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Mix eKOHOMIYHUM CTaHOM CHCTeMH 1 J00poOyTOM CYCHiIbCTBA ICHYE
byHKIIOHATBHANA 3B'130K. CTYIMIHL €KOHOMIYHOTO 3aJI0BOJICHHS TOOpOOYTY CYCHIIBCTBA B
€KOHOMIYHIN HayIll IPUIHATO OI[IHIOBATH iHOeKCcoM to0cbkozo pozeumxy IJIP. Ha migcTasi
(YHKIIIOHAJIBHOTO 3B’ 3Ky IMapaMeTpiB BUPOOHUUYOTO PECYpCHOTO IMOTEHIialy, eHTPOIii 1
1H/IEKCY JIIOJCHKOTO PO3BUTKY PIBHSHHS CTaHy iH(OpMaIiiHO-EHEPreTHYHOI CHUCTEMH B
y3arajgbHeHi (popmi MPUBOIUTHCS 10 BUIY:

®(BPII,, E, IJIP) = 0, (3)

3a  pesynpraTamMu  OOpOOKM  JaHWUX I ATHUPIYHOI  poOOTH  OAHOTO i3
CUTbCHKOTOCIIOAPCHKUX — MIAMPHEMCTB  JIICOCTENOBOI  30HM  YKpaiHM  1moOynoBaHO
CHTPOIIHHO-PECYPCHY JiarpaMy HWOTr0 €KOHOMIYHOTO CTaHy. [HJEKCOM JFOJCHKOTO
PO3BUTKY MPHIHATO XapaKTEPU3yBaTH COIliaJIbHE 33]JOBOJICHHS MTOTPEO HACEICHHS JepKaBH
B Iuiomy. Jlis mignpueMcTBa TMPHUHHATO 1IEHTHYHUN TMapameTp IiHOeKC COYianbHO20
3a6esneuenns npayienuxie nionpuemcmea (IC3), KU OIIHIOETHCS JIMIIE CYOIHIEKCOM
KYIIBEIBHOT CIIPOMOIKHOCTI MpaliBHUKIB 1 CYOIHAEKCOM iX coliiai3alii, sk BiIHOIICHHS
COIIIAJILHUX BUTpPAT MiJMPUEMCTBA JJII OJHOTO TMPAIiBHUKA J0 COIIaJbHUX BUTPAT HA OJHY
oco0y B CIIIA.

EnTtpomiiiHo-pecypcHa Jiarpama €KOHOMIYHOTO CTaHy IIANPHEMCTBA JIO3BOJISIE
HAOYHO BHM3HAYUTH TPEHI PO3BUTKY MIANPUEMCTBA 3 BH3HAUEHHSIM HOr0 KIHIEBUX
NOKa3HUKIB (BUTPATH, 3MiHA BUPOOHHYHMX PECYpCIB 1 IHAEKCC COIaTBbHOrO 3a0e3MeueHHS
MPALiBHUKIB) MO0 CTaHy, IO Bi3yalli3ye MPOIEC PO3BUTKY IMiIMPHEMCTBA 1 CHPOCTOBYE
MpoIieC MPUUHATTS PIIlICHb IPH YIPABIiHHI H1AITPHEMCTBOM.
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THE ISSUES OF MANAGING COMPETITIVENESS
IN THE MARKET OF DAIRY PRODUCTS

In modern conditions marketing is aimed at buildiaffective interaction with
consumers of agricultural products in the unstableditions of the agricultural sector. At

the same time, the formation of long-term partnigsin the food market depends on the

characteristics of consumer behavior [2]. The maictors of competitiveness of food

products include quality, price and packaging. Ehesnds are typical for consumers in the

market of dairy products.

Agro-industrial marketing is a basis of functioniofythe agricultural sphere, because
it helps to define what production to make, whdtwee, at what price, to whom and how to
realize. In this regard, agricultural marketing wlotake into account the needs of
consumers in all parameters of the production ddild direct the producer to long-term

interaction with buyers [1].
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It should be noted that "at the initial stage o thansition to a market economy, the
consumer purchased any imported goods, fascingtdutigpht packaging and a wide range
regardless of its quality” [3]. Now the behaviora@nsumers has changed significantly in
the direction of comparison and analysis of theattaristics of products, the choice of the
highest quality of affordable. In addition, whenylmg dairy products, a significant part of
consumers prefer to purchase "local" goods, as dneyof higher quality, short shelf life,
safety in use, and, in addition, correspond todie¢ of a person living in the area, which
helps to eliminate the imbalance in food and enargy, accordingly, to improve health.

Since the consumption of dairy products is direclated to the health and life of
consumers, they should be safe in the first pl&be.buyer should be confident in the safety
of the products, and this is possible under thelitimm of its mandatory certification [4].

In addition, the factor determining the constanichase is the parameter "high taste”,
depending on the organoleptic quality of produ@igyanoleptic indicators include taste and
smell, color and appearance, shape, consistenttyegbroduct. Evaluation of organoleptic
parameters is subjective, it depends on the clarsiits of the human senses, its tastes,
preferences, age, health status, establisheditragliin nutrition [4]. Nevertheless, in our
opinion, diplomas and medals won at food exhibgidiairs and competitions can give an
objective assessment of quality of production efphoducer of dairy products.

In order to attract the attention of the buyer, go®ds must have a bright, beautiful
and, if possible, original packaging. In additidhe package must contain a bar code,
information about the composition of the productergy value, shelf life [4]. Previously,
for the dairy industry packaging was of secondanpartance. However, competition has
forced enterprises to change traditional approathgmckaging and today the situation is
completely different.

The competitiveness of the packaging provide faer attractive appearance and
colorful design. Most consumers are interestechiarmation about the composition of the
product presented on the label. This informatiocraases the buyer's confidence in the
guality of products. Modern trends of increasingloélf life of dairy products, the desire of
enterprises to expand the market makes the useabf gacking material, which would
increase the shelf life of products, to keep itstdaand was environmentally friendly
packaging material.

When developing and implementing a marketing pnogri& is necessary to take into
account the key success factors in the industryelftake into account that the market of
dairy products has a well-established competitivecture, it is important to actively use
marketing tools in order to form depending on teendnd flexible production program and
communication program to impact on the market af esers and sellers.
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®OPMYBAHHSI MAPKETUHITOBUX CTPATEI'TH PO3BUTKY PUHKY
BIJTHOBJIIOBAHUX JKEPEJI EHEPTII

OcTraHHIM YacoM HETpPaJHUIIiiHI Ta BIHOBIIOBaHI JpKepeiaa €Heprii cTajad OJHHM i3
BOXJIMBUX KPHUTEPIiB eHepreTnyHoi Oesmeku y cBiTi. EdexTuBHE eHeprozdepexeHHs
HEMOXKJIIUBO YSBUTH 0€3 3aCTOCYBaHHS aJbTEPHATUBHHX JDKEpEN €Heprii. 3acTOCYBaHHS
BiJIHOBJIFOBAHOT €HEPrii 3HAYHO IMiJBHINYE OE3MEKy EHEepPrornoCTa4aHHs, IOKpAIlye
COIllaIbHY Ta €KOHOMIYHY CHUTYAIIIIo.

['070BHMM 3aBHAHHSIM 1 BaXKJIMBOI YMOBOIO MOJAJIBIIOIO PO3BUTKY €HEPreTUKH Y
CBITI € BUKOPHUCTaHHA TAaKMX BHUIIB 1 JDKEpeNl eHeprii, ski 0 He MOPYUIMJIM PIBHOBAark y
MPUPOJII 1 3aMIHUIIM BHYEPITHI 3amacy OpraHiyHoro mnanuBa. [{o Takux mpkepen eHeprii
BIIHOCATHCS COHSYHA pajiaiisi, eHepris BITPY, MaJuX PIYOK Ta BOJOCTOKIB, MPHUILIUBIB,
XBHJIb, Ol0MacH, TeoTepMalbHa SHEPTis, a TAKOK PO3CisTHA TEIIOBa €HepTis (TEIuIo MmoBiTps,
BOJM OKEaHiB, MoOpiB Ta Bomoimui). lle BimHoBmoBaHi mkepena eneprii (BJE), ski
ICHYIOTh TTOCTIHHO 200 BUHUKAIOTh MEPIOAUYHO y JOBKULII 1 € aIbTEPHATUBOIO BUKOTTHOMY
nanuBy. HalO11pmuii pO3BUTOK OTpUMAaNIHM TaKl BUJIU K BITPOCHEPTEeTHKA, O10CHEpreTHKa,
COHsYHA eHepreTHka [1].

VYkpaiHa BITHOCUTHCS 10 IMIOPTO3aJI€KHUX BiJl €HEPrOHOCIiB KpaiH, TOMY, PO3BUTOK
BIIHOBJIFOBAHOI €HEPTeTUKU € BAXJIMBUM (aKTOPOM ITABUIIEHHS PIBHA 1i €HEPreTHYHOI
6e3nexn. CKOpPOYEHHSI IMIIOPTY JOPOTHX EHEPrOHOCIiB MPU3BOAWTH A0 3MEHIICHHS
3aJIe)KHOCTI YKpaiHU BiJl IHIIKX JEp>KaB Ta MEHII BiIYYTHOTO BIUIMBY €HEPTETHYHOI KPU3H.
VY 3B'43KY 3 LIUM JIOCIHIIPKEHHSI CTaHY Ta PO3BUTKY PUHKY BiJIHOBJIIOBAHUX JXKEPEN €HEPrii B
VYkpaiHi € 10CUTh aKTyaJIbHUM.
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