
tant channel of interaction with the client. For
example, in 2023, the volume of online sales of
food and alcohol increased by 65% in USD and
by 85% in UAH compared to 2021 (In 2023, the
amount of online..., 2024). This indicates a sig-
nificant increase in demand for online shopping
in this category. Due to economic difficulties,
it is important to provide favourable offers for
consumers, focusing on discounts and promo-
tions to support the demand for essential prod-
ucts (Dekimpe et al., 2023).

In addition, companies should focus on
supporting local manufacturers and offering
cost-effective products that meet changing
consumer preferences. Ukrainian products are
more attractive, not only because of the price,
but also because of the support of local produc-
ers, especially in war conditions. The share of
Ukrainians who claim to buy goods/services of
Ukrainian manufacturers increased from 69%
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in December 2022 to 74% in 2024. The main mo-
tives are the desire to support the national pro-
ducer (57% of respondents) (Gradus Research
Plus, 2024). Another important area is the de-
velopment of loyalty programmes that can help
to retain customers in difficult economic con-
ditions. Loyalty programmes should be aimed
at attracting regular customers and creating
personalised offers. The VARUS PERFECT loyal-
ty programme has shown high efficiency - 82%
of customers choose a network based on this
programme. About 30,000 new members join
it every month, and the number of active users
of the mobile application has exceeded 170,000.
The share of checks using the loyalty programme
is 57%. The average receipt with a loyalty card
is 35% higher than the total online receipt. The
programme contributed to an increase in the
frequency of purchases and customer retention
(Retailers, 2024).

An important step is to expand the range of
products and innovative products that meet the
requirements of a healthy diet and sustainabili-
ty. Healthy foods and eco-friendly products are
becoming increasingly popular with consumers,
and companies need to focus on these trends.
The inclusion of organic and sustainable prod-
ucts in the range really contributes to improving
the brand image and attractiveness of products
in the market. This is confirmed by the growing
demand for local and environmentally friend-
ly products in Ukraine. In particular, according
to Gradus Research, 74% of Ukrainians prefer
Ukrainian products, and 37% are ready to ex-
periment with new brands, which opens up op-
portunities for the development of organic and
sustainable products. In addition, the growing
popularity of private label brands, which often
include organic and eco-friendly products, also
indicates a tendency to choose more sustainable
products. For example, in the ATB chain, private
label products already account for 26% of the
product range, and this share is growing, espe-
cially in categories where quality and affordabil-
ity are important (Melnyk, 2024).

It is predicted that in the coming years, con-
sumer behaviour in Ukraine will remain focused
on economy and availability of goods. Inflation
and the economic crisis will continue to deter-
mine consumer choice, so demand for essential
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goods will remain consistently high. In 2023-
2024, 77% of the budget of Ukrainians account-
ed for housing, food, medical services and trans-
port, which significantly exceeds similar figures
in Poland (46%) and Germany (51%). Moreover,
vacation expenses did not exceed 3% - several
times less than the European average of 15-20%.
Demand for premium products may continue
to decline due to falling real incomes: 37% of
Ukrainians have already increased spending ex-
clusively on food and medicine, while reducing
spending on children’s goods (by 39%) and build-
ing materials (by 48%). E-commerce will contin-
ue to grow, although currently 72% of Ukrain-
ians still prefer traditional shopping in stores.
Electronics (17%) and cosmetics (15%) have the
largest share of online sales. Companies that can
adapt their strategies to the demand for healthy
food and environmental friendliness will gain
competitive advantages: 28% of consumers
are willing to pay a higher price for products of
companies that support the Armed Forces of
Ukraine, and 62% avoid brands operating in the
Russian market. This shows the new priorities
of Ukrainians - economy, sustainability, and
social responsibility (Ukrainian consumer sen-
timent..., 2025).

Marketing strategies in the food market in
Ukraine should be adapted to the new economic
realities. In the face of economic instability, it is
important to focus on economically affordable
products, develop online trading, and focus on
supporting local producers. The development of
loyalty programmes, promotions, and discounts
will help to retain regular customers and attract
new ones. Simultaneously, focus on healthy food
and sustainable products can become an impor-
tant element of companies’ strategy for the fu-
ture. S.D. Rietz § A. Kremel (2024) examined bar-
riers and motivational factors that influenced
the consumption of products in circular pack-
aging. The researchers concluded that despite
the positive attitude towards reusable packag-
ing, the actual behaviour of consumers often
did not coincide with their intentions. This has
created challenges for sustainable initiatives. In
contrast, this study did not record a gap between
intentions and actions, but a forced restruc-
turing of eating habits in response to a crisis -
war, inflation, and scarcity. The sustainability of
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consumption faded into the background, giving
way to pragmatic solutions.

The study by S. Labiad & S. Marso (2024) fo-
cused on emerging markets and consumer sen-
timent towards organic products. The research-
ers emphasised the high potential of organics,
which was held back by distrust, prices, and
lack of information. Both in Ukraine and in de-
veloping countries, health remained an impor-
tant motive. However, if S. Labiad & S. Marso saw
prospects for the growth of this segment with
the right marketing strategy, in the Ukrainian
reality, financial restrictions often made organic
products inaccessible. C. Varghese et al. (2024)
focused on consumers willingness to pay more
for recycled products. Their research showed
that customers’ decisions were influenced by
brand, labelling, and environmental messages.
In the Ukrainian context, price, basic quality and
stable availability of goods remained key. Thus,
although both studies focused on the influence
of external factors on behaviour, motivations dif-
fered significantly: conscious choice in a stable
environment versus forced adaptation to a crisis.

The study by A. Dudziak et al. (2023) indi-
cated an increase in interest in local products in
Poland, which was explained by ethnocentrism
and support for the national manufacturer. In
Ukrainian conditions, there was also an increase
indemand for Ukrainian goods, butitwas caused
by savings and logistical difficulties. Thus, simi-
lar behavioural manifestations were formed for
various reasons: in Poland - for patriotic identi-
fication reasons, in Ukraine - for the purpose of
survival. R. Stotten (2024) proposed a sophisti-
cated analytical framework for analysing Swit-
zerland’s food regime, in which global, regional,
and local sub-regimes interacted. This helped to
understand how culture, economics, and poli-
tics affect consumer habits. The Ukrainian study
showed a different dynamic - the dominance of
short-term economic factors that replaced the
structural transformations of the system.

In the study conducted by S. Xu et al. (2024),
examined how digital financial instruments af-
fect consumption levels in rural areas of China.
They showed that digital services have helped
to expand consumer opportunities and im-
prove the quality of life. In Ukraine, households
were forced to save money, limit non-basic
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expenses and adapt to external pressure. That is,
if in one case digitalisation opened up new ho-
rizons, in the other - narrowed the choice. The
study by M.C. Onwezen § H. Dagevos (2024) an-
alysed factors that contributed to reduced meat
consumption and the adoption of alternative
proteins. The researchers found that motivation,
awareness, and social norms played a crucial
role. In the Ukrainian case, changes in food hab-
its were determined by inflation, lower incomes,
and logistics barriers. If voluntary transforma-
tion dominated Europe, then forced adaptation
dominated Ukraine.

V. Haider et al. (2022) focused on the poten-
tial of environmental beliefs to transform the
diet. The researchers examined how consumers
in Austria can voluntarily change their habits
for the sake of sustainability. In the Ukrainian
reality, such a transformation has not become a
priority - consumers have focused on minimis-
ing costs, reducing the share of premium and
non-essential goods. The study by D.C. Petres-
cu et al. (2020) analysed how consumers in Ro-
mania and Belgium rated the quality of products,
their safety and environmental friendliness. The
focus was on labels, composition, origin, and
packaging. In Ukraine, due to the crisis condi-
tions, the choice was based on price, promotion,
ease of preparation - there was a simplification
of consumer evaluation criteria.

Thus, companies’ marketing strategies are
effective only if they are flexible, digitalised, and
adapted to new sales channels, in particular
online trading. Approaches that combined sup-
port for local brands, loyalty programmes, and
promotional offers remained successful. In the
future, the strategic advantage will be for those
businesses that can simultaneously meet the
need for accessibility and meet the demand for
healthy and sustainable consumption.

CONCLUSIONS
In 2020-2024, the consumer behaviour of
Ukrainians was significantly transformed un-
der the influence of war, inflation, and the so-
cio-economic crisis. Although the nominal aver-
age salary increased from 11,600 UAH to 21,473
UAH, in USD it ranged from 430 USD in 2020 to
371 USD in 2022, with a recovery to 532 USD in
2024. Due to high inflation (up to 26.6% in 2022),
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purchasing power remained low. About 25% of
Ukrainians have reduced food costs, focusing on
affordable products - bread, milk, meat. The de-
mand forlocal brands has increased not only be-
cause of the price, but also for patriotic reasons.
The share of food costs in the cost structure was
47-53%, one of the highest in Europe. In 2024,
food prices increased by 14.1%, including vege-
tables (+48.3%) and butter (+33.9%). This forced
consumers to look for cheaper alternatives and
buy promotional items. Demand for ready meals
has increased: in 2023, culinary sales increased
by 24%. Online grocery purchases increased
from 6% in 2021 t0 19.4% in 2023.

Demographic factors also affected the mar-
ket. In 2025, 57% of the population belonged to
the working-age group, and 73% lived in cities.
The average household size fell to 2.9 people,
which increased demand for portioned goods.
The increase in the level of education (73%
with higher education) contributed to interest
in healthy eating, but prices remained a con-
straint. Ukraine’s food exportsin 2024 increased
by 13% and reached 24.6 billion USD. The study
of marketing strategies in the field of food trade
has shown their key role in maintaining stable
demand in conditions of economic instability.
In particular, the use of online channels, pro-
motions, loyalty programmes, and a focus on
the local manufacturer allowed companies to
adapt to new conditions and maintain consum-
er activity, despite the fall in purchasing power.
This study focused mainly on the economic and
statistical aspects of consumer behaviour, leav-
ing out an in-depth analysis of psychological
motives and cultural factors in consumer deci-
sion-making. Further research should focus on
studying the impact of digitalisation, social me-
dia, and patriotic sentiments on the transfor-
mation of consumer preferences in the context
of a prolonged crisis.
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AHoTauif. MeTo0 [IaHOTO AOCTIIKeHHA 6yI0 BU3HAYUTH, K €KOHOMIUHAa HecTabiJbHICTS,
indmamia, BiMHa Ta coiianbHO-ZeMorpadiuHi 3MiHM BIUIMHYIW Ha CIIOXUBYY IIOBEIiHKY
HaceJleHHs YKpalHU Ha pUHKY IPOZI0OBOJIb YMX TOBAPiB. ByJio IpoaHaIi30BaHO cepegHbOAYIIOBUN
JOXiJl, AMHaMIiKy BUTpaT Ha XapyyBaHH, 3MiHy IIiH Ha OCHOBHI IIPOJIYKTH, IIOIIUT Ha YKPAIHCBKI
Ta iIMITOPTHI TOBapu. A TAaKOXX 6yJI0 IPOBEZEHO aHaJIi3 CHJIBHUX, CJIA6KUX CTOPiH, MOKJIMBOCTEN
Ta 3arpo3 [IOTOYHMX MapKeTUHIOBUX CTPaTerid. Y X0Ai OCTiI>KeHHS BCTAHOBJIEHO, IO CepefHs
3apIuiaTa 3pocia 3 11 600 rpH y 2020 poui go 21 473 rpH y 2024 potij, ajne B fonapax CIIA BoHa
ROJIMBaJTacd uepes iHOmALi0 — 3 $430 mo $371y 2022 poui i mo $532 y 2024 poui. Y 2024 pori
indmnania cknana 12 %, a LiHK Ha NPOAYKTHU 3pocnu Ha 14,1 %, 30KpeMa Ha oBodi — Ha 48,3 %,
MacJio - Ha 33,9 %, MOJIOKO — Ha 18,8 %, xJ1i6 — Ha 18,2 %. YacTKa BUTPAT Ha XapuyBaHHS 3aJIUIIAJIACS
BUCOKOI0 — Bif 47 % nmo 53 %. V mepion 3 2020 no 2024 pixk iHdnALis B Yrpaini 3a3HaBana
CYTTEBUX KOJIMBAHB: BifZl 5 % y 2020 polii 1o MiKOBOT0 3Ha4eHH 26,6 % y 2022 polii, 3 IOAaNbIINM
3HWDKEHHAM 10 12 %y 2024 po1ii. Biu3bKo 25 % CIIOKUBadiB CKOPOTUIIN BUTPATH Ha XapyyBaHHS, a
6 310 yKpaiHIiB 06upanu akifiHi ToBapy. OHJIANH-TIPOAAKI TPOJOBOIBCTBA 3pOCIIU 3 6 % y 2021
10 19,4 % y 2023 potii. ERCITOPT xapuoBux ToBapiB y 2024 poiii 3pic Ha 13 % i cATHYB $24,6 MIIpZ.
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Lutsii et al.

BusBieHo, 1o ypbanisawis (73 % HacejeHHs), cepeIHii po3Mip ZoMorocrnomapcTs (2,9 ocobu)
Ta BUCOKMI piBeHb OCBiTH (73 % 3 BUIOIO OCBiTOI) iICTOTHO BIUIMHYJIM Ha TpaHcdopMalliio
CIIOKMBYUX 3BUUYOK. [IpaKkTHUYHe 3HAYEHHS IOCIIIKEeHHS I10JIATaE B TOMY, IO MOr0 pe3yyibTaTu
MOXXYTb O6yTM BUKOPUCTaHi IjIa ajamTallii MapKeTUHTOBUX CTpaTerii KOMIIaHIM o 3MiH y
CITOKUBUiM TTOBEIIHIII B yMOBaxX eKOHOMIUHOI HecTabiIbHOCTI

KrnouoBi cnosa: iHQIIALIiS; TOMUT, XapuyBaHHS; BUTPATH; MapKETUHTOBI cTpaTerii
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