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Abstract  
The paper studies the matters of the formation of consumer preferences to functional products. The portrait of 

the potential consumer and the best channels of distribution of information about the new product are defined 

based on building empathy map.  

A management problem for the manufacturer is formed and the peculiarities of market demand that take place 

on the functional foods market of Ukraine are analyzed.  

The results of marketing research of consumer motivations and preferences on choosing functional food products 

are provided. The paper determines what level of knowledge has a potential consumer, and what he/she follows 

when purchasing the product. It is found that the low level of the consumer of functional food products is caused 

by the low consumer interest in this product group. This is due to insufficient information and lack of knowledge 

of consumers about functional foods. The results obtained indicate the need for more public awareness about 

healthy foods and about functional foods. As part of study the most popular sources of information about 

functional foods are found and the prospects of introduction of new products to the market are established.  

 

Practical applications  

The results of the research will identify the consumer preferences that must be obligatory considered when 

developing new functional products in order to provide the demand for these products on the part of the potential 

consumers. 
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Introduction 
Healthy foods help to avoid the problem of poor 

nutrition in all its forms throughout life, as well as to 

prevent several non-communicable diseases and 

conditions. However increasing of release of the 

processed food products, rapid urbanization and 

changes in lifestyle caused shift in diet. People 

consume more foods with a high content of energy, 

saturated fat, transfat, free sugars or salt/sodium, and 

many do not eat enough fruits, vegetables and 

dietary fiber, such as whole grains (Zdorovoe 

pitanie: osnovnyie faktyi, 2015). 

This contributes to the fact that due to various 

reasons (economic, social) there is the acute problem 

of deficiency of some nutrients and biologically 

active substances in the diet of the population in 

recent years. In this regard, food products enriched 

with various types of nutrients began to appear in the 

market. However, these products are not always 

demanded by consumers; it may be caused by the 

fact that some of them are less aware of the 

importance of such foods for the human body, others 

simply treat them with an inexplicable mistrust. As 

a result, it is necessary to study initially the tastes 

and preferences of the population, to determine the 

properties of the products that are actually demanded 

by consumers and only then to work on the 

formation of a new product when developing new 

food products. 

But it should also be noted that one of the most 

important tasks to improve the structure of nutrition 

of the population is the increase in the production of 

mass commodity of the increased nutritional and 

biological value, functional product (Kápolna et al., 
2008). Every manufacturer of food products, who 

intends to take a strong position in the market, 

should pay special attention to the application of 

healthy foods principles. This is caused by the fact 

that the competition in the sphere of food production 

is quite high and the consumer makes constantly 

his/her choice between similar food products. It is 

not enough to release a new product and successfully 

advertise it; you need to give it the maximum utility 

value that will encourage the consumer to purchase 

this particular product.  

Consumer preferences, in turn, need to be 

considered through the lens of consumer properties, 

because they determine whether the product could 

meet the demands of consumers in a quality manner. 

In this regard, the knowledge about consumer 

properties of the goods - the properties manifested 

by the consumption of goods, which consumers 

follow at the time of making a purchase, paying 

attention to the price, appearance and other 

characteristics of the goods prevails. Awareness of 

consumer preferences is a tool that helps the 

developer to create products that are in demand, to 

the manufacturer to produce such products, and to 

trade organizations - to carry out competently the 

assortment policy (Kaur et al., 2017; Kurakin et 

al.,2004).  
Objective of studies – to determine the effective 

ways of formation of consumer preferences to the 

functional products. 

The following tasks had to be fulfilled in order to 

solve the objective in hand:  

-  based on building the empathy map to generate a 

portrait of the potential consumer and determine the 

best channels of distribution of information about 

the new product; 

- based on marketing research to identify consumer 

motivations and preferences when choosing 

functional foods and to establish the most promising 

sources of information about healthy foods and 

functional foods. 

 

Materials and Methods 
Materials 

The potential consumers of functional foods and the 

product itself were the objects of the research. 

 

Methods of analysis 

Development of the new functional product 

considering the consumer preferences includes the 

consumer’s profile (empathy map) and conducting 

marketing research. 

Empathy map 

Empathy map – tool of visualization of ideas 

developed by XPLANE Company that allows 

getting into the consumer’s shoes, looking at the 

problem that the product solves with his/her eyes 

(You have been talking for long enough, 2017).  

The consumer’s profile can be divided 

conventionally into two components: it is actual and 

behavioral information (Chinaryan, 2014). The 

actual part of the profile is socio-demographic data: 

name, gender, age, education, political views, 

religious loyalty, social status, place of residence, 

marital status, financial standing, etc. The 

behavioral factor helps to understand the habits, 

motivation, interests, problems, hopes and 

expectations of the consumer. How a person makes 

a choice, what affects the decision to buy the product 

or to cancel the purchase, which parameter is the 

http://www.sciencedirect.com/science/article/pii/S0195666308004923
http://xplane.com/
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main (quality of goods, famous brand, cost, opinions 

of friends, etc.) (Kuzmina, 2015). 

 

 

Marketing research 

In accordance with the set task it is necessary to 

conduct marketing research. Sample scope: 538 

persons (adult population of Odessa at the age of 18 

years and older). Sampling formation method - 

quota a priori selection (quoting according to the 

parameters of gender and age) based on 

demographic data on the population structure in 

Odessa. Method of data collection - the population 

survey on the streets of Odessa by personal 

interview, the duration of which averaged to 10 

minutes. The division of respondents according to 

education level: those with higher education – 

58.6%, incomplete higher – 19.6%, secondary – 

21.8%. By occupation, the sample included %: 

teachers 14.2; workers – 13.3; officials – 21.5; 

pensioners – 19.8; students – 14.3; entrepreneurs – 

4.4. The share of not employed (unemployed, 

housewives) accounts for 5.6%. 6.9% of 

respondents stated other occupations. 

 

Results 
In order to develop the functional food product 

demanded by the consumer one should clearly 

understand the target audience. In order to make a 

portrait of the potential consumer it is appropriate to 

use empathy maps. This map allows you to visualize 

your ideas and look at the product through the eyes 

of the consumer. The main task of the empathy map 

consists in creation of the detailed portrait of the 

potential consumer for a certain product.  

The consumer’s profile of the functional product on 

the basis of the empathy map is shown in Fig.1. The 

map represents a graphical diagram at the center of 

which the consumer is located that was chosen by us 

from the target audience. There are six blocks 

around him/her: 1. What does the buyer think and 

feel? What is really important to him? His/her main 

activities? The challenges and joys? 2. What does 

the buyer hear? What do the friends say? What do 

our colleagues say? What do important persons say? 

3. What does the buyer see? Environment, 

surroundings, friends. What does the market offer? 

4. What does the consumer say and do? The way 

he/she holds behaves in society? How does he/she 

look like? Relationships with others. 5. Pain. Fears, 

frustrations, obstacles. 6. Achievements. Needs, 

desires, measures of success, obstacles.  

According to the developed empathy map the 

consumer’s profile is a buyer who does not have 

sufficient information on the functional product, 

whereupon he/she does not include it to the group of 

important needs and does not form preference to it. 

The units "see" and "hear" allowed us to determine 

the best channels of distribution of information on 

the new product. First of all these are promotional 

material, information though the Internet, Mass 

Media, from the advisor at the store, etc. Moreover, 

the pricing of the product is average. When 

positioning a new functional product in the market, 

special attention should be paid to the last two blocks 

of the empathy map; namely, the promotion of the 

new product must dispel all doubts and excitement 

contained in the block "pain" and to emphasize at 

most the abilities of the new product in 

implementing the objectives of the unit 

"achievements". Now therefore, informing the 

consumer about the product becomes one of the 

main challenges when introducing the new 

functional product into the market. It is also 

important to pay special attention to the possible 

conflict between what the person "says and does" in 

public and how he/she "thinks and feels" in reality.  

A management problem for the manufacturer - 

introduction a new product into the market at a 

reasonable price and the increase in the number of 

buyers who make repeated purchases due to the 

awareness and improve the culture of consumption. 

It is necessary to conduct marketing research in 

order to solve this managerial problem, namely, to 

develop the plan to test the market and determine the 

consumer response to new functional product, to 

assess the market potential for such products, to 

determine what number of customers makes 

repeated purchases at present.  

The hypotheses for the marketing research are as 

follows:  

- the decrease in market share of functional foods is 

due to the low culture of the consumer and the low 

level of marketing activity of enterprise; 

- the decline in sales is due to the economic crisis in 

the country, which leads to lower incomes of 

population.  

Let characterize the peculiarities of market demand 

that take place in the functional foods market of 

Ukraine (Table. 1). 

Certain factors affect the demand for functional 

products: food culture, knowledge and 

understanding of consumer needs, proper product 

positioning, development of a productive 

advertising campaign, strengthening of the market 
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positions and orientation to the domestic supplier of 

raw materials. 

 

Discussion 
In accordance with the task in hand in the course of 

marketing research it was initially determined how 

the consumer assesses the state of his/her health. 

Studies have shown that on the whole, people who 

consider themselves healthy are not so many, only 

one in three (mostly young people aged 18-29 years 

old, regardless of gender, age, income level and 

education). Most consumers (68.2%) consider 

themselves to be "unhealthy" people (this group 

includes respondents over 40 years old irrespective 

of gender, education level and income) and among 

diseases the following were noted: cardiovascular - 

29.5%, digestive system - 18.8%, upper respiratory 

tracts - 13.0%, allergy - 11.6%, oncological - 10.8%, 

other diseases were indicated by 16.3% of the 

respondents (Fig. 2). 

Among the priority causes of the occurrence of the 

disease the respondents noted an unfavorable 

environmental situation of 18.6% of the surveyed; 

insufficient (unbalanced) food was stated by 28.8% 

of the respondents; 9.5% noted professional 

features; 19.2% - stresses; 7.4% - age changes; 

10.4% - heredity (Fig. 3). Among other causes of 

illness the respondents (6.1%) noted: food 

contamination, bad habits, etc. It can be undoubtedly 

said that a healthy lifestyle and, above all, a healthy 

diet are the most important factors affecting human 

health, more important than other factors 

(environmental, socio-economic, etc.). 

At the same time, the obstacle to rational nutrition is 

not only the insufficient material security of the 

significant part of the population, but also the 

absence or lack of knowledge about how to eat, what 

to give preference, and what to refuse. Therefore, 

studies were performed to determine what level of 

knowledge the potential consumer has.  

The revealed level of awareness of the population in 

functional products showed that 46% of respondents 

rated their knowledge as insufficient and 10% as 

missing. In the consumer's mind the following idea 

about functional products has developed: products 

with an incomprehensible set of properties and 

advantages in relation to traditional food products 

have not always understandable instruction and 

recommendations regarding consumption; many 

respondents noted also the low quality of these 

products. The respondents noted that the properties 

that were attributed to these products in advertising 

are missing in reality and functional products are an 

attempt to confuse the consumer and force him/her 

to buy a regular product, with supposedly unusual 

properties. The results of the survey reflect 

unformed needs for functional products and the 

process has already begun; their rejection due to 

misunderstanding of the significance of these 

products. It was revealed that the respondents aged 

18-40 years with higher education mainly from the 

sphere of medicine, quality and technology of food 

production were the most informed about functional 

products. It is established that with a decrease in the 

level of education and the social status of 

respondents the percentage of consumers who know 

nothing about healthy nutrition increases. The 

consumer with a high level of knowledge pays as a 

rule his/her attention to health products, organic 

products; he/she is guided by such criteria as utility, 

quality, naturality, safety, and, last but not least, 

price, quantity and ratio. This assumption is 

correlated with studies conducted by the Italian and 

American scientists. According to the results of their 

research, people with a higher level of knowledge in 

the field of healthy foods, as well as elderly suffering 

from a number of diseases, are more aware of 

functional foods and consume them more often 

accordingly (Marone, 2017; Bimbo et al., 2016). 

During marketing researche it was revealed that the 

main motives for purchasing and consumption of 

functional products were: prevention of mineral and 

vitamin deficiency - 20%; improvement of the 

digestive process - 13%; use of a balanced product 

for nutritional value - 30%; just delicious - 14%. The 

frequency of purchase is low, that is, these products 

are not part of the normal diet, therefore, do not 

perform their basic functions (Fig. 4). 

Significant properties for the choice of functional 

products are (Fig. 5) as follows: product information 

(23%), price (18%), taste (17%), manufacturer’s 

reputation (15%) and utility (14%). The obtained 

data are the indicative of the necessity to form 

consumer preferences to functional products. 

It was interesting to determine the most popular 

sources of information about functional products for 

the consumer and also to what sources the 

respondents prefer, that is, they trust more. The 

analysis of sources of information about functional 

products showed a discrepancy between the most 

common sources of information and the confidence 

expressed by respondents. It is determined that the 

most popular sources of information are relatives, 

friends and acquaintances (they were called 20.9%), 

newspapers and magazines (16.8%), while only 

10.9% and 7.6% trust them, respectively. This 

http://www.sciencedirect.com/science/article/pii/S019566631730274X
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discrepancy can be explained by the fact that these 

information channels are sources of a large number 

of the most diverse information, often inaccurate or 

contradictory, and therefore the degree of 

confidence in them is not high. The greatest trust is 

caused by doctors (26.2%), teachers (21.4%) and 

special literature (23.2%). At the same time it should 

be noted that only 9.8%, 14.8%, 9.7%, respectively, 

receive information from these sources. The 

respondents do not trust such sources as advertising 

on television, radio, the Internet, the sellers, which 

can be explained by the interest of these channels of 

information in selling their goods.  Now therefore, 

such information channels as consultation of 

doctors, teachers and thematic publications in 

special literature have a large reserve and are of 

particular interest due to the high level of trust in 

them. To the question "Do you have enough 

information about functional products?" - 60.3% of 

respondents answered "not enough", 20.2% of 

respondents hold the opposite opinion and 14.6% 

could not answer the question (Fig. 6). The obtained 

figures indicate the need for additional information 

to the public about healthy foods, nutritional food 

and drink. 

Low level of consumption of functional products, in 

our opinion, is explained by low interest of 

consumers in this group of products. This is due to 

insufficient information and lack of knowledge of 

the consumer about functional products. It should be 

noted that in the context of absence of information 

(sufficient, accessible and reliable consumer 

information) about the product, the consumer does 

not include it into the group of the important needs 

and does not form preferences to it. The received 

figures indicate the necessity of the additional 

informing of the population about healthy foods and 

the consumer about functional products. Moreover, 

this work should fall on the shoulders not only of the 

manufacturer (putting the necessary information on 

the label in an accessible and understandable form), 

but also on the education system, as well as the state 

(by providing tax and other benefits for the 

production and placement of special advertising in 

Mass Media).  

To the question: "What advertising methods do you 

think can be used for this?" The majority of 

respondents (mainly middle-aged and elderly people 

and people with higher education) preferred 

information articles in magazines, newspapers and 

special literature. Young people would like to 

receive information on this issue primarily from the 

Internet, television and radio.  

The comparative analysis of the obtained data shows 

that the most effective channels for distributing 

information about the principles of healthy food, 

about functional products are as follows: 

consultations of health workers; popular scientific 

and educational work of specialists in this field 

(teachers of universities, staff of scientific research 

institutes involved in nutrition issues); publications 

in newspapers and magazines, special literature, 

sponsored by highly qualified specialists in the field 

of nutrition and health. 

 

Conclusions 
On the basis of the conducted research the necessity 

of formation of knowledge, which is the basis of 

consumer preferences to the functional products, as 

well as the priority of development and production 

of these products to provide the population with 

healthy food is established. The fulfillment of the 

tasks set should begin with educational work among 

the population in the field of healthy nutrition in 

general and the significance of the functional 

products for modern people in particular. To solve 

this problem it is necessary to use a comprehensive 

approach that covers the work of specialists from 

educational, medical institutions, developers and 

producers of food products, Mass Media and 

administration of different levels through seminars, 

round tables, participation in thematic TV programs, 

educational programs, newspaper publications and 

magazines, special literature, the Internet network, 

etc. The information that will come through the 

proposed actions to the potential consumer about 

new food products will increase the awareness of 

consumers about new food products and thereby 

provide for their conscious need for new products, 

that is, to have formed consumer preferences in the 

market. 
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THINKS AND FEELS? 
I feel frustration when information on the label is 

not true (one or the other healthcare effect).  
I feel respect to the product, when the result 

obtained exceeds expectations in taste and 

healthcare effect.  

I think whether I can trust this brand, which 

advertises its product as a functional one?  
How to reduce time for searching  

really high quality product?    

HEARS? 
I pay attention to the feedback of  
friends, colleagues, acquaintances,  
who bought functional 
products of the certain brand.  
Hear reviews about the manufacturer,  
the quality of the goods 
I hear feedback about manufacturer, 
quality of goods. 

SEES? 
I see a large number of stores and  
variety of food products in them,  
manufacturers who market their  

product as a functional one.  
I see the need for  

obtaining advice for proper  
product selection.  

SAYS AND DOES? 
I say what effect I want to get from products. I say what functional product and what brand I like and what 

I do not like. 
I make a decision based on the quality of the product and its healthcare effect, as well as economic factors. 

I recommend my friends, acquaintances, colleagues the type and brand of the product, from which I 

received a positive effect when using the product.  
PAIN 

Task: to buy a functional product at a reasonable 

price. 
It is difficult to choose quality functional product; 

advice assistance is required. I receiver such an 

information independently from the promotional 

materials, information through the Internet, in Mass 

Media and it is difficult to identify the right one. As 

a result I receive negative emotions in case of 

discrepancies.  

ACHIEVEMENTS 
Quick and clear information on the functional 

product is received from the adviser in the store, 

from advertising materials, information through 

Internet, Mass Media, etc. The pricing of the product 

is average.  
The purchased product with the desired quality, the 

desired healthcare effect, at the right time at a 

reasonable price. 
Positive emotions from the use of this product and 

obtaining healthcare effect.  

 

Figure 1. The consumer’s profile of the functional product on the basis of the empathy map  
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Table 1. Peculiarities of market demand that take place in the functional foods market of Ukraine 
 

Aspects of demand What is this characteristic manifested in Impact on enterprise activity 

1. Secondariness Functional products are not a secondary product, 

but act as an independent end product. 

Since demand depends on the end customers, it is 

necessary to monitor the change in mood in the 

consumer market, stimulate demand for the end user.  

2. Extensivity Demand for functional products can be increased 

as a result of price reduction, the emergence of 

new technologies and diversification. 

The use of the service sector - the sale of products 

at the HoReCa points (the buyer consumes the 

purchased goods directly at the point of sale).  

The company must secure a footing in the existing 

market segments establishing long-term 

relationships with the customers. 

3. Elasticity, criterion of 

price demand elasticity 

Demand is non-elastic; this is reflected in the fact 

that with a slight decrease or increase in the price, 

demand will not have any significant changes. 

Low demand for functional products in Ukraine 

is also associated with the lack of information and 

culture of consumption of such products. 

The company must work on improving the quality of 

products; development of culture of consumption, so 

that the domestic products could compete with the 

imported products.  

 

4. Cross-elasticity, cross-

elasticity criterion 

Cross-elasticity exists partially. Raw materials 

play the role - natural components, concentrating 

additives. Enterprises purchase raw materials 

from foreign suppliers. With the growth of the US 

dollar or the growth of the cost of components - 

the price of the product also grows.  

It is necessary to establish economically sound 

relations with the suppliers of raw materials for 

obtaining discounts and other privileges.  

 

5. Rationality  Affects (the use of functional products, (only 

natural ingredients are used)). 

The Ukrainian manufacturers offer the market not 

a very wide range of functional products; 

moreover, every manufacturer has practically the 

same range of products as its competitor.  

It is necessary to position products in terms of the 

benefits for the buyers, as well as goods for a healthy 

lifestyle. Also expand the range of products, use 

more modern methods of selling goods.  

 

6. Seasonality  Functional products can be both a season product 

and a permanent consumption product. It depends 

on the type of the product.  

It is possible to change the advertising campaign 

according to seasons in order to increase demand in 

accordance with the needs of customers at this time. 

A separate advertising campaign - the development 

of culture of consumption of functional products.  

7. Instability  Demand is quite stable, but in recent years has 

decreased by an average of 9.6%. It depends on 

the following factors: 

- fluctuations in demand in the consumer market 

- renewal of technologies, expansion of raw 

materials base. 

The company needs maximum price regulation of 

products, increasing the range of products and 

improving quality. 

Establish long-term relationships with the customers, 

secure a footing in the existing segments, work on 

improving technologies.  

8. Current demand state Sinking  Every season the demand must be restored. This is 

possible by reducing prices, improving quality, 

expanding the range of functional products, 

increasing population awareness of healthy foods.  

9. Paired relationship Not paired  Demand for another product does not affect the 

demand for functional products and vice versa.  
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