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THE ANALYSIS OF MARKETING ENVIRONMENT OF THE
ENTERPRISE IN POSITIONING AND LAUNCHING OF NEW
YOGHURT DRINK TO UKRAINIAN MARKET

Burlaka H., M..S, Department of Marketing, Entrepreneurship and Trade
Odessa National Academy of Food Technologies, Odessa

A wide range of yoghurt products is available on the domestic market: classic yogurts,
yogurts with cereals, with fruit, vegetable, fruit and vegetable, fruit and berry and other fill-
ings, and this all results in a high level of competition. Therefore, it is necessary to search new
ways to attract customers and to gain their loyalty to this very trademark.

Statistics shows a relatively low consumption level of healthy foods in Ukraine, and
this fact is explained by the low consumers’ interest in this group of products. This is due to
the insufficient information and lack of consumers’ knowledge about these products.

Today around 15 major Ukrainian manufacturers are represented on the market of yo-
gurt products. Strawberry, peach and pineapple yogurts dominate in the assortment structure
of this products. The largest manufacturer is LLC «Danone Ukraine», which gained a profit of
2.5 billion UAH over the last year [1].

At the present time, the redistribution of export took place: so, in the first quarter of
2016 almost all yoghurt products were delivered to two countries — Moldova (71 %) and
Georgia (23 %) [2]. Regarding the expansion of the free-trade zone with the EU — here we can
observe positive changes, and starting from the tenth of January 2016, 10 Ukrainian manufac-
turers can export dairy products to Europe. Starting with the autumn of 2017 the opening of
the market for dairy products of Ukrainian production is being expected in Japan, as a result
of abolition of quarantine measures for dairy products [2].

One of the main conditions for effective functioning of any enterprise is a clearly for-
mulated strategy of its conduct. To assess the prospects of the financial strategy of the enter-
prise such method of strategic analysis as PEST-analysis was used.

Political factors, namely trade policy, military actions and tax policy have the greatest
influence, especially during the unstable situation in the country, both political and economic

To the most important economic factors belong, first of all, expenses on raw materials
and materials, inflation rate, currency rate, purchasing power.

Social and cultural factors have hardly changed in recent times. Standards of living
have the biggest impact currently. Consumption habits of the customers have an influence as
well. The attitude towards natural and eco-products among consumers today is not entirely
unambiguous.

Technological factors are gaining more and more strength every year. Modernization,
automation, the use of advanced technologies make it possible to reduce production costs and
to simplify the process of production, that is why it is nesessary to make the most use of the
technological advances of the last decade.

To develop an enterprise strategy while positioning a new product during its entry into
a market it is essential also to consider the product’s strengths and weaknesses, threats, oppor-
tunities and prospects of development. To accomplish this goal, a modern method of analysis
in management and marketing — SWOT-analysis — was used [3].

The strengths of the goods, that is the advantages of the developed yoghurt products,
are [3]: balanced composition of major nutrients in food; only natural raw ingredients, used in
the manufacturing process.

Thanks to the above-mentioned factors, the developed yogurt drinks can be attributed
to the products for healthy nutrition or to dietetic products.
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Based on marketing research [4] it was found that a considerable part of respondents
pay attention primarily to marking of products (72.3 %), because this information influences
the creation of consumer preferences.

That means that we shall also attribute the design of packaging and marking to the
strengths of the goods, as these factors affect the formation of consumer preferences upon
purchase and are one of the key ways of effective product promotion. The following factors
belong to the weaknesses of a new product: relatively short shelf life, poor public awareness
about the products for healthy nutrition, which may lead to the fact that the consumer will not
include it in the list of necessary purchases.

Regarding the opportunities, we should note that a wide range of yoghurt products for
healthy nutrition is not available and yoghurt products with a balanced chemical composition
are absent at all on the market, that is why there is a possibility to sweep that market segment
and those consumers for whom this characteristic is a key one upon choosing yoghurt products.

Upon description of threats during a new product’s entry into the market it should be
noted that the main threat nowadays is the unstable economic, financial and political situation,
inflation, resulting in a greatly reduced purchasing power, and as far as yogurt is not a staple
food product, people refuse from it.

On the basis of marketing research, conducted by us, it was found out that the target
audience of a new yoghurt drink is mostly composed of women under 40 who buy it as a die-
tetic natural product, and receive the average income (3001-7000 UAH). Over 80 % of the
interviewed would like to see a new product on the shop shelves, namely yoghurt drink with a
balanced chemical composition and a high content of bifidobacteria.

Based on marketing research it was found that the enterprises producing yoghurt prod-
ucts should expand their product line, bringing new products for healthy nutrition on the mar-
ket. At that, it is necessary to change the essence of product positioning, to move from the ste-
reotype «yoghurt-dessert» to «yoghurt is the basis of healthy nutrition». The promising direc-
tion is the development, implementation into production and entering into the market of new
yoghurt drinks with a balanced composition of major nutrients in food — proteins : fats : car-
bohydrates — and increased probiotic properties exclusively on the basis of natural raw mate-
rials. According to the results of conducted analyses of micro- and macro-environment, desk
studies and questionnaires market strategy «Leadership in the field», which causes the con-
centration of the efforts of the enterprise on the needs of consumers who follow the principles
of healthy nutrition was chosen. With the purpose of positioning of a new drink on the mar-
ket, a system of marketing measures was developed: television advertising, outdoor advertis-
ing, indoor advertising, BT L-activities.
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