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PROBLEMS AND PROSPECTS OF DEVELOPMENT OF
CONFECTIONERY INDUSTRY ENTERPRISES IN UKRAINE

The article is devoted to the analysis of the modern confectionery market of Ukraine. This article ex-
amines the state of the confectionery industry and highlights the main trends and problems in the develop-
ment of the confectionery market in Ukraine. It identifies the main factors influencing the increase of competi-
tiveness of confectionery enterprises and the development of the confectionery industry in Ukraine and high-
lights the problems related to sourcing domestic and imported raw materials for production. It contains a list
of the largest exporting countries of cocoa, cocoa beans and cocoa products to Ukraine. The articles
considers opportunities and problems of export of Ukrainian confectionery products and contains a list of the
largest importing countries of Ukrainian confectionery products. The analysis was made of the dynamics of
the volume of exported production and the total volume of sales of confectionery products over several
years. The main reasons for the decline in confectionery exports have been identified. The ways to improve
the efficiency of domestic confectionery sales have been indicated. The article determines that to strengthen
their market positions, the enterprises need to monitor the quality of their products and equipment, ensure
the relevance of marketing activities to increase sales, improve the existing product range and develop new,
exclusive products that could take a free market niche, and also look for ways to export, diversify or find new
ways to market products sale in Ukraine.

Key words: Confectionery industry, efficiency, competitiveness, confectionery markets, sales
markets, export, import.
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Statement of the problem and its connection
with important scientific and practical tasks.
Confectionery products are an important component of
modern human nutrition. Of course, the reason for the
high demand for these products is not only their variety
and richness of taste. The high sugar content of certain
confectionery products gives them a high energy value,
and products containing cocoa have tonic properties. In
addition, a healthy food market is beginning to take shape
in Ukraine, with a certain share of healthier confectionery
products made with the addition of natural fruit and
vegetable juices and purees, soy products, wheat germ,
natural food additives, etc[1].

The confectionery industry also plays a big role
in shaping Ukrainian economy. Confectionery products
are in demand among Ukrainians, production requires the
use of domestic raw materials and sales in retail chains.
This helps to support the development of other areas of
Ukrainian economic activity, and, in addition, enterprise
taxes are an important source of revenue for the state

budget. However, the constant development of the
industry and the emergence of an increasing number of
enterprises have led to fierce competition in the
confectionery market.

The analysis of the latest publications on the
problem. There are many academics involved in
investigating the state of the confectionery market in
Ukraine, identifying its trends and problems, such as
V.Volkov [1], A. Zagrychanshka, V. Goluk [2], A.
Tichinska, M. Naumova [10], M.Shashina[13], M. Ribak
[14], K.Demyanenko [15], O. Tobolin [16]. However,
the rapid changes in the market and the constant devel-
opment of the industry require further study and research
into new emerging issues.

Forming of the aims of the research. The
purpose of the study is to analyse the current state of the
confectionery market in Ukraine and to identify current
problems and further prospects of its development.

Giving an account of the main results and
their substantiation. The current state of the market of
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confectionery in Ukraine is characterized by the
instability of the external environment of the enterprises,
rapid changes in consumer demand, fierce competition
between a large number of companies of different
categories and forms of ownership, increasing consumer
demands for products. Although confectionery is not a
basic necessity, the demand for it remains relatively con-
stant: according to the State Statistics Service of Ukraine,
spending on confectionery will account for 6.8% of
Ukrainian households' total food expenses in 2019, 6.2%
in 2020, and 6.3% in the first quarter of 2021 [3]. This is
one of the reasons why more and more confectioneries
with a similar or analogous assortment of products appear
every year, which makes potential customers pay particu-
lar attention to the price difference, the breadth of the
range and the quality of the competitors' products.
Looking at trends in the Ukrainian confectionery market,
it can be said that today it is at the stage of completion of
its formation and, without a doubt, in a state of fierce
competitive confrontation. The research shows that
among domestic consumers' preferences, more than 95%
of the market is occupied by products from domestic
companies, whose number is steadily increasing every
year: for example, 284 new companies focused on
confectionery products were registered during 2019,
including 280 small and 3 medium-sized ones [4]. To
hold their position in the industry reliably, enterprises
need to monitor closely all trends in their competitive
environment and respond to them in a certain way. Every
enterprise needs to be able to properly assess the market
situation and choose effective means of competition that,
on the one hand, would be adequate to the market
situation in Ukraine and its development trends, and, on
the other hand, would correspond to the specifics of this
enterprise. It should not be forgotten that competition is

an important and effective tool for the development of a
country's economic system because it is the reason why
companies, when competing for leadership, resort to
analysing and improving their activities. As a result, this
brings them greater market success and the ability to hold
onto their position more firmly in the battle for potential
consumers.

Among all the factors affecting the
competitiveness of enterprises and driving the
development of the confectionery industry in Ukraine, it
is possible to identify five very closely related key
factors.

The first among these, of course, are the raw
materials and resources used to make the products. The
confectionery industry provides significant demand for
domestic agricultural raw materials, as products such as
milk, eggs, sugar, flour, honey, nuts, berries and fruits,
etc. are often used in the production of sweets. Rising
prices for domestic raw materials could have a strong
impact on the value of the confectionery industry's
finished products. This, in turn, against the background of
slow income growth, may lead to a decrease in
Ukranians’ consumption of some relatively expensive
confectionery products, such as cakes and pastries. In
addition, seasonal fluctuations in raw material prices and
higher production costs could cause Ukrainian producers
to lose significant profits and competitive advantages on
foreign markets [5, ¢.18-19].

The availability of domestic raw materials was a
prerequisite for the formation and further development of
a strong confectionery industry in Ukraine, but nowadays
the vast majority of products also use cocoa, cocoa beans
and cocoa products - in 2020 imports of cocoa, cocoa
beans and cocoa products cost Ukrainian producers
almost $376 million - table 1.

Table 1

The largest exporters of cocoa, cocoa beans and cocoa products to Ukraine in 2020*

Ne Exporters Value gg%?&gﬁj trr::lc\)/\tljsrzsge)rials in Share in Ukraine's imports (%)
World 375925 100,00%
1 Cote d'Ivoire 68509 18,22%
2 Poland 64021 17,03%
3 Netherlands 54724 14,56%
4 Germany 43230 11,50%
5 Ghana 32789 8,72%
6 Austria 14064 3,74%
7 Malaysia 12936 3,44%
8 Belgium 12042 3,20%
9 Italy 11004 2,93%
10 Indonesia 10196 2,71%
11 Bulgaria 8032 2,14%
12 Turkey 7556 2,01%
13 Hungary 7436 1,98%
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Continue of Table 1

The largest exporters of cocoa, cocoa beans and cocoa products to Ukraine in 2020*

Ne Exporters Value gggg?gg%d tﬁxgﬁf;ials in Share in Ukraine's imports (%)
14 Belarus 5571 1,48%
15 Spain 4133 1,10%
16 Czech Republic 3789 1,01%

*Developed by the authors based on [6]

Cocoa, cocoa beans and cocoa products are
imported raw materials and this makes domestic
confectioners quite sensitive to currency risks, which can
also significantly affect the final cost of production and
cause a significant fall in demand.

The second, no less important factor, is the
possibility for domestic producers to export their
products. Strong domestic competition in the industry
forces producers to actively compete for the local market
and lower prices for goods. As a result, this causes
deterioration of the quality of the products due to the use

of cheaper raw materials. Despite generally positive
trends in the development of the Ukrainian confectionery
market, the share of exports in total sales volume of
confectionery

products has been gradually decreasing in recent
years (Figure 1). This is due both to significant changes
in the global market and deteriorating quality of
Ukrainian products to maintain positions in the domestic
market, inefficient marketing and sales programmes,
exchange rate volatility and high competition from
foreign confectioneries.

Ratio of export volumes to total sales of confectionery
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Figure 1. Ratio of export volumes to total sales of confectionery products in Ukraine for 2016-2019*
*developed by the authors based on [7]

Nevertheless, among Ukrainian enterprises some
are actively taking advantage of opportunities and
bringing new confectionery products to foreign markets,
encouraging the absence of duties on sweets in the
European Union and gradually increase their share of
exports. Ukraine's confectionery market is getting
stronger, and this can be seen in the positions taken by
Ukrainian  confectioners in the world's largest
confectionery companies ranking - Global Top 100
Candy Companies. In 2020, domestic industry leaders
such as “Roshen”, “AVK”, “Millenium” and “Konti
Group” were included in the list of the world’s largest
producers of sweets - table 2.

According to the statistics on exports of

Ukrainian confectionery products in 2020 [9], the most
exports were to countries such as Poland, Belarus,
Romania, Kazakhstan, Turkey, Germany, Azerbaijan, the
UK and Indonesia - together they import more than half
of Ukraine's confectionery products. It is worth noting
that this list has changed significantly in recent years, and
in order to increase sales of confectionery products, there
are plans to consider exporting Ukrainian confectionery
products to countries such as China, India, Ghana and
Nigeria [10, c. 125].

The third factor influencing the competitiveness
of enterprises and the development of the confectionery
industry is the consumer of products. High competition
between enterprises, the increase in the number of private
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enterprises with a small assortment and high prices, but
higher quality, fresher and more attractive products, the
general oversaturation of the confectionery market, the
decline in purchasing power of the population as a result

of the difficult economic situation in the country caused
by the pandemic is forcing consumers to pay more
attention to the choice and purchase of confectionery
products.

Table 2
Dynamics of places held by Ukrainian confectionery industry leaders in the Global Top
100 Candy Companies 2016-2021*
i Place in the top 100
Enterprises -
First half of 2021 2020 2019 2018 2017 2016
Roshen 29 27 27 25 24 22
AVK X 65 X 64 67 62
Millenium 73 74 X X X X
Konti 89 80 44 43 43 38

*Improved by the authors based on [8]

Despite the popularity of confectionery products,
the demand for them is spontaneous most often
confectionery products become one of the main items of
cost saving for Ukrainians. In order to stimulate sales,
manufacturers should pay a lot of attention to packaging
design, trying to make it as modern and original as
possible, corresponding to attractive bright designs of
imported goods; marketing activities, primarily

advertising via the Internet and creating advertising blogs
on popular social networks and, if possible, distributing
products not only through retail chains, but also by
placing their own outlets in crowded places. As an
illustrative example, we can see the ranking of chocolate
bar brands in 2020 based on consumer ratings in Figure
2.

Ranking of chocolate bar brands in 2020in Ukraine
based on customer surveys

Milka (Mondelez Ukraine)
Roshen

Svitoch (Nestlé)
Millennium

Korona (Mondelez Ukraine)

Millennium Golden nuts

AVK
Lubimov (Millennium) 1,2
Ritter Sport 1,17

Olyonka (Roshen) 1,1

1,33

4,53
4,26
3,59
2,95
2,31

Figure 2. Ranking of chocolate bar brands in 2020 in Ukraine based on customer surveys*
*compiled by the authors based on [7]

This brings us to the next, fourth factor - product
sales. One of the pressing problems of confectionery sales
in Ukraine is the strained relationship that often arises
between confectionery businesses and retail chains. Since
the amount of retail space is limited and there are not
many large retail chains in Ukraine that are able to sell
large quantities of confectionery products, retail chains
can set their terms for confectioners - including offering
producers to sell products on demand and under their own

brand, which often results in lower sales revenues than
planned. In addition, the payment discipline of retailers is
often low, leaving confectioners with no choice but to
cooperate with retailers on uncomfortable and dangerous
terms of permanent interest-free long-term loans. This is
the reason why products from large market-leading
confectionery companies and imported goods are often
seen on shop shelves [10, ¢.78].
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The way out may be to open your chain of
shops, to cooperate with small local retailers, or to start
exporting of products.

The fifth and final, but very important factor is
the marketing policy of companies. Nowadays, proper
advertising of a product is one of the most important
steps towards its sale. It is the source of information
through which the potential consumer learns about the
product; it exerts a certain psychological influence on the
consumer, convincing him to purchase the product.
Unfortunately, many producers of confectionery products
neglect marketing activities and don’t take care of quality
promotion of their products, and this is the reason why
they are overshadowed by more successful competitors. It
shouldn’t be forgotten that a large number of
confectionery products are bought as gifts, and the target
audience of this kind of products consists mainly of
children and young people, who pay special attention to
interesting advertising and modern product appearance.
This is why manufacturers should not forget about
promoting their products on the market - developing a
website with information about their products, blogging
on social networks, advertising on the Internet and at
product outlets, preparing an original stylish product
wrapper design that could change during themed
holidays, as well as holding promotions and events will
help increase the interest of potential customers, attract
new audiences and increase revenue from sales of their
products.

Conclusions and prospects of the further in-
vestigations. Looking at trends in the Ukrainian
confectionery market, it can be said that today it is at the

stage of completion of its formation and, without a doubt,
in a state of fierce competitive confrontation. To hold
their position in the industry reliably, enterprises need to
monitor closely all trends in their competitive
environment and respond to them in a certain way.
Enterprises in this industry have a lot of positive features
that allow them to develop and expand: the availability of
domestic sources of primary raw materials for
production, a wide target audience and a large number of
potential consumers, the possibility of occupying a new
market niche through exporting products to several
different countries around the world and ample
opportunities to expand production and obtain investment
in new projects. At the same time, many challenges
prevent the confectionery industry from increasing its
growth rate. These include the possible increase in the
cost of imported raw materials due to currency
appreciation and seasonal increases in the value of
domestic raw materials, the deterioration in the country’s
economic situation and loss of purchasing power of the
population due to the pandemic, the need to keep prices
down to ensure the competitiveness of products on the
market, the limited commercial space and the lack of
large retail chains to distribute their products.
Manufacturers should monitor the quality of their
products and equipment, ensure relevant marketing
activities to increase sales, improve their existing product
range and develop new, exclusive products that could
occupy a free niche in the market, look for ways to
export, diversify or find new ways to market their
products in Ukraine.
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NMPOBJIEMU TA NEPCNEKTUBU PO3BUTKY NIANPUEMCTB
KOHOUTEPCBLKOI MPOMUCIIOBOCTI B YKPAIHI

CTtaTTs mpucBsiieHa aHanisy Cy4acHOro KOHOUTEPCbKOro puHKY YkpaiHu. [ocnigXeHO CTaH KOHAW-
TepPCbKOI ranysi Ta BUOKpPEMITEHO OCHOBHI TeHAEHLiT Ta Npo6remMu po3BUTKY KOHOMTEPCHLKOrO PUHKY YKpaiHu.

Y poboTi 3a3HavaeTbCs, WO KOHOUTEPCHbKA NPOMMUCIIOBICTL 3aiMae BaXnMBe Micle y 3abe3neyeHHi
nponoBonbyoi 6e3nekn gepxasu. PO3BUTOK KOHAMTEPCLKOI ranysi gonomarae 3abesnevyBaTu HaceneHHs
HeobXigHMMK 06CcAramMmmn KOHOUTEPCLKOT NPOAYKLIT, CTBOPHOE NOMUT HA MNPOAYKLIHO iHLWMX rany3emn, BUKOPUCTO-
BYHOUM HA BUPOOHMUTBI CONMOAOLLIB BiTYM3HSIHY CiflbCbKOrOCMOAAPCLKY CUPOBUHY, CMPUSIE PO3B’A3aHHI0 NMPOo-
6nem 3aiHATOCTI HaceneHHs Ta 36iNbLIEHHI0 JOXOAIB A0 AEPXXaBHOIo GoaxXeTy.

BnsHayeHo, WO yKpaiHCbKOrO PUHOK KOHOUTEPCbKMX BMPOOBIB Ha CbOrOAHSLUHIN OEHb 3HAXOAUTLCH
Ha eTani 3aBepLUeHHs CBOro (QOPMYBaHHA Ta, HECYMHIBHO, B CTaHi >XOPCTKOi KOHKYPEHTHOI MpoTuAil,
OCKiNnbkM cepef BnogobaHb BITYM3HAHMX CnoXuBadiB binbwe 95% puHKYy 3arMaloTb TOBApW BiTYM3HSHUX
KOMMaHiN, YUCNO SKUX 3 KOXKHUX POKOM HEBMUHHO pOCTeE.

B po6oTi BM3Ha4eHi OCHOBHI (hakTopu, WO BNAMBAKTb HAa MiABULLIEHHS KOHKYPEHTOCMPOMOXHOCTI
KOHOUTEPCbKUX MigNPUEMCTB Ta 3yMOBIIOIOTh PO3BUTOK KOHOUTEPCHKOI NPOMUCOBOCTI B YKpaiHi.
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BucsitneHo npobnemu, nos'd3aHi i3 3abe3neyeHHsAM BMPOOHMLTBA BITYM3HAHOK Ta iIMMOPTHOO
cvpoBuHoO. BkasaHo nepenik HambinblUMX KpaiH-eKCnopTepiB Kakao, kakao-b606iB Ta kakao-npoAayKTiB A0
YkpaiHu.

Po3rnsHyTo MOXNUBOCTI Ta npobnemMn ekcrnopTy YKpaiHCbKOI KOHAMTEPCbKOI MpoAyKLii, BKasaHo
nepenik HamWbinNbLIMX KpaiH-iMNOpTepiB YKPaIHCbKMX KOHAMTEpCkuxX BupobGiB. [MpoaHanizoBaHO AuHaMIKY
cniBBigHOWeEHHs 06CAriB  ekcnopToBaHOI MPOAYKUii Ta 3aranbHoro obcdAry peanisauii  KOHOWTEPCbKOI
NPOAYKUII 3a Kifbka pOKiB i BCTAHOBMIEHO OCHOBHI MPUYMHU 3MEHLLEHHS1 0OCAriB eKCnopTy KOHAUTEPCHKOT
npoaykuii.

3a3HayeHo LWsSXyM nNigBuULLEHHS edeKTUBHOCTI peanisauii BITYM3HSAHOI KOHAMTEPCLKOI MPOAYKLUii.
MoSsICHIOETBCS PONib MaPKETUHIOBOI MOSITUKMA KOMMaHii y BNnMBIi Ha BUGIp crnoxuBadva. HaBegeHo penTuHr
TOPriBeNbHMX MapoK YKpPaiHCbKMX BUPOOHMKIB LWOKOMagy B NNUTKAax 3a pesynbTataMmyu  OnNuTyBaHb
cnoxwmsadis. Po3rnagatotbcs npobnemu 36yTy KOHAMTEPCBKOI NPOAYKLUIT, MOB'A3aHi 3 OBMEXEHICTIO TOProBmux
MnoLl, HEBENUKOK KINbKICTIO BENUKMX TOPriBENbHUX MepeX Ta HEKOMMETEHTHICTI0O KOHTpareHTiB.
3anponoHoBaHi anbTepHaTMBHI LWNASXW peanidauii KOHANTEPCbKNX BUPOBIB.

BusHayeHo, WO Ang 3MmileHHA CBOIX MO3UUiM Ha PUHKY NignpuMeMcTBaMm B3aranoMm HeobxigHo
crnigkysaTv 3a MiATPMMaHHSAM SIKOCTi CBO€EI MPOAYKUii Ta obnagHaHHsA, 3abesnedyBaTn akTyanbHICTb
MapKeTMHIOBMX 3axOAiB 3aafis MigBuLeHHA o6'emiB peanisadii npoaykuii, yooCKOHanoBaTn BXe iCHyH4niA
acopTMMEHT Ta po3pobnATU HOBI, EKCKIO3MBHI NPOAYKTU, SIKi MOrMKM © 3alHATM BiNbHY Hilly Ha PUHKY,
LYKaTK WSXKW ANs eKcnopTy, anBepcudikauii abo 3HaxomKeHHS HOBMX cnocobiB 36yTy npoaykuii B YkpaiHi.

KntouyoBi cnosa: KoHantepcbka NpOMMUCROBICTb, €PEKTUBHICTb, KOHKYPEHTOCMNPOMOXHICTb, PUHKN
KOHAMUTEPCLKOI NPOMMUCIIOBOCTI, pUHKK 30YTY, eKkcnopT, iMnopT.
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