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Today chocolate is — an integral part of life of any person and, as we know, the best
depression medicine. It is used both adults, and children. According to GLOBAL REACH
CONSULTING, about 82% of Ukrainians consume chocolate in this or that form. It in
many respects demonstrates to popularity of these products. The market of chocolate
products is a segment of the confectionery market and occupies 50—55% of its volume. In
this regard studying of this market is the most relevant. Development of subjects of the
market of confectionery in Ukraine happens in the conditions of the changing changes of
the external environment influencing their state cause certain social and economic features
and problems of development. Transformation of economy of Ukraine makes new demands
to behavior of the enterprises. It is result of permanent market saturation new types of
confectionery that is caused top trends — constantly changing flavoring preferences of
consumers and the competition in the market. The situation is complicated by the general
economic instability, inflation, imperfection of the market relations. As a result of the
enterprise have dynamically to resolve an issue of assessment of strategy of the behavior
not only today, but also in the long term and also to monitor a situation of needs of the
population in the sphere of healthy food. Today as abroad, and in Ukraine development of
new types of confectionery with the lowered mass fraction of sugar by replacement by
natural sweeteners continues. Also these issues are actively discussed in various periodicals
and thematic newspapers and magazines. But still there are many problem points in
development of subjects of the market of confectionery, development of integrated socially
economic approach to forming of efficient market, population requirements satisfaction
in confectionery products. The market of confectionery of Ukraine on saturation and the
range approaches the European countries. Confectionery Ukraine of the including about
2000 names and assortment structure of the European countries contains about 2300-3000
pieces. More than 90% of the market of sweets belongs to domestic production. In Ukraine
they are made by more than 800 enterprises.
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segment.
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Relevance of a subject

The confectionery market in Ukraine in recent
years considerably changed, at the same time
assistance of an economic crisis, devaluation of
hryvnia, reduction of purchasing power of the
population, increase in prices for goods and the
situation which developed in the east of Ukraine
therefore large owners lost the enterprises. Important
factor of the solution of a problem of improving
competitiveness, studying of organizational economic
bases of its increase, formation of an effective
management system.
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Purpose of the article

— to study the market of chocolate;

— to obtain the necessary information on
capacity and segmentation of the interesting market;

— to define positions of competitors;

— to learn needs of target audience;

— the analysis of the obtained statistical,
economic data for entry of a new product into the
market capable to take high positions.

For achievement of the goals it is necessary to
solve the following problems:

— to define the consumer of this product;
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— to learn the opinion on market products at
consumers;

— to obtain information to improve a situation.

Main results

The greatest interest when carrying out
marketing researches is attracted by acquaintance
with the marketing environment of the company
which is everything that surrounds the company, all
factors influencing its functioning and it in general.

The research showed that demand in the market
of chocolate the same factors which affect the markets
of other day-to-day goods have an impact. More
precisely, it is external and internal factors.

We will analyze problems and possibilities of
the market of macro environment of chocolate
products and also their influence.

According to expert evaluation of the
importance, taking into account a weight factor,
impact is made economic (34%) and political and
legal (21%), natural (17%), scientific and technical
(13%), sociocultural (10%), demographic (5%) by
factors. Are among economic problems: decrease in
purchasing power of the population, increase in prices
for cocoa beans and sugar, inflation, export reduction,
obvious presence of leaders. Since 2014 the market
of confectionery shows a downward tendency what
the domestic policy in the state and aggravation of
fighting in the east of Ukraine affected that caused
problems of the Russian sales market and loss of
large factories. For 2016 the situation in production
of sweets improves in comparison with 2015. The
research of the confectionery market in Ukraine
demonstrates that the greatest share is occupied by
domestic products, makes about 95% in a total
amount [6].

Presently rates Rostov of income of the
population are not in time behind high inflation rates
that can lead to decrease in purchasing power of the
population, and as a result — to decrease in demand
for chocolate products. From the second party,
inflation — the reason of rise in price of raw materials
for the confectionery industry. It promotes value
addition and, respectively, and the prices that can
cause decline in demand for products of the company
also. All these trends have negative impact on market
development in general.

Opportunities much less — import reduction
that opens doors for self-produced promotion.

Unfortunately, the Ukrainian confectionery
enterprises were not included into top ten world trade.
However, according to Gosstat of Ukraine, the
confectionery corporation «Roshen» takes the 24th
place, CHAO of Konti — 43, ZAO «AVK» — 67.
Net volume of sales Ukrainian it is much less
producers, than have world leaders. The most
powerful among the Ukrainian companies is the
ROSHEN corporation numbering 8 factories where
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10,000 employees work and net volume is 800 million
dollars. 5 factories on 3792 workers are concentrated
on Conti’s enterprise, sales volume is 469 million
dollars that is 1% less than an indicator of last year,
and the AVK company has 3 factories where 3500
workers do, and the net volume of sales is 275 mln.
dollars [1].

Treat problems of political and legal factors:
instability of political country situation and tax policy.
There is no confidence in tomorrow. Prior to the
military conflict in the east of Ukraine (2014), Russia
was the country to which more confectionery were
exported, but in the present the largest buyers of the
Ukrainian products are neighboring countries and
the CIS countries: Kazakhstan — 19%, Belarus —
9%, Azerbaijan — 8% and also other countries of
the world [5].

The situation is stapler, the consumer income
is stables. And the income is higher, the more actively
both those, and others are interested in consumer
goods. In the nearest future it is going to consider a
question of an exit of the Ukrainian goods not only
on the European countries, but also on such exotic
markets as India, Ghana, Nigeria and China.
Products of the confectionery industry are goods with
the added value therefore it is necessary to increase
their export by foreign markets. Active process
became the reason of growth reorientation of
exporters of confectionery to international markets,
new, often not traditional for Ukraine, after loss of
sales market in Russia [2].

Among these goods there is a chocolate. So
tomorrow there can be absolutely other legislation.

Among opportunities: development of methods
of support of small business which will open free
entry into the market for absolutely new producers.

Natural it is possible to carry to problems: rise
in price of utility payments, water quality degradation,
utilization of a wrapper. It is possible to solve these
problems: working with a reduced tariff, installation
of the systems of water clarification, use of a foil as
secondary raw materials at night, and for some
number of products to use paper — ecologically safe.

Scientific technology factors of macromarketing
include such opportunities as emergence of new
technologies, creation of new, more perfect products.
Therefore it is necessary to cooperate closely with
scientific and technical producers, to introduce new
technologies and to increase production of chocolate
with various stuffings, packing.

From sociocultural factors of macro
environment treat problems: cultural development
of consumption and awareness of health (people not
just buy all that offer them in the market, and look
for what will be useful therefore it is necessary to
improve «healthy» goods, a variety of this number
of products through additional researches),
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segmentation of consumer market (reduction of the
prices, for the account improvement of production
technologies or raw materials).

To opportunities: influence of media on the
consumer that will help to advance goods.

Demographic problems concern consumers of
different age groupes. It is difficult to diversify the
range under each age category, but at additional
researches, it is possible to allocate several positions,
having connected additional researches and means.

Further it is necessary to evaluate the internal
environment.

Consumers are the reason of existence of any
enterprise. In Ukraine permanent decrease in demand
for chocolate products is observed. The correct
strategy of involvement of consumers is important
more than ever now. Our differentiated marketing
strategy will help us to focus on several segments of
the market along with development of individual
offers. The release and start of new products, forming
of new requirements at consumers, expansion of a
share of traditional products will lead us to the
market.

It is necessary to attract as much as possible
potential consumers, and in the following and to try
to hold, the target audience of chocolate products is
rather extensive. Purpose of any company: to be the
best and to seek to exceed competitors on quality
and consumer preferences. We have to expect and
react to the changing needs of the consumer and a
system eventually, through constant development and
innovations [7].

The following a stage — determination of
competitors and their position (table). The largest
Ukrainian producer of confectionery is ROSHEN
corporation, AVK, «Mondelis Ukraina» («Crowny,
«Milka»), the Lviv confectionery «Svitoch».

It is necessary to watch closely activity of main
competitors, not to concede to them neither on
quality, nor at the price, is it necessary to be improved
and develop in every possible way and by that to try
to obtain market position.

As for suppliers, many producers of chocolate
in Ukraine buy raw materials from the European
partners instead of improving the relations directly
with the manufacturing countries. The excessive
dependence on the European suppliers weakened
competitiveness of domestic manufacturers, and they
are gradually forced out by the western companies.

In Ukraine about 800 confectionery enterprises work.
At the same time six companies’ market leaders —
«HBF» and Harkovchanka, «<AVK», Konti, Roshen,
«Zhitomirsk_ lasoshch i», OAO «Poltavakonditer»
— occupy more than 60% in structure of national
production. Thanks to expansion of production
capacities, improvement of quality of products,
creation of brands, removal on the market of new
products, to carrying out the large-scale promotion
and marketing companies they borrowed and at the
moment for the present hold the first positions [3].
Most of small producers of confectionery in
comparison with large players are poorly modernized,
their sales markets are limited, and they have no
developed trademarks. They try not to compete with
the large companies and to occupy rather free niches,
including production of flour confectionery with
manual operation use (cakes and cakes), work under
the order of retail retail chain stores. With growth of
the competition and liberalization of foreign
economic relations confectionery with the low level
of profitability began to interfere with implementation
of advanced technologies by producers, development
and market promotion of new trademarks of products
taking into account constantly changing flavoring
preferences of consumers. In this regard leading
companies prefer to get rid of production of cheap
confectionery in whole or in part. About 70% or
three quarters of export control 9 more largely — the
shikh of the companies — «AVK», «Biscuit
chocolate», «Zhitomirsk _ Lasoshch », Konti, «Kraft
Fudz Ukraine», Poltavkonditer, Roshen, «Svit
Lasoshiv» and «Svitoch» belonging to the Swiss
Nestle [4].

For determination of ways of development of
the enterprises it is offered to classify criteria of the
analysis of the confectionery industry on the following
groups: economic; technical; organizational;
production; financial; marketing. It will allow
revealing trends and the commodity strategy of their
use in activity before — acceptance. Special attention
should be paid on such marketing characteristics as
pricing, segmentation and positioning in the market,
communication and channels distributions,
competitiveness that forms a certain trajectory of
development of the enterprise.

Intermediaries form the marketing capacity of
the company through distribution channels of service
in a scope of target market and bringing a product

Competitors (from-3 to 3)

Factors | of «Sheriy» | of KROSHEN» | of «Mondelis Ukraina» | of «Svitoch» | of «Millenniumy»
Tastes +3 +2 +1 -1 0
Price +1 -1 -2 +2 0
Range +1 +2 +3 —2 -1
Brand -3 +3 +2 +1 -1
Design +1 +2 +3 1 0
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to the final consumer. Thus the company intends to
use services of distributors in promotion of the
products on the market. Researches allow drawing
certain conclusions: in market conditions
management of commodity strategy is necessary that
will increase competitiveness of domestic enterprises
of the confectionery industry in the conditions of
globalization of economy; the made development
evaluation of the market of confectionery testifies to
a trend of increase in production. So, growth rates
of production of confectionery by data for 2016 in
general were 112.6% in comparison with 2017.
However in 2019 owing to the global financial crisis,
there was increase in prices for all types of the made
confectionery products that led to decrease in
purchasing power and to sales reduction of the main
operators of the confectionery market; it is in our
opinion recommended to revise the business strategy
of producers of confectionery directed to reduction
of chocolate products of a premium class in
connection with decrease in the sales demand and
to increase production of inexpensive caramel,
demand by which in the current year sharply grew;
for ensuring the progressing saturation of
requirements of the confectionery market it is
necessary to use as much as possible benefits of such
segment as the market of flour confectionery and
also to production of sugary confectionery, and tiled
chocolate.

As the basic tool of a research the sociological
survey conducted among direct consumers of
chocolate was used.

In a work progress, this purpose, necessary for
achievement, the following events were held:

— Development of questionnaires and tools of
a research;

— Questioning;

— Preprocessing of data;

— Analysis, statistical and economic data
handling [6].

In questioning 100 people (90% by means of
social networks) from which took part: 69% —
women, and 31% — men; aged up to 20 years —
20%, 20—30 years — 69%, 30—45 years — 6%, 45—
60 years — 4%, of 60 years — 1%; kind of activity of
consumers: school students — 4%, students — 49%,
working — 46%, pensioners — 1%.

Motives of purchase of chocolate (it was
possible to choose a little at once):

— 82 — taste of chocolate;

— 48 — quality;

— 34 — price;

— 14 — packing;

— 45 — brand;

— 10 — advice of the friends and acquaintances

(fig. 1).

Among consumers of chocolate, frequency is
purchase and consumption of popular goods is:

— 18% — every day

— 34% — 2—3 times a week

— 31% — once a week

— 15% — once a month

— 2% — are more rare than 1 time a month
(fig. 2).

The most popular brands: «<ROSHEN»,
«Mondelis Ukraina» («Milka», «Crown»), «Svitochs,
«Millennium», Others: «<AVK» and «Ritter sport»
(fig. 3).

Among the consumers buying chocolate, the
reasonable price of one tile is: 9% — up to 20 UAH,
71% — 20 — 40 UAH, 20% — from 40 UAH.

Buying tiled chocolate, have different flavoring
preferences: 9% — dark, 81% — dairy, 4% — white,
6% — the main thing, that with filler.

Among the interviewed consumers of chocolate,
such preferences of kinds of a stuffing were marked
out: 78% are nuts, 4% — raisin, 8% — cookies, 7% —
jam, 1% — fruit jelly, 1% — an orange dried peel
(fig. 4).

advice

brand

packing

price

quality

taste of chocolate

Fig. 1. Motives of purchase of chocolate
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2%

E evert day

H 2-3 times a week

W once a week

M once a month

® more rare than 1 time a
month

Fig. 2. Chocolate frequency

The most popular brands:

B » «<ROSHEN»

m * «Mondelis Ukraina»
(«Milka», «Crown»)

M ¢ "Svitoch"

W+ «Millennium»

B e "AVK"

W« "Ritter sport"”

Fig. 3. The most popular brands

Preference stuffing

B Nuts

| Raisin

m Cookies
| Jam

M Fruitjelly

m Orange dried peel

Fig. 4. Preference stuffing
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Answered the question «Having Seen
Advertising of a New Product whether You Will Go
to Buy It» so: There are no 32%—39% find it difficult
to answer and only 29% answered yes.

Conclusions

Chocolate industry in Ukraine is rather powerful
and developed among others food industries.
Production of confectionery promptly develops and
has sufficient product competitiveness in international
market. Having analyzed the confectionery market,
it is possible to draw a conclusion that despite difficult
economic situation in Ukraine, entrepreneurs do
everything possible to keep the status of producers
of a high-quality product.

Economic and political and legal factors as the
market of chocolate is under the threat, first of all
because of such changes as inflation, increase in prices
for cocoa beans, increase in taxes and falling of the
general level of living now have the greatest impact.
Such situation can lead to decrease in profitability
of production and suspension of work of the separate
enterprises. In this industry, certainly, there will be
a reduction of personnel. Would help to hold buyers
price stabilization in the market of cocoa, but it
does not depend on the Ukrainian producers.
However in their forces to change policy of purchases
at the European suppliers and to begin to improve
partnership directly with the manufacturing countries.

The research showed that:

1. Women prefer chocolate more, than men;

2. Respondents consumed chocolate on average
2—3 times a week;

3. Most of respondents prefer nut chocolate;

4. A large number of respondents, choosing
chocolate, are guided mostly by what taste and quality
of this product.

5. The price, acceptable for respondents, is from
20 to 40 UAH.

6. Most of respondents give preference to
chocolate brands: ROSHEN and «Mondelis
Ukraine».

7. Most of respondents prefer milk chocolate.
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JOCIIIZKEHHA PUHKY KOHAUTEPCBKIX BUPOBIB
YKPAT_HI/I; IHCTPYMEHTU JOCIIIZKEHHA
MOS3AIYHOT'O IIIOKOJIALY

Caroma A.O., XKypageav B.B., Ilapiii C., Illeéuenxo 4.

Cb0200Hi wiokonad — Hesid’ emHa yacmuna wcumms 6yob-
AKoI A00uHU i, K 8idoMo, Halkpawi OenpecusHui aiku. Buxopu-
cmosyemucs K dopocaum, mak i dimam. 3a caoeamu GLOBAL
REACH CONSULTING, 6auszvko 82% ykpainyie cnoxcusaroms
wokonad 6 miti yu iHwiu ghopmi. Bona baeamo 6 womy demoncmpye
nonyaspuicme yux npodykmie. Punok wokonradnux eupobis € cee-
MeHmoM KoHdumepcvkoeo purky i 3atimae 50—55% tioeo obcsey. B
YboMY NAQHI BUBHEHHS Ub020 DUHKY € HAUOINbW akmyanvhum. Po3-
eumok cy6’ ekmig puHKy KoHOUmMepcokux eupobie 6 Yipaini iody-
8AEMbCA 8 YMOBAX MIHAUBUX 3MIH 308HIUHBOO Ccepedosula, wo
BNAUBANOMb HA IX CMAH, BUKAUKAIOMb NEBHI COUIANbHO-EKOHOMIYHI
ocobaueocmi i npobnemu possumky. Tpancopmayis exoHomiku
Ykpainu eucysae noei eumoeu do nosedinku nionpuemcme. Came 6
pe3yavmami ROCMIlIH020 HACUYEHHS PUHKY HOBUMU BUOAMU KOHOU-
mepcvKux 8upobie GUHUKAMb MON MPEHOU — NOCMIUHO MIHAUGI
CMaKogi nepesasu choxcueauie i KOHKypenyii Ha punky. Cumyauyis
YVCKAQOHIOEMBCS 3a2AAbHOI0 eKOHOMIYHOK HecmabinbHicmro, iHAs-
yieto, HeAOCKOHANICMIO PUHKOBUX 8IOHOCUH. B pezyavmami nionpu-
EMCMEY HaAelcums OUHAMIMHO GUDIULY8amu NUMAHHS OYIHIOBAHHS
cmpameeii n0gediHKU He MIAbKU Cb02OOHI, ane i 8 00620CMPOKOBIi
nepcneKmuei i maKodc cmedjcumu 3a cumyayicro 3 nompebamu Ha-
cenenns y chepi 300p060eo xapuyeanus. Co0200HI K 3a KOPOOHOM,
mak i 6 Ykpaini mpueae po3pobka HO8UX 6uU0i6 KOHOUMEPCbKUX
6uUp00i6 3i 3HUNICEHOI MACOBOI YACMKOIO YYKPY WAAXOM 3AMIHU HA
HamypanvHi nidconodxcysaui. Takoxc yi NUMAHH AKMUBHO 0620-
BOPIOIOMBCA 8 PI3HUX NepioOUYHUX BUOAHHAX | MeMamu4Hux ease-
max i wcyprarax. Ase ece e € 6azamo npobAeMHUX MOMeHmMiE y
PO36UMKY CY0 '€Kmi6 PUHKY KOHOUMEPCbKUX UpP00ie, pOo36UMKY
KOMNAEKCHO20 COUIANbHO-eKOHOMIMH020 nioXody 00 (opmyeaHHs
egheKmueHO20 PUHKY, 3A00801eHHI NOMpeb HaCeNeHHs 8 KOHOUmep-
coKux eupobax. Punox konoumepcokux eupobie Ykpainu 3a Hacu-
YeHHAM Ma ACOPMUMEHMOM HAOAUICAEMBCA 00 €BPONEUCOKUX KPAiH.
Kondumepcoka Yxpaina 6 momy uucai 6auzeko 2000 Haiimenygans
i acopmumenmuoi cmpykmypu €8poneticbKux Kpain micmums 61U36K0
2300 3000 wmyx. binvwe 90% punky corodouyie Hanexcums eimuu3-
HsHOMY 8upobHUKYy. Ha Yxpaini ix po6asme 6inew 800 nionpuemems.

KirouoBi cioBa: 110KoJa, KOHKYPEHTOCIIPOMOXHICTh
ITIITPUEMCTB, €KCIIOPTY, iMIIOPTY, CTpaTerii, pUHKY, CETMEHTA.
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HNCCJIETOBAHUE PHIHKA KOHIUTEPCKUX U3IEJIU
YKPAUHBI; THCTPYMEHTbBI UCCIIENJOBAHUSA
MO3ANYHOTI'O IIOKOJIATA

Caroma A.0O., XKypaseav B.B., Iapuii C., Illeéuenxo 4.

Cee00Hsa wokoaad — HeoOmseMAeMas 4acmb JICU3HU 1100020
Yen06eKa U, KaK U36ecmHo, ayyuiee denpeccusHoe nexkapcmeo. Hc-
noav3yemcs Kax espocavim, max u demsam. Ilo croeam GLOBAL
REACH CONSULTING, okono 82% yxpaunuee nompebasiom
wokoaad é moii uau urot ghopme. OHa 60 MHO20M OeMOHCMPUPYem
nonyAspHOCMb 3Mux npodykmos. Puinok wokonadnsix uzdeauii s16-
ASIemcsl ceeMeHmom KOHOUMmepcKo2o puinka u 3anumaem 50—55%
eeo obsema. B smom naawne usyuerue 3moeo polHKa A645€mcs Hau-
bonee akmyanvHoiM. Pazsumue cybsexmoeé pvinka KoHOUMEPCKUX
uzdeauii 6 Yxpaune npoucxooum 6 ycao8usx MeHAUUXCS UsMeHe-
HUT Hew el cpeobl, GAUSIOUUX HA UX COCMOSHUE, BbI3bl6AION ON-
pedeneHHble COUUANbHO-IKOHOMUYECKUe 0COOEHHOCIU U NPOGAeMb
passumus. Tpancgopmayus 3xoHomuku Yxkpauuol eviogueaem Ho-
8ble mpebosanus Kk nosedenuro npeonpusmuii. HUmenHo 6 pe3ynvp-
mame NOCMOSHHO20 HACHIUEHUs DPbIHKA HOBbIMU GUAAMU KOHOU-
MePCKUX U30euti 603HUKAION Mon-mpeHdbl — HOCHOSHHO MEHSIH0-
wuecs 6Kycogble NPeonoumenus nompeoumenel u KOHKYypeHyus Ha
poinke. Cumyayus ocaoducHAemcs o0ueti SKOHOMUYecKol Hecma-
OUALHOCMbIO, UHGAAYUEL, HECOBEPUIEHCINEOM PbIHOYHBIX OMHOULE-
Hutl. B pezyrbmame npednpusmuio npedcmoum OuHamMu4HoO peuiams
B0NPOC OUEHKU cmpameu NOGeOeHUs He MOAbKO Ce200Hs, HO U 8
004120CPOUHOL nepcneKmuge U maKoice cAedums 3a cumyayuei ¢
nompebHocmsamu HaceaeHus 6 cgepe 300p06oeo numarusi. Ce200Hs
Kak 3a pybexcom, mak u 6 Ykpaure npoooaxcaemcs paspabomka
HOBbIX 81008 KOHOUMEPCKUX U30eAULl ¢ NOHUINICEHHOU Macco8oll 00-
Jeli caxapa nymem 3ameHvl Ha HamypaivHble noocaacmumenu. Tax-
Jce IMU ONPOCH AKMUBHO 00CYHCOAIOMCS 6 PAAUMHBIX NEPUOOU-
YecKux U30GHUAX U meMmamuyeckux eazemax u xwcypuaisax. Ho ece
Jce ecmv MHO20 NPOOAEMHBIX MOMEHMOE 8 paseumuu cy6seKmos
DBIHKA KOHOUMEPCKUX U30eauti, pa3eumuu KOMHAEKCHO20 COUUANb-
HO-3KOHOMUYECK020 N00X00a K (opMuposanuro 3pgekmuenozo
DbIHKA, Y0061emeopeHuU nompeOHOCmell HaceaeHUs 6 KOHOUmepc-
Kux uzdeausx. Poinox KoHOumepckux uzdeautl YkpauHvl no Hacwl-
WeHUI0 U ACCOPMUMEHMY NPUGAUdICAemcs K e8PONeliCKUM cmpa-
Ham. Kondumepckas Ykpauna 6 mom yucne oxkoso 2000 naumero-
BAHULL U ACCOPMUMEHMHOL CIMPYKMYDPbl €6PONELICKUX CMPAH co0ep-
acum oxono 2300—3000 wmyk. boaree 90% poinka caadocmei npu-
Haoaexcum omevecmeeHHOMy npouseodcmsy. Ha Ykpaune ux de-
aarom 6oaee 800 npeonpusmuti.

KioueBbie cioBa: 1IoKoJami, KOHKypeHTOCHOCOGHOCTB
HpC)IHpHHTHfI, SKCIIopTa, UMIiopTa, CTpar€ruu, pblIHKa, CCrMmeHTa.
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Today chocolate is — an integral part of life of any person
and, as we know, the best depression medicine. It is used both
adults, and children. According to GLOBAL RFEACH
CONSULTING, about 82% of Ukrainians consume chocolate in
this or that form. It in many respects demonstrates to popularity of
these products. The market of chocolate products is a segment of the
confectionery market and occupies 50—55% of its volume. In this
regard studying of this market is the most relevant. Development of
subjects of the market of confectionery in Ukraine happens in the
conditions of the changing changes of the external environment
influencing their state cause certain social and economic features
and problems of development. Transformation of economy of Ukraine
makes new demands to behavior of the enterprises. It is result of
permanent market saturation new types of confectionery that is caused
top trends — constantly changing flavoring preferences of consumers
and the competition in the market. The situation is complicated by
the general economic instability, inflation, imperfection of the market
relations. As a result of the enterprise have dynamically to resolve
an issue of assessment of strategy of the behavior not only today, but
also in the long term and also to monitor a situation of needs of the
population in the sphere of healthy food. Today as abroad, and in
Ukraine development of new types of confectionery with the lowered
mass fraction of sugar by replacement by natural sweeteners continues.
Also these issues are actively discussed in various periodicals and
thematic newspapers and magazines. But still there are many problem
points in development of subjects of the market of confectionery,
development of integrated socially economic approach to forming of
efficient market, population requirements satisfaction in confectionery
products. The market of confectionery of Ukraine on saturation and
the range approaches the European countries. Confectionery Ukraine
of the including about 2000 names and assortment structure of the
European countries contains about 2300-3000 pieces. More than
90% of the market of sweets belongs to domestic production. In
Ukraine they are made by more than 800 enterprises.

Keywords: chocolate, competitiveness of the enterprises,
export, import, strategy, market, segment.
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