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ONLINE MARKETING RESEARCHES IN UKRAINE:
TRENDS AND PERSPECTIVES

The article is devoted to the problem of marketing researches, their
formation and modern tendencies in terms of information-technological
revolution on the territory of Ukraine. Based on the analysis, generalization
and systematization of scientific sources, the development of marketing
research, as well as the prerequisites for the creation of directions for
marketing research are highlighted. The article focuses on new
technologies for conducting marketing research in the conditions of the
Internet environment. Such type of marketing research as online research is
considered and the main advantages of its implementation, as well as
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further perspectives of the development of this marketing tool are given.
Key words: marketing, marketing research, management decisions,
interviews, questionnaires.

Epeuirko Anopiii, Kepexewa Onvea

MAPKETHHI'OBI OI:!JIAFIH—I[OCJIIIDKEHHH B
YKPAIHI: TEHAEHIIII TA IEPCIIEKTUBU

CrarTio TPUCBAYEHO MPOOIEeMi MapKeTHHIOBHX JOCHTIIKEHb, iX
CTAaHOBJICHHIO Ta CYYacHHM TEHJEHISIM B YMOBax iHQoOpMaIiifHo-
TEXHOJIOTIYHOi peBoutollii Ha Teputopii Ykpainu. Ha ocHOBI aHamizy,
y3araJlbHEHHS Ta CHUCTEMaTh3allii HaAyKOBUX JKEPEN OCBITICHO PO3BHUTKY
MapKETUHIOBUX JOCHTI/DKEHb, & TAKOX MEPEAYMOBU CTBOPEHHSI HANpPSMKiB
MapKETUHTOBUX JIOCHI/DKEHb. Y CTaTTi OCOOJNIMBY yBary MpHUAIJICHO HOBUM
TEXHOJIOTISIM  TMPOBEACHHS MapKETHHTOBHX JIOCTIDKEHb B  YMOBax
MOXXITUBOCTEH  IHTEpPHET-CEpENOBUINA.  PO3TIsSHyTO  Takuii  BUJ
MapKETHHTOBHX JOCHTIKEHb SK OHJIAWH-AOCHTIDKEHHS 1 HaBeIeHI OCHOBHI
nepeBaru iX BHUKOPUCTAHHS, a TaKOX MOJAIBINI TEPCIEKTHBH PO3IBUTKY
JAHOTO MapKETUHIOBOTO 1IHCTPYMEHTY.

Knwuoei cnoea: MapKeTHHI, MAapKETHUHIOBI  JOCIHIIKEHHS,
YIPaBIiHCHKI pillleHHs, IHTEPB'I0, aHKETYBaHHSI.

Epewiko Anopeii, Kepexeura Onvea

MAPKETHHI'OBBIE OHJIAHH-UCCJIEJJOBAHHS B
YKPAUHE: TEHAEHIIUU U IEPCIIEKTUBbI

CraThsi TOCBsIIIEHA TNPOOJieME MAapKETHHTOBBIX HCCIIEIOBAHUH, WX
CTaHOBJICHHIO M COBPEMEHHBIM TEHACHLMSAM B YCJIOBHSX HH(OPMALIMOHHO-
TEXHOJIOTUYECKON PEBOMIOIIMKM Ha TeppUTOpuK YKpanHbl. Ha ocHOBe aHanmm3a,
0000IIeHNST W CHCTEMAaTH3aIlM HAYYHBIX FICTOYHHUKOB OCBEIICHO Pa3BHUTHS
MapKETUHTOBBIX UCCIIEIOBAHUM, a TAKIKE IIPEATIOCHUIKH CO3JAHUS HAIIPaBJICHUI
MAapKeTHHI'OBBIX HCClleJoBaHMi. B crathe ocoboe BHUMaHHE YIEIEHO HOBBIM
TEXHOJIOTUSIM  TIPOBEACHHS MAapKETHHIOBBIX HCCIEOBAHMHA B  YCIOBHSX
BO3MO)KHOCTEM HHTEpPHET-Cpelbl. PacCMOTpeH Takol BHII MAPKETUHIOBBIX
WCCIIEIOBAHNH KaK OHJIAMH-MCCIIEN0BAHUS U IIPUBEACHBI
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OCHOBHBIE TPEHMYIIECTBA WX HKCIIOJB30BAaHUSA, a TaKKe alTbHEUIIHe
MEPCTIEKTHBHI PA3BUTHUS JAHHOTO MapKETHHTOBOTO HHCTPYMEHTA.

Kniouegvle cnosea: MapKeTHHT, MapKETHHIOBHIE HCCIIEOBAHHUA,
yIpaBIeHYECKHEe PEUIeHHsI, UHTEPBbIO, aHKETHPOBAHHE.

The problem statement. Modern virtual systems and gadgets have
become so simple that even preschoolers use them easily. The availability
of the Internet space has significantly expanded the audience of users. To
maintain their demand, TV channels, radio, printed newspapers and
magazines create websites where they share their materials. Otherwise, it is
likely that no one will know about them. These are the current trends.
Referring to them, we can state that the traditional approaches to marketing
research have survived their demand. It is worth noting that the features of
online marketing research can change from year to year. This is due to new
products launching to markets, the decline in demand for specific
categories of goods, which often cause changes in consumer behavior.

In the work, attention was paid to online marketing research in
connection with the orientation of the society on the Internet and mobile
space from the previously popular e-mail-exchange of information, presents
the advantages of this type of research in comparison with the "traditional”
types of marketing research, their status and prospects for further
implementation in Ukraine.

The objectives of the article. The aim of the work is to study the
main trends in the development of the online marketing research market in
Ukraine.

Analysis of recent research and publications on the problem. In
the current literature, most publications are devoted primarily to the
operational level of the use of marketing research. The problem of
marketing research involved such scientists as G. Carter, F. Kotler, N.
Malhotra, S. Miller, R. Morris, A.L. Kistersky, A.l. Credisov, N.N.
Mazurina, V.F. Onischenko, V.N. Parsyak, A.l. Rogach, K. Rogov, E.
Romat, V.R. Sidenko and others.

Statement of the basic material of the study. The modern world
industry of marketing research offers a variety of methodologies used to
solve a variety of tasks. The use of innovations in the implementation of
research technologies makes it possible to improve the efficiency of
information collection, and to improve the quality of information necessary
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for making informed decisions.

If we talk about replacing online interviews with representative
interviews face-to-face or a representative online survey can only be
arranged in the segment of youth in medium and large cities. In the next
year or two, we propose that representative polls in the online mode can
also be done in all the segment of the urban youth and in the middle-aged
segment in medium and large cities.

However, the attraction of online technologies is that they,
generally speaking, are not oriented to the population in general, but for
active groups. The sense in the implementation of the above-mentioned
research appears when it is necessary to study markets, the main consumers
of which are technically advanced. [1, p.58-61].

For today in Ukraine already there are many markets where the
arranging of quantitative online surveys are relevant. First, high penetration
of the Internet (almost 60%) is among the solvent population with high and
middle income (the level of average income is defined as a person without
any problems buys clothes and can afford to buy expensive household
appliances). Secondly, in medium and large cities there are many markets
with a level of Internet penetration of buyers of 50% or higher - this is the
same household appliances (50% -60% depending on the category), cars
(almost 50%), banking services (About 50%), tourism services (about
55%), computers and accessories (about 70%), etc.

What are online tools? According to ESOMAR, these are studies
with one of the following expected results:

- filling in the questionnaire on the researcher's server,

- uploading or receiving the questionnaire by mail, filling it, and
then sending the completed questionnaire to the researcher,

- Online discussions,

- measuring the use of Internet resources through special software
on the respondent's personal computer.

When implementing these opportunities, two fundamentally
different approaches are used:

- Access-panel, which assumes constant cooperation with recruited
respondents,

- One-off contacts with voluntary respondents.

In the access panel, the researcher recruits a significant number of
Internet users, collecting socio-demographic data about them. Depending
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on the tasks of the particular study and the target audience that needs to be
studied, he invites the relevant part of the panel to take part in the survey
(as a rule, respondents are paid for this). It is in attracting the right target
for a specific study that there is a fundamental difference between the
access panel and the usual one, whose task is to periodically poll the same
(or partially rotated) respondents on a similar questionnaire, most often
devoted to consumer demand. The results of a conventional panel are
usually offered to all willing to pay for it.

The second approach - one-time contacts - is cheaper, since it does
not involve rewards for respondents, and is faster, but less reliable. It leads
to methodological difficulties - it is unknown who actually filled the
guestionnaire in - it is popular to distort data about yourself on the Internet,
calling the gender and age incorrectly.

In fact, the same problem is also characteristic for access panels in
case they are recruited online, that is, by establishing a recruiting contact
directly on the Internet. In this case, the respondents’ anonymity is
preserved and does not allow removing its main socio-demographic
characteristics. One of the ways to get around this difficulty is to dial the
access panel through personal contacts (offline) with respondents, which
will make it a more reliable platform for conducting online research.

Nowadays there is only one face-to-face access-recruiter is
installed; nevertheless in the near future at least several similar solutions
are expected.

In the last few years, online research has come first in the arsenal of
methods used in developed countries. Thus, according to the latest
ESOMAR report, online is confidently leading among quantitative
methods, having secured a quarter of the world's research market, and twice
ahead of the usual face-to-face interviews for Ukraine. Unfortunately,
Ukraine contributed a very negligible part to this share. In comparison with
Russia, online studies account about 7%, and in Poland 12% among all
guantitative methods.

Already today, at the current level of Internet penetration in
Ukraine, online technologies can effectively replace a number of classical
tools for qualitative research in solving the following business problems:
determining the optimal communication strategy, testing advertising,
assessing the impact of price games, etc. [4, p.68].

At the same time, some online technologies allow the respondent
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not only to express his opinion verbally or, for example, to describe the
perception of the person tested, but also to connect nonverbal assessments.
For example, using a click-test, he can specify a peculiar place on the
advertising image; using 3D-design tools, to show his vision of the package
effectively; considering a virtual showcase, to show his

We also want to mention that online research has many advantages
over traditional offline surveys:

1. lower cost of online research due to the lack of need to pay
for the work of interviewers and coders (the cost of recruiting in any case is
less than the payment for a similar interview), which allows:

- reduce the cost of conducting interviews and, thus, make
them more accessible to clients of marketing companies;

- Increase the profitability of research projects by reducing
costs.

2. Higher speed of research than traditional surveys.

Practice shows that about 70 percent of respondents send answers
in the first two or three days, 20 percent - until the end of the first week
after receiving the questionnaire and only 10 percent respond in later terms.

In addition, the speed of the online survey is influenced positively
by the fact that the digitization of questionnaires is not required. [2, p.76-
78].

3. Ability to track research results in real time.

Through the web interface, you can control the number of
successful interviews / quotas. An important feature is also the fact that
with online research you can get answers to the most urgent questions until
you get a complete final report.

5. Saving time for interviews.

With e-mail, you can quickly select the required number (or quota)
of respondents. Thanks to the construction of logical "what-if" chains, the
interviewee answers only questions addressed to his quota. It should also be
noted that the speed of perception of visual information is higher than that
of voice, so respondents get to the main idea more quickly and get less tired
(which, of course, affects the quality of the interview). The Internet also
avoids the errors that arise when transferring information from traditional
guestionnaires to a computer database.

6. Advanced media capabilities.

The Internet makes it possible to show the respondents images in
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random order. The toolkit of marketers is expanding: through the Internet
you can send the interviewees animation, audio and video files
(presentations, commercials, etc.), which in most cases are not available in
traditional quantitative surveys.

7. The ability to conduct quality surveys online: If we talk about the
quantitative component of online technologies, it is obvious that only
theoretical representation is seen as the only potential limitation of their
application. Therefore, by international standards, this technique is
considered representative in case of 50% penetration of the Internet among
the target audience.

- The Internet allows to form focus groups from the representatives
of hard-to-reach categories of respondents (for example, people with high
incomes, owners of rare brands of cars, consumers of exotic food products,
etc.);

- The moderator (interviewer) gets an opportunity to control the
group dynamics of the focus group more effectively, minimizing the
dominant position of any of the respondents;

- Western researchers note that in online surveys, respondents are
liberated and more confident in answering questions and participating in
discussions;

- the customer of the marketing research gets an opportunity to
monitor the work of the focus group in real time and, if necessary, make
corrections through the moderator (the interviewer).

8. Ability to prepare multiple questionnaires available to
respondents.

The interface of the modern site allows creating multi-level
questionnaires, which nevertheless are intuitively understandable to any
respondent.

9. Increased anonymity of respondents.

The absence of any contact even with the distributors of the
guestionnaires allows respondents to feel at ease and be extremely frank at
certain surveys (for example, about sexually transmitted diseases,
contraceptive use, adultery, etc.).

10. Possibility of wider spatial coverage of respondents.

The World Wide Web helps to attract respondents from virtually
any region of Ukraine with a fixed budget for marketing research. In
addition, online polls give a chance to use feedback if necessary, which is
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impossible or requires extra time in traditional surveys [3, p. 73; 5, p. 89].

11. More opportunities to motivate potential respondents to
participate in surveys.

Online research usually suggests the possibility of getting a cash or
clothing prize for participation in surveys.

The necessity in faster transition to online marketing research is
confirmed by the fact that the level of response to offline surveys declines
every year.

In comparison with the US, Internet users are three quarters of the
adult population, while in Ukraine only a quarter. This means that in the
United States, with the help of online, it is possible to study markets
covering the entire population; in Ukraine, this format is will be possible
only in the future.

According to the Ukrainian Marketing Association, the total
volume of the marketing researches ordered in 2015 amounted about 767
million hryvnia ($ 35.9 million, at an average rate of $ 1 = 22 hryvnia
during the year). In this case, the market volume in hryvnias increased by
51%, and in dollar terms it declined by 13%. Thus, in 2015, the market
continued to decline (in dollar terms), that was firstly recorded in 2014. The
total volume of the market fell to the level of 2006 indicators.

Despite the discrepancies, we can see a general trend: if the global
market for market research is growing slowly, then in Ukraine it continues
to fall. However, it should be noted, that the rate of decline is slowing down
nowadays.

On a global scale, the largest market research market is the North
American market with its markets in the US and Canada. This year, the US
market research market showed an increase of 3%. Of course, we are most
interested in comparing Ukraine with Europe and with the countries of the
former socialist camp. Europe - the second largest market research market,
which showed in 2015 an increase of 2.8%. At the same time, Britain,
Germany and France regained the status of the largest markets in Europe.
The total turnover of the market for marketing research is approximately $
16 billion.

Many marketers in their reports have indicated that local companies
are beginning to take up more and more space in their orders. Orders from
foreign (in this context - transnational corporations) account about 15% of
the total turnover.
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At the same time, there are countries where the current situation
clearly reminds us of the situation in the early 2000s in Ukraine, when, in
fact, foreign companies were the customers of research. For example,
Vietnam showed that 75% of orders are orders of foreign companies,
Nigeria - 70%, Bulgaria - 66%, Japan - 62%, Guatemala and Honduras -
60%. In countries such as Singapore, a relatively high proportion of
subcontracts come from foreign research companies (48%), in Lithuania -
35%, in Denmark -33%, Georgia -30%, Hong Kong - 26%, Kenya and
Nicaragua - 25 % [3, p. 47-49].

According to the Ukrainian Marketing Association, in Ukraine
foreign companies (in this context - transnational corporations) form the
lion's share of orders for marketing research. Their orders account for
71.6% of the market turnover in 2015. This is the average.

Relatively large research companies operating in Ukraine and
entering the top five in terms of turnover, in their case, local customers
provided 25-30% of the total order portfolio, for a number of medium-sized
companies this figure rises to 50-60% (although there are medium-sized
companies, which specialize exclusively in the performance of orders of
transnational corporations). Only in the case of a number of small agencies
(with a turnover of up to 500 thousand UAH per year), local customers
provide 100% of their portfolio [7, p.121; 8, p.115].

18 research companies with an aggregate turnover of 533.3 million
UAH provided the data on the distribution of orders for national and
international projects. These companies for domestic projects (research
within Ukraine) account for 478.2 million UAH. Orders (almost 90%), for
orders within the framework of international projects - 55.2 million UAH.
(Not more than 10% of all orders). The largest proportion of orders in
international projects is occupied by medium-sized companies (in some
cases - up to 20-25% of their orders). At the same time, there is only one
medium-sized company that specializes almost exclusively (98%) on
research in the framework of international projects.

Consumer goods continue to be the main market for marketing
research. This is confirmed by the data of both the world research,
according to which the clients of this market form 23% of all orders, and
the UAM study, according to which in Ukraine this segment includes
32.3%. World research shows that food, beer, and the confectionery
industry are the largest segment of fast food products (12% of 23%).
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Medicines sold without prescriptions, perfumes and hygiene are
also a big segment. The smallest share in this segment is occupied by such
goods as Tobacco and cigarettes, but these goods still occupy a large share
of the fast-food sector in countries such as Pakistan, Ukraine and Vietnam.
According to the UMA research, tobacco products in Ukraine in this sector
account for 20.6%.

If we look at the generalized data of world research, we can say
that governments and non-profit organizations are becoming an
increasingly important customer. The same trend shows researches in
Ukraine. Government and non-profit organizations are increasingly
becoming customers of marketing research.

Conclusions and recommendations for further research.
Analyzing the material presented, we can state that an effective online
research is already under way in Ukraine. They can significantly expand
the arsenal of quality methods nowadays. For the most interesting solvent
target groups, representative quantitative online research is already
possible. Online significantly enhances the researcher's ability to answer
the questions posed. The widespread introduction of online tools in Ukraine
is the prospect of the near future of the research market.

However, along with this, one can observe the price pressure,
which has lowered the quality, usefulness and effectiveness of the research,
as well as their effectiveness and necessity.
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