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The questions of formation of competitiveness of
the enterprises specializing in the production of
bread and bakery products are studied, as well
as the current state, tendencies and problems of
development of the baking industry in Ukraine. It
is established that there is a tendency to decrease
the production volume of bakery products in
Ukraine. The leaders among the regions of
Ukraine, namely, Dnipropetrovsk, Kyiv and
Kharkiv regions, have been identified. It has been
found that these products are not deficient at the
moment, but studies indicate a strong shadow
market segment that does not report to the
departments of statistics. The factors of influence
on the level of competitiveness of the baking
industry are investigated, where the significant
factors are the increase of prices for other
foodstuffs, accessibility of purchase, marketing,
advertising, positive image of the producer. In the
example of Kharkiv region, the main competitors
of the baking industry are investigated and the
integral indicator of competitiveness for such
enterprises is calculated.
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X/1e606y/104HbIX U30enul, a makke U3y4eHo
COBPEMEHHOe COCMOSTHUE, MEHOEeHYUU U po-
6rembl  pa3sumusi  xsieboriekapHol ompac/u
B YKpauHe. YCmaHOB/IeHO, Ymo B YkpauHe
Hab/modaemcsi MEHOeHYUs K YMEHbWEHUI
06bemMo8 Mpou3BoocmBsa x/1e606y/104HbIX U3de-
ull. Bbinu BbisigeHb! AUOEPbI cpedu pe2uoHo8
YKpauHbl, KOmMopbIMU oOKasa/uck [JHenpore-
mposckasi, Kuesckasi U Xapbkosckasi 06i1acmu.
Bbi/10 ycmaHoB/1eHo, Ymo 8 Hacmosiee spemsi
3Mu rpoodyKMbI He S8SMCs 0ehuyumHbIMU,
HO ucc/1ed08aHus yKa3bigalom Ha foss/ieHue
MOWHO20 MEeHeBo20 ceaMeHma pbiHKa — rpeo-
npusimud, Komopble He om4umbIBaMCs 8
omdeniax cmamucmuku. YccredosaHbl qhak-
MOopb! BAUSHUSI Ha YpPOBEHb KOHKYPEeHMOoCHo-
cobHocmu x/siebonekapHoli ompac/u, 20e 3Ha-
YUMbIMU hakmopamu SIB/SIIOMCsT POCM YeH Ha
dpyaue npodykmbl numaHusi, 00CMYnHOCMb
3aKyroK, MapkemuHe, peknama, Mo3umusHbil
umudx rpoussodumens. Ha npumepe Xapb-
Kosckol obsiacmu  ucc/1e008aHbl  OCHOBHbIE
KOHKYPEHMbI 8 X71€60MekapHoli ompac/iu U pac-
Cc4HUMaH UHMe2pasibHbI Mokasameslb KOHKypeH-
mocrocobHocmu 07159 makux npeonpusimu.
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YPOBEHb KOHKYPEHMOCHoCco6HoCMU, npednpusi-
mus, crneyuanusupyroluecs: Ha npou3soocmse
xneba u xe6o6ysioqHbIX u3denul, Kysibmypa
NUMaHUSI.

M3yyeHbl  BOMPOCh!  (hOPMUPOBAHUSI  KOHKY-
peHmocriocobHocmu  npednpusimull,  cneyu-
a/u3UPYIOUXCST Ha npoussodcmse xieba u

Y cmammi nposedeHo aHasliz cmaHy 8upobHUYMBa x/1iba ma x/1i606y/104HUX BUPOGIB 8 YkpaiHi ma 8 po3pi3i pe2ioHis, 30kpemMa nposedeHo aHasli3 nioepis
BUPOGHUYMBA 3a pezioHamu. BcmaHos/eHo, Wo criocmepizaembcsi meHOeHYisi 30 3MeHWeHHs1 06csi2is BUPOBHUYMBa X/1i606y/104HUX BUPOGIS B YKpaiHi.
BusigneHo siidepis ceped pezioHis YkpaiHu, Skumu susiBUAUCH [JHINponemposchKa, Kuiscbka ma Xapkiscbka 06/1. Busis/ieHi Mpu4UHU 3HUXXEHHSI 06csigis
BUPOGHUYMBA x/1iba ma X/i606y/104HUX BUPOGIB, BUOKPEM/IEHO NMPOGAEMU, WO criocmepi2alombCs 8 X/T60MEKaPChKIll 2a/1y3i ma BUSHAYEHO W/ISIXU IX
BUpIWEHHS. [TopisHsBWU ¢hakmuyHi OaHi [lepxasHoi c/yxbu cmamucmuku YkpaiHu 3 peasibHuUM CMaHOM PUHKY X/Ti606Y/I04HUX BUPOGIB, 3p06/1eHO
BUCHOBOK, WO 06Csi2u BUpOBHUYMBa X/1iba ma Xx/i6o6y/104HUX BUPOGIB 3MEeHLYEMbCS 8 OCMaHHI PoKU, npome Hacrpasoi dechiyumy npoodykyii He
criocmepizaemsCsl. BcmaHo8/eHo, Wo maka cumyayisi ckaanacsi 4epe3s rosigy nomy»xHo20 miHb08020 Ce2aMEHMa PUHKY: X/1i6 NpodaembCsi 8 KiOCKaXx,
3apeecmposaHux sik ®OI1 abo B3azani 6e3 peecmpayji, siki He nodarome 3s8imHicmb A0 Bi00iNI8 CMamuCcmMuUKU; Bmpama BUPO6GHUYUX MomyxHocmel
BHAC/IOOK OKynayji YacmuHU mepumopii KpaiHu; 6azamo cyriepmapkemis 8 YkpaiHi crieyjiasisytombsCsi Ha BUMYCKY B/1aCHOI X/1i60MeKkapChbKoi Mpoodykul;
BUNiKaHHS1 X/i606Y/I04HUX BUPOGIB y domawHix yMosax. Kpiv moeo, sioMiyeHo, Wjo 8 0OCmaHHi POKU 3MIHU/IACS Ky/Tbmypa CrIoXUBaHHSI, Ha sIKy CU/bHO
B/IUHy/IU 3MI, npe3eHmyoquU X716 sk BUCOKOKa/IOPItHUU MPodyKm, KOPUCHICMb SIKO20 10 CyMHIBOM. OCmaHHiM YacoM CsimosuM mpeHOoM € 300posull
crioci6 xumms, sikuli Bk/ro4ae 300pose, abo sk (1020 MPUUHAMO Ha3usamu «rpasU/IbHE» Xap4yBaHHS, OCHOBOK SIKO20 € 3MEHLWEHHST BXUBAHHSI
By21€800i8, BMICM SIKUX Y X/1ibi nepesuulye HOpMy. [JOC/IOKEHO XxapakmepHi 0co6/1uBOCMI ¢hOpMyBaHHST KOHKYPEHMOCTPOMOXHOCMI nidnpuemMems,
wo crieyiasnisytomscs Ha BUPOBHUUMSI xniba ma X/1i606yI04HUX BUPOGIS. Y3aza/sbHEHO acriekmu Br/lusy Ha PiBeHb KOHKYPEHMOCTPOMOXHOCMI
makux mionpuemMcms, 30Kpema BUOI/IEHO Maki 30B8HILHI (CoyiasibHi, MO/IIMUKO-NPasosi, EKOHOMIYHI) ma BHYMPILWHI (CUPOBUHHI pecypcu nionpuemMcmasa,
Kkadposuli momeHyjan nionpuemMcmaa, MapkemuHa08a Oisi/IbHICMb, cmpamezisi NidnpueMCcMBa, IHHOBaitiHO-iHBecmuyitiHa disi/IbHICMb, mepumopiasbHO-
2eozpadhiyHe MosIOKEHHsT nidnpueMcmsa, BUPOBHUYA Oisi/IbHICMBb, (hiHAHCOBO-EKOHOMIYHA Oisi/IbHICMbL). Y pobomi Ha npukaadi Xapkiscbkoi obiacmi
00C/IidMEHO OCHOBHUX KOHKYPEHMIB X/1i60MeKapChbKoi 2a/1y3i | po3paxosaHo iHmeapasibHUll MOKa3HUK KOHKYPEHMOCTPOMOXHOCI 0715 YUX MidnpuemMcma.
KntouoBi cnoBa: KOHKYpEeHMOCHPOMOXHICMb, PIBEHb KOHKYPEHMOCTPOMOXHOCMI, MionpueMcmsa, siKi crieyianisylomscsi Ha BUpPOBHUYMSI x/iba i
X/1i606Y/104HUX BUPOGIB, Ky/lbmypa XapHyBaHHS.

The problem formulation. Traditionally, bread
and bakery products are of particular importance in
the culture of the Ukrainian nutrition. These products
consist about 40% of the total calorie content of the
Ukrainian people’s diet. The production of bread and
bakery products belongs to the strategic branches of
our country’s economy since food and national secu-
rity of the country depend on the efficiency of the per-
formance of the enterprises that specialize in bread
and bakery products. The social significance of bread,
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the need for stable and timely supply of qualitative
and fresh produce to the population lead to the need
to analyze the market for bread and bakery products,
as well as to study the competitiveness of the enter-
prises that specialize in bread and bakery products.
Actually, this study is dedicated to these issues.
Analysis of recent researches and publica-
tions. A number of scientific works of academic
economists have been dedicated to the problems and
prospects of the development of bread and bakery
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industry, in particular these issues have recently been
considered by: Vasilchenko O.M., Hovorukha Zh.A.,
Hryshchenko A.M., Davydiuk Yu., Dziuba O.M.,
Drobot V.I., Rotated D.V., Kokovskaya S.l., Koste-
tska N.I., Litvinyuk O.P., Navolskaya N.V., Netya-
zhuk M.V., Obidina I.I., Oprah O.A., Prokip M.l
Repich T.A., Samilenko N.Y., Senishisha L.O.,
Strunin V.V., Teleshevskaya S.M., Urba S.I., Fedo-
rova T.V., Filonenko T.M. and others. [1-9]. However,
the bread and bakery industry is dynamic so that
means it is constantly changing, developing, and it
needs some further researches, and it is also strategi-
cally important to study the competitiveness of enter-
prises that specialize in bread and bakery products.

The statement of the article objectives. The
purpose of this work is to analyze the state of bread
and bakery production, as well as to study the pecu-
liarities of the competitiveness of enterprises that
specialize in bread and bakery products.

Research results. The study of condition, prob-
lems and prospects for development in bread and
bakery market of Ukraine has been and will remain
relevant in the future under any circumstances of
country’s economic development.

For a better understanding of “bread” situation
in Ukraine, it is necessary to examine the statisti-
cal information of bakery production from 2010 to
2018 [10, p. 281].

Thus, there is a tendency of decreasing of bakery
products production in Ukraine: from 1807700 tons in
2010 to 975100 tons in 2018, that means that the pro-
duction has fallen by 54% in comparison with 2010.
From 2010 to 2013 there was a gradual decrease
in bakery products production, in 2013 flour produc-
tion was 1561500 tons, and after 2013 there was a
sharp decline: 1357100 tons in 2014, 1232000 tons
in 2015, 1160000 tons in 2016, 1072600 tons in 2017,
975100 tons in 2018 [10, p. 281] These changes stem
from objective reasons: a production fall due to leav-
ing of the Crimean peninsula territories, Donetsk and
Luhansk regions, which significantly supported that
field (its part in total bakery production in Ukraine in

2010 was 3,4%, 8.9% and 4.1% respectively) from
the market. The loss of production capacities due to
the occupation of a part of country’s territories caused
the geographical adjustment in bakery production.

Thus, according to the results of the first half of
2015, bakery production in Donetsk region fell by
69.5% or 47500 tons. As a result, its part in the pro-
duction fell by almost 6%, and its position on rank-
ing list got worse as it moved from the second to
the eleventh place. In Luhansk region, the bakery
production decreased almost by eight times. For
the sake of clarity, the information about bread and
bakery production of different regions is presented
below (Fig. 2).

In 2018, the leaders among the Ukrainian regions
were: Dnipropetrovsk region — 125800 tons, Kyiv
region — 93800 tons and Kharkiv region — 73900 tons,
Odesa region — 68400 tons, Zaporizhzhia region —
50000 tons. The leaders in 2010 were: Dnipropetrovsk
region — 186700 tons, Donetsk region — 161600 tons
and Kharkiv regions — 131300 tons, Odesa region —
93900 tons and Zaporizhzhia regions — 74800 tons
[10, p. 281].

Ukraine produces over one million tons of bread
and bakery products annually, which does not fully
supply the Ukrainian population with these products,
as bakery production: according to statistics of the
State Statistics Service of Ukraine, there has been the
amount of 23 kg per person in 2018, and the actual
consumption of bakery production has been 100 kg
per person [10, p. 99]. It is shown in the Table 1.

That is, the deviation of consumption over produc-
tion is (-77 kg). And from 2010 to 2018, there was a
decrease in bread production from 1807.7 thousand
tons in 2010 to 975.1 thousand tons in 2018, together
with the population decreased from 45963 thousand
people to 42153 thousand persons, and, therefore,
the value of the production indicator per person also
decreased — from 39 kg per person to 23 kg per per-
son. The actual consumption of bread also decreased:
from 111 kg per person in 2010 to 100 kg per person
in 2018. Production consumption deviations remain
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Figure 1. Dynamics of bread and bakery production in Ukraine in 2010-2018
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at approximately the same level: -72 kg in 2010,
-74 kg in 2015 and -77 kg in 2018 [10].

Comparing the actual data of the State Statistics
Service of Ukraine with the real state of the bakery prod-
ucts market, we can conclude that, in fact, there is no
shortage of these products. This situation is due to the
emergence of a strong shadow market segment: bread
is sold in kiosks registered as sole proprietors or without
registration at all. Due to this, they are able to reduce
the cost of products, which are often made in insanitary
conditions and cannot meet any quality standards. But
as itis profitable, the shadow market segment accounts
for about 60% of all bakery production. Such businesses
do not report to statistical departments, which distorts
the actual data. In addition, in recent years, one of the
causes that led to the decline was the loss of production
capacity due to the occupation of part of the country.
Also, many supermarkets in Ukraine specialize in the
production of their own bakery products, but this pro-
duction is not fixed. And it is also necessary to consider
baking of bakery products at home.

There are many factors that affect the competitive-
ness of businesses specializing in the production of
bread and bakery products. Among which there are
the external and internal factors [4, p. 2-5; 6, p.97-98].
To external factors we include:

 social (population, sex and age, food culture,
income level);

» political and legal (legislative acts, political
situation);

< economic (price, income level).

The internal include:

* raw material resources of the enterprise (avail-
ability of limited quality raw material resources of the
enterprise; type of resource, cost and availability of
the resource; market share of the enterprise as a pro-
duction unit);

 personnel potential of the enterprise (structure
and qualification of personnel; number of staff);

» marketing activities (availability of marketing
service; availability of information and regulatory and
methodological basis of management; image of the
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Fig. 2. Bread and bakery production by regions of Ukraine in 2018
Table 1
Indicators of production and actual consumption
of bread and bakery products in Ukraine from 2010 to 2018
Year Bread production Population, Production Actu:]! ;?:;:é?spt'on (th e?)(:z)’:jatflc(iinozl;‘ rom
(thousand tons) | thousand people | for 1 person, kg per person, kg the consumption)
2010 1807.7 45963 39 111 -72
2011 1771.7 45779 39 100 -61
2012 1685.6 45633 37 109 -72
2013 1561.5 45553 34 108 -74
2014 1357.1 45426 30 109 -79
2015 1232.0 42929 29 103 -74
2016 1160.0 42603 27 101 -74
2017 1072.6 42485 25 101 -76
2018 975.1 42153 23 100 -77

9151/} Bunyck 43.2020




B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

enterprise; sales opportunities to expand the geo-
graphical boundaries of the market; the presence of
an extensive sales system; product quality);

* enterprise strategy (mission statement, long-
term goals, paths and decision-making rules for the
most effective use of strategic resources, strengths
and opportunities, elimination of weaknesses);

« innovation and investment activities (number of
research and production staff at the enterprise; costs
of research, development and technological innova-
tions; availability of cooperation with scientific units;
possibility of profitable attraction of external financial
resources; size of internal sources of financing);

 geographical location of the enterprise (access
to raw materials; access to transport networks);

* production activity (features of applied technol-
ogy and technology; level of mechanization and auto-
mation of labor; research activity; range, structure
and quality of production);

e financial and economic activities (financial
reporting standards used; solvency; profitability and
profitability).

It should be noted that in recent years the culture
of nutrition, which has been heavily influenced by the
media, has changed, presenting bread as a high-
calorie product, the usefulness of which is in doubt.
Recently, the world trend is a healthy lifestyle, which
includes healthy, or as it is called “proper” nutrition,
the basis of which is to reduce the consumption of
carbohydrates, the content of which exceeds the
norm in bread. However, bread and bakery manu-
facturers have found an approach to such consum-
ers by expanding their range to include non-yeast,
gluten-free dietary bakery products. Expansion of the
range helps to increase the demand and increase
the competitiveness of enterprises specializing in the
production of bread and bakery products. Today, we
see a wide range of bread on the market, not includ-
ing other bakery products: from “social” to “elite”, dif-
ferent flavors — from different flour (wheat, rye, corn,
buckwheat), with different additives (bran, raisins,
raisins, dried apricots, nuts, sesame, poppy, cumin,
fenugreek, hot pepper, sunflower seeds, pumpkin
seeds, etc.), various shapes and sizes (“brick”, loaf,
baguette, mini-baguette, round meadow, pita), whole
and half, or in slices. Even the most demanding con-
sumer will find something to their taste.

An important factor for both producers and con-
sumers is the price of bread and bakery products.
Thus, according to statistics for January 2019, the
most expensive bread was in Kyiv, and the cheapest
was in the Odesa region. These data were obtained
by the Retail Association of Ukraine by calculating the
value of the bread basket. The bread basket included
1 kg of wheat bread from the highest grade flour, 1 kg
of wheat bread from the first grade flour, 1 kg of rye
bread and 0.5 kg of loaf. The most expensive regions
were: Kyiv — 95 UAH and Kyiv region — 81 UAH;

Zhytomyr region — 75 UAH; Zakarpattia — 73 UAH,;
Volyn region — 71 UAH. The “cheapest” regions are:
Odesa region — 63 UAH; Mykolaiv region — 64 UAH;
Dnipropetrovsk region — 65 UAH; Luhansk region —
65 UAH; Ternopil region — 65 UAH. The intermedi-
ate position was occupied by: Donetsk and Cherkasy
regions — 71 UAH each, Ivano-Frankivsk, Lviv and
Khmelnitsky regions — 70 UAH each, Kirovohrad,
Poltava and Kherson regions — 69 UAH each,
Zaporizhzhia, Sumy and Chernihiv regions — 68 UAH
each, Vinnytsia, Rivne and Kharkiv — 67 UAH and
Chernivtsi — 66 UAH [11].

Thus, by analyzing the state of bread production
and the market of this industry, we can summarize the
aspects of influence on the level of competitiveness
of the bakery industry (Fig. 3) [17, p. 57-61].

We also emphasize the importance of organiz-
ing trade. Let us take this into the example of LLC
“Kulinichi”, which took a good position in the market,
taking advantage of such important advantages as
comfortable customer service, focusing on a par-
ticular consumer, where corporate trade plays a sig-
nificant role. LLC “Kulinichi” has created a competi-
tive environment in the bread and bakery industry,
thereby displacing small businesses.

Today, the bread and bakery market is filled with
products from different manufacturers. In 2017, the
main representatives of the domestic bread market
were such companies as Lauffer Group (Odessa
Loaf, Donbasshlib, Khlibinvest) — 6.45%, PJSC
“Kyivhlib” — 6.42%, LLC “Kulinichi” (Kyiv, Kharkiv) —
4.73%, PJSC “Concern Khlibprom” (Lviv, Vinnytsia
region) — 3.33%, LLC *“Khlibodar” (Zaporizhzhia
region) — 3.11% (Table 2) [12].

It is worth noting that the largest baking capacity
in Ukraine is owned by the Lauffer Group. The aver-
age daily output of bakery products is 800 tons [16].
PJSC “Kyivhlib”, a recognized leader of the Ukrainian
bakery market, which includes 9 production sites in
the capital and the Kyiv region, has a significant com-
petitive position. At its own production capacity, the
company produces 750 tons of bakery and 20 tons
of pastry a day. Today the company's product range
includes 700 items. LLC “Kulinichi”, having taken the
leading position among national bakeries, has estab-
lished itself as a worthy producer of quality bread
products. Today, the company includes 10 special-
ized baking complexes in Kharkiv, Kyiv and Poltava
regions. The productivity of enterprises is 650 tons
of bakery products per day [14]. In addition to large
companies, the domestic bread and bakery market
covers another 400 mini-bakeries with a capacity of
1 ton per year.

In the Kharkiv region, which is among the top
three in the other regions of Ukraine in the produc-
tion of bread and bakery products, the volume of
bakery products in recent years has decreased
from 112426 tons to 73870 tons in 2018 [15]. At the
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present stage, the competitiveness of enterprises
specializing in the production of bread and bak-
ery products is taking place to a greater extent, as
explained above, due to such aspects as trade orga-
nization and assortment policy. For example, in the
Kharkiv region, the leaders of bread production have
traditionally been and remain LLC “Kulinichi” and
LLC “Saltivsky”, but in recent years the LLC “Novo-
Bavarian Khlibzavod” and LLC “Roma” have entered
the market (Pervomaisk, Kharkiv region). Also, in
the bakery market, we can see such producers as:
PJSC “Lyubotinsky Bakery”, “Osnovyansky Bread”.
In addition to these enterprises in Kharkiv, you can
buy products from neighboring regions, in particular,
competitors in this field are the enterprises of LLC
“Poltava-Khlib”, LLC “Sumy Polyanytsia”, and LLC
“Riga Bread”, Chernihiv. A powerful and main com-
petitor of LLC “Kulinichi” at this time is LLC “Roma”,
although a few years ago, such competitor was LLC
“Salltivsky”, which was transferred to the management
company “Korovaevo” for its debts. “Saltivsky” as well

as LLC “Kulinichi” had its own trading network — booths
with branded trade all over Kharkiv, which gradually
began to disappear from the market in 2017 due to
their financial situation. In 2018, among other play-
ers, the “bakery arena” was released by LLC “Roma”,
which is located in Pervomaisk in the Kharkiv region
and even has establishments of corporate trade in
this town, which, in addition to the main products,
which are on the shelves of trade establishments of
Kharkov, you can also buy additional bakery products
(cakes, cookies, burgers, hot dogs, etc.).

Let us determine the current level of competitive-
ness of LLC “Roma” in the bakery market for further
recommendations for its improvement. To do this,
we propose to calculate an integral indicator of com-
petitiveness, which takes into account such factors
as: the price of products, the range of products, the
duration of existence of the company, the design of
packaging, the presence of a network of branded
trade, advertising. To estimate the weighted values
of these factors, we use a survey method, which was

Aspects of influence on the level of competitiveness of the baking industry

cause an increase in consumption

cause a decrease in consumption

- raising prices for other foods
(meat, fish, milk, etc.);

- high-level trade organization;

- high quality products;

- effective advertising;

- positive image of manufacturer;

- expansion of the range;

- availability of purchase.

- decrease in population;

- psychological impact of the media;

- distribution of  household
appliances for baking bread at home;

- changing the tastes of consumers
with the emergence of trends in
healthy lifestyles and healthy eating.

Fig. 3. Aspects of influence on the level of competitiveness of the baking industry

Table 2
The main participants in the bread and bakery market of Ukraine
Supply chain Number of participants The main participants
More than 100 bakeries and PJSC “Kyivkhlib”, LLC “Khlibnilnvestitsii”, JSC Concern “Khliboprom”,
Production over 400 mini-bakeries LLC “Kulinichi” Bakery, GK “Formula of taste”, GK “Khlibodar”,
Holding Gold Harvest Lauffer Group
- LLC “August-Key”, LLC “Athena Group”, LLC “Tema-B”, LLC “Hekta”,
Wholesale More than 100 participants LLC “Alta Vista”
Retail Retail chains, supermarkets, shops, MAFs, food markets
End consumers Population in Ukraine
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attended by 22 experts (business executives, experts
in the baking industry, teachers in economic disci-
plines, etc.). Therefore, we can conclude by analyz-
ing the experts' answers and rounding up the values
in Table 3.

The competitiveness level of LLC “Roma” is
estimated in comparison with LLC “Kulinichi”, LLC
“Salltivskyi”, “Novo-Bavarian Khlibzavod” and LLC
“Poltava-Khlib”. For this purpose, experts were asked
to evaluate the competitiveness factors of these
enterprises on a 5-point scale (table 4).

Such factor as the duration of existence of the
enterprise was estimated depending on the year of
establishment of the company: LLC “Roma” — 1992,
LLC “Kulinichi” — 1995, LLC *“Saltivsky” — 2001,
LLC “Novo-Bavarian Khlibzavod” — 1995 and LLC
“Poltava-bread” — 2011. The factor “Availability of cor-
porate trade network” was estimated as follows: LLC
“Roma” — 4, LLC “Kulinichi” — 5, LLC “Saltivsky” — 4,
LLC “Novo-Bavarian Khlibzavod” — 1, LLC “Poltava
bread” -1

We summarize the integrated value of the inte-
grated indicator of competitiveness of the studied
enterprises in Table 5.

As can be seen from table 5, the highest value
of the integral indicator of competitiveness is LLC
“Kulinichi” 0.048, however, LLC “Roma” is not much

Table 3
Weighting factors of the competitiveness
of the baking industry enterprises
obtained by the survey method

Ne Competitiveness factors Weight value
1 Product price 0,4
2 Product range 0,3
3 Duration of e>_<istence 01
of the enterprise ’
4 | Packaging design 0,05
The presence of branded
5 neth())rk 0.1
6 | Advertising 0,05

lower than the value of this indicator 0.047. LLC
“Saltivsky”, LLC “Novo-Bavarian Khlibzavod” and
LLC “Poltava-Khlib” have lower competitiveness indi-
cators — 0.043, 0.037 and 0.033. It means that LLC
“Roma” can boldly expand the market and reach the
level of the whole Kharkiv area with its branded trad-
ing network alongside LLC “Kulinichi”.

Conclusions. As follows, the production of bread
and bakery products in Ukraine is steadily declin-
ing. This trend continues in Kharkiv area. However,
these data do not take into account the volume of
baking at home, in small bakeries, supermarkets
and households.

Table 4

Experts’s results of the survey on the competitiveness factors of in the studied enterprises

Competitiveness factors

Experts the price of products

product range
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Table 5
The summary of integrated values of the integrated indicator
of competitiveness of the studied enterprises
Competitiveness factors
duration of A I .
the price | product | existence | packaging availability | availability A_n |r_1tegral
Enterprises of products | range of the design | °fbranded | of branded | indicator
enterprise network network oii(‘;,zre?st.-
Weight value
0.4 0.3 0.1 0.05 0.1 0.05

LLC “Roma” 4.8 4.8 5 4.9 4 3.4 0.047
LLC “Kulinichi” 4.8 4.8 4 4.9 5 4.9 0.048
LLC “Saltivsky” 4.9 4.8 3 3.3 3 3.2 0.043
LLC “Novo-Bavarian
Khlibzavod” 3.9 4.0 4 4.1 1 4.1 0.037
LLC “Poltava Bread” 4.1 3.5 2 3.6 1 2.5 0.033

Based on the results of the analysis of the com-
petitiveness of enterprises specializing in the pro-
duction of bread and bakery products, it can be con-
cluded that the decrease in volumes in Ukraine is
due to such factors as: food culture, which is strongly
influenced by the media, presenting bread as a high-
calorie product, the usefulness of which is in doubt.
Recently, the world trend is a healthy lifestyle, which
includes healthy, or as it is called “proper” nutrition,
the basis of which is to reduce the consumption of
carbohydrates, the content of which exceeds the
norm in bread. However, bread and bakery manufac-
turers should find an approach to such consumers by
expanding the range to include non-dairy, gluten-free
dietary bakery products, which will increase the com-
petitiveness of such businesses.

So, the competitiveness of enterprises specializ-
ing in the production of bread and bakery products is
taking place to a greater extent, as has been clarified,
due to aspects such as trade organization and assort-
ment policy.

Using the example of the Kharkiv region as the main
competitors of the baking industry and calculating the
integral competitiveness index, it has been found that
LLC “Kulinichi” has the highest value of the integral
competitiveness indicator 4.9, but LLC “Roma” is not
much lower than this figure of 4.815. LLC “Saltivsky”,
LLC “Novo-Bavarian Khlibzavod” and LLC “Poltava-
Khlib” have lower competitiveness indicators. It means
that LLC “Roma” can boldly expand the market and
reach the level of the whole Kharkiv region with its cor-
porate trade network along with LLC “Kulinichi”.
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