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MARKETING RESEARCH AND DESIGN
OF QUALITY FUNCTION IN THE
PRODUCTION OF INNOVATIVE PRODUCT
OF HEALTH PURPOSE

O6’ckmom excnepumenmy 6yau 600 ocib, nomenyiiini cnoJcueaui KUCIOMOLOUNUX eupobis. I3 nux 210 npax-
muyuno 30oposi ma 390, sxi maromv neeni saxeoprosanus. [lpedmemom docnioxncenmns Oyau ix cnoxusui nepesazu
BI0HOCHO NOABU HA PUNKY THHOBAUITIH020 NPOOYKMY 0300p06u020 npusnavens. O0nier i3 npobiem cbozodenis
€ 1e3aNn0GHEeHICMb PUHKY NPOOYKMAMU Xapuyeans 0is ocib 1a cneyiaibiomy OlEmuunomy Xapuyeanii.

B x00i docridamenns ecmanosieno, wo 20 % i3 uucia Onumanux Matice uj00eHHo CRONUBAOMb UoYpmu
numui kracuuni. 15, 13 ma 12 % pecnondenmis wo00enno cnoxcusaioms meopoe, CMemany ma uozypmu i3 3ia-
KOBUMU HanosHiogauamu (8ionosiono). 10 % onumanux eiddaromv nepesazy cnomusanuio ayudoQiiriny ma
keipy. 9 % pecnondenmis siddaiomv nepesazy MOIOUHOKUCIOMY npodykmy — pscenxa. Ilo 8 % pecnondenmis
W00EHIO CROJNCUBAIOMb NPOCMOKEaUY ma aepin. 2 % 610 uucia onumanux cnojcusaioms 6iginratigh. Bcmanosne-
HO, W0 ceped ONUMAHUX He KOPUCYIOMbCS WUPOKUM NONUMOM LOZYPMU i3 6MICMOM KAPOMUHA, JIeUUMUrHa ma
8UPOOU Ha 0CHOBI c0E6020 MoI0Ka (N0 3 % ). Cnoxcusau 6iddae nepesazy iozypmy i3 6Micmom 3apooKie nuieHuyi
ma euciekamu (18 % ). 17 % pecnondenmis cnoxcusaromn tioeypmu i3 saminnuxamu uyxpy. 13 % eiddaromo ne-
pesazy eupobam, y cxaradi saxux npucymui gimaminu. 10 % cnojcusaromn tiozypmu iz 6MiCMom MiKpoeremenmis.
7ma 6 % (8i0nosiono) onumanux giodaroms nepesazy tiozypmy i3 6MICMOM amuUOKcUdamie ma enmepocopbenmis.
Ilo 5 % cnodjcusnux nepesaz OMpUMAIU SHEHCUPEHT BUPOOU MA GUPOOU 13 6MICTOM Xapuosux 6010KoH. Cnpoek-
mysaswu Gyuxyito sxocmi QFD-modeni (Total Quality Management — QFD) ecmanosiieno, wo cnojcusay xoue
bauumu na noauyi tozypm i3 emicmom 0igidobaxmepiil, 36UUHUMU CMAKOBUMU XAPAKMEPUCTUKAMU, Oe3Neunuil

Biletska Y.,
Pysarevskiy M.,
Sokolovska 0.,
Grigorova-Berenda L.

npu CNOMCUBAHHI MA 30 HEBUCOKOIO L;l'HOTO.

Y nopienanni 3 ananoziuiumu gidomumu cnocobamu supobHUYMEa tLozypmy, CNPoeKmosanuil nPOOYKmM Moxce
NPUHOCUMU MAKCUMATLHI NPUOYMKU NIONPUEMCMEBY -6UPOOHUKY, 3G PAXYHOK GUNYCKY HOB0L npodyKuii, ska 6yoe

MAKCUMATLHO 3A0080NbHAMU GUMOZU CNONCUBAUIE.
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1. Introduction

The success of an innovative product in the market
depends on how much the manufacturer has previously
taken into account the needs of the consumer [1, 2]. Due
to the release of new products that will maximally satisfy
the requirements of consumers, the manufacturer can re-
ceive maximum profits. The study of the characteristics of
customers and the identification of their needs allows to
design an innovative product that will be competitive in the
market [3, 4]. That is, in terms of its consumer properties
and economic indicators, it can satisfy customers without
giving in, and even surpassing at the same time products of
a similar purpose manufactured by other enterprises. One of
the most important tasks of the food industry is to increase
the production of consumer goods with health-improving
properties [5—7]. Designing a new product should begin with
conducting market research to identify consumer motivations
and preferences of potential buyers [8—10]. Therefore, it
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is relevant to conduct market research to study consumer
preferences of customers and identify their needs, which
will allow to design an innovative product and minimize
quality adjustments after it appears on the market. It will
also ensure high value and at the same time relatively low
cost by minimizing the cost of correcting non-compliance.
So, the object of research was 600 people, potential consu-
mers of dairy products. Of these, 210 are practically healthy
and 69 people with iodine-deficient conditions, 77 people
with lactose intolerance, and 54 people with diabetes.
The aim of research is to conduct market research and
design a quality function in the production process of an
innovative product for health purposes.

2. Methods of research

Marketing research was carried out by the questionnaire
method [8]. To design the quality function, the metho-
dology of deploying the quality function (Total Quality
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Management — QFD) was used [11-13]. The QFD me-
thodology is a Japanese methodology for the systematic and
structured transformation of consumer wishes into technical
requirements for product quality. This methodology was
developed in 1966 by the Japanese Yoyi Akao [14, 15].
The successive stages of the development of the metho-
dology of the quality function are described in [16, 17].

The correlation coefficient (C.) was determined as the
number of bonds according to the technical parameter,
which acquired the value: +1 or —1. The assessment of
organizational complexity was carried out based on the
experience of expert manufacturers with the help of esti-
mates: 0..2 — it can be done, there are no technical (fi-
nancial) difficulties; 3..6 — real and not very difficult;
7..9 — real, but difficulties will arise; 10 — nothing will
be done. Comparison of technical and consumer charac-
teristics was carried out by comparing the values of tech-
nical and consumer characteristics of the product with
competitors, the difference was reflected in the form of
parameters and graphs.

The significance of the relationship was determined
by the formula:

The significance of the relationship=
=strength of relationships- significance, %.

Assessment of the absolute significance (S,,.) was cal-
culated by the formula:

(Supc)=The importance of needsx
x Strength of communication- C,

Using the methodology of the quality function de-
ployment will normalize the procedure for determining
the main characteristics of the product, it is developed
taking into account the wishes of consumers. Minimize
adjustments to product parameters after they appear on
the market. To provide high value and at the same time
relatively low cost of the product by minimizing non-
production costs.

Based on the foregoing, the use of QFD-methodology
is one of the main means of achieving and maintaining
the competitiveness of the enterprise. Because in order
to survive in a saturated market, an enterprise needs to
offer new products and maintain the quality of its pro-
ducts at a high level.

3. Research results and discussion

Having examined % of consumption of various groups
of fermented milk products from the total number of re-
spondents, it was found that 20 % of the number of
respondents consume classic drinking yogurts almost daily.
Consumers explain their choice with a high protein and
low carbohydrate content, and an <«Instagram mode»
for proper nutrition, along with physical activity for
body shaping.

15, 13 and 12 % of respondents daily consume cottage
cheese, sour cream and yoghurts with cereal toppings (re-
spectively). 10 % of respondents prefer the consumption
of acidophilus and kefir, the dominant advantage when
choosing were the symbiotic properties of the product.
9 % of respondents prefer lactic acid products — fer-
mented baked milk, through a pleasant taste that «re-

sembles childhood». 8 % of respondents consume yogurt
and aerin daily, feeling a lack of probiotics in their diet.
2 % of the number of respondents consume bifilife, arguing
that their purchase is interest in «a new product on the
shelf>. From the experiment, it is possible to conclude
that such dairy products as yoghurts can be attributed
to daily consumption products.

Defining % physiologically functional ingredients in
yogurt, the lack of which is felt most by the consumer
it is found that 18 % of respondents prefer yogurt with
embryos and bran. 17 % of respondents consume yogurt
with sugar substitutes. 13 % prefer products that contain
vitamins. 10 % consume micronutrient yoghurts. 7 % and
6 % of respondents prefer yogurt with the content of
antioxidants and enterosorbents (respectively). Fat-free
products and products containing dietary fiber received
5 % of consumer preferences. It was established that among
the respondents yoghurts containing carotene, lecithin
and products based on soy milk (3 % each) are not in
great demand.

The next stage of the study was the design of the qual-
ity function of the QFD model in the production process
of an innovative product for health purposes. The results
of marketing research are listed in the matrix of «quality
house». The project of the quality function of the QFD-
model for the production of recreational yogurt using the
example of Kharkiv Dairy Plant — «KhDP» LLC (Ukraine)
is shown in Fig. 1.

It was established that, first of all, when developing
yogurt, it is necessary to ensure the healing effect (dietary
properties) of products, depending on the direction and
purpose. The taste characteristics of the new yogurt «it
should be familiar, without extraneous sharp tastes and
flavors inherent in this product» have a significant impact
on consumers. The consumer prefers natural enrichment,
which determines the safety of the new yogurt during its
consumption. The impact on purchasing activity will be
the price of a new yogurt. The consumer will give prefer-
ence to products at a low price. Based on the results of
calculating the absolute significance of the characteristics
of the new yogurt, it is possible to draw conclusions about
the appropriateness of its production. Setting goals and
criteria for the successful activity of Kharkiv Dairy Plant —
«KhDP» LLC in creating an innovative product, by which
the company will minimize the quality adjustment of the
innovative product (yogurt) after it appears on the mar-
ket. It will also provide high consumer value and at the
same time relatively low cost, which will occur due to
minimizing the cost of correcting non-compliance.

4. Conclusions

A study of % consumption of various groups of fer-
mented milk products found that 20 % of those surveyed
consume classic drinking yogurts almost daily. 15, 13 and
12 % of respondents daily consume cottage cheese, sour
cream and yoghurts with cereal toppings (respectively).
10 % of respondents prefer acidophilus and kefir. 9 % of
respondents prefer lactic acid products — fermented baked
milk. 8 % of respondents consume yogurt and aerin daily.
2 % of the number of respondents consume bifilife. From
the experiment, it is possible to conclude that such dairy
products, such as drinking yoghurts, can be attributed to
daily consumption products.
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Fig. 1. The project of the quality function of the OFD-model for the recreational yogurt production
using the example of Kharkiv Dairy Plant — <BRhDP» LLC

Having determined the % physiologically functional
ingredients in the composition of yogurt, the lack of which
is felt by the consumer most of all, it was found that among
the respondents yoghurts containing carotene, lecithin and
products based on soy milk (3 % each) are not in great
demand. The consumer prefers yogurt with the content of
wheat germ and bran (18 %). 17% of respondents consume
yogurt with sugar substitutes.

13 % prefer products that contain vitamins. 10 % con-
sume micronutrient yoghurts. 7 and 6 % (respectively) of
respondents prefer yogurt with the content of antioxidants
and enterosorbents. Fat-free products and products con-
taining dietary fiber received 5 % of consumer preferences.
Having designed the quality function of the QFD-model
in the production process of an innovative product for
health-improving purposes using the example of yogurt by
the Kharkiv Dairy Plant, it was found that it is neces-
sary to provide new yogurt with health-improving, dietary
properties depending on the direction and purpose. The
consumer wants to see yogurt on the shelf with the usual
taste characteristics, safe for consumption and at a low price.

According to the results of calculating the absolute
significance of the characteristics of the new yogurt, the

feasibility of production was established to create a new
product. The introduction of the QFD method in the activi-
ties of Kharkiv Dairy Plant will reduce the time needed to
develop the product and bring it to the market by more
than 2 times. Shorten the planning and decision-making
processes. Reduce response time to new market opportuni-
ties. Also, the use of the QFD methodology in the future
will allow to avoid or minimize the quality adjustment of
yogurt after it appears on the market and ensure high value
and at the same time relatively low cost by minimizing
the cost of correcting inconsistencies.

The studies described in the work provide for their
logical continuation in the direction of developing new
competitive products in order to expand the range of health
food products available for mass consumption in terms of
price and quality characteristics.
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