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PEKAAMHI K_QHHEHHIT MMPOCYBAHHS ITPOAYKIII MOAOKONEPEPOBHUX NIAITPMEMCTB
YEPKACBKOI OBAACTI

Peculiarities of advertising concepts of milk processing enterprises in Cherkasy region were
demonstrated in the article and the evaluation of the level of their perception by consumers was
done. Itwas determined that all milk processing enterprises of the region have their own advertising
concept and systematic character of extension and defining channels of the extension of advertising
applications are determined by the extent of activity of certain producers of goods and by location
of sales markets with their production, financial possibilities, belonging to corporative joining,
purpose and consequently channels of production realization.

Using a monographic research method, it was found that the full range of marketing
communications and advertising channels is used by only four powerful companies in the region,
which products are presented at national or regional markets and bigger part of the assortment is
intended for final consumption. It is proved that they have in common brand-oriented advertising
campaigns for individual product positions, lack of segmentation of the target audience and clear
competitive positioning.

A studyof theimpact of advertising on the choice of consumers of dairy products in Uman, Cherkasy
region using the survey method showed that for 38.4% of respondents it has no effect and only for
26% itis the main factor in making a purchase decision. The analysis of the level of memorization of
advertising of products of powerful dairy enterprises of Cherkasy region revealed that 27.7% of
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respondents could not remember the advertising of any of these producers, 34% remembered the
advertising of all, and the distribution of the number of respondents who mentioned advertising of
each brand enterprises are proportional to their presence in the information space. A study of the
level of perception of advertising demonstrated that only for the products of one brand, the
percentage of consumers — respondents who remembered advertising and positively perceived it
almost coincides. Itis concluded that significant differences in the levels of memorization and levels
of perception of advertising of products of other brands of dairy enterprises in Cherkasy region
indicate the need to revise their advertising concepts.

Z

Y crartri BUCBiTNEHO 0cob6MBOCTI peknaMHUX KOHLUenyii MosiokonepepooHux nignpuemcts Yep-
KacbKkoiobnacTi Ta 3[ilicCHeHO OUiHKY PiBHS iX CPUIAHATTS cnoXxuBavYamu. BusHa4deHo, Lo Bci MoJio-
Konepepob6HiI nignpnemMcTBa 061acTi MalOTb BIaCHY PeKNaMHYy KOHUenuilo, a CUCTeMaTU4YHICTb PO3-
MOBCIOAXEHHS i BUOIp KaHaniB NoLWNPeHHS peKiaMHUX 3BepPHEeHb BU3Ha4Ya€TbCsl MacLuTabamm fisb-
HOCTi OKpemMux ToBapoBUpPOOHUKIB Ta reorpagieio puHkiB 306yTy ix npoaykuii, piHaHCOBUMU MOXIN-
BOCTSMU, NPUHAJIEXXHICTIO 4O KOPNOpaTUBHUX 06 '€AHaHb, NPU3Ha4YeHHsIM i, Bi4NoBigHO, kKaHanamu
peanizauii npoaykuir.

3 BukopuctTaHHsIM MOHOrpagi4HoOro metoay AOCAiAXXEHHS 3 ICOBaHO, L0 MOBHUI CMEKTP MapkKe-
TUHIrOBUX KOMYHIiKaL|ii i KaHaniB noOLMPeHHs1 pekKJ1aMHUX 3BePHEeHb BUKOPUCTOBYIOTb JINLLIE YOTUPU
MOTY>)XHUX NiANPUEMCTBa 061aCTi, NPOAYKLiI0 AKX NpeacTaB/eHo Ha 3arajslbHOHaLUioHabHOMYy abo
perioHasibHOMY pyUHKax i GifibLLUy 4YaCTUHY aCOPTUMEHTY SIKUX NMPU3Ha4YeHO AJ151 KIHLEeBOro Crio)XKnBaH-
HA. [loBegeHo, o crnisibHUMMN 47151 HUX € OpeHa-0OpieHTOBaHi peknaMHi kaMnaHii gns okpeMmmux ToBap-
HUX MO3uLiin, BiACYTHICTb CerMmeHTaLlii isiboBOi ayaNTOpPIii 4iTKOro KOHKYPEeHTHOIro NOo3uLiOHYBaHHSI.

AdocnipxeHHs BnnuBy peknamv Ha BUbip crnoXxueBa4viB MOJIOKONPOAYKTIB MicTa YMaHb Yepkacbkoi
06n1acTi 3 BUKOPUCTaHHSIM MeTOoA4Yy aHKeTHOIro onUTyBaHHS Noka3aso, Wwo Ha 38,4% pecnoHAeHTIB
BOHa He Ma€ BruBY i nnwie [s1s 26 % BoOHa € OCHOBHUM YUHHUKOM NPV NMPUAHATTI PiLLeHHs1 po Kyni-
B/I0. AHani3 piBHS 3anam’'aToByBaHHS pek/iaMun nNpoayKUii NMOTY)XHUX MoOJiokonepepooHux
nignpmnemctB Yepkacbkoi obnacti Buseus, wo 27,7 % pecrnoH[4eHTIB He 3MOIrivu npuragatv pekaamu
J)KOAQHOro 3 unx BUPoOHUKIB, 34% 3anam’'aTanun peksamy ycix, a po3noain KinbKocTi pecrioH[eHTIB,
sIKi 3rafanv peksiamMy ToBapiB TOProBUxX MapoK KOXXHOIo OKpPeMOoro nignpuemMcTsa ripornopuinHnn ix
MPUCYTHOCTI B iHpopmMaLiriHOMy npocTopi. Locnif)XeHHS XX piBHSI CIPUMHSITTSI peKs1aMu rnokasaJso,
Lo nnuie Ans npoaykuii ogHoro 6peHaa BigCOTOK CrioXuBaydis — pecrioH[eHTIB, Ki 3anam’'aranu
peknamMy i No3UTUBHO ii cripuiiHanu marixe cnienagae. 3po6s1eHo BUCHOBOK, L0 3HaYHi pO36KHOCTI
Y PiBHSIX 3anaMm 'sTOBYBaHHS i PiBHSIX CIIPUAHATTS peKsiamMu NpoayKUii iHLUNX TOProBux Map oK MoJio-
konepepobHux nignpmuemcTB Yepkacbkoi o6nacTi BKa3yloTb Ha HeoOXigHiCTb nepernsay ix peknam-
HUX KOHLEernLuin.

Key words: milk processing enterprises, advertisement, advertising concept, advertising application, level of
memorization of the advertisement, level of perception of the advertisement.

KntouoBi cnoBa: mosokonepepobHi nionpuemcmaBa, pexkiama, PeKAamMHa KOHUENY IS, PeKaAamHe 36epHeHHS, piBeHb
3anam 'amoByBarHs peKkaamu, piBeHs cnpuliHIMmSs peKaamu.

DEFINING THE PROBLEM

The market of dairy products is quite saturated, it has
alarge number of products from different manufacturers
that have approximately the same quality characteristics.
Thus, milk processing companies operate in markets that
have the characteristics of markets of pure and
monopolistic competition at the same time. Within the
strategic group, which unites producers that produce and
sell goods of similar quality, the possibilities of their
marketing pricing policy are limited. All this forces
businesses tolook for opportunities to express themselves
to potential consumers and business partners. Attempts
to replace communication activity with increasing
commercial efforts, similar to the extensive increase in the

presence of consumers in the information space, do not
give the desired and long-term effects. In addition, the
formation of a positive image of a brand directly depends
on how creative and thoughtful the concept of product
advertising is.

ANALYSIS OF THE LATEST RESEARCH
AND PUBLICATIONS

We can fully agree with the opinion of Y.V. Sidorenko
that in conditions of oversaturation of markets with goods
and services and the intensification of crisis phenomena
in economic life, theoretical and applied principles of
advertising psychology become an important driver of
goods promotion, and as a consequence — strengthening
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Fig. 1. Consumers evaluation of advertising influence on making decisions towards
purchasing dairy products

competitive positions [1, p. 23]. At the same time, the
sharpening of competition in the national market of dairy
products, according to O.V. Pyankova, makes virtually no
alternative way of brand development of enterprises, which
is based on consumer needs [2, p. 32]. L.Yu. Lufrenko
considering the mechanism of formation of advertising
campaigns of milk processing enterprises, emphasizes its
complexity and variety [3, p. 454] and notes that the
comprehensive and consistent implementation of
advertising activities developed in the context of brand-
oriented advertising strategy, allows to obtain a much
greater communication effect than individual, unrelated to
a common goal and separated in time [4, p. 182]. It is
confirmed by the results of a survey by N.R. Kurbak, who
polled the residents of Lviv region, according to which
49.2% of respondents determined that their choice of
dairy products is influenced by brand awareness and 13%
are influenced by advertising [5, p. 92]. According to the
research by O.V. Smolyanyuk, the reduction of commu-
nication activity, as well as the presence in trading
networks, significantly and negatively affects the position
and value of their brands for most dairy companies [6,
p. 197]. The presence of a significant positive impact of
advertising on the income of dairy producers has been
established by foreign researchers [7; 8], but it is
mentioned that for different products (milk, cheese) the
effectiveness of advertising costs differ significantly.

Other (habits,
attraction of the
package, new
flavor etc.);

11,8%

Price; 45,3%

Besides, their effectiveness mostly depends on the
creativity of advertising campaigns of individual manu-
facturers.

FORMULATION OF ARTICLE AIMS

The aim of the following article is the research of
advertising concepts of milk processing enterprises in
Cherkasy region and the level of their perception by
consumers.

PRESENTATION OF THE MAIN
INFORMATION OF THE RESEARCH

From the point of view of the organization of product
distribution, all milk processing enterprises of Cherkasy
region can be divided into two groups: those that make
decisions independently and those that are a part of
corporate associations with central services for finance,
marketing, etc.

The first category includes small processing shops (the
decision is made by the owner), PJSC "Zvenigorodka
Cheese Plant" (sales department), PJSC "Yuriia" (marke-
ting, logistics, sales and commercial departments are
responsible for certain aspects of product distribution),
PJSC "Kaniv Butter and Cheese Plant "(sales and export
departments).

The second category includes ALC "Zolotonosha Oil
Plant" and companies of the "Agropolis" campaign group.

Advertisement;
26,0%

dvice of friends
or relatives;
16,9%

Fig. 2. The main factors of influence on making decisions by consumers about buying dairy products
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Table 1. Characteristics of television advertising of trademarks of milk processing enterprises
in Cherkasy region on national channels

The main

Trademark Advertising motto .. TV-channel
advertising message

Voloshkove pole | Delicious as in childhood Qualitative, useful | STB, New
Voloshkove pole for products for Channel
everyone everyday meals
Voloshkove pole — live
product

Cheese Club Traditions united by flavor | Unique flavor, STB, New
Established for delight technologies of Channel,

production Ukraiina

KANIV 1971 Quality without Traditional recipes, |MI1, New

compromises achievable prices Channel,
Ukraiina,
Inter

Zveni Hora Proficiency that comes with | Quality, convenient |STB, Inter
time package

Pyriatyn Do not waste a minute, taste | Diversity of flavors, | NLO TV,
to the last moment convenient package; | ICTV, Inter,
Pyriatyn Cheese is always it unites cheese 1+1
with milk lovers

Thus, the first plant is a part of the group of companies
"Molochnyi Alians", where the distribution of products in
the domestic market is a specialized unit, built on a regional
basis (has a central office and regional offices — northeast
region, western region, southern region, southeastern
region, central region). A separate division is engaged in
export of production. Inits turn, Agropolis uses a network
of distributors and its own sales department to sell its
products.

Dairy enterprises of the region that was being studied,
regardless of the size, carry out various measures to
promote products to the market. The use of marketing
tools depends on the financial condition of economic
entities and the scale of their activities. However,
according to the research, each of them has its own
advertising concept.

The survey was conducted at the exit of supermarkets
and grocery stores (ATB, Velmart, Furshet) in Uman,
Cherkasy region in May — June 2020 to determine the
impact of advertising on consumer choice. The total sample
was 112 people aged 19—67 years. For a significant
number of respondents — 43 people, mostly middle-aged
and elderly, advertising has no effect (Fig. 1).

Regarding the factors used by the surveyed buyers of
dairy products (the question provided a single answer of
respondents), the most important for 51 people is the

Do not remember any item
Pyriatyn

Zveni Hora

KANIV 1971

Cheese Club

Voloshkove Pole

price, for 29 — advertisement, for 19 — the advice of
friends or relatives, for 13 — other (Fig. 2).

Manufacturers use advertising in trading networks,
outdoor advertising, TV advertising, advertising on social
networks and on their own sites among the channels of
distribution of advertising appeals, but there are some
differences in the choice of channels due to the
predominant purpose (final or intermediate consumption)
and location of markets.

Small private producers that offer a limited range of
products (raw milk, cottage cheese, cheese of their own
production) and sell it in local markets since last year have
begun using social networks actively to promote their own
products. This process was intensified due to the
disruption of logistics links and the ban on markets during
the strict quarantine restrictions in April — May 2020. As
arule, other channels of information dissemination are not
used by them.

Only powerful milk processing enterprises in Cherkasy
region, products of which are presented on the national or
regional markets, systematically use advertising to
promote their own products using the most widely used
means of communication: television and the Internet. Thus,
the widest line of products among the dairy enterprises of
the region has PJSC "Yuriia" in Cherkasy (trademark
"Voloshkove Pole"): the width of the product-mix —

people
Fig. 3. The level of memorization of products advertising by consumers-respondents
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Fig. 4. The level of perception of advertising of products
of milk processing enterprises in Cherkasy region by consumers-respondents

10 items, the length — 3.2. The key items that are included
into group A of the company's products according to the
ABC analysis are milk, butter, yogurt, sour cream and kefir.
Advertising of individual product items distributed over
time, is reminiscent, is designed for all categories of
consumers and emphasizes the usefulness and quality of
products (Table 1).

ALC "Zolotonosha Qil Plant" is a part of the group of
companies "Molochnyi Alians" and produces products of
7 groups, two of which were established in 2018. The
company's products are sold under several brands
"Zlatokray", "Pyriatyn", "Slavia" and "Molochnyi Alians".
Under the first brand butter is sold, and the next two
brands are presented by cheese (other types of production
of these brands are made by other enterprises of the
group).

Trademark "Zlatokray" is a regional brand, and is
intended for the sale of products mainly to catering
establishments and organizations that procure through
tender procedures. It causes a lack of direct product
advertising.

The cheese of "Pyryatyn" and "Slavia" trademarks,
which are also produced by LAC "Zolotonosha Butter-
Making Plant" are sold throughout Ukraine, but only those
kinds of products that are produced under the first brand
are actively advertised by the media. At the same time, as
media monitoring has shown, there is a variability of
commercials using different slogans, where the emphasis
is on the diversity of tastes and the call for everyday
consumption. A characteristic feature of their common
style is the dynamics, drive and the presence of elements
of humor, which indicates the predominant focus of
advertising appeals to the youth segment and middle-aged
people.

The Molochnyi Alians brand is used directly for whey
powder, skimmed milk powder and whole milk powder,
butter (20 kg packing), consequently products that are
used mainly for intermediate consumption. It leads to the
concentration of advertising efforts in the field of
popularization of the whole group of companies, rather
than the trademark of individual products, as well as
advertising mainly on specialized sites related to the food
industry and profiles on social networks.

PJSC "Zvenigorod Cheese Plant" has only one brand
"Zveni Gora", under which it produces four main product
groups: butter, cheese, processed cheese, cottage cheese.

The main advertising efforts are aimed at promoting
processed cheese and cheese, which are key products of
the company (about 70% of sales revenue) and it may
indicate the company's desire to maintain regional
leadership in this market segment. A single ethnic style
combines different commercials, and the main emphasis
is made on the experience that provides proficiency.

PJSC "Kaniv Butter and Cheese Plant" specializes in
the production of cheese, produced under the trademarks
"Cheese Club" and "KANIV 197 1". The products of the first
brand are mainly designed for consumers (gourmets) with
high and medium incomes, while the second — for the
middle price segment. The company concentrates its main
advertising efforts on promoting the products of the first
brand and the main message for consumers is the
uniqueness of taste and production technology. Periodic
advertising of KANIV 1971 cheese is much lower, and the
emphasis is on quality and affordable prices.

Common to TV advertising of all manufacturers is the
emphasis on quality and taste, mentioning the brand and
advertising only certain products from the entire range,
as well as (except for "Pyriatyn" trademark) addressing
advertising to all potential consumers without highlighting
individual segments.

The analysis of the level of memorization of advertising
by respondents has shown that 31 people out of 112 do
not remember (or have not seen) advertising of any of the
analyzed brands (Fig. 3). The advertising of products of
the trdemark "Zveni Hora" was remembered the most.

Only 38 people, out of the total sample of respondents,
remember the advertising of dairy products of all these
brands. The results of a single choice of the most
successful product advertising by these consumers has
shown that 47.4% (18 people) believe that it is the adver-
tising of "Zveni Hora" trademark (Fig. 4). Advertising of
Voloshkove Pole trademark products gained the least
number of supporters — 5.3%.

At the same time, respondents, who liked the
advertising of Zveni Hora trademark products, almost
proportionally belong to different age categories. Among
connoisseurs of advertising of products of "Pyriatyn”
trademark, all people are of young age. It is worth noting,
that despite the high memorability of advertising of this
brand, a significant number of respondents have not given
their preference, which may indicate poor positioning. 3
young people (19—34 years old) and 7 middle-aged people
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(42— 46 years old) have positively assessed the
advertising of Cheese Club trademark products.
Respondents have been evenly distributed between the
young and middle-aged people segments, who have
positively assessed the advertising of KANIV 1971 pro-
ducts, while the age of fans of Voloshkove Pole advertising
is between 39—52 years old.

CONCLUSION

Dairy enterprises of Cherkasy region actively use
advertising to promote their products on the market. The
regularity of distribution and choice of channels for the
distribution of advertising appeals is determined by the scale
of individual producers and the location of markets for their
products, financial capabilities, membership in corporate
associations, purpose and, accordingly, sales channels.

The full range of marketing communications and
channels of distribution of advertising appeals is used by
only four powerful enterprises of the region, products of
which are presented at the national or regional markets
and most of the range of which is intended for final
consumption. Common to them are branded advertising
campaigns for individual product lines, the lack of
segmentation of the target audience and clear competitive
positioning.

The research of the impact of advertising on the choice
of consumers of dairy products in Uman, Cherkasy region
has shown that 38.4% of respondents have no influence
and only for 26% of respondents advertising is the main
factor in making a purchase decision.

The analysis of the level of memorization of advertising
of products of powerful dairy enterprises of Cherkasy
region revealed that 27.7% of respondents could not
remember the advertising of any of these producers, 34%
remembered the advertising of all, and the distribution of
the number of respondents, who mentioned advertising
of each brand enterprises are proportional to their
presence in the information space. The research of the level
of perception of advertising has shown that only for the
products of one brand, the percentage of consumers-
respondents, who remembered advertising and positively
perceived it almost coincides. Significant differences, that
are observed in the levels of memorization and perceptions
of advertising of products of other brands of dairy
enterprises in Cherkasy region, indicate the need to revise
their advertising concepts.
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