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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.
Keywords: chocolate, competitiveness of the enterprises, export, import, strategy, market,
segment.
DOI: 10.32434/2415-3974-2019-9-1-151-157

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.

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
152

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 s ociocult ural 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» («Crown»,
«Milka»), the Lviv confectionery «Sv³toch».
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 ³», 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
Tastes
Price
Range
Brand
Design

of «Sheriy» of «ROSHEN» of «Mondelis Ukraina» of «Svitoch»
+3
+2
+1
–1
+1
–1
–2
+2
+1
+2
+3
–2
–3
+3
+2
+1
+1
+2
+3
1
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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 con clus ions : 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 ens uring the progre ssing 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»), «Svitoch»,
«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).

Fig. 1. Motives of purchase of chocolate
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Fig. 2. Chocolate frequency

Fig. 3. The most popular brands

Fig. 4. Preference stuffing
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Answere d the question «Having S een
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.
REFERENCES
1. Kornikovsky D.A. Analysis of economic factors of
influence on the confectionery industry of Ukraine // Economy
of the food industry. – 2014. – P.47.
2. Zakrevskaya L.N. Current state and prospects of
development of export policy of the enterprises of a candy store
industries of Ukraine // Economy: problems of the theory and
practice: – Ì: LNU, 2015 – P.165.
3. Export import of separate types of goods over the
countries of the world [An electronic resource] // Public service
statistics of Ukraine. – Access mode: http://www.ukrstat.gov.ua

156

4. State committee of statistics of Ukraine // Production
main types of industrial output on months, 2009.
5. Vasilisa E. Overview of the market of sugary confectionery
// Analytics of Credit-Reyting Rating agency, 2010.
6. Strelnikova D.A. Market development evaluation
confectionery products of Ukraine, 2009.
7. Ukrainian market of confectionery // Advertiser //
Statistics and analysis, 2008.
8. Commodity structure of foreign trade for 2011 and 2012.
– [Electronic resource]. – Access mode: www.ukrstut.gov.ua
Received 10.04.19
Reviewer: prof. Kolesnikov V.P.

ÄÎÑË²ÄÆÅÍÍß ÐÈÍÊÓ ÊÎÍÄÈÒÅÐÑÜÊÈÕ ÂÈÐÎÁ²Â
ÓÊÐÀ¯ÍÈ; IÍÑÒÐÓÌÅÍÒÈ ÄÎÑË²ÄÆÅÍÍß
ÌÎÇÀ¯×ÍÎÃÎ ØÎÊÎËÀÄÓ
Ñëþòà À.Î., Æóðàâåëü Â.Â., Ïàð³é Ñ., Øåâ÷åíêî ß.
Ñüîãîäí³ øîêîëàä – íåâ³ä’ ºìíà ÷àñòèíà æèòòÿ áóäüÿêî¿ ëþäèíè ³, ÿê â³äîìî, íàéêðàù³ äåïðåñèâíèé ë³êè. Âèêîðèñòîâóºòüñÿ ÿê äîðîñëèì, òàê ³ ä³òÿì. Çà ñëîâàìè GLOBAL
REACH CONSULTING, áëèçüêî 82% óêðà¿íö³â ñïîæèâàþòü
øîêîëàä â ò³é ÷è ³íø³é ôîðì³. Âîíà áàãàòî â ÷îìó äåìîíñòðóº
ïîïóëÿðí³ñòü öèõ ïðîäóêò³â. Ðèíîê øîêîëàäíèõ âèðîá³â º ñåãìåíòîì êîíäèòåðñüêîãî ðèíêó ³ çàéìàº 50–55% éîãî îáñÿãó. Â
öüîìó ïëàí³ âèâ÷åííÿ öüîãî ðèíêó º íàéá³ëüø àêòóàëüíèì. Ðîçâèòîê ñóá’ ºêò³â ðèíêó êîíäèòåðñüêèõ âèðîá³â â Óêðà¿í³ â³äáóâàºòüñÿ â óìîâàõ ì³íëèâèõ çì³í çîâí³øíüîãî ñåðåäîâèùà, ùî
âïëèâàþòü íà ¿õ ñòàí, âèêëèêàþòü ïåâí³ ñîö³àëüíî-åêîíîì³÷í³
îñîáëèâîñò³ ³ ïðîáëåìè ðîçâèòêó. Òðàíñôîðìàö³ÿ åêîíîì³êè
Óêðà¿íè âèñóâàº íîâ³ âèìîãè äî ïîâåä³íêè ï³äïðèºìñòâ. Ñàìå â
ðåçóëüòàò³ ïîñò³éíîãî íàñè÷åííÿ ðèíêó íîâèìè âèäàìè êîíäèòåðñüêèõ âèðîá³â âèíèêàþòü òîï òðåíäè – ïîñò³éíî ì³íëèâ³
ñìàêîâ³ ïåðåâàãè ñïîæèâà÷³â ³ êîíêóðåíö³¿ íà ðèíêó. Ñèòóàö³ÿ
óñêëàäíþºòüñÿ çàãàëüíîþ åêîíîì³÷íîþ íåñòàá³ëüí³ñòþ, ³íôëÿö³ºþ, íåäîñêîíàë³ñòþ ðèíêîâèõ â³äíîñèí. Â ðåçóëüòàò³ ï³äïðèºìñòâó íàëåæèòü äèíàì³÷íî âèð³øóâàòè ïèòàííÿ îö³íþâàííÿ
ñòðàòåã³¿ ïîâåä³íêè íå ò³ëüêè ñüîãîäí³, àëå ³ â äîâãîñòðîêîâ³é
ïåðñïåêòèâ³ ³ òàêîæ ñòåæèòè çà ñèòóàö³ºþ ç ïîòðåáàìè íàñåëåííÿ ó ñôåð³ çäîðîâîãî õàð÷óâàííÿ. Ñüîãîäí³ ÿê çà êîðäîíîì,
òàê ³ â Óêðà¿í³ òðèâàº ðîçðîáêà íîâèõ âèä³â êîíäèòåðñüêèõ
âèðîá³â ç³ çíèæåíîþ ìàñîâîþ ÷àñòêîþ öóêðó øëÿõîì çàì³íè íà
íàòóðàëüí³ ï³äñîëîäæóâà÷³. Òàêîæ ö³ ïèòàííÿ àêòèâíî îáãîâîðþþòüñÿ â ð³çíèõ ïåð³îäè÷íèõ âèäàííÿõ ³ òåìàòè÷íèõ ãàçåòàõ ³ æóðíàëàõ. Àëå âñå æ º áàãàòî ïðîáëåìíèõ ìîìåíò³â ó
ðîçâèòêó ñóá’ºêò³â ðèíêó êîíäèòåðñüêèõ âèðîá³â, ðîçâèòêó
êîìïëåêñíîãî ñîö³àëüíî-åêîíîì³÷íîãî ï³äõîäó äî ôîðìóâàííÿ
åôåêòèâíîãî ðèíêó, çàäîâîëåíí³ ïîòðåá íàñåëåííÿ â êîíäèòåðñüêèõ âèðîáàõ. Ðèíîê êîíäèòåðñüêèõ âèðîá³â Óêðà¿íè çà íàñè÷åííÿì òà àñîðòèìåíòîì íàáëèæàºòüñÿ äî ºâðîïåéñüêèõ êðà¿í.
Êîíäèòåðñüêà Óêðà¿íà â òîìó ÷èñë³ áëèçüêî 2000 íàéìåíóâàíü
³ àñîðòèìåíòíî¿ ñòðóêòóðè ºâðîïåéñüêèõ êðà¿í ì³ñòèòü áëèçüêî
2300 3000 øòóê. Á³ëüøå 90% ðèíêó ñîëîäîù³â íàëåæèòü â³ò÷èçíÿíîìó âèðîáíèêó. Íà Óêðà¿í³ ¿õ ðîáëÿòü á³ëüø 800 ï³äïðèºìñòâ.
Êëþ÷îâ³ ñëîâà: øîêîëàä, êîíêóðåíòîñïðîìîæí³ñòü
ï³äïðèºìñòâ, åêñïîðòó, ³ìïîðòó, ñòðàòåã³¿, ðèíêó, ñåãìåíòà.
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ÈÑÑËÅÄÎÂÀÍÈÅ ÐÛÍÊÀ ÊÎÍÄÈÒÅÐÑÊÈÕ ÈÇÄÅËÈÉ
ÓÊÐÀÈÍÛ; ÈÍÑÒÐÓÌÅÍÒÛ ÈÑÑËÅÄÎÂÀÍÈß
ÌÎÇÀÈ×ÍÎÃÎ ØÎÊÎËÀÄÀ

RESEARCH OF THE MARKET OF CONFECTIONERY OF
UKRAINE; TOOLS OF THE RESEARCH OF TILED
CHOCOLATE

Ñëþòà À.Î., Æóðàâåëü Â.Â., Ïàðèé Ñ., Øåâ÷åíêî ß.
Ñåãîäíÿ øîêîëàä – íåîòúåìëåìàÿ ÷àñòü æèçíè ëþáîãî
÷åëîâåêà è, êàê èçâåñòíî, ëó÷øåå äåïðåññèâíîå ëåêàðñòâî. Èñïîëüçóåòñÿ êàê âçðîñëûì, òàê è äåòÿì. Ïî ñëîâàì GLOBAL
REACH CONSULTING, îêîëî 82% óêðàèíöåâ ïîòðåáëÿþò
øîêîëàä â òîé èëè èíîé ôîðìå. Îíà âî ìíîãîì äåìîíñòðèðóåò
ïîïóëÿðíîñòü ýòèõ ïðîäóêòîâ. Ðûíîê øîêîëàäíûõ èçäåëèé ÿâëÿåòñÿ ñåãìåíòîì êîíäèòåðñêîãî ðûíêà è çàíèìàåò 50–55%
åãî îáúåìà. Â ýòîì ïëàíå èçó÷åíèå ýòîãî ðûíêà ÿâëÿåòñÿ íàèáîëåå àêòóàëüíûì. Ðàçâèòèå ñóáúåêòîâ ðûíêà êîíäèòåðñêèõ
èçäåëèé â Óêðàèíå ïðîèñõîäèò â óñëîâèÿõ ìåíÿþùèõñÿ èçìåíåíèé âíåøíåé ñðåäû, âëèÿþùèõ íà èõ ñîñòîÿíèå, âûçûâàþò îïðåäåëåííûå ñîöèàëüíî-ýêîíîìè÷åñêèå îñîáåííîñòè è ïðîáëåìû
ðàçâèòèÿ. Òðàíñôîðìàöèÿ ýêîíîìèêè Óêðàèíû âûäâèãàåò íîâûå òðåáîâàíèÿ ê ïîâåäåíèþ ïðåäïðèÿòèé. Èìåííî â ðåçóëüòàòå ïîñòîÿííîãî íàñûùåíèÿ ðûíêà íîâûìè âèäàìè êîíäèòåðñêèõ èçäåëèé âîçíèêàþò òîï-òðåíäû – ïîñòîÿííî ìåíÿþùèåñÿ âêóñîâûå ïðåäïî÷òåíèÿ ïîòðåáèòåëåé è êîíêóðåíöèÿ íà
ðûíêå. Ñèòóàöèÿ îñëîæíÿåòñÿ îáùåé ýêîíîìè÷åñêîé íåñòàáèëüíîñòüþ, èíôëÿöèåé, íåñîâåðøåíñòâîì ðûíî÷íûõ îòíîøåíèé. Â ðåçóëüòàòå ïðåäïðèÿòèþ ïðåäñòîèò äèíàìè÷íî ðåøàòü
âîïðîñ îöåíêè ñòðàòåãèè ïîâåäåíèÿ íå òîëüêî ñåãîäíÿ, íî è â
äîëãîñðî÷íîé ïåðñïåêòèâå è òàêæå ñëåäèòü çà ñèòóàöèåé ñ
ïîòðåáíîñòÿìè íàñåëåíèÿ â ñôåðå çäîðîâîãî ïèòàíèÿ. Ñåãîäíÿ
êàê çà ðóáåæîì, òàê è â Óêðàèíå ïðîäîëæàåòñÿ ðàçðàáîòêà
íîâûõ âèäîâ êîíäèòåðñêèõ èçäåëèé ñ ïîíèæåííîé ìàññîâîé äîëåé ñàõàðà ïóòåì çàìåíû íà íàòóðàëüíûå ïîäñëàñòèòåëè. Òàêæå ýòè âîïðîñû àêòèâíî îáñóæäàþòñÿ â ðàçëè÷íûõ ïåðèîäè÷åñêèõ èçäàíèÿõ è òåìàòè÷åñêèõ ãàçåòàõ è æóðíàëàõ. Íî âñå
æå åñòü ìíîãî ïðîáëåìíûõ ìîìåíòîâ â ðàçâèòèè ñóáúåêòîâ
ðûíêà êîíäèòåðñêèõ èçäåëèé, ðàçâèòèè êîìïëåêñíîãî ñîöèàëüíî-ýêîíîìè÷åñêîãî ïîäõîäà ê ôîðìèðîâàíèþ ýôôåêòèâíîãî
ðûíêà, óäîâëåòâîðåíèè ïîòðåáíîñòåé íàñåëåíèÿ â êîíäèòåðñêèõ èçäåëèÿõ. Ðûíîê êîíäèòåðñêèõ èçäåëèé Óêðàèíû ïî íàñûùåíèþ è àññîðòèìåíòó ïðèáëèæàåòñÿ ê åâðîïåéñêèì ñòðàíàì. Êîíäèòåðñêàÿ Óêðàèíà â òîì ÷èñëå îêîëî 2000 íàèìåíîâàíèé è àññîðòèìåíòíîé ñòðóêòóðû åâðîïåéñêèõ ñòðàí ñîäåðæèò îêîëî 2300–3000 øòóê. Áîëåå 90% ðûíêà ñëàäîñòåé ïðèíàäëåæèò îòå÷åñòâåííîìó ïðîèçâîäñòâó. Íà Óêðàèíå èõ äåëàþò áîëåå 800 ïðåäïðèÿòèé.
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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
adu lts, and children. According to GLO BAL 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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