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Abstract

The current situation in the milk market is characterized by the continuous increasing pressure of globalization,
increased competition, the introduction of a wide variety and assortment of product offers, the increasing influence
of the media, the rapid development of new technologies, and support for the free exchange of information and
knowledge. The consumption of milk products in Kazakhstan is very low compared to the countries of the European
Union and the world, which leads to a negative impact on business in this sector. Therefore, it is important to study the
factors that encourage and influence consumers to buy milk products in order to increase their consumption, as well
as to study the factors that prevent consumers from buying and consuming mail products, and if possible eliminate
them. The purpose of this work is to analyze the influence of individual psychological and personal factors on the
consumption and purchase of milk. We check and identify relationships that can be practically used as segmentation
criteria by marketing managers when developing a marketing strategy. The survey was conducted on the territory
of the East Kazakhstan region using a structured questionnaire. Data collection methods included direct interview,
online survey using Survio software, informal discussion, and review of saved records.

Key words: milk market, marketing potential, consumer preferences, demand factors, competition, product
offers, assortment.

The functioning of the marketing system in small and medium-sized businesses allows for the
development of a full-fledged domestic market and the formation of a class of domestic producers,
which is an important source of ensuring the food security of the Republic.

Using marketing analysis in the dairy market allows us to find the most effective combination of
traditional and new positions for promoting products on the market. Marketing is the basis for deciding
whether to expand or discontinue production of certain elements, contribute to the development and
implementation of product development plans, enhances the culture of entrepreneurial activity, and
allows enterprises to efficiently link resources with goals and goals with customer requests. Currently,
marketing research as part of the marketing mix has become one of the most effective tools in the
competition [1].

The word «potential» (from the Latin «potential», which means «power»), according to the
explanatory dictionary has two meanings. The first value refers to the field of physics and characterizes
the value of potential energy at a certain point in space. The second value reflects the totality of means,
conditions that are necessary for maintaining, maintaining and maintaining something. It is the latter
value that we will use when speaking about the marketing potential. By «marketing», we mean its
classical definition (Ph. Kotler) as a type of human activity that is aimed at satisfying needs and
requirements through an exchange. Combine these two concepts. We get that the marketing potential
is a set of means, conditions that are necessary for the conduct, maintenance, and preservation of
human activity aimed at meeting the needs and requirements through the exchange.

Therefore, marketing potential is an important component of the entire economic potential of
the enterprise. The inclusion of marketing potential in the structure of the economic potential of an
enterprise is primarily associated with the development and improvement of marketing and the use of
various marketing tools in the activities of enterprises.

The content of the concept of “Marketing potential of the enterprise” in the context of the above
approaches is reflected in the following Figure 1 (p. 224).

223



«Typan» yHuBepcUTETIHIH Xa0aplIbIChl» FRUTBIMU >kypHaIb! 2020 x. Ne 2(86)

~
* RESOURCE APPROACH
*The content of the marketing potential of the enterprise includes resources and
opportunities in various combinations for the implementation of marketing activities.
*PERFOMANCE /RESULT APPROACH N

*The content of the marketing potential of the enterprise includes resources and
opportunities, as well as the ability to use them most effectively in the marketing
process to obtain a specific result. )

*TARGET / GOAL APPROACH A

+In addition to our resources, opportunities, as well as abilities and results of marketing
activities, the content of the marketing potential of the enterprise takes into account

their subordination to the goals of the enterprise. Y.

Figure 1 — The content of the “Marketing potential of the enterprise”
concept in the context of the stated approaches

Note — Compiled by the author.

We can say that the complexity and diversity of the concept of “marketing potential of the
enterprise” were reflected in the variety of approaches to the definition of this concept, its main elements
and evaluation. In this regard, when assessing the marketing potential for a particular enterprise, one
should adhere to a certain approach to the definition of this concept and take into account the specifics
of the industry in which the enterprise operates. Thus, the definition of «marketing potential», in our
opinion, should be based on the following points: marketing potential is an important component of
the economic potential of an enterprise; the marketing potential reflects the presence and balance of
resources, the level of development of which is sufficient to carry out effective marketing activities; it
is assumed that reflection of hidden resources that can be brought into action to implement a marketing
strategy is appropriate; the marketing potential is a specific characteristic of the ability of the marketing
department to change, improve, progress based on the transformation of existing resources into a new
qualitative state, that is, to obtain a certain result and achieve goals.

The analysis allows us to state that the key characteristics of the marketing potential are the
resources underlying it, as well as the opportunities and abilities to use these resources. Based on
the above provisions, the marketing potential of an enterprise will be understood as the totality of
resources, capabilities, and abilities of their use to achieve marketing goals [2, 3].

For Kazakhstan dairy producers, activities in the market turned out to be fraught with serious
problems and considerable risks [4]. Despite the fact that the agricultural sector has traditionally
been given a significant role in the development of the national economy, which means that, at first
glance, at least a decent raw material base should be brought under the development of the dairy
industry, manufacturers and analysts themselves have noted a decrease in the industry’s growth rate
and anxious talk about the onset of imports [5]. At the same time, the prices of dairy products can
hardly be called affordable, and some consumers who are not classified as wealthy, today far from
every day can treat themselves to buying cottage cheese or, for example, sour cream. Meanwhile, the
consumption of dairy products directly affects the state of health of the nation and reflects the level
of well-being of society. If in the first half of the prosperous 1980s, our citizens consumed up to 600
tons of dairy products daily, then during the crisis of the 1990s this figure dropped to 125 tons per day.
The actual global crisis, of course, affected the state of the dairy products market, but in the coming
years, analysts believe that their consumption will not only not decline, but will increase [6]. In East
Kazakhstan, the dairy market is currently growing and developing. But to successfully compete in this
market, it is necessary to know exactly the preferences and views of their consumers. If the activities
of manufacturing companies are not primarily aimed at meeting the needs of the population, the
manufactured products are simply not sold in the volumes in which they could be sold. Now, most
manufacturers work based on their intuition and experience. As a result of this, most of the dairy
products are not sold efficiently. In this connection, a study of the market of local producers was
conducted.
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The survey was conducted on the territory of the East Kazakhstan region using a questionnaire.
Data collection methods included Survio online survey. The survey was conducted from September to
December 2018. Survio helps create, distribute and modify polls on all mobile devices, and also helps
every person respond effectively. And a prerequisite for the selection of respondents is that they must
be a direct consumer who buys milk for the family.

The aim of the study was to determine the position of dairy producers on the regional market,
as well as to identify typical characteristics of the main groups of dairy consumers in the region,
to analyze the market potential of companies by identifying information about dairy producers,
frequency and volume of purchases, relative to fat content and assortment. The survey revealed the
preferences of the population regarding dairy producers, the frequency and volume of purchases, the
desired packaging and acquisition time. The positioning of such types of dairy products as milk, kefir,
butter, sour cream, yogurt and cheese, i.e. the most purchased types of dairy products produced in the
city of Ust-Kamenogorsk and East Kazakhstan region. The findings can be used by dairy producers to
formulate an effective sales strategy in percentage.

In a consumer survey, we turned to 1,068 respondents. For example, with a population of more
than 713,00 people (for example, living in East Kazakhstan oblast 15 years and older), the sample will
be 384 people with a confidence level of 95% and an error of 5%. Confidence is a measure of accuracy.
A confidence error is a possible error of the research results. And we got a representative sample with a
minimal probability of statistical error. Of all the respondents, 70.79% of the respondents are women,
and 29.21% are men. Regarding the age structure of respondents, 8.59% of respondents ranged from
18 to 25 years old, 27.33% from 26 to 35 years old, 29.17% from 36 to 45 years old, 18.01% from 46
to 55 years old, 10.26% — from 56 to 65 years and 6.64% from 66 years and older.

Concerning the education of respondents, 9.49% of respondents received primary education,
40.66% — secondary education and 49.85% higher education. Finally, the respondent’s monthly
income amounted to 4.55% to 40 thousand KZT, 12.39% to 40-60 thousand KZT, 41.63% to 60-100
thousand KZT, 27.88% to 100—150 thousand KZT and 13, 55% more than 150 thousand KZT.

The respondents’ answers to the question “Please write the name of which company will first
come to mind to you, if you say “the milk and dairy products industry in East Kazakhstan region?”
was arranged as follows: “Emil” — 45.8%; “Vostok-moloko” — 38.5%; “Bagration Ulan” — 8.2%;
other — 7.5%.

Comparing the percentage ratio of types of dairy products purchased by respondents (Figure 2),
we can note that among the provided types of dairy products, it is milk that is an integral part of
the diet of the majority of respondents — it is bought by 96.4% of the population of the city of Ust-
Kamenogorsk.

fermented baked milk NN 36.5
baked milk HIIEEEEGSGGEEEENNNEE 168
cheese NN 55.3
yogurt I 8.3
butter I 64 .2
cottage cheese (5%0) IS 38.3
kefir I 75.5
sour cream I 3501
milk I 064

o] 20 40 60 80 100 120

Figure 2 — Volumes of acquisition of dairy products by the population of East Kazakhstan region

Note — Compiled by the author based on marketing research.
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As it turned out, consumers of milk buy it mainly for cooking — 78.3% and eating it as a drink
(due to its taste) — 58%. The beneficial properties of milk and the ability to support a diet with milk are
practically not of interest to consumers. Only 11.8% of all respondents spoke for this type.

Therefore, basing an advertising campaign only on the beneficial properties of milk to attract a
buyer, it will not be possible to significantly increase sales. Nevertheless, perhaps there is a category of
people who would consume milk because of its beneficial qualities if these qualities were emphasized.

Table 1 — Reasons why consumers of East Kazakhstan region buy milk

Type of reason Percentage, %
1. I like the taste of milk 41,5
2. I believe that milk is good for my health 74,5
3. I like to add milk to my tea (coffee, cocoa) 35,8
4. I like to cook using different dairy products 68,9
5. I buy milk for the children 58,6
6. This is some kind of tradition in my family 35,9
7. Buying milk is like a habit for me 21,8
8. I follow the recommendations of different specialists
(like doctors or nutritionists) 19,5
9. Because of the dissemination of news (articles, reviews, studies)
about the benefits of the dairy products motivates me to buy milk 11,9
10. Other 15,6
Note — Compiled by the author based on marketing research.

Respondents were asked questions about what time they buy milk and what time it would
be convenient for them to do it. Comparing the ratio of purchase time and a convenient time for
consumers, we note that the vast majority of survey participants buy milk exactly when it is convenient
for them. An interesting fact is that from 10 to 15 hours only 11.5% of consumers prefer to buy milk.
Therefore, by adjusting the working time, it is possible to achieve a more efficient distribution of the
working hours of outlets. Properties such as freshness and fat content in milk are very important for
the consumer: for example, 31.6% of those who buy milk pay attention to the fat content of milk and
70.3% to the shelf life. In other Kazakhstani studies, the purchase of milk with a high-fat content was
in the first positions, and today, on the contrary, the purchase of low-fat milk is 56.8%. This may be on
the recommendation of the above experts (doctors, nutritionists) about the usefulness of consuming
low-calorie foods.

The result of our survey was that, depending on age, this was the case: 81.3% of respondents under
the age of 45 wanted to buy low-fat milk in shopping centers or stores, while 68.35% of respondents
in aged 55 years and older, it is most convenient for them to buy draft milk from private traders who
trade illegally — they are closest to the consumer.

In the first age groups — up to 45 years old — the milk producer is in first place in importance. For
older customers, the place of milk production is of less interest; only a third of them specify when
buying. But this group of consumers is primarily interested in the price of milk, while for young people
the price factor of milk does not play an important role. Consequently, the campaign for additional
benefits and lower prices should be aimed at a group of buyers above middle age, and advertising
related to body shape or beauty should be aimed at the younger generation.

The next block of the study studied the consumption of sour cream and cottage cheese by the
population of the region. Sour cream and cottage cheese are sold both by weight (from private traders
and in stores) and in packaged form.

More than half of all respondents (69.8%) prefer to buy sour cream and cottage cheese in a
store, kiosks, in departments on the market (this answer option provided for the allocation of the
purchase of a pre-packaged product). Perhaps the preference given to this place of purchase is related
to the confidence of customers in good storage conditions of sour cream, ensuring the quality of the
purchased product.

Every fifth respondent prefers to buy sour cream and cottage cheese from private sellers in the
market, where the product is analyzed for fat and quality, but the cleanliness and sanitary standards
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are still inferior to the store ones. About 18.2% buy sour cream from illegal private traders. Perhaps
most of the consumers in this group have a regular seller, in the quality and taste of the product of
which consumers are confident. More affluent families where income from 150,000 KZT prefer in
most cases (77.2%) to buy sour cream and cottage cheese already packaged. And 65% of married
women with 2 or more children in the family said that they buy sour cream and cottage cheese more
than twice a week.

In every fifth family, they don’t get oil at all. This is primarily due to the high price of the product,
as well as the fact that at present there are quite a lot of butter substitutes — different types of margarine
from vegetable oils, which have a similar taste, without cholesterol and lower in price. Most consumers,
or rather, almost a third of all respondents surveyed, buy oil once a month or less. This is associated
with the ability to maintain the freshness of the product in the refrigerator for a long time. Besides, not
everyone can afford to buy oil more often, due to a lack of cash.

A one-time purchase volume of butter for almost half of consumers is less than a kilogram. This
fact is directly related to the fact that butter is a rather expensive product and is used in large quantities
in food and for cooking. And only in every fourth family, they prefer to buy butter for 2-3 kilograms
or more. Many families may live in these families; moreover, their financial situation allows them to
consume oil without saving it.

No wonder they say that yogurt is a favorite product of youth. 85.6% of the respondents who
have one or more children in the family noted that they buy yogurt 3—4 times a week. Note: in
the questionnaire, the yogurt category included all possible types of this product. In the past few
years, yogurt producers have focused on avoiding artificial additives and preservatives from foods.
However, a relatively new task was recently set for this category — to reduce the sugar content in the
composition. For example, the British market seeks to reduce sugar by 20% by 2020. A blank label
is also increasingly being seen as evidence that the product is suitable for a healthy diet. A Mintel
study shows that more than half of UK yogurt consumers would prefer a product with a shortlist of
ingredients rather than a long one.

Therefore, now more than ever the consumer is oriented towards a healthy diet and refusal of
sugar, yogurt producers need to position themselves as sellers of healthy snacks for conscious buyers
who care about their nutrition.

To increase sales of dairy products in the regional market, it is necessary to stimulate the following
processes:

¢ creation of marketing services in processing enterprises end development of a system of
information support for agricultural producers and potential buyers;

¢ increasing the volume of deep milk processing, it is necessary to provide concessional lending
to create new production capacities. Moreover, for the development of competition, it is necessary to
support precisely the newly created industries;

¢ development of a scientifically based strategy for the development of the market for milk and
dairy products, monitoring of economic indicators of the industry and at least an annual analysis of
the state of the market are necessary. It is necessary to introduce the responsibilities of management
structures to prepare annual reports or reports on the state of the industry and development prospects
and conduct systematic marketing research.
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AHHOTALUA

CrnoxuBuiasics Ha PBIHKE MOJIOKA CHUTYyallus XapaKTCPU3YCTCA HEMPCPLIBHBIM YCUIIMBAIOIUMCA OaBJICHUEM
m100ann3anuy, yCHUJICHUEM KOHKYPEHIMU BBEJICHHEM IIMPOKOIo pa3HOOOpa3Hs W acCOPTUMEHTa TOBApPHBIX IPE/-
JIO)KEHNH, YBEITMYCHUEM BIIMSHHS CPE/ICTB MAaCCOBOM MH(pOPMAINH, OBICTPHIM pa3BUTHEM HOBBIX TEXHOJIOTHUH, MOA-
JIep>KKOHM cBOOOIHOTO 0OMeHa nH(popMarueil 1 3HaHusAME. [loTpebienne MoIIOYHBIX TPOAYKTOB B KazaxcTane oueHb
HHU3KOE 110 CPAaBHEHUIO CO cTpaHaMu EBporeiickoro coro3a n Mupa, 4TO IPUBOJUT K HETATHBHOMY BIIMSIHUIO HA OM3-
Hec B 3TOM cekTope. [lo3ToMy BakHO M3yuHTh (DAKTOPBI, CTUMYIHPYIOIINE U BIUSIONINE HA MOTpeOuTENeH mpu
IMMOKYIIKE MOJIOYHBIX ITPOJAYKTOB, YTOOBI YBCJIMYNUTDh UX l'IOTpe6J'IeHI/Ie, a TaK)KE€ U3YUUTh (l)aKTOpBI, KOTOPbIEC MEIIAIOT
HOTPEOUTENSIM TIOKYIIaTh U TOTPEOJISITh MOJIOYHBIE TIPOAYKTHI, U IO BOBMOXKHOCTH YCTPaHHUTh HX. llespio naHHOi
paloTHI SBISETCS aHAIN3 BIMSHUS OTIEIBHBIX TICHXOJIOTHYECKUX U JIMYHOCTHBIX (PAKTOPOB HA MOTpEOICHUE | T10-
KYyTIKYy MOJIOKa. MBI IpOBEpsieM U BBISBIISIEM B3aUMOCBSI3H, KOTOPBIC MOTYT OBITh IIPAKTHYECKH MCIIOJIB30BAHBI B Ka-
YeCTBE KPUTEPUEB CErMEHTAIIMN MEHEDKEPaMH 110 MAPKETHHTY ITpH pa3paboTke MapKeTHHIOBOM cTpareruu. Omnpoc
OBLT IpOBe/IeH Ha TeppuTOprHu BocTouno-KaszaxcraHCckoit 00macTy ¢ HCIOIB30BaHUEM CTPYKTYPHUPOBAHHON aHKETHI.
Mertozbl cOopa JaHHBIX BKJIIOYANHN MPSIMOW OIPOC, OMPOC C TIOMOIIBIO TPOrPaMMHOTO o0ecIieueH st Survio-oHaiiH,
HedopMaiibHOE 00CYKAeHHE 1 0030p COXPaHEHHBIX 3aIHCeH.

KnrodyeBbie cioBa: peIHOK MOJIOKA, MAPKETHHTOBBIM MOTEHIMAIN, MOTPEONTEIBCKUE MPEANOYTCHNUS, (HaKTOPhI
CIpoca, KOHKYPEHIIHS, TOBAPHBIE TPEIOKEHHS, ACCOPTUMEHT.

Abstract

CyT HapbIFBIHIAFRl axyasu kahaHIaHyIbIH YIalbl ©CIil Kejle KaTKaH KbICBIMBIMCH, 0JCEKEJICCTIKTIH apTybi-
MEH, Tayap YChIHBICBIHBIH OPTYPIILIIri MEH KeH aCCOPTUMEHTIH eHri3yMeH, OyKapasblK akiapar Kypajlapbl 9CepiHiy
KYIICHTYMEH, jKaHa TEXHOJOTHSUIAp/bIH KAapKBIHIBI JaMybIMEH HEMece akmapaT NeH OUTIMHIH epKiH aaMacyblH
KOJITAUTBIH JKaHAa TEXHOJOTHSUIAP/bIH KAPKBIH/BI JaMybIMEH CHIATTANajbl. EdiMizzeri cyT eHIMJEpiH TYThIHY
Eypomnanbik Oakka MyIIe e1epiMeH KoHe HKaJIbl SJIEMMEH CaJbICTBIPFAH/Ia 6Te TOMEH, all MYH/Iail )KaFrail 0Chl
camanarel Om3Hecke Tepic acep eremi. COHIBIKTAH, CYT OHIMIEPIH TYTHIHYABI KOJIIAy MaKCaThIHAA CYT OHIMACPIH
carblll ajly Ke3iHJe TYThIHYIIbIIAPIbl BIHTAJIAHABIPATHIH JKOHE TYTBIHYFa dcep €TeTiH (akTopiapibl, COHIai-
aK TYTBIHYUIBUIAPBIH OJIApJIbl CAThIN alyblHA KEACPTi KEATIPETIH (aKTOpPIapbIH 3€PTTEY, OJAPMCH KYPECY JKOHE
MYMKIiH OoJica oJap/sl KO0 MaHBI3IBl. Byl MakamaHblH MakcaTbl — CYTTI TYTBIHY MEH CaTBIII allyFa >KeKeJereH
MCUXOJIOTHSIIBIK JKOHE JKEKe TYJIFAJbIK (PAKTOPIApIAbIH dCepiH Tanaay. MapKeTHHITIK CTpaTerusHbl J3ipieyje,
AHBIKTAJIFAH JKOHE TEKCepPUIreH OJIapiblH ©3apa OalllaHbIChIH MApKETHHI MEHEKEpJepi CerMeHTTey KpHUTepHili
petiHze ic Ky3iHae Konganyra Oomanpel. Cayamaama [lIsrreic KazakcTan oONBICHIHBIH ayMaFblHAA KYPBUTBIMAATIFAH
cayaJlHaMaHbl KOJJIaHy apKbUIbI Kypri3uiai. JlepexTepai skuHay Tikesei cayaiHama, Survio-oHJIalH cayaJTHamachl,
OelipecMHM TalIKbUIAy JKOHE CaKTaJIFaH jka30ajap/ibl KOJIJaHy d/1iCTepiMeH KYPri3iiii.

Tipek cesnep: cyT HapbIFbl, MApPKETUHITIK JIEyeT, TYTHIHYIIBUIAPABIH Kajlaybl, CYpaHbIC (akTopiapsl, Oace-
KEJIECTIK, Tayap YChIHBICHI, ACCOPTHMEHT.
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