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JOCJIIIKEHHSA HPUBYTKOBOCTI bPEH/IIB
NIANPUEMCTB HA PUHKY TOBAPIB IIBUAKOTI'O OBIT'Y:
MAPKETHHI'OBI CTPATEIIl TA EGEKTUBHICTH
HNPOCYBAHHA

RESEARCH ON THE PROFITABILITY OF COMPANY
BRANDS IN THE FAST-MOVING CONSUMER GOODS
MARKET: MARKETING STRATEGIES AND PROMOTIONAL
EFFECTIVENESS

AHoTauig. Y cTarTi NpoBeJcHO KOMIUIEKCHUH aHalli3 MpUOYyTKOBOCTI OpPEHIIB Ha PHUHKY TOBApiB IIBUIKOTO
o0iry (FMCG) cranom Ha 2024-2025 poxu. JlocmimkeHo ¢iHAHCOBI MOKa3HWKK NpoBimHUX cBiToBUX FMCG-
komnaHiii, 30kpeMa Nestlé, PepsiCo, Procter & Gamble, Unilever Ta Coca-Cola. [IpoaHanizoBaHO MapKETHHTOBI
cTparerii MiANPUEMCTE, TPUHIATIH no6yn0131/1 OpraHi3aifHOI CTPYKTYpH YNPaB/IiHHS Ta JOMIHYIO4I CTpaTeridHi
TiIX0/I1 B YMOBAX MOCHJICHOI KOHKYPCHILT 3 GOKY IPUBATHHX TOProBEIbHUX Mapok. OcobnuBy yBary mpHIiICHO
JIOCITI/DKCHHIO e(eKTHBHOCTI IPOCYBAHHs OPEHIB y [I(POBOMY CEPEIOBHILI, BKIIIOYAIOYH OMHIKaHAIbHI CTpaTe-
rii, CoIliaybHi MeIlia Ta IPOrpaMHt JIOSUIBFHOCTI. BHsBIEHO KITIOUOBI TEHICHIIT PUHKY, 30KpeMa 3pOCTaHHS YaCTKA
MPUBaTHUX Mapok 10 39 % y 3axigHiif €Bpori Ta MOCHICHHS KOHKYPEHIii MK HAIllOHAJBHUMH Ta MPUBaTHAMHA
Opennamu po3apibHux Mepexx. OOrpyHTOBaHO HEOOXimHICTH TpaHchopmanii MapkeTuHroBux crpareriiit FMCG-
KOMIIaHi} B HAaPSIMKY [IEPCOHATI3aIli] CIIOKUBYOTO AOCBiAY, N poBOi TpaHCchopMallii kaHamiB 30yTy Ta iHTerparii
MPUHLMIIIB CTAJIOTO0 PO3BHUTKY. BH3HAYEHO MEepCIIeKTHBY MONAIBIINX AOCIiKEHb 100 BIUIMBY IITYYHOTO iHTeE-
JIEKTY Ha MepcoHalli3alilo MapKeTHHIOBUX KoMyHikaliil y cexropi FMCG.

KurouoBi cjoBa: OpeHIUHT, MPUOYTKOBICTh OpPEeH[y, PUHOK MPOAOBOJIRIMX TOBapiB, FMCG, MapKeTHHTOBa
CTpaTeris, BIi3HaBaHICTh OPEeHIY, KarmiTan OpeHTy.

Summary. The article provides a comprehensive analysis of brand profitability in the fast-moving consumer
goods (FMCG) market for 2024-2025. The financial performance of leading global FMCG companies, including
Nestlé, PepsiCo, Procter & Gamble, Unilever, and Coca-Cola, has been examined. The marketing strategies of
enterprises, principles of organizational structure, and dominant strategic approaches under intensified competition
from private labels have been analyzed. Special attention is paid to research on brand promotion effectiveness in
the digital era, including omnichannel strategies, social media, and loyalty programs. Key market trends have been
identified, including the growth of private label market share to 39% in Western Europe and increased competition
between national and retailer-owned brands. The necessity of transforming FMCG companies' marketing strategies
toward personalization of consumer experience, digital transformation of distribution channels, and integration of
sustainability principles has been substantiated. Prospects for further research on the impact of artificial intelligence
on personalization of marketing communications in the FMCG sector have been determined. In addition, the
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article emphasizes the methodological significance of FMCG classification as an analytical tool for forecasting
market dynamics and substantiating managerial decisions in conditions of increasing market volatility. Attention
is focused on the influence of digitalization of trade, the expansion of omnichannel distribution, and the growth
of private labels on the transformation of traditional approaches to the grouping of fast-moving consumer goods.
It is substantiated that changes in consumer preferences toward convenience, sustainability, and value orientation
necessitate the integration of commodity, marketing, and logistics criteria within a unified classification framework.
Such an integrated approach makes it possible to increase the adaptability of assortment structures, improve
inventory turnover, and ensure a higher level of responsiveness of trade enterprises to fluctuations in demand, which
is especially relevant for the contemporary FMCG market in Ukraine.

Keywords: branding, brand profitability, food market, FMCG, marketing strategy, brand awareness, brand

equity.

I[ocTranoBka nmpodsemu. Punok ToBapiB mBHI-
koro o6iry (Fast Moving Consumer Goods, FMCQG)
€ OJIHUM 13 3pOCTal0uNX CEKTOPIB I100aJIbHOT EKOHO-
MIiKH, IKHH Oe3M0CepeaHbO BIUIMBAE HA TIOBCSKACHHE
KHUTTS MUJIbSIPZIIB CIIO’KMBAYiB y BCbOMY CBITi. 3a OLIiH-
kamu Straits Research, rmo6anbuuii punok FMCG
y 2024 poui ominroBaBcs B 4,72 tpnH gon. CIIIA,
IIPU LbOMY HMPOTHO3YETHCS HOTO CTPIMKE 3pOCTaHHS
mo 7,56 tpnr non. CHIA mo 2033 poky i3 cepen-
HeopiunuM temnom npupocty (CAGR) 5,44 % [1].
Taka mMacmTaOHICTE PUHKY 3YMOBIIOE HEOOXiIHICTD
IMOOKOTO aHaji3y NpuOyTKOBOCTI OpeHaiB Ta edek-
TUBHOCTI MapKETHHTOBHX CTpaTeriii MiInpueEMCTB-
YYaCHHKIB bOT'O PHHKY.

AKTyanpHICTh  JIOCHIDKCHHS  ITiJICHITFOETHCS
CYy4acCHHMH BHUKJIHKAMH{ Tany3i: 3MiHOIO CHOKHBYHX
yHomo0aHp y OiK 30pOBOTO CIIOCO0Y KHUTTS Ta CTa-
JIOTO PO3BUTKY, IIU(PPOBOIO TPpaHCHOPMAIIIE€I0 KaHAITIB
30yTy, MOCHJICHHSIM KOHKYPEHLii 3 OOKy NMpHBaTHUX
TOPTrOBENILHUX MapoK Ta HEOOXiJHICTIO ajanTarfii
JI0 TIOCT 1HQIAIIHHOTO €KOHOMIYHOTO CEepeIOBHIIIA.
3a manumu SAP Emarsys, y 2025 poui Boepiue 3a
I'ITh POKIB cIocTepiragocs o0ajabHe 3HUKEHHS
JIOSUTBHOCTI CHIOKMBaYiB, o cTaButTh nepen FMCG-
KOMITaHisIMU HOBI CTpaTeTiYHi BUKJIUKH [2].

AHaJi3 ocTaHHIX K0caiTkeHb i myOuikamiii. [Ipo-
Oremarrka mpuOyTKOBOCTI OpEHIIB Ta MAPKETHHIOBUX
crpareriii Ha puaky FMCG nocnimkyBanacs Oararbma
BITYM3HSHUMH Ta 3apyObKHMMH BueHMMH. Teope-
THYHI 3acagu (GOpMyBaHHS KamiTamy OpeHAy Ta Horo
BIUIMBY Ha (hiHAHCOBI Pe3yJIbTaTH MiANpUEMCTBA Oyau
cHCTeMHO oOrpyHTOBaHi y mpausx Jl. Aakepa, sSKuii
BU3HAYMB OpeHJ SIK CTpaTeriyHUd HeMmaTepiaabHUM
aKTUB, WO (GOPMYE AO0TaHy BapTiCTh Yyepe3 JOsUIbHICTD
CIIO)KMBAYiB, BII3HABAHICTh Ta COPUHHSTTS SKOCTi [1].
[lomanpmmii po3BUTOK KOHLENLIl OpeHI-KammiTary
saivicanB K. Kemnep, sxuit copmyntoBaB Monemb
customer-based brand equity, moBiBIIH, IO MPUOYT-
KOBIiCTh OpPEH/y MPSIMO 3aJICKUTh BiJl CHIIM aCOLIIaIlii,
nudepeHLianii Ta COPUHHATTS OpeHIY CIIOKUBAYaMH
[2]. 3HauHMiT BHECOK y JOCIIPKEHHS MapKETUHTOBUX
crpareriii 3poous ®. Kotnep, sikuii oOrpyHTyBaB cTpa-
TEeTiuHy pojib OpeHAy SIK IHCTPYMEHTY (hOpMyBaHHS
KOHKYPEHTHHUX HepeBar i JOBIOCTPOKOBOI MPHOYTKO-
BOCTI mimpuemctsa [3].

[MuTaHHs KOHKYPEHTHHX CTparerii Ha pPHHKY
CIOXKMBUMX TOBapiB OyiaM TPyHTOBHO IOCIiIKEHI
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M. Tloprepom, sKuii BU3HAYMB, IO NPUOYTKOBICTH
MiAPUEMCTBA BU3HAYAETHCS HOTr0 TO3WI[IOHYBaH-
HSIM y Tally3eBill CTPYKTYPpi Ta 34aTHICTIO GOpMyBaTH
CTIMKiI KOHKYPEHTHI mepeBaru depe3 AudepeHmiamiro
abo mimepctBo 3a Butparamu [4]. KonnenryanbHi
3acaay TO3WIIOHYBaHHS OpeHay Oynu po3poOieHi
Ix. Tpaytom ta E. Paiicom, sixi moBenu, mo edex-
TUBHE TO3UIIOHYBaHHS (OPMY€ YHIKaJIbHY LIHHICHY
MPOIIO3HIIII0 OpeH/y B CBIJOMOCTI CIIOXKKBaya Ta 0e3-
nocepenHbO BIUTMBAE HA HOTO KOMepLiitHuii yemix [5].
Y KOHTEKCTi CyyacHUX HU(PPOBUX TpaHCHOpMarliii 3Ha-
yHUN BHECOK 3poomu P. Kosinerr, sikuii mociimKyBas
BIUIMB LU(POBUX CIUILHOT Ha CIPHUHSITTS OpEeHAIB
1 IXHIO pUHKOBY e(peKTHBHICTS [6], a Takoxk A. Karutan
1 M. XennaiiH, siki OOIpyHTYBaJlll POJib COLIAIBHUX
Melia SIK CTPaTeriyHoOro IHCTPYMEHTY MapKETHHTOBUX
KOMYHIKaLiii Ta opMyBaHHS OpeHa-Kamitary [7].

Oco0nuBy yBary npo0iemi BILIMBY IPHUBAaTHUX TOP-
TOBEJIbHUX MapoOK Ha NMPUOYTKOBICTh HAalliOHAIBHHX
openniB npuaimy Jx. Crinkamn 1 K. AvinaBani, siki
JIOBEITH, LI0 3pOCTaHHA 4YacTKH private label 3miHIo€
KOHKYPEHTHY CTPYKTYpPY PHHKY Ta 3MYILy€e BUPOOHH-
KiB HaI[lOHAILHUX OPEHIIB MiJBUILYBaTH S(EKTHB-
HICTh MapkeTHHroBux crpareriii [8]. H. Kymap Takox
OOTpYHTYBaB, IO MPUBATHI MapKu IepecTau OyTH
JMIIE JACUICBOI0 AIBTEPHATHBOIO 1 TEPETBOPUIIUCS
Ha TOBHOLIHHUX KOHKYPEHTIB, 3[aTHUX T€HEpPYBaTH
BUCOKY peHTa0eNbHICTb 1 JOSUTBHICTD CIIOXHBaYiB [9].

Cepen OCTaHHIX eMMIPUYHHUX JOCIIIKEHb BapTO
BiJ[3Ha4YMTH aHaTiTH4HI 3BiTH Circana (2025), sxi mia-
TBEPKYIOTh, 110 TIPUBATHI MapKH TpaHCHOPMYBaJIH
koHKypenTtHuit tanamadgtT FMCG-punky, 3adbe3neuy-
I0YM He JIMIIE [[IHOBI MIepeBary, ajie i BACOKUH piBeHb
SIKOCTI1, IHHOBAIIMHOCTI Ta crajnocrti [10]. AHamiTuku
McKinsey (2024) BcranoBuiy, mo nonax 80 % crmo-
JKMBAa4iB OILHIOIOTh SIKICTh TPUBATHUX MAPOK Ha PiBHI
a00 BHIIE HAI[IOHAILHUX OPEHJIIB, IO CBIAYUTH PO
CTPYKTYpHi 3MiHH y cipuitaatrTi Opennis [11]. Jocmi-
mxeHHs NielsenlQ (2024) miaTBepmkye 3pOCTaHHS
nonuTy Ha private label, ockinbku 6mm3bko 50 % rno-
OaNbHUX CITOKHMBAYiB 30IIBIIMIN iXHE CIIOKHBAHHS,
o 0e3nocepeiHbO BIUIMBAE HA MPHOYTKOBICTH Tpa-
JUIIHHUX OpEH/IIB 1 3MYIIy€E iX MeperisiiaTi MapKe-
TUHTOBI cTparerii [12].

BogHouac HEmOCTaTHBO AOCHIHPKEHHUMHU 3aJld-
HIAIOTHCSI MTUTAHHS KOMIUIEKCHOI OLIHKU e(eKTHB-
HOCTI IpOCyBaHHs OpeH/iB B yMOBaX OMHIKaHAJIbHOT
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TpaHcopMalii pHHKY, iHTerpanii HuPpOBUX TEXHO-
JIOTiH, MITYYHOTO IHTENEKTy Ta MPOorpaM JIOSIBHOCTI
y MapKeTHHTOBI CTparerii, a TaKOXX iXHHOTO BILUIHBY
Ha npudyTkoBicTe FMCG-kommaHiii y moctings-
miiaoMy cepemoButi 2024-2025 pokiB, 0 BU3HA-
Yae aKTyaJbHICTh MOJANBUINX HAYKOBUX JOCHTiKEHb

Yy TaHOMY HaITPsIMi.

MeTo10 cTaTTi € KOMIUIEKCHUH aHami3 npulyT-
KOBOCTI CyO'€KTiB PHHKY TOBapiB IIBHIKOTO 00iry,
OIliHKa MapKETHMHTOBOI MisUTGHOCTI MiTIMPHEMCTB Ta
JOCHTIDKeHHST e(EeKTUBHOCTI MPOCYBaHHA OpeHAiB

B ymoBax 2024-2025 pokiB.

J1ist HOCSATHEHHS METH MTOCTABJICHO TaKi 3aBIaHHS:
MpoaHamizyBatu (DiHAHCOBI TMOKa3HWKHA MPOBITHHUX
FMCG-koMnaniii Ta BU3HAYUTH KJIFOYOBI (aKTOpH
iX mpuOyTKOBOCTI; AOCIIANTH MapKETHHTOBI CTpare-
Tii TMIIPUEMCTB B YMOBaX IMOCHIICHOI KOHKYPEHIIIT
3 0OKy MpPHUBAaTHUX MapoK; OLIHUTH €(EKTHBHICTbH
IHCTPYMEHTIB TIPOCYBaHHS OpeHIIB y Uu(pPOBOMY
CEpENIOBHII; BU3HAYUTH POJb MPOrpaM JIOSUTBHOCTI
Ta CTAJOro PO3BHUTKY B 3a0€3ME€UEHHI KOHKYPEHTO-

CITPOMOKHOCTI OpEH/IIB.

Bukiaax ocHOBHOro martepiajly AOC/TigKeHHS.
AHani3 (iHaHCOBMX TOKAa3HHKIB TPOBIIHUX CBiTO-
Bux FMCG-komnaHi#i 1eMOHCTpYye CTaOlIbHE 3pOC-
TaHHA Tajy3i, He3BaKarouu Ha 1HQIALIAHUHA THCK
Ta TEOMOJIITUIHY HecTalOimpHICTh. 3a ganumu GSN
News, y 2024 pomi Nestlé 30eperna mo3urito Haii-
oinpmoi FMCG-koMmaHii CBiTy 3 00CSTOM ponaxiB
98 mupn o, CILIA [6]. PepsiCo mocina apyre Miciie
3 Bupyukoro 91,5 mupn mon. CILA, mo migrBepmkye
yCHimHicTS i1 AuBepcudikoBaHOi CTpaTerii y cerMeH-

TaX HaIoiB Ta CHEKIB.

®dinancoBi Moka3HUKH npoBigHNX FMCG-KkomITa-
Hill cBiTy y 2024 poui npeacrasieHo y Tadmmii 1.

BaxnuBo BiI3HAYUTH CTPYKTYPHI 3pYIICHHS IPH-
OytroBocTi B ramy3i FMCG. 3a ganumu Delta Sales
App, Mapka IUCTpHO'IOTOPIB y CEKTOpi 3a3BHUait
CTaHOBUTE Bix 5 % 10 12 %, iHomi gocsararoud 15 %
JUTSL CTIeliai3oBaHUX a00 HEU[OAAaBHO 3aIyIIeHHX
NPOAYKTIB [7].

BaxumBo BiA3HAYUTH CTPYKTYPY NPHOYTKOBOCTI
raxy3i FMCG. 3a mannmu Delta Sales App, mapxa
JUCTPUO'IOTOPIB Y CEKTOpi 3a3BUYall CTAHOBHTH BiJl
5 % no 12 %, iHoai gocsararoun 15 % nug cneriani-
30BaHUX a00 HEIIOJaBHO 3aMyIICHUX MPORYKTIB [7].
Taka BiTHOCHO HM3bKa Map)KHHAJIHHICTh KOMIICHCY-
€THCS BUCOKMMH OOCSTaMH MPONAXiB Ta HIBUIKOIO
000poTHICTIO TOBapHUX 3amnaciB. CepenHsl HaIlliHKa
piTeitnepiB cTaHOBUTH Ou3bk0 20 %, X04a B pi3HUX
CeKTopax 1 JJIs Pi3HUX TOBAPIB IICH MOKA3HUK MOXE
KosmmBarucs Big 5 % mo 40 %.

OnauM 13 KIT090BHX (HaKTOPIB, IO BIUIMBAE HA
npuOyTKOBICTh HALlIOHANBHUX OPEHIIB, € TIOCUIICHHS
KOHKYpEHIIii 3 00Ky IPHUBAaTHUX TOPTOBEITHLHUX MapOK
(private labels). 3a ganumu Circana, y 2024 porti
npuBaTtHi Mapku gocsariu 39 % 4YacTKU PHHKY 3a
BapTicTiO Ta 46 % 3a KiJIBKICTIO OAMHUIL y IIECTH
HaMOIBIINX €BpONeHChKUX puHKaxX [3]. Sk 3a3Hauae
A. Poit: «IIpuBaTHi Mapku MMEPEOCMUCITHIN KOHKY-
pPEHTHHI JTaHAmMA]T, TPOMOHYIOYH HE JIMIIE HWKYi
IiHY, aie i cTabiTbHO 3a0e31eUy0UH SKiCTh, IHHOBA-
ii Ta ctamicTey [3].

[loka3HUKKM TNPUBATHUX TOPTOBEIBLHUX MapoOK
Ha KIFOYOBUX pWHKaX y 2024 pomi mpencrasieHi
B Ta0IMLI 2.

Y CHIA npuBaTHi Mapku TPOJEMOHCTPYBAIN
peKopaHI TOKAa3HWKHW: 3a nmaHumu Private Label
Manufacturers Association, obcar npogaxis y 2024
pori nocsir 271 mupa gon. CLIA, o Ha 3,9 % Oinbire

Ta6anus 1 — @inancoBi noxkazHuku npoBignux FMCG-komnaniii eBity y 2024 poui

K . Bupyuka, KinbkicTn .

OMIAHIA . . OcHOBHi cerMeHTH
mupa goa. CHIA NPaniBHUKIB, THC.

Nestlé 98,0 270 Hamnoi, xapayBaHHs, KOpMHI

PepsiCo 91,5 315 Hanoi, cHekn

Procter & Gamble 82,0 107 IToOyToBa XiMis, ririeHa

Unilever 60,0 128 XapuyBaHHsI, Kpaca, oI

Coca-Cola 47,1 82 BesanxoronsHi Hamol

L'Oréal 45,4 87 Kocmernka, mormsn

Mondelez 36,0 91 Kongurepceki BupoOH

Jorcepeno: cknadeno asmopamu Ha ocHogi [9]

Ta0nuus 2 — [Toka3HUKHM NPUBATHUX TOProBeIbHUX MAPOK HA KIIOYOBHX PHHKAaxX y 2024 poui

Perion/kpaina Yacrka puHKY, % 3pocranns, % O0csAr npopa:xis
3axigna €spona (EU6) 39,0 +9,4 H/11
CIIA 24,0 +3,9 271 muipa gomn.
Bausskuit Cxin/Adprka H/1 +34,3 H/I
Jlatunceka AMepurka H/7L +14,2 H/11
I'mo6ansHO 19,4 +5,6 H/IT

Iorcepeno: cknadeno asmopamu Ha ocnogi [7; 9; 12]
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nopiBHsHO 3 2023 pokom [8]. 3a nanumu Numerator,
99,9 % cnoxuBawiB npuaOaTM MPUHANMHI OJUH
TOBap MPHUBAaTHOI MapKu B Kareropii Oaxainii mpots-
roM ocTaHHix 12 micsis [9].

[poeimai FMCG-komnaHii 3acTOCOBYHOTH pi3-
HOMAaHITHI CTpareriuHi miaxomu Juis 3a0e3redeHHs
KOHKYPEHTOCTIPOMO)KHOCTI Ta mprOyTKoBOCTi. Nestlé
IU1aHye 30UTBIINTH BUTPATH HAa MapKeTHHT 3 8 % 110
9 % Bin obcary nponaxis [10]. Unilever min kepis-
nuutBoM CEO ®. ®epnHanpeca BIPOBAIKYE CTpa-
TETi10, OPIEHTOBAHY Ha CIIOKMBAYa, SIKa MPIOPUTE3YE
OaxxaHicTh OpeHIy, TN(PPOBUH MAPKETUHT Ta OIepa-
uiiiny nockonaiicts [11]. Komnanist ruianye 3MiHUTH
CTPYKTYpPY MeIia-MapKEeTHHIOBOTO MIKCY, 301JIb-
IIMBIIY YacTKy colfiayibHux Memia 3 30 % mo 50 %,
a TaKoX 30UTBLINTH OOCST KOHTEHTY IUIsI COLliaTbHUX
Mepex y 20 pasis.

Hudposa TpaHnchopmalis crajga KIOUOBUM elie-
MEHTOM MapkeTHHTOBHX cTparerii FMCG-kommaHiii.
3a manumu NielsenlQ, moran 60 % FMCG-kommaHiit
BBa)XKaIOTh €JICKTPOHHY KOMEPIiI0 HAHBaXKITUBIILIOKO
m1arOpMOr0 MPOAaXiB, a Onu3bko 75 % cepemHix
MiANPUEMCTB MPIOPUTE3YIOTH 11 SIK TOJOBHUM KaHAN
30yTy [12]. 3a nanumu Kantar, 3poctanHs BapTiCHUX
MPOJAXKiB Uepe3 e-commerce MOABOIIOCS 3a OJIUH PiK
i gocsrimo 12,8 % [13].

KitouoBi moka3HuWKHM 1HQPOBOTO MapKeTHHTY
B cektopi FMCG y 2024-2025 pokax mpeacTaBiIcHO
B Ta0imI 3.

EdexruBHicTh mpocyBaHHsT OpeHIIB y CEKTOpi
FMCG Bu3Ha4a€ThCsl KOMIUICKCHUM BUKOPHCTaH-
HSIM TpaIWIiHUX Ta IU(POBUX IHCTPYMEHTIB Map-
ketunry. 3a manumu Capital One Shopping, cro-
KMBa4eBl TOTPIOHO IMIE OAHY JECITYy CEKyHIH
Uit GOpMyBaHHS IMEPLIOr0 BPa)KeHHs PO OpeH[,
a JJIs 3aram'sTOByBaHHs OpeHIy HeoOXiIHO Bix 5 10
7 xonrakrtiB [16]. [Ipn npomy 88 % amMepHKaHCHKUX
CTIIOXKMBAYiB KyNyIOTh y OpEHIIB, SIKHM JIOBIpPSIOTH,
a 87 % roToBi miaruTH OiNblIe 3a MPOAYKTH Bij
HaJIMHOTrO OpeHIY.

OjHaK JIOSUTBHICTE CTIOKKBadiB y 2025 pori nepe-
xwuBae kpusy. Sk 3a3nauac CMO SAP Emarsys C. Pix-
Tep: «BpeHau He B3a€MOMIIOTH 31 CBOIMH KIIIEHTaMHU
MPaBWIBHUM YMHOM. BOHU He IyMaroTh Ipo po3BU-
TOK CTpareriii 3aimydeHHs. BoHn He nparHyTh 3a0e3-
nevuTy Oe3nepeOiitnuii MocBia. BoHM He akTUBYIOTH
naHi. Bouu He mnepconamizyroTe» [2]. 3a gaHMMHU

Attentive, 38 % mokymnmiB y 2025 poti 3asBiIsSIOTH
PO JIOSUTBHICTB 110 5 ab0 MeHIIe OpeH/IiB, HOPIBHIHO
322 %y 2023 poui [17].

Cranuii po3BUTOK CTaB HEBII'€EMHUM EJIEMEHTOM
crparerii npocyBaHHsa 3eneHnx FMCG-Opennis. 3a
nanumu Food & Hotel Asia, 67 % nokyIiiB BBaXKarOTh
3eJieHy YIaKOBKY CYTTEBHUM (PaKTOpOM Y CBOiX pillleH-
HSIX PO KYIIBIIIO, @ 75 BiZICOTKIB CIIOKMBA4iB TOTOBI
TUIATUTH OLNIBIIE 32 TIPOIYKTH 3 BiIMITKOIO IIPO YUCTY
ynakoBky [ 18]. Sk npuknan, Pepsi Co nparse a0 Toro,
o6 y 2025 pori Besl yriakoBKa KOMITaHii JIETKO repe-
pobisutacst, Oy/ia KOMIIOCTOBaHOO a00 O10JIOTIYHO PO3-
YUHHOIO; cTaHoM Ha 2024 pik 70 % ymakoBKH HaroiB
KOMITaHii BiAmoBifaio i meti [19].

JonaTkoBo cimiJi 3a3HAUMTH, IO CydYacHa JMHA-
Mmika npubyTtkoBocti OpenniB FMCG 6esnocepen-
HBO TOB’si3aHa 31 3MIHAMH y TOBEIHII CIIOKUBAYIB
Ta TpaHcHOpMalli€r0 CTPYKTYpH MOMUTY. 30Kpema,
pe3yisTaTH MiXKHApOIHOTO JOCIHiKeHHsT Attentive
cBiquath, mo y 2025 pori nume 38 % crnoxuBayis
JIEMOHCTPYIOTh CTa0UIbHY JOSJIBHICTD 10 OOMEKEHOT
KUIBKOCTI OPEHIIB, 110 HiATBEPIKYE MOCHUIICHHS KOH-
KypeHIIii Ta HeOOX 1/IHICTh BIPOBAPKEHHS IIEPCOHAITI-
30BaHUX MAapKETUHIOBUX CTPATETidl JJIsl yTPUMaHHS
kiieHTiB [21]. Bogaowac ananituani matepianu Food
& Hotel Asia miaTBepIKyIOTh, 10 KIIOYOBUMH JIpaii-
BepamMu po3BHUTKY cekropy FMCG € Bucoka miBui-
KicTh 000pOTY TOBapiB, MacimTabHa AuBepcUdIKaIlis
NPOAYKTOBUX TOPTQEINiB, NU(pOBi3alis KaHATIB
30yTy Ta 3pOCTaHHS POJIi CTAJIOTO PO3BHUTKY SIK €Jie-
MEHTa KOHKypeHTHOi audepeHianii oOpenais [22].
®DiHaHCOBI pe3yIbTaTH MPOBIAHUX KOPIOPAIIii TAKOXK
MiATBEPKYIOTh BHUCOKY €KOHOMIYHY 3HadyIliCTh
Opena-karmiTtary, 3okpema PepsiCo nemMoHCTpye cTa-
OlIbHE 3POCTaHHSA JOXOIB 1 MOMUTY 3aBISKU e(heK-
TUBHOMY VIpaBIiHHIO OpeHJoBUM mopTdenem,
nuBepcr@ikamii TPOAYKTIB Ta aKTUBHOMY BHUKOPHC-
TaHHIO MapKeTHHIOBHX IHHOBAIiW, 1[0 3abe3neuye
KOMITaHil OIHY 3 TPOBIAHMUX MO3UIll Ha II00aNb-
Homy FMCG-punky [23].

Otxe, 3alesmedeHHs MPHOYTKOBOCTI OpeHAIB
y cektopi FMCG BU3HA9A€THCSI KOMIUIEKCHOIO B3a€-
MoIi€ro (haKTOPiB, Cepet IKUX KIIFOYOBY POJIb Biirpa-
IOTh PIBEHB JIOSUIBHOCTI CIOXHUBAYiB, e(PEeKTHBHICTH
MapKEeTHHTOBHUX CTpaTeriii, mudposa Tpanchopmarris
Oi3Hec-TpoIIeCiB Ta 3/AaTHICTh KOMITaHIA ajanTyBa-
THUCSI IO CTPYKTYPHUX 3MiH PUHKY.

Ta6anus 3 — KirouoBi nokaznuku uugposoro mapkerunry B cektopi FMCG y 2024-2025 pokax

Iloxa3Huk 3HayeHHs
Yactka e-commerce y nponaxax FMCG (mporno3s 2025) 10 %
3pocranns e-commerce nmponaxis FMCG (2024) 12,8 %

Yactka po3npibHoi Menia-peknamu B CIIIA (2024)

~60 mipn mox. (25 % ycix BuTpar)

ITporHo3 po3npidbuoi menia-peknamu B CILA (2027)

109,4 mapa no.

DTC-npognaxi B CHIA (mpornos 2025)

227 muipa 1od.

3pocTaHHs CePeHbOT0 YKy BiJl pEKOMEH Il

15-20 %

Hoicepeno: cknadeno asmopamu na ocnogi [13—15]
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BucHoBku. IIpoBeneHe H0CTIKEHHS MPUOYTKO-
BOCTi OpeH/IIB MIANPUEMCTB Ha PUHKY TOBApIB IIBH/I-
KOro o0iry m03BoJise€ C(HOPMYJIOBATH TaKi KIIHOYOBI
BHCHOBKU.

[o-nepure, rnobanpHuil puHOK ToBapiB FMCG
JEMOHCTPY€E CTiIHKE 3pOCTaHHA 3 IPOTHO30BAHUM
CAGR 5,44 % no 2033 poky, mpote mpuOyTKOBICThH
OpEeH/IIB 3HAXOAUTHCS TTi]] THCKOM ITOCHIJICHOT KOHKY-
peHiii 3 00Ky MPUBaTHUX TOPTiBEILHUX MapoK, SKi
nocsitu 39 % 4gacTku puHKY y 3aximHid €Bpormi Ta
pexopaaux 271 mmpa pon. CIIA ToBapooGopoty
B CIIIA y 2024 pori.

[o-gpyre, mposimai FMCG-koMmaHii akTHBHO
TpaHC(HOPMYIOTh MApKETHHIOBI CTparerii, 3011bTy-
I0YM 1HBECTHIIIi B IUPPOBUN MapKETHHT, COIlialbHi
MeZia Ta OMHIKaHaJbHI pIlIEHHSA. 30KpeMa, J4acTkKa
COINIAIbHUX MeJlia B MAPKETHHTOBUX OIO/KETax IIif-
npuemctB Oyne 30imbrryBatics 3 30 % mo 50 %,
a BUTpPaTH Ha MeJia-peKjaMy B po3ApiOHii TOPTiBii

MPOrHO3yI0Thes Ha piBHI 109,4 mupa non. CIIA go
2027 poxy.

[To-Tpete, edekTUBHICTH TPOCYBaHHS OpEHIB
BU3HAYAETHCS 3JATHICTIO KOMITaHIM 3a0e3reunT
MEPCOHANII30BAHUM  CIIOKUBYMN  JIOCBiJ, TOOYIY-
BaTH JIOBIpY Yepe3 MPO30PICTh Ta CTAIUN PO3BUTOK,
a TaKOX aKTUBI3yBaTH 1HQOPMAIIMHWI BIUIMB LIS
3a0e3MeveHHs peJieBaHTHUX KOMYHikallii. [mobansHe
3HW)KEHHSI JIOSUTBHOCTI crniokuBadiB 'y 2025 pomi
BUMArae BiJi OpeH]IIB TIEPEOCMHUCIICHHS MapKETHHIO-
BUX CTpATerii 3ay4eHHs Ta yTPUMaHHS KITI€HTIB.

[MepcniekTnBamu MOAAJBIINX JOCTIIKEHb
€ BUBYCHHS BIUIMBY IITYYHOTO IHTEJEKTY Ha Iepco-
HaJTi3allil0 MAPKETUHIOBUX KOMYHIKAIlii y CEeKTopax
BUpoOHUITBa Ta 30yTy ToBapiB FMCG, aHani3 edek-
THUBHOCTI T10pUIHUX MOjeNei AUCTpUOyIii, a TaKOK
JTOCIIIJDKEHHST JTOBTOCTPOKOBOTO BIUIMBY 1HIIIaTHUB
CTaJIOTO PO3BUTKY Ha KamiTajd OpeH.Iy i JIOSUIBHICTh
CTIIOKHBAYiB.

Cnycox BUKOPHUCTAHUX JAKepeJI:

1. Bparko C., Canamon I.P. Bukopuctanus iudpoBUX TEXHOIOTIH 11 TPOCyBaHHS MPOAYKIIi1 Ha M>KHAPOTHUX PHUH-
Kax. Enexmpounuil scypuan « Egpexmusna exonomirxay. 2022. Ne 5. DOI: https://doi.org/10.32702/2307-2105-2022.5.80

2. IBanienxo B.B., KoBanpuyk K.B. MapkeTuHrosi crparerii (hopMyBaHHsI KOHKYPEHTOCIIPOMOXHOTO OpeH/ly Ha MiXK-
HapOAHUX PUHKAX. MidcHapooruil Haykosuil ekonomiunuil scypruan «bisnec-Inghopmy. 2022. Ne 1. C. 444-450.

3. Kommrosa I.B. ®enopenko B.I. MapkeTHHIoOBi KOMYHIKaIlii B KOHTEKCTI III00AFHUX TpaHCPOpMAITiil Ta «EBpOIIe-
3amii» cydacHoi Ykpainu. Taspiticokuti Haykosutl sichux. 2020. Ne 3. C. 68-75.

4. SInoera H.I. MapkeTHHIOBi KOMYHIKaIii B yMOBaxX BilfHM: BUKIWKA W NUIAXU TPOCYBaHHS TOBapiB. Haykosi
3anucku Jlvsiscorozo ynisepcumemy 6isnecy ma npasa. 2023. C. 373-379.

5. Fast Moving Consumer Goods Market Size, Trends & Growth by 2033. Straits Research. 2025. URL:
https://straitsresearch.com/report/fast-moving-consumer-goods-market (nara 3Beprenss: 28.12.2025).

6. 5 Strategies FMCG Brands Should Take Away from the 2025 Customer Loyalty Index. SAP Emarsys. 2025. URL:
https://emarsys.com/learn/blog/5-strategies-fmcg-brands-should-take-away-from-the-2025-customer-loyalty-index/

(mara 3BepHeHHS: 28.12.2025).

7. Private labels strengthen their position with almost 40% market share, redefining FMCG through quality and
innovation, reports Circana. Grocery Trader. 2025. URL: https://grocerytrader.co.uk/private-labels-strengthen-their-
position-with-almost-40-market-share/ (mara 3BepaenHs: 28.12.2025).

8. CPG Brands Face Crisis: Private Labels Redefining Market Share. New Media and Marketing. 2025. URL:
https://www.newmediaandmarketing.com/cpg-brands-face-crisis-private-labels-redefining-market-share/ (nara 3BepHen-

Hi: 28.12.2025).

9. The rise of private labels: A global perspective on growth and consumer trends. NielsenlQ. 2024. URL:
https://nielseniq.com/global/en/insights/analysis/2024/the-rise-of-private-labels-a-global-perspective-on-growth-and-

consumer-trends/ (nata 3BepHeHHs: 28.12.2025).

10. Largest FMCG Companies In The World by Revenue in 2025. GSN News. 2025. URL: https://www.gsnnews.com/
largest-fmcg-companies-in-the-world/ (mara 3Beprenns: 28.12.2025).

11. FMCG Industry Trends 2026: Key Questions, Insights & Growth Guide. Delta Sales App. 2025. URL:
https://deltasalesapp.com/blog/fmcg-industry-questions-answered (nara 3sepaenns: 28.12.2025).

12. Private label sales hit record in 2024. Grocery Dive. 2025. URL: https://www.grocerydive.com/news/private-
label-record-high-2024/737758/ (nara 3Bepuenss: 28.12.2025).

13. The Supply Side: Private brands continue to grow retail market share in 2024. Talk Business & Politics. 2025.

URL:
(mara 3BepHeHHS: 28.12.2025).

14. How Nestl¢, Unilever and P&G are navigating choppy fmcg waters. The Grocer.

https://talkbusiness.net/2025/01/the-supply-side-private-brands-continue-to-grow-retail-market-share-in-2024/

2024. URL:

https://www.thegrocer.co.uk/comment-and-opinion/how-nestle-unilever-and-pandg-are-navigating-choppy-fmecg-

waters/698363.article (nara 3Bepuenss: 28.12.2025).
15. Procter & Gamble Vs Unilever:

28.12.2025).

Who Holds
URL: https://www.nasdaq.com/articles/procter-gamble-vs-unilever-who-holds-power-fmcg-race

the Power in the FMCG Race? Nasdaq. 2025.

(maTa 3BepHEHHS:

16. 60% Fast-Moving Consumer Goods (FMCG) companies say e-commerce is critical platform for sales. IBEF.
2024. URL: https://www.ibef.org/news/60-fast-moving-consumer-goods-fmcg-companies-say-e-commerce-is-critical-

platform-for-sales (nara 3sepaenss: 28.12.2025).

281



CTA/INV PO3BUTOK EKOHOMIKM Ne 1 (58),2026

17. Omnichannel 2024: Consumers shop around, while boosting volume becomes urgent. Kantar. 2024. URL:
https://www.kantar.com/inspiration/fmcg/omnichannel-2024-consumers-shop-around-while-boosting-volume-becomes-
urgent (mara 3BepHeHHs: 28.12.2025).

18. Transforming FMCG: Embracing the Power of Al, Retail Media, and E-commerce for Future Growth. Lancia
Consult. 2024. URL: https://www.lanciaconsult.com/insights/transforming-fmcg (mata 3seprenns: 28.12.2025).

19. FMCG Trends 2025: Sustainability, Digital & Consumer Shifts. Accio. 2025. URL: https://www.accio.com/
business/fmcg-trends (nara 3BepaenHs: 28.12.2025).

20. Branding Statistics (2025): Awareness, Recognition & Trends. Capital One Shopping. 2025. URL: https://
capitaloneshopping.com/research/branding-statistics/ (mara 3sepaenHs: 28.12.2025).

21. Brand Loyalty in 2025: 3,300 Shoppers Share What Makes Them Stick Around. Attentive. 2025. URL: https://
www.attentive.com/blog/consumer-trends-report-brand-loyalty-findings (mara 3Bepuenms: 28.12.2025).

22. Understanding the FMCG Sector: Key Trends and Market Insights. Food & Hotel Asia. 2025. URL: https://www.
foodnhotelasia.com/blog/fnb/understanding-the-fmcg-sector/ (nara 3pepaenns: 28.12.2025).

23. PepsiCo Statistics 2024 By Revenue, Demand and Facts. Coolest Gadgets. 2025. URL: https://coolest-gadgets.
com/pepsico-statistics/ (mara 3BepaeHHs: 28.12.2025).

References:

1. Bratko, S., & Salamon, I. (2022). Vykorystannia tsyfrovykh tekhnolohii dlia prosuvannia produktsii na
mizhnarodnykh rynkakh [Use of digital technologies for product promotion in international markets]. Efektyvna
ekonomika, no. 5. DOI: https://doi.org/10.32702/2307-2105-2022.5.80 (in Ukrainian)

2. Ivaniienko, V. V., & Kovalchuk, K. V. (2022). Marketynhovi stratehii formuvannia konkurentospromozhnoho
brendu na mizhnarodnykh rynkakh [Marketing strategies for forming a competitive brand in international markets].
Biznes-Inform, no. 1, pp. 444-450. (in Ukrainian)

3. Kopytova, I. V., & Fedorenko, V. H. (2020). Marketynhovi komunikatsii v konteksti hlobalnykh transformatsii
ta «ievropeizatsii» suchasnoi Ukrainy [Marketing communications in the context of global transformations and
Europeanization of modern Ukraine]. Tavriiskyi naukovyi visnyk, no. 3, pp. 68—75. (in Ukrainian)

4. Yaloveha, N. I. (2023). Marketynhovi komunikatsii v umovakh viiny: vyklyky y shliakhy prosuvannia tovariv
[Marketing communications in wartime conditions: challenges and ways of product promotion]. Scientific Notes of Lviv
University of Business and Law, pp. 373-379. (in Ukrainian)

5. Straits Research. (2025). Fast moving consumer goods market size, trends & growth by 2033. Available at:
https://straitsresearch.com/report/fast-moving-consumer-goods-market

6. SAP Emarsys. (2025). 5 strategies FMCG brands should take away from the 2025 customer loyalty index.
Available at:  https://emarsys.com/learn/blog/5-strategies-fmcg-brands-should-take-away-from-the-2025-customer-
loyalty-index/

7. Grocery Trader. (2025). Private labels strengthen their position with almost 40% market share, redefining FMCG
through quality and innovation. Available at: https://grocerytrader.co.uk/private-labels-strengthen-their-position-with-
almost-40-market-share/

8. New Media and Marketing. (2025). CPG brands face crisis: private labels redefining market share. Available at:
https://www.newmediaandmarketing.com/cpg-brands-face-crisis-private-labels-redefining-market-share/

9. NielsenlQ. (2024). The rise of private labels: A global perspective on growth and consumer trends. Available
at: https://nielseniq.com/global/en/insights/analysis/2024/the-rise-of-private-labels-a-global-perspective-on-growth-and-
consumer-trends/

10. GSN News. (2025). 10 largest FMCG companies in the world by revenue in 2025. Available at:
https://www.gsnnews.com/largest-fmcg-companies-in-the-world/

11. Delta Sales App. (2025). FMCG industry trends 2026: Key questions, insights & growth guide. Available at:
https://deltasalesapp.com/blog/fmcg-industry-questions-answered

12. Grocery Dive. (2025). Private label sales hit record in 2024. Available at: https://www.grocerydive.com/news/
private-label-record-high-2024/737758/

13. Talk Business & Politics. (2025). Private brands continue to grow retail market share in 2024. Available at:
https://talkbusiness.net/2025/01/the-supply-side-private-brands-continue-to-grow-retail-market-share-in-2024/

14. The Grocer. (2024). How Nestlé, Unilever and P&G are navigating choppy FMCG waters. Available at:
https://www.thegrocer.co.uk/comment-and-opinion/how-nestle-unilever-and-pandg-are-navigating-choppy-fmcg-
waters/698363.article

15. Nasdaq. (2025). Procter & Gamble vs Unilever: Who holds the power in the FMCG race? Available at:
https://www.nasdaq.com/articles/procter-gamble-vs-unilever-who-holds-power-fmecg-race

16. India Brand Equity Foundation. (2024). 60% fast-moving consumer goods companies say e-commerce is critical
platform for sales. Available at: https://www.ibef.org/news/60-fast-moving-consumer-goods-fimcg-companies-say-e-
commerce-is-critical-platform-for-sales

17. Kantar. (2024). Omnichannel 2024: Consumers shop around, while boosting volume becomes urgent. Available at:
https://www.kantar.com/inspiration/fmcg/omnichannel-2024-consumers-shop-around-while-boosting-volume-becomes-
urgent

18. Lancia Consult. (2024). Transforming FMCG: Embracing the power of Al, retail media, and e-commerce for
future growth. Available at: https://www.lanciaconsult.com/insights/transforming-fmcg

282



CTA/INV PO3BUTOK EKOHOMIKM ISSN: 2308-1988 (Print); 2308-2011 (Online)

19. Accio. (2025). FMCG trends 2025: Sustainability, digital & consumer shifts. Available at:

https://www.accio.com/business/fmcg-trends
20. Capital One Shopping. (2025). Branding statistics (2025): Awareness, recognition & trends. Available at:

https://capitaloneshopping.com/research/branding-statistics/
21. Attentive. (2025). Brand loyalty in 2025: 3,300 shoppers share what makes them stick around. Available at:

https://www.attentive.com/blog/consumer-trends-report-brand-loyalty-findings
22. Food & Hotel Asia. (2025). Understanding the FMCG sector: Key trends and market insights. Available at:

https://www.foodnhotelasia.com/blog/fnb/understanding-the-fmcg-sector/
23. Coolest Gadgets. (2025). PepsiCo statistics 2024 by revenue, demand and facts. Available at:

https://coolest-gadgets.com/pepsico-statistics/

Jlama naoxoocennss cmammi: 09.02.2026
Jlama npuiinamms cmammi: 23.02.2026
Jlama nyonaixayii cmammi. 10.03.2026

283





