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BU3HAYEHHSA 30BHIIIHbOEKOHOMIYHOTI'O ITIOTEHIIIAJTY BAHOPOBHOI
MPOMUACJIOBOCTI YKPATHU HA CBITOBOMY PUHKY

Axmyanvnicms. Excnopmua cmpamezis YVepainu 2017-2021 pp. susnauae xapuo8y npomMuciogicmes OOHIEW i3
KIIOYOBUX e/leMeHmMi8 306HIUHbOeKOHOMIYHO20 nomenyiany kpainu. Hessadcaiouu Ha Opyeopsone 3HaueHHs npooyKyil
BUHOPOOCMBA Y 3A0080JICHHI OCHOBHUX JHCUMMEBUX NOMPeO M0OUHU, SUHOPOOHA NPOMUCIOBICHb BIOIcPAE BANCIUBY
PO Y HANOBHEHHI bI00Jcemy KpaiHu, 3abe3neyeHHi coyianibHO-eKOHOMIYHO20 po36UmK) pe2ionis. Bunopobna eanyse €
nepcnekmuHUM HaAnpAMKOM PO3GUMKY eKOHOMIKU YKpainu, CKIaoo060io ii 306HiUHbOEKOHOMIYHO20 NOMEHYIaLy, Uo
00YMOGNEHO CHPUAMIUGUMY TPYHMOGO-KIIMAMUYHUMY YMOSAMU | O0OCMAMHbOI 3a0e3neqeHicmio mpyoosumy ma
IHWUMU pecypcamu.

Mema ma 3aedauna. Memolo cmammi € 6USHAUEHHA 306HIUHLOEKOHOMIYHO20 NOMEHYIAny 6UHOPOOHOT
npomucnosocmi Ykpainu na ceimogomy punky. [ns peanizayii suznauenoi memu 6y10 nOCMAGIEHO I UPIULEHO MAKL
3A680aHHA. BUSHAYEHHA BUPOOHUYO2O NOMEHYIANY BUHOPOOHOI npomuciosocmi VKpainu, OYiHKA CHONCUBUO20
nomeHyiany puHKY 6uH YKpaiuu, euguenHs meHOeHyill eKCNOPMHO-IMNOPMHOI OisibHOCII onepamopie punky (oocseie
eKCnopmy, IMROPMY, 308HIUHLOMOP208ENbHO20 000pPOMY, CANbOO eKCHOPMHO-IMIOPMHUX onepayii, 2eocpagiunol
CMPYKmMypu eKChopmy ma iMnopmy).

Pesynemamu. 3a pesyrvmamamu nposedeHo20 O0O0CHONCEHHA QYHKYIOHYBAHHA BUHOPOOHOI NPOMUCTOBOCH
Vipainu y 2014-2018 pp. ecmanosenerno, wo GupoOHUUULL NOMEHYIAl YKPAITHCOKO20 PUHKY BUHA 3HUdNCyemvcs. Lle
MOJICHA NOACHUMU 3MEHULEHHAM NI0U 6UHOZPAOHUX HACAOICEHb V' NIOOOHOCHOMY GiYi, CHAOHOI0 OUHAMIKOIO IHOeKCY
NPOMUCIO60i NPOOYKYIi, 3pOCMANHAM CMYNEHs. 3HOCY OCHOBHUX (YOHOIB, 3HUICEHHAM CepeOHbOO0DONIK060I YUceNbHOCMI
WMAamHux NpayieHUKi6, a MaKodc 3HUNCEHHAM CHOJICUBYO20 NOMEHYIANy PUHKY (4epe3 3MEeHWEeHHSA HYUCelbHOCHi
YiNb0B020 Ce2MeHMy CHOJCUBAYIE;, 3HUNCEHHA HACMKU 6UMPAM HACENEeHHS HA AJKO20AbHA HANOI ma MmIOMIOHOGI
8UPOOU, 3DOCMANHS CEPEOHIX CNOIICUBHUX YIH HA NPOOYKYII0, 3aD0POHY PEKAAMYBAHHA NPOOYKYii uHOpoOCmEa mowjo.)

3a noxasHuxkamu eKkcnopmuo-iMnOpmHOI OIANbHOCIMI Y 2POULOBOMY GUPAdICEHHT YKpaina € Hemmo-iMnopmepom
suHOCpaoHux eur. Ilpome y HamypanbHOMy 6upasiceHHi 00csa2U eKcnopmy GUHOPOOHOI NPOOYKYIL nepesascarms Hao
imnopmom. Taky cynepeunugicmo OAHUX Y HAMYPATLHUX MA SPOULOBUX OOUHUYAX MOICHA NOACHUMU HUZLKOIO
sapmicmio ykpaincokoeo excnopmy. Cepedns yina 1 nimpa excnopmosanoeo ykpaincokoeo euna y 2018 poyi 6 3,5 paszu
Hudicua 3a eapmicmv 1 nimpa imnopmuoeo. Ieoepaghiuna cmpykmypa nonumy HA YKPAiHCbKI 6UHA 3MIHIOEMbCSA
NPOmMA2OM 00CHIONCYBAH020 nepiody: 3nudcyemvcs wacmka kpain CH/ ma €sponu ma 3pocmac yacmka aziicbkux
Kpain. Haubinvwumu noxynyamu ykpaincekoeo euna € Pociticoka @edepayis, [pysis, Asepbatioxcan, Kazaxcman,
Kumaii. I'eoepacia imnopmy 6unocpaonux eun mMac npomunedxcHy CmMpyKmypy: 3HAUHY 3pOCMAaioyy 4acmKy 3aumaoms
kpainu €sponu, HaumeHuty — «HOGI 8UHHI pezionuy: Amepuxa, Appuxa i Aescmpanis ma OxeaHis.

Bucnoexu. Ananiz nokasnuxie QyHKYioHysanHs euHopoOnoi npomuciogocmi Yrpainu ceiouums npo me, wo Ha
Oanuil yac 6oHa He MoOdJice NpemeHOy8amu Ha NO3UYII0 GNIUB08020 2pasys puHky. Hasenuii eacomuii npupoono-
KAIMamuyHui nomeHyian, npome € i Hu3Ka npoodaem, sSKi 2anbMylOms po36UNOK 306HIUHbOMOP208ENbHO20 NOMEHYIALY.
Cepeo nux: npobnemu, nos sa3aui 3 NOAIMUKO-NPABOGUM CePed0sUUeM, NpobaemMu GUPOOHULO020 NOMeHYIaLy,; NpooemMu
CROJACUBHO20 NOMEHYIAY, 308HIUHLOMOP20BENbHI NPOOIEeMU,; 30YmMOo6i npodiemu.

Knwuosi cnosea: 306HiuHb0EKOHOMIYHUIL NOMEHYIAN, eKCNOPMHO-IMNOPMHI Onepayii, excnopm, IiMnopm,
BUHOPOOHA NPOMUCTIOBICMb, PUHOK GUHA.
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DETERMINATION OF THE FOREIGN ECONOMIC POTENTIAL OF UKRAINIAN WINE
INDUSTRY IN THE WORLD MARKET

Topicality. Ukrainian export strategy for 2017-2021 determines food industry as one of the key elements of the
country's foreign economic potential. Despite the secondary importance of wine in meeting the basic human needs, wine
industry plays an important role in filling the budget of the country, ensuring the socio-economic development of regions.
The wine sector is a perspective direction for the development of Ukrainian economy, an integral part of its foreign
economic potential because of favourable natural and climatic conditions and existence of labour and other resources of
high quality.

Aim and tasks. The purpose of the article is to determine the foreign economic potential of Ukrainian wine
industry in the world market. To achieve the goal, following tasks have been set and solved: definition of production
potential of Ukrainian wine industry; assessment of consumer potential of Ukrainian wine market; study of trends of
export-import activity of market operators (volumes of export, import, foreign trade turnover, balance of export and
import operations, geographic structure of export and import).

Research results. According to the research results of Ukrainian wine industry in 2014-2018, it is established that
the production potential of Ukrainian wine market is decreasing. This can be explained by the decrease in the area of
grape plantations in the fructiferous age, the declining dynamics of the index of industrial products, the growth of
depreciation, the decrease in the average number of staff members, as well as the decline in consumer market potential
(due to a decrease in the number of target consumer segment, in the share of spending on alcoholic beverages and
tobacco products, the growth of average consumer prices, the prohibition of the promotion of wine etc.).

According to the export-import activity in monetary terms Ukraine is a net importer of grape wines. However, in
terms of volume, the volumes of wine exports are dominated by imports. Such contradictions in data in both physical and
monetary terms can be explained by the low cost of Ukrainian exports. The average price of 1 litre of exported Ukrainian
wine in 2018 is 3.5 times lower than the cost of 1 litre of imported one. The geographic structure of demand for
Ukrainian wines varies: the share of CIS countries and Europe is decreasing and the share of Asian countries is
increasing. The largest buyers of Ukrainian wine are: Russian Federation, Georgia, Azerbaijan, Kazakhstan, and China.
The geography of the import of grape wines has the opposite structure: a significant proportion is being taken by the
European countries, the smallest — by the “new wine regions”: America, Africa and Australia and Oceania.

Conclusion. The analysis of the indicators of functioning of Ukrainian wine industry shows that at present, it can
not claim the position of an influential player in the market. There is a significant natural and climatic potential, but
there is a number of problems that hinder the development of foreign economic potential. These problems are: problems
related to the political and legal environment; problems of production potential; problems of consumer potential; foreign
trade problems; retail problems.

Keywords: foreign economic potential, export-import operations, export, import, winemaking industry, wine
market.

Problem statement and its connection with important scientific and practical tasks. Competition is
an integral part of a market economy and a powerful engine of economic development. Today, the
globalization tendencies of the world economy and the openness of national commodity markets cause the
intensification of competition on all levels: between states, their coalitions, regions, industries, enterprises
and certain goods. Increase of competitive pressure on market actors necessitates a comprehensive analysis
of their potential, the identification of problems of its formation and the need to find possible ways to
strengthen their positions. The wine industry as part of the food complex is one of the prior components of
the export potential of Ukraine within the framework of its modern export strategy.
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Analysis of recent publications on the problem. The theoretical and practical aspects of foreign
economic potential of the country in general and of the wine industry, in particular, are studied in the works
of many economists, namely: Yakymchuk T.V., Volvach I.Yu. [1], Pliaskina A.l., Savchuk O.A. [2],
Fomishina V.M. [3], Plyushik I.A., Ogorodnik R.P. [4] Yablonska N.V., Krupina S.V. [10] and others.

Allocation of previously unsolved parts of the general problem. The growing dynamism of domestic
and foreign wine markets necessitate continuous monitoring of the main trends, the identification of existing
problems, as well as the potential for the development and expansion of domestic producers in the world wine
market.

Formulation of research objectives (problem statement). The aim of the study is to analyze the
foreign economic potential of Ukrainian wine industry and identify problems and prospects for its integration
into the world market.

An outline of the main results and their justification. There is no single interpretation of the term
“foreign economic potential” in modern scientific literature. However, the majority of authors, in particular [1,
2; 3], understands it as a combination of production factors that provide an opportunity for an effective exit of
an enterprise into the foreign market. Consequently, the study of foreign economic potential of Ukrainian wine
market implies an assessment of its production potential, as well as consumer potential and key trends in the
export and import activities of market operators (volumes of exports, imports, foreign trade turnover, balance of
export-import operations, geographic structure of exports and imports, etc.) [4].

The dynamics of the production and consumer potential of Ukrainian wine market is presented in the
table. 1

Table 1
The main indicators of production and consumer potential of Ukrainian wine market in 2013-2018,
thsd. dal.
Ac:udal volu_me \éolume_of volume of | Volume of Stocks Mark_et
Year 0 omes_tlc omest_lc import export (St) capacity
consumption production (L) (E) (+ /1) (MC=P;+1;-
(D)) (P) 1 ' Di-Ei+St;.)
2014 8376,6 14289,8 2733,9 4541,0 +4103,1 5121,1
2015 7002,2 14519,4 2333,8 6123,4 +3727,6 3954,3
2016 7279,0 17151,3 4317,0 3150,6 +11038,7 14766,3
2017 6649,3 6668,5 3203,4 4198,4 -975,8 10062,9
2018 7032,2 6770,0 4048,14 4870,07 -1084,13 -2059,93
*constructed by the author according to the data [5].
thsd. dal. 20000
15000
® Actual volume of domestic consumption (Di)
10000 - Volume of domestic production (Pi)
® VVolume of import (Ii)
® VVolume of export (Ei)
5000 4 m Stocks (Sti)
Market capacity (MC=Pi+Ii-Di-Ei£Sti-1)
0 |
2014 2015 2016 2017 2018
-5000

Fig. 1. Comparison of the dynamics of the main indicators of production and consumer potential of
Ukrainian wine market in 2011-2018, thsd. dal.
*constructed by the author according to the data [5].
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According to the State Statistics Service of Ukraine, the production potential of Ukrainian wine
market is decreasing, in 2018 it is only 47,4% of the 2014 figure (excluding the Autonomous Republic of
Crimea). The negative dynamics is explained by the decrease in the area of grape plantations in the
fructiferous age, the declining dynamics of the index of industrial products, the growth of depreciation, the
decrease in the average number of staff members, as well as the decline in consumer market potential (due to
a decrease in the number of target consumer segment, in the share of spending on alcoholic beverages and
tobacco products, the growth of average consumer prices, the prohibition of the promotion of wine etc.).

Decreasing in domestic production volumes leads to an increase in imports of wine into the country.
According to experts, the share of sales of imported wines is 25-30% of the total volume of Ukrainian wine
market [6]. However, as the result of calculations carried out according to [5], the share of imported wine is
larger and ranges from 32,2% in 2014 to 37,0% in 2017 (table 2).

The dynamics of volumes of imported wine consumption in Ukraine has a steady increasing tendency.
At the same time, the range of imported wines is constantly expanding in large retail chains, hotels,
restaurants and cafes, and the assortment of Ukrainian wines in domestic shops, according to experts in 2018,
declined by a quarter [7], indicating an increase in competitive pressure from imported goods .

Table 2
The structure of wine consumption in Ukraine in terms of: domestic wine and imported wine in 2014-
2017*
Year Total wine Volume of wine consumption
consumption, Volume of domestic wine Volume of imported wine
thsd. dal. consumption consumption
thsd. dal. % thsd. dal. %
2014 8376,6 5679,33 67,8 2697,27 32,2
2015 7002,2 4551,43 65,0 2450,77 35,0
2016 7279,0 4658,56 64,0 2620,44 36,0
2017 6649,3 4189,06 63,0 2460,24 37,0

*constructed by the author according to the data [5].

The main indicators of the dynamics of foreign trade in Ukrainian wine industry in 2014-2018 are presented
in table 3.

Table 3
Indicators of export-import activity of Ukrainian wine industry in 2014-2018*
Indicators Years Change during the
period 2018/2014
2014 2015 2016 2017 2018 Absolute | Growth
growth rate,
(+/-) %
Volume of export:
MM USD 35,10 38,14 24,66 32,52 38,00 2,90 +8,26
thsd. dal. 4540,95 | 6123,39 | 3150,58 | 4198,34 | 4870,07 329,12 +7,25
Volume of import:
MM USD 95,61 56,36 85,28 89,81 | 113,50 17,89 +18,71
thsd. dal. 2733,92 | 2333,81 | 4317,02 | 3203,40 | 4048,14 | 1314,22 +48,07
Foreign trade turnover:
MM USD 130,71 94,50 109,94 | 122,33 | 151,50 20,79 +15,91
thsd. dal. 7274,87 | 8457,2 7467,6 | 7401,74 | 8918,21 1643,34 +22,59
Balance of export-import
operations:
MM USD -60,51 -18,22 -60,62 -57,29 | -75,50 14,99 +24,77
thsd. dal. 1807,03 | 3789,58 | -1166,44 | 994,94 | 821,93 -985,1 -54,51
*constructed by the author according to the data [5; 8].
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According to the table. 3 it can be concluded that Ukraine is a net importer of wine (the balance of
export-import operations shows the predominance of import volumes over exports in monetary terms).
However, in terms of volume, the volume of wine exports is dominated by imports (except 2016), although
absolute surplus is negative for the investigated period (-985,1 thsd. dal.). The volume of wine import is
increasing (an increase of $ 17,89 MM or 18,71 %). However, in the investigated period, the volume of wine
export has grown by 8,26 % ($ 2,9 MM), that demonstrates the positive dynamics of the development of this
market. Growth of the volume of foreign trade turnover by $ 20,79 MM (+15,91 % in 2018/2014) shows a
tendency of the foreign economic activity intensification of wine market operators. This contradiction in data
in both physical and monetary terms can be explained by the low cost of Ukrainian export. The average price
of 1 litre of exported Ukrainian wine in 2018 is $ 0,78. The price for imported wine is $ 2,8/litre.

The geographical structure of demand for Ukrainian wine varies during the investigated period. The
share of Ukrainian wine consumption by region is presented in Fig. 2

The political situation in Ukraine has affected the geography of the wine sales: the share of CIS
countries is gradually decreasing from 71,6 % in 2014 to 59,0 % in 2018, in particular due to the restriction
of the certain operations between Ukraine and the Russian Federation. Despite the European vector of
political and economic development of Ukraine, the share of wine export to European countries declined
from 6,6 % in 2014 to 1,4 % in 2018.

Other
countries;
6 0,

America;

- 0,6%
Africa;
0,1%

Other
countries;
20,8%

Asia; America;
14,3% 0,9%
Africa;
0,1%
Asia;
17,8%

Europe;
6,6%

CIS;

CIS; 59,0%

71,6% Europe;
1,4%

2.1) 2.2)
Fig. 2. Geographical structure of Ukrainian wine export in 2014 (2.1) and 2018 (2.2)*
*constructed by the author according to the data [5].

This can be partly explained by the saturation of the domestic European market with local trademarks,
reduction of wine consumption in some European countries (France, Germany, Austria, Croatia, Denmark,
Serbia, etc.) [9] and lack of consumer awareness about Ukrainian wines, absence of a competitive brand of
Ukraine as wine country. The largest buyers of Ukrainian wine are: the Russian Federation, Georgia,
Azerbaijan, Kazakhstan, and China.

Growth in the export of wine occurred in the countries of American and Asian region from 0,6 % and
14,3 % in 2014 to 0,9 % and 17,8 % in 2018, respectively. A positive vector for the development of this
trend is confirmed by the report of the International Organization of Vine and Wine (OIV) for 2018.
According to data, presented in the report, the United States ranks first in terms of wine consumption in the
world, and China is the fifth, wine consumption here has increased by 15% in 2017/2014.

The geography of wine import has the opposite structure: Europe has a significant growing share,
while the “new wine regions”, such as America, Africa and Australia and Oceania, have the smallest ones
(figure 3).

The largest importers of wine to Ukrainian market are the top three European countries (ltaly, France
and Germany), which are the world's largest wine exporters according to the OIV. The share of this region in
the investigated period rises from 54,5 % to 62,6 % in 2018. Also, the share of imports from CIS countries
(Armenia and Moldova) and Australia and Oceania (Australia and New Zealand, which also occupy a
leading place among world wine exporters) are increasing from 8,1 % and 2,2 % in 2014 to 10,3 % and 3,3%
in 2018, respectively.

Analysis of the indicators of Ukrainian wine industry (the volume of production is about 1% of the
world's total and consumption of 3-5 litres per person versus 40 liters in European countries) suggests that at
the present time it can not claim the position of an influential player in the market, although it has significant
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natural and climatic potential. Today, representatives of the profile association of winemakers in Ukraine see
the prospects of the industry in creating the brand "Ukrainian wine" and promoting it in the world.

According to the investigation of the peculiarities of the current situation in the world wine market, the
following conclusions can be made [9]:

Australia Other Australia Other
) and countries;  CIS; America; and countries;; cIs:
America;  Oceaniag 8.1% . 48% aniaj 10.3%
9,0% Africa;; !
Africa; 0,8%
1,9%

Asia;
17,1%

Asia;
23,1%

Europe;
54,5%
Europe;
3.1) 3.2) 62.6%
Fig. 3. Geographical structure of Ukrainian wine import in 2014 (3.1) and 2018 (3.2) *
*constructed by the author according to the data [5].

— natural and climatic conditions are the key factors in the cultivation of high quality grapes that
can be used in the wine production. That is why the geographic location of the country is the determining
factor that gives the country an international specialization as a wine country;

— all wine producing countries can be classified by three types: the “traditional” wine countries of
the Old World (France, Spain, Italy, etc.), the countries of the New Wine World (Chile, South Africa, New
Zealand, Australia), and those that are promising participants in the world wine market (China, Japan,
Ukraine);

— the total wine production in 2018 has increased significantly and reached the high levels of 2004.
The “traditional” wine countries (Italy, France and Spain) have the largest share in world wine production,
but in recent years their volumes of production is decreasing, allowing new players to enter the market;

— the growth of wine consumption has been suspended in 2018. The geography of wine
consumption is changing. Nations, that are traditionally accustomed to wine, gradually lose their taste, while
those who are traditionally accustomed to other alcoholic beverages gradually acquire the taste of wine.

Conclusions and perspectives of further research. Ukraine has sufficient potential for the
development of the industry and the production of quality products. But the wine industry has a significant
number of problems that hinder its internal development and the formation of foreign economic potential.
Modern problems of the wine industry can be categorized according to the following groups:

1. Problems, related to the political and legal environment in Ukraine: insufficient state financing,
reduction of state subsidies, imperfection of the legal framework, irregularity of payment of state support for
the establishment and supervision of young gardens, vineyards, berries, loss of territory of the Crimea.

However, producers in the continental part of Ukraine continue to grow dynamically, more and more
craft producers are emerging with innovative technologies and ideas, proprietor's wines. Competition
between manufacturers is intensifying, which contributes to the improvement of the quality of domestic
products and the increase in the range [10].

With the separation of Crimean enterprises there was a change of leading manufacturers. According to
the results of 2017 the following companies belong to the TOP-5: TOV “Trade House “Inkerman”, Open
Joint-Stock Company “Alef-Vinal”, PJSC “Koblevo”, PJSC “Shabo”, PISC “Odessavinprom” [11-13].

2. Problems of production potential, including reduction of vineyard areas (in particular, due to the
loss of the Autonomous Republic Crimea and reduction of vineyards by 30%), aging of grape plantations,
decrease of industrial production index, increase in the degree depreciation, decrease of average number of
staff members, etc. The vine-growing sector is capital-intensive. It has the long payback period of
investments in the full cycle of production (from vineyard cultivation to wine bottling). Investments in the
laying of 1 hectare of vineyards by the time of the first harvest are 220 thousand UAH [14]. Vineyards give

2019 EKOHOMIYHI IHHOBAILIJI 155
Tom 21, Bum. 3 (72)




the first harvest that can be used for making wine after 3-5 years from the time of their planting. And the
total payback period of investments can reach 25-30 years [6].

3. Problems of consumer potential, including a low wine consumption culture, decrease in the number
of target consumer segment, in the share of spending on alcoholic beverages and tobacco products, the
growth of average consumer prices, the prohibition of the promotion of wine etc.

4. Foreign trade problems that include low consumers awareness about Ukrainian wine, the absence of
the reputation of Ukraine as a wine country; the growth of volume of imported products with the reduction of
domestic production, much lower export price of domestic products than imported to the territory of Ukraine.

5. Sales problems in the process of entering into the market. The newcomer has to fight for equal
access to sales channels, perhaps even to create his own retail network — sellers and representatives of the
HoReCa segment restraint upon trade of wines, which are yet unknown for consumers. Sustained
connections among the enterprises and representatives of distribution networks require newcomers to “buy”
access to sales channels through the concession of part of the profit in favour of distributors, as well as
various means of stimulating sales to consumers. Therefore, income of the newcomer will not be high until
wholesalers and retailers recognize the product and start promoting it. This especially concerns the producers
of proprietor's wine whose consignments of goods are small and trademarks are not widely known to
ordinary consumers [15].
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