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Abstract

As a result of the formation of new geopolitical, economic, and social conditions, the consumer goods market
is undergoing high volatility, which entails significant changes. At the same time, the transformation concerns not
only the behavior of consumers but also the marketing policies of companies selling goods from the fast-moving
consumer goods sector. The scientific article presented the current indicators of the fast-moving consumer goods
(FMCG) market in the Republic of Kazakhstan. The results of changes in the economic profile of consumers are
given based on the interpretation of the survey data. The article aims to study the impact of consumer behavior
transformation on Kazakhstan's consumer goods (FMCG) market. The following research methods were used in the
study: statistical analysis, survey, and in-depth interview. As a result of the study, the economic characteristics of
the market were reflected based on the results of a statistical cross-section of 2022 the three quarters. The forecast
of further transformation of the market and the explanation of individual trends was formed based on the data from
the conducted expert interview. Accordingly, in a three-stage study, up-to-date data on the volume and structure of
the FMCG market were obtained, a modern economic portrait of the consumer was derived, and the possibilities for
improving consumer loyalty in the Republic of Kazakhstan were assessed. Local FMCG and retail companies can
use final data in the processes of building sales strategies and studying the behavior of a modern consumer, as well
as in the formation of sales policy and tactical decisions. These studies may be relevant for companies that still need
their analytical tools.

Key words: fast-moving consumer goods, market structure, economic profile, loyalty index, expert interview,
consumer survey.

Introduction

The market for consumer goods is developing and transforming under the influence of geopolitical,
economic, and social factors. Along with other sales areas, the FMCG market is defined as being
sensitive to a decrease in household income, an increase in the cost of products, and changes in
consumer behavior in a volatile environment.

Based on the characteristics of the described segment and in connection with the prevailing
conditions, the importance of regularly monitoring individual market trends for effective tactical
decisions is increasing. The particular significance of the market is determined by guaranteeing the
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food supply of the country’s population in the face of the disruption of traditional supply chains. The
daily need for products from many consumers and the high frequency of purchases largely determine
the state of the market. At the same time, the increase in prices, as well as the economic situation in the
country, defines the rise in consumer involvement in the process of purchase making. In connection
with the above conditions, identifying modern trends in the FMCG market is an urgent issue at the
national, commercial, and consumer levels, which determines the topic and scope of the study.

The FMCG market of the Republic of Kazakhstan was chosen as the object of study. The subject
of the study was the development of the FMCG market based on changes in consumer behavior.

The work aimed to study the impact of the transformation of consumer behavior on the market of
consumer goods (FMCQG) of the Republic of Kazakhstan.

The main objectives of the study were established following the stages of the analysis:

1. Assessment of current indicators of consumer loyalty;

2. Description of the volume and structure of the market of the FMCG sector of Kazakhstan based
on the statistical cut in the Nielsen database;

3. Conducting an expert interview to clarify individual trends and indicators.

Specific methods and tools were chosen following the objectives of the scientific article.

Materials and methods

Modern characteristics of sales markets are determined by studying individual companies selling
products and from the standpoint of changing consumer profiles.

Based on this, economic indicators characterizing the consumer goods market and individual
consumer characteristics associated with the purchasing power of the Kazakhstan population, which in
turn has a further impact on the consumer loyalty index, were selected as the primary study questions.
As the central hypothesis, an assumption was made about the effects of the transformation of consumer
behavior on the sales structure in the FMCG sector.

During the study, the consumer loyalty index was chosen as one of the fundamental indicators
for interpreting the potential of the consumer environment. The consumer loyalty index assesses the
overall purchasing power and studies private indicators.

At the initial stage of the study, to describe individual characteristics of the consumer profile, we
conducted an electronic survey of the population of Kazakhstan aged 18 to 65 years. The minimum
sample size was 400 people, and the confidence error was 4%. As part of this stage, the essential
characteristics of Kazakhstan’s citizens’ consumer profile, which affect the consumer sentiment index,
were determined.

A statistical study of Kazakhstan’s main characteristics of the FMCG market was carried out
based on the trade marketing tool Nielsen Holdings PLC. An analytical cut by the programmed tools
was based on the results of the first, second, and third quarters 2022.

In the third stage of the study, an in-depth interview was conducted among marketing managers
and specialists in demand acceleration of international and local companies. The sample consisted of
15 experts who commented on interpreting statistical sections and consumer survey results. Based on
the study’s results, modern consumer characteristics were described, the leading economic indicators
of the FMCG market were derived, and individual market development trends were interpreted by
collecting expert opinions.

Main provisions

The Nielsen Holdings PLC, Consumer Loyalty Index, is evaluated solely from the point of view
of the sale of consumer goods. In this regard, the study examined the dynamics of this indicator, which
most reflected consumer loyalty in the FMCG sector market. The selected indicator is calculated as a
weighted average of the following factors:

1. Stability of the labor market;

2. Purchasing power of consumers;

3. Volatility in consumer demand.
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The first and second factors within marketing are unmanageable, respectively, under the current
conditions, the volatility of water demand by the impact of changing consumer behavior is an important
area to study.

According to Nielsen Holdings PLC, the consumer loyalty index in the Republic of Kazakhstan
has fluctuated slightly over the past few years [1].
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Figure 1 — Dynamics of the consumer loyalty index
in the Republic of Kazakhstan for the period from 2019 to 2022

Note: Compiled by the authors based on the source [1].

It is well known that fluctuations in the consumer loyalty index will further influence the change
in consumer behavior. In this regard, field and desk research methods were selected for a detailed
study of the difference in the current state of the FMCG market under changing consumer behavior.

Literature review

A detailed study of current market changes has become more critical in the context of increased
market competition and a rapidly changing macro environment. Many scientific papers and analytical
reports from consulting companies are devoted to studying the FMCG market’s macroeconomic and
microeconomic factors. Scientists pay special attention to the adaptation of marketing processes in
conditions of market volatility.

Thus, a scientific article by scientists Nasiri G. Reza, Kalantari Mohammad and Karimi Behrooz
were devoted to designing a pricing policy in an uncertain market with correlated demand. As a result
of the study, scientists have developed a price-planning model per the proposed classification [2].

The adaptation of the assortment policy in the current conditions of the FMCG sector was described
by the authors Xavier Andrade, Lus Guimardes and Gongalo Figueira in the article «Product line
selection of fast-moving consumer goods». In this paper, scientists explore the optimal set of products
for consumer goods manufacturers. Using the inductive scenario planning methodology, the authors
presented future consumer goods industry (FMCG) models in the context of the circular economy [3].

An analysis of the current FMCG market conditions and forecasting of future scenarios was
considered by the authors Kuzmina Ksenija, Prendeville Sharon, Walker Dale, Charnley Fiona in the
work «Future scenarios for fast-moving consumer goods in a circular economy» [4].

Increasing consumer loyalty and strategic market segmentation as separate areas of the consumer
goods market were considered in the article «Consumer preference and market segmentation strategy
in the fast-moving consumer goods industry: The case of women’s disposable sanitary pads». The
work was devoted to the effectiveness of the marketing strategy in a rapidly changing economy [5].

As a separate area of the FMCG market study, it is necessary to single out the development and
evaluation of interaction business models with consumers. The scientists Sundstrém Malin and Sara
Hjelm-Lidholm proposed models for increasing consumer loyalty in a rapidly changing consumer
goods market in their scientific work «Re-positioning customer loyalty in a fast-moving consumer
goods market» [6].

The formation of a multi-purpose decision-making model in the fast-growing consumer goods
industry was described in the work of Sarangi Subrat, Chakraborty Abhishek, Konstantinos P. Triantis.
In this paper, scientists proposed a design model for a multi-stage DND with various distribution
channels, considering pricing and marketing goals with an uncertain demand [7].
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In an article entitled «Circular business models for the fastmoving consumer goods industry:
Desirability, feasibility, and viability» by the authors Nancy M.P. Bocken, Alisa Harsch and Ilka
Weissbrod, the possibility of applying innovative closed-loop business models in practice was assessed
using the example of the FMCG market [8].

Researchers Kolla Oliver and Plank Andreas investigated consumer behavior in the FMCG sector
regarding repetitive brand loyalty. The result of the article «Product line selection of fast-moving
consumer goods» was the interpretation of the interdependence of the stability of contextual marketing
communications and repeated purchases of consumers [9].

Modern scientists are actively studying the mechanism of making purchases by consumers. For
example, in the work «Main-format dominance in consumers’ FMCG cross-format shopping patterns»
by scientists Klein Andreas and Schmitz Gertrud, the features of cross-format combinations of
consumer behavior in the FMCG market in the context of different product groups are considered [10].

The adjustment of the assortment policy and the withdrawal of non-marginal products from the
sale in conditions of instability are also of particular importance. The procedure for the withdrawal of
individual products within the framework of making operational and strategic decisions is described
in the work of Pourhejazy Pourya, Sarkis Joseph, Zhu Qinghua — «Product deletion as an operational
strategic decision: Exploring the sequential effect of prominent criteria on decision-makingy». Within
the framework of scientific work, scientists offer several solutions for a more dynamic and in-depth
study of the products’ output order in commercial organizations [11].

Issues of multi-channel understanding of consumer behavior are also relevant areas for research.
In 2022, scientists Kondo Fumiyo N. and Okubo Taishi published the results of a study in the article
«Understanding multi-channel consumer behavior: A comparison between segmentations of multi-
channel purchases by product category and overall products», which described the features of the sale
of consumer products in various retail channels [12].

Several works have also been published within cluster studies of individual territories. In the
position «The impact of customer-based brand equity on the operational performance of FMCG
companies in India» by scientists Mohan Bijuna C. and Sequeira A.H. brand value metrics for
manufacturers and retail companies in the FMCG market are evaluated. The study’s results were
correlation indicators between brand value and business results of the companies under study [13].

Another scientific article by Navarro Héctor Angel Ramirez, Vieira José Geraldo Vidal, and
Fransoo Jan C. «Understanding urban logistics and consumer behavior in Sao Paulo city» was aimed
at analyzing urban logistics, comparing low and high-income areas in the city of Sao Paulo with
considering local markets, consumer purchasing behavior and the process of product distribution [14].

Marketers are actively testing innovative technical methods to solve the market’s current problems.
Machine Learning in Predicting Demand for Fast-Moving Consumer Goods: An Exploratory Research
was discussed in «Machine Learning in Predicting Demand for Fast-Moving Consumer Goods». This
study presents the benefits of machine learning in predicting sales of products with a fast turnover and
perishable products [15].

In order to test the effectiveness of alternative models in the FMCG sector, business models
from related economic areas are also being studied in the scientific community. Thus, the article
«Experimenting with sustainable business models in fast-moving consumer goods» describes the
transition of FMCG market companies to sustainable business development models [16].

The number of presented objects and study subjects in modern works confirms the importance of
researching the consumer goods market.

Results and discussion

Based on the goals and objectives of the scientific article, as well as taking into account topical
issues in the field of studying consumer behavior discussed in the literature review, a three-stage
study was organized and conducted. Based on the implementation of the first stage of the analysis
following the first task of the article, specific characteristics of modern consumers in the Republic of
Kazakhstan, the main moods, and current problems that affect shopping habits were identified.
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Figure 2 — Main factors concerning consumers in Kazakhstan

Note: Compiled by the authors based on the field study.

To identify the main consumer sentiment, through the interpretation of the survey results, the
factors of public anxiety were identified, which, in turn, influenced consumer behavior trends.

As aresult of evaluating the answers to the question concerning the current factors for concern, it
was found that a significant number of respondents — 18% indicated an increase in prices. At the same
time, 16% of respondents are concerned about issues of physical and mental condition. It was noted
that the most tangible for consumers was the increase in food prices, especially for fresh meat, poultry,
fish, meat products, fresh fruits, and vegetables. Every second consumer also noted price increases for
hair care products, feminine hygiene products, and laundry detergents.

Respondents also named personal financial situation (12%), rising prices for services (11%), as
well as repayment of private debts and loans (9%) as the most significant factors for concern. 34% of
respondents named other reasons not included in the main list. According to experts, increasing prices
for everyday products significantly impacts consumer behavior. First, the population’s awareness of
purchasing and brand commitment is expanding. Thus, many consumers began to pay more attention
to the cost of products and purchase analogs at more attractive prices. In the coming years, this trend
will continue, under the influence of which the structure of the FMCG market will change.

When answering the question about the commitment to preserving personal financial resources,
more than 75% of the surveyed Kazakhstanis responded positively. The main areas for saving among
the respondents were: the purchase of new shoes and clothes (67%), entertainment (60%), home/
apartment renovation (45%), vacation (40%), purchase of additional services and services (25%). The
transition to more accessible brands in the FMCG sector was also indicated by the respondents, with
a response rate of 22%.

The results indicate that despite the trend of savings among respondents, the demand for
consumer goods will not decrease; however, the market structure will undergo significant changes
in the distribution of shares among distinct categories of goods and companies. In addition, experts
note a trend towards an increase in the average check per customer; this change is pointed out in the
third quarter of 2022 after the second wave of price increases. The described trend is explained by the
artificial growth of the consumer basket due to lower prices for many consumer goods. It is expected
that before the end of the year, the basket size will change slightly, in contrast to the structure of
purchases.
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Figure 3 — Main items of expenditure affected by consumer savings

Note: Compiled by the authors based on the field study.
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As part of the analytical slice of Nielsen data, additional characteristics of the consumer cost
structure were derived (Figure 4). Based on an assessment of the consumer spending structure, it was
revealed that the largest share of costs is occupied by consumer goods, about 2/3 of consumers spend
from 10 to 50% of their total income on food and drinks. The smallest share on medicines, about 50%
of consumers spend less than 50% of their income, on average less than 5% of the total revenue.
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Figure 4 — The structure of consumer budget expenditures

Note: Compiled by the authors based on the source [17].

To assess the current structure of the FMCG market, the weighted average shares of individual
market segments were calculated as part of solving the second task of the study. First, the market for
consumer goods was considered from the standpoint of the importance of individual channels for the
market. Under the size of outlets, the volume of monthly sales of products, and the average check,
during the programming of statistical analysis, the following sales channels in the FMCG sector were
identified:

1. Minimarkets;

2. Pharmacies;

3. Hypermarkets;

4. Supermarkets;

5. Other traditional shops (combined categories B and C).

As of 2022, 49% of the total turnover of the FMCG market was occupied by category B and C
stores, supermarkets —9.4%, and hypermarkets brought 36.2% of the turnover. Insignificant shares fell
in pharmacies by 3% and impulse stores by 2.4% (Figure 5).

According to experts, this market structure, per the leading sales channels, will continue in the
short term due to the growth of the traditional sales channel. The remote mode of operation since
the COVID-2019 pandemic and the new consumer habits that have strengthened in the post-COVID
period has led to the approval of the share of traditional trade in the total sales of the sector.

100%
49%
509 36.20%
240% % - - L
0% JFe—
Mimmarkets Pharm acies Hyperm arkets Supermarkets Stores B and C

Figure 5 — Structure of the channel turnover of the FMCG market

Note: Compiled by the authors based on the source [17].

The market structure for consumer goods was also considered following the main categories of
sales: confectionery, dairy products, soft drinks, personal hygiene products, and household goods for
the home. First, the prominent companies selling products in this market were studied, considering the
sector’s general characteristics.
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Figure 6 shows the TOP-10 manufacturing companies that occupy the top share in the sale of food
and beverages in the FMCG market.
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Figure 6 — Leading manufacturers of the FMCG market

Note: Compiled by the authors based on the source [17].

As 0f 2022, the following companies occupied the largest share in the FMCG market: Coca-Cola
CO, which sells drinks — 9.3%; PepsiCo with a range of snacks, dairy products, and beverages — 6.2%;
Carlsberg, which sells alcoholic and non-alcoholic products — 4.7%.

Based on the results of the expert interview, it is predicted that the primary shares between the
leading companies may change shortly due to the difficulties with supply chains and raw materials that
are widely observed in this sector. In addition, it is noted that a slight increase in the share of sales of
products of local producers is expected.

TOP products for the FMCG market were MPK Gorilla 450 ml. (2.6%); CCI Coca-Cola 1 1.
(1.9%); Mars Snickers milk bar, 50 gr. (0.8%); Rakhat Kazakh chocolate, 100 gr. (0.6%).

Further research was built based on the characteristics of individual categorical groups. The
confectionery market must be considered one of the most highly turned FMCG categories. During the
programming of the statistical analysis model for the study of this segment, the following products
were included in the category: dragee, chocolate paste, desserts and cakes, chocolates, bar chocolate,
cookies, and chocolate bars. As of 2022, the highest sales shares were occupied by: chocolate bars —
19% of'the total turnover of the category, chocolate bars — 16%, and cookies — 15%. The main structural
characteristics of the segment are shown in Figure 7.

TOP manufacturers confectionery TOP-SKUin the confectionery segment
products
MARS =378 | Mars Snickers, 30 gr. =39 ]
Ferrero —34% | Rakhat Kazakh chocolate, 100 gr. =200
! A i -
KDV Group i=iis Mars Snickers, 93 gr. ~170% i

Mondelez e

Ferrero Kinder Surprise  =150%——|
Ralkhat —880% i

Mars M&Ms, with peanuts 43 gr.  —110%

0% 2% 4%

Figure 7 — Main characteristics of the FMCG confectionery segment

Note: Compiled by the authors based on the source [17].

The main share of the segment 61% is occupied by five leading companies: MARS (17%), Ferrero
(14%), KDV Group (11.1%), Mondelez (10%), and the local company Rakhat (8.8%). The interviewed
experts assume that the total volume of certain confectionery products may slightly decrease; however,
the market structure will retain the former shares of large international manufacturers. The most
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popular SKUs are Snickers bar, 50 gr. — 3%, Kazakhstan chocolate 100 gr. — 2.2%, Snickers bar,
95 gr. — 1.7%, Kinder Surprise (standard) — 1.5%, and M & Ms, with peanuts 45 gr. — 1.1%.

The most stable demand characterizes the category of dairy products in the FMCG sector; the
leading share of sales in the segment is milk — about 26% of the total turnover.

Other sub-categories occupied the following shares: fermented milk products — 17%, sour cream —
11%, and drinking yogurt — 10%. The rest of the segment comprises other dairy products such as
yogurt in cups, glazed and non-glazed curds, and other dairy desserts. The central role in marketing
dairy products is played by two channels: supermarkets, which account for about 48% of turnover, and
category B and C stores (41.3% share).

TOP mamtdacturers dairy products TOP-SKUin the dairy segment
Lactalis Group 2004 d Bio-C Imun+, 3,2%, 171 Bamrmment —26% d
Danone =33l Milk Shadrinskoe, 7.1%, 300 ml. =28 |
Agroproduct GE  =670% Milk Rodina, 3 2%, 11. 6% ——o—
MMaslodel S8 Milk Novonikolskove, 3 2%, 11 4% ——
PepaCO - 380% Milk Food Master, 2.3%, 11. I 1%

0% 3% 10% 13% 20% 23% 0% 1% 2% 3%

Figure 8 — The main characteristics of the dairy products segment of the FMCG market

Note: Compiled by the authors based on the source [17].

The list of the largest producers represented in the segment of dairy products was made up not
only of international holdings such as Lactalis (20%), Danone (13%), and PepsiCo (3.8%) but also of
local producers — Agroprodukt (6.7%), Maslodel (5%).

According to the results of the study period in 2022, the most popular product was the Bio-C
milk drink with a share of 2.6%; also, among the most popular products, Shadrinskoye milk, 7.1%
300 ml, was singled out (2%). Pasteurized milk brands Rodina, Nikolskoye, and Food Master also
demonstrated significant sales volumes.

Declines and fluctuations in sales in the segment of dairy products are not predicted since almost
all manufacturers of goods base their factories in the Republic of Kazakhstan. According to experts,
demand and consumer habits within this segment will be subject to market volatility with low
probability.

The beverage category was evaluated by grouping the following segments: carbonated and non-
carbonated, beer, beer, and energy drinks. This grouping was due to similar seasonality, sale frequency,
and related purchases among the listed groups. Due to seasonal fluctuations, average indicators for the
first, second, and third quarters of 2022 were used to characterize the segment.

In contrast to the previous categories, the most effective channel for the beverage segment is
traditional stores, with a turnover share of 65.3% in 2022. The largest share of the group is occupied
by soft drinks — 29%, beer — 23%, and energy drinks — 15%.

From the standpoint of subjective assessment, CCI Coca-Cola occupied the leading share of the
beverage market — at 23.4%. The high sales of Coca-Cola ensured the stability of the company’s
position in various formats (the total brand share is 9.2%). The percentage of Carlsberg was 11.9%,
EFES — 9.8%, PepsiCo (with soft drinks and energy drinks) — 6.8%, and Moscow Beer Company —
6.6%.

Among the TOP-5 most popular drinks on the market, two positions were occupied by energy
drinks, Gorilla, 0.450 (5.3%) and Dizzy, 0.33 (2.5%) (Figure 9, p. 87). According to experts’ forecasts,
a slight decrease in the segment’s turnover in the first half of 2023 is expected.
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Figure 9 — Main characteristics of the beverage segment of the FMCG market

Note: Compiled by the authors based on the source [17].

Products of the nonfood segment were considered part of the distribution of all products into
personal care products and household goods for the home.

The personal care segment included: hair products, facial products, hygiene products for children,
oral hygiene products, and paper hygiene products.

The main sold category in the segment of personal care products was children’s hygiene products
(22%), feminine hygiene products (14%) were the second most popular category, and hair care products
occupied a share of 14%. Generally, the three listed types form 50% of the segment’s turnover.

In the production of hygiene products, almost 90% of the turnover falls on imported products; in
this regard, this group of goods is considered the most susceptible to global market fluctuations.

TOP manufacturers personal TOP-SKUin the segment of personal
hygiene products care products

P ActBabyDry (11-16) =lZe——l
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Figure 10 — Key Features of the FMCG Personal Care Segment

Note: Compiled by the authors based on the source [17].

Among manufacturers of hygiene products, KIMBERLY CLARK (19.7%) and P&G (19.6%)
have the highest share with a significant margin from competitors.

Naberezhnye Chelny (1.2%) and Karina (1.2%) brands of hygienic paper products were singled
out as the most popular types of goods, diapers from the Huggies brands (total share of 1.5% in the
ranking) and Pampers also demonstrated a high sales volume (0.7%). Since the described segment is
directly related to the conditions of the foreign manufacturing sector and the peculiarities of building
supply chains, a wave increase in prices for personal care products is expected soon. Experts assume
that price growth will occur in 3—4 waves, with a rise of 2—-3%, and foreign economic factors influencing
the sector in the strategic future cannot be predicted.

When forming a statistical cut for household goods, the following categories were considered:
detergents and powders, cleaning products, air conditioning products, and air fresheners.

The main characteristics of the segment are shown in Figure 11 (p. 88). According to the breakdown
of sales, the leading share of sales at 58% is made up of detergents and powders, which is determined
mainly by the high cost of the category products relative to other products in the segment. Detergents
and cleaning products also account for 11% of the segment’s turnover.
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TOP household goods TOP-SKUin household goods segment
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Figure 11 — Main Features of the FMCG Household Goods Segment

Note: Compiled by the authors based on the source [17].

P&G companies occupy the highest share in the segment — 34.8% and HENKEL — 29%. These
manufacturers control 64% of the FMCG market in household products. Washing powders of various
brands were identified as the TOP-5 most popular products of the segment. The total share of the Ariel
brand in this list was 2%, Ushastyj Nyan 1.5%.

Trends typical for the segment of personal care products are also relevant for household products.
Experts also expect a further wave increase in this market.

Conclusion

As a result of a three-stage study, the main characteristics of the modern consumer of the FMCG
market were identified, and current trends in various sectors of the FMCG market were identified.
Even though in market volatility conditions, consumers tend to maintain the direction of saving (75%
of the surveyed consumers indicated this factor), when analyzing the answers to the question about
cost reduction items, the respondents named none of the segments of the FMCG sector. Based on
this, there is a stable volume of sales of consumer goods, as well as an increase in the average bill
of consumers due to a wave price increase shortly. In addition, the degree of awareness of purchases
and commitment to brands is increasing among the population. Thus, it was determined that many
consumers began to pay more attention to the cost of products and purchase analogs at more attractive
prices. This indicates a change in the market structure in the context of individual sub-categories and
brands in the next few years.

It is expected that the structures of the established FMCG segments will change, including
changes in the share of sales of individual brands, a decrease in the volume of sales of non-essential
products, and a review of consumer commitment to certain brands. It should also be noted that in
each of the studied segments (confectionery, dairy products, beverages, personal care products, and
household goods), changes will occur, considering the specifics of the product being sold and the level
of competition in the market.

For example, it is assumed that the total volume of certain confectionery products and beverages
may decrease slightly while demand for the dairy product categories will remain stable. According
to experts, the household and personal goods market will be subject to price increases, impacting the
category’s internal structure.

The results confirmed that the transformation of consumer behavior would impact the market
of daily consumption goods (FMCG) of the Republic of Kazakhstan from a structural point of view,
confirming the research hypothesis.

The study results confirm the increasing importance of analyzing and modeling consumer behavior
and customer loyalty for companies selling this product. The described factors determine the extent
of forming separate demand acceleration structures for FMCG companies, allowing them to receive
up-to-date information on consumer behavior trends and take timely tactical actions in marketing.
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The study results can be further used by Kazakhstani FMCG and retail companies when building
sales strategies, studying the behavior of a modern consumer, forming a trade marketing policy, and
making tactical decisions. These studies may be relevant for companies that still need their analytical
tools.
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TYTBIHYIIBUIBIK AJAJIABIK JTUHAMUKACBIH ECKEPE OTBIPBIII,
KA3AKCTAH PECIIYBJIMKACBIHAAT'BI KYHIAEJIKTI
CYPAHBICKA UE TAYAPJIAP HAPBIFBIH TAJIJIAY

Anjarna

JKana reocascu, 5JKOHOMHKAJIBIK JKOHE QJICyMETTIK JKaFaiIap/IbIH KaJIbIITACYbl HOTHKECIHAE TYThIHY Tayapia-
PBI HapBIFBI AliTapIbIKTal @3repicTepre OKeNeTiH KOFaphl KYObUIMANBUIBIKKA YiNbIpayaa. JlerenmMeH, TpaHcdopma-
1MsI TYTBIHYNIBUIAP/BIH MiHE3-KYJIKbIHA FaHa emec, coHbIMeH Karap FMCG cekTopbIHAaFbl Tayapliapibl caTaTblH
KOMITaHHSIap/IbIH MApKETHHITIK casicaTbiHa Ja KarblcThl. Frutbivu Makanana Kasakcran Pecrryonukaceineiy FMCG
HapBIFBIHBIH aFbIMIAFbl KOpCceTKimTepi yehHbUIAb. CayanHama JepeKTepiH MHTepIpeTanysiay HOTHKECIHIE Ty-
TBIHYIIBUIAP/IbIH SKOHOMMKAIBIK MPOQUIIHICTT 03repicTep/iH HaTiKenepi OepinreH. 3epTTeyniH MakcaTbl — TY-
THIHYIIBIIAPABIH MiHE3-KYIKBIHEIH o3repyiniH Kazakctan PecmyOnmkaceiHbIH TyThIHY Tayapnapel (FMCG) na-
PBIFBIHA OCEpiH 3epTTey. 3epTTey OoAmicTepi peTiHAe: CTAaTUCTHUKAJBIK Tajjiay, cayajdHaMma, TepeHACTUIreH cyxOaT
o/licTepl KOJJAHBULBL. 3€pPTTey HOTHIXKECIHJE HAPBIKTBIH SKOHOMHKAJIBIK cunarramaiapbl 2022 >KbUIIbIH YL
TOKCAHBIHJIaFbl CTATHCTHKAJIBIK KUMaHBIH HOTIKeJepl OolbiHIIa KepceTuiai. JKyprisiireHn capantaMaislk cyxoar
JIepeKTepi Heri3iHAe HapbIKThl OJaH api TpaHchopmanusiay OOJKaMbl JKOHE JKEKE TEHACHIMSUIAPIBI TYCIHAIPY
KaJBIITACThL. YII Ke3eHAIK 3eprrey HaTikecinne FMCG HapbIFbIHBIH KeJeMi MEH KYpbUIBIMBI OOWBIHINIA ©3€KTi
JIEpEeKTep aJbIH/BI, Ka3ipri 3aMaHFbl TYTHIHYIIBIIAPIBIH JKEKEJIETCH CHIAaTTaMaIapbl CHIIATTalAbl, coHman-ak Ka-
3aKcTaH PecmyOnmMKachIHOAFEl TYTHIHYIIBUIBIK aZaliABIK KOPCETKIIITEPiH KaKcapTy MYMKIHAIKTEpl OaraiaHfbl.
3eprrey HoTKenepin Kazakcranablk FMCG jxoHe OeJek cayna KOMIIAHMSUIAPbI CaTy CTparerusuiapblH KYpY,
3aMaHay¥ TYTBIHYIIBIHBIH MiHE3-KYJIKBIH 3€pPTTeY, COHAl-aK caTy casicaThblH KAJBINTACTHIPY KOHE TAaKTUKAJIBIK II1e-
miMzaep KaObuiaay KesiHje naijganana anaapl. Ocipece, Oy 3epTTeyiep e3epiHiH aHATUTHKAIBIK Kypaiaapbl )KOK
KOMITAHVSIIAp YIIH ©3eKTi OOTYbl MYMKIH.

Tipek ce31ep: KYHIENIKTI TYTBIHY Tayapiapbl, HAPBIK KYPBUIBIMbI, 3KOHOMHKAJIBIK IPO(MIIb, aJalIbIK HHAEKCI,
capanTtaMaibIK cyX0art, TYThIHYIIBUTAP/IBIH CayaTHaAMAacChI.
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'Kazaxckuii HallMOHAJILHBIA YHUBEPCUTET UM. alib-Dapadu,
. Anmatel, Kazaxcran

’BeoCTOKCKUI TeXHOJIOTHYECKUH YHUBEPCUTET,
r. benocrok, ITonpma

AHAJIN3 PBIHKA TOBAPOB INIOBCEJHEBHOI'O CITPOCA
B PECIIYBJIMKE KA3AXCTAH C YYETOM JMHAMHUKH
HOTPEBUTEJIbBCKOU JIOAJIBHOCTH

AHHOTALUA

B pesynbrare hopMUpOBaHHS HOBBIX T€OMOINTHYECKUX, IKOHOMHUECKHX U COLMAIBHBIX YCIOBUH PBIHOK TO-
BapoB IIHPOKOTO MOTPEOICHUS PETePIeBAET BEICOKYIO BOIATUIBHOCTD, BICKYIIYIO €T0 3HAYNTEIbHBIC N3MEHEHUS.
[Tpu sTOM TpaHcdopMmaius KacaeTcsi He TOJIBKO MOBEICHHS TOTpeOUTENel, HO M COBITOBOM MOJUTHKHA KOMITAaHHH,
peanusyromux toBapsl FMCG-cextopa. B HayuHOI cTaThe NMpHUBEICHBI aKTyalbHbIE MOKa3zaTenu peiHka FMCG
PecnyOnuku Kazaxcran. PesynbraTsl n3MEeHEHHsT OTAEIBHBIX TOBEJCHYECKUX XapaKTepUCTHK MOoTpeduTeneil npe-
CTaBJICHBI B PE3YIbTaTe MHTEPIPETAINN JAHHBIX MTPOBEACHHOTO ompoca. Llens ncenenoBanms — n3ydeHne BIMSHUS
TparchopMay MOTPeOUTETHCKOTO MTOBECHUS Ha PIHOK TOBapoB moBcenHeBHOro norpednenus (FMCG) Pecmy6-
nmuku Kazaxcran. B kauecTBe METOIOB HCCIEJOBaHMsI HCIOJIB30BaHbl CTATUCTUYECKUI aHallM3, ONpoC, NIyOMHHOE
MHTEPBBIO. XapaKTepUCTUKH PBHIHKA OBUIM OTPaXKEHBI 110 pe3ysibTaTaM CTaTHCTHYECKOTO cpe3a TpeX KBapTaloB
2022 r. [Iporuo3 manpHeimel TpancopMayy peIHKa U 00BSICHEHNE OTJEIbHBIX TEHACHIMI cpopMHpOBaHbEI Ha
OCHOBE JJaHHBIX IPOBEJICHHOTO KCIEPTHOTO HHTEPBBIO. B pe3ynbrare TpexsTarHOro UCCiIel0BaHus MOMyYeHbI aK-
TyalbHBIE JaHHBIE 1O 00beMy M cTpykType pbiHka FMCG, ommcaHbl OTIEIbHBIE XapaKTEPHCTUKH COBPEMEHHBIX
moTpeOuTENeH, a Tak)Ke OIICHEHBI BOSMOXKHOCTH YITyUIIEHHUS TTOKa3aTelel IoTpeONTeIbCKOM TosTbHOCTH B Peciry0-
nuke Kazaxcran. Pe3ysbrarsl MccieoBaHusi MOIYT ObITh HCIIONB30BaHbl kazaxcTaHckuMu FMCG u po3HHYHBIMU
KOMITaHUSIMU TIPU IOCTPOCHUH CTpaTeruii cObITA, N3yYEHUH TTOBEICHUSI COBPEMEHHOTO MOTPEOUTEIS, a TaKKe TIPU
(OpPMHUPOBAHHUH MOJIUTHKH COBITA M TPUHITUHN TAKTHUECKHX PEIIeHUH. B 0coOeHHOCTH TaHHBIE HCCIIEJOBAaHUS MOTYT
OBITH aKTyaJ bHBI JJIsI KOMITAHUH, HE IMEIOIINX COOCTBEHHBIX AHAIMTUIECKUX HHCTPYMEHTOB.

KuaroueBbie ciioBa: TOBaphl MMOBCEAHEBHOTO CIPOCA, CTPYKTYpa PbIHKA, SKOHOMHUUECKUH MPO(UIb, MHACKC
JIOSUTBHOCTH, 9KCIIEPTHOE MHTEPBbBIO, ONPOC MOTPEOUTEICH.

91



