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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 To date, paper books have been superseded by electronic ones.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.
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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

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: À.À. 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 questionnaire 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 recently bought books (Fig. 3.).

Development of search questions and hypotheses

Note: *SE – survey of experts; PEU – poll of end users.

Search questions Hypotheses 
Sources of 

information* 

1. Who are the main buyers of books? Readers from the age of 17 PEU 

2. What are the main reasons for buying 

books? 

The desire to learn something new, the preference for paper 

books by electronic, obligatory acquisition of textbooks for 

the university (schools, kindergartens) 

PEU 

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 

consumer learns about new books? 
From friends, colleagues, the internet PEU 

7. Which sources of information are most 

effective? 
NO PEU, SE 

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 

buying a book? 
Reviews about the book, cover, price, volume of the book PEU, SE 

11. Acceptable for the consumer price limits NO PEU 

12. How to buy books? 
Individually, in the presence of relatives, friends and 

acquaintances 
PEU, SE 

13. What is the consumer preference? Hard, soft PEU 

14. How often do consumers buy books? NO PEU 

15. What percentage of the population 

prefers paper books? 
NO PEU, SE 

 

Fig. 1. Amount of free time in days
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Fig. 2. Occupation in your free time

Fig. 4. how do you buy books?

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

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,

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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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;

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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ÄÎÑË²ÄÆÅÍÍß ÏÎÏÈÒÓ Ç ÌÅÒÎÞ ÏÐÎÑÓÂÀÍÍß
ÒÎÐÃÎÂÈÕ ÊÎÌÏÀÍ²É ÍÀ ÐÈÍÊÓ

Áàëàí Ñ., Äåïàò³îò³ Ê., ×óïðèíà Í.

Ó ñòàòò³ âèêëàäàºòüñÿ ìàðêåòèíãîâå äîñë³äæåííÿ, ÿêå
çä³éñíþâàëîñü â ì³ñò³ Äí³ïðî. Ìåòîþ äîñë³äæåííÿ º âñòàíîâè-
òè ìîæëèâ³ ðèçèêè ïðè â³äêðèòò³ êíèãàðí³, à òàêîæ ç’ÿñóâà-
òè êóï³âåëüíèé ïîïèò íà ïàïåðîâ³ êíèãè ³ âèçíà÷èòè ïåðåâàãè
ïîòåíö³éíèõ ïîêóïö³â. Íà ñüîãîäí³øí³é äåíü ïàïåðîâ³ êíèãè áóëè
âèò³ñíåí³ åëåêòðîííèìè. Öüîìó ñâ³ä÷èòü çðîñòàþ÷èé ïîïèò
íà åëåêòðîíí³ êíèãè (ãàäæåòè). Ìîæëèâ³ñòü îòðèìàòè êíèãó
áåçêîøòîâíî àáî çà ìåíø³ ãðîø³ òàê ñàìî ñòèìóëþº â³äò³ê
ïîêóïö³â ç êíèæêîâèõ ìàãàçèí³â â ì³ñò³. Ñïîñòåð³ãàºòüñÿ çíè-
æåííÿ îáñÿã³â ïðîäàæ³â ïàïåðîâèõ êíèã. Öå íå ãîâîðèòü ïðî
çíèæåííÿ ³íòåðåñ³â ÷èòà÷³â äî êíèã. Åêîíîì³÷íà ñèòóàö³ÿ â
êðà¿í³ ïðèçâîäèòü äî íåîáõ³äíîñò³ ñïîæèâà÷³â åêîíîìèòè. Ó
òîìó ÷èñë³ ³ íà ïîêóïêó êíèã. Ìîëîäå ïîêîë³ííÿ âæå á³ëüøå
ñõèëüíå äî îíëàéí ÷èòàííÿ. Îäíàê ëþäè á³ëüø ñòàðøîãî â³êó
â³ääàþòü ïåðåâàãó ÷èòàòè ïàïåðîâ³ êíèãè ³ êóïóâàòè ãàçåòè
òà æóðíàëè â ê³îñêàõ. Öå ïðèíîñèòü ¿ì åìîö³éíå ³ åñòåòè÷íå
çàäîâîëåííÿ. Çà öå âîíè ãîòîâ³ ïëàòèòè, àëå íåâåëèê³ ãðîø³.
Ùî ïðèçâîäèòü äî äóæå çâàæåíî¿ ö³íîâî¿ ïîë³òèêè âèäàâö³â
ë³òåðàòóðè. Â îïèòóâàíí³ áðàëè ó÷àñòü ðåñïîíäåíòè â³êîì â³ä
17 ðîê³â ³ ñòàðøå. Äàíå äîñë³äæåííÿ ïðîâîäèëîñÿ â ôîðì³ àí-
êåòè. Â ïðîöåñ³ ìàðêåòèíãîâîãî äîñë³äæåííÿ âèêîíàíî àíàë³ç
ìàêðî- ³ ì³êðîñåðåäîâèùà ìàðêåòèíãó ïîòåíö³éíî¿ êíèãàðí³.
Àíàë³ç ìàêðîñåðåäîâèùà âêëþ÷àâ â ñåáå îö³íêó øåñòè ôàêòîð³â:
åêîíîì³÷íèõ, ïîë³òè÷íèõ, äåìîãðàô³÷íèõ, íàóêîâî-òåõí³÷íèõ,
ïðèðîäíèõ ³ ñîö³àëüíî-êóëüòóðíèõ. Ì³êðî ìàðêåòèíãîâå ñåðå-
äîâèùå âêëþ÷àëà â ñåáå àíàë³ç ñïîæèâà÷³â, ïîñòà÷àëüíèê³â,
ïîñåðåäíèê³â ³ êîíêóðåíò³â. Ó ñòàòò³ ïîêàçàíà ðîçðîáêà ïî-
øóêîâèõ ïèòàíü ³ ã³ïîòåç, íàäàí³ ðåçóëüòàòè äîñë³äæåíü, â
õîä³ ÿêèõ áóëî âèÿâëåíî, ÿêèìè ôàêòîðàìè êåðóþòüñÿ ñïîæè-
âà÷³, âèáèðàþ÷è êíèãè. Âèá³ð ìåòîäó çáîðó ³íôîðìàö³¿ âèïëèâàâ
ç îñîáëèâîñòåé äîñë³äæóâàíî¿ ïðîáëåìè, õàðàêòåðó îá’ºêòà,
ïîñòàâëåíèõ çàäà÷. Äëÿ àíàë³çó ³íôîðìàö³¿ çàñòîñîâóâàâñÿ ìå-
òîä àíàë³çó àíêåòíèõ äàíèõ.

Êëþ÷îâ³ ñëîâà: ìàðêåòèíãîâ³ äîñë³äæåííÿ, ïîïèò,
ñïîæèâà÷³, ðèíîê êíèã, àíêåòóâàííÿ.

ÈÑÑËÅÄÎÂÀÍÈÅ ÑÏÐÎÑÀ Ñ ÖÅËÜÞ
ÏÐÎÄÂÈÆÅÍÈß ÒÎÐÃÎÂÛÕ ÊÎÌÏÀÍÈÉ ÍÀ ÐÛÍÊÅ

Áàëàí Ñ., Äåïàòèîòè Å., ×óïðèíà Í.

Â ñòàòüå èçëàãàåòñÿ ìàðêåòèíãîâîå èññëåäîâàíèå, êî-
òîðîå ïðîâîäèëîñü â ãîðîäå Äíåïð. Öåëüþ èññëåäîâàíèÿ ÿâëÿ-
åòñÿ óñòàíîâèòü âîçìîæíûå ðèñêè ïðè îòêðûòèè êíèæíîãî
ìàãàçèíà, à òàêæå âûÿñíèòü ïîêóïàòåëüñêèé ñïðîñ íà áóìàæ-
íûå êíèãè è îïðåäåëèòü ïðåäïî÷òåíèÿ ïîòåíöèàëüíûõ ïîêóïà-
òåëåé. Íà ñåãîäíÿøíèé äåíü áóìàæíûå êíèãè áûëè âûòåñíåíû
ýëåêòðîííûìè. Ýòîìó ñâèäåòåëüñòâóåò ðàñòóùèé ñïðîñ íà
ýëåêòðîííûå êíèãè (ãàäæåòû). Âîçìîæíîñòü ïîëó÷èòü êíèãó
áåñïëàòíî èëè çà ìåíüøèå äåíüãè òàê æå ñòèìóëèðóåò îòòîê
ïîêóïàòåëåé ñ êíèæíûõ ìàãàçèíîâ â ãîðîäå. Íàáëþäàåòñÿ ñíè-
æåíèå îáúåìîâ ïðîäàæ áóìàæíûõ êíèã. Ýòî íå ãîâîðèò î ñíè-
æåíèè èíòåðåñîâ ÷èòàòåëåé ê êíèãàì. Ýêîíîìè÷åñêàÿ ñèòóà-
öèÿ â ñòðàíå ïðèâîäèò ê íåîáõîäèìîñòè ïîòðåáèòåëåé ýêîíî-
ìèòü. Â òîì ÷èñëå è íà ïîêóïêå êíèã. Ìîëîäîå ïîêîëåíèå óæå
áîëüøå ñêëîííî ê îíëàéí ÷òåíèþ. Îäíàêî ëþäè áîëåå ñòàðøåãî
âîçðàñòà ïðåäïî÷èòàþò ÷èòàòü áóìàæíûå êíèãè è ïîêóïàòü
ãàçåòû è æóðíàëû â êèîñêàõ. Ýòî äîñòàâëÿåò èì ýìîöèîíàëü-
íîå è ýñòåòè÷åñêîå óäîâîëüñòâèå. Çà ýòî îíè ãîòîâû ïëàòèòü,
íî íå áîëüøèå äåíüãè. ×òî ïðèâîäèò ê î÷åíü âçâåøåííîé öåíî-
âîé ïîëèòèêå èçäàòåëåé ëèòåðàòóðû. Â îïðîñå ïðèíèìàëè ó÷à-
ñòèå ðåñïîíäåíòû âîçðàñòîì îò 17 ëåò è ñòàðøå. Äàííîå èñ-
ñëåäîâàíèå ïðîâîäèëîñü â ôîðìå àíêåòû. Â ïðîöåññå ìàðêå-
òèíãîâîãî èññëåäîâàíèÿ ïðîâåä¸í àíàëèç ìàêðî- è ìèêðîñðåäû
ìàðêåòèíãà ïîòåíöèàëüíîãî êíèæíîãî ìàãàçèíà. Àíàëèç ìàê-
ðîñðåäû âêëþ÷àë â ñåáÿ îöåíêó øåñòè ôàêòîðîâ: ýêîíîìè÷åñ-
êèõ, ïîëèòè÷åñêèõ, äåìîãðàôè÷åñêèõ, íàó÷íî-òåõíè÷åñêèõ, ïðè-
ðîäíûõ è ñîöèàëüíî-êóëüòóðíûõ. Ìèêðî ìàðêåòèíãîâàÿ ñðåäà
âêëþ÷àëà â ñåáÿ àíàëèç ïîòðåáèòåëåé, ïîñòàâùèêîâ, ïîñðåä-
íèêîâ è êîíêóðåíòîâ. Â ñòàòüå ïîêàçàíà ðàçðàáîòêà ïîèñêî-
âûõ âîïðîñîâ è ãèïîòåç, ïðåäîñòàâëåíû ðåçóëüòàòû èññëåäî-
âàíèé, â õîäå êîòîðûõ áûëî âûÿâëåíî, êàêèìè ôàêòîðàìè ðó-
êîâîäñòâóþòñÿ ïîòðåáèòåëè, âûáèðàÿ êíèãè. Âûáîð ìåòîäà
ñáîðà èíôîðìàöèè âûòåêàë èç îñîáåííîñòåé èçó÷àåìîé ïðîáëå-
ìû, õàðàêòåðà îáúåêòà, ïîñòàâëåííûõ çàäà÷. Äëÿ àíàëèçà èí-
ôîðìàöèè ïðèìåíÿëñÿ ìåòîä àíàëèçà àíêåòíûõ äàííûõ.

Êëþ÷åâûå ñëîâà: ìàðêåòèíãîâûå èññëåäîâàíèå, ñïðîñ,
ïîòðåáèòåëè, ðûíîê êíèã, àíêåòèðîâàíèå.


