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The article describes a marketing research that was conducted in the city of Dnipro. The
purpose of the study is to identify possible risks when opening a bookstore, as well as find
out the consumer demand for paper books and determine the preferences of potential
buyers. To date, paper books have been superseded by electronic ones. This is evidenced
by the growing demand for e-books (gadgets). The ability to get a book for free or for less
money also stimulates the outflow of buyers from bookstores in the city. There is a decline
in sales volumes of paper books. This does not mean reducing the interests of readers to
books. The economic situation in the country leads to the need for consumers to save.
Including the purchase of books. The younger generation is more inclined to online
reading. However, older people prefer to read paper books and buy newspapers and
magazines in kiosks. It gives them emotional and aesthetic pleasure. For this they are
ready to pay, but not big money. Which leads to a very balanced price policy of publishers
of literature. The survey was attended by respondents aged 17 and over. This study was
conducted in the form of a questionnaire. In the process of marketing research an analysis
of the macro and micro-marketing of a potential bookstore was conducted. Macroeconomic
analysis included the assessment of six factors: economic, political, demographic, scientific
and technical, natural and socio-cultural. The micro marketing environment included
analysis of consumers, suppliers, intermediaries and competitors. The article shows the
development of search questions and hypotheses, provided the results of research, during
which it was discovered, what factors are guided by consumers, choosing books. The
choice of the method for collecting information was a result of the features of the problem
under study, the nature of the object, the tasks set. To analyze the information, the
method of analysis of personal data was used.

Keywords: marketing research, demand, consumers, book market, questionnaire.

Problem statement

In the current conditions of a competitive
market environment, the process of carrying out
market research is the determining factor of success.
An important stage in marketing research is the
problem statement. It should be noted that, no matter
how problems arise or new opportunities are opened,
in most cases, additional information is needed to
make a final decision. It is important to determine
what additional information is needed and how it
can be obtained.

Thus, a person in need of a decision has several
ways to get out of a problem situation. He must
choose one of the different solutions, and this is
only possible when the study is properly conducted
and the problem is first and foremost correctly
addressed.

Analysis of studies and publications

In the scientific literature, the problems of
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marketing research are covered in a rather full and
versatile way. Of great importance in the field of
marketing research are the works of F. Kotler, G.
Katarjay, I. Setyavan [1], D. Schneider [2], A. Brice
[3]. Also, the study of market research was carried
out by such scientists as: A.A. Starostina, V.A.
Kravchenko [4], S.S. Garkavenko [5], G. Churchell
[6], E.L. Kanishchenko [7], O.B. Much [8] and
others.

The purpose of the article is to identify the
preferences of the consumers of the Dnieper in the
choice of book products. The purpose of marketing
research is to identify possible risks when opening a
bookstore, as well as find out the consumer demand
for paper books and determine the preferences of
potential buyers.

Essential material

The inhabitants of the city of Dnieper were
selected as a research object. The survey was attended
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by consumers aged 17 and over. This study was
conducted in the form of a questionnaire. By nature,
this study is directed; by the degree of formalization
- free. To analyze the information, the method of
analysis of personal data was used.

The marketing research began with an analysis
of the macro and micro marketing environment.

Macroeconomic analysis began with the
selection and classification of economic, political,
demographic, scientific and technical, natural and
socio-cultural.

An analysis of the micro-marketing
environment included analysis of consumers,
suppliers, intermediaries and competitors.

Subsequently, search questions and hypotheses
were developed (Table). On the basis of search
questions and hypotheses a auestionnaire with the

help of which a survey was conducted was developed.

An analysis of the data obtained after
conducting a survey made it possible to draw the
following conclusions. (Fig. 1).

The amount of free time per day in 65% of the
respondents — less than 2 hours; at 28% — 3—5 hours;
and only 7% of people — 6 and more hours of free
time per day.

As can be seen from this diagram, most people
(62%) prefer to spend their free time sitting at the
computer or watching various TV programs; 20%
prefer free time to read books; 13% prefer active
recreation and only 5% chose another option (Fig. 2.).

This diagram shows that 27% of respondents
prefer detectives; 21% — to romance novels; 17% —
classic; 15% — special literature for work or study,
and 20% have not recentlv bought books (Fig. 3.).

®up to 2 hours
= 3-5 hours

6 hours or more

Fig. 1. Amount of free time in days

Development of search questions and hypotheses

. Sources of
Search questions Hypotheses information™
1. Who are the main buyers of books? Readers from the age of 17 PEU
. . The desire to learn something new, the preference for paper
2. What are the main reasons for buying books by electronic, obligatory acquisition of textbooks for PEU
books? . . ;
the university (schools, kindergartens)
3. Family status Not married / married, married PEU
4. Consumer income level NO PEU, SE
5. For whom is a book bought in a family? [For the whole family, for individual members of the family PEU
6. From what sources of information the From friends, colleagues, the internet PEU
consumer learns about new books?
7. Wh}Ch sources of information are most NO PEU, SE
effective?
8. To which genres do consumers prefer? Novel, science fiction, stories, etc. PEU, SE
9. Where can consumers buy books? In specialized stores, online stores, book market PEU
10. What motives become decisive when Reviews about the book, cover, price, volume of the book PEU, SE
buying a book?
11. Acceptable for the consumer price limits| NO PEU
12. How to buy books? Ind1v1§1ually, in the presence of relatives, friends and PEU, SE
acquaintances
13. What is the consumer preference? Hard, soft PEU
14. How often do consumers buy books? NO PEU
15. What percentage of the population NO PEU, SE
prefers paper books?
Note: *SE — survey of experts; PEU — poll of end users.
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5%

m TV, Intemet; 62%
m active leisure; 13 %
wreading; 20%

62%  mthe other; 5%

Fig. 2. Occupation in your free time

® romance novels; 21%

M detectives; 27%

m classic; 17%

m special literature for work or

study: 15%

= I have not recently bought
haoke 20%

Fig. 3. Which books do you read and buy most often?

47%

22%

H post office; 22%
® in the store; 31%
w Intemet; 47%

Fig. 4. how do you buy books?

= desire to receive new
information; 29%

mreviews of friends and
acquaintances; 19%

= compulsory acquisition of
textbooks for a university ;
32%(school. kindergarten)

H as a present; 29%

Fig. 5. The main reasons for buying a book

The most convenient type of purchases of book
products is shopping via the Internet (47%). 31%
voted for purchases in the store. The purchase of
books by mail is carried out by 22% of the
respondents (Fig. 4.).

The main reasons for buying books at 29% are
the desire to receive new information; 19% — reviews
of friends and acquaintances; 32% — compulsory
acquisition of textbooks for the university (schools,

114

kindergartens); 20% — as a present (Fig. 5.).

The diagram shows that most respondents
(62%) are not interested in the emergence of a new
bookstore in the city. At the same time 38% are
interested in the appearance of the bookstore (Fig.
6).

From the chart above, it is clear that most
people are going to visit the store rarely, once in
half a year (38% of the respondents), 25% are not
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62%

myes: 38%

H10; 62%

Fig. 6. Does the opening of a new bookstore in your city appeal to you?

28%

m not ready; 25%
m once a week: 9%
w 2 times a month; 28%

® once in half a year; 38%

Fig. 7. How often are you ready to visit the bookstore&

ready to attend it at all, 28% are ready to visit the
shop 2 times a month, and only 9% — once a week
(Fig. 7).

Conclusions

The main results obtained during the marketing
research should be attributed that most, as a rule,
are not interested in the emergence of a new
bookstore in the city. At the same time, 38% of the
respondents are interested in the appearance of the
bookstore.

In addition, such features as discounts in honor
of opening a store and a large assortment of the
presented products are important.

For a convenient location, as for the most
attractive characteristic of the existing store, only
12% of the respondents expressed.

An adequate number of consumers do not plan
to visit a potential store, this may indicate that either
they do not need to consider the purchase object —
the book, or little is known about the benefits of the
store.

The most important characteristic of the new
store, which could attract the buyer, respondents
admit the existence of books that are very popular.

Based on the information obtained after
conducting a marketing study, one can state the
following: opening a new bookstore is a big risk that
consists of various components:

1) lack of interest among most people in
opening a new store;
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2) the availability of a substitute in the form of
electronic books;

3) lack of great interest in reading books;

4) lack of free time in people.

In this regard, the discovery of a new bookstore
seems inappropriate. In addition, there are already
at least several stores selling books in the city. And
as the visual observation shows, the store did not see
the queues for a long time.

However, the information obtained in the
course of the research makes the thought of opening
a store of another trend.
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AOCHIIXKEHHS IIOTIUTY 3 METOIO ITPOCYBAHHS
TOPTOBUX KOMIIAHIN HA PUHKY

baaan C., Jlenamiomi K., Yynpuna H.

Y cmammi euxaadacmocs mapkemuneose docioxncenus, aKe
30iticHo8anoce 6 micmi Jlninpo. Memoro docnioxcenHs € 6CMaHogu-
MU MOXCAUGI PUBUKU NPU GIOKPUMMI KHURAPHI, @ MAKOXNC 3 ’CY8a-
mu KynigeabHuil NORUM Ha NAneposi KHueu i 6U3Ha4umu nepegaeu
nomenyiiuHux noxynyie. Ha cboeooniwmniii denv nanepogi knueu 6yau
eumicHeHi eaekmporHumu. Llvomy ceiduums 3pocmarouuii nonum
Ha enekmporHi KHueu (eadacemu). Moxcaugicms ompumamu KHu2y
6e3K0umoBHO abo 3a MeHWl epouli maKk camo CMUMYMoE 8iOmiK
NOKynuie 3 KHUMCKosux maeasutie é micmi. Cnocmepieaemucsi 3HuU-
Jcenns o0csieie npodaoicie naneposux kHue. Lle ne eogopums npo
3HUJICEHHS iHmepecie uumadyie 00 kHue. Exowmomiuna cumyauis e
Kpaini npuzeodums 00 HeobOXiOHOCMi choxcuea4ie exoHomumu. Y
momy uucai i Ha nokynky krue. Moaode nokoninHs edxce Oinvuie
cxunvHe 00 oHaatH yumanus. OOHak ar00uU Ginbl cMapuioeo 8iky
8idoarome nepesazy wumamu naneposi KHueu i Kynyeamu eazemu
ma ycypuanu 6 Kiockax. Lle npunocums im emouyiine i ecmemuune
3a00601eHHs. 3a ue 60HU 20MO6I naamumu, aie HegeauKi epoui.
Illo npuzeodums do Oyice 38adxceHoi UiH060I noaimuxku 8udaeyie
Aimepamypu. B onumyeanni bpaiu yuacme pecnoHoeHmu ikom 6io
17 pokig i cmapue. Jlane docaioncenns npoeodunocs 6 ghopmi an-
Kemu. B npoyeci mapkemune0602e0 00CAi0NCeHHs GUKOHAHO AHANI3
Makpo- i mikpocepedoguua mapkemuHey NOMeHYiuHOi KHUeapHi.
Ananiz makpocepedosuya 6Ka104ae 6 cebe OUIHKY ulecmu (pakxmopie:
EeKOHOMIYHUX, NOAIMUYHUX, 0eMOoepaiuHux, HAYKOB0-MeXHIYHUX,
npuUpooHux i couianbHo-kyabmypuux. Mikpo mapkemuneoge cepe-
dosuuie 6kaHaNa 6 cebe AHANI3 CHOJNCUBAHIE, NOCMAYANbHUKIE,
nocepeoHukie i KonKypenmie. Y cmammi nokaszaua po3pooka no-
WYKOBUX NUMAHb | einomes, HAdaHi pe3yabmamu 00CAiONCeHb, 6
X00i sAKUX OY10 GUABACHO, AKUMU (PAKMOPAMU KePYIOMbCsl CRONCU-
eaui, subuparouu kHueu. Bubip memody 300py inghopmauii euniueas
3 ocobausocmetl docaioxcysanoi npobaemu, xapakmepy oo ’ekma,
nocmaenenux 3aday. Jns ananizy ingpopmayii 3acmocosysascs me-
Mmoo ananizy aHKemHux 0aHux.

KiwoyoBi ciioBa: MapKeTWMHTOBI HOCIHIIKEHHS, TOTHUT,
CIOXMBAaYi, pUHOK KHUT, aHKETYBaHHS.
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HNCCIENOBAHUE CITPOCA C LIEJIBIO .
IMPOABMZKEHUA TOPI'OBbIX KOMIIAHUN HA PBIHKE

baaan C., Jlenamuomu E., Yynpuna H.

B cmamve uznaeaemcs mapkemuneosoe ucciedoganue, Ko-
mopoe npogoduaocs 6 eopode Jnenp. lleavio uccaedosanus sens-
emcesi YCmaHo8ums 603MONCHbIE PUCKU NPU OMKPLIMUU KHUNCHO20
Ma2a3uHa, a MaKice bIACHUMb NOKYRAMEAbCKULL CHpoc Ha Gymaic-
Hble KHUU U ONpedeaums npeonoYmeHus NOMeHyUuaabHbIX HOKYRa-
mesnei. Ha cecoonswnuii oenv 6ymaxncHole KHu2u Oblau 6blMeCcHeHbl
2NEKMPOHHBIMU. DMOMY ceudemenavcmeyem pacmyuwjuti cnpoc Ha
31eKmpoHHble KHUU (2adxcemut). Bozmoscnocmes noayuums knuey
becnaammo unu 3a MeHvuile OeHbeUu MaK Jce CIUMYAUpyem ommox
nokynameneul ¢ KHUNCHbIX MaeasuHoe é eopode. Habarwodaemces cHu-
JceHue 006semMo8 npooaxtc 6YMaNcHovIX KHU2. Dmo He 2060pum o CHU-
JHCEHUU UHMEPeCo8 Humameneli K KHueam. JKoHoMu1ecKas cumya-
yus 6 cmpaxe npUEOOUm K Heobxooumocmu nompedumenei 3K0H0-
mumo. B mom wucae u na noxynie knue. Monodoe nokoaenue yoice
601bULe CKAOHHO K OHAQUH ymeHuro. OOHako aodu 6onee cmapuieco
603pacma npednoHUmMaom uumams GyMadicHvle KHueu U noKynamso
2azempl U HCYPHAAbL 8 KUOCKAX. Imo docmaeasiem um SMOUUOHANb-
Hoe u scmemuteckoe y0osoabcmeue. 3a 3mo OHU 20nMobl RAGMUNMb,
HO He 6oaviuue deHveu. Ymo npueodum K ouenv 636eUleHHOU YeHO-
601l noaumuxe uzoamenet aumepanmypsl. B onpoce npunumanu yua-
cmue pecnoHOoeHmol gospacmom om 17 nem u cmapuie. Jlannoe uc-
caedogaHue npogoodusocy 6 ghopme ankemsl. B npouecce mapke-
MUH206020 UCCAe008AHUS NPOBEOEH AHAAU3 MAKPO- U MUKDPOCPeObl
MapKemuHea NOMeHUUAAbHO20 KHUICHO20 Ma2a3una. AHaius mak-
Dpocpedvl 8KAI04AA 6 Ce05 OUEHKY wecmu aKkmopos: SKOHOMuYec-
KUX, NOAUMUYECKUX, 0eMO2PAPUHECKUX, HAYHHO-MEXHUMEeCKUX, Npu-
DOOHBIX U COYUANbHO-KYAbMYPHBIX. Mukpo mapkemuneoeas cpeda
eKAO4aNa 6 ce0s aHaau3 nompedumeneli, NOCMABUWUK08, NOCPeo-
HUKO08 U KOHKYpeHmos. B cmamuve nokasana pazpabomka noucko-
8bIX BONPOCOE U 2UNOME3, NPeOOCMAasAe bl Pe3yabmamyl Ucciedo-
8aHuill, 6 xode KOMOPbIX ObLAO BbISBACHO, KAKUMU (paKkmopamu py-
K0800cmeyomest nompebumenu, evloupas kHueu. Beibop memooda
cbopa unghopmayuu evimeran us ocobeHHocmeil uzyHaemou npoobae-
Mbl, Xapakmepa obseKkma, nocmagaennvix 3aday. /s anaiusza un-
hopmayuu npumensacs Memoo aHAAU3A AGHKEMHbIX OAHHbIX.

KmoyeBbie ciioBa: MAapKETUHTOBLIC UCCJIEIOBAHUEC, CITPOC,
l'[OTpe6I/ITCJ'[I/I, PBIHOK KHUT, aHKETUPOBAHUE.
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