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Annotation. This article presents the analysis of marketing environment of the enterprises that produce yogurt prod-
ucts in Ukraine. In order to carry out a deeper analysis of the marketing environment of the new yoghurt drinks with a balanced
composition of the major nutrients in food and increased probiotic properties, PEST and SWOT-analyses were conducted, they
identified environmental factors that have favorable and adverse effects as well as internal strengths and weaknesses of the
new product. Based on the results of marketing research of consumer preferences, the core audience of new yoghurt drink with
a balanced chemical composition and the elevated concentration of Bifidobacteria were defined. The received results led to
justification of the expediency of elaboration of new yoghurt drinks with probiotic properties and balanced composition of
basic food nutrients as well as to formulation of a strategy of new product promotion on the consumer market of Ukraine.
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AHoTamisi. Y CTaTTi MMPEACTaBICHO aHali3 MapKETHMHIOBOI'O CEpPEeOBHIIA IiNPUEMCTB 3 BUPOOHHUITBA HOTypTOBOL
npoxykuii B YkpaiHi. I3 MeToro mpoBeneHHs OLTbII TIIHOOKOT0 aHANli3y MapKETHHIOBOTO CEPEIOBHIA HOBUX HOTYPTOBHX Ha-
oiB 31 30alaHCOBAHUM CKJIAZIOM OCHOBHHUX XapUOBHX HYTPI€HTIB 1 MiABUIICHUMH MPOOIOTHYHIMY BIACTUBOCTSIMH, IIPOBEIC-
Ho PEST- i SWOT-anani3, skuif BUSBUB (paKTOpH 30BHIIIHBOTO CEPENOBHINA, IO 3AIHCHIOIOTH CIIPUSTIMBUH 1 HECTIPUSTINBUH
BIUIUB, a TaKOXX BHYTPIIIHI CHIIBHI i cirabki cTOpoHM HOBOrO ToBapy. Ha mincTaBi pe3ynbTaTiB MapKeTHHIOBHX JOCIIKEHb
CIIO’KMBYHX IepeBar BU3HAUCHO I[IJIbOBY ayJUTOPil0 HOBHX HOTYPTOBUX HAIOIB 3i 30alaHCOBAHMUM XIMIYHHMM CKJIQJIOM 1 mil-
BUILEHOI0 KOHLeHTpauiero Oidinodakrepiit. OTpuMaHi pe3ynbTaTH JO3BOJIWIN OOIPYHTYBAaTH JOLIIBHICTE PO3POOKH HOBHX
HOTypTOBHX HAIOiB 3 MPOOIOTHYHUMH BJIACTHBOCTSIMHU 1 30aJIaHCOBaHUM CKJIAIOM OCHOBHHMX Xap4yOBHX HYTPIEHTIB, a TaKOX
copMyBaTH CTpATETilo IPOCYBAaHHS HOBOTO MPOAYKTY Ha CIIOXKUBUUI PUHOK YKpaiHu.
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long to 2 price segments, so price competition is not
possible; hence there is a need to influence other fac-

A wide range of yoghurt products is available
on the domestic market: classic yogurts, yogurts with
cereals, with fruit, vegetable, fruit and vegetable, fruit
and berry and other fillings, and this all results in a
high level of competition. Therefore, it is necessary to
search new ways to attract customers and to gain their
loyalty to this very trademark. Yoghurt products be-
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tors [1]. For example, looking for new flavors, creating
yoghurt products with improved consumer properties,
the development of yogurt products with probiotic
properties and/or balanced composition of major nutri-
ents in food - protein, fat, carbohydrate etc.

It can be argued that an effective product launch
is the main stage for the achievement of the best result
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and, mostly, this is the most expensive stage in the new
product development. Despite its importance, risks and
expenses, associated with it, the problem of product
launch remains poorly understood [2]. Generally, many
researchers focus on the development of new food
products, but they pay little attention the final phase —
promotion of products on the market.

Statistics shows a relatively low consumption
level of healthy foods in Ukraine, and this fact is ex-
plained by the low consumers’ interest in this group of
products. This is due to the insufficient information
and lack of consumers’ knowledge about these prod-
ucts. Therefore, the developer and / or the manufactur-
er of food products should not only develop and pro-
duce a product with improved consumer properties but
also to take all necessary measures to ensure its effec-
tive distribution [3].

Problem statement

The creation of a high-quality marketable prod-
uct should begin with carrying out of marketing re-
search on the exposure of consumers’ motivations and
preferences. It is necessary to analyze the market and
to study its assortment structure simultaneously. Im-
plementation of these measures is aimed at developing
of such a product that eventually would be competitive
on the market, in other words its consumer properties
and economic indicators will satisfy certain contingent
of consumers, not yielding but even exceeding similar
products, manufactured by other enterprises [4].

Literature review

Today around 15 major Ukrainian manufactur-
ers are represented on the market of yogurt products,
the number of trademarks which belong to them ex-
ceeds 25, the number of products’ names exceeds 150
items. Strawberry, peach and pineapple yogurts domi-
nate in the assortment structure of this products [5,6].

The largest manufacturer is LLC «Danone
Ukraine», which gained a profit of 2.5 billion UAH
over the last year. Generally the following companies
are distinguished that now hold 85.0 % of the market —
JSC  «Galychyna», PJSC «JSC  «Combinat
Prydnistovskyi»», LLC «Danone Ukraine», (Trade-
mark «Galakton», Trademark «Biobalans», Trademark
«Prostokvashino», Trademark «Aktual», Trademark
«Litnii Den», Trademark «Kremez», Trademark
«Biopremiumy) [5,6]. The main manufacturer on the
market of drinking yoghurtsare the companies
“Hurmanica”, "Danone", "Dobryana" and
"Galychyna". On the basis of market research it
was found that over 40 % of population consume yo-
ghurt products in Ukraine. On the average, a resident
of Ukraine consumes up to 2.5kg of yogurt per
year [6].

Considering the volume of manufacture of yo-
gurt products (fig. 1), it is worth notingits de-
cline [5,6]. This connected with the increase of price
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for raw materials. Local manufacturers produce goods
in smaller quantities, but at a higher price. In July of
this year, the manufacture of yogurt products increased
by 8.5 %, compared to the same period of 2015, and
made up 39.1 thousand tons.
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Fig. 1. The volume of manufacture of yoghurt
products in 2012 — 2016, thousand tons [4].

Previously the export of dairy products, includ-
ing yoghurt products, to the Russian market made up
85 % of total exports of this product category [6]. At
the present time, the redistribution of export took
place: so, in the first quarter of 2016 almost all yoghurt
products were delivered to two countries — Moldova
(71 %) and Georgia (23 %). TOP-5 of yoghurt markets
in the first quarter of 2016 is as follows [7]: Moldova;
Georgia; Armenia; Azerbaijan; United Arab Emirates.

Regarding the expansion of the free-trade zone with
the EU — here we can observe positive changes, and starting
from the tenth of January 2016, 10 Ukrainian manufactur-
ers can export dairy products to Europe [6]. In general, do-
mestic manufacturers are interested in the European market
because the prices for dairy products in European countries
are much higher than ours, and this factor will help the
manufacturers to receive larger profit. However, in order to
enter the European market all milk processing plants must
resolve the issue regarding the national normative docu-
ments and legislative acts with EU requirements, and some
of them must resolve the question of modernization of pro-
duction.

Starting with the autumn of 2017 the opening of
the market for dairy products of Ukrainian production
is being expected in Japan, as a result of abolition of
quarantine measures for dairy products [8].

The aim of this paper was to carry out market-
ing research of the consumers’ needs in choosing yo-
ghurt products in order to justify the expediency of de-
velopment and implementation of a new yo-
ghurt product with probiotic properties and balanced
chemical composition at the consumer market of
Ukraine.

Marketing research

One of the main conditions for effective func-
tioning of any enterprise is a clearly formulated strate-
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gy of its conduct. Properly chosen strategic policy of
the enterprise in the financial aspect will help not only
to strengthen positions on the market but also will con-
tribute to the development of the enterprise on the
whole as well as the effective promotion of a new
product on the market [9].

To assess the prospects of the financial strategy
of the enterprise such method of strategic analysis as

PEST-analysis was used: an instrument, designed for
identification of political, economic, social and techno-
logical aspects of the environment that affect the com-
pany's business [10]. Table 1 shows the main key fac-
tors of the environmental impact on the enterprise ac-
tivities, which manufacture yogurt products.

Table 1 — Valuation of PEST-analysis

Political Economic

Factor Value Factor Value

Trade policy 0.11 Expenses on raw materials and materials 0.15

Military actions 0.11 Inflation rate 0.13

Tax policy 0.10  |UAH rate 0.13

Political stability 0.09  |Erosion of purchasing power 0.12

Government control in the field 0.07  |Fiscal policy 0.10
Expenses on energy resources 0.09

Bureaucracy and level of corruption 0.07  |GDP dynamics 0.08

Social-cultural Technological

Changes in standards of living 0.15  [New products 0.16

Consumption habits 0.15  |Development of technologies 0.13

Changes in basic values 0.10  |Tendencies of research and developmental 0.13
work

Social stratification 0.10  |Degree of technology usage 0.08

Attitude towards natural and eco-| 0.09 [New patents 0.07

products

Population growth rate (migration,| 0.05 |Expenses on research 0.03

birth-rate)

Level of health protection and education 0.03

Influence of mass media 0.02

Political factors, namely trade policy, military
actions and tax policy have the greatest influence. No
significant changes in trade policy — imports and ex-
ports — are expected in the nearest future. However,
this factor makes a high impact, especially during the
unstable situation in the country, both political and
economic. One of the main reasons is the military situ-
ation that greatly influences internal and external trade,
relations with the world, reorientation of the markets.
Tax policy is unstable, taxes are constantly changing,
and all that correspondingly influences the expenses of
the enterprise and the price for finished products.

To the most important economic factors belong, first
of all, expenses on raw materials and materials, inflation
rate, currency rate, purchasing power. All these factors are at
present time dependent on political factors and interrelated.
Inflation and currency rate have an effect on all companies’
expenses and, correspondingly, on the raw materials. While
the price for the products increases, purchasing power de-
creases, leading to a decrease of sales volume and, respec-
tively, the income.

Social and cultural factors have hardly changed
in recent times. Standards of living have the biggest
impact currently, though they became worse over the
past two years. Consumption habits of the customers
have an influence as well. The attitude towards natural
and eco-products among consumers today is not entire-
ly unambiguous. Some consumers prefer this product
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group as safe and valuable sources of basic nutrients in
food, vitamins, omega-3 fatty acids etc., and other con-
sumers do not see the necessity for the use of natural
and eco-products because of lower incomes and lower
level of awareness.

Technological factors are gaining more and
more strength every year. Modernization, automation,
the use of advanced technologies make it possible to
reduce production costs and to simplify the process of
production, that is why it is nesessary to make the most
use of the technological advances of the last decade. It
should be borne in mind that the consumer is constant-
ly looking for a new product, that is why it is necessary
to renew the assortment as well as to seek ways in or-
der to make the consumers interested in a new, natural
and inexpensive product with a balanced composition
of major nutrients in food.

To develop an enterprise strategy while posi-
tioning a new product during its entry into a market it
is essential also to consider the product’s strengths and
weaknesses, threats, opportunities and prospects of de-
velopment: whether the customer’s interest in the
product is high, which yoghurt product he/she likes the
most, how to improve its consumer properties. It is ad-
visable to determine the product’s weaknesses and how
they can be changed. To accomplish this goal, a mod-
ern method of analysis in management and marketing —
SWOT-analysis — was used [10]. SWOT is an abbrevi-
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ation of the English words: strengths, weaknesses,
opportunities, threats. The application of SWOT-
analysis allows to organize all available infor-
mation and to see a clear picture, to make carefully

weighed decisions regarding the product promotion.
SWOT-analysis of a developed new yoghurt drink with
probiotic properties and balanced chemical composi-
tion is given in Table 2.

Table 2 — SWOT-analysis matrix

O (opportunities):

nutrition
Many suppliers of raw material (milk) [pliers
Healthy Lifestyle Promotion -
Extensive communication channels.

SO - strategic decisions:
Narrow range of products for healthy|Entry into new markets or market segments
Establishing long-term relationships with sup-|as the basis of healthy nutrition,

WO - strategic decisions:
Positioning of yoghurt products

the increase of public awareness

Expansion of variety by means of de-|about the benefits of the prod-
velopment of a fundamentally new probiotic|ucts.

product with a balanced chemical composition
with the use of natural ingredients

T (threats):

substitute products
Market saturation

ST - strategic decisions:
Emergence of new similar products,|Flexible pricing policy

Market segment penetration by way of change|effective method of product
of product positioning, as radically new

WT - strategic decisions:
The use of merchandising as an

sales stimulating

Erosion of purchasing power of the|Conducting of a wide-ranging advertising|Carrying out of actions and tast-

population campaign
Economic and political crises
Consumer's conservatism

The price increase for raw materials
Intensive competition

1) Improvement  of

standards

quality

ings for making population fa-
miliar with a new product

The strengths ofthe goods, that is the ad-
vantages of the developed yoghurt products, are [11]:
balanced composition of major nutrients in food — pro-
teins, fats, carbohydrates — 1:1:4; probiotic properties,
caused by a high concentration of viable cells of
bifido- and lactobacteria (not less than 5-10° and
1-10° CFU/em’, respectively); only natural raw ingre-
dients, used in the manufacturing process. Thanks to
the above-mentioned factors, the developed yogurt
drinks can be attributed to the products for healthy nu-
trition or to dietetic products, which is also a big plus
for yoghurt production.

In order to provide a natural inclusion of en-
riched products into the list of traditional food it is
necessary to use special means of customers’ infor-
mation support about this group of products. Packaging
and marking of goods are one of the types of infor-
mation support. Based on marketing research [12] it
was found that a considerable part of respondents pay
attention primarily to marking of products (72.3 %),
because this information influences the creation of
consumer preferences. That means that we shall also
attribute the design of packaging and marking to the
strengths of the goods, as these factors affect the for-
mation of consumer preferences upon purchase and are
one of the key ways of effective product promotion.

The following factors belong to the weaknesses
of a new product: relatively short shelf life, but it
should be noted that it is typical for almost all ferment-
ed milk products; poor public awareness about the
products for healthy nutrition, which may lead to the
fact that the consumer will not include it in the list of
necessary purchases.

Regarding the opportunities, we should note that
a wide range of yoghurt products for healthy nutrition
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is not available and yoghurt products with a balanced
chemical composition are absent at all on the market,
that is why there is a possibility to sweep that market
segment and those consumers for whom this character-
istic is a key one upon choosing yoghurt products. Up-
on description of threats during a new product’s entry
into the market it should be noted that the main threat
nowadays is the unstable economic, financial and polit-
ical situation, inflation, resulting in a greatly reduced
purchasing power, and as far as yogurt is not a staple
food product, people refuse from it.

On the basis of analysis of strengths and weak-
nesses we offer the following strategic decisions:

SO - Strategic decisions. It is necessary to ex-
pand the market or to find a new one by sweeping that
segment of consumers who previously refused from
purchasing this or that product. One of the ways to do
so is to completely change the essence of product posi-
tioning, to move from the stereotype «yoghurt-dessert»
to «yogurt is the basis of healthy nutrition», and ex-
pand the assortment.

WO- strategic decision. People preferably learn
about yoghurt products, new items in assortment and
new trademarks due to outdoor advertising and adver-
tisements at the sales outlet, the consumer does not see
the need to learn more about this product. Therefore, it
is necessary to make the consumer interested in obtain-
ing information (eg., to conduct themed programs,
seminars, roundtable discussions, whose sponsor will
be the trademark — yoghurt manufacturer).

ST - strategic decisions. As it has already been
mentioned, nowadays the consumers pay more atten-
tion to the price, which is caused by the erosion of pur-
chasing power of the population. That is why flexibil-
ity of prices is important. The customers shall see
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their benefit in purchasing certain yoghurt products: it
can be bigger amount, cash savings for this or other
purchase and so on.

WT- strategy. The consumers shall notice yo-
ghurt products before buying them, and here merchan-
dising plays an important role. Therefore, it is neces-
sary to place products in the store in such a way that it
will be noticeable. It is also important to con-
duct tastings, at which we will be able to make the
population aware of the developed yoghurt drinks, and
get a feedback.

On the basis of marketing research, conducted by us,
it was found out that the target audience of a new yoghurt
drink is mostly composed of women under 40 who buy it as

a dietetic natural product, and receive the average income
(3001-7000 UAH). Over 80 % of the interviewed would
like to see a new product on the shop shelves, namely yo-
ghurt drink with a balanced chemical composition and a
high content of bifidobacteria.

According to the results of conducted analyses
of micro- and macro-environment, desk studies and
questionnaires we can choose the market (target audi-
ence, positioning, competitive strategy) and product
(product, marketing, price strategies, push and pull
strategy) strategies. Competitive strategy was chosen
by means of M. Porter’s matrix of competitive strate-

gies (fig. 2) [9].

Branch of competi- Broad

1. «Price leadership» | 2. «Product leadership»

tion Narrow

3. «Leadership in the field)

Reduction of expenses

Product differentiation
Competitive advantage

Fig. 2. M. Porter’s matrix of competitive strategies

According to this matrix, we choose the third
strategy that is «Leadership in the field». Strategy
«Leadership in the field» predetermines concentration
of the efforts of the enterprise on the needs of a select-
ed market segment or specific groups of customers
without any intention to embrace the market. The aim
is to meet the needs of the target segment on a better
level, then the competitors.

When conducting the survey we also put ques-
tions on how the consumers of yoghurt products learn
about them (Fig. 3).

Printed mass
media
1.9%

Internet 3.8%

At thesales
outlet
30.2%

Television
26.4%
-~

Radio
0.0%

Outdoor

advertising
31.7%

Fig. 3. Sources from which the consumers learn
about yoghurt products

Thus, the sources from which the consumers
learn about yoghurt products are outdoor advertising,
television or they learn about the products only at the
sales outlet. On the basis of conducted marketing re-
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cOaaHCUPOBaHHBIM COCTABOM OCHOBHBIX NMHUINEBBIX HyTPHUEHTOB W MOBHIIICHHBIMU MPOOHOTHYECKHIMHU CBOHCTBAMH IPOBEICH
PEST- u SWOT-ananus, KOTOpbIi BBISIBHII (DAaKTOPHI BHEITHEH Cpe/ibl, OKa3bIBAIOIIME OJIArOMPHUATHOE U HEOJAronpUsTHOE BO-
3MeiCTBUS, a TaK)Ke BHYTPCHHUE CHIIBHBIC M CIAa0ble CTOPOHBI HOBOTO TOBapa. Ha oCHOBaHWM pe3yibTaTOB MAapKETHHTOBBIX
HCCIICIOBAHUI MOTPEOUTENECKUX TPEANOYTCHHUN OIpe/IeTicHa 1IeieBasi ayAUTOPHs HOBBIX HOTYPTOBBIX HAIMUTKOB CO cOallaH-
CHUPOBaHHBIM XUMHYECKAM COCTABOM M MOBBIIICHHON KOHICHTpaueld OnpumooakTepui.

[MonydeHHble pe3ynabTaThl MO3BOJIUIN O00OCHOBATh IENIECOOOPA3HOCTh Pa3paOOTKH HOBBIX HOTYPTOBBIX HAMUTKOB C
MPOOMOTUYCCKUMU CBOWCTBAMHU M COAJTAHCUPOBAHHBIM COCTABOM OCHOBHBIX IMHUIIEBBIX HYTPHECHTOB, a TaKXKe CHOPMUPOBATH
CTpaTEruio NPOJBIKCHUS HOBOT'O MPOYKTa HA MOTPEOUTENbCKUI PHIHOK Y KPauHBI.

KiroueBble c10Ba: peIHOK, HOBBIN MPOIYKT, HOI'YPTOBBIN HAIUTOK, MAPKETHHIOBBIE UCCIICIOBAHMS, TO3HLIOHUPOBAHKE TIPO-

JyKTa.
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