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Y cmammi po32/1siHymo mosapHy Mo/limuky r1io-
fpueMcmBa, HoBi iHHOBaYilHI MPoyecu, cyyacHi
mexHosioeii. [JocnioxeHo ¢hopmysaHHsl eghek-
musHoi  iHHOBayItHOI  rosimuKu  rionpuemcms
Xap4osoi MPOMUC/IOBOCMI, Yy M. Y. MOB8'Si3aHOi
3 YNpoBadXeHHsIM MOoBapHUX [HHoBauill, siKi
6y0ymb MOX/IUBUMU 3a YMOB BUKOHAHHSI Mio-
rpueMcmsamu rnesHux oitl. AKUeHmMOoBaHo ysazy
Ha Bak/IUBOCMI CMBOPEHHST HOBUX MOBApIB, SKi
3YMOB/IIO0Mb MPOPUB Ha PUHOK, PO3WUPIOOMEb
tio2o, MpuHoOCAYU MPUBYMOK, MIOCU/IOIHU yBazy
croxusaya i 8UdinsYU io2o ceped KOHKYPEH-
mig. MpoBedeHo XapakmepucmukKy OCHOBHUX
3ax00i8, HeOOXiOHUX 071 MoOepHi3ayii npo-
yecy pobomu nidnpuemcmsa. 30ilUCHEHO aHa-
i3 NOIMUKU KOHKYpEeHmIB, Wo 3abe3nequms
BUSIB/IEHHSI BNIACHUX KOHKYPEHMHUX repesae,
Hedosiikis ma nowyK Halikpawux sapiaHmis
MpUUHAMMS pileHb, Wo Br/usamuMyms Ha
HopMasibHe  (hyHKUIOHYBaHHSI  midnpuemcmsa.
osedeHo, wjo nionpuemcmsa xap4oBsoi rpomuc-
71080CMi, sIKi 30iUCHIOOMb IHHOBaYiUHY Oisi/ib-
HiCMb y 3Ha4HUX Macwmabax, 8o/100ikomb BUCO-
KUM iHmesiekmyasibHUM MOMeHYia/1o0M.
KntouoBi cnosa: mosapHa rosimuka, iHHosayji,
ceaMeHmU PUHKY, iMIOX KoMIaHii, KOHKypeHmo-
CPOMOXHICMb.

B cmambe paccMompeHa mosapHasi nosiu-
muka npednpusmusi, HOBble  UHHOBAYUOH-

Hble MPOYECChl, COBPEMEHHbIE MEXHO/I02UU.
UccnedosaHo chopmuposaHue aghchekmusHoU
UHHOBaYUOHHOU  roaumuku  rpeonpusimudi
nuwesoll MPOMbIW/IEHHOCMU, 8 M. Y. CBfi3aH-
Holl C BHeOpeHUeM moBapHbIX UHHoBayul,
Komopble 6ydym BO3MOXHbIMU MPU  YC/I08UU
BbIMO/HEHUS  MPEONPUAMUSAMU  ONpedesieHHbIX
delicmauli. AKYeHMUPOBaHO BHUMAHUE Ha BaX-
HOCMU CO30aHUsi HOBbIX MOBapos, KOMopble
06yC/108/1UBAIOM MPOPbIB HA PbIHOK, paclu-
PSIOM €20, NPUHOCS MPUBbIb, yCuusas BHU-
MaHue rompebumesisi U 8blOesisis e20 cpedu
KOHKypeHmos. [lposedeHa Xapakmepucmuka
OCHOBHbIX Meponpusimuti, HeobxoO0uMbIX 07151
MOOepHU3ayuu npoyecca pabomsl npeonpu-
amus. Ocywecme/ieH aHaslu3 MosiumuKU KoH-
KypeHmos, komopasi obecrieyum BbisigeHue
COBCMBEHHBIX KOHKYPEHMHbIX MPeuMyLecms,
HedocmamkoB U MOUCK Hausy4Wux 8apuaHmos
MpuUHsIMUSsI peweHuli, komopble 6ydym a/usimb
Ha HopMa/lbHoe (hyHKYUOHUpOBaHUe rpeonpu-
simusi. [lokasaHo, Ymo rpednpusimust rnuwesoll
MPOMbIW/IEHHOCMU, KOMOPbIe OCYWECMB/ISIIom
UHHOBAYUOHHYI0 0EsiMme/IbHOCMb 8 3Ha4YUMe/b-
HbIX Macwmabax, sr1aderom BbICOKUM UHMET-
JieKkmya/ibHbIM MOMeHYUa/IoM.

KnioueBble cnoBa: mosapHasi MouUMUKa,
UHHOBaYUU, Ce2MeHmbl PbiHKa, UMUOX KoMMa-
HUU, KOHKYPEHmMOCoco6HOCMb.

In article commodity enterprise politics, new innovative processes, modern technologies, is considered. The study of the importance of creating new
products that create a gust in the market and expand it, bring profit, increase the attention of the consumer and distinguish among competitors. Taking
into account the attraction of certain innovations, negative results can also be obtained, if we ignore marketing research, incorrectly evaluate consumers'
tastes, take a bad technical decision and not engage in advertising. Of course, if the company invests heavily in research, development, marketing com-
modity policy, advertising, to follow the new trends of well-known brands, then it will be able to expand its range of opportunities, maximize profits and
consumer affinity. The marketing policy of the company plays an important role in the development of the company. Applying the measures necessary to
modernize the process of the enterprise, as well as conducting an analysis of competitors policy, which will ensure the identification of their own competitive
advantages and disadvantages. Formation of effective innovative politics of enterprises of food-processing industry is investigated, in thereby and con-
nected with implementation of commodity innovations which will be enterprises possible under conditions of performance of determined actions. Attention
on importance of creation of new goods is stressed which cause breakout to market, expand him, making profit, strengthening consumer’s attention and
allocating him among competitors. Specification of the main events, needed for update of process of work of the enterprise is conducted. The innovation
policy of the food industry is an important factor influencing the choice of marketing strategy and the changes taking place in the external environment as a
whole, and this policy is aimed at the development and use of state-of-the-art equipment and technology. Analysis of the competitors' politics is carried out
which will provide revealing of her(its) own competitive advantages, deficiencies and search of the best variants of decision which will influence a normal
functioning of the enterprise. It is proven that the enterprises of food-processing industry which implement innovative activity in significant scales, possess
a high mental potential.

Key words: commodity innovative policy, innovations, market segments, company image, competitiveness.

MocTtaHoBKa Npo6nemMu. Y cyyacHomy CBiTi nig-
NPUEMCTBY XapyoBOi MPOMWUC/IOBOCTI [yXe BaXKO
dyHKUiOHYBaTW Ta 3aimartu nigupyrodi nosuuii Ha
PUHKY, OCKiNIbKK NOps[4, i3 HAM € BeMKa KiflbKiCTb KOH-
KYPEHTIB, fIKi 3aCTOCOBYIOTb CBOIO MOJITUKY, Cy4YacHi
TEXHONOrii Ta BNPOBaAXyHTb HOBI MPOAYKTW. Bax-
NIMBO BCTAHOBUTW TOMOBHI Uil KOMNaHii, MapKeTUH-
roBy TOBapHy MONITUKY Ta BUOpATU NpaBu/ibHI CTpa-
Terii, MOCTIAHO cnigkyBaTn 3a iHHOBaUiAMK, W06
[OCATHYTUN BaxkaHoro pesysnesrary Ta 6yTu KOHKYpeH-
TOCNPOMOXHUM.

AHania ocTaHHIX gocnigkeHb i NyGAiKaLii.
JocnifkeHHAamM ToBapHOI MONITUKA NignpuemcTsa
3aimaroTbesa 6araTo Bigommnx Haykosuis: A.H. Poma-
HoB, A.B. Boitvak, B.A. Kapgaw, H.B. TkayeHko,

M.C. 3as’'sino, C.C. lapkaeeHko, O. XonogHwui,
J1.B. bBanabaHoBa, €.B. Kpukascbkuii Ta iH. Liumm
aBTopamu 6yB 3AiICHEHWI aHani3 3Ha4YeHHs ToBap-
HOT MONITMKN, a TaKoX OOrpyHTOBaHa BaX/MBICTb
YNPOBaAKEHHS iHHOBAL,il; 4OCMIOHUKM BBaXanu, L0
ANa Toro, wWo6 nignpuMemMcTBO AocsArasnio HGadkaHuX
pesynbTartiB, HEObXigGHO pyxaTucs B HOry i3 cy4ac-
HUM CBITOM.

MocTaHoOBKa 3aBAaHHA. MeTa cTaTTi — npoaHani-
3yBaTy TOBapHY iHHOBALiHY NONITVKY NiANPUEMCTBA,
BM3HAYUTK OCHOBHI LiNi Ta MeToan A5 OTPUMaHHS
MaKCUMaJIbHOTO MPUOYTKY, a TakoX MiABULLEHHS iMi-
[KY KOMNaHii; BUSHAYUTU BX/IUBICTb YNPOBAIKEHHS
iHHOBAUi# Ta iX NogasibLUNiA BNMB Ha poboTy nignpu-
emcTBa.
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IHOPACTPYKTYPA PUHKY

Buknag ocHOBHOro marepiany gocnigXeHHs.
[nsa 3pificHeHHs ed)eKTUBHOI TOBapPHOI MOMITUKK
NoTpibHO AO0TPMMYBATUCS TaKMX OCHOBHUX YMOB:
4iTKO OKpecnBaTu Liib BUPOOHMLUTBA, OpIiEHTYyBa-
TUCS Ha MNEpPCNeKTMBHI BapiaHTXM NPOAYKLUil, AOCKO-
Ha/I0 BMBYMTM PUHOK, MOr0 OPIEHTALD Ta BMMOTH,
TaKOX OyXXe BaXK/IMBO BUKOPVCTOBYBATW BCi MOX/IMBI
pecypcu. HeobxigHO po3pobuT OKpemy CTPYKTYpY
Ta BCTAHOBUTW OCHOBHI Ui NONITUKKA. BUeHi BBaxa-
I0Tb, LLIO TOBApHa NoAiTUKa OXOMNJIOE Taki CTPYKTYPHI
HanpsMu: (QOPMyBaHHSI acOpPTMMEHTY, BMOIp onTu-
MasIbHOrO CermeHTy A/ ToBapy, NigTpMMKa KOH-
KYPEHTO34aTHOCTI, PO3p06/EeHHS cTparteriin Mmapky-
BaHHSA Ta YNakoBKW NPOAYKLi.

ToBapHy NONITUKY KOMMaHii NoAinsaTb Ha po3po-
6/1eHHS TOBapy, 06CNyroByBaHHS TOBapy Ta enimiHy-
BaHHA. [19 TOro wo6 6yTn KOHKYPEHTOCNPOMOXHUM,
NigNPMEMCTBO NOBMHHO 3aBXAW MTW B HOTY i3 cy4ac-
HWM CBITOM, TOGTO BUKOPUCTOBYBATMW iHHOBALLT, 3ay-
yaTu HOBI TEXHOJOTii i BUrOTOBNATA HOBWIA MPOAYKT,
AKAA NOBUHEH OYyTW KpaliMM, aHX Yy KOHKYPEHTIB,
W06 3alimaTtu NpoBigHe MicLe Ha pUHKY [2].

Came HOBI TOBapu CTBOPHHOTbL NMPOPUB Ha PUHKY
Ta poO3WMpPATL MOro, NPMHOCATL NPUBYTOK, nigcu-
NIOK0Tb YBary cnoxusada Ta BUAINAI0Tb cepen, KOHKY-
peHTiB. BaxknnBo BMOKpemM/oBaTy npobnemun ToBap-
HOT MOMITUKA B MeXax IHTErpOBaHOIO MAapPKETUHTY,
cTpaTteriyHoro Ta onepadiinHoro [1]. IHHOBauiiHa
OisNbHICTL 3ab6e3neyye He ue KOHKYpPEeHTOCnpo-
MOXHICTb NIANPUEMCTBA, a i HOBI MOX/IMBOCTI, SKi
NpU3BOAATbL 40 CKOPOYEHHS Yacy Ha BUPOOHMLTBO,
PO3LUMPEHHS aCOPTUMEHTY, CTBOPEHHS YHIKa/IbHUX
NPOAYKTIB, AKi 3a CBOIM CKNagoMm Ta (oyHKLioHasb-
HUM NPU3HaAYEHHAM OyAyTb CYTTEBO BiAPI3HATUCSA Bif,
TOBapy KOHKypPeHTiB. OfHaK, ypaxoByUn 3a/1y4eHHs
TUX YN iHWINX HOBOBBEAEHb, MOXHA OTPUMATHU i1 Hera-
TUBHI pe3ynbTaTy, AKWO HEXTYBATU MapKeTUHIOBUMM
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‘Nestle:

JOCNiMpKEeHHAMN, HenpaBW/IbHO OLIHUTU CMaku cno-
XXMBaUiB, NPUNHATYN HEBAA/TE TEXHIYHE PiLLEHHS Ta He
3aslyyaTi peknamy. 3BMyanHo, SKWo KoMnaHis Bkna-
JaTyMe Benuki KOWTW B AOCAIMKEHHS, pPo3pobkw,
MapKETUHIOBY TOBApHY MOMITUKY, peknamy, Chigky-
BaT! 3a HOBUMW TEHAEHLiSMM BiZOMUX GpeHAiB, TO
BOHa 3MOX€ PO3LUMPUTK CNEKTP CBOTX MOX/IMBOCTEIA,
oTpUMaT MakcUMasibHUIA NPUBYTOK Ta MPUXUILHICTb
CroXuBadis.

Y cy4yacHiil eKOHOMIYHIn Teopii BUAINAKTL N'ATb
OCHOBHMX TUMIB iHHOBaujli [5]: TOBapHy iHHOBALLtO
(BUPOBGHMLTBO HOBOIO BMAY NPOAYKLI); TEXHOMOMYHY
iHHOBaUjl0 (pO3p06neHHA HOBOTO MeTohy BUPOO-
HUUTBA); PWHKOBY iHHOBALiO (CTBOPEHHA HOBOrO
PUHKY TOBapiB YW NOCAYr); MapPKETUHIOBY iHHOBa-
Ljto (OCBOEHHA HOBOrO [Kepesa MocTaBKM CUpo-
BWHM | HaniBpabpukartiB); ynpaBiHCbKY iHHOBaLitO
(peopraHiszauis CTpPyKTypu ynpasniHHA). 3po3ymino,
Wo nignpueMcTBO, fAKe nparHe 6yTu ycniwHWUM Ha
PUHKY, Gyae 3acTOCOBYBAaTK KOMIM/IEKCHWIA Nigxia Ao
iHHOBAaUiiHOT  AisiNbHOCTI. Po3yMitoun HeoO6XigHICTb
YiTKO | LWIBNAKO pearyBaT Ha AWHaMIYHi 3MiHW yMOB
HaBKOMMLUHLOIO cepefoBULLa, NigNPUEMCTBA Xapyo-
BOT MPOMWC/IOBOCTi CNPSIMOBYHOTb 3HAYHI 3yCUANSA Ha
iHHOBAUHWNIA PO3BUTOK.

IHHOBaUiiHa noniTMKa nigNPMEMCTBA XapyoBOi
NPOMWUCIOBOCTI € TO/IOBHUM YMHHUKOM, SIKWIA BNAW-
BaE Ha BMOIp MapKETMHroBOI cTpaTerii Ta Ha 3MiHu
30BHILLUHLOrO CepefoBULLIAa Y LiIOMY, AISNbHICTb LiET
nosliTUKN CNpsiMOBaHa Ha PO3PO6/IEHHS | BMKOPMC-
TaHHSA HOBITHBLOI TEXHIKKW, Cy4yacHOro 06nafHaHHA Ta
TeXHoNorii. XapyoBa MPOMUCNOBICTb OPIEHTYETHLCS
Ha PUWHKOBI BIAHOCWMHWM i NOTpebye MeTodiB nnaHy-
BaHHA Ta aHani3y 3 BUKOPUCTAHHAM MapKETUHIOBUX
cTpareriii [4].

AKLO rOBOPUTU MPO TOBapHY iHHOBALiiHY Moni-
TUVKY, TO Lie NOMITHKa NiANPUEMCTBA, AKa OPIEHTYETHLCS
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B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

Ha BMPOOGHMLTBO | NPOCYBaHHS TOBAPIB Ha PUHKY, 5K
6 MakCUMasibHO 33[0BOJIbHANN 3anUTK CNOXMBAYIB,
i3 BUKOPUCTAHHSM Cy4acHUX TEXHOSIONI Ta HAayKOBMX
BiOKPUTTIB. LIS noniTuka cnpsiMoBaHa Ha nifgBuLLEHHSA
KOHKYPEHTHUX NpeBar Ta 36i/bleHHs NpubyTKy [3].

[n1a Haworo AocnifKeHHS nNpoaHani3oBaHO iHHO-
BaLjiHy MapKETUHroBy TOBapHY MNOMITUKY KOMMaHil
Nestle. CborogHi B YkpaiHi usi koMnaHiss € ogHnMm i3
nigepis y chepi BUPOGHULTBA XapyoBUX MPOOYKTIB.
Nestle npocyBae Ha yKpalHCbKOMY PUHKY MPOAYKLit0
ToproBux mapok NESCAFE, Nesquik, Coffee-mate,
Nuts, KitKat, Lion, Purina, Gerber, Bistrof, «CBiTou»,
«TopumH» Ta «MiBiHa», fIKi MalOTb AOCUTb BUCOKMIA
nonut cepepg, cnoxusadis. OCHOBHI cermeHTn Nestle
B YKpaiHi — KoHAMTepCbki BUpOOM, kaBa Ta Hanoi,
NPOAYKTU ANS LBUAKOTO MPUrOTyBaHHSA, MOPO3MBO,
crneyianbHe AuTAYE XapyyBaHHS, TOTOBI CHigaHKu,
KOpMU 4719 [OMALLHIX Y/1061eHLiB.

AHanisyloum faHuii - PUCYHOK, MOXHa noba-
UMTW, HACKINIbKMA LUMPOKWIA acoOpPTUMEHT NPOAYKLIT
Nestle. [aHa koMnaHis BMXOAWUTb Ha HOBI Cy4acHi
PVHKM 3 BENMKUM 06CArOM TOBapy BUCOKOI SKOCTI.
Y 2017 p. Nestle B YkpaiHi iHBecTyBasia 128 M/IH. IpH.,
a B 2018 p. — 390 MJ/IH. TPH., WO B TpY pasn GinbLue,
HiDX 3a monepegHin pik. KomnaHis 34iliCHI0E NocTaBKu
B 17 kpaiH, y ToMmy uncni go Benukoi bputanii, Himeuy-
4ymHK, Icnanii Fonnaxaii, MNonbLi, ®paHLii, kpaiH ban-
Tii, Mpy3ii BipmeHii Ta AsepbaiigpxaHy

OfHMM 3 OCHOBHUX CKJ/1aiHMKIB TOBAPHOT MNOMITUKM,
AKIA NpUAINSe BenuKy yBary KoMnaHisi, € peknama,
croyarky Heob6XiIHO BU3HAUUTK 1T Uini, a NoTiM po3-
pobutn BignoBigHY cTparterito. Ons Toro wob npo-
cyBaTu HOBI ToBapu, KomnaHisa Nestle BuKopucToBye
cTpaTerito napacosibKOBOro 6peHay, KUl NO3NTUBHO
BNAMBAE Ha MPOAYKTY, L0 BXe AAaBHO BNPOBaKEHO
Ha puHOK. [aHa cTpaTerii € LOCUTb PU3MKOBOIO,
OCKifIbKM HeBAaua SKOroCb NPOAYKTY MOXe BM/IMHYTK
Ha ycnix iHLWWX TOBapiB.

[ns Toro wo6 yTpumatmca Ha CBITOBOMY PUHKY,
NiANPUEMCTBO XapyoBOi NPOMMUCNOBOCTI Nepenycim
NMOBMHHO MPOMNOHYBAaTU MOKYMLUSAM 30BCiM HOBI BUAN
npoaykuii Ta TexHonorii, TobTo po3BuBaTH NPOAYK-
TOBI (TOBapHi) Ta NpouecoBi iHHOBaLii, OCKifIbK/ HOBI
TexXHosorii BUpOGHULUTBA rOTOBOI MPOAYKLUii 3a6e3-
neyyTb KOHKYPEHTHI nepeBarun B xap4osili npomMuc-
NOBOCTI.

Ha cyyacHomy eTtani nignprMemcTBa Xap4yoBoi
NMPOMMC/IOBOCTI OXONJIOKTb YBECH CMEKTP HanpsMiB
iHHOBALNHOI AiANbHOCTI, peanisyloun ToBapHi, Tex-
HOJIOTYHI, PUHKOBI, MApPKETUHIOBI Ta YNpaB/iHCbKI
iHHOBaW,T.

BUCHOBKM 3 NpoBeAEHOro AocnimkeHHs. OCHo-
BHMMM 3aBAAHHAMMN PIPMU € BU3HAYEHHS ONTUMaS1b-
HOT TOBapHOI iHHOBALMHOI NOAITUKK, NOCTIiiHE BAO-
CKOHaJIEHHS mpouecy BUPO6GHMUTBA 3a [0MOMOro

Cy4YacHMX HOBOBBEEHb, a TaKOX 34iiCHEHHSA NOCTIN-
HOrO NiaHyBaHHS, KOHTPOIO Ta aHauli3y. 34iiCHMBLUN
aHaU1i3 TOBapHOI NONITUKN KOHKYPEHTIB, MOXHa OTpW-
MaTu HeobXxigHy iHopmauito, 3a AO0NOMOroK SIKOT
KOMNaHisi 3MOXKe 3HaWTu CBOi mepeBarn i Hegoniku.
Came uUe cnpuaTMME BWU3HAYEHHIO ONTUMasIbHOro
BapiaHTy pilleHb, 3 ypaxyBaHHAM SKMX BOHA JOCATHe
ycnixy, 3aliMaroun npoBsigHi No3uuil Ha puHKY. OgHak
iHHOBAU|iiHNIA PO3BUTOK KOMMaHii HEOOXiAHO PO3rns-
0aTh B KOMMEKCI 3 MApKETUHrOBUMWU iHHOBaLisiMU
Ta iHHOBaLisiIMM B rasly3i iHTenekTyasibHoro Ta iHgpa-
CTPYKTYPHOTO PO3BUTKY.
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COMMODITY INNOVATIONAL POLICY OF FOOD ENTERPRISES

The purpose of the article. In the modern world, the food industry is very difficult to function and to take
the leading position in the market, as there are a large number of competitors that use their policies, modern
technologies and introduce new products. It is necessary to establish the company's main goals, marketing
commodity policy and choose the right strategies, keep track of innovations in order to achieve the desired
result and be competitive.

The main purpose of the article is to analyze the product innovation policy of the company, to identify the
main goals and methods for maximizing profits, as well as enhance the company's image. Identify the impor-
tance of introducing innovations and their subsequent impact on the work of the enterprise.

Methodology. When writing this article, we conducted an analysis of marketing product innovation policy
and identified the main directions of enterprise development. In order to implement an effective commodity
policy, one must adhere to the following basic conditions: to clearly outline the goal of production, to focus on
promising products, to thoroughly examine the market, its orientation and requirements; it is also very impor-
tant to use all possible resources.

It is necessary to develop a separate structure and establish the main objectives of the policy. Nowadays,
scientists believe that the commodity policy covers the following structural areas: the formation of assortment,
the choice of the optimal segment for the product, the maintenance of competitiveness, the development of
labeling strategies and packaging products.

Results. A competitive business must always keep pace with the modern world, that is to use innovations,
attract new technologies and produce a new product that should be better than its competitors in order to
occupy a leading position on the market.

New products create a gust in the market and expand it, bring profit, increase consumer attention and dis-
tinguish among competitors. Innovative activity provides not only the competitiveness of the enterprise, but also
new opportunities, which lead to a shorter production time, an expansion of the range, the creation of unique
products, which in their composition and function will be significantly different from the competitor's product.

Practical implications. Commodity innovation policy focuses on the production and promotion of products
in the market that would satisfy the highest demands of consumers with the use of modern technologies and
scientific discoveries. This policy is aimed at increasing the competitive preference and increasing profits.

The innovation policy of the food industry is a major factor influencing the choice of marketing strategy
and changes in the external environment as a whole, and this policy is aimed at the development and use of
state-of-the-art equipment and technology. The food industry is oriented towards market relations and requires
planning and analysis methods using marketing strategies.

Our article analyzes Nestle's innovative marketing marketing policy. The company is one of the leaders in the
field of food production. Nestle promotes products from the NESCAFE, Nesquik, Coffee-mate, Nuts, KitKat, Lion,
Purina, Gerber, Bistrof, Svitoch, Torchin and Mivina brands that have a fairly high demand among consumers.

This company is entering new modern markets with high volume of goods of high quality. In 2017 Nestle
invested UAH 128 million in Ukraine, and in 2018 it was UAH 390 million, which is three times more than in the
previous year. The company supplies to 17 countries, including the United Kingdom, Germany, Spain, Holland,
Poland, France, Baltic States, Georgia, Armenia and Azerbaijan.

One of the main components of the product policy, which the company pays great attention to advertising,
it is first necessary to determine its goals, and then develop an appropriate strategy. In order to promote its
new products, Nestle uses the umbrella brand strategy, which has a positive impact on products that have
long been introduced on the market. This strategy is quite risky because the failure of a product may affect the
success of other products.

Any company should focus on the consumer in accordance with its taste and preferences, this is the prin-
ciple that Nestle adheres to, so it is not surprising that the company operates in more than 100 countries.

Valueloriginality. After analyzing the article, we note that the main task of the company is to determine the
optimal product innovation policy, continuous improvement of the production process with the help of modern
innovations, as well as the implementation of continuous planning, control and analysis.
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