AHOTANIA
XapueHko A.P. «Oco0,1uBOCTI cNIOKHUBYO0I NOBEAIHKH YKPaiHIIB B yMOBAX KPU3H HA
npukjaai ®I' «<POJAUHA CI'». Kpamidikariiiina podota Ha 3100yTTsI OCBITHBOTO CTYIICHS
OakanaBpa 3i ceniagbHOCTI «075 MapKeTHHI» 32 OCBITHBOIO NMPOrPaMoI0 «MapKEeTHHT i
MDKHApOJIHA JIOTiCTHKaY. —OeChKHUI HAIllOHAIBHUI €KOHOMIYHUN yHiBepcuTeT. — Oneca, 2025.

Y poOOTi pO3rIsAalOTbCsl TEOPETHUYHI AaCMeKTH CIOKHUBUYOI MOBEAIHKM B YMOBax
€KOHOMIYHOI HEeCTaOlIbHOCTI, OCOOIMBO CTPYKTYpHI KOMIIOHEHTH MOBEIIHKM CIIOKHBAdiB, ii
YUHHUKY (POPMYBaHHS, a TAKOX KJIIOYOBI T€OPIi, 110 pO3KPUBAIOTH NPUYNHH MPUNHHATTS PillIEHb
y niepioau kpu3. OcobirBa yBara npuiiieHa 0COOJMBOCTSIM CIOXKHBYOT TOBEIIHKM HA arpapHOMY
PUHKY YKpaiHu.

[TpoananizoBano mapkerunrose cepeposuine ®I' «POAMHA CI'» B ymMoBaxX Kpu30BUX
SIBUILl, BKJIFOUAIOYU 3MIHHM CIOXXHUBYMX HACTPOIB i MOJENSIX MOBEIIHKU KIIEHTIB KOOIEPATUBY.
By1o npoBeneHO aHKETHE OMUTYBaHHS CIIOKMBAYIB, B PE3yJbTaTi AKOTO OyJIM BUIUICHI KIHOYOBI
MOBEJIHKOBI CETMEHTH Ta IMPOaHAT30BaHO IXHI OCHOBHI XapaKTepUCTUKH. Takox Oyio
MPOBE/ICHO OILIHKY CHJIBHHX Ta CIA0KUX CTOPIH MAapPKETUHTOBOI IMOJIITUKH ITiIIPUEMCTBA.

3anpornoHOBaHO HAMpsSMU BAOCKOHAJIEHHST MAapKETUHIOBOI [iSJIBHOCTI KOOIEPATHUBY,
30KpeMa MPHUCTOCYBaHHS J0 HU(POBUX KaHAIIB KOMYHIKAIl, TMEPCOHATI3AMII0 MiIXOMIB 10
[IJTOBHX TPYII, PO3UIMPEHHS OHJIAWH-TIPOaKiB Ta BIIPOBAKEHHSI IPOTPaM JIOSITbHOCTI

Knrwouoei cnosa: cnoocusua nosedinka, aepapuuti punox, @I «POHUHA CIy,
eKOHOMIUHA Kpu3a, aoanmayis, yu@dposi KoOMyHIKayii, ceecmeHmayis, MapKemuHe08a noaimuKa,
nAmepHU CNOHCUBAHHS.

ANNOTATION
Kharchenko A. "Features of consumer behavior of Ukrainians in times of crisis using the
example of the FG "RODYNA SG" Qualifying work on obtaining a bachelor's degree in the
specialty «075 Marketing» for the educational program «Marketing and International Logistics».
—Odessa National Economics University. — Odesa, 2025.

The work deals with the theoretical aspects of consumer behavior in conditions of
economic instability, especially the structural components of consumer behavior, its forming
factors, as well as key theories that reveal the reasons for decision-making in periods of crisis.
Special attention is paid to the peculiarities of consumer behavior in the agricultural market of
Ukraine.

Author analysis showed the marketing environment of the cooperative "RODYNA" in the
conditions of crisis phenomena, including changes in consumer sentiment and behavioral patterns
of the cooperative's clients. A questionnaire survey of consumers was conducted, as a result of
which key behavioral segments were identified and their main characteristics were analyzed. An
assessment of the strengths and weaknesses of the enterprise's marketing policy was also
conducted.

The qualification work provides proposals for improving the cooperative's marketing
activities, in particular adapting to digital communication channels, personalizing approaches to
target groups, expanding online sales and implementing loyalty programs.

Keywords: consumer behavior, agricultural market, RODYNA Joint Stock Company,
economic crisis, adaptation, digital communications, segmentation, marketing policy,
consumption patterns.



