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Abstract. Introduction. Only goods of high consumer appeal are more competitive. They can provide sustainable benefits in terms
of an enterprise’s existence and effectiveness of its capacities, which enables the enterprise to achieve its strategic objectives.
Therefore, today the issue related to the choice of an effective congruent marketing product strategy for the enterprise is of top
priority. The purpose of the article is to justify the scientific and methodical approach to the determination of a congruent marketing
product strategy based on consumer preferences of the trademarks.

Results. The article defines the key role of the marketing product strategy in order to provide sustainable business development.
The author of the article has suggested a scientific and methodological approach to define the congruent business marketing
product strategy, taking into consideration the customer preferences and the effectiveness of business subsystems. With regard to
the specified values of the integrated evaluation of the consumer preference satisfaction degree in the market and the integrated
evaluation of the enterprise subsystems effectiveness, the marketing commaodity strategies at the functional level for the companies
engaged in the production of 29 trademarks of the refined sunflower oil in Ukraine have been defined. Conclusions. It has been
established that the determination of the marketing congruent commodity strategy allows the enterprise to define its further steps
in the market taking into account the financial and economic state and assessing the degree of consumers’ satisfaction. Such
features reduce the risk associated with the implementation of unsuccessful business activities in the market.
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HatopiHa A. O.

KaHaupaTt eKOHOMIYHUX HayK, CTaplnin BUKnagad, kadeapa MapkeTuHry Ta MEHEOXKMEHTY,

[oHeubKnI HaUioOHanNbHWIA YHIBEPCUTET EKOHOMIKM i TopriBni iMeHi Muxanna TyraH-BapaHoBcbkoro, Kpusui Pir, Ykpaina
KoHrpyeHTHI MapKeTUHroBi ToBapHi cTpaTerii nianpuemcrea

AHoTauiA. Y cTaTTi BU3HAYEHO KJH0HOBY POIb MapKEeTMHIOBOI TOBapHOi cTpaTeriiy 3abe3neyeHHi 4OBrocTPOKOBOIO NPOrpecuBHOMO
PO3BUTKY MiANpUEMCTBA. 3anponoHOBAHO HAYKOBO-METOAMYHUIA NiaXia A0 BU3HAYEHHA KOHIPYEHTHOI MapKeTUHIOBOI TOBapPHOI
cTparerii NignpuMemMcTBa, Lo BPaxoBye CNOXWUBYI NepeBarn Ha pyHKy Ta eqpeKTUBHICTb nigcuctem nignpuemctaea. O6rpyHTOBaHO
OOUiNbHICTb BNpoBa)KeHHA Niaxoay 3a pesynbTaTaMu pUHKOBOI anpobadii, Wwo nigTBepauna noro AiesicThb.

Knio4yoBi cnoBa: KOHrpyeHTHa MapKeTMHroBa TOBapHa CTpaTterifa; TOpProBesnbHa Mapka; CnoXxusdi nepeary; ePeKTUBHICTb
nigcucTewm; iHTerpanbHa ouiHKa.

HatopuHa A. A.

KaHOMAaT 9KOHOMUYECKMX HayK, CTapLuni npernoaaBaTenb, Kadeapa MapkeTuHra i MEHeOKMEHTa,

[oHeLKMIn HauMOHaNbHbIA YHUBEPCUTET 3KOHOMUKM U TOProev umeHn Muxavna TyraH-bapaHosckoro, Kpuson Por, YkpavHa
KoHrpyaHTHble MapKeTUMHroBble TOBapHble cTpaTermu npeanpuATUa

AHHOTauuA. B ctatbe onpeneneHo KIYEBYO pOSib MApKETUMHIOBOW TOBAapHOW cTpateruy B obecrneyeHnn OONroCpoYHOro
NPOrpeccuBHOrO pasBuTUA nNpeanpuATUA. [peanoXeHo Hay4yHO-MEeTOAMYECKMIA MNoAXO4 K OnNpedeneHutd  KOHIPY3HTHON
MapKeTUHrOBOW TOBAPHOW CTpaTeruv NpeanpuATUA, yYUTbIBAIOLLMIA NOTPebUTenbCKne NPeanoYTeHNA Ha PbiIHKE N3 EKTUBHOCTb
noacuctem npeanpuatua. OBOCHOBaHO LenecoobpasHOCTb BHEAPEHUA Mnoaxoda Mo pesynbTataM MNpoBEAEeHHOW PbIHOYHON
anpobauunn, KoTopaa NoATBEpAUIA ero A4eNCTBEHHOCTb.

KntoueBble croBa: KOHIPYaHTHaA MapKeTMHroBaA TOBapHaA CTpaTernsa; ToproBasa Mapka; noTpebuTensckme npeanovTeHus;
3(phEeKTUBHOCTb NOACUCTEM; UHTErpasnbHaA OLeHKa.

1. Introduction

Marketing product strategy is a key element that helps a
company in achieving commercial success in both short and
long terms with regard to the intensity of rivalry and constant
changes in consumer preferences in the market. Only goods
of high consumer appeal can provide sustainable benefits in
terms of the enterprise’s existence and effectiveness of its ca-
pacities, which enables the enterprise to achieve its strate-
gic objectives. In times of rapid consumer preferences chan-
ges and high potential of customer switching between different
brands the issue related to the choice of an effective congruent
marketing product strategy for the enterprise is of top priority.
If the consumer preferences (loyalty) increase, it has a positive
impact on the company’s competitiveness and consequently
improves its position in the market. The assessment of the en-
terprise’s subsystem efficiency is an equally important factor in-
fluencing the choice of the marketing product strategy. Only a
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properly chosen strategy, which regards the capacities of the
enterprise, can enhance its effectiveness.

2. Brief Literature Review

Theoretical and practical aspects of how to arrange and im-
plement the enterprise marketing product strategy have been
studied by prominent domestic and foreign scholars, for exam-
ple: Ph. Kotler (2011); M. Kramer (2006); J-J. Lambin (2012);
D. Lehmann (2010); M. Lomzyna (2013); M. Porter (2006),
I. Schuiling (2012); O. C. Ferrell and M. Hartline (2014); N. Hur-
zhiy (2012); R. Fedorovych (2013); V. Pavlova (2011); J. Gabay
(2010); T. Kochan (2003).

Consumer satisfaction and preferences measurement is a
pre-requisite to proper choice of the marketing product strate-
gy. Consumer satisfaction theories, therefore, have been de-
veloped and probated at various markets with regard to the
peculiarities of time. It is important to mention such theories
of consumer satisfaction, explained in details, for instance, by
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A. Yuksel (2008), as: «the Value-Precept Theory; the Attribu-
tion Theory, the Equity Theory; the Comparison Level Theory;
the Expectancy-Disconfirmation Paradigm (EDP); the Evalua-
tion Congruity Theory; the Person-Situation-Fit Model; the Per-
formance Importance Model; the Dissonance Model, and the
Contrast Theory».

J. M. Sirgy (1984) presented the Evaluative Congruity Mo-
del which lies in a core of the Evaluation Congruity Theory
which we consider as a theoretical basis of the proposed re-
search in the part of the consumer satisfaction matching with
the marketing product strategy to be chosen by the enterprise.

Itis also worth mentioning that at the markets with high lia-
bility like the one under analysis in this paper the positions of
Consumer Dissatisfaction Theory presented by R. Anderson
(2007) should be taken into account.

There are the studies devoted to evaluation of the impact
of marketing strategy on customer satisfaction by building up
and testing multifactorial models, for example, by Cheng-Feng
Cheng and Wann-Yih Wu (2011) and K. llieska (2013).

However, we present an approach for customer preferen-
ces measurement which has not been used before and test it
on the edible oil market of Ukraine, namely, sunflower oil con-
sumer market, taking into account 29 sunflower oil trademarks.

3. The purpose of the article is to justify an approach to
the determination of the congruent marketing product strategy
based on consumer preferences of trademarks.

4. Results

Under the conditions of rapid development of the market
economy, the production of goods that meets the customers’
requirements which provides a sustainable competitive advan-
tage by responding to changes and forming key success fac-
tors in the industry, as well as the extension of the market niche
by changing the marketing product strategy which improves the
enterprise’s financial and economic conditions, is seen to be
one of the key objectives for the enterprise. It should be men-
tioned that satisfaction of consumer preferences is an impor-
tant aspect of the process of choosing the marketing product
strategy in the company. Due to the continuous monitoring of
the needs of the target audience, the company is able to in-
crease the volume of its production, to maximise profits and to
enter new markets.

The author suggests a two-factor matrix based on the
possibility to carry out a selection of the congruent marketing
product strategy. The dimension of the matrix is 2 x 3 with six
quadrants, where there are three strategic areas and each is
responsible for a certain type of marketing product strategy.
The X-axis represents the level of consumer preference sa-
tisfaction in the market, and the Y-axis shows the effective-
ness of the enterprise subsystems (Figure 1).

The implementation of the particular congruent marketing
product strategy (S,) is based on the relation between the in-
tegrated evaluation of the consumer preference satisfaction

degree in the market (I) and the integrated evaluation of the
enterprise subsystem effectiveness (I). The justification of the
strategy can be determined as dependent variables S,,= (I¢, Ir).

To determine the consumer preference satisfaction in the
market, it is essential to point out indicators (by expert assess-
ments) that can be used to establish the causes of low con-
sumer satisfaction with a particular trademark or set the level
of changes in consumer requirements to the product. The inte-
grated evaluation of the consumer preference satisfaction de-
gree in the market comes as a sum obtained from multiplying
the weight of each indicator by the scores. According to the ex-
pert method of the degree evaluation of the consumer prefe-
rences, satisfaction in the market is defined as the weight of
indicators. The results of the conducted survey served as the
original source for the evaluation of the consumer preference
satisfaction degree in the market. To reflect the consumer pre-
ference satisfaction in the market, we have created a scale of
evaluation (Table 1).

The evaluation scale of the integrated evaluation of the con-
sumer preference satisfaction degree in the market includes
the results of a marketing research. According to the conducted
research, goods have a high degree of attractiveness to con-
sumers if the customer preferences are satisfied to an extent of
85%-100% and if there is a lack of similar goods on the mar-
ket or their availability or choice on the market is limited, thus
consumers prefer goods which satisfied their preferences up
to 70%. The research shows that consumer preferences in the
market are satisfied by the producer to an extent of 70%-85%
on average.

The integrated evaluation of enterprise subsystem effec-
tiveness is the next step in order to develop the marketing pro-
duct strategy matrix. Despite the fact that the effectiveness of
each subsystem displays financial and economic results of the
enterprise and the fact that the corresponding indicators pro-
vide information about the capacity and readiness of the en-
terprise to implement the strategy, we have prepared a list of
indicators that have a direct or indirect impact influence on the
choice of the enterprise marketing product strategy. The expert
evaluations method was used to select indicators. The key indi-
cators that reflect the capacity and readiness of enterprises to
implement the marketing product strategy include: capital pro-
ductivity, net profit, return on assets, labour productivity, gross
income, return on assets (capital). Also, we have developed a
synthetic metrics in order to carry out a comprehensive assess-
ment of the key indicators. Integral evaluation of enterprise sub-
systems effectiveness is calculated as a sum of products of the
enterprise indicators score and its proportion, which is deter-
mined by expert estimates (Table 2).

According to Table 2, when the high efficiency of enterpri-
ses is 60%-100% of the optimal values of the analysed indi-
cators, the current enterprise management policy becomes
effective and efficient. If the integral evaluation of enterprise

Fig. 1: Matrix of determination of the congruent marketing product strategy
Source: Compiled by the author
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subsystem effectiveness ranges from 0 to 3, it indicates the low
efficiency of the subsystems accompanied by fragile economic
and financial conditions at the enterprise, as evidenced by only
60% of the optimal values of the indicators. The testing of the
suggested approach to the choice of the congruent marketing
product strategy is shown with regard to manufacturing com-
panies which represent different trademarks producing refined
sunflower oil.

According to the report by the Centre for the Promotion of Im-
ports from developing countries (CBI, The Netherlands, 2016),
«Jotal imports of sunflower oil in Europe reached 2.9 million
tonnes (EUR 2.8 billion) in 2015. Ukraine is the largest develo-
ping country supplier of sunflower oil to Europe (24% share in
volume), amounting to 684 thousand tonnes (EUR 523 million).»

Tab. 1: Evaluation scale of consumer preference satisfaction degree

Source: Compiled by the author

Tab. 2: Evaluation scale of enterprise subsystem effectiveness degree

Source: Compiled by the author
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It is worth mentioning the researches devoted to marketing
strategies of the edible oil companies, namely, by M. Amiri (2016)
for Pune city of India; Ya. Topcu, B. Turhan and A. S. Uzundumlu
(2010) for Turkey and Erzurum province; M. Parras (2013) for dif-
ferent regional and global markets.

Figure 2 shows the evaluation of 29 trademarks of refined
sunflower oil under the analysis in 2015-2016 by each of the
parameters of our proposed model.

The conducted research showed that Oleyna, Stozhar and
Chumak Zolota were recognised the best trademarks in the
Ukrainian market of refined sunflower oil made by JSC «Dnipro-
petrovsk Oil Extraction Plant» and LLC «Prykolotnianskyi Oil
Extraction Plant». Comparatively low scores were shown by Do-
bra Vyhoda which is manufactured by LLC «Irading House «Am-
stor». Based on the calculations, it
has been established that the va-
lue for the integrated evaluation of
the enterprise subsystem effec-
tiveness ranges from 1.15 to 4.85.
LLC «Prykolotnianskyi Oil Extrac-
tion Plant» has the highest score
among the producers of refined
sunflower oil, whereas LLC «Stri-
letskyi Step Oil Extraction Plant»
has the lowest.

According to the abovemen-
tioned values of the integrated
evaluation of the consumer pre-
ference satisfaction degree in the
market and the integrated eva-
luation of the enterprise subsys-
tems effectiveness, we have de-
fined marketing commodity stra-
tegies at the functional level for
the companies engaged in the
production of refined sunflower
oil in Ukraine (Figure 3).

According to Figure 3, trade-
marks such as Dobra Vyhoda and
Dar Sontsia. are located in strate-
gic zone 1, which corresponds to
the eliminating marketing product

Fig. 2: Evaluation of the degree of consumer preference satisfaction by selected refined sunflower oil trademarks
Source: Compiled by the author
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Fig. 3: Matrix of determination of the congruent marketing product strategy of Ukrainian refined sunflower
oil trademarks
Source: Compiled by the author

strategy. Such a position of the trademarks is caused by a low
level of satisfaction of consumer preferences in the market and
a low degree of the enterprise subsystem efficiency. Strategic
zone 2, which corresponds to the variation (modification) of
the marketing product strategy, includes sixteen refined sun-
flower oil trademarks, among which are Dykanskyi Khutorok,
Dykanka, Dobryi Kukhar, Maiola, Rodynna, Soniashna, Kum,
Shchedryi Vrozhai, Anri, Krai, Lyubonka, ARO, Oriia, Olis, Slaviia
and Slavoliya. The abovementioned trademarks are in the se-
cond strategic zone, because they have average degree of
both consumer preference satisfaction and the enterprise sub-
system effectiveness and obtain either high or regular approxi-
mation to it. Strategic zone 3 contains eleven trademarks of re-
fined sunflower oil, among which are Maslynka, GARNA, Zolota
Kraplynka, Oleina, Rozumnytsia, KAMA, Korolivskyi Smak,

References

Shchedryi Dar, Stozhar, Chumak Zolota, Olkom. The above-
mentioned trademarks are in strategic zone 3 due to a high de-
gree of consumer preference satisfaction and a high degree of
the enterprise subsystem effectiveness.

5. Conclusions

It has been established that the determination of the mar-
keting congruent commodity strategy allows the enterprise to
define its further steps in the market taking into account the fi-
nancial and economic state and assessing the degree of con-
sumers’ satisfaction. Such features reduce the risk associated
with the implementation of unsuccessful business activities in
the market. The implementation of the suggested approach to
the choice of an effective congruent marketing product strate-
gy by manufacturers of refined sunflower oil allows us to consi-
der its feasibility for the systematic use at different enterprises.

1. Amiri, M. (2016). A study of marketing strategy adopted by edible oil wholesalers in Pune city. Indian Journal of Fundamental and Applied Life Sciences,
6(S2), 646-650. Retrieved from http://www.cibtech.org/sp.ed/jls/2016/02/73-JL.S-S2-075-AMIRI-MARKETING-PUNE.pdf

2. Anderson, R. E. (2007). Consumer dissatisfaction: The effect of disconfirmed expectancy on perceived product performance. Journal of Marketing
Research, 40(1), 38-44. Retrieved from https://archive.ama.org/archive/ResourcelLibrary/JournalofMarketingResearch(JMR)/documents/5005279.pdf

3. CBI (2016). CBI Product Factsheet: Sunflower oil in Europe. Retrieved from hitps://www.cbi.eu/sites/default/files/market_information/researches/2016_

vegetable_oils_factsheet_sunflower_oil_europe_final.pdf

4. Cheng-Feng Cheng, & Wann-Yih Wu (2011, December). Evaluating the impact of marketing strategy on customer satisfaction through game theory:
A mathematical model and empirical research. African Journal of Business Management, 33(5), 12691-12701. doi: https://doi.org/10.5897/AJBM10.730

5. Fedorovych, R. V. (2013). Marketing strategies to generate demand for goods and services in the markets of Ukraine. Ternopil: TNTU (in Ukr.).

6. Ferrell O. C., & Hartline M. (2014). Marketing Strategy, Text and Cases. (6™ ed.). USA: Cengage Learning.

Gabay, J. J. (2010, February 26). Make a Difference with Your Marketing (Teach Yourself). Hodder & Stoughton.

7. Hurzhiy, N. M. (2012). Strategic marketing management: paradigm, tools, performance: monograph. Donetsk: DonNUET (in Ukr.).

8. llieska, K. (2013). Customer Satisfaction Index - as a Base for Strategic Marketing Management. TEM Journal, 4(2), 327-331. Retrieved from http://www.temjournal.com/
documents/vol2no4/Customer%20Satisfaction%20Index%20%E2%80%93%20as %20a%20Base%20for%20Strategic%20Marketing%20Management.pdf

9. Kochan, T. (2003). Management: inventing and delivering its future. Cambridge: The MIT Press.

10. Kotler, P. (2011). Reinventing Marketing to Manage the Environmental Imperative. Journal of Marketing, 75(4), 132-135. doi: https://doi.org/10.1509/jmkg.75.4.132
11. Kramer M. R, & Porter M. E. (2006). Strategy & Society: The link between Competitive Advantages and Corporate Social Responsibility. Harvard Business
Review, 84 (12). Retrieved from https://hbr.org/2006/12/strategy-and-society-the-link-between-competitive-advantage-and-corporate-social-responsibility

12. Lambin, J-J., & Schuiling, I. (2012). Market-Driven Management: Strategic and Operational Marketing. 3 Edition Palgrave Macmillan.

13. Lehmann, D. R. (2010). Analysis for marketing planning. 4°¢ Boston: Irwin: McGraw-Hill.

14. Lomzina, M. L., Shardinova, T. V., & Nastasin, V. E. (2013). The marketing strategy of modern commercial enterprise. Ekonomicheskiy vestnik YuFO

(Economic Herald of the Southern Federal District), 2, 46-56 (in Russ.).

15. M. Parras (2013). New global and local marketing strategies: Creation of added value through differentiation and high quality products. In N. Arcas et al. (Eds.).
Present and future of the Mediterranean olive sector (pp. 87-95). Retrieved from hitp://om.ciheam.org/om/pdf/a106/00006808.pdf

16. Pavlova, V. A. (2011). The competitiveness of the enterprise: management, evaluation strategy. Donetsk: DUEP (in Ukr.).

17. Sirgy, J. M. (1984). A social cognition model of CS/D: an experiment. Psychology, and Marketing, 1, 27-44.

18. Topcu Ya., Turhan, B., & Uzundumlu, A. S. (2010, January). Analysis of factors affecting Turkish sunflower oil consumer behavior: The case of Erzurum

province. ltalian Journal of Food Science, 22(2), 239-247.

19. Yuksel, A. (Ed.). (2008). Tourist Satisfaction and Complaining Behavior: Measurement, and Management Issues in the Tourism and Hospitality Industry.

New York: Nova Science Publishers.

Natorina, A. / Economic Annals-XXI (2017), 163(1-2(1)), 75-78

78

Received 15.11.2016


http://www.cibtech.org/sp.ed/jls/2016/02/73-JLS-S2-075-AMIRI-MARKETING-PUNE.pdf
https://archive.ama.org/archive/ResourceLibrary/JournalofMarketingResearch%28JMR%29/documents/5005279.pdf
https://www.cbi.eu/sites/default/files/market_information/researches/2016_vegetable_oils_factsheet_sunflower_oil_europe_final.pdf
https://www.cbi.eu/sites/default/files/market_information/researches/2016_vegetable_oils_factsheet_sunflower_oil_europe_final.pdf
https://doi.org/10.5897/AJBM10.730
http://www.temjournal.com/documents/vol2no4/Customer%2520Satisfaction%2520Index%2520%25E2%2580%2593%2520as%2520a%2520Base%2520for%2520Strategic%2520Marketing%2520Management.pdf%0D
http://www.temjournal.com/documents/vol2no4/Customer%2520Satisfaction%2520Index%2520%25E2%2580%2593%2520as%2520a%2520Base%2520for%2520Strategic%2520Marketing%2520Management.pdf%0D
https://doi.org/10.1509/jmkg.75.4.132%0D
https://hbr.org/2006/12/strategy-and-society-the-link-between-competitive-advantage-and-corporate-social-responsibility
http://om.ciheam.org/om/pdf/a106/00006808.pdf

