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The article, states that chocolate is in demand among Ukrainians, because due to its

chemical composition, it is a valuable food product, herewith the market is characterized

by an increase in production volumes and is sufficiently saturated, but there are both

qualitative and informational frauds. This is what contributed to the choice of topic, goal

setting and objectives of this study. The purpose of the article is to investigate consumer

behavior in the chocolate market and to determine consumer preferences for trademarks.

Based on this goal, the following tasks were formulated and solved: to identify the main

Ukrainian manufacturers of confectionery products, to conduct a survey of respondents

and to find out what the respondents pay attention to when choosing a chocolate and its

brand. In order to identify consumer preferences, a survey of residents of the city of

Dnipro was conducted in January-February 2020 in a way of questionnaire. The

questionnaire contained 15 questions with options, with a sample size of 100. The article

revealed that the majority – 43% of the surveyed respondents buy confectionery several

times a week, the most recognizable are «Milka» – 99%, «Roshen» – 98%, «Millenium»

– 94%, «Korona» – 92% and «AVK» – 90%. According to the results of the survey, it can

be stated that advertising does not influence the choice of chocolate (70%), almost all

respondents, and 93% are familiar with the «AVK» trademark. Studies of the consumer

properties of «AVK» products have shown that quality is an important factor, but taste

does not always guarantee the quality. The results of the study can be used by leaders of

confectionery manufacturing and trading companies to increase the demand for chocolate

and chocolate products and to improve their quality.
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Problem statement

Chocolate is a popular confectionery product
among Ukrainians, because it has high consumption
and taste properties, due to its chemical composition,
is affordable, and the range offered today satisfies
any gourmet, and therefore is in stable demand.

The chocolate market in Ukraine in 2019 is
characterized by an increase in production compared
to 2018 by 0.4 thousand tons, which reduces the
residues of finished products. At the same time, the
chocolate market is quite saturated and represented
by more than 15 manufacturers, which offer a wide
range of chocolate. Unfortunately, it should be noted
that chocolate, both Ukrainian producers and foreign
ones, can be counterfeit, where there is a violation

of the recipe, the introduction of dyes, preservatives,
flavors, that is a qualitative falsification. Informational
falsification of foreign chocolate also takes place,
where there is a bar code mismatch or counterfeit
accompanying documents. Therefore, the study of
consumer benefits in the chocolate market is a really
pressing issue, given the saturation of the market
and a significant number of domestic producers.

The study used an expert survey method that is
affordable and reveals consumers’ preferences for
choosing a chocolate brand.

Analysis and research of publications

The research of the market of chocolate
products, and chocolate in particular, has been given
considerable attention by Ukrainian scientists,
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namely: Syrokhman, I.M. Zadorozhny,
P.H. Ponomaryova, V.T. Lebedenets, I.F. Loba-
cheva, Yu.E. Bezhenar, A. Sergienko and others [1-2].

The purpose of the article

Is to investigate consumer behavior in the
chocolate market and to determine consumer
preferences for trademarks.

Statement of the main material

Chocolate is in demand and has high nutritional
properties, because it is easily absorbed by the human
body, stimulates its efficiency and creative activity,
promotes the uprise of good mood, improves
concentration due to the content of caffeine,
theobromine, antioxidants, potassium, phosphorus,
magnesium, phosphorus, magnesium iron, as well
as vitamins PP, E, groups B1 and B2.

The market of chocolate and chocolate products
in Ukraine is represented today by a considerable
number of domestic producers, namely: PJSC
«Mondelis Ukraine», SE «KK» Roshen», PJSC
«AVK Confectionery Factory», PJSC «Kharkivka
Confectionery Factory», LLC «Malby Foods», PJSC
«Poltavkonditer», LLC «Kherson confectionery
factory», LLC «Trade house «Zhytomyr sweets»,
PJSC «Zaporozhye confectionery factory», PE
«Lukas», PJSC «Chernihiv confectionery factory»,
PJSC «Strila», PJSC Lviv Confectionery Factory
«Svitoch», LLC «Agroproduct», PJSC «Rivnens`ka
Confectionery Factory», LLC «Druzhkivska
Confectionery Factory», LLC «TB Konti», PJSC
«Odesakonditer» and foreign ones.

Despite the sufficiently saturated market of
confectionery products, where 28% is occupied by
chocolate, high consumer demand and its wide
assortment, there is no modern classification of

chocolate, and the classical one provides the
distribution of the assortment according to such
characteristics: depending on the content of cocoa
products: chocolate is bitter (over 60%) and dessert
(about 50%); depending on the recipe and method
of processing: ordinary; dessert, porous, stuffed, and
depending on the form: tiled, bars, chocolate figures,
coins.

In order to identify consumer preferences, a
survey of residents of the city of Dnipro was
conducted in January-February 2020 in a way of
questionnaire. The questionnaire contained 15
questions with options, with a sample size of 100.

Among the interviewed respondents, female –
45%, male – 55%; age 18-28 years – 51%, 29-45
years – 29%, over 45 years – 20%; residents of the
city of Dnipro – 70%, Dnipro region – 26%, and
4% – from other places.

After determining the gender, age and place of
residence of the respondents, the regularity of buying
confectionery was defined (Fig. 1).

The fig. 1 shows that 43% of respondents buy
confectionery several times a week, 25% – several
times a month, 20% – every day and 12% - rarely
do that.

The next question of the questionnaire was to
determine the respondents’ knowledge of
confectionery trade marks on the market of the
Dnipro city and Dnipro region (Fig. 2).

In accordance with Fig. 2 it can be stated that
practically all the interviewed respondents are familiar
with trademark of chocolate, both domestic and
foreign, but the most recognizable are «Milka» –
99%, «Roshen» – 98%, «Millenium» – 94%,
«Corona» – 92% and «AVK» – 90%, and the least

Fig. 1. The regularity of buying confectionery

Fig. 2. Trademarks familiar to the respondents
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recognized are «Biscuit-Chocolate» – 11% and
«Chocolate Factory» Ukraine» – 8%. Next, the most
consumed products were defined (Fig. 3).

The fig. 3 shows that the most consumed or
those in demand are «Milka» chocolate – 89%,
«Roshen» – 87%, «Millenium» – 73%, 68% –
«Corona» and «AVK» chocolate, and practically
without demand is Chocolate of «Biscuit-Chocolate»
and «Dominik» – 5% for each and Chocolate
«Chocolate Factory «Ukraine» – 3%.

It was very important to determine the impact
of advertising on the choice of chocolate (Fig. 4).

Fig. 4. The impact of advertising on the choice of chocolate

The fig. 4 shows that the choice of chocolate is
not significantly influenced by advertising at – 70%,
but for 30% it still does, so the advertising does not
always play a significant role in shaping consumer
preferences.

Considering that the Dnipro Confectionery
Factory «AVK» has been operating in Dnipro market
since 2016, it was determined whether all respondents
were aware of its functioning and opening of a
network of branded stores (Fig. 5).

Thus, it can be said that almost all respondents,
93% are familiar with the «AVK» trademark, and
only 7% – are not.

Talking about the awareness of respondents
about «AVK» trademark products, the largest share
– 47% got acquainted directly in the store, 35% –
learned about products through advertising, 10% –
were long-time consumers, 5% – responded to the

feedback and recommendations of their
acquaintances, and 4% – others (Fig. 6).

Fig. 5. The popularity of the Dnipro Confectionery Factory

«AVK» and its trademark

Fig. 6. Introducing respondents to «AVK» trademark

Interesting is the fact that 90% of the

Fig. 3. The most consumed products

Fig. 7. Characterization of respondents as buyers of «AVK»

products
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respondents bought the products of TM «AVK», and
only 10% – did not buy (Fig. 7).

In the course of the study it was found that
38% of the respondents buy «AVK» trademark
products less than once a month, 32% – several
times a month, 17% – several times a week, 7% –
several times a month, 5 % – do not buy at all, and
only 1% – buys every day (Fig. 8).

Unfortunately, most consumers buy «AVK»
products less than several times a month, but given
that confectionery is not a daily demand product
and its shelf life is not quite limited, it can be
considered that the purchasing power of «AVK»
products is considerable.

The survey showed that «AVK» products are
mainly purchased for people themselves and also for
their relatives – 72%, as a gift they buy 17%, and
11% – do not buy «AVK» products at all (Fig. 9).

This testifies to the presence of chocolate in
the diet of almost every third Ukrainian on average.

The fig. 9 shows that a significant share is made
by respondents who buy «AVK» products for
themselves, and 13% as a gift. This situation shows
a positive attitude towards the trademark, as the
products are purchased for personal consumption
and as a gift, which increases the consumption
properties of the product as a local product.

A very important indicator is the evaluation of
«AVK» products by the eyes of consumers, since

today the consumer is the main player in the market
of goods and services. The evaluation was performed
according to the main criteria (quality, price, taste,
appearance), where each was evaluated on a 5-point
scale (Fig. 10).

The fig. 10 shows that the taste properties and
exterior design were evaluated at 5 points for each
criteria respectively, but the quality and price – at 4
points, so taste is not a reflection of quality, and the
price is too high. Indeed, quality today characterizes
the consumption properties of any product, and it
can be stated that confectionery in Ukraine is not
dangerous. Therefore, the overall rating of «AVK»
products was 4,5 points.

The attitude to «AVK» was performed on a 5
point scale (Fig.11).

Fig. 9. Who to buy the products for «AVK» respondents

Fig. 8. Proportion of consumers who prefer products of «AVK» trademark

Fig. 10. Evaluation of «AVK» products by the main criteria
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Fig. 11. Evaluation of the respondents’ attitude to «AVK»

trademark

The fig. 11 shows that 60% of the respondents
have a good attitude towards «AVK», 18% – are
excellent and 22% – are satisfactory, which indicates
a positive attitude, since no one rated the products
of «AVK» by 1 or 2 points.

The final question was to determine the
possibility of naming «AVK» as a brand (Fig. 12).

Fig. 12. The possibility of naming “AVK” as a brand

Surveys showed that the largest number of
respondents consider «AVK» trademark as a brand
namely, 73% and only 27% cannot be named it a
brand.

Summarizing the results of the study, it was
found that the majority of 43% of respondents
surveyed buy confectionery several times a week,
25% – several times a month, 20% – every day and
12% – rarely buy, which indicates the popularity of
confectionery in the diet of Ukrainians. The
Chocolate Trademark Awareness Survey showed that
the highest awareness of trademarks have «Milka» –
99%, «Roshen» – 98%, «Millenium» – 94%,
«Corona» – 92% and «AVK» – 90% , and the least
well-known are «Biscuit-Chocolate» – 11% and
«Chocolate Factory «Ukraine» – 8%, where the most
in demand is chocolate of «Milka» – 89%, «Roshen»
– 87%, «Millenium» – 73% and 68% – chocolate
of «Corona» and «AVK», and practically not in
demand is Chocolate of trademark «Biscuit-
Chocolate» and «Dominik» – by 5% and chocolate
of «Chocolate Factory «Ukraine» – 3%. It should
be noted that the choice of chocolate is not
significantly influenced by advertising – 70%, but

30% still have an impact, that is, advertising does
not always play a significant role in shaping consumer
preferences.

Almost all respondents, 93% are familiar with
the «AVK» trademark, and only 7% – are not, where
the largest proportion – 47% saw it in the store
directly, 35% – know about products through
advertising, 10% – are long-time consumers, 5% –
responded to reviews and recommendations of their
acquaintances and 4% – from other sources. It is
found that 38% of respondents buy «AVK» products
less than once a month, where they mainly buy them
for themselves and their relatives – 72%. Considering
that confectionery products are not in a daily demand
and their shelf life is not limited, it can be considered
that the purchasing power of «AVK» products is
considerable. The estimation of consumption
properties of «AVK» products by the eyes of the
respondents is 4,5 points, in their opinion the taste
is not a reflection of quality, but the price is too
high. At the same time, 60% of the respondents are
good towards «AVK» trademark and 73% consider
«AVK» as a  brand. Namely, 73% – do, and only
27% – cannot be named a brand.

Conclusions

Given the above, it can be argued that the
confectionery products are in demand among
Ukrainians and chocolate in particular, where the
interviewed respondents prefer the Ukrainian
manufacturer and their choice practically does not
affect, but the quality of the product and its value
are key factors. It was pleasant to know about the
good attitude towards local «AVK» trademark (60%)
and recognition of it as a brand (73%), since this
Confectionery Factory has been in the city of Dnipro
since 2014 and is the leader in the confectionery
industry.
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ÄÎÑË²ÄÆÅÍÍß ÑÏÎÆÈÂ×ÈÕ ÏÅÐÅÂÀÃ ÍÀ ÐÈÍÊÓ
ØÎÊÎËÀÄÓ

Ãàðì³äåð Ë.Ä., Ãîí÷àð Ë.À., Çàðåöüêèé Â.Î.

Ó ñòàòò³ çàÿâëåíî, ùî øîêîëàä êîðèñòóºòüñÿ ïîïèòîì
ó óêðà¿íö³â, îñê³ëüêè çà õ³ì³÷íèì ñêëàäîì º äîñòàòíüî ö³ííèì
ïðîäóêòîì õàð÷óâàííÿ, ïðè öüîìó ðèíîê õàðàêòåðèçóºòüñÿ
çá³ëüøåííÿì îáñÿã³â âèðîáíèöòâà òà º äîñòàòíüî íàñè÷åíèì,
àëå ñïîñòåð³ãàºòüñÿ ÿê ÿê³ñíà, òàê ³ ³íôîðìàö³éíà ôàëüñèô³-
êàö³ÿ. Ñàìå öå ñïðèÿëî âèáîðó òåìè, ïîñòàíîâö³ ìåòè ³ çàâ-
äàíü öüîãî äîñë³äæåííÿ. Ìåòîþ ñòàòò³ º äîñë³äæåííÿ ïîâå-
ä³íêè ñïîæèâà÷³â íà ðèíêó øîêîëàäó òà âèçíà÷åííÿ ïðèõèëü-
íîñò³ ñïîæèâà÷³â äî òîðãîâåëüíèõ ìàðîê. Âèõîäÿ÷è ç ïîñòàâ-
ëåíî¿ ìåòè, ñôîðìóëüîâàíî ³ âèð³øåíî òàê³ çàâäàííÿ: âèçíà÷è-
òè îñíîâíèõ óêðà¿íñüêèõ âèðîáíèê³â êîíäèòåðñüêèõ âèðîá³â,
ïðîâåñòè àíêåòóâàííÿ ðåñïîíäåíò³â òà ç’ÿñóâàòè, íà ùî çâåð-
òàº óâàãó ðåñïîíäåíò ïðè âèáîð³ øîêîëàäó òà éîãî òîðãîâåëü-
íî¿ ìàðêè. Äëÿ âèÿâëåííÿ ñïîæèâ÷èõ ïåðåâàã áóëî ïðîâåäåíî
îïèòóâàííÿ ìåøêàíö³â ì³ñòà Äí³ïðî, ùî ïðîâîäèëîñÿ ó ñ³÷í³-
ëþòîìó 2020 ð. ó ôîðìàò³ àíêåòóâàííÿ. Àíêåòà ì³ñòèëà 15
ïèòàíü ç âàð³àíòàìè â³äïîâ³äåé, äå âèçíà÷åíèé îá’ºì âèá³ðêè
ñêëàâ 100 îñ³á. Ó ñòàòò³ âèÿâëåíî, ùî á³ëüø³ñòü – 43% îïè-
òàíèõ ðåñïîíäåíò³â êóïóþòü êîíäèòåðñüê³ âèðîáè ê³ëüêà ðàç³â
íà òèæäåíü, íàéá³ëüø âï³çíàíèìè º ÒÌ «Milka» – 99%, ÒÌ
«Roshen» – 98%, ÒÌ «Millenium» – 94%, ÒÌ «Êîðîíà» – 92%
òà ÒÌ «ÀÂÊ» – 90%, à êîðèñòóºòüñÿ ïîïèòîì øîêîëàä ÒÌ
«Milka» – 89%, ÒÌ «Roshen» – 87%, ÒÌ «Millenium» – 73%
òà ïî 68% – øîêîëàä ÒÌ «Êîðîíà» ³ «ÀÂÊ». Çà ðåçóëüòàòàìè
îïèòóâàííÿ ìîæíà êîíñòàòóâàòè, ùî ðåêëàìà íå âïëèâàº íà
âèá³ð øîêîëàäó (70%), ìàéæå âñ³ îïèòàí³, à öå 93% çíàéîì³ ç
òîðãîâåëüíîþ ìàðêîþ «ÀÂÊ». Äîñë³äæåííÿ ñïîæèâíèõ âëà-
ñòèâîñòåé ïðîäóêö³¿ ÒÌ «ÀÂÊ» ïîêàçàëè, ùî ÿê³ñòü º âàæëè-
âèì ôàêòîðîì, àëå ñìàê íå çàâæäè ãàðàíòóº ÿê³ñòü. Îòðè-
ìàí³ ðåçóëüòàòè äîñë³äæåííÿ ìîæóòü áóòè âèêîðèñòàí³ êå-
ð³âíèêàìè âèðîáíè÷èõ ï³äïðèºìñòâ êîíäèòåðñüêî¿ ãàëóç³ ³ òîð-
ãîâåëüíèõ ï³äïðèºìñòâ äëÿ ï³äâèùåííÿ ïîïèòó íà øîêîëàä ³
øîêîëàäíó ïðîäóêö³þ òà ç ìåòîþ ïîêðàùåííÿ ¿õ ÿêîñò³.

Êëþ÷îâ³ ñëîâà: ðèíîê øîêîëàäó, òîðãîâåëüíà ìàðêà,
ñïîæèâ÷³ ïåðåâàãè, ïðèõèëüí³ñòü ñïîæèâà÷³â.

ÈÑÑËÅÄÎÂÀÍÈÅ ÏÎÒÐÅÁÈÒÅËÜÑÊÈÕ
ÏÐÅÈÌÓÙÅÑÒÂ ÍÀ ÐÛÍÊÅ ØÎÊÎËÀÄÀ

Ãàðìèäåð Ë.Ä., Ãîí÷àð Ë.À., Çàðåöêèé Â.Î.

Â ñòàòüå çàÿâëåíî, ÷òî øîêîëàä ïîëüçóåòñÿ ñïðîñîì ó
óêðàèíöåâ, òàê êàê ïî õèìè÷åñêîìó ñîñòàâó ÿâëÿåòñÿ äîñòà-
òî÷íî öåííûì ïðîäóêòîì ïèòàíèÿ, ïðè ýòîì ðûíîê õàðàêòå-
ðèçóåòñÿ óâåëè÷åíèåì îáú¸ìîâ ïðîèçâîäñòâà è ÿâëÿåòñÿ äîñ-
òàòî÷íî íàñûùåííûì, îäíàêî íàáëþäàåòñÿ êàê êà÷åñòâåí-
íàÿ, òàê è èíôîðìàöèîííàÿ ôàëüñèôèêàöèÿ. Èìåííî ýòî ñïî-
ñîáñòâîâàëî âûáîðó òåìû, ïîñòàíîâêå öåëè è çàäàíèé ýòîãî
èññëåäîâàíèÿ. Öåëüþ íàïèñàíèÿ ñòàòüè ÿâëÿåòñÿ èññëåäîâà-
íèå ïîâåäåíèÿ ïîòðåáèòåëåé íà ðûíêå øîêîëàäà è îïðåäåëåíèå
ïðåäïî÷òåíèé ïîòðåáèòåëåé ïî îòíîøåíèþ ê òîðãîâûì ìàð-
êàì. Èñõîäÿ èç ïîñòàâëåííîé öåëè, ñôîðìóëèðîâàíû è ðåøåíû
ñëåäóþùèå çàäàíèÿ: îïðåäåëèòü îñíîâíûõ óêðàèíñêèõ ïðîèçâî-
äèòåëåé êîíäèòåðñêèõ èçäåëèé, ïðîâåñòè àíêåòèðîâàíèå ðåñ-
ïîíäåíòîâ è âûÿñíèòü, íà ÷òî îáðàùàåò âíèìàíèå ðåñïîíäåíò
ïðè âûáîðå øîêîëàäà è åãî òîðãîâîé ìàðêè. Äëÿ âûÿâëåíèÿ ïî-
òðåáèòåëüñêèõ ïðåèìóùåñòâ áûë ïðîâåä¸í îïðîñ æèòåëåé ãî-
ðîäà Äíåïð, êîòîðûé ïðîâîäèëñÿ â ÿíâàðå-ôåâðàëå 2020 ã. â
ôîðìàòå àíêåòèðîâàíèÿ. Àíêåòà èìåëà 15 âîïðîñîâ ñ âàðèàí-
òàìè  îòâåòîâ, ãäå îïðåäåë¸ííûé îáú¸ì âûáîðêè ñîñòàâèë 100
÷åëîâåê. Â ñòàòüå âûÿâëåíî, ÷òî áîëüøèíñòâî – 43% îïðî-
øåííûõ ðåñïîíäåíòîâ ïîêóïàþò êîíäèòåðñêèå èçäåëèÿ íåñêîëü-
êî ðàç â íåäåëþ, íàèáîëåå óçíàâàåìûìè ÿâëÿþòñÿ ÒÌ Milka» –
99%, ÒÌ «Roshen» – 98%, ÒÌ «Millenium» – 94%, ÒÌ «Êîðî-
íà» – 92% òà ÒÌ «ÀÂÊ» – 90%, à ïîëüçóåòñÿ ñïðîñîì øîêî-
ëàä ÒÌ «Milka» – 89%, ÒÌ «Roshen» – 87%, ÒÌ «Millenium»

– 73% è ïî 68% – øîêîëàä ÒÌ «Êîðîíà» ³ «ÀÂÊ». Ïî ðåçóëü-
òàòàì îïðîñà ìîæíî êîíñòàòèðîâàòü, ÷òî ðåêëàìà íå âëèÿ-
åò íà âûáîð øîêîëàäà (70%), ïðàêòè÷åñêè âñå îïðîøåííûå, à
ýòî 93% çíàêîìû ñ ÒÌ «ÀÂÊ». Èññëåäîâàíèÿ ïîòðåáèòåëüñ-
êèõ ñâîéñòâ ïðîäóêöèè ÒÌ «ÀÂÊ» ïîêàçàëè, ÷òî êà÷åñòâî ÿâ-
ëÿåòñÿ âàæíûì ôàêòîðîì, îäíàêî âêóñ íå âñåãäà ãàðàíòèðó-
åò êà÷åñòâî. Ïîëó÷åííûå ðåçóëüòàòû èññëåäîâàíèÿ ìîãóò áûòü
èñïîëüçîâàíû ðóêîâîäèòåëÿìè ïðîèçâîäñòâåííûõ ïðåäïðèÿòèé
êîíäèòåðñêîé îòðàñëè è òîðãîâûõ ïðåäïðèÿòèé äëÿ ïîâûøå-
íèÿ ñïðîñà íà øîêîëàä è øîêîëàäíóþ ïðîäóêöèþ, è ñ öåëüþ
ïîâûøåíèÿ èõ êà÷åñòâà.

Êëþ÷åâûå ñëîâà: ðûíîê øîêîëàäà, òîðãîâàÿ ìàðêà,
ïîòðåáèòåëüñêèå ïðåäïî÷òåíèÿ, ïðèâåðæåííîñòü
ïîòðåáèòåëåé.
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The article, states that chocolate is in demand among
Ukrainians, because due to its chemical composition, it is a valuable
food product, herewith the market is characterized by an increase in
production volumes and is sufficiently saturated, but there are both
qualitative and informational frauds. This is what contributed to the
choice of topic, goal setting and objectives of this study. The purpose
of the article is to investigate consumer behavior in the chocolate
market and to determine consumer preferences for trademarks. Based
on this goal, the following tasks were formulated and solved: to
identify the main Ukrainian manufacturers of confectionery products,
to conduct a survey of respondents and to find out what the respondents
pay attention to when choosing a chocolate and its brand. In order
to identify consumer preferences, a survey of residents of the city of
Dnipro was conducted in January-February 2020 in a way of
questionnaire. The questionnaire contained 15 questions with options,
with a sample size of 100. The article revealed that the majority –
43% of the surveyed respondents buy confectionery several times a
week, the most recognizable are «Milka» – 99%, «Roshen» – 98%,
«Millenium» – 94%, «Korona» – 92% and «AVK» – 90%. According
to the results of the survey, it can be stated that advertising does not
influence the choice of chocolate (70%), almost all respondents, and
93% are familiar with the «AVK» trademark. Studies of the consumer
properties of «AVK» products have shown that quality is an important
factor, but taste does not always guarantee the quality. The results of
the study can be used by leaders of confectionery manufacturing and
trading companies to increase the demand for chocolate and chocolate
products and to improve their quality.

Keywords: chocolate market, brand, consumer preferenc-
es, consumer commitment
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