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Introduction. Market relationships development has dramatically changed economic conditions of
enterprises functioning. These conditions are characterized by external environment increased instability and
uncertainty, strengthening competition at internal and external markets. Due to these an issue of their
viability provision and search of sources for economic stability and further development maintenance is of
particular importance for domestic enterprises. Analysis of householding conditions indicates that an
important direction in food industry enterprises adaptation to the changing market environment is formation
and implementation of rational commodity innovation policy.

Resent researches and publications review. At present, development and implementation of
reasonable innovation policy is an integral part of the marketing plans implementation. Therefore, study of
the elements, bases and approaches to this policy is an important objective of modern scholars. Here should
be particularly noted scientific works by such famous foreign authors as H. Van Heerde and T. Robertson [4;
9]. Separate aspects of marketing innovative policy formation are revealed in the works by domestic authors,
namely: Yu. Dainovskyi, N. Honcharova [2; 3]. Experts-practitioners note that deep scientific researches are
necessary to investigate issues concerning enterprise innovative policy organizing, and first of all, its
creation in terms of European integration [8].

Altogether the study of literary sources as well as practical experience of meat processing industry
domestic enterprises functioning [1] indicates that marketing problems and especially innovations marketing
are not sufficiently explored. It particularly refers to estimation of new products launching the market,
guaranteeing their commercial success, which requires developing modern principles, methods and tools of
marketing management.

The article aims specifying. The objective of the work given is apprehension and investigation of the
enterprise innovations marketing and practical implementation of theoretical knowledge aimed at its
successful functioning at the meat food market.

Main research material presentation. Domestic market of meat processing products, which includes
sausages, ready-made meat products and canned meats, as well as semi finished meat products, in monetary
terms makes an essential part in the food products manufacturing. When compare dynamics of
manufacturing meat products and food products in general, we can conclude on the prospects of meat and
meat processing market development of [10].

Domestic meat processing industry is characterized by high development potential and requires
innovative changes. In order to increase the level of meat processing enterprises profitability, a single system
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for production, processing and ready-made products realization ought to be created. Meat supply steady
development may be achieved by relevant innovative policy at all the enterprises — technological process

members (from agricultural stock production to ultimate production realization), which will make positive
impact on solving the principal problems, stabilization and success of the whole meat and meat processing
complex.

In this relation, at “Hlobyno Meat Processing Factory” LLC the following are carried out:

— mastering of new products being produced;

— new equipment, refrigerators and materials implementation into production;

— using new technologies and methods of products manufacturing;

— improving and applying new progressive methods, tools and rules for manufacturing organization
and management [7].

Issues of equipment improvement and manufacturing organizations are closely connected to market
needs; it means that products ought to be produces are defined. These issues are solved by engineers,
marketing specialists, economists, technologists taking part in product policy realization. Directions for
production technical development, market segment where the given enterprise is going to operate are defined
on the policy basis, and marketing program is developed.

Attractive ideas turn into product concepts which are studied. It is necessary to clearly differentiate
between the idea, concept and product image. Product image is a general apprehension of a product that a
company can offer to market. Product concept is a concretized variant of idea, defined in a form that is
significant for a consumer. Product image is a perception created by a consumer of a really existing or
potential product.

Any idea may be turned into a few product concepts. Firstly, who will use the product? Secondly,
what are the principal advantages the product will have? Taste, nutritional value, energy boost? Thirdly,
when consumers are supposed to use the product? For breakfast, at lunchtime, after lunch, at dinner?
Answering these questions the company may create a few product concepts.

One of the products perspective ideas that may get its market share is meat product stuffed with
mushrooms. Taking into account that it is difficult to carry out a product positioning with a minimum risk at
a very competitive food market, we suggest two possible concepts of this product presentation: ham stuffed
with field mushrooms, flavored with "porcini mushrooms" additive for positioning in the ham segment, and
one stuffed with real porcini mushrooms for positioning in the "specialty product" segment.

In order to create market strategy it is necessary to know position of the product under development at
the market defining its competitive status referring other producers. To solve the given problem we suggest
using the method of marketing objects complex estimation. According to the method, the following should
be done: define the set of single-type objects that need complex estimation, choose local characteristics
common for all the objects with the help of which it is possible to precisely estimate the objects avoiding
direct or indirect duplicating the characteristics and define their numerical value.

We suggest investigating the two possible variants of “Ham with porcini mushrooms” competitive
position as ordinary ham at 127 UAH per kilogram market price, and as a specialty product at 222 UAH per
kilogram.

Initial data for estimation the enterprise position comparatively to the competitors are given in the
Table 1.
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Table 1
“Ham with porcini mushrooms” competitive estimation comparatively to analogue products:
Indices
Meat food producers Average price | Gustatory Dealership network through
per kg qualities, which the given product
points group is realized, number
LLC “Kremenchyk meat” 98-0 4 32
“Favoryt plus” Meat processing factory 109-0 3 45
LLC “’Saltivka Meat Processing 122-0 4 27
Factory’
LTD “Meat Processing Factory 123-0 3,5 30
“Yatran”
“Nikopol foodstuff company” 105-0 3 22
“APC- Invest” LLC 111-0 4 16
LLC “Hlobyno Meat Processing 127-0 3,5 16
Factory”
| Xij |
1 2 3
1 98 4 32
2 109 3 45
3 122 4 27
4 123 3,5 30
5 105 3 22
6 111 4 16
7 127 3,5 16

In the given matrix the characteristics numeric values have various units of measurement, therefore
mathematical actions with them are impossible. We suggest transforming the initial matrix elements by one
of the following methods:

— if the best characteristic value is a minimal one, the following formula is used:

XI _ X U (min)
Xy 5 (1)

where Xj;is a characteristics natural value;
Xixminy s @ minimal characteristics natural value.
— if the best characteristic value is a maximum one, the following formula is used:

X
Xy=5——, &

1J(max)

where Xiymax 1S @ minimal characteristics natural value.
According to results of calculations we obtain the matrix of adjusted values.

|Xij| |Xij|:>|Pij|
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1 2 3
11 1 0,71
2] 0,90 0,75 1
3/0,80 1 0,60
410,80 0,38 0,67
5/0,93 0,75 0,49
6 0,88 1 0,36
710,77 0,88 0,36
1 2 3
1 (0,16 0,16 0,17
2 10,15 0,12 0,24
30,13 0,16 0,14
410,13 0,14 0,16
510,15 0,12 0,12
6 | 0,14 0,16 0,09
7 10,13 0,14 0,09
Yni=1 | 6,08 6,26 4,19

Objective characteristics value: di=1-E;;

di=d)\2j-1"d;;
E=-1\InN2"=i(P;*InP;);

1 2 3
E; 0,99 0,996 0,976
4
d; 0,00 0,004 0,024
6
d 0,18 0,12 0,7
Subjective value can be defined by using the paired comparison matrix:
1 2 3 2" q - d - k ki -
=1
1 2 3 5 1042 0,18 0,13 0,36
2 2 3 5 1042 0,12 0,09 0,25
3 1 1 2 10,17 0,7 0,14 0,39

Complex integral estimation:

Q== \ =1 21
kj=d;*q;\dj*qj;

kj =kj\2kj 5
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Q1=0,36+0,25+0,71*0,39=0,89;
Q2=0,9*0,36+0,75*0,25+0,39=0,90;
Q5=0,8*0,36+0,25+0,6*0,39=0,77,
Q4=0,8%0,36+0,88*0,25+0,67*0,39;
Q5=0,93*0,36+0,75*0,25+0,49*0,39=0,71;
Q6=0,88%0,36+0,25+0,36*0,39=0,71;
Q7=0,77*0,36+0,88*0,25+0,36*0,39=0,64.

According to the analysis and calculations, “Ham with porcini mushrooms™ has average competitive
positions; if to position this product in the ham segment the consumers may consider it to be too expensive.
We suggest analyzing the product supply in the meat specialty products segment (Table 2.)
Table 2.
“Ham with porcini mushrooms” new product competitive estimation comparatively to “meat
specialties” product group of other producers:

Indices
Av Gust Dealership
Meat food producers erage atory network through which
price per | qualities, | the given product group
kg poin is realized, number
ts
LLC “Hlobyno Meat Processing Factory” | 222,0 4 38
“Favoryt plus” Meat processing factory 234,0 3,5 47
LLC “Kremenchyk meat” 256,0 4 30
LLC “’Saltivka Meat Processing Factory’ | 254,0 4 54
LTD “Meat Processing Factory “Yatran” 216,0 3 23
“Nikopol foodstuff company” 278,0 4,5 19
“APC- Invest” LLC 181,0 3 26
| Xjj |
1 2 3

1 222 4 38

2 234 3,5 47

3 256 4 30

4 254 4 54

5 216 3 23

6 278 4,5 19

7 181 3 26

|Xij| |Xij |:>|Pij|
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1 2 3
1 0,82 0,89 0,7
2 0,77 0,77 0,87
3 0,71 0,89 0,56
4 0,71 0,89 1
5 0,84 0,67 0,43
6 0,65 1 0,35
7 1 0,67 0,48
Y 5,5 5,78 4,39
1 2 3
1 (015 0,15 0,16
2 (0,14 0,13 0,20
310,13 0,15 0,13
4 10,13 0,15 0,23
5 10,15 0,12 0,10
6 0,112 0,17 0,08
7 10,18 0,12 0,11
E; 0,996 0,991 0,973
dj 0,004 0,009 0,027
di - 0,1 0,23 0,68
>d=0,040
1 2 3 [ xmg q - di - ki kj -
2 3 5 0,42 0,10 0,08 0,22
2 3 5 0,42 0,23 0,15 0,41
1 1 2 0,17 0,68 0,14 0,39

Q:1=0,82*0,22+0,83*0,41+0,7*0,38=0,81;
Q.=0,77*0,22+0,77*0,41+0,87*0,39=0,83;
Q5=0,71*0,22+0,89*0,41+0,56*0,39=0,74;

Q4=0,71*0,22+0,89*0,41+0,39=0,91;
Q5=0,8480,22+0,67*0,41+0,43*0,39=0,62;
Q6=0,65*0,22+0,41+0,35*0,39=0,69;
Q7=0,22+0,67*0,41+0,48*0,38=0,68;

As the calculation testifies, “Hlobyno meat processing Factory” LTD can take one of the leading
positions at meat specialty market with Their “Ham with porcini mushrooms” product. Therefore, the
marketing program should be aimed not only at improvement of production and products quality, but at more
effective launching and distribution.

Conclusion. With the basis of the example presented we can make a following conclusion: while
creating a new product it is necessary to analyze a few variants of its positioning at different market
segments. Thus, analysis of meat food products regional market revealed the purposefulness of product
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diversification at “Hlobyno Meat Processing factory” LTD with “Ham with porcini mushrooms” perspective
product which can have its market share. Two possible ways of presenting the product were given: ham

staffed with field mushrooms flavored with "porcini mushrooms" additive for positioning in the ham
segment, and one stuffed with real porcini mushrooms for positioning in the "specialty product" segment.
Complex integral estimation of the two product variants competitiveness indicated advantages of ham with
porcini mushrooms positioning in the meat specialty segment.
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Ky3usk Bornan SlpocaaBoBuy, JOKTOp  CKOHOMIYHHMX  Hayk, mpodecop.
JoopsaHcbka BikTopin BikTopiBHa, KaHIUJIaT €KOHOMIYHUX HayK, JIOIEHT.
Turapenko Jloo6or MuxaiiniBHa, KaHIUIAT EKOHOMIYHMX HayK, JOICHT. [lonTaBChKUi HalliOHAJIBHUN
TexHIYHUH yHiBepcuteT iMeHi FOpis Konnpatioka. MapkeTHHIoBa TOBapHa iHHOBaIiiiHA MOJiTHKA HA
PHHKY M’SICONPOAYKTIB. Bu3HaueHo HampsiM ajanTaiii mianpueMcTB M’ siconepepoOHOi MPOMHUCIOBOCTI 10
PUHKOBOT'O cepelioBUIa sK (GopMyBaHHsS 1 peaiizaiis paliOHaJILHOI TOBapHOI iHHOBAIIMHOI MONITHKH.
JocnmiypkeHO MapKeTUHT 1HHOBAIild MiJIPUEMCTBA, TPAKTHYHE 3aCTOCYBaHHS TEOPETHYHHX 3HAHb.
3anponoHOBaHO Ha OCHOBI aHAIII3y PEriOHAJBLHOTO PUHKY M’SICOMPOJYKTIB pO3MMpHUTH acopTuMeHT TOB
«'moOMHCHKUH M’SICOKOMOIHAT» TIEPCIIEKTUBHUM TOBApOM, IO MOXKE 3aiHITH CBOIO YAacTKy PUHKY, —
«lllvHka 3 OlTMMH TprOaMuy». PO3rsHYTO B1 MOKIMBUX KOHIEMIIIT I[LOI'0 TOBApy. 3A1HCHEHO KOMITJICKCHE
IHTErpasbHEe OIIHIOBaHHS KOHKYPEHTOCIPOMOXKHOCTI JIBOX BapiaHTIB TOBapy, IO MOKAa3alio TepeBard ix
MO3UI[IOHYBAaHHS Yy CErMEHTI «M’ICHI JemikaTecw». JlOBEIeHO HEOOXIAHICTh PO3POOJICHHS ¥ aHamizy
JEKITPKOX KOHIIEMIIiH ToBapy Ta HOro MOo3WIIIOHYBaHHS y PI3HUX CErMEHTaX PUHKY.

Knwuoei cnoea: MapkeTHHT IHHOBaIl, M’scoriepepoOHEe MiANPUEMCTBO, TOBapHa IOJITHKA,
KOHIIEIIIIisl TOBapy.
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Kondratyuk University. Marketing Innovative Policy
at Meat Food Market. The direction of meat
processing enterprises adaptation to market environment
as formation and realization of rational commodity
innovation policy is defined. The enterprises innovative
marketing as well as practical application of theoretical
knowledge is investigated. On the basis of regional meat
products market it is suggested to expand the product
range at “Hlobyno Meat processing factory” LTD with
“Ham with porcini mushrooms” perspective products
which can obtain its market share. Two possible
concepts of the product are studied. Complex integral
estimation of two products variants are carried out,
specifying their advantages in “meat specialty products”
segment positioning. The necessity of developing and
analyzing a few product concepts and its positioning at
different market segments was proved.
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processing enterprise, product policy, product concept.
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Kysnsaxk borman  SIpociaBoBu4,  JOKTOp
SKOHOMHYECKUX Hayk, mnpodeccop. JlodpsHckas
Buxtopns BukTopoBHa, KaHAWIAT SKOHOMHUYECKUX
HayK, JoueHT. Turapenko Jlro6oBs MuxaiinoBHa,
KaHIUIAT SKOHOMHUYECKUX HayK, AoueHT. [lonTaBckuii
HAI[MOHAJBHBIN TEXHUYECKUH  YHUBEPCUTET UMEHHU
IOpus Kongpatioka. MapkeTHHroBasi TOBapHasi
HHHOBAIMOHHASA
MSCONPOAYKTOB.

MOJMTHKA Ha pBIHKE
OrmpeneneHo HaIpaBJIeHUE
ajanTali  OPSANPHATHN  MsicomepepadaThIBAIOIICH
MPOMBIIIJIEHHOCTH K PBIHOYHOM  cpele  Kak
(hopMHpOBaHUE U peaTu3alys PalMOHATBHON TOBAPHOM
MHHOBAIIMOHHOW MONMUTUKY. VccnenoBaHO MapKETHHT
WHHOBaIMK npeanpustuil. [lpemioxkeHo Ha OCHOBaHUU
aHamu3a  PETHOHAJIBHOIO  PBHIHKA  MSICOMPOAYKTOB
pacliipuTh  aCCOPTUMEHT 000 «I'moduncKui
MSICOKOMOMHAT» TEPCICKTHBHBIM TOBApOM, KOTOPBIM
MOXXHO 3aHSITh CBOIO HHINY pbIHKA, — «Berumna c
OenpIMU  rpubaMm». PaccMOTpeHBI JBE BO3MOXKHBIX
KOHIIEMIMM  JaHHOrO  ToBapa.  IIpomsBeneHHas
KOMILTIEKCHast HMHTEeTrpajbHas OIIEHKa
KOHKYPEHTOCIIOCOOHOCTH ~JBYX BapHaHTOB TOBapa
MoKasajia TPEeUMYIIECTBO HX TO3UIMOHUPOBAHUE B
CerMeHTe «MSICHBIE Jlokazana
HEOOXOMUMOCTh Pa3pabOTKH M aHaIW3a HECKOJIbKUX
KOHIIEMIMI TOBapa U ero MO3UIMOHNPOBAHKUE B Pa3HBIX

JACITUKATEChD).

CerMEHTax pbIHKa.
Kniouesvle cnoea: MapKeTHHI HHHOBAIMi,
MsicoriepepadaThiBatoliee  NpeNnpusITHe,  TOBapHas

TMMOJIMTUKA, KOHIICIIIUA TOBapa.
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