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An analysis of the current business environment and marketing tools leads to the conclusion that
the development of domestic production of goods or services largely depends on the strategic
orientation of business in the current economic environment. Providing the population of Ukraine
with quality food products, expanding their range and reducing food dependence on imports is an
urgent problem today. Market research is a guideline for companies to formulate their marketing
strategies and product development. It also helps to identify trends in consumer behavior, such
as changes in preferences for organic products, sustainable production, or increased demand for
alternatives to traditional dairy products, and to take measures to attract new consumers. The use of
market research tools in a company’s operations will help it better understand its place in the market,
evaluate the effectiveness of marketing campaigns, and identify ways to improve competitiveness.
Keywords: dairy industry of Ukraine, market research.

AHani3 cyyacHux yMOB 20Cro0apchkoi Oisi/lbHOCMI ma MapKemuH20BUX iHCMpyMeHmIs 003B0/ISiE
3po6umu BUCHOBOK, WO PO3BUMOK BIMYU3HSIHO20 BUPOBHUYMBA MOBapI8 YU NOC/1y2 3HAYHOK MIpOo
3a1exums Bi0 cmpameaiyHoi opieHmayii 6i3Hecy 8 MOMOYHUX eKOHOMIYHUX yMOBax. 3abe3nedyeHHs
HacesieHHs1 YKpaiHu siKicHUMU npodyKmamu XapyyBaHHs1, PO3WUPEHHST X acCOpMUMEHMY ma 3HUXEHHS
NPOO0BO/LYOI 3a/1eXXHOCMI B8i0 IMAOPMY € aKmyasbHOK NPo6/IeMO0 Cb0200eHHS. CknadHa eKOoHO-
MiYHa cumyauisi Ha yKpaiHCbKOMY PUHKY 8 yMOBax €B8ponelicbKoi iHmeapayii 3mywytoms BiMmyusHs-
HUX cy6’ekmig 20Cro0aproBaHHs WyKamu Ho8i eqheKkmuBHi MexHosoaii po3BUMKy ma MioBULWEHHS
KOHKYPEeHMOCNPOMOXHOCMI MO/I0YHOI Mpodykyji. OOHUM (3 makux IHCMpPYMEeHMI8 € MapkemuHeosi
00C/1I0XEHHS], CrPSIMOBaHI Ha BUBYEHHSI PUHKY MOJIOYHOI MPOOYKYi, MpO2HO3yBaHHS MOnumy, aHasi3
PUHKOBUX ceaMeHmiB, ma 00CsI2HEHHSI KOHKYPeHMHUX repesaz Yepe3 ouhepeHyiayito mosapy, wo
JIeXumb 8 OCHOBI PO3PO6KU cmpameaii po3sumky. Memoto cmami € cucmemamu3ayjis meopemuyHuUX
ma npakmu4HUX rnioxoois 00 A0C/OXEeHHS] PUHKY MOJI0YHOI MpodyKyii YkpaiHu. Mema docsizaemscsi
W/ISIXOM pO38'A3aHHST Makux 3aB0aHb: PO3KpUMU CymHOCMi 00C/liOXeHb PUHKY MOJIOYHOI MpoOoyKuii,
06rpyHmMyBamu ix 8ax/iugicms ma BU3Ha4YUMU Haz2a/lbHi npobaemu; npedcmasumu 3a2a/ibHull mioxio
00 ckn1adaHHs n1aHy ma BU3Ha4YeHHs cmpameeill, Memodosioaii 00C/IOXeHb PUHKY MOJIOYHOT MPOOYK-
yii; mpoBedeHHs aHanizy cumyayii ma duHaMIku PUHKY, OOC/IIOXEHHS PI3HUX CeaMeHmIs PUHKY MOJI0Y-
Hoi Mpodykuyji. [posedeHo aHasli3 momumy Ha MOo/IO4HI MPOOYKMU BUSIBU/IU 3MIHU 8 CTIOXUBHUX yrM000-
6aHHsIX ma rnonumi Ha pisHi munu npooykyii, maki sik Mo/oko, lio2ypm, cup. lposedeHi MapkemuH208i
00C/1i0XeHHsI € OpiEHMUPOM 0711 KoMaHil, wodo ¢hopmyBaHHS iX MapKemuH208ux cmpameaill i
PO3BUMKY nPoOyKmy. Takox, 00380/15H0Mb BU3HaYaMU MEHOEHYIT y MoBediHYi Crio)usayis, makux siK
3MiHU B yr10006aHHSIX W00 0p2aHiyHUX MpodyKmis, CMiliko2o BUPOBHUYMBa abo 36ibWeHHS nonumy
Ha a/lbmepHamusu mpaouyiliHuM MO/IOYHUM NPOOYKMam ma BXumu 3axo0is, W00 3a/1y4eHHsI HOBUX
CroXxusayig. 3acmocyBaHHs IHCMPYMEeHMIB MapKemuH208020 O0C/TIOXeHHS y Oisi/lbHOCMI KOMMaHii
Hadacmb MOX/IUBICMb Kpawje 3po3yMimu CBOE MiCye Ha PUHKY, OUiHUMU egheKmusHICMb MapKemuH-
20BUX KaMnaHili ma BU3HaYUMU W/ISIXU NIOBULEHHST KOHKYPEHMOCTPOMOXHOCM.

KntouoBi cnoBa: Mos104Ha rpomucsiosicms YkpaiHu, MapkemuHao8i 00C/IOXEHHS.

Statement of the problem. Marketing research
is a complete process of collecting information and a
set of necessary tools for solving marketing problems.
This process allows you to better understand the mar-
ket situation in order to gain competitive advantages.

An analysis of current business conditions and
marketing tools shows that the development of
domestic dairy production largely depends on the
strategic orientation of business in the current eco-
nomic environment.

The difficult economic situation on the Ukrainian
market in the context of European integration forces
domestic business entities to look for new effective
technologies for developing and improving the com-
petitiveness of dairy products. One of these tools is
market research aimed at studying the dairy market,
forecasting demand, analyzing market segments,
and achieving competitive advantages through pro-
duct differentiation, which is the basis for developing
a development strategy.

Analysis of recent research and publications.
The works of Cluley R., Green Z. and Owen R. state
that in today’s digital environment, the role of the
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marketer-researcher is changing and this is a natu-
ral result of the rapid evolution of marketing and the
availability of large amounts of data. It is important to
continuously learn and adapt to the rapidly changing
marketing environment in order to use digital techno-
logies to benefit your company and customers [1; 2].

Scientists Busca L. and Bertrandias L. presented
a comprehensive framework for marketing research
based on a historical analysis of the development
of the Internet and the identification of four cultural
epochs. The main epochs that are distinguished,
such as collaboration systems, traditional market sys-
tems, co-creation systems, and assumption market
systems, reflect important moments in the develop-
ment of Internet culture [1; 3].

Researcher A. Azoyan notes that SEO website
optimization plays an important role in modern mar-
keting research, especially when it comes to collec-
ting and analyzing data from the Internet. Website
optimization helps to improve website visibility in
search engines, increase traffic and attract targeted
traffic. This, in turn, makes it possible to obtain more
data for further marketing research [1; 4].



m MAPKETUHT

Scientists M. Oklander, T. Oklander, and
O. Yashkina note that online research on the Internet
has become very popular in modern marketing for a
number of reasons, including accessibility, efficiency,
and the ability to quickly process and analyze data
[1; 5].

Researchers Aretenko V. and Aretenko T. empha-
size that Social Media Marketing (SMM) is an impor-
tant component of modern marketing strategies. This
area of marketing is aimed at using social media
platforms such as Facebook, Instagram, Twitter,
LinkedIn, YouTube and others to achieve marketing
goals and interact with the audience [1; 6].

The purpose of the article. The purpose of this
paper is to systematize theoretical and practical
approaches to the study of the Ukrainian dairy mar-
ket. To this end, the following tasks were formulated
and solved:

— todisclose the essence of dairy market research,
justify its importance and define its objectives;

— to present a general approach to planning and
defining strategies and methodologies for dairy mar-
ket research;

— analyzing the market situation and dynamics,
researching various segments of the dairy market.

Thus, according to the analysis of recent publica-
tions, the Internet and digital media have significantly
changed the approach to marketing and expanded
the opportunities for collecting and analyzing mar-
ket and consumer data. Therefore, when conducting
marketing research, the use of modern Internet tech-
nologies is of great importance for practicing marke-
ters and researchers.

Presentation of the main research material.
A study of the global market for milk and dairy prod-
ucts shows a rapidly growing demand for them. This
stimulates the development and modernization of
dairy production around the world, as efficient and
sustainable dairy production is essential to feed the
world’s growing population.

The competitiveness of dairy processing enter-
prises and the overall development of production
largely depend on the formation of demand for their
products, which is determined by the level of con-
sumption. The study showed that milk consumption
per capita per year has decreased in recent years.
The difference in the consumption of milk and dairy
products in different regions of Ukraine is noticeable,
due to economic, demographic and marketing factors.
Economic factors, such as purchasing power and
income, can affect the affordability of dairy products.
Demographic factors, such as the ratio of urban to
rural population, also play an important role in con-
sumer habits. Marketing factors, such as the quality
and price of products, can influence their popularity.

The decline in dairy consumption may also be due
to the spread of healthy eating trends, where plant-
based milk is becoming an alternative to animal milk.

This indicates a change in consumer preferences
and conscious consumer choice [7]. Such trends are
indeed driven by consumer concerns about the pre-
sence of hormone and antibiotic residues in finished
products, as well as unfavorable lactose intake and
milk allergies among certain segments of the popu-
lation.

However, the decline in per capita consumption
of milk and dairy products has not led to a short-
age of milk on the domestic market. This is due to
the decline in the population in the country in recent
years, which in turn affects the reduction in the con-
sumption of dairy products.

Despite this, household spending on dairy pro-
ducts remains significant, accounting for approxi-
mately 15 % of total food expenditures. This makes
dairy products the fourth most important area of nutri-
tion, after spending on bakery, meat, and flour pro-
ducts [8].

The rise in prices for finished dairy products has
indeed had a significant impact on consumption. At
the beginning of 2020, prices for dairy products in
Ukraine were the highest in Europe, which can be
partly explained by the high VAT rate on these prod-
ucts (20 %), compared to EU countries with rates
ranging from 5 % to 7 %, such as Poland, France,
Germany, and others. In addition, in recent years,
there has been an increase in prices for dairy products
on store shelves of up to 15 %. These price increases
may be the result of various factors, including rising
production costs, increased tax burden, inflation, and
changes in production processes. Higher prices can
play an important role in consumers’ decision to pur-
chase dairy products, especially when there are alter-
natives on the market [9]. Also, there is a significant
decrease in the number of cows, which may be one
of the key reasons for the rise in dairy prices. Such
trends can be a serious challenge for dairy compa-
nies and consumers, and will require comprehensive
measures to address the problem [10].

To analyze market conditions, it is important to
consider the dynamics of market development over
several years. Due to military operations, shelling and
occupation, Ukraine has lost some of its enterprises.
In the dairy industry, two-thirds of the production facil-
ities are currently operating intact [11].

Exports of dairy products helped to maintain
and increase milk prices, which was the case until
November 2022. However, after that, the market
stopped and went into a sideways trend, which was
typical until January 2023. This was the result of
several factors, including:

— lower prices for finished products on the global
market and, accordingly, export volumes of domestic
dairy products;

— shortage of milk on the market due to seasonal
decline in volumes and large losses as a result of the
war.
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The constant energy pressure from Russia has
forced producers and processors to look for alterna-
tive sources of electricity, mainly diesel generators,
which has significantly increased the cost of raw
materials and finished products.

The analysis of economic indicators of the Ukrainian
dairy industry market is presented in Table 1.

Analyzing Table 1, we can see that the produc-
tion of the dairy industry decreased from 2018 to
2022, namely in 2018 (164 thousand tons), in 2020 —
9267.4 thousand tons, in 2022 — 7767.7 thousand
tons. In 2023, there is an increase in dairy production —
7931.2 thousand tons. Exports of the dairy industry
are fluctuating, namely: from 2018 to 2020, there was
a decrease in this indicator from 807 thousand UAH
(2018) to 691 thousand tons (2020). In 2021, the

export of the dairy industry increased and amounted
to thousand tons. In 2022, with the outbreak of the
war, dairy exports decreased to 341 thousand tons.
In 2023, the situation stabilized and exports began
to grow by 369 thousand tons. From 2018 to 2020,
there was an increase in imports of dairy products:
2018 (180 thousand tons), 2020 (440 thousand tons).
From 2021 to 2023, there is a decrease in imports
of dairy products from 369 thousand tons (2021) to
243 thousand tons. In 2023, the market capacity
amounted to 8543.2 thousand tons. The production
growth rate was 2.10 %. The export growth rate was
8.21 %. The import growth rate is 7.60 %.

Let's conduct a study of market conditions and
analyze the capacity of the dairy industry market seg-
ments for the period 2018-2023 (Table 2).

Table 1
Key economic indicators of the dairy industry market in 2018-2023
Indicators Years

2018 2019 2020 2021 2022 2023
Production, thousand tons 10064.0 9697.0 9267.4 8728.8 7767.7 7931.2
Exports, thousand tons 807 593 691 781 341 369
Imports, thousand tons 180 337 440 369 263 243
Market capacity, thousand tons. 11051 10627 10398.4 9878.8 8371.7 8543.2
Production growth rate, % - -3.65 -4.43 -5.81 -11.01 2.10
Export growth rate, %. - —26.52 16.53 13.02 -56.34 8.21
Imports growth rate, %. - 87.22 30.56 -16.14 —28.73 —7.60

Source: compiled by the authors based on [12; 13]
Table 2
Capacity of dairy industry market segments in 2018-2023
Indicators Years
2018 2019 2020 2021 2022 2023
1 2 3 4 5 6 7
Condensed milk and cream
Production, thousand tons 4327.52 4412.14 4170.33 3753.38 3223.60 3489.73
Exports, thousand tons 330.87 254.99 306.11 339.74 143.22 158.67
Imports, thousand tons 81.00 146.60 198.44 161.62 118.35 108.38
Market capacity, thousand tons. 4739.39 4813.73 4674.88 4254.74 3485.17 3756.78
Growth rate production, %. - 1.96 -5.48 -10.00 -14.11 8.26
Export growth rate, %. — —22.93 20.05 10.99 —57.84 10.79
Imports growth rate, %. — 80.99 35.36 —18.55 —26.77 -8.42
Cheeses
Production, thousand tons 2314.72 2230.31 2270.51 2182.20 1864.25 2006.59
Exports, thousand tons 205.79 145.88 169.30 187.44 81.84 90.41
Imports, thousand tons 45.00 79.53 104.72 87.08 65.75 60.51
Market capacity, thousand tons. 2565.51 2455.72 254453 2456.72 2011.84 2157.51
Production growth rate, %. - -3.65 1.80 -3.89 -14.57 7.64
Export growth rate, %. — —29.11 16.05 10.71 -56.34 10.47
Imports growth rate, %. - 76.73 31.67 -16.84 —24.49 —7.97
Dairy products

Production, thousand tons 1912.16 1890.92 1668.13 1833.05 1475.86 1562.45
Exports, thousand tons 153.33 116.23 136.82 152.30 71.61 72.32
Imports, thousand tons 32.40 65.72 79.20 73.06 51.29 43.50
Market capacity, thousand tons. 2097.89 2072.87 1884.15 2058.41 1598.76 1678.27
Production growth rate, %. - -1.11 -11.78 9.89 -19.49 5.87
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Continuation of Table 1

1 2 3 4 5 6 7
Export growth rate, %. — —24.20 17.71 11.31 —52.98 0.99
Imports growth rate, %. — 102.84 11.60 —7.75 —29.80 -15.19
Other types of dairy products
Production, thousand tons 1509.60 1745.46 1158.43 960.17 1203.99 1031.1
Exports, thousand tons 117.02 75.90 78.77 101.53 44.33 47.60
Imports, thousand tons 21.60 45.16 57.64 47.23 27.62 30.62
Market capacity, thousand tons. 1648.22 1866.52 1294.84 1108.93 1275.94 1109.3
Production growth rate, %. - 15.62 -33.63 -11.36 21.05 -14.36
Export growth rate, %. - -35.14 3.78 28.89 -56.34 7.38
Imports growth rate, %. — 109.07 27.64 —18.06 —-41.52 10.86

Source: compiled by the authors based on [12-14]

According to Table 2, we can draw the following
conclusions about the capacity of the dairy industry
market segments by product range over the next
6 years:

1. Condensed milk and  cream. From
2018 to 2019, there was an increase in production
from 4327.52 thousand tons (2018) to 4412.14 thou-
sand tons (2019) Subsequently, in 2019 to 2022, there
is a decrease in the production of the dairy industry:
2020 (4170.33 thousand tons), 2022 (3223.60 thou-
sandtons).In 2023, thereis aslightincrease in produc-
tion, namely 3489.73 thousand tons. Exports of milk
and condensed cream have a fluctuating trend. From
2018 to 2019, it decreased from 330.87 thousand
tons (2018) to 254.99 thousand tons (2019). From
2019to0 2021, there is an increase to 339.74 thousand
tons (2021). In 2022, this figure drops to 143.22 thou-
sand tons, and in 2023 it increases to 158.67 thou-
sand tons. Imports of this group of dairy products
from 2018 to 2020 increased from 81 thousand tons
(2018) to 198.44 thousand tons (2020). From 2021 to
2023, this figure will decrease: from 161.62 thou-
sand tons (2021) to 108.38 thousand tons (2023). In
2023, the market capacity of this group amounted to
3756.78 thousand tons. The production growth rate
is 8.26 %. The export growth rate is 10.79 %. The
growth rate of imports is 8.42 %.

2. The second group of dairy products is cheese.
Analyzing the production of this assortment, we can
say that production from 2018 to 2022 decreased: in
2018 (2314.71 thousand tons), in 2020 (2270.51 thou-
sand tons), and in 2022 (1864.25 thousand tons). And
in 2023, production increased to 2006.59 thousand
tons. cheese exports from 2018 to 2019 decreased:
from 205.79 thousand tons (2018) to 145.88 thou-
sand tons (2019). From 2020 to 2021, there was
an increase in cheese exports, namely in 2020 —
169.30 thousand tons, and in 2021 — 187.44 thousand
tons. In 2022, exports decreased to 81.84 thousand
tons due to the outbreak of a full-scale war, and in
2023 they increased by 90.41 thousand tons. There
has been an increase in cheese imports from 2018 to
2020: 45 thousand tons in 2018 to 104.72 thousand

tons in 2020. From 2021 to 2023, there is a decrease
in cheese imports from 87.08 thousand tons (2021)
to 6051 thousand tons (2023). In 2023, the market
capacity amounted to 2157.51 thousand tons. The
production growth rate is 7.64 %. The export growth
rate is 10.47 %. The import growth rate is negative
and amounts to —7.97 %.

3. Sour milk products. The production of this
group of dairy products decreased from 2018 to
2020, namely from 1912.16 thousand tons (2018) to
1668.13 thousand tons in (2020). In 2021, itincreased
to 1833.05 thousand tons. In 2022, the production of
fermented milk products decreased to 1475.86 thou-
sand tons, and in 2023 it increased to 1562.45 thou-
sand tons. There was a decrease in exports of fer-
mented dairy products in 2019 (116.23 thousand tons)
compared to 2018 (153.33 thousand tons) From
2020 to 2021, there was an increase in exports
from 136.82 thousand tons (2020) to 152.30 thou-
sand tons. In 2022, the export of fermented milk
products decreased to 71.61 thousand tons, and
in 2023 it increased to 72.32 thousand tons. From
2018 to 2020, there was an increase in imports of
fermented dairy products, namely 2018 (32.40 thou-
sand tons), 79.20 thousand tons (2020) There is a
decrease in imports of fermented dairy products from
2021 to 2023: from 73.06 thousand tons to 43.50 thou-
sand tons in 2023. The market capacity in 2023 is
1678.27 thousand tons. The production growth rate
is 5.87 %. Export growth rate is 0.99 %. The negative
value of the import growth rate is —15.19 %.

4. Other types of dairy products. The produc-
tion of this group from 2018 to 2019 increased to
1745.46 thousand tons in 2019. In 2020-2021, there
will be a decrease in other types of dairy products:
1158.43 thousand tons — 2020; 960.17 thousand
tons (2021) From 2022 to 2023, there is a decrease
in production from 1203.99 thousand tons (2022)
to 1023.06 thousand tons (2023). Exports of other
types of dairy products have fluctuating dynam-
ics In 2019, a decrease from 117.02 thousand
tons (2018) to 75.90 thousand tons. In 2021, there
is an increase from 78.77 thousand tons (2020) to
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101.53 thousand tons. In 2022, exports of other types
of products decreased to 44.33 thousand tons, and
in 2023 increased to 47.60 thousand tons. Imports of
this group amounted to 21.60 thsd tonnes in 2018. In
2020, it increased to 57.64 thsd tonnes, and in 2022,
it decreased to 27.62 thsd tonnes. In 2023, imports of
other types of dairy products amounted to 30.62 thou-
sand tons. The market capacity is 1109.28 thousand
tons. The growth rate of production of other types of
dairy products in 2023 was —14.36 %; the growth rate
of exports was 7.38 %, and the growth rate of imports
was 10.86 %.

Conclusions. Thus, the analysis of demand for
dairy products can reveal changes in consumer pref-
erences and demand for different types of products,
such as milk, yogurt, cheese, etc. Market research
will help companies focus their marketing and product
development strategies. Studying trends in consumer
behavior, such as changes in preferences for organic
products, sustainable production, or increased
demand for alternatives to traditional dairy products,
can help companies adapt to market changes and
attract new consumers.

Studying competitors’ marketing strategies, prod-
ucts, and pricing will help companies better under-
stand their place in the market and find opportunities
to improve their competitiveness.

Evaluating the effectiveness of marketing cam-
paigns in the dairy industry will help companies
understand how their consumers respond to different
types of promotion and advertising, which will allow
them to optimize their marketing efforts.

By studying the factors that influence consumer
loyalty to dairy brands, companies will be able to
develop strategies to attract and retain customers.
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