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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 Donbas
in its economic component is only possible under the
conditions of elaboration 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
is that Ukraine itself is not in a position to 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 only begin with the availability
of such elaborate measures that are built into clear and
transparent Projects and Programs with the necessary
derivative mechanisms for implementation.

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 quite logical that the development
of appropriate scientific and practical measures should
be based on comprehensive marketing researches of the
regional agro-food market.

Analysis of the scientific study of the problem
under investigation. Theoretical, methodological, and
scientific and practical basis for the development of this
problem are the fundamental positions of F. Kotler [1]
and J.-J. Lamben [2]. S. Kosenkov sufficiently thor-
oughly worked out not only the general content of mar-
keting research, but also the relevant applied aspects: the
method of their conduct and a certain toolkit [3]. N. Bu-
tenko [4] and V. Ratinsky [5] focused on marketing re-
searches of industrial goods.

As for the development of marketing research
problems at the regional level (and especially regional
agro-food markets), they were only launched in Ukraine
in recent years. I. Budnykevich, 1. Havrysh and N. 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 to
believe that their works may be considered as their start-
ing basis, which are sponsored by entire research teams
under the direction of V. Gorbulin, E. Libanova and
O. Amosha [8; 9], as well as some domestic scientists —

M. Kisil [10], A. Kolosov [11], V. Chebotarov [12].
However, a fairly wide range of such approaches and
assessments should be taken into account. Therefore, the
promising proposal of a group of scientists of the Insti-
tute of Industrial Economics of the National Academy
of Sciences of Ukraine under the leadership of
O. 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-
sions of the comprehensive marketing research of the
agro-food market of Luhansk region for the purpose of
the subsequent substantiation of proposals to interna-
tional charitable organizations regarding the develop-
ment and implementation of their grant policy in helping
to overcome consequences of the military conflict in
agro-food sector of Donbas.

Presentation of the main material of the article.

Comprehensive marketing research of the agro-
food market of the Luhansk region was conducted by the
NGO "Resurs. Help. Development." In October-De-
cember 2017 with the encouragement of the teaching
staff and students of the Chair of Economic Theory,
Marketing, and Entrepreneurship of the Luhansk Taras
Shevchenko National University.

The appeal of this Public organization to the Chair
of Economic Theory, Marketing, and Entrepreneurship
of LNU was not accidental. In addition to many years of
work on the agro-food and world economic issues chair
[14], since 2015 on its basis, with the involvement of
lecturers of other higher educational institutions of
Ukraine, there is a communication and consulting center
of several leading international 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 charitable organizations in the field of micro-en-
trepreneurship, development of advertising products
and activities of international organizations in the field
of public relations in the context of charitable donations
in the Donbas [12; 15].

The main goal of this complex marketing research
of the agro-food market of the Luhansk region is to jus-
tify proposals for international investors to identify the
priority directions, forms and volumes of charitable aid
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in the industrial and commercial chain "regional pro-
ducer — trade and distribution chain — end consumers" in
order to improve the socio-economic and institutional
status of the region.

Methodical tools for conducting this study were
three to a certain 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 Luhansk region in the sphere of
small and mid-sized businesses in order to increase vo-
lumes and expand the range of these products (an inte-
gral part in determining the prospects for creating new
jobs) — the B2B market.

The second: an assessment of the prospects of the
trading enterprises operating in the region to increase the
volume of sales of food 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 (B2C
market).

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 teachers of the department.
These questionnaires included cross-cutting questions
for each group of respondents regarding certain areas of
production, marketing and consumption of food pro-
ducts. In addition to the questionnaires for the first and
second components, additional questionnaires for per-
sonal in-depth interviews (respectively, for producers of
agricultural products and trade enterprises selling food
products) were further developed.

The questionnaires and interviews-interviews on
the three research-components compiled cover all 12 ad-
ministrative-territorial districts of the Luhansk region,
which are controlled by Ukraine. Given the complexity
of each of the research — components, the first and the
second of them were carried out only by experts of NGO
"Resource. Help. Development". The third study — the
component (and also — the economics-mathematical
processing of the collected material for the first two
components) was conducted by the students of the Edu-
cational and Scientific Institute of Economics and Busi-
ness of the Luhansk Taras Shevchenko National Univer-
sity (mainly in the fields of Marketing and Economics)
under the guidance of volunteer lecturers. In order to
provide an appropriate level of field marketing research,
students were trained and briefed on each of them on the
corporate letterhead of the NGO "Resurs. Help. Deve-
lopment." With the signature of the head of the organi-
zation with the "wet stamp" was given a description of
the purpose of this Project with the contact data of the
responsible lecturers of the department.

The questionnaire for analyzing and evaluating the
preferences of consumers - end consumers of food pro-
ducts was carried out according to a questionnaire con-
taining 14 questions (mostly in the open form) — with
the number of possible answers from 3 to 7. It 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 /
or at their workplaces by students-interviewers.

In order to ensure the objectivity and representa-
tiveness of the findings of marketing research, much at-
tention was paid to determining its sample. After elabo-
rating several approaches, the methodology specifically
developed for the research of the food market [16] was
used for the basis. In accordance with this method, cal-
culation of sample was carried out according to the for-
mula (1):

2
s5=% ><(p)2><(1 ). )
C
where Z — Z factor (for 95%);
p — percentage of respondents interested or an-
swers;
¢ — confidence interval in decimal form.

In this case, the general population, 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 Territo-
ries and Internally Displaced Persons [17] were used.
The estimated sample size of consumer preferences for
end consumers of food products was 475 people.

In order to ensure the representativeness of the
sample, the share of different categories of questioned
buyers corresponded to their specific weight from the
total population of the Luhansk region. In particular,
apart from the actual internally displaced persons, the
inhabitants living: in the cities of regional submission
(Severodonetsk, Rubizhne, Lisichansk) were allocated;
in district centers; in urban-type settlements; in country-
side. The specific weight of these categories of inhabi-
tants of the oblast was calculated on the basis of data
from the Main Directorate of Statistics in the Luhansk
oblast [18].

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

Thus, the share of buyers who prefer local vegeta-
bles, fruits and berries is about 72%; milk and dairy
products — 70%; meat and meat products — over 60%.
(Fig.).

However, in general, such perception of local food
products is characteristic of all isolated consumer
groups: both in the place of residence and in terms of
welfare.
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Fig. Consumer preferences of buyers of Luhansk region
concerning local and imported foodstuffs

At the same time, it was frankly unexpected that,
after three and a half years of life in a counter-terrorist
operation, about 75% 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-
ever, the given self-identification of buyers has received
a rather vivid confirmation of respondents' answers to
other questions (indirectly specifying and to a certain
extent — veiled) questionnaires.

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

The second. Remaining supporters of local food
products, over 67% of consumers consider their quality
of food products to be the main drawback (and not un-
competitive price, or — something else at the discretion
of the questioned).

The results of the study confirmed the expectation
that for 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 networks — "ATB", "Silpo", "Velyka
Kyshenya" and "Brushnichka", as well as several re-
gional trading networks (and that is characteristic — even
for buyers with quite high income level) supermarkets
for 57% of buyers, at best, "occupy" only the second-
third position (Table).

Table
Ranking of places for food products' purchase by consumers of Luhansk region
Places for the purchase of food products Fruits and Meat and meat Milk and dairy
vegetables products products

Traditional market-bazaars 1 1 1
Small wholesale bases 3 5 6
Supermarkets 2 2 2
Corporate distribution and itinerant peddling by manu-

. . 4 4 3
facturing enterprises
"Small architectural form" shops 3 4
Street trade of small producers 5 6

24
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It should be noted that the most popular on the
given sign is a separate commodity position — vege-
tables, fruit and berries in supermarkets are bought by
only 47% of buyers. 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
traditional bazaars markets, in stores selling "through
the counter” and in places of street trade of small pro-
ducers.

As for district centers, urban-type settlements and
rural areas, there are 60-70% (by different product
groups) in the general market, the leaders of the pur-
chase and sale of food products are traditional markets-
bazaars, small-scale bases (such place for food products'
purchasing initially wasn't planed for indication as a
possible answer) and street trade of small producers.

At the same time, we consider it necessary to take
into account the following important fact that objec-
tively "provoked" buyers of the Luhansk region not to
speak of supermarkets: in modern conditions, even the
most powerful and in terms of the number of stores, and
in terms of sales, the trading network in the region (such
is "ATB") has launched activities not even in all re-
gional centers of the region. At the same time, the men-
tal "attraction" of consumers of Luhansk region to the
former classical forms of the sale and purchase of food
products is quite obvious (this is a common and persis-
tent phenomenon in general for post-Soviet countries).

The survey did not reveal the unique advantages of
the region's buyers regarding the propensity to buy
semi-finished goods. On this basis, supporters of such
food products are about as much as those who prefer tra-
ditional cooking. However, somewhat unexpected was
the fact that in rural areas, semimanufactured goods al-
ready enjoy approximately the same popularity as in in-
dustrial cities (the advantage in favor of the latter is
fixed within the statistical error). It was also unexpected
that among buyers with high, middle and low welfare,
about 50% of buyers tend (or — do not refuse) to buy
semimanufactured food products.

Buyers of Luhansk oblast were extremely solid in
their reluctance to support local food producers at their
own expense. Those who wanted were less than 3%,
which is generally within the limits of statistical error.
Again, it makes sense to note this feature of a mental
nature: in developed countries, buyers are, to a certain
extent (and at their own expense) inclined to further sup-
port local food producers (there is a rather widespread
readiness of buyers, especially in Australia and Switzer-
land, at 3-5- 7% pay more for local goods, provided the
same quality with competitors' goods from other regions
and countries).

Quite contradictory should be considered buyers'
answers to the last question of the questionnaire: regard-
ing the perception of the largest deficit in regional food
products by certain commodity groups (subject to the

openness of this issue). About 72% of buyers consider
milk and dairy products as the biggest deficit; 70% —
meat and meat products; 66% — vegetables, fruits, ber-
ries and melons. The controversy here is that the most
expected deficit was the commodity position of meat
products (almost 100% except for supermarkets, im-
ported from the neighboring Kharkiv region, mainly the
products of the meat processing plants "Ukrainsky" and
"Saltivsky").

The results of the conducted comprehensive mar-
keting research confirm the general conclusion about the
crisis stage of the agro-food market of Ukraine. On the
background of certain positive phenomena and trends
that have begun to gain momentum in recent years, in
general, the Ukrainian agro-food market is characterized
by its deep structural deformation, dependence on the
situation of world commodity and financial markets,
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 Luhansk region controlled by
Ukraine, the above-mentioned crisis phenomena are
even more heightened and actualized.

Processing of the collected materials of complex
marketing research (directly — questionnaires, as well as
generalization of in-depth surveys of commodity pro-
ducers and entrepreneurs of the trade sphere) are the ba-
sis 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 quality of ag-
ribusiness products of regional commodity 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-
entation of commodity producers' economic 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-food
products and the critical condition of road transport.

Conclusions from the presented research. The
generalizations of the comprehensive marketing re-
search on the agro-food market conducted on the basis
of the conducted Luhansk region ground the following.

The military conflict has largely transformed the
content and problems of the regional agro-food market:
its main limiting factor, unlike other regions of Ukraine
(except to a certain extent, the Donetsk region), focuses
not on the scale of production (although the majority of
food products are also underused by citizens and irra-
tional structure of nutrition in general), 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).

So, in modern conditions in Luhansk region in the
agro-food sector, the main problem is the infrastructure
provision of the regional market. This problem has be-
come so urgent, which has become a significant con-
straining factor not only for the production of agricul-
tural products but also for the social development of the
region.

The prospects for further development of this
problematics are the elaboration of specific proposals
for international charitable organizations for the formu-
lation of their grant policy to assist in overcoming the
consequences of the military conflict in the Donbas:
substantiation 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 assistance on priority business
ideas.
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YeboTapboB €. B. MapkeTHHI0Bi JOCTiTKEHHS
arponpoaoBoJibuoro puHky Jlyrancekoi o0.Jacri:
NiAIPYHTS 320X0UeHHs iHO3eMHMX iHBecTUi Yy MmO~
J0JIaHHI HACJIIKIB BiliCbKOBOr0 KOHQIIKTY

VY cTatrTi npeAcTaBIeHO 3arajibHi BACHOBKH IIPOBE-
neHoro I'pomancekoro opranizamiero «Pecypc. [lomo-
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Mora. POo3BHTOK» 3a y4acTIO BHKIAQIAYiB Ta CTYICHTIB
Kadeapu eKOHOMIYHOI Teopii, MAPKETUHTY Ta IiIPH-
eMHUITBA JIyraHChKOTO HAIIOHAJILHOTO YHIBEPCUTETY
imeni Tapaca llleBueHKa KOMIIEKCHOTO MapKETHHIO-
BOTO JIOCIIKCHHS arpoIpoIOBOIEYOr0 pUHKY JIyraH-
ChbKOi 00JIacTi B yMOBaxX BiHCHKOBOTO KOH(QUIIKTY Ha
Honobaci. Ha ocHOBI onpaitoBaHHsI IPOBEIEHOTO aHKe-
TyBaHHS Ta IHTEPB'IO 3 TOBapPOBHPOOHHKAMH, CYO'€K-
TaMH TOCIOJIAPCHKOI JiSUTBHOCTI TOPTrOBEILHOTO CEK-
TOpa Ta KiHIEBUMH CHOXMBaYaMH IPOAOBOJIbYNX TOBA-
piB kiacu¢ikoBaHI OCHOBHI MPOOJIEMH Cy4acHOTO pe-
rOHAJIBHOTO arporpoIoBOJIbYOr0 PUHKY JlyraHchKoi
obnacti. Ha miarpysTi BU3HaYeHHX MpoOiieM po3pod-
JICHO MPOTIO3UIIIi ISl MI>KHAPOJHHUX ONIAaroiifHUX opra-
Hi3alil 010 OpraHizamii Ta MpakTHIHOI peaizallii X
TPaHTOBOI IMOJIITUKH, CIIPSIMOBAHOI HA TOJOJaHHS Ha-
CJIAKIB BiliCBKOBOTO KOH(QIIIKTY.

Kniouosi cnosa: Jlyranceka o6iacte, perioHalb-
HUW arpornpojoBOJIbYHA PHUHOK, KOMIUIEKCHE MapKe-
THHTOBE JIOCIIKCHHS, BINCbKOBUI KOH(IIIKT, TpOMa-
ChbKa Oprasizais, MiKHApOIHA OJIAroMidHICTh, MMOIO-
JIAaHHS HACIJIKIB BIHCBKOBOTO KOH(TIKTY.

Yeoorape E. B. MapkeTuHroBbI€ HCCIIEA0BA-
HMSl arponpogoOBOJILCTBEHHOro pbiHKa Jlyranckoi
00/1aCTH: OCHOBBI NOOLIPEHU MHOCTPAHHBIX HHBE-
CTHIMI B TPEOJ0JICHIH MOCJIeICTBHI1 BOCHHOT'0 KOH-
¢amkra

B cratee mpencraBiieHB! 00IIHME BBHIBOIBI MPOBE-
nenHoro Oo6mecTBeHHoi opranu3zauueit «Pecype. Ilo-
Mollb. Pa3BuTHe» ¢ yuactuem npernojaBareneid u cTy-
JCHTOB Ka(eapsl SKOHOMIYECKOH TEOPHH, MapKEeTHHTa
W IpeanpuHUMaTeabcTBa JIyraHCKOTO HallMOHAJIBHOTO
yHuBepcuTera uMeHu Tapaca llleBueHKO KOMILIEKC-
HOI'0 MapKETHHIOBOI'O MCCIEIOBaHUs arpolpo0BOJIb-
CTBEHHOTO phIHKa JIyraHckoi 00acTH B YCIIOBHUSIX BO-
eHHoro koHdmukta Ha [onOacce. Ha ocHoBe o0Opa-
OOTKH MPOBEACHHOT0 aHKETUPOBAHUS 1 HHTEPBBIO C TO-
BapOIPOU3BOUTEISIMHA, CYOBEKTAMH XO3SIMCTBEHHON
JESITeTbHOCTH TOPrOBOT'O CEKTOPa M KOHEYHBIMU IIOTPE-
OUTEISIMH TIPOJIOBOJILCTBEHHBIX TOBAPOB KIIACCU(HIIU-
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pPOBaHbl OCHOBHBIE IMPOOJIEMBbI COBPEMEHHOIO PETUO-
HAJILHOTO arpoIpoI0BOJILCTBEHHOr0 PhIHKA JIyranckon
obnactu. Ha ocHOBe onpesienneHHBIX TpobIieM pa3pado-
TaHbBI MPEUIOKCHHUS TSI MEXKTYHAPOIHBIX OJIarOTBOPH-
TENBHBIX OPraHU3AIMN [0 OPraHU3AIMU M MpPAKTHYC-
CKOM peann3alyy UX TPaHTOBOY MOJUTHKH, HAIIPaBJICH-
HOM Ha MPEOJOJIEHUE IOCIEACTBUA BOEHHOTO KOH-
¢ukra.

Kniouegvie cnosa: Jlyranckas 0671acTh, pernoHab-
HBII arponpoAOBOILCTBEHHBI PBIHOK, KOMIUIEKCHOE
MapKETHHI'OBOE HCCIICIOBAaHNE, BOCHHBINH KOH(IHKT,
oOIIeCTBeHHAsT OpTaHu3aIysl, MEXIyHapoHasi Oyaro-
TBOPUTEIBHOCTE, IPEOOIECHHE ITOCIIEICTBUI BOCHHOTO
KOH(ITUKTA.

Chebotarov Ie. Marketing research of the agro-
food market of Luhansk region: the basis 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 Lugansk Taras Shevchenko National
University integrated marketing research of the agro-
food market of Luhansk region in the conditions of the
military conflict in the Donbas. Based on the elaboration
of questionnaires and interviews with commodity pro-
ducers, business entities of the trading sector and end
consumers of food products, the main problems of the
modern regional agro-food market of Lugansk region
have been classified. On the basis of the identified prob-
lems proposals for international charitable organizations
have been worked out on the organization and practical
implementation of their grant policy in helping to over-
come the consequences of a military conflict.

Keywords: Luhansk region, regional agro-food
market, complex marketing research, military conflict,
public organization, international charity, overcoming
the consequences of military conflict.
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