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innovative technological solutions for the baking industry of Ukraine are identified. The
study analyzes several factors that affect customer loyalty to the goods and services of
the “Enzym” company and the “Innovative Center for Baking “Khlibnyi Dim”, which is a
separate strategic business unit of the enterprise. As part of the scientific study, a
sociological survey of 50 customers was conducted and key determinants of loyalty were
identified, among which a special place for Ukrainian buyers is occupied by: stable
quality, technological efficiency and professional service. It is proven that the
transparency of the pricing policy, the diversity of the assortment and the convenience
of packaging significantly affect the emotional component of loyalty, forming a sense of
trust and orientation to customer needs. Several issues regarding the transparency and
validity of the pricing policy of the business unit “Innovative Center for Baking “, Khlibnyi
Dim” were identified. The need for expanding the range and optimizing packaging forms
to better meet customer needs was proven. A comprehensive approach to further
research is proposed, which includes: an in-depth analysis of the relationship between
the level of customer satisfaction with individual aspects of cooperation (price, range,
quality, service) and the integral loyalty indicator; building a customer satisfaction
assessment model based on fuzzy logic or machine learning methods; researching the
perception of prices by key customer segments and benchmarking the range of the
“Innovative Center for Baking “Khlibnyi Dim” of the Enzym company.
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Y HaykoBi#1 cTaTTi NpoaHali30BaHO Cy4YaCHUM CTaH JIOAJBHOCTI YKPalHCbKUX KJIEHTIB
Ha pPHWHKY TOBapiB NIPOMHCJOBOrO MNPU3HAYEHHS Y CEerMeHTi XJIibomeKapChbKUX
TeXHOJIOTIYHUX pilleHb. BUfABJIEHO KJIOYOBI YMHHUKH, L0 BU3HAYalOTb piBEHb
3aJI0BOJIEHOCTI Ta JIOSJIbHOCTI 6i3Hec-KJI€EHTIB [0 NocTayaJbHUKIB iHHOBaI[iHHUX
TEXHOJIOTIYHUX pillleHb AJs x/ai6onekapcbKoi ranysi YkpaiHu. Y mMexax Joc/iKeHHs
[pOaHa/i30BaHO psAJ YMHHUKIB, Ki BIUIMBAIOTh Ha JIOAJBHICTb KJIEHTIB [0 TOBapiB i
nocayr koMmnasii «EH3uM» Ta «IHHOBaniiiHOTO 1EeHTPY X/1i60nedeHHs «XmiOHUNA [iM»,
0 € OKPEMUM CTpaTeriyHUM roCrnoAapCbKUM Mipo3JiJIoM HiAnpUeEMCTBA. B Mexax
HayKOBOI'0 JOCJIi/P)KeHHs MPOBeJEeHO COIioJioTiyHe omuTyBaHHsA 50 KJI€EHTIB Ta
BU3HA4YeHO KJIIOYOBI JleTepMiHAHTH JIOSJIBHOCTI, cepeJ, IKUX 0COOJIMBe Micle AJs
YKpalHCbKUX MOKYMIiB 3aliMaloTh: CTabiibHA SIKiCTb, TeXHoJIOriYHA edEeKTUBHICTD i
npodeciiiHuil cepsic. [loBeZieHO, 110 NPO30pPicTh LIHOBOI MOJIITUKH, Pi3HOMAHITTS
ACOPTUMEHTY Ta 3pY4YHiCTh dacyBaHHS iCTOTHO BIJIMBAIOTh HAa €MOILHHY CK/IaZ0BY
JIOSIJIBHOCTI, GOPMYIOYH BiI4yTTS JOBipH U opieHTalii Ha MOTpPeOU KIiEHTIB. BusBieHo
PS4 MUTaHb [0 MPO30POCTi Ta OBIPYHTOBAHOCTI I[iHOBOI MOJITHKU Gi3HecC-oJUHUIL
«|HHOBaUitHUH LeHTp x/ni6onedeHHs «Xai6HUH [liM». [loBeileHO NOTPe6Y B po3LIMpeHHi
acopTUMeHTY Ta onTuMisanii ¢opm dacyBaHHA [ Kpalloro 3aJ0BOJIeHHS NMOTped
KJIIEHTIB. 3aMpONOHOBAHO KOMILIEKCHUN MiAXiJ [0 MOAaJbLIUX AOCJaiIKeHb, SKUH
nepeab6avae: NOrJIMGJeHUN aHali3 B3aEMO3B’ 13Ky MiXK piBHEM 3a/10B0JIEHOCTI KJIiEHTIB
OKpeMHMH aclleKTaMu cHiBmpani (1iiHa, acCOPTHMEHT, SIKiCTb, CepBic) Ta iHTerpajbHUM
MMOKa3HUKOM JIOSIJIBHOCTI; MO6YA0BY MOJeJsIi OI[iHIOBaHHS 33J0BOJIEHOCTI KJIIEHTIB Ha
OCHOBI HeYiTKOi JIoTiK1 a60 MeTO/[iB MAalllUHHOTO HaBYaHHS; AOCJiPKeHHS CIPUHAHATTS
L[iHU KJIOYOBUMU CeTMEHTAMHU KJIEHTIB i mpoBeJeHHS1 GeHUMApPKiHTY acOPTUMEHTY
«IHHOBaLiiHOTrO LeHTPY x/1i6oneyeHHs «XAi6HUM [iM» KoMnaHii «k EH3UM».

K/IIOYO0BI C/IOBA

NEepPCOHAJBbHUN NPOJaX, LiHOBa
xJji6onekapcbki  cyminmi,

JIOSIIBHICTh KJIIEHTIB, 3a/0BOJIEHICTb KJIIEHTIB,
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1. Introduction

In the modern environment of professional bakery production, competition among suppliers of
food solutions in Ukraine shows an upward trend. Continuous improvement of technologies, increasing
requirements for product quality and efficiency of production processes, and changes in consumer
needs and demand create serious challenges for supplier companies operating in the business market
of Ukraine.

Under such conditions, it is extremely important to build customer loyalty to the company
producing bakery products. This is even more true in the business market, where the level of trust and
loyalty are mandatory requirements for long-term cooperation and interaction. Despite the importance
of forming and maintaining loyalty for bakery enterprises in Ukraine, which regularly purchase
appropriate technological solutions, such research in the field of marketing is not enough. Scientific
works in related sectors of the food industry give grounds to assert that the factors that form the loyalty
of business customers are complex and not always linear.

Accordingly, several problems remain unsolved for the business market (B2B) of Ukraine, in
particular: (1) specific factors (price, assortment, service, technological support, packaging, logistics)
that most affect customer loyalty in the business market (B2B customers) in the baking industry have
not been sufficiently studied; (2) there is no clear understanding of the significance of various loyalty
factors in today’s conditions and the adaptation of suppliers to current changes; (3) there is a lack of
practically-oriented recommendations for suppliers-manufacturers of product solutions in the baking
industry, which can increase customer loyalty and increase the effectiveness of partner satisfaction
management, which, ultimately, will contribute to the growth of competitiveness.

Thus, in modern business conditions, there is a need for a systematic analysis of the factors that
form the loyalty of B2B customers to product solutions in the bakery industry, taking into account the
specifics of the industry, technological requirements, market conditions, and the current marketing
macro environment.

2. Literature Review

In recent years, there has been an increase in attention in the scientific community to the study of
consumer loyalty in the consumer and business markets. Scientists focus special attention on the food
industry, which occupies a special place among the sectors and sectors of the national economy of
Ukraine. At the same time, the level of research on customer behavior and the establishment of
interaction in the business market in the field of food industry and production of ingredients in Ukraine
is insufficient.

Foreign studies emphasize that loyalty in the B2B market is multidimensional and is formed
mainly through the quality of relationships, trust and customer satisfaction. A number of scientific
papers [9] indicate that the quality of relations between companies in the business environment is
determined by three key components: trust, satisfaction and commitment to the supplier, which
together create the basis for stable loyalty. The authors emphasize that in business markets, it is human
interaction that has a greater impact than the product itself.

Similar conclusions are presented in the study “Factors Affecting Customer Loyalty and
Satisfaction on B2B Food and Beverage Sector” [10]: it is proved that the key factors in the formation of
loyalty are product quality, effective communication, supplier flexibility and the level of after-sales
support. The authors also emphasize that customer satisfaction acts as an intermediate link between
the perception of the value of the product and real loyalty.

According to the analytical study “Customer loyalty in Food B2B: A strategic approach for
manufacturers, suppliers and wholesalers” [1], effective interaction with B2B customers in the food
ingredients sector involves systematic management of the experience of cooperation, sustainability in
product quality, and transparency in relationships. One of the key areas of increasing loyalty is the
development of innovative solutions that can meet the technological needs of bread and confectionery
manufacturers.

In turn, S. Gounaris and A. Almores in their scientific work “A dynamic, relational approach to B2B
customer experience” [4] emphasize the importance of an integrated approach to customer experience
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management in a B2B environment. They prove that strategic partnerships, joint problem solving, and
professional technical support significantly increase loyalty levels even in highly competitive industries.

Domestic scientists also pay attention to the study of customer loyalty in the business
environment. In particular, some authors [5] note that building B2B customer loyalty should be based
on creating unique value for the partner, introducing flexible forms of communication and interaction,
and adaptive service models.

Also, Y. Leyba, M. Shyrokopetleva and I. Gruzdo [8], studying modern methods of measuring
customer loyalty in Ukraine, note the need to combine quantitative and qualitative indicators - such as
the level of trust, readiness for repeated purchases and emotional perception of the brand.

Both foreign and Ukrainian scientific sources confirm that the loyalty of B2B customers in the
production of food ingredients, in particular bakery, is formed under the influence of a complex of
factors. Among them, the key ones are: product quality, stability of supply, technical support, flexibility
of cooperation, professional communication provided through effective personal selling [7] and focus
on long-term partnerships.

3. Problem Statement

The article is aimed at analyzing the current state of loyalty of Ukrainian customers in the business
market of bakery technological solutions, identifying the key factors that determine the level of
satisfaction and loyalty of business customers to suppliers of innovative technological solutions in the
baking industry.

Among the main tasks of the study, which were solved on the example of a bakery enterprise, it is
worth highlighting:

- to assess the perception of consumers of the price-quality ratio of products in the bakery
industry of Ukraine;

- to find out the effectiveness of the pricing policy in the food industry in the business market;

- toanalyze the strengths and weaknesses of the commodity policy of enterprises in the business
market of Ukraine;

- to evaluate the effectiveness of personal sales in the B2B market of Ukraine in the baking
industry.

4. Methods and Materials

The process of scientific research was based on the consistent application of scientific methods,
starting from the empirical stage of collecting information to its subsequent statistical generalization
and interpretation. The main method of collecting primary data was surveys. The obtained quantitative
data are processed using statistical analysis methods. To interpret and present the results of the survey,
the method of graphical analysis was used, which made it possible to visually reflect the distribution of
answers according to various criteria. To assess the market position of products and services of the
enterprise, the method of comparative analysis was used. The methods of synthesis and systematic
approach were used to summarize the identified factors, their hierarchy of influence on loyalty and
identify key problem areas. The applied approach ensured the validity of conclusions on the
determinants of B2B customer loyalty in the Ukrainian market in the baking industry.

5. Results and Discussion

With the development of market relations in Ukraine, we observe a constant increase in the level
of competition in all domestic markets. The food industry, in particular the baking industry, is no
exception. Against the backdrop of increased competition in the field of innovative technological
solutions for the baking industry, suppliers clearly understand that long-term partnerships with B2B
customers are the key to success. Creating such loyalty requires more effort, because it is based on a
systematic approach to cooperation: prompt response, deep technical expertise and support,
guaranteed availability to the desired assortment and maximum flexibility of purchase conditions. The
ability to meet the needs of partners and consistently build strong cooperation with them are becoming
decisive strategic advantages of market players.
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The object of the study was the activities of the biotechnology company Enzym, which develops
and manufactures products in Eastern Europe based on yeast cells. The company has its own research
laboratory, which helps to provide partners in 23 countries of the world with food (Enzym Food
Solutions), feed (Enzym Feed Solutions), alcohol (Enzym Alcohol Solutions) and bakery (Enzym Bakery
Solutions) products based on yeast cell [3].

The study focuses on the bakery business - Enzym Bakery Solutions, which, according to the
company’s definition, “helps create tasty and nutritious food products for millions of consumers every
day” [2]. The line directly includes pressed and dry yeast, offers a variety of innovative solutions for the
baking and confectionery industries. The company focuses on “the quality and safety of food solutions
confirmed by international quality standards” [2].

In order to find out the key factors of loyalty in the business market of Ukraine within the
framework of product solutions for the baking industry, an internal survey was conducted among 50
customers (buyers in the B2B market) of the “Khlibnyi Dim Bakery Innovation Center”. The survey was
conducted in 10 different cities of Ukraine, where consumers of relevant goods are most concentrated.

The questionnaire contained four blocks of questions regarding customer satisfaction:

1) product price;

2) assortment of goods offered by the company;

3) product quality;

4) service level.

The “Price” block contained questions regarding the customers’ perception of the price-value
ratio, the compliance of prices with the competitive level, the transparency of the pricing policy and the
efficiency of the product in the production process.

The “Assortment” block covered the issues of product satisfaction (in particular, with each
product category: yeast, improvers, bakery and confectionery mixtures), ease of packaging, clarity of
actions described on the instructions for the use of products, compliance of the assortment with
technological needs and motivation for purchases from other manufacturers.

Questions in the “Product Quality” block focused on the stability of the characteristics of product
batches and their efficiency in production processes.

In the “Service level” block, attention was paid to the qualitative characteristics of personal selling
in the company, in particular, the key was to find out the professionalism of consultants, the speed of
response to requests and the convenience of logistics processes.

According to the results of the survey, 52 % of respondents consider the price-quality ratio to be
satisfactory; 44 % - partially corresponding, expecting better results; only 4 % are unsatisfactory

(Fig. 1).

The quality does not match
the price, the result does
not justify the cost
4 %

Completely satisfied, the
product is worth the price
20 %

Overall satisfied, the ratio is
acceptable
32%

Partially meets
expectations, expected a
better ratio
44 %

Figure 1. Respondents’ answers regarding the ratio of price and quality of “Khlibnyi Dim” products
Source: Developed by the authors.

Assessing the competitiveness of the company’s pricing policy made it possible to find out that
most customers consider products to be relatively more expensive than market analogues. Thus, 20
respondents noted a higher level of prices compared to competitors; 15 - The prices are partially
acceptable, but they still consider other alternatives. Only 7 respondents consider prices to be adequate,
and 5 consider prices more favorable than competitive ones (Fig. 2).
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Prices are more competitive than most competitors

Generally acceptable, on par with other
manufacturers

Partially satisfied, but considering alternatives —

among competitors

Prices are significantly inferior to competitors,
forced to buy from others
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Figure 2. Respondents’ answers regarding the compliance of the price of the “Khlibnyi Dim” products
Source: Developed by the authors.

It is important to note that only half of the respondents consider the pricing policy and
mechanisms for forming prices for products to be clear, which indicates the need for closer interaction
with buyers in matters of the contractual policy of the enterprise. Accordingly, 50 % of respondents
consider the pricing policy to be generally understandable, but one that requires greater transparency;
30 % note insufficient reasonableness of prices; 12 % of respondents assess the pricing policy as
completely transparent; 8 % of customers, the pricing mechanism is incomprehensible and requires a
deeper explanation.

As part of the study, we also sought to understand the correspondence between the company’s
price and offer and, accordingly, the efficiency of the production process. The survey showed that
(Fig. 3):

- 14 customers are completely satisfied with the price-result ratio;

10 - believe that the price mostly corresponds to the efficiency of the production process;
23 people noted that the cost of products is only partially justified;
3 respondents consider the price completely unjustified.
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Does not fully justify the  Partially justifies, but  In most cases, the price  The price fully justifies
costs forced to look for corresponds to the result the efficiency and result
alternatives among other obtained in production
manufacturers

Figure 3. Respondents’ answers regarding the extent to which the costs of Khlebnyi Dom’s products justify
the production result

Source: Developed by the authors.

As for the assessment of the level of customer satisfaction with the assortment of “Khlibnyi Dim”,
70 % of respondents consider the assortment of “Khlibnyi Dim” to be fully relevant to their needs, while
30 % noted partial satisfaction and noted that because of this they turn to products of other brands
(Fig. 4). It should also be noted that buyers of bakery products are generally satisfied with the methods
of packaging, packaging, and separation of products. Thus, 37 respondents are completely satisfied with
the available forms and volumes of packaging of products, while 13 people made proposals for adjusting
the volume of yeast packaging.
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The range meets all

my needs Partially satisfied, I
34 % will buy additional
products from other
manufacturers
30 %

In most cases, the range meets
the needs of my production
36 %

Figure 4. Respondents’ answers regarding how wide they consider the range of products of
“Khlibnyi Dim” to be
Source: Developed by the authors.

Since a significant part of customers were not completely satisfied with the range of products
offered, a special study was additionally conducted to study the needs of individual product categories.

The results showed that the most popular are bakery mixtures and improvers, while yeast and
confectionery mixtures are used by Ukrainian bakery manufacturers and confectioners in moderation
or they focus on a different assortment.

Moreover, Ukrainian food industry enterprises prefer universal bakery mixes for everyday
production, while niche mixes are used less often. 94.3 % of respondents noted that baking mixes
optimize production processes. 46.5 % highly appreciated the variety of the assortment, 32.56 % were
satisfied with the basic choice, and another 20.93 % considered the assortment limited.

The situation is similar in the market of improvers: the most popular are universal products that
improve the structure of the dough and stabilize the processes of kneading dough and baking. That is
why about 57 % of respondents highly appreciate the range of improvers. The rest of the customers
partially or completely focus on other manufacturers. At the same time, it is worth noting that 25 % of
respondents noted minor difficulties in using some of the dough improvers of the Enzym company,
which they informed the company’s sales employees.

As for yeast products, most customers use pressed yeast because of the convenience and stability
of the result. Among buyers, according to the survey, 93.3 % use yeast of “Khlibnyi Dim” and are
completely satisfied with the quality; 80 % - packaging and instructions. At the same time, 46.5 % of
respondents noted that they turn to competitors for the purchase of yeast due to the lower price.

Confectionery mixtures are used sparingly by Ukrainian manufacturers. The most popular basic
products for finishing and filling confectionery. In general, buyers of such goods are satisfied with the
assortment of confectionery mixtures, this was noted by 55 % of respondents. At the same time, 25 %
of respondents noted that they do not use brand products in this category. At the same time, customers
of Khlebny Dom mainly buy confectionery mixtures of competitors because of the lower price.

The survey made it possible to identify a number of proposals that can be taken into account by
the management of the company “Enzym” to expand the product policy and calculate the profitability of
the new assortment. Customers expressed the need to expand the assortment, in particular: yeast with
increased tolerance to sugar; sourdough starters for different types of bread; specialized mixtures for
ciabata and pita bread; natural flavor enhancers; superfoods; products for dietary bread; fruit and
chocolate fillings; decorative sprinkles; gelling agents and products of the Clean Label category.

After analyzing the satisfaction of the assortment, it is advisable to proceed to the evaluation of
product quality by customers, since even a wide selection of products does not guarantee complete
customer satisfaction without stable and high-quality products. The majority of respondents (35
people) assess the quality of products as stable, while the rest note isolated non-systemic deviations, in
particular in the inappropriate smell, inconsistent color of products in different batches, and fragility of
bakery products when sliced.

As for technological efficiency, 38 respondents (76 %) consider products created on the basis of
Khlebnyi Dom products to be fully suitable for key production processes; 12 respondents (24 %) note
limited versatility for niche formulations.

In the study, we sought to assess the effectiveness of personal sales of Enzym in the Bakery
Solutions market, understanding the importance of this means of marketing communications for
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enterprises operating in the market of industrial goods [7, p. 44, 94]. Therefore, the assessment of the
professionalism of the staff testified to the high level of the company’s sales representatives. Among the
respondents, 37 people (74 %) confirmed the full competence of the employees of the “Innovative
Bakery Center “Khlibnyi Dim”, 8 people noted isolated cases of partial incompetence, only 5 people
(10 %) indicated the need to improve the skills of the company’s personnel (Fig. 5).

Are knowledgeable

about the topic, but need \ ﬁ

advice from other
colleagues 10 % In most cases, I received
professional advice, but
there were a few cases to

the contrary 16%

Fully meet their
competence and
professionalism 74 %

Figure 5. Respondents’ assessment of the professionalism of managers
and technical consultants of the “Khlibnyi Dim”
Source: Developed by the authors.

Also in the survey, we evaluated the reaction of Enzym sales employees to customer requests. As
evidenced by the data of Fig. 6, the majority of respondents rated the efficiency of responding to requests
and solving technical problems as “fast” or “very fast”: 22 people noted a response within 1-2 days, 20
- aresponse on the day of the request, 8 respondents (16 %) had a negative experience regarding the
speed of service. From our point of view, the figure of 16 % is quite high and requires a reaction of the
marketing and commercial management department to the activities of its own personnel in order to
find out in detail the relevant circumstances. It is advisable to introduce constant customer surveys in
order to identify such negative experiences and increase the efficiency of personal sales of the company.

Very slow (more than 7 " Moderate (within
days) 3-5 days)
6 % 10 %
Very fast (same Fast (within 1-2
day) days)
40 % 44 %

Figure 5. Respondents’ assessment of the speed of response of the “Khlibnyi Dim” to requests
or technical problems
Source: Developed by the authors.

The assessment of the ordering, delivery and logistics process turned out to be very high: 70 % of
respondents consider it completely convenient, and 20 % consider it quite convenient if problems are
quickly solved. However, 10 % of respondents indicated that there were minor problems, mainly related
to delays and inconsistent shipment schedules.

6. Conclusions
The results of the customer survey of the “Innovative Bakery Center “Khlibnyi Dim” made it

possible to identify the key factors influencing the formation of customer loyalty to the products of its
production.
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1. The greatestimpact on the perception of the company’s offer in the business market of Ukraine
today is the stable quality and technological efficiency of products that provide predictable results in
production. These parameters form the basic trust of customers and encourage them to repeat
purchases, which is extremely important in the B2B market.

2. The second most important factor that determines the level of loyalty in the business market
is the level of professional support and service. Quick response to requests, competence of managers,
and convenience of logistics processes create a positive experience of interaction with the brand. This
is the key to building close ties between producers (sellers) and buyers, a way to form long-term
mutually beneficial relationships.

3. At the same time, such aspects as transparency of pricing policy, variety of assortment and
convenience of packaging have a significant impact on the emotional component of loyalty, because they
form a feeling of a personalized approach to the needs of the client.

4. The study showed the presence of certain problems in the pricing policy, the width of the
assortment and forms of product packaging. These factors can reduce the level of emotional engagement
of customers and weaken long-term commitment to the brand, despite the consistently high quality and
effectiveness of products.

It is advisable to determine the directions of further research:

¢ in-depth analysis of the relationship between the level of satisfaction with certain aspects of
cooperation (price, assortment, quality, service) and the integral indicator of loyalty;

¢ Dbuilding a model for determining customer loyalty based on fuzzy logic or machine learning
methods, which will simulate the impact of changes in pricing policy, assortment and packaging on
loyalty, prioritize customer retention measures;

¢ research of price perception by key customer segments and benchmarking of the assortment
of the “Innovative Bakery Center “Khlibnyi Dim” of the company “Enzym” among the main competitors.
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