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MARKETING OF ORGANIC EGGS IN UKRAINE

The subject of research is a set of organizational and economic measures
undertaken by the enterprises for the production of organic food eggs for the
effective promotion of their products on the market of Ukraine and beyond. The
purpose of this article is to analyze and determine the peculiarities of the marketing
complex of enterprises producing food eggs and a separate segment of this market —
organic eggs. Methodology of work — methods of theoretical generalization and
comparison, economic analysis, structural-logical method and method of graphical
interpretation. The results of the work — a system of methods and tools for
increasing the efficiency of utilization and development of the potential of the
enterprises for the production of organic eggs for qualitative promotion of their
products on the market. Conclusions — analysis of the efficiency of utilization of
the potential of organic food egg production enterprises will allow to identify their
unused reserves, as well as to offer methods, tools and directions for solving the
strategic development problems of these enterprises in promoting their own products
on the market.

Keywords: poultry products, poultry enterprises, egg market, marketing mix,
4P, pricing policy, product policy, distribution, sales, demand.
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KpuBenox Mukxoaa AxoBuu,

doxkmop ciabcbKozocnodapcvkux HAyK, npogecop rkagedpu 200isni
im. ITwenuunozo, Hayionanvruil ynisepcumem Oiopecypcis

i npupodorxopucmyeanua Yxpainu

Pynenxo Mapuna MukoJsgaiBHa,
acnipaum rKagedpu mapkemuHzy ma MidHAPOOHOL mopeieni,
HayionaavHuil ynieepcumem 6iopecypcié i npupodokopucmyeanus Ykpainu

MapkeTHHT OpraHiYHMX SI€Ib B YKpaiHi

IIpegmer mociigsKeHHA — CYKYIHICTHh OpraHisalliifiHO-eKOHOMIiUHMX 3aXO0/iB, IO IIPO-
BOAATHCA MiANPUEMCTBAMU 3 BUPOOHUITBA OPTaHIYHMX XaPUOBUX AE€Ib IJIA e(DeKTUBHO-
o IPOCYBaHHSA CBOEI IPOAYKILI Ha pMHKY YKpainm Ta 3a ii mexamu. MeTor0 HamucaH-
HA CTATTI € aHaJIi3 Ta BU3HAUEHHS 0COOJIMBOCTEH KOMILJIEKCY MapKETUHTY IIiAIIPUEMCTB-
BUPOOHUKIB XapyoBUX fAE€Ib Ta OKPEMOIO CETMEHTY IIHOTO PUHKY — OPTaHiUHUX S€Ib.
MerTomoJiorisi IPOBEeeHHSI POOOTH — METOAU TEOPETUUHOTO y3araJbHEHHS Ta IOPiBHAH-
HS, eKOHOMIUHOI'0 aHaJIi3y, CTPYKTYPHO-JOTiuHUII MeTon Ta mMeToj rpadiunoi iHTepmpe-
ranii. PesyapratH po0oTH — 3aIpPOIOHOBAHO CUCTEMY METOAIB Ta iHCTPYMEHTIB g
OifBUIEeHHA e(eKTUBHOCTI BUKODPUCTAHHA i PO3BUTKY MHOTEHIliaJly MHiANIPUEMCTB 3 BU-
POOGHUIITBA OPTaHIYHUX SAEIH IJIS AKICHOTO IIPOCYBaHHSA iX MPOAYKIIil HA PUHKY. BucHo-
BKH — aHaJIi3 e(peKTUBHOCTI BUKOPUCTAHHHA IIOTEHIiaJly MifIPUEMCTB 3 BUPOOHUIITBA
OPraHivHUX XaPUYOBUX S€Ih JO3BOJIUTH BU3HAUUTHU iX HEBUKOPHUCTOBYBAHI pesepBU, a
TaKOXK 3aIllPOIIOHYBAaTH METOLM, IHCTPYMEHTH i HaIpsAMKN BUPillleHHA 3aBJaHb cTpaTe-
riYHOTO PO3BUTKY IIUX IiJIPUEMCTB IIOAO0 IPOCYBAHHSA BJIACHOI MPOAYKIII HA PUHKY.

Knwuosi cnoea: npodykuyisa nmaxieHuymea, nmaxi6énuyi nidnpuemcmea, puHoK
AEUL, OpeaHiuni AUy, Komniekc mapkemuney, 4P, yinosa noaimuka, mosapHa no-
aimuka, po3nodin, 36ym, nonum.

Kpusenox Huxomaait AkoBmeBuu,

00OKMOp CenbCKOX03AUCMBEHHLLX HAYK, npodeccop Kagpedpbl. KOPpMAEHUS
um. ITwenuynozo, HayuonarvHulilt yHUuBepcumem 0Ouopecypcos

U npupodononb3068anHusl YKpauHbsl

Pynenko Mapuna HukomgaeBHa,
acnupanm kageopsv. mapkemuHza u mexi0yHapoOHOi Mmopzoau,
HayuoranvHolil yHusepcumem 6uopecypcos u npupodonoivb3o8anus YKpauHbl

MapkeTHHT OpraHNYecKHX SIUI[ B Y KpauHe

IIpenmer ucCcilemOBaAHMS — COBOKYIHOCTH OPraHM3AI[MOHHO-JKOHOMUUYECKUX MEpPO-
HpHﬂTHﬁ, IIPOBOAUMBIX IIPEAIIPUATUAMM II0 IIPOM3BOJCTBY OPraHMYECKUX ITHUIIEBbIX ANIL
nas1 9 GEeKTUBHOTO IPOABUMKEHUA CBOEN MPOAYKIIMU HA PhIHKE YKpPauHbl U 3a ee IIpe-
nemamu. Ileapr0 HAMMCAHUSA CTATHU ABISIETCSI AaHAIU3 U ONIpeJesieHre O0COOeHHOCTeH
KOMILJIEKCA MapKeTHHIra NPEeINpPUATUN-TIPOU3BOIUTEJIEN IUINEBBIX SUIl U OTAEJTbHOTO
CerMeHTa 39TOro pPhIHKA — OPraHMYeCKUX dAHnIIL. METOI[OJIOI‘I/HI IIpoBeaeHUudA paGOTLI -
METOIbI TEOPETUUYECKOTO O0OOIEHUsI M CPABHEHUS, SKOHOMHUYECKOr'0 aHaamn3a, CTPYK-
TYPHO-JIOTUYECKUH METOA M MeTo[ rpaduuecKoil mHTepIpeTanuu. Pe3yabTaTtel paboThl —
NIPeJJIOKEeH0 CHCTEeMY METOLOB M MHCTPYMEHTOB [JIiA IOBBIMIEHUA 3(PPEKTUBHOCTH MC-
IIOJIb30OBAHUA W PA3BUTHUA IOTEHIWAJIA IPEJUPUATHHA II0 IIPOM3BOACTBY OPTaHUYECKUX
AUILL O Ka4eCTBEHHOI'0 IMIPOABUMKEHUA MX IIPOAYKIIMM Ha DPBIHKE. BLIBOIILI — aHaJIus
3P PEeKTUBHOCTY MCIIOJL30BAHMA IOTEHIIMANA HPEANPUATHI 110 IPOM3BOLCTBY OPraHM-
YEeCKHUX IIHINEBBIX AUI[ IIO3BOJIUT OIIPEOeJINTh MX HEHCIIOJIb3yeMbl€ Pe3€PBBI, a TaKXe
IPpegIOUTh MEeTOAbl, MHCTPYMEHTHI 1 HAIIPpaABJIEHUA PEIIeHUA 3aJad CTpaTerundyecKoro
Pa3BUTUA STUX HPEAIPUATHN IO IPOABUIKEHHUIO CBOEH NPOAYKIMK HA PHIHKE.

Knwuesvie cnosa: npodykyus nmuyesodcmea, nmuyegodieckue npednpusmus,
DbLHOK SUlY, KOMNJEKC MmapkemuHnza, 4P, yenosas noiumuka, mosapHas noiumuKa,
pacnpedenenue, c6bLm, cnpoc.
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Introduction. Egg production is one of the most technological
processes in livestock production, with deterministic production results
and optimized for their maximum achievement of production parameters,
which reduces production costs, increases profitability and volume of
received profits, accelerates the return on investment costs.

It should also be borne in mind that egg consumption is directly
related to the range of products presented on the market, where today
another trend in the world’s fashion trend — demand for organic
products, which has been reflected in the poultry industry, has also
become apparent. It is the production of organic eggs and chicken. It
should be noted that in this segment of the agrarian complex it is a
rather dynamic business today.

Thus, the necessity of studying the marketing complex of poultry
enterprises in terms of its impact on the functioning of the eggs market
determines the relevance of our research.

Analysis of recent researches and publications. The work on the
functioning of the agro-food sector in Ukraine is devoted to the work
of prominent scholars, in particular, M.I. Dolyshnyi, P.T. Sabluka, R.I.
Burjak and others.

Considerable attention was paid to the well-known economists, such
as VG Andriychuk, O. V. Berezin, I. V. Burkovskaya, O. D. Gudzinskii,
M. P. Kaninsky, V. In the issue of developing an effective marketing
complex of the agro-food sector enterprises, M. Kolesnik, V. V.
Labodienko, O. A. Lyubovich, M. Y. Malik, R. P. Mudrak, R. I.
Oleksenko, I. P. Pyatiagina, S. V. Prokhorchuk, Yu. M. Khvesik, VA
Shvedyuk, M. N. Shevchenko and others.

Main propose of the article. The purpose of the study is to analyze
and determine the peculiarities of the marketing mix of egg producers
and a separate segment of this market, organic eggs.

Methods. In our studies, the methods of theoretical generalization
and comparison, economic analysis, structural-logical method and the
method of graphical interpretation were applied.

Results and discussions. Knowledge and understanding of consumer
demand, their requests in the market of certain goods has always been
the key to success in business. Modern digital technology has made the
information accessible to the general public, so today’s consumer today
is much more knowledgeable than ever before. Therefore, specialists
who work in any market should regularly monitor changes in consumers’
tastes.

It should be borne in mind that in Ukraine, livestock products are
not always available to a significant group of people with a low income,
and chicken eggs fill a significant part of the needs of people in protein
products of animal origin. The energy value of 100 grams of egg mass
is an average of 157 kcal, and its consumer price is about 4-5 UAH. —
based on the price of UAH 21. for a dozen eggs (prices of Avangard
holding as of 09/29/2012). The same amount of energy contains 72 g
of boneless beef and 44 g of pork, but the cost of these products is 2
to 3 times higher. Even the energy equivalent of milk (350 g) will cost
the consumer more expensive, not to mention cheese.
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Exports are also an important factor that will affect the egg market
in Ukraine in the near future. Thanks to the fact that in 2017 managed
to sell abroad a record 1.5 billion eggs, their production has increased.

Production of eggs in Ukraine in 2013-2017, million pcs.
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Effective marketing of eggs and egg products is one of the main
means of competition in the market.

Retail food eating eggs in Ukraine is carried out in virtually all
grocery stores, supermarkets and other outlets. However, only the last
company owns its own branded trading network, even among the largest
egg producers, GK Avangard (31% of the egg market) and Ovostar
Union (about 20% of the domestic egg market and 83% of the Private
Label egg market). In total, through the branded sales network of
Ovostar Union, about 5-6% of eggs are produced, and, taking into
account stores using the Ovostar brand and Yasensvit brand, this figure
is 9-10% . Other products are sold through grocery stores, supermarkets
and other retail establishments [12].

Thus, given that eggs are a product of mass consumption, it should
be noted that Ukraine does not have a well-developed system of branded
trade with this product, which would ensure the strengthening of the
market positions of commodity producers and their relationship with
consumers of egg products.

Today, the production of organic products and, in particular, organic
egg products, has become an important sector in livestock production.
It should be noted that the inability to use in feeding chickens, which
receive organic eggs, synthetic preparations of biologically active
substances, leads to a decrease in their productivity, since modern bird
crosses are offset by very high productivity and feed from traditional
feed resources can not provide their need for nutrients for the full
realization of their genetic potential. Therefore, the productivity of
chickens from which organic eggs are eaten at 70-90 eggs per year is
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lower compared to poultry fed by industrial feed, which greatly increases
the cost of organic eggs. However, it should also be borne in mind that
the cost of organic fodder is slightly lower than that of industrial
fodder, since they do not include synthetic feed additives that have a
fairly high cost. It should also be noted that in the structure of the
cost of eggs, the cost of feed is about 90%, so reducing the cost of
feeds somewhat compensates for losses from reducing the productivity
of poultry. It should also be noted that the cost of organic eggs in
retail trade is more than the cost of ordinary egg and that the price
of organic eggs is not influenced by seasonal variations, since in early
summer retail prices for eggs are reduced to almost their cost, so this
direction of production of organic products is very promising. An
important aspect in this segment is the information provision of the
marketing complex, although it should be noted that large producers
of egg products in Ukraine conduct their own marketing research
market and have a significant feedback with actual and potential
consumers. Thus, the information component of marketing in Ukraine
as a whole, concerning the main players of the market, is sufficiently
developed and meets the needs of market players.

Conclusions and further researches directions.

1. The production of organic eggs for today in Ukraine is a very
promising and rather profitable trend in the agrarian sector.

2. For the effective implementation of eggs, producers should have
their own transport equipment, which allows egg products to be
transported in the shortest possible time, and, in addition, — own
specialized stores for storing eggs and egg products.

3. The large egg producers should develop a subsystem of
intermediaries, which is currently very weak, since the share of
wholesale sales of chicken eggs in the total volume of sales is less than
1%, while stock exchanges and other forms of trade are hardly
developed.

4. An important direction in the implementation of food eggs is the
development of their own retail chains, for example, GV “Ovostar
Union” actively develops its own trading network and franchising, thus
realizing up to 10% of all produced egg products.

5. Information provision of egg market producers is mainly related
to market research, and price policy is determined by the fact that,
along with the export that has significantly increased, domestic demand
in the Ukrainian market remains constant.

To improve the marketing complex of domestic poultry enterprises,
the following measures should be used:

1. Provide consumers with information on differences between table,
diet and organic eggs by conducting an appropriate advertising campaign
in the media (television, radio, Internet, etc.), as well as by providing
information on the packaging.
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2. Develop and use different types of egg packing with the presen-
tation of information on the useful properties of eggs and distinctive
brand names that will enhance the brand’s brand awareness.

3. Organize and participate in various activities to stimulate demand
for organic eggs (agricultural fairs and exhibitions, tasting in corporate
networks, branded stores and large supermarkets).
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