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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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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
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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
«Poltavkonditers, 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
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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
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Fig. 1. The regularity of buying confectionery
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Fig. 2. Trademarks familiar to the respondents
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Fig. 3. The most consumed products

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).

30%

No
70%

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
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feedback and recommendations of their

acquaintances, and 4% — others (Fig. 6).

No

Fig. 5. The popularity of the Dnipro Confectionery Factory
«AVK» and its trademark
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Fig. 6. Introducing respondents to «<AVK» trademark
Interesting is the fact that 90% of the

Fig. 7. Characterization of respondents as buyers of «<AVK»
products
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Fig. 8. Proportion of consumers who prefer products of «<AVK» trademark

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

For myself/family
2%

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

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).

PRICE

QUALITY

TASTE

APPEARANCE OVERALL SCORE

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
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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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JOCIIIZXKEHHA CITOKNBYHNX ITEPEBAI' HA PUHKY
MIOKOJIALY

Tapmioep J1.]]., Tonuap JI.A., 3apeyvxuii B.O.

Y emammi 3as6aeno, wo wokonad Kopucmyemuocs NORUMoOM
¥ VKpaiHyie, 0CKinbKu 3a XIMIYHUM CKAAOOM € 00CIAMHbO UiHHUM
NPOOYKMOM XAap4yy8aHHs, NPU UbOMY DUHOK XAPAKMepPUu3yemocs
30inbleHHAM 00csieie 8UPOOHUYMEa ma € OOCMAMHbO HACUYEHUM,
ane cnocmepicaemocsi K AKICHA, mak i inghopmauitina ganrvcughi-
xauis. Came ye cnpusno eubopy memu, nOCMaHosyi memu i 3a6-
danb yboeo docaioxncenns. Memoio cmammi € 00cAiOHCeHHS noge-
OJiHKU cnojicueauie Ha pUHKY WoKoAady ma GU3HAHEHHs NPUXUNb-
HOocmi cnodicueayie 0o mopeoseavhux mapok. Buxodsuu 3 nocmae-
AeHoi memu, cghopmyab08aHo i 8UPileHO MAKI 3a60AHHSA: GU3HAYU-
MU OCHOBHUX YKPAIHCObKUX 6UPOOHUKIE KOHOUMEpPCbKUX 6upoobis,
npoeéecmu aHKemy8anHs pecnoHOenmie ma 3’acyeamu, Ha wjo 36ep-
mae yeazy pecnoHO0enm npu eubopi wioxKoaady ma 1o2o mopeoeens-
Hoi mapku. /I eusieneHHs cnodcus4ux nepeeae 0y10 nNpogeodeHo
ONnuUmMy6aHHs mMewkanyie micma /ninpo, wo npoeoourocs y ciuHi-
armomy 2020 p. y ¢opmami ankemysanns. Ankema micmuaa 15
numats 3 eapianmamu 6ionogideil, de eu3HaveHull 06 °em eubipKu
cknae 100 ocib. Y cmammi eusieaeno, ujo Ginviicmo — 43% onu-
MaHUX pecnoHOeHmi8 Kynyrnmso KoOHOUMepcovKi upodu Kinvka pasie
Ha muxcoernsv, Haubinow eénisnanumu ¢ TM «Milka» — 99%, TM
«Roshen» — 98%, TM «Millenium» — 94%, TM «Kopona» — 92%
ma TM «ABK» — 90%, a kopucmyemocst nonumom woxoaad TM
«Milka» — 89%, TM «Roshen» — 87%, TM «Millenium» — 73%
ma no 68% — wokonad TM «Kopona» i «<ABK». 3a pezysbmamamu
ONUMYBAHHA MOJICHA KOHCIMAMY8Amu, W0 pekaama He GNAUBAE HA
6ubip woxonady (70%,), matince éci onumani, a ye 93% 3natiomi 3
mopeogeavHor mapkoio «ABK». JlocaiodcenHs choicugHux 6ia-
cmueocmetl npodykuyii TM «ABK» nokazaau, wo axicms € eaxcau-
eum hakmopom, are cmMak He 3aexcou eapawmye akicmo. Ompu-
MaHI pe3yabmamu 00CAiONCeHHS MOJCymb Oymu 6UKOPUCMaHi Ke-
Pi6HUKAMU 8UPOOHUYUX NIONPUEMCME KOHOUMEPCbKOI 2any3i i mop-
208eNbHUX NIONPUEMCE 04 NIOBUWEHHS NONUMY HA WO0KO0AAO i
WOKO0AAOHY NPOOYKYi0 ma 3 Memor NOKPAUeHHs ixX SKocmi.

KiouoBi ciioBa: pHOK IIOKOJIay, TOPTroBeJibHA MapkKa,
CITOXXMBYI TIepeBaru, MPUXWIbHICTh CITOKNBAYiB.

HNCCIENOBAHUE ITIOTPEBUTEIBCKUX
INPEMMYIIIECTB HA PBIHKE IHIIOKOJIAJIA

Tapmudep JI.JI., Tonuap JI.A., 3apeuxuii B.O.

B cmamve 3as61eno0, umo wok0aad noav3yemes chpocom y
YKpauHyes, mak KaxK no XUMU4ecKkomy cocmagy sAeasemcs docma-
MOYHO UYEHHBIM NPOOYKMOM HUMAHUS, NPU SMOM DbIHOK Xapakme-
pusyemcs ygeauueHuem 066EM08 npou3eodcmea U s64semcs 00c-
MAamo4HO HACLIUEHHBIM, OOHAKO Habaodaemcsi KaK KavecmeeH-
Has, mak u ungopmayuontas garscupurxayus. Umenno smo cno-
€00Ccme08ano vl00py memvl, NOCMAHOBKE Ueau U 3d0aHuli 3moeo
uccnedoganus. Lleavro Hanucanus cmamou seasemcs ucciedoea-
Hue nosedenus nompebumeneil Ha pviHKe WOK0Aa0a u onpedeneHue
npeonoymenuii nompedumeneli N0 OMHOWEHUIO K MOP20BbIM Map-
Kam. Hcxoos uz nocmaenennoii yeau, cgopmyaupoeansl U peuleHvl
caedyrouue 3a0aHUs: ONPe0eaUms OCHOGHBIX YKPAUHCKUX NPOU3B0-
dumenel KOHOUMePCKUX u3deauil, npoeecmu AHKemuposaHue pec-
NOHOEHMO8 U GbIACHUMb, HA MO 00pauaem 6HUMAKUe peCHOHOeHM
npu 6vl00pe WOK0Aa0a u e2o mopeosoi Mapku. JLis evisi6aeHuUs nO-
mpedumenbckux npeumyujecme 0vii npogedéH onpoc Jcumeneti 20-
pooa lnenp, komopuii nposoduics e sueape-gespare 2020 e. 6
¢opmame ankemuposanus. Ankema umena 15 eéonpocos c eapuan-
mamu omeemos, ede onpedeaéntwlil 066ém evlbopku cocmasun 100
uenoeex. B cmamve gviaeneno, umo boavuwurncmeo — 43% onpo-
UIEeHHBIX PECHOHOEHN08 NOKYNAIOM KOHOUmMePCKUe U30eausi HeCKob-
Ko pa3z 6 Hedeato, Hauboaee y3nasaemvimu seasromes TM Milka» —
99%, TM «Roshen» — 98%, TM «Millenium» — 94%, TM «Kopo-
Ha» — 92% ma TM «ABK» — 90%, a noavzyemcs cnpocom woko-
aa0 TM «Milka» — 89%, TM «Roshen» — 87%, TM «Millenium»
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— 73% u no 68% — wokonad TM «Kopona» i «<ABK>». Ilo pe3yne-
mamam onpoca Mod}cHO KOHCIMAMUPOBamsb, Ymo PeKaama He 6aus -
em Ha 6vi6op wokonada (70%), npakmuuecku 6ce onpouieHHble, a
amo 93% snaxomvt ¢ TM «ABK». Hccaedosanus nompebumensc-
Kux ceoticme npodykyuu TM «ABK» nokasaau, umo kauecmeo 16-
ASIMCA BAJICHBIM (PAKMOPOM, 0OHAKO GKYC He 6cecda 2apanmupy-
em kavecmeo. [loayuennbie pe3yabmamol UCCcAe008aHUS MOSYM Oblmb
UCNONb308AHbI PYKOBOOUMEAAMU NPOU3BOOCMBEHHBIX NPEONPUAMULL
KOHOUMepCKoU ompacau U mopeosvix npeonpusmuil 04s nogwluie-
HUSL CHPOCa HA WOKOAA0 U WOKOAAOHYI0 NPOOYKUUI, U C UeablO
nogbllenUs UxX Kavecmaa.

KioueBbie ciioBa: peIHOK IIIOKOJIaga, TOPTroBasi Mapka,
MOTPeOUTEeIbCKUE TIPEAMOUYTEHUS], TPUBEPXKEHHOCTD
rnoTpeouTeseii.
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The article, states that chocolate is in demand among
Ukrainians, because due to its chemical composition, it is a valuable
Jfood 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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