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 Abstract 

The article deals with the issues of marketing policy on the example of an industrial enterprise in 

the food industry in a competitive market. The author revealed the competitive advantages of the 

enterprise, determined further directions for improving the marketing policy. As you know, for the full 

functioning of the body, a person needs to use both vegetable and animal oils. Cow butter can only be 

called a product made from cream with a fat content of at least 64 %. The ratio of natural fat, cow's milk 

and moisture may vary depending on the type of butter. The fat content in domestic varieties should not 

be less than 71.5 %. In addition to fat, the oil contains proteins (about 4 %), vitamins, minerals, 

carbohydrates and water.  
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1. Introduction  

 In today's saturated and highly 

competitive market, manufacturers are forced to 

look for new ways to attract and retain consumer 

attention. The growing demands of customers 

force manufacturers to develop innovative, 

original and user-friendly products, as well as 

pay special attention to the quality and safety of 

their products (Fatty foods for a Healthy diet, 

2009). In a highly competitive environment, 

success largely depends on the ability to quickly 

develop and produce products that meet 

consumer expectations. The growing variety of 

new types of products in the fat and oil industry 

leaves no room for mistakes at the stage of 

development, production and sale. Today, for the 

success of a product, not only its safety and 

organoleptic properties must be ensured, but also 

useful qualities for human health (Bauernfeind 

and Lachance, 1991; Food fortification, 1995). 

Consumers' preferences depend on what is 

important to them.  
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For some, it's health and well-being; for others, 

it's getting pleasure from eating products; for 

others, it's being in a trend, a topic; for others, 

it's ease of use when using products, etc. For the 

stability of consumption growth, it is necessary 

to restructure the technologies of food 

production and turnover to the interests of the 

consumer, which will significantly expand the 

sales market, activate the industrial and 

commercial sectors of the economy. 

Previously conducted marketing research 

on consumer preferences regarding products of 

the fat and oil industry among the population of 

Chelyabinsk found that 366 citizens (57.4 % of 

respondents), regardless of socio-demographic 

characteristics, focusing primarily on their 

sensory perceptions of the product (mainly color 

and smell), in their opinion, acquire butter, the 

motivations for the purchase of which are: 

"eating during breakfast", "naturalness of the 

product", and respondents over 40 years old - 

also "habit from childhood". At the same time, 

none of the specified group of respondents has a 

clear idea about the possibility of producing cow 

butter with the addition of vegetable fats. The 

purpose of the research was to study the market 

conditions for products based on milk fat. 

http://www.jpsscientificpublications.com/
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2. Objects and Methods of Research 

According to TR CU 024/2011 "Technical 

regulations for fat-and-oil products" vegetable 

oils, margarine products, mayonnaise, special 

fats, animal fats, spreads and ghee mixtures 

belong to the group of fat-and-oil products. In 

accordance with the classification adopted in 

Russia, the market of fat products can be divided 

into the following segments and sub-segments 

(Bauernfeind and Lachance, 1991)  

• The first segment is the Market of 

vegetable oils Sub-segments: unrefined 

vegetable oils (sunflower, corn, soy, 

rapeseed, olive, cotton, sesame, grape, 

ginger, amaranth, etc.); refined vegetable 

oils (of the same types). 

• The second segment is the Market of 

animal fats. This segment is not divided 

into sub-segments and is represented by 

the following types: pork, beef, lamb, 

horse, bone and prefabricated. 

• The third segment is the Margarine 

Products market. Subsegments: 

margarine (hard, soft, etc.); special fats 

(for industrial processing, cooking fats); 

spreads (vegetable-cream, vegetable-fat) 

and their ghee mixtures. 

• The fourth segment is Mayonnaise. This 

segment is not divided into sub-segments 

and is represented by high-calorie, 

medium-calorie, low-calorie and 

delicatessen mayonnaise, as well as 

mayonnaise sauce. Data on the 

production of these margarines in the 

State Collection of Rosstat are not given. 

The properties and nutritional value of fats 

depend on the amount and ratio of saturated and 

unsaturated fatty acids included in their 

composition. Edible fats are used directly in 

food, for the preparation of canned food, 

confectionery and other products. All fat-and-oil 

products satisfy the energy needs of the human 

body due to the high caloric content of fats - the 

main substance of these products. 

Vegetable oils are the most common type 

of fats used in nutrition, in the food industry and 

public catering. Due to the fatty acid 

composition, vegetable oils are physiologically 

active/their biological effectiveness is 

determined by the content of polyunsaturated 

essential fatty acids (PUFA), and their 

physiological value is determined by the content 

of phospholipids, sterols, tocopherols necessary 

for our body to build cells. As a result, vegetable 

oils must necessarily be included in the diet of a 

person of any age, even children of the first year 

of life (Brizhasheva, 2007). 

Due to the high biological efficiency in the 

Recommendations on Rational Consumption 

Standards (Food fortification, 1995), vegetable 

oils should be consumed in an amount of 12 

kg/person/year or 30 g/person/day. The actual 

consumption of vegetable oils in Russia has 

reached 13.7 kg/person/year. This is probably 

due to the fact that in modern norms of optimal 

nutrition, it is recommended to replace part of 

animal fats, including butter, with vegetable oils. 

Another reason for the increased consumption of 

vegetable oils in Russia is their greater economic 

availability compared to animal fats. In the 

consumer basket in Russia, the consumption rate 

of vegetable oils, margarine and other fats is 11 

kg /person/year (Edelev, 2011). 

The main supplier of fat-and-oil products 

to the domestic commodity market of the 

country is the fat-and-oil industry, which 

processes oilseeds into various types of 

vegetable oils. In addition to their nutritional 

value, they are used in other industries (Edelev, 

2011). The decline in the share of olive and palm 

oil is explained by the fact that these oils are not 

produced in Russia, but are imported from other 

countries. Russia is re-exporting these oils. The 

increase in their prices on the world market 

caused a drop in demand for these oils in Russia 

and abroad. The prices of olive oil, which had 

previously been one of the most expensive types 

of oils, except for rare, exotic oils (amaranth, 

grape, cedar, etc.), rose especially sharply 

(Ignatova et al., 2009). 

The transition of a significant part of 

consumers to an economical consumption model 

in Russia and the CIS countries during the crisis 

caused them to abandon expensive olive oil, 

especially since Russian sunflower oil is not 
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inferior to imported olive oil in terms of 

biological efficiency. The main importers of 

Russian sunflower oil are Turkey and Egypt, 

which account for 31.5 and 13.6 % of total 

exports, respectively, as well as China and 

Kazakhstan. Soybean oil is exported to Algeria, 

China and Tunisia (38.5, 14.4 and 13.1 %), and 

rapeseed oil is exported to Norway, Lithuania, 

Latvia, China and Belarus. the share of which 

amounted to 61.4 and 18.8 %, respectively, in 

the total volume of exports (Order of the 

Ministry of Health of the Russian Federation, 

2016). 

In contrast, palm oil almost does not enter 

retail trade, but is used in large quantities in the 

confectionery industry as a substitute for cocoa 

butter or milk fat and also in the dairy industry 

in the production of creamy vegetable spreads, 

dairy and vegetable products and in the 

adulteration of cow's butter, cheese, sour cream, 

cottage cheese and ice cream (Ignatova et al., 

2009). 

The share of imports of rapeseed and 

soybean oils is quite small (0.01 - 0.03 %), 

which is measured in tons, and not in thousand 

tons like other types of imported oils. This is due 

to the fact that the domestic production of these 

oils is sufficient to meet the domestic needs of 

the country. Therefore, their import is of a one-

time nature (Shenderov, 2013). The main 

exporter of palm oil is Indonesia, which 

accounts for almost 80 % of total imports. It is 

followed by the Netherlands, Malaysia, Sweden 

and Italy by a large margin. 

World production. The total volume of 

production of basic vegetable oils in the world in 

the 2015/16 season amounted to 178.3 million 

tons. For 2016/2017, the growth in production 

volumes increased by 3 % to 184 million tons. 

The main volume of vegetable oil production 

falls on palm and soybean oils. In total, they 

account for 63 % of the total world production 

(Kanter et al., 2001). The structure of the world 

production of vegetable oils is characterized by 

the following data, in %: palm - 34.0, soybean - 

29.0, rapeseed - 16.0, sunflower - 8.0, palm 

kernel - 4.0, peanut - 3.0, cotton - 2.0, coconut - 

2.0, olive - 2.0. According to experts, the growth 

leader next year will be palm oil, the volume of 

production of which will grow by 5 %, 

sunflower oil, for which an increase of 4.3 % is 

expected. At the same time, the production of 

cotton (-1.5 %) and rapeseed (-0.4 %) oils will 

decrease (Brizhasheva, 2007). 

Analysis of the territorial distribution of 

mayonnaise production shows that 80% of its 

production is located in three districts: Volga (42 

%), Central (27 %), and Siberian (11 %). The 

mayonnaise market is fully saturated due to 

domestic production. Further increase in its 

production is possible only through the supply of 

mayonnaise for export. Russian mayonnaise is 

exported mainly to the CIS countries, mainly to 

Kazakhstan, Azerbaijan, Kyrgyzstan, etc. The 

import of mayonnaise is small. A small amount 

of it comes from South Korea, mainly to 

Primorsky Krai, as well as from Italy. 

Mayonnaise is imported to 12 regions of Russia. 

40 % of imports come from Moscow 

(Brizhasheva, 2007). In 2017, mayonnaise 

imports increased by 18 % in the 2nd quarter. 

The main problem of the Russian mayonnaise 

market is a large proportion of low-quality 

products. As studies of Roskachestvo have 

shown, a sharply acidic and rancid taste, the 

presence of starch and preservatives (benzoic or 

sorbic acids) were found in the selected samples 

when their absence was indicated in the labeling, 

a reduced mass fraction of fat compared to the 

declared one, etc. To improve the quality of the 

produced and sold mayonnaise, it is necessary to 

introduce quality management systems, 

including HACCP systems, as well as 

strengthening internal and state control. 

The remaining market segments also have 

common and specific problems, which will be 

discussed further (Edelev, 2011). Problems in 

the market of fat-and-oil products. Among the 

main problems facing the domestic fat and oil 

industry, the following should be noted. 

a) Insufficient acreage under oilseeds, 

which hinders the increase in the 

production of vegetable oils, margarine 

products and mayonnaise. 
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b) The decrease in the yield of the main 

oilseeds due to the deterioration of the 

ecological situation in the growing areas 

affected the demand for oil and fat 

products in general, and also increased 

the cost of oilseed raw materials and 

finished products from it. 

c) Increased import dependence on the 

purchase of elite seed material abroad, 

including high-oleic and high-palmitic 

sunflower, as well as insufficient use of 

modern agricultural technologies to 

prevent the occurrence of sunflower 

diseases. 

d) Weakening of state regulation and 

control over the activities of processing 

enterprises, as a result of which a certain 

amount of products of inadequate quality 

are sold. 

e) Insufficient development of the logistics 

components of the industry - there are 

few companies in Russia that transport 

fat and oil products over long distances 

using their own logistics networks and 

specialized vehicles. 

f) The increase in prices for fuel and energy 

resources, which, in turn, provokes an 

increase in the cost of vegetable oil (the 

energy demand for presses and other 

plants for the production of vegetable oil, 

produced back in the USSR, significantly 

exceeds the same indicator for modern 

equipment of foreign companies) 

g) Stricter sanitary requirements for 

vegetable oil, conditions of its 

production, storage and transportation by 

the importing countries of Russian fat-

and-oil products, which may lead to a 

decrease in the volume of exports of 

Russian fat-and-oil products 

h) The high level of world prices for the 

main oilseeds (including sunflower), 

contributing to the intensification of 

sunflower exports from Russia and 

reducing the resources of raw materials 

for domestic processors. 

To solve these problems, it is necessary to 

implement a number of measures indicated in 

the promising directions of market development. 

Promising directions of development of the 

market of fat and oil products. These include the 

following areas: 

• Increasing the production of fat-and-oil 

products with added value to expand the 

export potential of the country. 

• Improving the range of vegetable oils by 

expanding the geography of the 

production of oilseeds of all types, except 

tropical oils, which will increase the 

volume of their harvesting to 11.0-12.5 

million tons. 

• Improving the quality and 

competitiveness of domestic fat-and-oil 

products through the introduction of 

progressive varieties of oilseeds, 

innovative production technologies, as 

well as enriching finished products with 

vitamins and other BAS. 

• Implementation of measures to 

strengthen and further improve the 

material and technical base of the 

industry, including the technical re-

equipment of enterprises with modern 

high-tech equipment, which will equip 

processing enterprises with innovative 

equipment for deep processing of oilseed 

raw materials, especially lines for 

extraction and refining of extracted oils, 

as well as lines for the production of 

packaged oil and fat products, which will 

improve its quality. 

• Reduction of the specific share of 

counterfeit products due to increased 

control at all stages of the technological 

cycle of goods movement. 

• Improving the infrastructure of the fat 

and oil industry, including logistics and 

transport systems, as well as the material 

and technical base for storing raw 

materials and finished products. 

The development of the main directions 

for the development of the fat and oil industry, 

the formation of a management plan for 

scientific and technological progress will allow 

investing in fundamental, applied research and 

development of innovative technologies that will 

contribute to the improvement of both existing 

traditional technologies and the creation of 
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modern innovative technologies. This will not 

only improve the quality of products, but also 

accelerate the expansion of the export potential 

of the industry. 

Marketing research was carried out by the 

method of a street survey in the interview mode. 

638 residents of Chelyabinsk were subjected to 

the survey. The selection of respondents was 

carried out in accordance with the connected 

quotas by gender and age and separately by 

education. The statistical error of the data did not 

exceed 5 % (with a 95 % confidence level). 

Thus, the conclusions made in the study can be 

extended to all residents of Chelyabinsk with an 

accuracy of ± 5 %. 

According to the data, it was found that 

citizens most often make purchases of butter in 

the universal retail of medium (37.5 % of 

respondents) and large format (20.5 % of 

respondents). The share of purchases in 

"convenience stores" is very noticeable - 27.5 % 

of respondents (or 175 respondents). Every tenth 

Chelyabinsk resident buys oil on open markets - 

9.0 % of respondents (57 respondents). Despite 

some commonality in the preferences of places 

to buy cow's oil, the socio-demographic portrait 

of buyers is different. So, the main buyers of 

butter in supermarkets and shopping centers are 

young people aged 18-29 years with an income 

level of more than 15 thousand rubles/month per 

family member. Respondents aged 30-39 years 

with an income level of 10-15 thousand 

rubles/month prefer to shop in supermarkets/ 

grocery stores. But respondents of pre-retirement 

and retirement age who have a more modest 

income (with an income level of up to 10 

thousand rubles/month. for one family member), 

go shopping at the market or to the "shop at 

home". 

The study of the frequency of the purchase 

of butter among the population of Chelyabinsk 

allowed us to establish that most of the 

respondents (a total of 64.5 % of respondents) 

purchase products 1-2 times a month, only every 

third citizen - 1 time a week. It was also 

important to establish what, first of all, people 

pay attention to when buying butter. Almost 

every third resident of the regional center pays 

attention to the quality of the product when 

buying cow oil - 236 respondents or 37.0% of 

respondents, and the date of production 

(expiration date) - 175 respondents, or 27.5% of 

respondents. Totally, 93 respondents, or 14.5% 

of respondents, pay attention to the reputation of 

the manufacturer (trademark), while they do not 

give preference to any specific enterprises, but 

focus mainly on the popularity of their brand. 

There are no socio-demographic differences 

among those who take these points into account 

first of all. 

The price factor is less significant, but in 

general it is taken into account by 67 

respondents (10.5 % of respondents). One of the 

last places among the factors taken into account 

when buying butter is occupied by: the 

composition of the product, the net weight and 

the seller's recommendations on the choice of 

products. Studying the demand situation in 

relation to the products of certain brands, the 

following results were obtained. 

Spontaneous fame is calculated as the 

proportion of respondents who named a 

manufacturer's brand or one of the brands of its 

product lines in response to an open question in 

which they were asked to recall all the names of 

manufacturers of milk fat-based products known 

to them. With a huge gap from competitors, two 

leaders can be distinguished among 

manufacturing enterprises whose products are 

trusted by customers to a greater extent. Thus, 

the most purchased trademark is butter "Peasant" 

produced by JSC "Chebarkul Dairy Plant" (it is 

purchased by every third citizen - 30.0 % of 

respondents). On the 2nd place in terms of 

consumer preferences is Bashkir oil produced by 

Chelyabinsk-oil LLC (IP Klyukin V.V.) (it is 

preferred by every fourth Chelyabinsk resident - 

24.0 % of respondents). The third place is shared 

by the brands "Prostokvashino" produced by JSC 

"Unimilk Company" (13.0 % of respondents) 

and "First Taste" produced by JSC "Chelyabinsk 

City Dairy Plant" (11.5 % of respondents). Thus, 

products based on milk fat from local 

manufacturing enterprises are in the greatest 



Malika Khalikova/Indo-Asian Journal of Multidisciplinary Research (IAJMR), 7(6): 2453 – 2459                            2458 

© 2021 Published by JPS Scientific Publications Ltd. All Rights Reserved  

demand, which is preferred by a total of 41.5 % 

of respondents. 

According to the results of the survey, it 

was found that the most popular types of cow 

butter in the assortment line are: "Sweet and 

creamy unsalted" (79.5 % of respondents noted) 

and "Chocolate" (10.7 % of respondents prefer), 

as well as "Sweet and creamy salted" (9.2 % of 

respondents noted), "Sour and creamy unsalted" 

(8.3 % of respondents prefer). At the same time, 

every tenth citizen could not prioritize their taste 

preferences and distinguish certain names from 

many types of products. 

At the next stage of the sociological 

survey, it was of interest to identify the attitude 

of consumers to the appearance of new products 

in the range of butter. The majority of 

respondents never buy new types of butter (49.8 

% of respondents) or are cautious about their 

appearance, but sometimes they still buy 

novelties to diversify their diet (30.5 % of 

respondents). Of those who answered this 

question negatively, there were mostly citizens 

of pre-retirement and retirement age, as well as 

those whose income per family member does not 

exceed 10 thousand rubles /month. Respondents 

in this category consider the appearance of new 

butter products on the market to be just an 

"advertising move" that contributes to the 

overpayment of funds for an ordinary 

(traditional) composition sold under a different 

name or in a different package. But Chelyabinsk 

residents aged 18 to 39 years, who have higher 

or secondary vocational education, buy new 

products, but do not specifically look for them 

on the shelves of stores (23.3 % of respondents). 

And only a few respondents (7.2 % of 

respondents), mostly women aged 30 to 39, 

deliberately track what new items have appeared 

and buy them. 

Answers to the question "Do you consider 

butter a healthy food?" The distribution was as 

follows: 25.0 % of respondents answered "no" 

(mostly women aged 18 - 39 with higher or 

incomplete higher education), 17.5 % of 

respondents answered "difficult to answer" 

(women aged 40 - 49 with higher education). 

60.3 % of respondents answered this question 

positively: at the same time, men aged 50 - 59 

years with secondary vocational education could 

not explain their answer, but the younger 

generation of respondents (aged 18 - 29 years) 

they noted the presence of vitamins E, A and 

other nutrient. Thus, Chelyabinsk residents do 

not have a clear idea of the benefits of cow's oil 

for the human body, which is confirmed by a 

lack of knowledge in the field of useful 

properties of individual food components, since 

the answers to the subsequent question "Can any 

ingredients make butter a useful food product. If 

yes, which ones?" the total illiteracy of the 

population was revealed. Thus, 74.5 % of 

respondents "found it difficult to answer", 9.0 % 

of respondents noted "vitamins", the remaining 

part of respondents gave a negative answer. 

Combined fat products are a characteristic 

feature of our time, they were created as an 

alternative to butter from cow's milk. Now 

spreads are increasingly approaching the image 

of an ideal fat product, close to butter, enriched 

with vitamins, essential PUFA, phytosterols and 

other useful substances, containing a minimum 

amount of cholesterol and transisomers of fatty 

acids, which does not add a large number of 

calories to the diet of a modern person. In this 

connection, at this stage of research, the 

competence of consumers in matters of the 

benefits of spreads was also studied (Figure - 4). 

The results of the survey showed that more than 

80.0 % of respondents do not allow thoughts 

about the benefits of spreads for human health, 

which creates certain obstacles to the promotion 

of products to the market. 

3. Conclusion  

In conclusion, it should be noted that the 

fat and oil products market is a dynamically 

developing segment of the food market, which is 

characterized by import-independence and 

export orientation. Sunflower oil exports have 

become one of the most profitable segments of 

Russia's foreign trade. The domestic production 

of vegetable oils is constantly increasing, despite 

fluctuations over the years, exports are growing, 

and imports are declining. The problems arising 

in the market of fat-and-oil products can be 
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solved by implementing promising areas of 

market development. 
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