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In the context of post-war economic recovery, the Ukrainian Fast-Moving
Consumer Goods (FMCG) sector is undergoing significant transformation. This
study examines the industry's strategic response to changing consumer prefer-
ences as innovation and strategic adaptation are crucial to sustaining growth
and competitiveness amidst significant economic and geopolitical disruptions.
This article examines the resilience and adaptation strategies in the Ukrainian
FMCG market by analyzing current trends and operational adjustments. We
explore how companies navigate challenges such as decreased production vol-
umes, shifting consumer preferences, and disrupted supply chains. The poten-
tial return of Ukrainian expatriates and their evolving consumption patterns
are identified as significant factors in the industry’s potential recovery and
growth. Additionally, we discuss the role of online market expansion, the rise
in demand for eco-friendly products, and the strategic pivots companies are
making to cope with the ongoing war and economic pressures. The research
highlights the sector’s proactive approach to domestic and international mar-
ket expansion, particularly through online sales channels, which demonstrates
its remarkable adaptability in the face of ongoing challenges.
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Introduction

The production and trade of fast-moving
consumer goods (FMCG) have always been in-
tegral to Ukraine’s business environment. This
sector was attractive to investors before the
outbreak of full-scale war and continues to be
profitable despite facing challenges due to the
war. In today’s market, national retail chains
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do not sell FMCG products. Also, manufacture
them. The industry focuses on cutting produc-
tion costs while ensuring product quality. Pri-
vate-label FMCG items are becoming more
common on supermarket shelves as retailers
aim for cost savings amid reduced consumer
spending power.
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Ukrainians are saving money on things ex-
cept essentials and medications, showing a
preference for high-quality goods. However, a
consumer base remains for product categories
considered "health conscious,” such as those
with low sugar content or produced in an envi-
ronmentally friendly manner. The frequency and
value of purchases are closely linked, with fewer
impulse buys noted. Ukrainians buy often but
spend more per purchase or increase their shop-
ping frequency while reducing overall spend-
ing. Categories like cosmetics, apparel, and
electronics will decline during the war. Sales of
products tied to categories, like children’s items,
are also forecasted to decrease. Several promi-
nent Ukrainian companies are now focusing on
producing and selling their goods in markets
as a response to the decline in the market. The
market recovery is anticipated to align with the
comeback of Ukrainians who had moved abroad
during the war, estimated to be between 5 and 7
million people. Of this group, 44.9% are women
aged 18 to 65, making them a key demographic
for retailers and FMCG manufacturers [1].

Despite facing obstacles, the FMCG industry
in Ukraine shows resilience and adaptability. It is
expected to recover once migrant populations
return and preferences shift towards products.

Literature Review

Many works of foreign and domestic scien-
tists are devoted to the problems of the research
of the FMCG industry, for instance [2-4]. We will
pay attention to works that relate specifically to
the Ukrainian FMCG market. A detailed study of
the results of FMCG activity in Ukraine is given in
[5]. Among the authors of this study are Natali-
ia Loshakova, Maksym Birovash, Oleksandr Tsy-
hanok, and other researchers. Analytical studies
and statistical data are analyzed on the Internet
resource www.statista.com [6]. Thanks to these
studies, we can assess the real state of affairs in
this industry and the trends of its development
in general and during the wartime.

Studies on the important issue of logisticians
during war time in the field of FMCG have been
conducted by Tetiana Ponomarenko and Dmy-
tro Rasshyvalov. They identify risk factors in the
logistics operations of companies, such as viola-
tion of delivery times, limited available financial
resources, and increased costs for warehouse

operations [7]. The research of Andrii Galkin, Iry-
na Yemchenko, Svitlana Lysa, Mykhailo Tarasiuk,
Yulija Chortok and Yuliia Khvesyk [8] emphasizes
the special importance of logistics issues in the
field of FMCG, since the share of logistics costs
in the product cost is high enough.

An interesting study of Ganna Lobachevska
and Claus-Heinrich Daub aims to investigate
the impact of Corporate Social Responsibility of
FMCG companies on consumer buying behavior
in the Ukrainian market [9]. Based on expert sur-
veys and other studies, the authors concluded
that FMCG companies should pay special atten-
tion to the adaptation of their products in accor-
dance with the concept of social responsibility.
In particular, the following are important: de-
velopment of ecological packaging; supporting
its communication regarding environmentally
friendly ingredients and packaging with reliable
labels, etc. Since the collected data showed that
Ukrainian consumers prefer when responsible
actions of FMCG companies take place in their
country. And although the war made its adjust-
ments, and now the first place for many buyers is
the price, but the trend towards “environmental”
requirements for products is becoming more
and more relevant every year.

Online FMCG market trends in Ukraine are
evolving rapidly, especially in recent years.
Ukraine’s online market for fast-moving consum-
er goods has developed quickly in recent years.
Table 1 shows some notable trends that have
emerged.

Additionally, research conducted by Deloitte
in Ukraine on trends related to product promo-
tion has revealed that the number of people
buying food online has dropped dramatically
compared to the year (see Figures 1 and 2). On
average, shoppers spend 65% more on each
food order than in stores. Younger consumers,
between the ages of 18 and 27 are the spenders
per purchase with their average spending being
2.1 times higher than the overall average. Indi-
viduals over 58 are the least inclined to purchase
food items, with 14% making online transac-
tions, significantly lower than the national av-
erage [1]. Internally displaced people tend to
make purchases 1.6 times more frequently than
average and spend twice as much each month.

Initially dominated by imports, the FMCG mar-
ket in Ukraine saw the emergence of Ukrainian
companies in the mid-2000s. The ongoing war
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Table 1. The main trends in the field of FMCG

Increase in Online Orders Each year, more individuals opt to purchase food items and a variety of FMCG prod-
ucts due to the convenience and wide selection retailers offer

Surge in Smartphone Orders The growing popularity of smartphones and tablets in Ukraine has led to the emer-
gence of apps that allow users to place orders through their devices, making the
ordering process more convenient and efficient

Diversification of Online Prod-  Online FMCG stores are expanding their product offerings, providing customers with
uct Range various choices and contributing to increased sales

Rising Demand for Eco-Friend-  Ukrainians’ awareness of eco-friendly food products and FMCG items has noticed an
ly Products uptick, leading to online stores specializing in these products

Adoption of Interactive Tech- Many online FMCG retailers incorporate modern interactive technologies for product
nologies promotion, such as video reviews and virtual store tours

Source: created by the author based on [1]
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has led to market changes, with production and
distribution volumes declining by 5% to 45% (see
Figure 3). War, migration, and reduced purchasing
power have contributed to this decline and dis-
rupted supply chains. However, some segments
are showing signs of recovery. Despite challeng-
es, FMCG production historically demonstrated
stable growth, driven by both global and domes-
tic manufacturers. Events like the COVID-19 pan-
demic in 2020 spurred shifts in consumer behav-
ior, boosting demand for certain FMCG.

Consumer prices of fast-moving consum-
er goods in Ukraine increased 27 percent in
the second half of 2022 compared to the cor-
responding period of the previous year. High-
er prices increased the country's FMCG market
spending by 20 percent relative to the second
half of 2021 [1].

Leading FMCG companies in Ukraine include
Nestlé, PepsiCo, Danone, L'Oreal, Mars, AB InBev
Efes, and Obolon. These companies compete in
a dynamic market alongside major retail chains
such as Auchan, Novus, Silpo, and regional net-
works. Due to the war, Ukrainian consumers
have adjusted their spending habits, with over a
third reducing online and offline food purchas-
es. Since the start of the full-scale invasion, over
a third of Ukrainians have reduced offline and
online spending on food. 63% are willing to cut

back on food purchases altogether. Nearly half
(48 %) are buying less alcohol, despite a 12%
increase in impulsive online alcohol orders. The
sales record in traditional stores remains house-
hold goods, with 96 % of Ukrainians consistent-
ly purchasing them. Many producers in Ukraine
note Ukrainians' thriftiness during the war. For
instance, there has been a 25% reduction in
dairy consumption. However, the impact var-
ies among dairy product categories. Tradition-
al products experienced a smaller drop (around
20%) due to their social significance and afford-
ability. Conversely, modern dairy products and
plant-based ones saw up to a 30% decline [1].

Additionally, non-essential items like cos-
metics have seen reduced purchases, with 70 %
of Ukrainians trying to save on them and 23%
stopping altogether since the war began. How-
ever, stable trends, such as the demand for
products with natural and organic ingredients,
as consumers become more health-conscious,
remain.

The FMCG market is expected to grow on-
line, with companies focusing on developing
their e-commerce platforms to meet increasing
demand. Despite some categories being less
affected by the war, others, like children’s food
products, have suffered significantly and may
continue to do so in the long term.

Year-over-year growth of the FMCG market in Ukraine from 1st half to 2nd half 2022, by key indicator
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0%

Basket size

M Fig. 3. FMCG market growth in Ukraine 2022, by indicator
Source: [6]
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It is also worth paying attention to the chang-
es taking place in the management of compa-
nies operating in the field of FMCG. Yes, there
is a change in the software for management
processes, digitalization covers more and more
processes and increases the efficiency of opera-
tions. Among the main solutions for automating
management, the most common ones include
"WMS YnpasninHa cknagom,” "BAS KomnnekcHe
ynpasaiHHA nignpuemctsom,” “BAS byxrantepis.
MPO®,” "CBT SCM Demand Forecasting,” “BAS
ERP,” and other products [10]. Most of those
software solutions are used in transportation,
logistics, warehouse management, FMCG, phar-
maceuticals, wholesale and distribution, and
other industries.

The Ukrainian FMCG market, initially domi-
nated by imported goods, saw the rise of com-
panies around the mid-2000s. The impact of the
war has brought about changes in the market,
resulting in a decrease of 5% to 45% in pro-
duction and distribution volumes. Factors like
the war, migration, and decreased buying pow-
er have played a role in this decline and supply
chain disruptions. Despite these challenges, spe-
cific sectors are showing signs of recovery. FMCG
production has grown throughout its history due
to local producers’ contributions. Events such as
COVID-19 in 2020 influenced shifts in consumer
habits, leading to increased demand for FMCG
products. Consumer prices for moving consum-
er goods in Ukraine rose by 27 % in the half of
2022 compared to the previous year's period.
The uptick in prices resulted in a 20% increase
in FMCG market spending for the country to the
second half of 2021.

The frugal behavior of Ukrainians during this
period has not gone unnoticed by producers.
For example, dairy consumption has decreased
by 25 % with varying impacts across dairy prod-
uct types. Traditional dairy products experi-
enced a decline of around 20% due to their
importance and affordability, while modern and
plant-based alternatives saw up to a 30% de-
crease. Moreover, nonessential items like cos-
metics have witnessed sales as 70 % of Ukraini-
ans are trying to cut back on these purchases,
and 23% have stopped buying them since the
conflict began. Despite these changes, there is a
demand for products containing organic ingre-
dients as consumers prioritize health-conscious
choices.
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Conclusion

The Fast-Moving Consumer Goods (FMCG)
industry is expected to continue growing as
companies prioritize improving their platforms
to meet the increasing demands of consumers.
Despite the ongoing war and economic disrup-
tions, the FMCG industry in Ukraine has shown
remarkable resilience and adaptability. It has
demonstrated signs of recovery, driven by a
shift in consumer behavior towards more sus-
tainable and cost-effective products. Ukrainian
companies have taken a proactive approach in
expanding their domestic and international mar-
ket presence, capitalizing on emerging opportu-
nities in online sales and adjusting their strate-
gies to cater to a changing demographic.

As more Ukrainians turn to online plat-
forms for their purchases, there is a clear trend
towards more convenient, sustainable, and
health-conscious products. The industry’s abili-
ty to innovate and adapt to these new consumer
preferences will be critical for its future growth.
Additionally, the expected return of millions of
Ukrainians who moved abroad during the war
could significantly boost the market, as their
needs and preferences will further influence
FMCG trends.

In conclusion, while the FMCG sector in
Ukraine continues to face challenges, its capacity
for innovation and adaptation suggests a robust
potential for growth and recovery. The industry’s
focus on cost-effective production, coupled with
an emphasis on quality and sustainability, posi-
tions it well to meet the changing demands of
consumers in a post-war economic landscape.
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Cmynak K. B., Jlewiti /1. A.
Hagirauis Ha puHky FMCG B YkpaiHi

Y HecmabineHoMy cepedosuLyi cekmopa mosapis WeuoKo20 CNOXUBAHHS
(FMCG) YkpaiHu iHHosayil ma cmpameaiyHa adanmayis € XUummeso 8aX-
AUBUMU 011 NIOMPUMKU 3POCMAHHA Ma KOHKYpPeHmMocnpoMoxHocmi. Lis
cmamms docnioxye cmpamezii cmilikocmi ma adanmayii Ha puHky FMCG
YKkpaiHu Ha mai 3HGYHUX eKOHOMIYHUX ma 2eononimu4yHux 36ypeHs. Kiro-
yosi acnekmu OOCAIOXeHHS BK/Yarome OemasbHUl aHania cmitikocmi
yKkpaiHcokux FMCG-komnaHil 8 ymosax Hegu3Ha4yeHocmi, mpaHc@opMayiro
cnoxus4yol nogediHKU ma 3pOCMAaHHA OHAAUH-po30piby, G MAKOX eso/to-
yiro cmpameaiti 8UPOBOHUKIB W0D0 8NPOBACKEHHS €KO02IYHO YUCMUX NPo-
dykmis. Memodosozis 0ocniOxeHHs 6a3yemecs Ha KOMNJIEKCHOMY aHasi3i
NOMOYHUX pUHKOBUX MeHOeHY(l, onepamusHUX Kopu2y8aHb KOMNAHit ma
cmpameziyHUX nogopomig y 8i0nogidb Ha mpusasy 8iliHy Ma ekoHOMIYHI
mucku. Ocobaugy ysazy npudiieHo 8UBYeHHIO MexaHiamis adanmayii nio-
npueMcma 00 HOBUX PUHKOBUX yMo8. Yepes aHasi3 NomoyYHuUX meHoeHYil
ma onepamusHuUX Kopu2y8aHb MU 8UBYAEMO, K KOMNAHII NpUCMoco8ytome-
ca o makux BUKJUKIB, K 3HUXEeHHS 0bcseig 8upobHUYmMed, mpaHcghopma-
Yl cnoxusaybkux ynodobaHe ma nopyweHHs y AaHyr2ax NOCMayaHHs, a
Makox 062080pHOEMO POb PO3WUPEHHS OHAAUH-PUHKY, 3pOCMAHHS Nonu-
my Ha eko/102(4HO Yucmi nNpodykmu ma cmpameziyHi No8opomu, ki KoMna-
HIl pobs1simeb y 8i0N08I06 Ha Mpusay 8iliHy Ma ekoHOMIYHI Mucku. Pe3y/b-
mamu 0eMOHCMpyoMb, WO YKPaiHCbKi KOMNAHIl, SKi nNpayrorome y cekmopl
mosapie wWeuoKoz2o CNOXUBAHHS, 8UABNAIOMb 3HAYHY 2HYYKICMb Ma IHHO-
8aYiUHICMb, NepeoplEHMOBYOYUCL HA OHAUH-KaHaAU 36ymy, poO3wuproro4u
JHITKU eKo/102(4HO Yucmux Npodykmis ma onmumisyro4u 8upobHuUYi npoye-
cu. YkpaiHcoki FMCG-komnaHii 3acmocosyrome npoakmusHul nioxio y po3-
WIUpEHHI CBOEL NpUCYymMHOCMI Ha 8HYMpIWH60MY Ma MIKHAPOOHOMY PUH-
Kax, 8UKOPUCMOBYHOYU HOBL MOXAUBOCMI OHAAUH-NPOOAaxie ma Kopuzyro4u
ceol cmpamezii 8i0no8ioHo Jo demopagiyHuUx 3MiH. ABMopu nidKpec/Irome
30amHicme cekmopy 00 iHHo8ayill, nomeHyian 0o cmpamezidyHol adanmayii
ma CnpoMOXHICMb NIOMPUMYBaMU KOHKYPEeHMOCNPOMOXHICMb 8 yMOo8ax
NoCMIGHUX 308HILHIX BUKAUKIB.

KnrouoBi cnoBa: FMCG, YkpaiHa, puHkosi meHOeHyil, cmitikicme, cmpame-
2l4Ha adanmayid, ekos02(4HO Yucmi npodykmu, OHIAUH-po30pib
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