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SUMMARY

The object of the study is the analysis and forecast of the business activity of the Italian ACCAPI
in the Ukrainian market.

The subject of the research is the promotion strategy of Italian thermal underwear manufacturers
in the Ukrainian market.

The study aims at summarizing the theoretical foundations of the development of companies'
promotion strategies, outlining the process of promotion strategy formation, evaluating the Ukrainian
thermal underwear market, and forecasting the market's future development. The focus is on the current
market position of the Italian company ACCAPI, and on developing a promotion strategy for the
underwear manufacturer in the Ukrainian market.

The objectives are to

e analyze the Ukrainian thermal underwear market and forecast its development by
conducting a thorough study of both macro and micro environmental factors affecting the
market

e study performance of ACCAPI and its current position in the market

e determine competitive advantages of the company and identify significant factors of the
main market players

e explore the company's current strategy and promotional tactics

e develop a promotion strategy for an Italian brand ACCAPI in the war context.

Based on the results of the study methodological recommendations have been formulated for
ACCAPI on the implementation of a marketing strategy to strengthen the competitive position of this
Italian company in the Ukrainian thermal underwear market.

Due to the ongoing war in Ukraine, all the rules of doing business in the country have been
dramatically changed. Thus, a promotion strategy for the Italian brand ACCAPI was developed to help
the company to survive in this challenging and uncertain environment. The strategy is proposed to be
developed based on the customers and their needs. The company should highlight the way its products
can be used in the new environment. By showing its customers that the company's products are not only
of high quality but also multifunctional usage, ACCAPI can attract more of its target audience and
increase its sales. In addition, the communication strategy of the company should actively promote the

company, its values, and position in order to increase brand awareness and gain a foothold in the minds
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of consumers. Additionally, cooperation with domestic producers and coverage of this in social media
can have a positive impact on a company's market position.

ACCAPI can effectively use the results of the research to strengthen its position in the Ukrainian
thermal underwear market, attract new customers and increase profits.

The thesis consists of 117 pages, 30 tables, 20 figures, a list of 70 references, and 2 appendices.
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INTRODUCTION

The current reality, particularly the escalation of the military conflict in Ukraine, has
led to a significant change in the business environment, consumer behavior, supply chains
and more. This has forced companies to quickly adapt to the new realities. The impact of
war on different markets can be significant, with some industries experiencing a downturn
in business while others may present opportunities for growth. For example, industries
such as retail and tourism may be severely impacted, making it challenging for companies
to continue their operations. However, in contrast, some markets, such as the thermal
underwear market, may experience growth during the war.

Thermal underwear is important in war conditions because it provides reliable
protection against cold and moisture, which can lead to flooding and hypothermia. The
military needs thermal underwear to protect against extreme weather conditions that can
range from freezing temperatures to rain and snow. Without proper thermal underwear,
the military may be unable to perform their duties, which could have serious consequences
for military operations. In addition, thermal underwear can provide additional protection
against injuries and other traumas. For example, some types of thermal underwear have
reinforced pockets and knees, which help protect military personnel from impacts and
friction. Moreover, thermal underwear can provide protection against ultraviolet rays,
which can be harmful to the skin and eyes.

Thermal underwear is important not only for the military but also for the civilian
population. War conditions are characterized by a decrease in the population's purchasing
power, deteriorating economic indicators, increasing problems with heating, frequent
power outages, etc. In such circumstances, people are looking for alternative ways to keep
warm. Thermal underwear is becoming one of the best options for this purpose, as it is

cheaper than heaters and more practical than blankets or sweaters.
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Thus, thermal underwear has become a necessary product for a large part of the
Ukrainian population. The demand for it has increased, which has given companies a push
to develop in the market. However, since each player is trying to win their own share of
the market, they try to come up with something new, and differentiate themselves from
other competitors. Developing a quality promotion strategy can be a key factor for a
company to strengthen position in the market.

Promotion helps companies attract more customers and increase turnover. This is
especially important in a competitive market, where many companies are competing for
the attention and money of customers. Promotion helps the company stand out from other
market participants, increase its presence, and build a positive image in the minds of
customers. It is also important to build a relationship with customers and provide them
with high-quality service.

Only a few research companies have studied the thermal underwear market. And there
are even fewer of those who have studied the Ukrainian market. At the same time, their
works focused more on statistical data than on the analysis of promotion strategies,
consumer behaviour, etc. Thus, this paper will study the Ukrainian thermal underwear
market and the customers’ behaviour. Furthermore, the main purpose of this study is to
investigate the main trends of the market to help companies build a proper promotion
strategy. It will explore the ever-changing preferences and behavior of consumers as well
as the ways to influence them.

For the purposes of this study would be used such research methods:

e General scientific methods of knowledge:

o Method of analysis and synthesis: Gathering information about the
thermal underwear market in Ukraine will allow to analyze its growth,
determine the condition, and design opportunities for development

o Abstraction: This method will allow to choose from the vast amount of
data that are relevant to this study, from which some conclusions about the

state of the market in Ukraine could be made
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o Unity of history and logic: Analysis of the marketing development of large
manufacturers of thermal underwear over several years, combined with an
analysis of what happened in the country will reveal the reasons for the
success of some marketing strategies and the failure of others

o Rationale (content analysis): Analysis of the data provided by the main
players of the market on the site, in social media, or other platforms will
give an understanding of their positioning in the market, their promotion
strategy, etc.

o Economic and statistical analysis: This analysis will show the state of the
market, as well as allow to make predictions about its development. In
addition, this method can be used to analyze the activities of enterprises.

o Methods of quantitative and qualitative analysis: Analysis of existing
quantitative and qualitative information will enable to evaluate the state of
the Ukrainian market and the prospects for the companies to perform on
it.

e Specific methods of learning:

o Market research (survey): High-quality survey among the Ukrainian
population can provide the necessary information about consumer
preferences, consumer behavior, etc., based on which a marketing strategy
for the studied enterprise will be developed.

o Comparative analysis: Comparing the various data provided by the main
players in the market, as well as the various research companies, will allow
us to determine which company has been more successful, as well as to
understand why.

e and others.
The success factors of marketing companies identified in this study can be applied to

the companies which are operating in the Ukrainian market. At the same time, a unique
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well-developed marketing strategy will improve the competitiveness of the company and
allow them to perform better in the market.

The practical value of this paper is the study of the marketing strategies of the main
players in the Ukrainian thermal underwear market. And, also, in the development of a
promotion strategy for the Italian company Accapi to operate in the Ukrainian market.

The key findings of this work will be presented in the formation of the diploma thesis.

The main scientific and practical results of the promotion activities and strategy of
enterprises were represented in the international and domestic scientific works, in
particular, F. Kotler, M. Porter, G. Armstrong, J. Saunders, W. J. Stanton, O. C. Ferrell,
M. D. Hartline, A. Ordanini, G. Guido, I. Ansoff, A. Thompson, G. Bertoli, E. G.
McCarthy, G. Troilo, A. Mattiacci, and others. Among domestic authors, this topic was
studied by O. Paschuk, N. Kochkina, A. Starostina, O. Kanischenko, V. Zhurilo, A.
Drapinska, O. Saginova, V. Belyansky, O. Kratt, S. V. Karpova, and others.

On the other hand, the practical part of the research on the thermal underwear market
was developed by different research companies.

The scientific work consists of an annotation, introduction, three sections, conclusions,
a list of used sources of names, and appendices. The total volume of work 117 pages, of

which the main text is set out on 96 pages containing 30 tables and 20 figures.
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CHAPTER 1 THEORETICAL FOUNDATIONS OF PROMOTION STRATEGY
DEVELOPMENT

1.1 The essence of promotion strategies

Promotion has always been an important element of the marketing mix. It is mentioned
in the works of many outstanding scientists such as P. Kotler, M. Porter, J. McCarthy, and
others [1-13, 67]. In current conditions of deeply interrelated economic relations, if a
company intends to position itself in an external market and win its share of customers, it
must in some way distinguish itself from existing market players in this localization of the
market. In other words, the customers must be enabled to see the difference between
various companies and brands. Promotional strategies play a key role in this, allowing
businesses to consider their target audience and build their interest and brand loyalty. It is
obvious that this brand localization should be based on a meticulously elaborated
promotion strategy, which takes into account the fact that the created platform for this
local promotion must be flexible enough and provide an effective level of brand
differentiation in the market. This in turn strengthens a company's position in the market
and increases profits.

There are plenty of books, papers, and essays on how companies should promote
themselves, their products, or their services. The idea of promotion is often confounded
with various other concepts such as advertising, positioning, or marketing
communications. To a certain extent, one can agree that all these concepts have common
features and characteristics, though they still mean different things. To compare various
understandings of the promotion as an idea, the versatility of explanations of the concept
is listed in Table 1.1.1.

Table 1.1.1

The structure of the “promotion” category in the approaches of different authors
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The essence of the

The content of the

The results of

No | The author, year : i )
notion notion the notion
1 | McCarthyE.J., |Any method of |which has Dbeen -
1960 informing, assembled by the
persuading, or | marketing manager
reminding customers
- wholesalers,
retailers, users, or
final consumers -
about the marketing
mix of Product, Place,
and Price
2 | Stanton W. J., The element in an|that serves to|in hopes of
1984 organization's inform, persuade, | influencing the
marketing mix and remind the | recipients’
market of  the | feelings,
organization and/or | beliefs, or
its products behavior
3 |[Bovée,C. L., - a marketing-related | -
Arens, W. F., relationship
1986 between
seller and buyer
4 | Kotler, P. T, Activities that communicate -
Armstrong, G., the product or
Saunders, J., & service and its
Wong, V., 1999 metrics to target
customers and
persuade them to
buy
5 | Belch, G. E,, The coordination of | to set up channels |to sell goods
Belch, M. A,, all seller-initiated | of information and | and services or
2003 efforts persuasion to promote an

idea




Continuation of the Table 1.1.1

11

The essence of the

The content of the

The results of

No | The author, year notion notion the notion

6 | Connett B., The collective - to inform or
2004 activities, materials, remind

and media used by a prospective

marketer customers about
a particular
product offering
and to attempt
to persuade
them to
purchase or use
it

7 | Ferrell, O.C,, Coordination of all|to  produce a -
Hartline, M. D., | promotional activities | unified, customer-

2008 (media  advertising, | focused message

direct mail, personal
selling, sales
promotion, public
relations, packaging,
store displays,
website design, and
personnel)

8 | Turchenyuk M. | Any form of - to inform,
0., communication used persuade or
Shvets, M. D., by an enterprise remind
2010 consumers

about its
products,
images, ideas,
social activities,
or impact on
society

9 |RyanD., 2014 - everything you do, |[to get your

online and offline | product in front
of your
prospects,
acquire new

customers, and
retain  existing
ones
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The essence of the

The content of the

The results of

No | The author, year notion notion the notion
10 | Karpova S. V., |Any form of - to inform,
2018 communication used persuade or

by a firm remind

consumers
about its
products  and

their merits
11 | The Economic | Set of activities which to make people
Times communicates the | aware, attract,
product, brand, or |and induce to
service to the user | buy the product,

in  preference
over others.

company that does
this work

12 | Merriam- - the furtherance of -
Webster the acceptance and
Dictionary sale of merchandise

through
advertising,
publicity, or
discounting

13 | Cambridge The activity of advertising -
Academic products and
Content services, or a
Dictionary department of a

Source: Compiled by the author based on the data [1-13]

At the first glance, most of the presented definitions seem to have similar components

29 ¢¢

such as “activities”,

29 <6

communication”, “to inform, persuade or remind consumers”, etc.
At the same time, most of the terms lack the result or the component of the notion. The
most impressive definitions are the concepts of W. J. Stanton, G. E. Belch, M. A. Belch,
M. O. Turchenyuk, M. D. Shvets, and B. Connett. Their concepts constitute the most

comprehensive understanding of what "promotion" is.
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Based on the collected concepts, a new definition of promotion was formed. So,
promotion is the set of the company's activities on communication with consumers for the
company to achieve its marketing goals.

The main function of the promotion is to achieve the marketing goals of the company.
Based on this, the main objectives of this activity are to build.

Any promotion goals may differ as the marketing targets depending on the specifics of
the business, product or service, market features, strategic goals of the company, etc. Thus,
the promotion goals can include:

— increase profits

— increase demand

— launch a new product in the market

— increase the advertising effectiveness

— build an image of the trademark, brand

— increase consumer loyalty

— increase consumer awareness of the brand, product, service
— distinguish the products in consumers’ perception from those of the competitors
— attract new customers

— increase brand awareness

— etc. [4]

Notwithstanding what exactly the promotion’s goal pursues, its main functions remain
unchanged. As is seen in the definitions of different authors, the promotion has five main
functions:

— Informing

The promotion aims to raise awareness of customers about goods, services, enterprises,

their activities, etc. There should be constant communication between the producer and

consumers through which the company could provide customers with information about
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new offers, prices, benefits, etc. This in turn is part of the formation of a positive image
of the company and customer loyalty.
— Persuasion
Just information is not sufficient for a customer to buy a product or service. The
customer must be convinced to make a purchase. The customers must trust the product
and be convinced that this is the right choice. Companies must provide their customers
with information on why this product is better than others, what benefits it may bring, and
why it should be purchased.
— Reminding
The market is almost always dynamic. New technologies, equipment, products, and
competitors appear. Each market participant wants to capture as much of the market as
possible, to get as many customers as possible, and as a result profits. This encourages all
market players to look for various methods to attract the attention of potential customers.
This creates a continuous flow of information among which any company could simply
get lost and be forgotten. That is why companies need to remind themselves about
themselves, their products or services, and their advantages.
— Encouragement/assurance
Due to the large volume of offers from different manufacturers, consumers often
hesitate about which product or service to choose. And even after making a purchase, the
feeling of uncertainty remains. That is why companies should focus on the fact that their
consumers have made the right, rational choice in favour of the best products, of their
products.
— Positioning
As there are almost always many players in the market, each of which wants to
consolidate its position and get as many customers as possible, companies have to invent
many different ways to differentiate themselves from competitors and gain a foothold in

the consumers’ minds. That is why each of them forms its market image of the
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product/brand by conveying the company's value proposition to the target audience to
form a unique perception of the product/brand in their minds.

To achieve all the defined goals and functions companies should use different
promotion tools. Various promotion tools are actively used to disseminate information
about the product. Conventionally, there are two sets of marketing communications
“Above the line” (ATL) and “Below the line” (BTL). However, in recent years, there has
also been a shift to “Through the line” (TTL) [14]. This concept is not generally accepted
and it could be very rarely found in the scientific literature, but at the same time, it is
widely used in practice to generalize communication methods. And although this issue is
debatable, it was decided to include it in this paper for a clearer description of the

promotion system. Figure 1.1.1 shows a general scheme of promotion tools.

4 )

ATL

Television, radio, print

media, outdoor
advertisement, etc. e L N\
\ / Mix of ATL and BTL
—>
/ ™ Social media, web
BTL marketing, events etc.
Sampling, exhibitions, ] - J

lotteries, contests, loyalty
programs, couponing, etc.

- J

Figure 1.1.1 Scheme of promotion tools

Source: Compiled by the author based on the data [14]
A complex of the so-called traditional types of advertising is above the line (ATL). In
other words, it is advertising through mass media. This type of communication is

characterized by the coverage of a large audience and repeated repetition of the message.
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They are more predictable and suitable for all types of businesses. ATL complex aimed

at increasing brand and product awareness. This group includes:

Outdoor advertising (billboards, citylights, signs, video screens, shop windows,
facades, etc.)

Advertising on vehicles

Print media (newspapers, magazines, leaflets, posters, booklets, catalogues,
books, maps, etc.)

Radio

Television.

In contrast to ATL, the below-the-line (BTL) is characterized by direct contact with the

consumer. BTL provides for the formation of long-term relationships with consumers,

increasing their loyalty to the brand or product, and forming the company's image. This

type includes:

Promotions, lotteries, contests
Exhibitions

Tastings, demonstrations, sampling
Content marketing

Loyalty programs

Couponing

Word of mouth

Webinars, online conferences

Sponsorships etc.

In modern realities, the division of communications only into BTL and ATL no longer

works. They are not enough to attract the attention of the consumer. That is why

competitors are developing new approaches to promote their products. That is how the
term “Through the line” (TTL) appeared. TTL is a combination of ATL and BTL. This

complex is aimed at mutually reinforcing effects with the simultaneous use of different
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types of advertising. Thus, the biggest advantage of TTL is the mass involvement of the
target audience. TTL is also classified as integrated marketing communications or
Promotion or Communication mix.

However, within the framework of this concept of distribution of promotional tools, it
will not be correct to call TTL as Promotion or Communication mix. TTL is a set of
specific tools, while the promotion mix is a broader concept, which implies a set of
approaches divided into groups. Other different elements are included in the promotion
mix, but they all converge on these four:

1. Advertising

Philip Kotler defines advertisement as "any paid form of non-personal presentation and
promotion of goods, services, or ideas by an identified sponsor” [4]. Thereby, advertising
is one of the components of a complex of marketing communications, which provides
information about products, prices, terms of purchase, consumer preferences, etc. to the
consumer through various media channels.

2. Sales promotion

According to Philip Kotler: "Sales promotion consists of a diverse collection of
incentive tools, mostly short-term, designed to stimulate faster and/or greater purchase of
particular product/services by consumers or the trade™ [15]. In other words, sales
promotion involves encouraging consumers to purchase a product or service. They are
designed to encourage customers to act quickly, make larger purchases or repeat
purchases. Means of sales promotion could be discounts, coupons, free shipping, gifts,
postal offers, etc.

3. Public Relations (PR)

Public relations are aimed at forming a positive image, and reputation of the company,
forming the opinion of the target audience, and achieving the business goals of the
enterprise with the help of mass media. This complex of communications helps enterprises
to increase brand visibility and to establish a relationship of trust with the customers. It

could include advertising, press releases, press conferences, presentations, awards, etc.
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4. Personal selling

Personal communications involve interaction between the seller and the consumer or
several potential customers for the purpose of further concluding a contract for the
purchase of goods or services. This type of promotion focuses on building relationships
with customers, understanding their needs, and demonstrating the value of the product or
service to the consumer. This complex is considered the most effective among all the
above, but it is also the most expensive one.

Sometimes scientists include direct marketing and Internet marketing in the promotion
complex. So, it is worth mentioning them as well.

— Direct marketing

This element involves direct interaction with consumers to convey information to them
through the Internet, catalogues, e-mail, phone calls, SMS, etc. In contrast to personal
selling, direct marketing involves simultaneous interaction with many people. The
communication of direct marketing is often interactive and provides feedback from
customers. However, since this method is quite intrusive, many consumers simply ignore
such messages.

— Internet marketing

This type of promotion is aimed at applying traditional components of promotion but
on the Internet. Internet marketing requires much lower costs while covering a very wide
range of audiences. At the same time, the components, and tools of online marketing are
constantly changing as there is a constant development of technology, new platforms,

innovations, etc.

1.2. Classification of the promotion strategies

Promotion is a crucial component of any marketing plan, as it involves communicating

with customers and stakeholders to inform, persuade, and remind them about a product or

service, with the ultimate goal of increasing sales. This can be achieved through various
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means, including advertising, sales promotions, personal selling, public relations, and
direct marketing. However, promotion cannot be considered in isolation, as it is closely
related to other marketing concepts, such as positioning and communication strategy.
Positioning determines how a product or service is perceived in the market and how it
stands out from competitors, while communication strategy focuses on the message being
communicated and the channels and tools used to convey it effectively. Understanding the
interplay between these concepts is essential for developing effective promotion strategies
that can drive business success. Thus, this section will examine all of the strategies
mentioned earlier to provide a comprehensive overview of the overall situation and how
they contribute to the development of a promotion strategy.

1. Promotion strategies

There are three main promotion strategies: push, pull, and combined strategies. All
three promotion strategies are quite extensive and explain the interaction of producers
with distributors and consumers on the market. Figure 1.2.1 illustrates graphically the
principle of the push and pull strategies.

— Push strategy

Push strategy is focused on stimulating sales by involving the resellers, and distributors
to quickly sell their products in any available way. Thus, the burden of sales is shifted to
sales agents, but at the same time, they gain more power over the manufacturer. Resellers
could demand from producers promotion costs, lower prices for goods, and special

conditions when concluding contracts, as well as decide whether to extend sales contracts.
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This strategy is characterized by the focus of efforts on the recognition of goods, and
brand, increasing market presence, and constant promotions for the goods. This strategy

Is suitable for testing new products on the market.

Push strategy

AN

Demand / __ \ /
Producer > ,\ Distributor / Demand > Consumer
A

Marketing activities Marketing activities

Pull strategy

Demand / . \ /
Producer >4 °m \ Distributor /4 Demand \ Consumer

Marketing activities

Figure 1.2.1 Push and pull strategies
Source: Compiled by the author based on the data [4]
— Pull strategy

Unlike the previous strategy, this one is oriented to influence the consumer.
Manufacturers draw attention to their products and make distributors compete for the
opportunity to sell their products. Producers concentrate on an advertising campaign,
which will require them to spend a lot of resources. This strategy is aimed at the long-
term perspective, at building relationships with consumers and increasing their loyalty. At
the same time, this strategy stimulates more small orders than wholesale ones. The pull

strategy is more suitable for the mass consumption of goods. It may include sampling,
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loyalty programs, bonus systems, gifts, etc. With this strategy, promotion on the Internet
and through social networks will be effective. It will also create more potential for word
of mouth.

— Combined strategy

The combined strategy involves the union of push and pull strategies. It was typical for
small businesses that are limited in resources. However, in the modern world with the
development of technology and the transition to the online environment, this strategy is
more profitable because it provides a comprehensive assessment of the market and a quick
response to changes in it and the needs of the target audience for all types of businesses.

2. Positioning strategies

There are many approaches to the classification of positioning strategies. Each scientist
distinguishes them based on their own vision and general interpretation of positioning.
Some of them try to complement the approaches of other authors by adding their
developments. Thus, there are no common principles by which positioning strategies
could be distinguished. And as a result, there are many strategies. For example, P. Kotler
identifies the following criteria for classifying positioning strategies: by attributes,
advantages, methods or situation of use, consumer, in relation to competitors, product
category, and price/quality ratio [15].

At the same time, according to the concept of J. Wind, which was later supplemented
by P. Temporal, positioning strategies could be divided by product functions, benefits,
solving a problem or needs, the method of use, category of users, against another product,
product class dissociation, and strategies based on emotions and emotional values inherent
in target consumers [16, 17].

Graham Hooley and John Saunders, in their book "Marketing Strategy and Competitive
Positioning," present an alternative classification of positioning strategies. They propose
five different strategies that businesses can use to position their products or services in the
marketplace: benefit positioning, user positioning, competitive positioning,

problem/solution positioning, and cultural symbol positioning [18].
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Thus, it can be seen that all classifications have both common and distinctive
characteristics. This leads us to the fact that each company should consider positioning as
a complex concept and make a choice about the positioning strategy based on the
peculiarities of its activities, market conditions, and its goals.

Therefore, it makes sense to analyze the approach of Philip Kotler, the main provisions
of which could be traced in most modern theories [15].

— Positioning by attributes

This type of positioning involves an emphasis on the unique characteristics of the
product, its functional features, and its attributes. But with this strategy, there is no
comparison with competitors.

— Positioning by benefits

The method of positioning by benefits aims to show consumers what benefits and
opportunities they will receive from buying and using the product. Thus, additional value
for customers is formed.

— Positioning by methods or situation of use

This type of strategy involves demonstrating an unusual use of a traditional product.
Consumers are shown how else the product could be used besides the usual, familiar
method.

— Positioning behind the consumer

In this positioning, the user of the product and the features of his behavior become the
foreground. Manufacturers have to show how consumers could stand out among other
members of society thanks to the product.

— Positioning in relation to competitors

This type of positioning is formed based on comparison of goods with competitors'
products or with some usual/standard goods. In the process of this comparison, producers
could focus the attention of consumers on the unique characteristics of their product,

which could not be found in the competitors' products.
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— Positioning by product category

This type of strategy aims to explain the difference between a given category of goods
and substitute goods. Consumers are provided with information about the advantages of
this class relative to others and arguments in favour of using this category of products.
These strategies are typical for new products on the market to simplify their recognition
of it by consumers.

— Positioning by "price/quality” ratio

The essence of price/quality positioning is to convey to the consumer the arguments for
using the appropriate price and quality. For example, goods could be very expensive but
also have very high quality. Or just high-quality at a reasonable price. And other options.

When forming a positioning strategy, producers should pay special attention to the
methods they use, because in case of insufficient, excessive, mixed, or dubious
positioning, the consumer may have a wrong perception of the product, or brand. In some
cases, the consumer will simply not be able to differentiate the product from others, and
in some cases, customers will lose trust to the manufacturer because they will have an
ambiguous idea about it.

3. Communication strategies

Like positioning strategies, marketing communication strategies could be classified
according to different characteristics. But unlike the first, communication strategies are
more dynamic. In the modern world, with the advent of Internet marketing,
communication strategies have undergone significant/tangible changes. Thus, new means
and methods of communication have appeared. And if earlier communication strategies
were divided depending on the properties of the product, the use of rational and emotional
motives, functional characteristics, peculiarities of the information and image content of
communication messages and goals of the enterprise, the degree of market conquest, etc.,
In recent years, scientists have begun to distinguish the traditional complex of marketing
communications and the complex of Internet communications. Internet marketing began

to include not only advertising, PR, sales promotion, direct marketing, and personalized
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advertising on the Internet, but also more specific tools such as display advertising,
advertising on widgets, product placement in online games, viral marketing, social media
marketing, etc.

That is how Chris Leck developed in 2015 and improved in 2019 the content marketing
periodic table. In it, he combined 8 sections: content marketing strategies, format, content
type, platform, metrics, goals, sharing triggers, and a general checklist. These 8 areas
group all the necessary categories that entrepreneurs should consider when developing
their communication strategy in the context of online marketing. This table is not complete
and may be modified depending on new developments, market, company, or product
specifics, but it contains the basic categories. For a better understanding of each section,
it is worth considering them separately [24].

— Content marketing strategy

This is a general content marketing plan. In other words, it is all the actions that a
company should take, starting with what they want to publish and ending with what results
they want to get. Thus, the strategy the company chooses must be in line with the long-
term goals of the company.

— Format

Format refers to how information will be communicated to consumers. The choice of
message format should be based on the company's goals, chosen marketing strategy,
implementation tools, budget, etc. Thus, the message could be in the format of an article,
webinar, game, press release, video, social media post, etc.

— Type of content

This item is somewhat similar to the previous one, but at the same time, it is more
extensive. So conditionally it could be called subcategories of the format. Thus, this group
contains a list of tools that will help consumers better understand the information that

companies are trying to convey. That is the tone of the message, additional materials
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(polls, infographics, quizzes, etc.), and visual design of the content could be described
here.
— Platform
The platform implies the place of content placement. It could be both offline and online
media. The first ones include newspapers, magazines, leaflets, radio, television,
billboards, etc. The second ones include websites, social networks, blogs, etc. The choice
of platform depends on the characteristics of the target audience of the enterprise.
— Indicators
This category helps to evaluate the effectiveness of the implemented content. Having
determined the indicators for the period under study, the company will be able to adjust
the content depending on whether it was successful or vice versa bringing the company
losses. Each company defines its metrics, but in general, they could be the number of
clicks on the link, the number of likes, reposts, comments, the number of unique visitors,
etc.
— Goals
For an effective content strategy, it is necessary to define the main goals that the
company wants to achieve after the implementation of the strategy. These goals should
correspond to the overall long-term goals of the company. These objectives could be
increasing traffic to the website, increasing customer loyalty or awareness, increasing
sales, etc.
— Content-sharing triggers
This item involves determining the reasons why people share your content, as well as
identifying the main pain points of consumers to use them in the content and to create the
necessary mood and tone of the message. This category is aimed at determining the
emotional component of the message.

— General checklist
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The general checklist involves checking and editing content before it is published. This
list may include checking the accuracy of facts, the availability of links to sources, the
presence of keywords and links, the ease of reading the text, the clarity of the information

message, the compliance of the content tone with the brand tone, etc.

1.3. The process of the promotion strategies formation

For the successful formation of the enterprise promotion strategy, it is necessary to
determine the main components of this process. By breaking the strategy formation into
more specific tasks, it will be easier to understand and implement this strategy. The
process division into tasks is not unambiguous. Some scientists, and entrepreneurs
distinguish 10 steps to create a strategy, others only six. Having analyzed different
approaches, a general scheme was formed and presented in Figure 1.3.1. This scheme
consists of six steps: setting the promotion goals, analyzing the current state of the market
and the enterprise, identifying the target audience, choosing the promotion strategy,
forming a budget, and developing a system for evaluating the effectiveness of the

promotion. Let's take a closer look at each step.
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Stages of promotion strategy formation
1 stage Setting the promotion goals
4 N\
J| 2 stage Analysis of the current state of the market and the
enterprise
. AN
3 stage Identifying the target audience
4 stage Choosing the promotion strategy
5 stage Forming the budget
4 N\ [ ] . .
6 stage Developing a system for evaluating the effectiveness
of promotion
. /L

Figure 1.3.1 Stages of development of a promotion strategy

Source: Compiled by the author based on the data [1-15]

1. Setting the promotion goals

The goals of promotion should be consistent with the goals of the enterprise. At this

stage, it is necessary to define both short-term and long-term goals. It is necessary to

identify what desired effect the company intends to achieve. At the same time, goals

should be formed according to the SMART goals methodology, which will help to make

them more rational, clear, and achievable. Companies should focus only on the most

important goals and form a strategy for each one separately.

For the first time, the concept of SMART goals was mentioned in 1981 in an article by

George Doran in the Management Review, although the general concept was described

earlier by Peter Drucker in his work "Management by Objectives" [25, 26].
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The methodology of forming SMART goals involves setting goals in accordance with
five parameters: specific, measurable, achievable, relevant or realistic, and time-bound.
Let's look at each parameter more closely.

— Specific

Goals should be specific, clear, and unambiguous. They should describe the outcomes
that companies seek to achieve. Sometimes it is very useful to use a brief description of
how this goal should be reached, with the help of which means and specialists. When
formulating a specific goal, entrepreneurs should ask themselves the following questions:

- What exactly do we want to do? What do we want to achieve?
- Why is this goal important?
- Who should participate in its achievement?
- What are the requirements and limitations?
— Measurable

Measurability implies that there are criteria for assessing progress toward the goal. It
allows understanding whether the goal has been achieved or not. For a goal to be
measurable, it must describe the result in quantitative terms. When formulating a
measurable goal, entrepreneurs should ask themselves the main question: How could we
know that the goal has been achieved?

— Achievable

Goals should be realistic and achievable. The goals should be based on the number of
resources (time, human, financial, etc.) that the enterprise has or could attract. When
checking the goal for achievability, companies should ask themselves several questions:

- How could this goal be achieved?

- Does the company have enough resources to achieve the goal?

- Do employees have all the necessary knowledge and skills to achieve the
goal?

— Relevant or realistic
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Relevance conveys that the goal is in line with the overall strategy of the enterprise and
that there are currently favourable conditions for its achievement. In other words, the goal
should be up to date. Companies should ask themselves the following questions:

- Is this goal worthy of attention?
- Is the time right to achieve this goal? Are the external conditions favourable?
- Is the goal consistent with the company's global plans?

— Time-bound

The goal should have a time limit for its achievement for better organization of the
work process. The presence of a deadline helps employees to focus on the work and have
time to complete it in the allotted time. Entrepreneurs should clearly understand in what
time frame they could complete the task so that they are realistic.

Sometimes in the literature, different variations and additions to the SMART goals
methodology could be found. For example, there isa SMARTER scheme, which provides
for 2 more stages of goal formation (evaluation and revision) in addition to the already
defined ones. This methodology provides for constant evaluation of goals and their
adjustment under new conditions, and changes in the external or internal environment.

2. Analysis of the current state of the market and the enterprise

Before developing a promotion strategy, companies should conduct market research,
analyze their competitors, as well as conduct an internal audit, to clarify the current
situation and identify the ways of development.

— Market research

This stage involves the use of general scientific and specific research methods for the
study of micro- and macro-environments, peculiarities of market development,
identification of the main trends, and forecasting of its further activities.

General scientific research methods such as the method of analysis and synthesis,
induction, deduction, the unity of history and logic, system analysis (systematization and
classification), logical reasoning, economic and statistical analysis, etc. are more often

used in desk research. Desk research involves the analysis of data available in open
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sources, the use of own reports and previous studies, as well as paid data sets. This
information may be slightly outdated and incomplete, and it is sometimes difficult to
determine the reliability of its origin. At the same time, the collection of this information
iIs much less costly and can be obtained more quickly.

Specific research methods such as surveys, expert interviews, experiments, focus
groups, observations, etc. are used in field market research. Field research is aimed at
collecting primary information that gives more accurate information about the market and
target audience. The main drawback of these studies is the complexity of their
implementation and the limited resources of enterprises.

— Research of the competitive environment

Analysis of the competitive environment involves identifying the main players in the
market and their segmentation by selected characteristics. Having identified their direct
competitors, companies will be able to highlight the main differences and advantages of
their brand, product, or service over other firms. This in turn will increase the company's
competitiveness in the market.

To identify the main competitors, the company should, first of all, collect all available
information on the market about the main players on it or conduct its research to collect
this data. Such data may include information on the dynamics of the main performance
indicators of companies, their product range, prices, communications, sales strategy, etc.
Analysis of this information will identify the main advantages and disadvantages of
competitors. The next step is to build a map of strategic groups of competitors. This
scheme clearly shows the position of enterprises in the market, which makes it possible to
identify groups of competitors with similar positions, competitive advantages, and
strategies and combine them into a strategic group. Thus, it will be possible to determine
the place of the researched company in the market and its main competitors. Further, by
comparing the competitors of the defined group with the researched company, it will be
possible to identify the strengths and weaknesses of the company concerning competitors.

— Research of the enterprise
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To research an enterprise, it is necessary to conduct its internal audit to understand the
specifics of its activities, current state, and characteristics of products or services, as well
as what promotion measures have already been used and which of them were successful.
Very common methods of company research are SWOT and PESTEL analysis. However,
there are many other models for studying various components of enterprises such as BCG
matrix, ABC analysis, DPM model, SPACE analysis, etc.

3. ldentifying the target audience

This stage involves market segmentation, identification of potential consumer groups,
and compilation of customer profiles. Defining the target audience involves identifying
not only its basic characteristics such as age, gender, income, etc. but also understanding
their needs and problems, what they want to get from the purchase, what additional value
they would like to receive, etc.

Since market segmentation by consumers could be carried out according to different
characteristics, each company before starting segmentation should clearly define the
segmentation criteria that are important for them. Thus, segmentation could be carried out
by geographical factors, socio-demographics, economic, psychographics, consumer
behavior, consumer motives, etc. By choosing priority areas, it is possible to segment the
market and choose the segment that is most attractive to the company. It means,
determining the target audience of the enterprise. An effective method for structuring all
information about the target audience is to create a portrait of the consumer. This method
involves the development of a model of a certain person, which is endowed with the
characteristics inherent in a particular group of the target audience. A separate portrait is
developed for each group. Each portrait should contain general information about the
consumer, his lifestyle, habits, preferences, fears, pains, how he makes purchases, etc.
Sometimes, if separate market research was conducted to study consumers, the most
common phrases of consumers could be added. Creating such a portrait or several portraits
will allow firms to better understand their consumers and offer them exactly what they are

looking for.
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4. Choosing the promotion strategy

This stage involves the development of a promotion strategy. As mentioned earlier, this
stage also involves determining the positioning of products and methods, tools, and
communication channels. A properly chosen promotion strategy could improve the
company's position in the market, attract new customers, increase profits, etc.

5. Formation of the budget

Based on the chosen promotion strategy, the company must form its cost estimate. A
cost estimate is a list of all the costs that a company may incur during its activities. It may
include costs for materials, labor, taxes, etc.

There are two main approaches to the formation of estimates: "bottom-up™ and "top-
down". The first involves determining the costs of implementing each element of the
strategy and then calculating the total cost. The second method is to determine the total
amount of costs and distribute it among the components of the promotion strategy. The
second method is more common because enterprises have limited resources, namely a
clearly defined marketing budget, only part of which could be allocated for promotion.

There are also other methods of budgeting: the method of calculating the budget based
on the goals and objectives of promotion, the method of determining the promotion budget
as a percentage of sales, the method of parity with competitors, the method of determining
the budget per unit of production, the method of calculating the budget from available
funds, etc.

6. Developing a system for evaluating the effectiveness of promotion

There is no single system for evaluating the effectiveness of promotion and marketing
in general. Different scientists define the necessary indicators in different ways.

Some scientists divide the performance indicators by marketing functions, some by
components, some believe that the effectiveness should be measured as the return of funds
invested in these activities, some consider from the standpoint of financial and non-
financial components, etc. Recently, BSC (Balanced Scorecards) and KPI (Key

Performance Indicators) methods have gained popularity.
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BSC, balanced scorecard, or Kaplan-Norton method provides for the formation of
indicators based on the company's goals in 4 areas, namely financial component, customer
component, internal business processes, training, and development. This table shows the
causal relationship between the goals. Performance indicators are presented here to make
the goals more specific. These indicators become KPIs. [29]

KPI provides quantitative measurement of the achieved results. A group of KPI
indicators is formed based on the company's goals, or in this case, strategy. This
methodology does not specify particular goals and causal relationships between them, but
they are formed based on them. KPIs could be lagging and leading. The lagging ones show
the results of activities after the end of the specified reporting period. Leading ones are
based on a shorter reporting period and are aimed at achieving smaller goals to track and
adjust the plan to achieve the final result.

In addition to these six stages of promotion strategy formation, the implementation of
the strategy and its adjustment and optimization can also be distinguished. These two
points can not be attributed directly to the formation process, but they are also important
because they help companies to respond quickly and adjust their strategy to changes in

the environment.

Chapter 1 conclusions

This paper's first section establishes the foundational principles for developing a
promotion strategy. The extensive research on various scholars' works, including P.Kotler,
M. Porter, J. McCarthy, W. Stanton, G. Armstrong, S. Karpova, M. Turchenyuk, and
others, was conducted to create the definition of the concept of promotion strategy.
Additionally, this paper provides a comprehensive overview of the essential components,
functions, and types of promotion strategies. Based on the data gathered during the
research, a set of stages that should be followed to develop a promotion strategy

successfully was created.
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Thus, promotion is a crucial component of a company's marketing efforts that involves
various activities aimed at communicating with consumers and achieving the company's
marketing goals. There are three main promotion strategies: push, pull, and combined
strategies. Each of these strategies involves different activities and tactics aimed at
fostering interaction between producers, distributors, and consumers in the market.

To create an effective promotion strategy, several stages must be considered. First, the
promotion goals must be set and aligned with the company's overall marketing objectives.
The current state of the market and the enterprise must then be analyzed to identify
opportunities and challenges. This analysis includes understanding the strengths and
weaknesses of competitors, the target audience, and consumer behavior.

Once the target audience has been identified, the company can choose the most suitable
promotion strategy based on its marketing objectives, budget, and the characteristics of
the product or service, and other factors. This selection process requires a deep
understanding of each promotion strategy's strengths and weaknesses and how it aligns
with the company's overall marketing goals.

After selecting the promotion strategy, the company must allocate a budget for its
implementation and establish a system for evaluating the strategy's effectiveness. The
effectiveness of the promotion strategy can be measured through various metrics, such as
sales volume, market share, brand awareness, and customer loyalty.

In conclusion, developing a promotion strategy requires a comprehensive
understanding of the market, target audience, and the company's overall marketing
objectives. A successful promotion strategy involves several stages, including goal setting,
analysis of the current state of the market and the enterprise, identifying the target
audience, choosing the promotion strategy, formation of the budget, and developing a

system for evaluating the effectiveness of the promotion.
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CHAPTER 2 ANALYSIS OF THE ITALIAN BRAND ACCAPI IN THE
UKRAINIAN MARKET

2.1 Trends of macroenvironment of the Ukrainian thermal underwear market

A macroenvironment is a set of external environmental factors that form the
environment in which companies must operate and which they cannot influence. These
factors have a crucial impact on the performance of businesses in the market. The
macroenvironment includes political, economic, social, technological, environmental, and
legal factors. Understanding each of these factors, their current state and the way they are
expected to evolve helps businesses to maintain their market position, stay competitive,
retain customers, increase profits, etc. Thus, in the context of this work, it is worth to
analyze the external factors affecting the Ukrainian thermal underwear market. For this
purpose, PESTEL analysis will be used.

The first group of factors is political ones. They include various factors that influence
the political environment in a country, its stability, and development. A number of new
threats and opportunities have arisen in Ukraine because of Russia's invasion in February
2022. Among the biggest threats are the instability of the political situation and the active
support of domestic businesses by the state. Among the opportunities are the accelerated
entry of Ukraine into the European Union and the strengthening of relations between
Ukraine and Italy. A more detailed description of the factors, as well as some others, are
presented in Table 2.1.1.

Table 2.1.1

Preliminary assessment of political factors



Ukraine's
entry into the
EU

European Union will strengthen the political
and economic ties between EU countries and
Ukraine.

Ne Factor Factor description Threat/_ Demana/
Opportunity Supply
1 | Warin The war in Ukraine has led to many issues | Threat Demand,
Ukraine with international trade as well as led to Supply
since general instability in the country. If compare
24.02.2022 Ukraine's position on the Political Risk Map in
2014 and now, the political risk has risen from
just high to extremely risky, unstable levels.
This makes it difficult for companies to do
business in this uncertain environment.
2 | Active Because of the war, the government is trying | Threat Supply
government | to devote a significant portion of its resources
support for to supporting domestic businesses to avoid the
domestic country's economic collapse. This creates new
business barriers for foreign companies in the
Ukrainian market.
3 | High In 2022, Ukraine was ranked 116th on the | Threat, Supply
corruption Corruption Perceptions Index with a score of | Opportunity
level in 33 (0 is highly corrupt, 100 is very clean).
Ukraine Since 2013, Ukraine's score has increased by
32% (from 25 to 33). However, this score is
still too high and shows a high corruption level
in the country. At the same time, it is
noteworthy that the anti-corruption movement
has intensified during the war. This could
result in a decrease of corruption in the
country after the war.
4 | High Ukraine has a high level of bureaucracy, | Threat Supply
bureaucracy | which makes it difficult for companies to do
level in business in the country. In 2021, the
Ukraine government's effectiveness score was -0.41 (-
2.5 very weak, 2.5 very strong). Compared to
2014, the values have remained virtually
unchanged. In 2014, this indicator was -0.4.
The implementation of the Diia app has
greatly facilitated the process of obtaining
documents, but there are still many other
administrative barriers.
5 | Accelerating | Speeding up Ukraine's accession to the | Opportunity | Supply

36
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No Factor Factor description Threat/ Demand/
Opportunity Supply
6 | Improvement | Italy and Ukraine have been cooperating for | Opportunity | Supply

of relations
between Italy
and Ukraine

quite a long time. In terms of Ukraine's trade
with the EU, Italy ranks third. Both countries
have imported various goods from each other,
with the amount of imports in 2021 increasing
by 1.5 times compared to 2014. This shows
that the countries have built strong
relationships and have a certain level of trust
to each other. This will make trade between
them easier.

Source: Compiled by the author based on the data [31-38]

The regulatory environment in which a company operates is significantly influenced by

political factors, making them crucial for the company's success. Changes in government

policies, political instability, and international trade agreements can all impact various

aspects of the company's operations, such as production, marketing, and supply chain.

Therefore, keeping abreast of political developments is essential to maintain a competitive

advantage and minimize the risks associated with changes in the political environment.

Table 2.1.2 presents an assessment of the factors outlined above and divides them into

threats and opportunities for the company.

Table 2.1.2
Final assessment of political factors
Evaluation criteria
Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Threats
1 War in Ukraine No problems Some issues that | A lot of issues 8
since 24.02.2022 with supply or complicate that make the
sale supply or sale supply or sale
impossible
2 Active government | The government | The government | The government | 8
support for domestic | has no initiatives | has some protects domestic
business to help domestic | initiatives to business with
business help domestic different acts
business
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Evaluation criteria

No Factor Low Medium High CE
(0-3) (4-6) (7-10)
3 High corruption Companies don’t | Companies Companies must
level in Ukraine have to have a should have to have a lot of
lot of have some connections to
connections to connections to access the market
access the access the
market market

4 High bureaucracy
level in Ukraine

Companies can
easily obtain the
necessary
documents. The
system is
transparent and
easy to
understand

The system is
not perfect and
getting
documents is a
bit complicated

The system is
completely
incomprehensible

Opportunities

1 High corruption
level in Ukraine

No change in the
country's level of
corruption is

Some changes
are foreseen in
the country with

Significant
changes are
foreseen in the

foreseen regard to the country with
level of regard to the level
corruption of corruption

2 | Accelerating
Ukraine's entry into

The process will
take more than

The process will
take several

The process will
take several

the EU 10 years years months
3 Improvement of They had never | The countries Close relations
relations between interacted before | have interacted | have been
Italy and Ukraine on several established
occasions between the
countries

Source: Compiled by the author based on the data [31-38]

The second group of factors in the PESTEL analysis is the economic ones. They show

the overall economic state of the country and its impact on businesses. These factors can

include exchange rates, taxes, import tariffs, inflation, level of economic development in

the country, etc.

The war in Ukraine has caused an unstable economic situation characterised by many

factors such as high inflation, high poverty level, declining GDP, decreasing purchasing

power of the population, and many others. On the one hand, this has had a negative impact

on the level of imports of products to Ukraine. On the other hand, war has increased the
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demand on thermal underwear. Also, there are some other opportunities for companies in
the thermal underwear market. The most important of them are economic support from
other countries aimed at the economic recovery of Ukraine and recovery of import rates
to almost pre-war level. These factors, as well as some others, are presented in Table 2.1.3.

Table 2.1.3

Preliminary assessment of economic factors

Threat/ Demand/
Opportunity Supply
1 Economic By the forecast of the World Bank, the | Threat Demand,
instability in Russian invasion will shrink the Ukrainian Supply
Ukraine economy by 45%. This will be clearly seen
in many issues such as
e high inflation (Which has increased by

more than 9 times compared to 2020. In
February 2023 it was 24,9%, when in
January of the same year 26%)

e high poverty level (By the forecast of
the United Nations Development
Programme 30% of the Ukrainian
population to fall below the poverty
line, while a further 62% would be at
risk of also falling into poverty within a
year)

e decrease in GDP (According to the
International Monetary Fund Ukrainian
GDP will decrease from a minimum of
10% to a maximum of 35%)

e decrease in the purchasing ability of
Ukrainians

o etc.

2 Recovery of Imports to Ukraine have decreased from 6,1 | Opportunity | Supply

import levelsto | USD billion in February of 2022 to 1,8 USD

almost pre-war billion in March 2022. It declined by 70%.

levels Now imports have started to increase and in

January 2023 were 5 USD billion. During

this period, there have been no spikes in

values and the overall trend is positive.

Ne Factor Factor description
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Factor

Factor description

Threat/
Opportunity

Demand/
Supply

Increase of
exchange rate
(uah to eur)

Due to the National Ukrainian Bank since
the beginning of 2022, the exchange rate
has changed significantly. It was 30,9226 in
January 2022 (01.01.2022) and in January
2023 (01.01.2023) became 38,951. That
means the exchange rate has increased by
25,96%. The exchange rate continues to rise
and even after the war is over, it will take
time for it to decrease.

Threat

Supply

Increase in
thermal
underwear sales

The war led to an increased demand for
thermal underwear. A lot of people bought
thermal underwear to survive the difficult
cold winters with blackouts, power cuts,
etc.

Opportunity

Demand,
Supply

Support
initiatives for the
Ukrainian
economy

Financial support from different countries
all over the world will help Ukraine to deal
with the situation and its consequences.
Also, it is worth mentioning the EU-
Ukraine Textile Initiative (EUTI), which
serves as a point of contact for Ukrainian
companies who are looking for assistance
and partnership with their counterparts in
the European Union, and vice versa. It was
launched before the war, but it is still active
today.

Opportunity

Supply

Logistics issues
due to the war in
Ukraine since
24.02.2022

During the war in Ukraine, about 24,000
kilometres of roads, 305 bridges, 6.3
kilometres of railway tracks were damaged
or destroyed, checkpoints and inspections
were set up, curfews were announced, etc.
All these and many other factors make
transporting goods much more difficult.
Each company has to have several routes
built in advance and must quickly adapt to
changes.

Threat

Supply

Source: Compiled by the author based on the data [39-47]

Table 2.1.4 assesses the above factors and divides them into threats and opportunities.
Table 2.1.4

Final assessment for economic factors




Evaluation criteria
Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Threats
1 Economic instability | No trading Some trading Trading is 7
in Ukraine consequences consequences practically
impossible
2 Increase of exchange | The rate is The course changes | The rate 6
rate (uah to eur) practically the significantly every changes
same few months significantly
several times a
month
3 Logistics issues due | No major There are some Logistics has 8
to the war in Ukraine | changes in changes in logistics, | changed
since 24.02.2022 logistics but companies can completely.
quickly adopt new Companies
methods without must look for
significant losses new ways to
transport their
products
Opportunities
1 Recovery of import | Imports are in The country's The country's | 8
levels to almost pre- | decline, and imports have imports have
war levels there is almost recovered by about | fully recovered
no foreign trade | half to pre-war
levels
2 Increase in thermal No increase in Slight increase in Significant 9
underwear sales sales sales, no more than 2 | increase in
times sales, more
than 2 times
3 Support initiatives Lack of A little help for the | Significant 8
for the Ukrainian assistance to the | Ukrainian economy | help for the
economy Ukrainian from other countries | Ukrainian
economy from economy from
other countries other countries

Source: Compiled by the author based on the data [39-47]
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The next group of factors is social. They describe the demographic situation in the

country as well as the general values of society, their culture, traditions, habits, and
changes in behavior. At the moment, Ukraine is experiencing a significant decrease in
population, as well as changes in consumer habits due to the pandemic and war. Table

2.1.5 presents the most relevant social factors for the thermal underwear market.
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Table 2.1.5

Factor

Factor description

Threat/
Opportunity

Demand/
Supply

A population
decrease in
Ukraine

As the last census of Ukraine was
conducted in 2001, it is difficult to give
an accurate estimate of Ukraine's
population, but according to the State
Statistics Service of Ukraine, the
population was around 41 million in
2021. At the same time, the war
resulted in the deaths of about 20,000
Ukrainians. Also, about 8 million
Ukrainians went abroad to escape the
war. Thus, only 80% of the population
remained in Ukraine.

Also, if one compares the population in
2021 and 2002, the number of people
decreased by 14.58% (from 48 million
to 41 million). Thus, the population
decline and losses during the war will
lead to a decrease in the number of
people who will consume any type of
goods.

Threat

Demand,
Supply

Increase of
preferences of
Ukrainians for
Made in Ukraine
products

At the moment the level of patriotism
in the country is very high, which
manifests itself in the tendency of
Ukrainians to give preference to locally
produced goods.

Threat

Demand

Changes in
consumer
behaviour during
the war

There has been a shift in consumer
behavior towards more rational
decision-making when it comes to
purchasing goods. Instead of making
impulsive  purchases, buyers are
becoming more focused on purchasing
goods that offer long-term value,
durability, and quality.

Opportunity

Demand,
Supply

Source: Compiled by the author based on the data [48-49]

Table 2.1.6 provides an assessment of the threats and opportunities of social factors for

the Ukrainian thermal underwear market. The biggest threat is a significant population

decrease in Ukraine, while the greatest opportunity is change in consumer behaviour

during the war.
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Table 2.1.6
Final assessment for social factors
Evaluation criteria
Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Threats

A population The decrease in The slight decrease | The decrease in | 9
decrease in the population is in the population the population is
Ukraine insignificant significant
Increase of Ukrainians treat Ukrainians prefer Ukrainians 7
preferences of home-made and home-made prefer home-
Ukrainians for foreign-made products, but still made products
Made in Ukraine products equally consume foreign to foreign goods
products goods in large

guantities

Opportunities

Changes in There are no There are some There are 7
consumer changes in changes in significant
behaviour during | consumer consumer changes in
the war behaviour behaviour, but they | consumer

cannot affect the behaviour that

overall force companies

performance of to adapt to new

companies in the demand, needs

market

Source: Compiled by the author based on the data [48-49]

Technological factors come next. They demonstrate the level of development and

implementation of innovative technologies in the country. The world is currently

witnessing the fourth industrial revolution in the world. This phenomenon has not left the

apparel industry untouched. Many innovations have been invented such as laboratory

made fabrics, nanotechnology materials, knitting robots, needle-free sewing, 3D printed

sustainable apparel, etc. Implementation of these technologies would enable companies

in the industry to increase their productivity. Table 2.1.7 presents the technological factors
that affect Accapi [50-52].

Preliminary assessment for technological factors

Table 2.1.7
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technologies

The popularity of online shopping
means that companies also have to
move their sales to the online
environment.

Ne Factor Factor description Threat/_ Demana/
Opportunity Supply
1 Development of In addition to the development of new | Threat, Demand,
new types of fabrics with better characteristics | Opportunity | Supply
fabrics (elasticity, breathability, etc.), there
are also fabrics that can change
colour, track human biometric data,
etc.
2 Scientific and The development of new equipment | Threat, Supply
technological and the use of artificial intelligence | Opportunity
progress and allow to optimise production and
development of improve the quality of goods. For
robotics example, there are already machines
that can cut fabric, process easily
deformable materials, speed up
laundry, etc. The use of 3D printing
also makes production much easier
and faster. Knitwear production and
design development using this
technology is now available.
3 Development of e- | The shift of consumers to the online | Opportunity | Demand,
commerce and environment is leading to an increase Supply
mobile in the popularity of online retailers.

Source: Compiled by the author based on the data [50-52]

Table 2.1.8 presents an assessment of the technological threats and opportunities that

may affect the company's operations. The company must be proactive in identifying and

addressing these threats in order to maintain its competitive advantage in the marketplace.

Some of the technological threats that the company may face include rapid technological

advances, high innovation costs and difficulty adapting to new technologies. Dealing with

these threats may require significant investment in research and development, as well as

employee training programmes to improve their technological skills. On the other hand,

technological advances can also create opportunities for the company, such as developing

new and innovative products, optimising manufacturing processes and improving supply

chain management.
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Table 2.1.8
Final assessment for technological factors
Evaluation criteria
Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Threats
1 Development of Nobody uses new | Some manufacturers | Everybody uses |5
new types of fabrics | types of fabrics in | use new types of new types of
their production | fabrics in their fabrics in their
production production
2 Scientific and Nobody uses new | Some manufacturers | All 5
technological technologies in use new manufacturers
progress and their production | technologies in their | use new
development of production technologies in
robotics their production
Opportunities
1 Development of There is no New fabrics can be | New fabricsare |5
new types of fabrics | opportunity to implemented in easy to
implement new production, but this | implement in
fabrics in will require production
production significant without
investment significant costs
2 Scientific and There is no New technologies New 5
technological opportunity to can be implemented | technologies are
progress and implement new in production, but easy to
development of technologies in this will require implement in
robotics production significant production
investment without
significant costs
3 Development of e- | There isnota There are several There are many | 9
commerce and single online online retailers in online retailers
mobile technologies | retailer in Ukraine in Ukraine
Ukraine

Source: Compiled by the author based on the data [50-52]

Another equally important group of factors are environmental ones. This group includes

the level of use of natural resources as well as the ecological situation in the country. The
world is currently experiencing global climate change. This is affecting all areas of life,
and the thermal underwear industry as well. Changes in temperature regime lead not only
to changes in the way the materials for the products are grown but also to changes in the
demand for goods. Table 2.1.9 presents the environmental factors affecting the selected

enterprise.
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Table 2.1.9
Preliminary assessment for environmental factors
Ne Factor Factor description Threat/_ Demand/
Opportunity Supply
1 Climate change Global climate change can lead | Threat, Supply

to changes in the cultivation of | Opportunity
components for the production
of thermal underwear (cotton,
wool, silk, etc.), which will
increase the cost of end
products.

Moreover, an increase in the
average temperature in Ukraine
will lead to the changes in the
demand for thermal underwear,
as well as the types of
materials and technologies
used in production.

Natural disasters Natural disasters such as | Threat Supply
hurricanes, floods, and
earthquakes can disrupt the
production and supply chains of
the thermal underwear industry,
leading to shortages and
increased costs.

Source: Compiled by the author based on the data [53-54]

Table 2.1.10 presents an assessment of threats and opportunities from environmental
factors. Environmental factors are highly unpredictable and can pose significant risks to
companies operating in certain industries. For example, natural disasters, climate change,

and resource scarcity can impact production, supply chain, and overall profitability.

Table 2.1.10
Final assessment for environmental factors
Evaluation criteria
Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Threats
1 | Climate change No effect on Little effect on the Strong effecton | 9
component quality, | quality of the component
as well as on components, quality,
transport or storage | transport or storage | transport or
conditions conditions




Continuation of the Table 2.1.10

Evaluation criteria

Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
storage
conditions

2 Natural disasters

Disasters do not

Disasters have a

Disasters have a | 8

never heard of the
problem before.
They don’t how to
deal with it

affect the slight impact on the | major impact on
production of production of goods, | the production
goods but not enough to of goods, can
stop production lead to delays in
completely production and
increased costs
Opportunities
1 | Climate change The company had | Companies know Companies have | 5

something about this
issue and have
started looking for
ways to overcome
the problem

been aware of
this problem for
a long time and
have ways to
overcome it

Source: Compiled by the author based on the data [53-54]

Last but not least are legislative factors. These factors include the existing legal

47

regulation of various issues that may in any way influence the company's operations. In

Ukraine, these factors may include the existence of consumer protection laws, laws on

product quality and safety, patent laws, and also the fact that most certificates obtained in

the European Union are recognized by Ukraine. The factors of this group are presented in

Table 2.1.11.
Table 2.1.11
Preliminary assessment for legal factors
Ne Factor Factor description Threat/_ Demand/
Opportunity Supply
1 Customer Consumer protection laws protect Supply

protection law

purchasers of goods and services

from low-quality products and
deceptive, dishonest business
practices. ~ There  are  many

certifications and inspections as well
as the limitations of doing business
that products must pass before they
can enter the market.
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Ne Factor

Factor description

Threat/
Opportunity

Demand/
Supply

2 Copyright and
patent law

A patent is a registered right that
gives the owner exclusive right to
features and processes of inventions.
The method of making some fabrics,
as well as the appearance of goods
can be considered unique and fall
under the protection of these laws.

Opportunity

Supply

3 Product safety
regulations

There are many laws that are aimed at
assessing the quality of products. To
be able to sell any products,
companies  must  obtain  the
appropriate quality certificates. But at
the same time by providing a proper
certificate of product quality, the
company will be able to place a
certain designation on the packaging,
which may increase sales. In apparel
industry in terms of product safety
goods may be checked on the content,
flammability, etc.

Threat,
Opportunity

Demand,
Supply

4 Acceptance of
European
certificates by
Ukraine

Since Ukraine recognizes European
certificates, a company can apply
certificates obtained in Europe
without spending money or time on
obtaining new ones. This will
significantly save resources of the
company.

Opportunity

Supply

Source: Compiled by the author based on the data [55]

Table 2.1.12 provides an assessment of threats and opportunities from legal factors.

Legal factors are unique in that they are specific to the industry in which a company

operates and are influenced by the regulatory environment in the country or region.

Table 2.1.12
Final assessment for legal factors
Evaluation criteria
No Factor Low Medium High CE
(0-3) (4-6) (7-10)
Threats
1 | Customer There are no laws | There are few laws | There are many |9
protection law protecting the protecting the laws protecting
consumer consumer the consumer




Continuation of the Table 2.1.12

Evaluation criteria

No Factor Low Medium High CE
(0-3) (4-6) (7-10)
Product safety law | There are no There are few There are many
product safety laws | product safety laws | product safety
laws

Opportunities

Copyright and There are no There are few There are many
patent laws copyright and copyright and strict copyright
patent laws patent laws and patent laws

Product safety law

There is no way to
show the customer
the quality of the

There are only a
few certificates that
could be placed on

All certificates
could be placed
on the
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product by the packaging packaging

providing a

certification mark
Acceptance of European Some of the European
European certificates are not | European certificates are
certificates by accepted in Ukraine | certificates are accepted in
Ukraine accepted in Ukraine

Ukraine

Source: Compiled by the author based on the data [55]

Thus, the various factors of the macroenvironment that affect the operations of the
selected company have been analyzed. Table 2.1.13 below provides an assessment of the
significance of all the groups of factors mentioned. The most significant are political and
economic as there is a war going on in Ukraine now, which determines the possibility of
doing business in the country at all. Next are social factors that determine the demand for
products. And then there are technological, environmental, and legal factors. The
assessment of the significance of macroenvironmental factors is crucial for understanding

the potential impact on the company's performance and competitive position in the market.

Table 2.1.13
The weighting of macro factors
The group of factors Weight
Political factors 0,25
Economic factors 0,25
Social factors 0,2
Technological factors 0,1
Environmental factors 0,1
Legal factors 0,1
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Source: Compiled by the author

Tables 2.1.14 and 2.1.15 present the final score for all the factors mentioned above. It
has been derived by multiplying the score by its weight. Since there are many factors
presented, only those factors whose final score exceeds 1.5 will be selected to facilitate
further work. Among the threats these factors include war in Ukraine, active state support
of domestic production, economic instability in the country, logistics issues and
population decrease. Opportunities include the acceleration of Ukraine's entry into the EU,
improved relations between Italy and Ukraine, recovery of import levels, increased

thermal underwear sales, and support initiatives for the Ukrainian economy.

Table 2.1.14
Market threat analysis
Ne | Factor | W | CE | WE
Political factors

War in Ukraine since

L] 24.02.2022 0.25 8 L7

5 Active government support 0,25 8 2
for domestic business

3 ngh_corruptlon level in 0,25 6 15
Ukraine

4 ngh_bureaucracy level in 0,25 5 1,25
Ukraine

Economic factors

4 Econ_omlc instability in 0,25 7 1,75
Ukraine

5 Increase of exchange rate (uah 0,25 6 15
to eur)
Logistics issues due to the war

6 in Ukraine since 24.02.2022 0,25 8 L5

Social factors

F A p0|_oulat|on decrease in 0.2 9 1.8
Ukraine
Increase of preferences of

8 | Ukrainians on Made in 0,2 7 1,4
Ukraine products

Technological factors

9 Dev_elopment of new types of 0.1 5 05

fabrics




Continuation of the Table 2.1.14

o1

No Factor W CE WE
Scientific and technological
10 | progress and development of 0,1 5 0,5
robotics
Environmental factors
11 | Climate change 0,1 9 0,9
12 | Natural disasters 0,1 8 0,8
Legal factors
15 | Customer protection law 0,1 9 0,9
16 | Product safety law 0,1 8 0,8

Source: Compiled by the author based on Tables 2.1.1 - 2.1.13

Table 2.1.15, in contrast to Table 2.1.14, presents the main opportunities for companies

in the Ukrainian thermal underwear market.

Table 2.1.15
Market opportunities analysis
Ne | Factor | W | CE WE
Political factors

1 ngh_corruptlon level in 0,25 5 1.25
Ukraine
Accelerating Ukraine's entry

2 into the EU 0.25 ! 175
Improvement of relations

3 between Italy and Ukraine 0,25 8 2

Economic factors

4 Recovery of import levels to 0,25 8 5
almost pre-war level

5 Increase in thermal underwear 0.25 9 2,25
sales

5 Supp_or_t initiatives for the 0.25 8 9
Ukrainian economy

Social factors

Changes in consumer

! behaviour during the war 0.2 ! 14

Technological factors

3 Devglopment of new types of 0.1 5 05
fabrics
Scientific and technological

9 | progress and development of 0,1 5 0,5
robotics

10 Developr_nent of e-commerce 0.1 9 0.9
and mobile technologies

Environmental factors
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11 | Climate change 0,1 \ 5 \ 05
Legal factors
12 | Copyright and patent laws 0,1 9 0,9
13 | Product safety law 0,1 9 0,9
Acceptance of European
14 certificates by Ukraine 0.1 ; 0.9

Source: Compiled by the author based on Tables 2.1.1 - 2.1.13

Thus, the main factors that can negatively affect the Ukrainian thermal underwear
market are political, economic and social factors. These factors can be the biggest threat
and obstacle for businesses in this market. However, at the same time, political and
economic factors can also be the biggest opportunities for companies. The way enterprises
will be able to recognize the opportunities and overcome the threats will determine their

future in the market.

2.2 Specific features of microenvironment of Ukrainian cloth market

In the current market environment, there are significant changes happening in the
structure and function of product markets, especially due to the increasing
internationalization of these markets. The management systems of international and
national markets are being transformed in the context of modern globalization, with
changes in priorities for competitors, consumers, suppliers, and distributors as they
become more involved in international competition and cooperation. However, the
development of commodity markets has been impacted by the war, economic sanctions,
and other restrictions.

The Ukrainian thermal underwear market is part of the apparel market and shares
common trends, but it has unique characteristics. Despite facing economic and political
crises and changes in consumer behaviour, the thermal underwear market has been
constantly evolving and experiencing growth. Although domestic producers struggle to
compete with foreign brands, there has been a significant increase in the number of

producers in recent years. Moreover, while thermal underwear was not previously an
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essential commodity, the demand for it has quadrupled since the war started [56].
Therefore, this market is interesting to study as it presents opportunities despite the
obstacles created by the war.

The analysis of the microenvironment of a specific thermal underwear market should
be considered in the complex of factors of influence from competitors, products,
consumers, suppliers and distributors, whose operations form the conditions for doing
business in the market [57].

First of all, competitors: the thermal underwear market is not new, and its largest
players are foreign brands such as Rough Radical, Craft, Smart Wool, Lasting, Icebreaker
and others. Apart from them, there are many smaller players on the market. And since the
beginning of the war, not only funds, equipment, essential goods and much more have
been coming to Ukraine as part of the humanitarian aid, but also thermal underwear. For
example, the Vatican launched a fundraising campaign to send thermal underwear to
Ukraine in December 2022 to help Ukrainians survive the winter [58]. Thus, the market
can be called very saturated and highly competitive. This situation affects the behaviour
of all market players. Companies have to pay more attention to differentiation, offer
something unique, develop a new marketing campaign, look for niches, etc. to maintain
their market position. However, it is worth noting that during the war, the focus shifted
slightly from product appearance and marketing campaigns to simplicity and quality of
the product. The population's ability to pay has also decreased. And although demand is
strong, manufacturers should look for ways to reduce the price of their products to attract
a wider audience. This situation makes it difficult for new companies to enter the market,
as existing players create high barriers to entry, which can be costly to overcome. But on
the other hand, this large number of players increases the level of competition, which has
a positive impact on the development of the sector, encouraging manufacturers to improve
production and product performance. Figure 2.2.1 and Figure 2.2.2 represent the current

market state of the thermal underwear market from the competitor’s perspective.
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Segment 1

Strategic restructuring

Segment 2

Open to industry entry

Segment 3

Open to industry

of forces in the entry
industry
Segment 4 Segment 5 Segment 6

Strong competition in
the industry

Company’s strategic
initiatives

Open to industry
entry

Low

Medium

v

High

Industry average profit

Figure 2.2.1 Matrix for assessing the intensity of competition in the industry
Source: Compiled by the author based on the data [57, 68]

Figure 2.2.2 illustrates the current state of the Ukrainian thermal underwear market with

respect to the competitors, their dominance in the market, and the obstacles they create

for new entrants or existing firms trying to leave the market. A more detailed competitive

analysis is presented in subsection 2.3.

The reaction of market actors

High

Low

4

A

Segment 1

Increased threat of
competition in the industry
due to high exit barriers

Segment 2

The slight threat of new
competitors due to high
entry barriers

Segment 3

barriers

Low threat of new
competitors and low entry

Segment 4

High threat of new
competitors

Low

v

High

Market attractiveness

Figure 2.2.2 Threat assessment matrix on the side of new competitors
Source: Compiled by the author based on the data [57, 68]
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Secondly, the position of the product in the market: this means not only the level of
product diversification, but also the number of substitute products. Due to the large
number of competitors, there is a huge variety of products on the market that differ in their
characteristics. Due to the high level of product diversification, it is difficult to enter the
market with a new idea. Thus, there are already products made of different materials
(cotton, wool, polyester, synthetic materials, etc.), different types (sets, skirts, tops, socks,
etc.) and purposes (men's, women's, children's) [58]. Before the war, manufacturers were
constantly coming up with new ways to improve their products. But now Ukraine has
slightly different priorities and manufacturers should focus more on basic thermal
underwear sets and their high quality. If in terms of basic substitute products, there are
also many of them. These include a variety of warm clothing such as socks, sweaters,
vests, warm pants, etc., as well as products from other markets such as blankets, heating
pads, heaters, camping stoves, etc. But this situation also encourages market players to
come up with new ways to improve production, find new technologies, launch marketing
campaigns, etc. On the Figure 2.2.3 is shown the market conditions of the investigated

market from the product perspective.

A

o Segment 1 Segment 2

IS

2 Hiah Increased differentiation Low competition from

E g competition from substitute substitute products

x4 products

8

o Segment 3 Segment 4

L High competition from Increased competition for
ow . )
substitute products expenditure from

substitute products

Low High

Spending by customers due to switching to substitute
products
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Figure 2.2.3 Threat assessment matrix on the side of substitute goods

Source: Compiled by the author based on the data [57, 68]

Thirdly, the target consumer audiences: in the thermal underwear market, buyers have
a high level of power, as they can easily switch to another type of product without any
losses. Thus, buyers can set their own rules in terms of price, product quality or other
preferences. During the war, in the absence of electricity and heating, consumer behaviour
in the thermal underwear market has changed dramatically. Whereas previously this
product was bought mainly for sports, now everyone buys it to keep warm during power
outages. It is also worth noting that most of the goods go to the military. Relatives, friends
and people who care try to help our defenders stay warm in cold conditions by buying
thermal underwear and other heating products. Figure 2.2.4 shows an assessment of the

level of consumer power.

E S Segment 1 Segment 2
S . . -
jz 053 High The strong market power Increased differentiation
= of buyers competition from customers
o =
- O
% 5 Segment 3 Segment 4
©
= Increased competition for | The weak market power of
oy Low )
o expenditure from buyers
S customers
Low High

Level of product differentiation

Figure 2.2.4 Market power assessment matrix for buyers

Source: Compiled by the author based on the data [57, 68]

Fourthly, supplier power: as thermal underwear producers in Ukraine are dependent on
the supply of raw materials without which they cannot produce their goods, there is a high

level of supplier power. Although there are quite a few options for producing thermal
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underwear (cotton, polyester, synthetic fibre, viscose, etc.), the cost of switching from one
to another can be too high not only in terms of material, but also in terms of changing
product characteristics such as quality, visual appearance, etc. It should also be noted that
for companies that manufacture their products in Ukraine, suppliers are a very valuable
asset. As a large number of businesses cannot continue their operations during the war,
suppliers who have not stopped their deliveries are in high demand in the market. And
because they cannot physically fulfil the orders of all companies that want to cooperate
with them, they are forced to supply a limited number of companies, which leads to
competition for suppliers in the market. As for companies whose production facilities are
located outside Ukraine, they face a greater burden of transporting their products. The war
has led to logistical challenges, such as destroyed roads, dangerous areas, the risk of loss
of goods during storage or transportation, the need to build several routes in advance, etc.

The Figure 2.2.5 demonstrates the matrix of suppliers’ market power.

a
5 0 Segment 1 Segment 2
c =
% § High Increased competition for | The strong market power
2 expenditure from suppliers of suppliers
L O
S c
g .2 Segment 3 Segment 4
e O
© o>
T 2 The weak market power of | Increased differentiation
> Low . -
a suppliers competition from
suppliers
Low High g

Level of product differentiation

Figure 2.2.5 Supplier market power assessment matrix

Source: Compiled by the author based on the data [57, 68]

Fifthly, distributors: thermal underwear can be bought in almost any sports shop or even
just a clothing store, and nowadays it is also easy to order from online retailers, so it can

be said that the power of distributors in the market is not very high. Although it should be
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mentioned that the image of thermal underwear manufacturers depends on the work and
conditions provided by distributors, this still does not give them sufficient market power.
Even before the war started, during the pandemic, the vast majority of consumption moved
to the online environment. Many people barely left their homes and did all their shopping
online. Martial law has only reinforced this trend. Thus, online distributors have become
the best way to bring goods to consumers. However, since there are many such platforms
(Rozetka, Epicentr, Prom, Bigl, Crafta, Shafa, 1ZI, etc.) and companies can start or use
their own platforms (e.g., sell from their own website) without incurring significant costs
when switching from one to another, the power of distributors is negligible [59, 60]. The

described situation can be seen in Figure 2.2.6.

A

5 0 Segment 1 Segment 2

o
[ ]

©
% S High The strong market power Increased competition for
s € of mediators expenditure from mediators
85
S c
8.8 Segment 3 Segment 4
5 8
3D Increased differentiation The weak market power of
> £ Low - .
&.= competition from mediators

mediators
Low High

Level of product differentiation

Figure 2.2.6 Market power assessment matrix for mediators

Source: Compiled by the author based on the data [57, 68]

Thus, it is clear that the thermal underwear market is characterised by a large number
of competitors and substitute products, as well as a high level of power of buyers and
suppliers. But at the same time, the war has created a great demand for the product, which
provides many opportunities for its manufacturers. Military situation requires the

development of appropriate strategic and operational and tactical measures for business
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organisation. Businesses should pay more attention to the quality of goods and
opportunities to reduce their prices. In addition, the development of various loyalty
programmes, discount systems, etc. will allow them to attract the attention of a larger
target audience. In addition, companies should actively cooperate with online platforms
to sell goods, as well as look for local logistics and transport companies that are
experienced in transport in modern conditions. As for the marketing environment,
producers should build their communication on support for Ukraine. They should clearly
express their position and cooperate with domestic companies or charitable organisations.
By implementing these and other measures, producers will be able to consolidate their
positions in the market and new companies will be able to make themselves known.
Following the analysis of the micro-environment, Tables 2.2.1 and 2.2.2 were
compiled. The first table presents all the above-mentioned factors and briefly describes
them for better perception. The second one assesses each factor in terms of whether and

to what extent it is a threat or an opportunity for companies on the thermal underwear

market.
Table 2.2.1
Preliminary assessments for each group of factors
_ Threat/
Ne Factor Factor description Opportunity Demand/Supply
There are many competitors with
. strong market positions who are
Big number of . . .
competitors seeking to increase their share
1 mp through various methods such as Threat Supply
within the | .
industry h!gh _Igvels of product
differentiation, successful
positioning, etc
It is difficult to enter this market
High  entry | because it is saturated not only in
2 barriers terms of competitors but in terms of Threat Supply
products




Continuation of the Table 2.2.1

Threat/

power

platforms. Also the cost of switching
from one online retailer to another is
low.

Ne Factor Factor description Opportunity Demand/Supply
There are a huge number of
. substitute products not only on the
Big amount of 4
i apparel market (warm clothing such Threat,
3 | substitute K . Demand
roducts as socks, pants, sweaters, vests, etc), Opportunity
P but also behind it (blankets, heaters,
heating pads, stoves, etc.)
High level of Buyers can easily switch to another
, | product without much cost, so they
5 customers . Threat Demand/Supply
can set their terms to manufacturers
power . X
on the price or quality of goods
Because of the war, demand for
. thermal underwear has quadrupled.
The existence .
. This type of product has been bought
of potential . .
6 more for themselves, their loved Opportunity Supply
customer -
seqments ones and also for the military to
g survive the difficult winters during
blackouts.
Since the materials used to
manufacture thermal underwear
determine the quality, appearance
and other basic characteristics of the
High level of prodluct_, a charr]lge of _supp;]ller _car:
7 suppliers’ result in a change in the f|r_1a Threat Supply
product, which can cause companies
power :
to suffer major losses. Thus,
suppliers can dictate their terms of
supply. Also with the outbreak of
war, many companies were faced
with a lot of logistical problems.
Distributors do not play a high role
in the thermal underwear market as
Low level of most sales take place on online
8 | distributors’ P Opportunity Supply

Source: Compiled by the author
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Table 2.2.2 provides an assessment of each factor identified in Table 2.2.1, as well as a

brief description of each group.

Final assessments for each group of micro factors

Table 2.2.2
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Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Market threats
The number of A huge number of
. There are almost no . . :
Big number . competitors is small. competitors who
competitors on the . .
1 of They can coexist on | do not want to give 8
: market, there are a . :
competitors . the market without a up their market
lot of free niches S " .
significant competition positions
The company can The company may
. easily enter the The company will face face serious
High entry ) . .
2 . market without little loss on entering expenses on 8
barriers . . .
incurring heavy the market entering the
losses market
Big amount The product is There are a huge
: : There are several
3 | of substitute unique and almost . number of 7
. . substitute products )
products impossible to replace substitute products
: Have some power, but | Have a high level
High level of
, Have no power to not enough to of power and are
4 customers . . . . . 8
dictate their terms influence the main free to impose
power : .
players in the market their terms
. Have some power, but | Have a high level
High level of
5 suppliers’ I—!ave no power to ~ ot enough to _ of power and are 8
dictate their terms influence the main free to impose
power : .
players in the market their terms
Market opportunities
There are a few big
There are many
. . players on the market
A big amount | There are big players players on the
and the rest are small. X
1 of who control the ! . market, competing 5
: This provides several )
competitors market . to win market
opportunities to get
. share
new niches
There are several There are few
. substitute products on | substitute products
Big amount There are many !
. . the market, but still, on the market and
2 | ofsubstitute | substitute products . 5
there are some unique | almost all products
products on the market \ .
products that can’t be | have some unique
replaced value
The existence There are no . , There are two or
. . There is one potential more potential
of potential potential segments
3 segment of customers segments of 8
customer of customers for the
for the company customers for the
segments company

company
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Evaluation criteria

Ne Factor Low Medium High CE
(0-3) (4-6) (7-10)
Distributor power
is low,
The power of manufacturers lose
The power of the . hepov : nothing by
Low level of . . distributors is medium, L
o , distributors is great . . switching to
4 | distributors > they can negotiate with X 8
and they can dictate another retailer
power manufacturers about

and therefore
businesses make
their own
conditions

their rules their needs

Source: Compiled ny the author

From Table 2.2.2 can be seen that almost all the threats are at a high level and that they
outnumber the opportunities. However, for the final evaluation of the factors, it is worth
considering their weight for the company, which is shown in Table 2.2.3. The most
significant factors are those concerning competitors and customers, as these factors are
more likely to affect the company's financial results. Product factors come next, followed

by supplier and distributor factors.

Table 2.2.3
The weighting of factors (opportunity and threats analysis)
The group of factors Weight
Competitors 0,3
Products 0,2
Buyers 0,3
Suppliers 0,1
Distributors 0,1

Source: Compiled by the author

After analyzing all factors affecting the company, it is important to have a final
assessment of the opportunities and threats present in the market. In order to do this, it is
necessary to consider the scores assigned to each factor in relation to their importance or
weighting. By multiplying the scores by their respective weights, we can obtain a more
accurate and comprehensive understanding of the potential risks and advantages the
company faces. The results of these calculations are presented in Tables 2.2.4.
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Table 2.2.4
Market threats and opportunities analysis
No Factor W CE WE
Market threats

1 Big nur_nber of 0.3 3 2.4
competitors

2 High entry barriers 0,3 8 2,4

3 Big amount of substitute 0.2 ; 14
products

4 High level of customers 0.3 8 2.4
power

5 High level of suppliers 0.1 8 0.8
power

Market opportunities

1 Big number of 0.3 4 12
competitors

5 Big amount of substitute 0.2 5 10
products
The existence of

3 potential customer 0,3 8 2,4
segments

4 Low level of distributors 0.1 8 0.8
power

Source: Compiled by author based on Tables 2.2.1 —2.2.3

Overall, the most serious threats to the company are a large number of competitors,

high barriers to entry, and high consumer power, while the greatest opportunity is the

presence of the potential customer segments. It is important for the company to develop a

competitive advantage to distinguish itself from its competitors and create a unique value

proposition that appeals to potential customers. Additionally, by continuously monitoring

the market and adapting to changing consumer preferences, the company can position

itself to take advantage of new opportunities and stay ahead of the competition.
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2.3 Accapi's internal environment

Evaluating the internal environment of a company, the best place to start is with the
general information about it. Accapi is an Italian brand of thermal underwear. The
company was founded in the 1950s. At that time, it was a small factory specialising in the
production of socks for men and children. Since then, the company has been constantly
developing, increasing its own production, and in the 2000s, Accapi began to develop
original patents, consolidating its presence first on the Italian market and then on the
foreign ones. According to the company itself, Accapi means technology, ergonomics but
also charm [62, 63].

Currently, the company produces thermal underwear (sweatshirts, T-shirts, trousers,
breeches, shorts, and pants), thermal socks of various lengths, and accessories (hats,
gloves, masks). In general, all products are divided into categories according to their
intended use, namely running, trekking, cycling, skiing, gym and casual. Accapi uses
about 12 technologies of its own design (EQT, CLOUD, TFT, BEAR, EXS, AEC, CTT,
WAVE, etc.) and various fabric processing methods to ensure water-repellency, anti-
bacterial features, as well as softening and stabilisation of the fabric. The products are
made from various materials (wool, cotton, cashemire, silk, silicone, etc.), as well as from
fabrics developed by the company itself (FIR ACCAPI, U-DRY, MIKRO, POLAR) [62,
63].

The next step in assessing the current state of the company is to consider its position in
the Ukrainian market. For this purpose, a competitive analysis was conducted, based on
which a map of strategic competitor groups was developed.

The first step in its development was to identify the company's current competitors in
the Ukrainian market. As this market is very specific and narrowly focused, there are no
separate studies of it. Thus, the main market players were identified by researching the
assortment of the largest online retailers in Ukraine. Online distributors were chosen

because thermal underwear, as mentioned earlier, is the type of product that is most often
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purchased online. Thus, the largest players in the Ukrainian thermal underwear market are
Rough Radical, Craft, Smart Wool, Lasting, and Icebreaker. The next step in building a
map of strategic competitor groups is to select parameters for differentiation. Since these
parameters should differ significantly and clearly divide the market into groups, it was
chosen to evaluate companies by the width of their product range and the price of a basic
set of thermal underwear. It should be noted that the first parameter will analyse the
availability of different types of thermal underwear (sweatshirts, pants, sets, etc.) on the
Ukrainian market without taking into account additional accessories (socks, gloves,
balaclavas, etc.) or other types of clothing, while the second parameter will analyse the
price of a standard set of men's thermal underwear for everyday use of size M (if the set
Is not available, the cost of the sweatshirt and pants together). Also, since the Smartwool
and Icebreaker brands do not have their own website for the Ukrainian market, their
products were analysed on the Rozetka platform, one of the largest Ukrainian online

retailers. A description of these parameters is given in Table 2.3.1.

Table 2.3.1
Parameters for the differentiation of subjects of the Ukrainian thermal underwear
market
Parameter Parameter value Parameter description
Width of the Low Less than 3 groups
product range Medium 3-5 groups
High More than 5 groups
Price per package | Low More than 6000 UAH (150 EUR)
Medium 3000 — 6000 UAH (75 — 150 EUR)
High Less than 3000 UAH (75 EUR)

Source: Compiled by author

With regard to the first parameter, the width of the range was determined that Accapi
has the largest number of different categories of thermal underwear. It has 6 different
categories in its range. Next to them with a slightly smaller number of products at 5 are
Craft, Smartwool and Icebreaker. Next to them, with 4 product categories is Lasting. And
in the last place is Rough Radical [62-67].
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As for the second parameter, the most expensive products are those of Smartwool, and
Icebreaker. Their goods cost near 9000 uah. Also, price of Lasting products is at the
boarder of high and middle price ranges. Their goods cost around 6000 uah. The middle
price range included Craft and Accapi. And the products with the lowest price were those
of the Rough Radical [61-66]. Figure 2.3.1 shows a rough interpretation of the previously

described division of companies according to the selected parameters.

(FN L~
NYARCY;

Width of the product range

Medium O
Low
Low Medium High
Price per package
Accapi i% Smartwool <>
Rough Radical O Lasting Q

Craft ( Icebreaker ;

Figure 2.3.1. Map of strategic competitor groups in the Ukrainian confectionery market

Source: Compiled by the author based on the data [62-67]

Based on the map of strategic groups of competitors can be seen that the company
Accapi is in the same strategic group as Craft, which means that Craft is the closest
competitor to Accapi. Further analysis is made by comparing the two companies in terms
of different parameters. In this case, the analysis is made on the basis of two previously
selected parameters, price criteria, and the width of the product range. The comparison of
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the two companies, Accapi and Craft, is presented in Tables 2.3.2 and 2.3.3. The results
show that Craft outperforms Accapi in terms of price criteria. However, Accapi has an

advantage over Craft in terms of the width of its product range.

Table 2.3.2
Ten-point score assessment table
Parameter Scale of points
0 1 2 3 4 5 6 7 8 9 10
Width of
the i%
product (
range
Price per
package i% (

Source: Compiled by the author
The Table 2.2.3 presents a zero core scale, which involves comparing competitors in
relation to the company being analyzed. This rating scale allows for a relative assessment
of competitors based on specific criteria. The purpose of this approach is to understand
the strengths and weaknesses of competitors relative to the company and to identify areas
in which the company may have a competitive advantage.
Table 2.3.3

Zero core scale

Scale of points

Parameter o711 3 [ 2 | 4 | 0 | 1 | 2 | 3 | 4 | 5
Width of

the i%

product (

range

Price per

package i% (

Source: Compiled by the author
Table 2.3.4 was developed to assess the competitive position in more detail. It compares
competitors in the same strategic group, namely Accapi and Craft, according to the other

6 indicators. Among the parameters for comparison are the availability of own production
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technologies, the presence of goods made of unique fabrics, the availability of additional
accessories, collaborations with different brands and opinion leaders, presence in
international markets, and brand awareness in the Ukrainian market. From the analysis, it
is clear that Accapi has a significant advantage over its competitor due to its own
production technologies and unique fabrics. At the same time, it scores poorly in the
categories of international market presence and availability of additional accessories.

For clarity, the parameters mentioned in Table 2.3.4, as well as their evaluations, are
presented as a diagram in Figure 2.3.2.

Availability of own
production technologies
10

8
Brand awareness in the 6 The presence of goods
Ukrainian market 4 made of unique fabrics

2

0

Availability of additional

International presence .
accessories

Collaborations with
different brands and
opinion leaders

Accapi Craft

Figure 2.3.2. The polygon of competitiveness of Accapi and Craft in the Ukrainian
thermal underwear market
Source: Compiled by the author based on the data [62, 63, 65]
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Table 2.3.4
Competitive positions of Accapi and Craft in the Ukrainian thermal underwear market
Point assessment diapason Current points
Parameter W Low Medium High
(0-3) (4-6) (7-10) 4 | 5|16 |7 8| 9|10
Availability of 0,2 No in-house There are There are
own production production several in- more than 5
technologies technologies house in-house ( /i%
production | production , 7
technologies | technologies y
V4
The presence of 0,2 No own There are There are P
goods made of patented several own more than 3 ( i%
unique fabrics fabrics patented own patented /7
fabrics fabrics /7
Availability of 0,15 | Thereareno | Therearea There are 7
additional additional few more than 5 i%/ (
accessories offers additional additional Ng
goods categories of S 4
goods ~
Collaborations 0,15 | Thereis not There are There are N ~
with different a single several more than 3 g j%
brands and collaboration | collaborations | collaborations L
opinion leaders ="
International 0,1 Presence in | Presence in 2- | Presence in -
presence only one 3 markets more than 3 i%\ (
market markets ~ o
Brand awareness | 0,2 Nothing is | The brand has Everyone S i%
in the Ukrainian known about several knows the
market the brand regular brand (
customers

Source: Compiled by the author based on the data [62, 63, 65]
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After conducting a competitive analysis, it was found that the thermal underwear
market has a lot of companies with differing positions. However, Craft was identified as
Accapi's closest competitor. The analysis revealed that Accapi has a competitive edge
over Craft, particularly in manufacturing capabilities and unique fabrics. Nonetheless,
Accapi still needs to focus on expanding its presence in international markets and offering
a wider range of accessories to better compete in the industry. Overall, this analysis
provides valuable insights for Accapi to improve its competitive position in the

marketplace.

Chapter 2 conclusions

The thermal underwear market in Ukraine is affected by various factors that present
both threats and opportunities. The main threats to the market include war in Ukraine,
economic instability, logistics issues, a large number of competitors, high barriers to entry,
and high consumer power. On the other hand, the opportunities include accelerated entry
into the EU, recovery of import levels, increased thermal underwear sales, and initiatives
to support the Ukrainian economy.

For the company to thrive in this market, it needs to develop a competitive advantage,
create a unique value proposition, and adapt to changing consumer preferences. One of
the significant opportunities for the company is the presence of potential customer
segments. Therefore, the company must identify these segments and tailor its marketing
strategies to appeal to them. It should also continuously monitor the market and adapt to
any changes in consumer preferences to stay ahead of the competition.

When comparing the company's competitors in the same strategic group, it is evident
that Accapi has a significant advantage due to its own production technologies and unique
fabrics. However, it scores poorly in categories such as international market presence and
availability of additional accessories. Therefore, the company should consider expanding

its product line by introducing additional accessories to appeal to customers who value
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them. It should also focus on improving its international market presence to remain
competitive.

In conclusion, while the Ukrainian thermal underwear market presents various threats
and opportunities, the company can capitalize on the opportunities by developing a
competitive advantage, creating a unique value proposition, and adapting to changing
consumer preferences. It should also focus on expanding its product line and improving

its international market presence to remain competitive.
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CHAPTER 3 DEVELOPMENT OF A PROMOTION STRATEGY FOR THE
ITALIAN COMPANY ACCAPI

3.1 Consumer behaviour in the Ukrainian thermal underwear market

In order to develop a positioning strategy for Accapi, it is necessary to conduct a
detailed market analysis and determine its position compared to its competitors. A lot of
information can be obtained from various sources, such as studies, articles, news portals,
etc. However, information related to consumer preferences and needs, their pains and
behaviour requires surveys, focus groups, in-depth interviews, etc. These factors require
constant research, as they can change rapidly depending on the environment. In this
regard, a survey was conducted among the population of Ukraine to identify the specifics
of Ukrainians' behaviour when buying thermal underwear, which will help determine the
appropriate positioning strategy for Accapi.

Before conducting a survey, it is important to formulate hypotheses and research
questions. They define the purpose and direction of the research and help to focus on the
most important aspects.

To formulate research questions, it is necessary to analyse the relevant literature,
identify key issues and trends that affect the research topic. The next step is to define the
objectives of the research and the main questions to be answered based on its results. From
this point of view, hypotheses can help to clarify the main questions and increase the
accuracy of the research.

Formulating the proper research questions is a key step in any research. This task not
only helps to create a clear research plan but also helps to focus on the main aspects to be
studied. Failure to formulate the questions correctly can lead to insufficient data or a
misunderstanding of the research results. The research questions were identified as
follows:

- What do Ukrainians use thermal underwear for?
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- How often do people buy thermal underwear?

- How do people usually buy thermal underwear?

- What factors are important when choosing thermal underwear?

- Where do Ukrainians usually buy thermal underwear?

- How much money are they willing to spend on a set of thermal underwear?

- What brand of thermal underwear do they usually buy?

- Do people use Accapi brand products and if so, what is their opinion of them?

Before starting the research, several hypotheses were formed about consumer
behaviour in the Ukrainian market during the war:

e Hypothesis on consumer motivation: during the war in Ukraine, consumers
changed their priorities and began to buy thermal underwear to protect
themselves from the cold in winter during power outages.

e Hypothesis about factors influencing the purchase decision: during the war, the
focus should have shifted from environmental sustainability and material
innovation to product quality and ease of use.

e Hypothesis about the price of the product: since the war has a significant impact
on the income of Ukrainians, it can be assumed that people will try to save money
and this trend will continue even when choosing thermal underwear.

e Hypothesis about the place of purchase: An increase in the number of online
stores selling thermal underwear and a shift in consumer preferences towards
online shopping.

In addition to the above hypotheses, this paper aimed to check how familiar Ukrainians
are with the Accapi brand and what they think of it.

The full questionnaire and its translation are presented in the Appendices.

During the course of the study, a total of 60 people were interviewed. Of these
respondents, 60% were women and the remaining 40% were men. Interestingly, the

majority of the interviewees reported that their income was sufficient to meet their basic
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needs, or even higher. Moreover, it was found that a significant proportion of the
respondents (80%) indicated that they use thermal underwear.

By delving deeper into the consumer behavior of the thermal underwear market, several
interesting trends were discovered. These trends are worth noting, as they provide insights
into the preferences and behaviors of the target market. Through this information, the
company can adjust their marketing strategies to better target their audience and increase
sales.Ukrainians use thermal underwear for everyday use. Active leisure came in second

place. And last is sports. Figure 3.1.1 shows the results of the survey on this question.

11,5

= For everyday use
= For active leisure
For sport

Figure 3.1.1 Survey results on the reasons of using thermal underwear by Ukrainians,
%

Source: Compiled by the author based on the survey results

Ukrainians buy thermal underwear once every few seasons or even more rarely. This
indicates that the product is a long-lasting item and the company should have additional
accessories and offers to ensure that demand remains at a high level. Figure 3.1.2 shows

the findings of the survey.
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115 38

= Every season
= Every few seasons
46,2 = Once every 5 years

385 Less often

Figure 3.1.2 Survey results on the frequency of thermal underwear purchases by
Ukrainians, %

Source: Compiled by the author based on the survey results

Most often, thermal underwear is bought as a set. In other words, Ukrainians buy both
trousers and a top at the same time. The second place was taken by 38.5% of respondents
who bought trousers more often. The reasons for this need to be investigated separately.
Figure 3.1.3 shows the findings of the survey.

7,7

= Set (pants and top)

= Separately (more
53 8 often pants)

Separately (more
often tops)

Figure 3.1.3 Survey results on the peculiarities of buying thermal underwear by

Ukrainians, %
Source: Compiled by the author based on the survey results



76

In terms of factors, Ukrainians have indicated that the material, quality, and comfort of
thermal underwear are the most important factors they consider when choosing this type
of clothing, according to the survey results. On the other hand, the country of origin and
brand are considered the least important. Additionally, Ukrainians place value on price,
discounts, and special offers when making their purchase decisions. The thermoregulation
and water-repellency of the product are also significant factors for Ukrainians. Figures
3.1.4 and 3.1.5 illustrate the study's findings, which were based on a question that asked
respondents to rate the importance of these factors on a scale of 1 to 5 (1 being not

important at all, and 5 being very important).
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Material Quality Elasticity Water-repellent Thermoregulation Convenience of
properties function wearing

Figure 3.1.4 Survey results on the factors considered by Ukrainians when buying
thermal underwear

Source: Compiled by the author based on the survey results

Figure 3.1.5 shows the second part of the factors. For the convenience of presentation,

all the factors have been divided into two graphs.



I

16
14
12

10 u

4
. I I
0

Appearance Price Availability of Brand Country of
discounts Origin

g A~ W N -

Figure 3.1.5 Survey results on the factors considered by Ukrainians when buying
thermal underwear

Source: Compiled by the author based on the survey results

The survey revealed mixed opinions on the preferred place of purchase for thermal
underwear among the respondents. 53,8% of the surveyed individuals favored online
purchasing, whereas the other half preferred to buy from a physical store. However, it is
noteworthy that a significant portion of respondents who purchase thermal underwear
online stated that they tend to check out the products in a physical store before making
their final purchase decision. Therefore, the company must not only consider selling their
products through authorized dealers but also through physical outlets.

These findings highlight the importance of providing a multichannel shopping
experience for customers. The company must ensure that they have a strong online
presence, including a user-friendly website and a seamless e-commerce platform. At the
same time, they should also maintain a physical retail presence in locations where their
target customers are likely to visit. By having a presence in physical stores, the company
can provide customers with the opportunity to see, touch and feel the products before

making a purchase decision. Additionally, having a physical store can also help the
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company build brand awareness and loyalty, and provide an additional touchpoint for
customer service and support.
Figure 3.1.6 shows the percentage split of Ukrainians' habits in terms of the place of

purchase of thermal underwear.

11,5

= In a physical store
(sports shop, clothing
store, etc.)

= Directly from the
manufacturer (at official
sales outlets or the
53,8 company's website)

I look in a store but buy
online

23,1

11,5 On the Internet

Figure 3.1.6 Survey results on the place of purchase of thermal underwear by
Ukrainians, %

Source: Compiled by the author based on the survey results

The next step in the research was to determine how much Ukrainians are ready to spend
on a set of thermal underwear. The survey showed that 50% of respondents are willing to
spend between UAH 1000-3000. Another 26.9% are ready to spend between UAH 3001-
6000. This indicates that Ukrainians are ready to settle for an average price level. This is
most likely due to Ukrainians' search for high quality, which can be reflected in the price.

Figure 3.1.7 shows the results of the research.
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= Up to 1000 UAH
(24,79 EUR)

= 1000 - 3000 UAH

1
19,2
26,9
(24,79-74,36 EUR)
= 3001 - 6000 UAH
(74,37-148,71 EUR)
6001 - 9000 UAH
(148,72-223,07
50

EUR)

Figure 3.1.7 Survey results on the amount of money Ukrainians are ready to spend on
thermal underwear, %

Source: Compiled by the author based on the survey results

34.5% of respondents do not know or do not remember the brand of thermal underwear
they use. This confirms the previously mentioned hypothesis that the brand does not play
a decisive role in the purchase of this type of product. Among the other brands, the votes
were almost evenly distributed, with Craft and Rough Radical slightly ahead. Figure 3.1.8
shows the percentage distribution of thermal underwear of the main market players used
by Ukrainians.

154

27 = Rough Radical

m Craft
= Accapi
15,4
= Smartwool
Lasting

Icebreaker

11,5 Other
11,5

11,5
Figure 3.1.8 Results of the survey on which brands of thermal underwear Ukrainians

use, %
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Source: Compiled by the author based on the survey results

About 50% of respondents have never heard of the Accapi brand, and among the
remaining 30.8%, they have heard of the company but have never used the brand's
products. This suggests that the marketing efforts of the company were not effective in
creating brand awareness among the target audience. Figure 3.1.9 represents the results of

the survey.

= Yes

| know the brand, but
have never used its
products

No, | have never
heard of this brand

50

30,8

Figure 3.1.9 Results of the survey on the awareness of the Accapi brand among
Ukrainians, %

Source: Compiled by the author based on the survey results

According to the feedback gathered from consumers who have used products of the
Accapi brand, the primary characteristic that stands out is the quality of the product,
closely followed by the lightness of the material used. Customers have expressed their
satisfaction with the brand's ability to produce high-quality thermal underwear that is both
comfortable and lightweight.

Thus, the hypotheses formed at the beginning were only partially confirmed during the
research. For instance, the hypotheses regarding the place of purchase and price were not
confirmed. The survey showed that consumers prefer to buy thermal underwear in

physical stores. And even if the final purchase is made online, more people are still
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inclined to come to the point of sale before making a final decision. Thus, it makes sense
for Accapi to maintain physical stores and also sell its products in other retail outlets. As
for the price, it was initially hypothesized that Ukrainians would be willing to spend only
a minimum amount of money on such a product as thermal underwear. However, the study
showed that Ukrainians are still willing to buy thermal underwear at an average price.
This may indicate that Ukrainians associate the price of a product with its quality. And
that is why they do not want to buy the cheapest products, as this may indicate their short
product life, poor quality, etc.

After researching and identifying major market trends, it is crucial to understand which
specific group of consumers the promotion campaign will be intended for. Therefore,
market segmentation is a crucial step that involves dividing the market into groups of
consumers with similar characteristics based on specific criteria. Since the goal is to attract
end-users rather than distributors, the B2C market must be taken into consideration. As a
result, it is recommended to focus on micro-factors when selecting segmentation criteria.

In this case, the potential customers were classified based on two parameters: income
level and motivation to purchase. Regarding income level, four distinct groups were
identified: individuals with low, middle, upper middle, and high income. It is important
to note that due to the ongoing war in Ukraine, income levels may change, and it is likely
that they will decrease significantly during this time. As for purchase motivation, three
distinct segments were identified: those who purchase thermal underwear for everyday
use, those who purchase it for active leisure, and those who purchase it for sports activities.
By segmenting the market based on these factors, it is possible to tailor the promotional
campaign to effectively reach each specific group of consumers and increase the chances
of success. The data regarding market segmentation by two parameters is presented in
Table 3.1.1.

Table 3.1.1

Segmentation of the Ukrainian thermal underwear market
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Segmentation criterion

Segments

Income

Low income (under 10 000 uah (300 euro))

Middle income (10 000 - 30 000 uah (300-900 euro))

Upper middle (30 001 — 50 000 uah (901 — 1 500 euro))

High income (higher than 50 000 uah (1 500 euro))

Buying motivations

For everyday use

For active leisure

For sport

Source: Compiled by author

Next, to determine the attractiveness of the identified segments specifically for the

studied company, it is necessary to evaluate them according to different parameters. To

assess the segments by revenue, it was decided to analyse them in terms of the products

they buy, frequency of purchase, and purchase motives. To evaluate the segments in terms

of purchase motivation, criteria such as price sensitivity, the importance of accessories,

brand value, and brand loyalty were chosen. The results of the analysis are shown in

Tables 3.1.2 and 3.1.3.

Table 3.1.2
Preliminary assessment of “income” segments attractiveness
Parameter | Low income | Middle income Upper middle High income
income
ial n
Set (top and pants) Specia S?t (top and
: : . - pants) with unique
Basic set (top | Basic set (top | with additional :
Product type . fabric and
and pants) and pants) material features
. technology and
and accessories :
accessories
Frequency of | Every 5 years
buying or less often Every few years| Every few years Every season
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Parameter

Low income

Middle income

Upper middle
income

High income

Motivation for

To stay warm
in cold
winters, spend

cold weather or

To stay warm in

To stay warm in

cold weather or for

active leisure/

For active leisure or
sport. May buy
because of fashion

in )
buying sometimes for

sport

less on for active leisure

heating, etc.

trends

Source: Compiled by author
Table 3.1.3 displays an evaluation of the segments that were identified based on the

purchase motivation segmentation. The table shows how different segments of consumers

are characterized by various purchasing motives and how these motives are related to their

purchasing behavior.
Table 3.1.3

Preliminary assessment of “buying motivations” segments attractiveness

Parameter

For everyday use

For active leisure

For sport

Price sensitivity

Willingness to pay
more for a quality
product that will last
longer but not ready
to pay more for any
additional features

Willingness to pay
more not only for a
quality product but
also for additional
benefits from the
product (water-
repellent properties,

Willingness to pay
more for a quality
product that will
last longer

etc.)
Importance .Of Don’t need them May bl.ly but it’s not Very important
the accessories crucial for them
Importance of Low Medium High
brand value
Brand loyalty Low Medium High

Source: Compiled by author
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After segmenting the market and analyzing each group from different perspectives,
more detailed conclusions can be drawn about potentially attractive segments. In the case
of Accapi, which specializes in the production of thermal underwear, the most attractive
consumers are middle- and slightly upper-middle-income consumers who use thermal
underwear for everyday use or outdoor activities. Since Accapi focuses on producing
high-quality thermal underwear, these consumers may become the company's most likely
customers. In addition, the company may also be able to expand its opportunities in the
future by targeting the segment of consumers who use thermal underwear for sports, such

as athletes, climbers, and other active people who need high-quality equipment.

3.2 Developing a promotion strategy for Accapi

Promotion strategy is a critical aspect of any business that seeks to market and sell its
products or services. It involves identifying the target audience, creating a message that
resonates with them, and selecting the appropriate channels to reach them. A well-
executed promotion strategy can help a business create brand awareness, attract potential
customers, increase sales, and ultimately, achieve its business objectives.

Before proceeding to develop a promotional strategy and methods for achieving the
goal, it is important to establish specific objectives for the company. The SMART method
is a useful approach for creating these objectives. Using this method, a main goal was
developed for Accapi to achieve a 15% increase in brand awareness within the next 6
months by implementing a social media advertising campaign targeting Ukrainian
consumers and improve the company's online presence with the help of Google
advertising. But since promotion is a complex activity, and brand awareness is a broad
concept, the objectives can be specified and highlighted several. Therefore, the promotion
strategy for Accapi can focus on achieving the following goals:

e Increase website traffic by 25% within the next six months through targeted

online advertising and search engine optimization (SEQ) strategies



85

Increase social media engagement by 20% within the 3 months by launching a
social media campaign that includes daily posts, user-generated content, and
influencer collaborations

Increase brand mentions on relevant blogs and websites by 30% within the next
six months by reaching out to bloggers and influencers in the industry and
building relationships with them

Increase Facebook followers by 20% within the next 6 months by creating
engaging posts, running contests, and advertising on the platform

Increase Instagram engagement by 25% within the next 6 months by posting
high-quality photos, utilizing Instagram Stories, and running giveaways
Increase website traffic from Google Ads by 30% within the next 3 months by
optimizing ad targeting and bidding strategies

Increase customer retention by 20% within the next 12 months by implementing
a loyalty program that rewards frequent purchases and offers exclusive discounts
and promotions to members

Generate a 15% increase in sales within the next 6 months by launching a
promotional campaign that offers a free gift or discount to customers who
purchase over a certain amount

Etc.

The recommended marketing strategy for Accapi in the Ukrainian thermal underwear

market is to use a combined strategy that involves various tools and sales channels to

achieve maximum efficiency and success in promoting the product. The research shows

that half of all thermal underwear buyers in Ukraine prefer to purchase products online,

indicating that the company needs to have a strong online presence. To achieve this, the

company should consider improving its website, promoting itself on Google, and using

social media platforms such as Facebook, Instagram, YouTube, and TikTok to increase

market awareness and expand its customer base.



86

Over the past year, Ukraine has seen a significant increase in social media users.
According to a study by GlobalLogic, the number of users in 2021 was about 60%, while
in July 2022 this figure increased to 76.6%. This shows that social media is becoming an
increasingly popular source of information among Ukrainians.

According to the study, the most informative social networks are Telegram, which is
used by 66% of users, YouTube - 61%, and Facebook - 58%. YouTube has more than 28
million registered Ukrainian users, Instagram - more than 16.1 million, and Facebook -
15.45 million. In addition, TikTok has more than 10.55 million Ukrainian users. Thus,
social media can be a powerful tool for promoting business in Ukraine, in particular for
increasing the awareness of a company and its products among a wide range of users [69].

To maximize the effectiveness of a social media campaign, Accapi can use various
marketing tools, such as videos, banner ads, targeted advertising, and others. In addition,
it is important to pay attention to raising customer awareness of the brand and product,
which is achieved through advertising campaigns and public relations.

Company Accapi which already has social media pages should consider creating
separate pages for Ukrainian consumers. This will be a key element of success in the
market, as communicating with Ukrainian consumers in their native language and
showing relevant products with their benefits will ensure the company's popularity among
locals. Currently, the company's social media platforms feature sporting events and brand
ambassadors, but for the Ukrainian market, the company should focus on the new needs
of Ukrainians for thermal underwear. According to the study, Ukrainians prefer
comfortable and practical clothing for everyday use to keep warm in the cool season. Thus,
the company's social media should reflect the convenience and practicality of the products
in everyday use.

To further enhance their reputation among Ukrainian consumers, it is suggested that
the company involve local figures, volunteers, and military personnel. The promotion of
national patriotism and support for the Ukrainian military can create a favorable image

for the company in the eyes of Ukrainian consumers. However, the focus of advertising
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campaigns should not solely revolve around military issues, as this may come across as
insensitive or inappropriate.

In Ukraine, companies cannot maintain a completely neutral position in the business
world and must demonstrate their stance on political, social, environmental, and cultural
issues. It is crucial that these positions are transparent and understandable to customers,
and that they are supported by actions that benefit people.

To increase brand awareness, the company can showcase how their products can be
used in the context of war and uncertainty. This can provide added value for customers
and draw attention to the brand. However, it is important to approach this topic with
sensitivity and respect towards those who have been affected by conflict.

When it comes to price the average price category of the company's products may be
an obstacle for a certain group of customers, the development of promotions, such as
discounts, promotional code systems, loyalty programs for regular customers, gift
drawings, and others, will help attract the attention of a wider audience of Ukrainians. The
website of Accapi's official dealer in Ukraine has a section on discounts, but it is not
sufficiently organized, as not all products have a discount for the product and how much
the consumer can save. This can mislead customers and reduce their desire to buy the
company's products. Therefore, in order to increase the effectiveness of promotions, the
company should improve the organization of the "Discounts" section on its website so that
customers can quickly and easily find the necessary information about promotions and
discounts on goods.

Increasing market awareness can also be achieved through Google advertising, which
allows to attract customers through search queries and show them ads when they search
for relevant products or services. According to Google Trends, over the past year, the
number of search queries for "thermal underwear" and similar ones, such as "winter
thermal underwear”, "men's thermal underwear", "underwear for men", "women's thermal
underwear", etc. has increased significantly. The figures for similar queries in russian have

also increased. If we compare the number of searches for "thermal underwear" in
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September 2023 with the figures for the previous year, they increased 33.5 times. Thus,
advertising on Google will also allow Accapi to increase brand awareness [69].

Google advertising will be a powerful tool for Accapi, which could be used in may
different ways. For example, the aforementioned queries for thermal underwear, which
have gained popularity over the past year, can be used to display Accapi's ads on the first
page of Google search results. This way, the company can achieve greater visibility and
attract new customers.

With the help of Google advertising, Accapi can also increase its popularity and brand
awareness. When potential customers see a company's ad on the first page of search
results, they get the impression that it is a trusted and professional company that can meet
their needs. In addition, if a company demonstrates its expertise and the quality of its
products or services in advertising, it can influence a customer's decision to buy them.

Given the growing popularity of online shopping and the increasing number of people
searching for products and services online, Google advertising is an important tool for
promoting a business in the online environment. It can help Accapi to attract new
customers, increase its sales, and raise its visibility in the market.

Another approach Accapi could take to stimulate online sales is to use advertising from
online dealers such as Rozetka, Prom.ua, Bigl.ua, and other similar platforms. Advertising
on these platforms will allow the company to reach new customers who are actively
searching for a particular product or service on the Internet. By leveraging online
advertising through popular online dealers, Accapi can increase its sales and gain a
competitive edge in the Ukrainian market of thermal underwear.

In addition, since the company has not only an online presence but also physical points
of sale in Lviv, Dnipro, Vinnytsia, and a currently closed point of sale in Kyiv, promotions
can be developed not only for online but also for offline marketing channels [64]. For
example, advertising at the point of sale can attract the attention of potential customers
who are close to the physical point of sale. In addition, Accapi can use outdoor advertising

on building facades or signage, which can also attract the attention of passersby.
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Additionally, a company can use the presence of physical points of sale as an advantage
in an advertising campaign. For example, by using a network of advertising banners at
points of sale, you can attract the attention of customers who are looking for goods or
services online but may be more inclined to buy in stores because of the feeling of safety
and reliability. On the contrary, the opportunity to come to the store and try the product
will help consumers make their final choice and make a purchase online. In any case, this
will lead to an increase in demand for Accapi products.

After implementing all or part of the above promotion methods, it is important that the
company systematically monitors and analyzes the results of its campaign. To do this, it
IS necessary to develop a system of key performance indicators that will enable the
company to quantify the effectiveness of the measures taken. By analyzing these
indicators, the company will be able to identify weaknesses in its strategy and adjust its
actions in time to achieve better results.

The following general performance indicators can be used for these campaigns:

e The number of potential customers who became active clients. This metric
indicates how successful the campaign was in attracting new customers

e Customer retention rate. This metric indicates how successfully the campaign
retained its existing customers and prevented their loss

e Sales and profit. These metrics indicate how successful the campaign was in
increasing sales and generating more revenue

e Number of requests and conversions. These metrics indicate how successful the
campaign was in converting leads into active customers

e The level of customer feedback. This indicator shows how satisfied customers
are with a product or service

e Percentage of repeat purchases. This indicator shows how successfully the

campaign was able to attract customers to repeat purchases
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Cost per customer acquisition. This indicator shows how much it costs a
company to attract one new customer
Level of brand awareness. This indicator shows how successful the campaign

was in raising brand awareness among the target audience

It is also possible to use more specific indicators to measure the effectiveness of social

media advertising, such as

Number of views: This is a metric that indicates how many times an ad has been
viewed by users on social media. This metric can be important for estimating the
potential audience that has seen the ad

Click-through rate (CTR): This metric indicates how many times users clicked
on an ad to go to a website or product page. This is an important indicator that
helps measure the level of audience interest and the effectiveness of advertising
Cost per click (CPC) is the cost per click on an ad. This indicator indicates how
effectively an advertisement arouses the interest of users

Cost per thousand impressions (CPM) is the cost of advertising per thousand
impressions. This indicator indicates the efficiency of using the budget for an
advertising campaign

Conversion: This is a metric that indicates how many times users performed a
desired action after going to a website or product page through an ad. This can
include buying a product, filling out a form, or subscribing to a newsletter.

Cost per conversion is the cost of one conversion on a website. This metric
indicates how effective advertising is at driving desired actions at a relatively
low cost

Profit: This metric indicates how much profit was generated as a result of the
advertising campaign. This can include revenue from product sales, increased

followers, or increased brand awareness
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e ROI (return on investment): This is a measure of the ratio between profit and

advertising costs. It allows you to measure the effectiveness of an advertising

campaign and understand whether it was profitable for the company

[1-18]

It is clear that most of these indicators need to be considered in the dynamics,

comparing them with previous data. However, there are a number of indicators that are

better specified by providing formulas for their calculation. For convenience, these

indicators and the formulas used to calculate them are presented in Table 3.2.1.
Table 3.2.1

Performance indicators of the promotion strategy proposed for Accapi

Marketing expenses

Parameter Units of measurement Formula for calculation
ick- 9 Clicks
Click-through | % . . 100
rate Impressions
Cost per click | Money (UAH, EUR, Total cost of ads
etc) Total number of clicks
Cost per | Money (UAH, EUR, Total cost of ads
conversion etc) Total number of conversions
Cost per 1000 | Money (UAH, EUR, Total cost of ads « 1000
impressions etc) Total number of impressions
Cost per | Money (UAH, EUR,| Costof Sales + Cost of Marketing
customer etc) New customers aquired
acquisition
ROI % Amount gained — Amount spent 100
%
Amount spent
ROMI % Revenue — Marketing expenses

* 100

Source: Compiled by author based on the data [1-18]
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3.3 Economic effects of the chosen promotion strategy

The economic justification of the promotion strategy is very important. It helps
businesses avoid risks and reduce the costs of advertising and other types of promotion
that do not produce the expected results. It also helps businesses determine the optimal
budget for promotion and how to allocate it between different types of promotion.

Moreover, the economic justification allows to evaluate the effectiveness of different
promotion strategies and choose the most optimal one. It allows to analyze risks, identify
important success factors, and make the right choice of advertising channels and media
formats that will be most effective for the company.

Additionally, the economic justification of the promotion strategy allows the company
to more accurately predict the level of sales and profit, which allows it to plan its own
financial resources more efficiently. It also helps the company to track the effectiveness
of its advertising campaign and adjust the strategy in time, which allows it to increase the
effectiveness of promotion.

Thus, the economic justification of a promotion strategy is important for businesses, as
it helps to reduce risks and promotion costs, choose the most effective strategy, predict
sales and profit, and track the effectiveness of an advertising campaign.

As mentioned earlier, Accapi should launch advertising campaigns on Instagram,
Facebook, and Google. All of these channels have their own advertising accounts that help
businesses set up and manage their campaigns. Also, all accounts provide access to
monthly reports, which is convenient for tracking the effectiveness of advertising. In
addition, Instagram, Facebook, and Google advertising campaigns allow you to customize
ads with precision to the location and interests of users, which allows you to effectively
communicate with your target audience and maximize the effectiveness of your
advertising campaign. It is worth noting that setting the budget at a level that allows you
to collect data and track campaign performance helps to reduce risks and optimize

advertising costs.
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Thus, based on all of the above, the advertising budget will be the following amount:

The first month's expenses will only cover the salaries of 2 marketers. Exactly two
because they have to work in a team. One will be responsible for developing the content
plan and searching for materials, and the other will be responsible for the advertising itself.

The costs for the next two months will consist of the salaries of the two marketers, as
well as the costs of advertising promotion of organic top posts. Assuming that during this
period, each of these networks will promote 1 test ad per organic top post per week for
500 UAH for the entire duration of the campaign, which will last 3 days. Thus, it will be
4 campaigns per month with a total cost of 2000 UAH on Facebook alone and 6000 UAH
on Facebook, Instagram and Google. This, in turn, will be 12000 UAH for two months.

In the next three months, the current trend should be maintained but with longer
campaigns and a larger budget. If the company should add 3 main campaigns costing 500
hryvnias per day, then the monthly cost of this type of campaign will be 45 000 UAH in
one network. This, in turn, will be 270 000 UAH for advertising for 3 months on
Facebook, Instagram, and Google.

Table 3.3.1 presents a list of various promotional activities that have been previously
mentioned in the text. These activities are depicted graphically over a period of time,
which is illustrated by month. The table also indicates the start time and duration of each
of the promotional activities.

Essentially, this table is a visual representation of the timing and duration of the various
promotional activities, which can help to better understand and plan for the promotion
strategy. The table allows readers to easily identify when each activity will begin, how
long it will last, and how it fits into the overall promotion plan.

Table 3.3.1

Promotion activities planed by month
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15t month

2" month

3" month

4" month

5% month

6™ month

Study of
advertising

accounts

Content

creation

Test
advertising

campaigns

Main
advertising

campaigns

Source: Compiled by author

So, the advertising budget will consist of the following expenses:

First month: salaries of two marketers to develop content and set up advertising
campaigns. According to the largest online job search platforms in Ukraine, the
average salary of a marketer in Ukraine is 22 000 hryvnias per month. Ukraine
also has an 18% personal income tax and a 1.5% military duty. Thus, the salary
costs per employee will be 26 290 UAH. Then the first month's expenses will be
52 580 UAH.

The next two months: the salary of two marketers and the cost of advertising
promotion of organic posts. It can be assumed that during this period, each of
these networks will promote 1 test ad per organic top post per week for 500 UAH
for the entire duration of the campaign, which will last about three days. Thus,
the total cost of advertising will amount to UAH 6,000 per month on Facebook,

Instagram, and Google. Thus, the costs for the next two months will be 105 160
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UAH (salaries of marketing specialists) + 12,000 UAH (organic promotion costs)
=117 160 UAH.

e The next three months: adding three main campaigns costing 500 UAH per day,
advertising promotion of organic posts, and salaries for marketers. The total cost
of 500 UAH per day campaigns on one platform will be 15,000 UAH per month,
and on three platforms — 45 000 UAH per month. Thus, the costs for the next
three months will be 45 000 UAH * 3 months + 157 740 UAH (salaries of
marketing specialists) + 18 000 UAH (organic promotion costs) = 310 740 UAH.

Table 3.3.2 shows all of the above costs for Accapi's social media and Google

promotion.
Table 3.3.2
Costs for Accapi's social media and Google promotion
Parameter Cost per month, Duration of use, | Costs for the entire
UAH months period, UAH

Salaries of 2 44 000 6 264 000
marketing specialists
Personal income tax 3960 6 47 520
Military duty 330 6 3960
Advertising 6 000 5 30000
promotion of organic
posts
3 main advertising 45 000 3 135 000
campaigns

Total 480 480

Source: Compiled by author
Thus, the total advertising budget for 6 months will be 52 580 UAH (first month) +
117 160 UAH (next two months) + 310 740 UAH (next three months) = 480 480 UAH.
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Of course, this is only a rough estimate, and the actual cost may vary depending on many
factors, such as market competition, changes in the company's internal policies, changes
in consumer behavior, economic fluctuations, and other external factors. You should also
keep in mind that advertising is a dynamic process, and unforeseen situations may arise
during the campaign that may affect the budget and effectiveness of the campaign.
Therefore, it is important to understand that the approximate budget calculation is only a
general estimate, and the actual cost may vary depending on many factors.

Let's assume that starting from the fourth month, this advertising campaign will start to
bring results and, for example, 3 cheapest sets of underwear will be purchased every day.
For calculations, let's take a set of men's underwear of size M. On the Accapi website,
men's thermal pants cost 1 785 hryvnias, and a men's long-sleeved thermal T-shirt costs
1995 hryvnias, so the total cost of this set will be 3 780 hryvnias. Thus, the company's
income for the month will be 340 200 UAH before taxes. Thus, It can bees that the
monthly income exceeds the expenses. However, at the same time, we should not forget
about the overall picture, which includes production costs, maintenance of the premises,
as well as profits from the sale of other Kits, accessories, and other company profits in
general. Thus, these calculations are only indicative.

It is also worth calculating ROMI a metric used to evaluate the effectiveness of a
company's marketing campaign. To calculate ROMI, the revenue generated by the
marketing campaign is divided by the cost of the campaign. Calculating ROMI is
important because it helps companies understand the return they are getting on their
marketing investment. By comparing the ROMI of different marketing campaigns,
companies can determine which campaigns are most effective and allocate their marketing
budget accordingly. If we consider the profit generated by the proposed advertising
campaign only in the last two months, which is estimated to be 680 400 UAH, ROMI
would be 41.6% upon completion of the campaign. It is important to note that calculating
ROMI accurately requires the tracking and attribution of revenue generated specifically
from the marketing campaign, which can be challenging. Additionally, ROMI should not
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be the only metric used to evaluate the effectiveness of a marketing campaign, as it does
not take into account other important factors such as brand awareness and customer
engagement.

Additionally, in subsection 3.2, the smart goals are defined. Once these goals are set, it
IS important to track and monitor progress towards achieving them. This is where
calculating the level of achievement becomes important. Calculating the level of
achievement of smart goals involves comparing the actual results achieved to the set goals.
By calculating the level of achievement of smart goals, it becomes easier to determine
what worked and what did not work in achieving the set goals. This information can then
be used to make necessary adjustments and improvements to the marketing strategy in
order to improve performance and increase the likelihood of achieving the set goals.

Accapi may also consider using additional promotion channels to achieve its goal in
the future. For example, it could explore new social networks such as YouTube, TikTok,
Telegram, or use point-of-sale advertising. Although these methods may be somewhat
more costly, they have the potential to allow the company to achieve a greater reach of its
target audience. The next step is to use these channels in the long run to ensure sustainable
business growth and recoup all the costs of the advertising campaign. It's important to
understand that the success of an advertising strategy will depend on the right approach

to channel selection and analysis of results.

Chapter 3 conclusions

In the third section, a survey was conducted among the population of Ukraine to study
consumer behavior in the Ukrainian market and identify the key factors that influence the
purchase of thermal underwear. The main trends and features of consumption were
identified and analyzed, which made it possible to develop practical recommendations for

Accapi.
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In particular, the study conducted on thermal underwear purchasing behavior in
Ukraine revealed several interesting findings. Firstly, the research found that consumers
prefer to buy thermal underwear in physical stores. However, before making the final
purchase decision, most of them still visit the point of sale. This highlights the importance
of providing customers with the opportunity to examine the product before purchasing it.

Furthermore, the study indicated that Ukrainians are willing to spend an average
amount of money on thermal underwear. The average price level that Ukrainian
consumers are willing to settle for is up to 6 000 UAH.

Ukrainians use thermal underwear mainly for everyday use, and they purchase it once
every few seasons or even more rarely. It is also worth noting that most often, thermal
underwear is bought as a set, meaning that Ukrainians tend to buy both trousers and a top
at the same time.

Regarding factors that influence the purchase of thermal underwear, the study found
that quality and comfort of use are the most important to Ukrainian consumers. The
country of origin and brand are the least important factors. Ukrainians also value price,
discounts, and special offers, as well as the thermoregulation and water-repellency of the
product.

Taken together, these findings suggest that Accapi, as a producer of high-quality
thermal underwear, should focus on providing a comfortable and high-quality product that
is thermoregulated and water-repellent. Additionally, offering discounts and special offers
could be an effective way to attract customers. Finally, as brand loyalty does not play a
decisive role in the purchase of this type of product, Accapi may need to invest in effective
advertising and promotional campaigns to increase brand awareness among Ukrainian
consumers.

Based on the results of the research and market segmentation, a promotion plan was
developed, including the launch of advertising campaigns on Instagram, Facebook, and
Google and targeting middle- and slightly upper-middle-income consumers who use

thermal underwear for everyday use or outdoor activities. The total budget for such
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campaigns for 6 months is UAH 480 480. In addition, it is recommended to consider using
other promotion channels, for example, other social networks such as YouTube, TikTok,
Telegram, email marketing, influencer marketing, or using advertising at points of sale.

To enhance customer loyalty, Accapi could also consider implementing a loyalty
program that rewards customers for their repeat business. This program could offer
discounts, exclusive promotions, or other incentives to encourage customers to continue
purchasing Accapi's products.

Overall, by using a combination of effective promotional strategies, competitive
pricing, and customer loyalty programs, Accapi can increase brand awareness, attract
potential customers, and retain loyal customers. These strategies can help the company
achieve its business goals and remain competitive in the Ukrainian thermal underwear

market.
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CONCLUSIONS

The changing business environment, evolving consumer behavior, and supply chain
disruptions caused by the military conflict in Ukraine have forced companies to quickly
adapt to the new reality. The impact of the war on different markets can vary significantly:
some industries are facing a decline, while others are gaining growth opportunities. For
example, the market for thermal underwear grew in times of war due to the need for
reliable protection against cold and moisture. Thermal underwear plays an important role
in military environments as it provides essential protection for the military against extreme
weather conditions that can affect their ability to perform their duties. It also provides
additional protection against injury and harmful ultraviolet radiation. In addition, thermal
underwear has become a necessary product for a large part of the Ukrainian population
during the war, when people are looking for alternative ways to stay warm. This increased
demand has given companies the impetus to develop in the market and differentiate
themselves from competitors by developing a high-quality promotion strategy. Promotion
helps companies attract more customers and increase turnover, which is especially
important in a competitive market where many companies compete for customers'
attention and money. Therefore, it is important to create a positive image in the minds of
customers and provide them with quality service in order to build long-term relationships
with them.

The initial section of this paper lays out the fundamental principles for constructing a
promotion strategy. To define the concept of a promotion strategy, the research
encompasses a wide range of works by prominent scholars such as P. Kotler, M. Porter,
J. McCarthy, W. Stanton, G. Armstrong, S. Karpova, M. Turchenyuk, and others.
Additionally, the paper provides a comprehensive overview of the necessary components,
functions, and types of promotion strategies. Based on the research data, a series of stages

necessary for successfully developing a promotion strategy was formulated.
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Promotion is an integral aspect of any company's marketing efforts, which includes a
variety of activities to communicate with consumers and achieve marketing goals. The
most common promotion strategies are push, pull, and combined strategies, each with
different tactics to create interaction between producers, distributors, and consumers in
the market.

To create an effective promotion strategy, a company must go through several stages.
First, it should define promotion goals that are aligned with its overall marketing
objectives. Secondly, it is necessary to analyze the current market and company situation
to identify opportunities and challenges, including a deep understanding of competitors'
strengths and weaknesses, target audience, and consumer behavior. Once the target
audience is identified, the most appropriate promotion strategy should be chosen based on
the company's marketing goals, budget, product or service characteristics, and other
factors. The selection process requires a thorough understanding of the strengths and
weaknesses of each promotion strategy and how it aligns with the company's overall
marketing goals. After selecting a promotion strategy, the company should allocate a
budget for its implementation and create a system for evaluating the effectiveness of the
strategy. The effectiveness of a promotion strategy can be measured by various indicators,
such as sales volume, market share, brand awareness, and customer loyalty.

Therefore, a successful promotion strategy requires a comprehensive understanding of
the market, target audience, and overall marketing goals of the company. Developing a
promotion strategy involves several stages, including setting goals, analyzing the current
market and company situation, identifying the target audience, choosing a promotion
strategy, allocating a budget, and developing a system for evaluating the effectiveness of
the strategy.

Having identified the main stages of forming a promotion strategy, the second and third
sections of this paper are intended to follow a certain path to form a promotion strategy
for the Italian brand Accapi in the Ukrainian market.
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To develop an effective promotion strategy for Accapi, the second section of this paper
is focused on analyzing the current state of the Ukrainian market, identifying opportunities
and challenges, and understanding the target audience and their behavior. This analysis
will help to determine the most suitable promotion strategy for Accapi's product line and
marketing goals.

The Ukrainian thermal underwear market is a complex and challenging one, but also
full of opportunities for companies that can navigate its unique environment. The ongoing
war, economic instability, and logistics problems are just a few of the factors that pose
threats to companies operating in this market. Additionally, the intense competition, high
barriers to entry, and high power of consumers make it even more challenging to succeed.
However, there are also opportunities that can help companies thrive in this market. One
of the significant opportunities is the accelerated entry into the EU, which can increase
the demand for thermal underwear, simplify customs procedures, reduce taxes, etc. and
lead to increased sales. Moreover, initiatives to support the Ukrainian economy, such as
the recent trade agreements, can further boost the market's potential. The recovery of
import levels is also a positive trend that can benefit companies that are ready to seize the
opportunity.

To succeed in this market, Accapi needs to develop a competitive advantage that
distinguishes it from other players. The company's proprietary production technologies
and exclusive fabrics give it a clear advantage in this respect. However, it should also
consider offering additional accessories to attract customers who value them, as this is an
area where it scores poorly when compared to its competitors. Furthermore, the company
should focus on enhancing its international market presence, which can increase its
visibility and help it stay competitive.

Identifying untapped customer segments and creating tailored marketing strategies that
appeal to them is another critical factor in achieving success in this market. Accapi should

continuously monitor the market and respond to changes in consumer preferences to
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maintain its competitive edge. By doing so, the company can attract customers who are
looking for something unique and differentiated from what its competitors are offering.

In the third section, based on the analysis conducted in the second section, as well as
taking into account the unique characteristics of Accapi's products, budget, overall
marketing objectives, etc. a promotion strategy for Accapi was developed. This strategy
IS incorporate one of the three primary promotion strategies (combined) and includes
specific tactics and activities to reach and engage with the target audience effectively.

This section of the paper focuses on understanding consumer behavior in the Ukrainian
market and identifying the key factors that influence the purchase of thermal underwear.
To achieve this, a survey was conducted among the population of Ukraine. The findings
of the survey revealed interesting insights that are useful for Accapi to develop practical
recommendations.

The survey indicated that physical stores are the preferred channel for purchasing
thermal underwear, with most consumers visiting the point of sale before making a
purchase. This highlights the importance of providing customers with the opportunity to
examine the product before making a final decision. Ukrainians are willing to spend an
average amount of money on thermal underwear, with the average price level being up to
6 000 UAH. Also, the study found that Ukrainians use thermal underwear mainly for
everyday use, and they tend to purchase it once every few seasons or even more rarely.
The purchase of thermal underwear is most often made as a set, with both trousers and a
top being bought at the same time. Quality and comfort are the most important factors that
influence the purchase of thermal underwear, while the country of origin and brand are
the least important factors. Ukrainian consumers also value price, discounts, and special
offers, as well as the thermoregulation and water-repellency of the product.

Based on the findings of the research and market segmentation, a promotion strategy
was developed for Accapi. Using the SMART method, the main goal was developed for
Accapi to achieve a 15% increase in brand awareness over the next 6 months through a

social media advertising campaign targeting Ukrainian consumers and to improve the
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company's online presence through Google ads. This includes launching advertising
campaigns on Instagram, Facebook, and Google, targeting middle- and slightly upper-
middle-income consumers who use thermal underwear for everyday use or outdoor
activities. The recommended budget for such campaigns for six months is UAH 480 480.
Assuming that the profit generated by the proposed advertising campaign is limited to the
last two months, with an estimated amount of 680 400 UAH, the ROMI would reach
41.6% by the end of the campaign. Other promotional channels that could be considered
include other social networks such as YouTube, TikTok, Telegram, email marketing,
influencer marketing, or advertising at points of sale. To enhance customer loyalty, Accapi
could implement a loyalty program that rewards customers for their repeat business. The
program could offer discounts, exclusive promotions, or other incentives to encourage
customers to continue purchasing Accapi's products.

Overall, the combination of effective promotional strategies, competitive pricing, and
customer loyalty programs can help Accapi increase brand awareness, attract potential
customers, and retain loyal customers. These strategies can help the company achieve its

business goals and remain competitive in the Ukrainian thermal underwear market.
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Anex A

Research questionnaire in Ukrainian

APENDIXES

Bitaemo!

JoromMorTu!

Mu npoBOIMMO TOCITIHKCHHSI 3 METOIO BUSIBUTH, 1110 € Hapa3i BAXKJIUBUM JISI
CIIO’KMBaviB TepMoOUTU3HU B YKpaiHi. | came Bu MoxkeTe HaM y 1TboMy

JlaHe onuTyBaHHS BUTPATUTH 0 5 XBWIMH Baiioro yacy, npore HaTOMICTh
MU OTPUMAEMO IIIHHY 1H(GOPMAIIiT0, sIKa JOTIOMOXKE HaM JJIs MOAAIbIIOT
pobotu. 3i0paHi gaHi € KOHPEACHIIITHUMU Ta HE OyAyTb PO3MOBCIOKEH] B
Mepexi [HTepHeT, ToX Mu OyJieMo BAsiuHi 3a Bamy mupicTs.

PO3/11I 1

1 | O6epith Bamry crath

YoJs0B14a
JKinoua
[HI11E

2 | Bxaxite Baiu BiK:

Momnomuie 18 pokis
18-25 pokiB

26-35 pokiB

36-45 pokiB
Crapiie 45 pokiB

3 | O6epith xapakrep Barnoi
3alHSTOCTI

IIpairoro

[Ipanroro Ta HaBYAIOCh

Haguaroch

TumyacoBo He3alHATHIT/6€3pO0ITHIN
Ha nencii

4 | Oai”ITH CB1M OOXIT

He Bucravae rpoment Ha ixKy
JlocTatHpO rpolIen Ha 1Ky, aje He
BHCTA4ya€ Ha OJIAT

JlocTaTHhO TpolIel Ha 15Ky Ta O,
aJyie He BHCTayda€e Ha JOPOri pedi

€ MOXKIJIMBICTh KyIIUTH IOPOTY piY,
ajie rpolIel BUCTaya€e HE Ha BCE YOTO
XOYEThCS

[ToBHicTIO 3a0€3M1eueHU

5 | Yu kopucryerech Bu
TEPMOOLITN3HOIO?

Tak
Hi

Axuwo 8i0no6iov na 5 numanns «Hi», mo 3aeepuiumu onumyeaHHs
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PO3/ILI 2

Jli1st woro Bu
BUKOPUCTOBYETE
TepMOOITU3HY?

JI71s MOBCAKIIEHHOTO BKUTKY
JIy1st akTUBHOTO BiIMTOYHHKY
JI7ns1 3aHITH CIOPTOM

Inmme

Sk wacto Bu kymnyere
TEpMOOITN3HY?

Koxen ce3oH

Pa3 na KijgbKa ce30HIB
Pa3 y 5 pokis

Pigme

Sk Bu 3a3Buu4ait Kymyere
TEpMOOLTU3HY ?

Komnekr (mranm i kodta)
Oxkpemo (yacTile mTaH!)
Oxkpemo (uacriie KohTh)
[H11e

OmuiHiTh, OyJIb JTaCKa, HACKUIbKY BaXKJIMB1 JJ1st Bac HacTynHi akTopu
npu BHOOpi TepMoOim3Hu? (1 - 30BCIiM HE BOKIIMBO, 5 - AYXKE BAXKIUBO)

1 2 3 4 5

Martepian

SIKICTB

EmactuuHICTh

BonoBigmroBxyBaibH1
BJIACTHBOCTI

DyHKIIs TEPMOPETyJIALii

3py4HICTh HOCIHHS

30BHIMIHIN BUATIIAI

[ina

HasgaBHICTh 3HUKOK

bpenn

Kpaina noxomxeHHs
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10

Jle Bu 3a3BUuant Kymyere
TEpMOOITN3HY?

VY ¢i13uuHOMy MarasuHi (CHOPTUBHOMY
MarasuHi, Mara3uHi oJisITy, TOIIO)
besnocepenHbo y BUpOOHHKA (B
o(iitHUX TOYKax Mpoaaxy abo Ha
caiTi KommaHii)

JluBmioch B MarasuHi, ajie KyImyio B
IaTepneri

B IntepneTi

[H1IE

11

Sxy cymy Bu rorosi e 10 1000 rpuBeHb
BUTPATUTH Ha KOMIIJICKT e 1000 - 3000 rpuBeHB
TEPMOOITH3HH? e 3001- 6000 rpuBeHD
e 6001 - 9000 rpuBeHb
e Oubme 9000
12 | TepMOOLTH3HY SIKOTO e Rough Radical
Openny Bu 3a3Buyait e Craft
Kymyere? e Accapi
e Smartwool
e Lasting
o Icebreaker
e [Hme
13 | Yu xopuctyBanmuchr Bu o Tax
MPOXYKTaMU OpeH.y e 3Haro OpeHj, aje HIKOJIU HE
Accapi? KOpPHUCTYyBaBcs HOro ToBapamu
e Hi, HiIKOJIM HE 4yB PO Takuil OpeH
e [Hme
14 | BigmiTeTe, Oyab jgacka, Ti e SkicTh
XapaKTEPUCTHUKH SIK1 Ha e besneynuil Ta NpUEMHHAN Ha JOTHUK

Bamy nymKky BiacTusi
ToBapaM OpeHay Accapi

Marepian

JlerkicTh MaTepiairy
JloOpe 30epirae Temio
JloOpe BiIBOAUTH BOJIOTY
JlerkicThb y morusi
JloBroBiUHICTH
[IIupoxuii aCOPTUMEHT
[IpuitHsTHA 1iHA

Hikonu He kopucTyBaBcsi TOBapaMu
JTAHOTO OpeH/ Ty

[He
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‘ JIsKyroeMo 3a nmpuiiJIeHui gac!

Anex B

Research questionnaire in English

Hello!

We are conducting research in order to find out what is currently important
for consumers of thermal insulation in Ukraine. And you can help us in this!
This survey will take up to 5 minutes of your time, but in return we will
receive valuable information that will help us in our further work. The
collected data is confidential and will not be distributed on the Internet, so we
will be grateful for your honesty.

SECTION 1

1 | Choose your gender e Male
e Female
Other

2 | Enter your age: Younger than 18 years old
18-25 years old
26-35 years old
36-45 years old

Older than 45 years

| work

| work and study

| study

Temporarily unemployed/unemployed
Retired

3 | Choose the nature of your
employment

4 | Estimate your income There is not enough money for food

Enough money for food, but not

enough for clothes

e Enough money for food and clothes,
but not enough for expensive things

e There is an opportunity to buy an

expensive thing, but there is not

enough money for everything you

want
e Fully secured
5 | Do you use a thermal e Yes
underwear? e No

If the answer to question 5 is "No", then finish the survey
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SECTION 2

What do you use a
thermal underwear for?

For everyday use
For active rest
For sports

Other

How often do you buy
thermal underwear?

Every season

Once every few seasons
Once every 5 years
Less often

How do you usually buy
thermal underwear?

Set (pants and jacket)
Separately (more often pants)
Separately (more often jacket)
Other

Please rate how important the following factors are to you when choosing
a thermal underware? (1 - not at all important, 5 - very important)

1 2 3 4 5

Material

Quality

Elasticity

Water-repellent properties

Thermoregulation function

Convenience of wearing

Appearance

Price

Availability of discounts

Brand

Country of Origin
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10

Where do you usually buy
thermal underwear?

In a physical store (sports store,
clothing store, etc.)

Directly from the manufacturer (in
official sales points or on the
company's website)

e | look in the store, but | buy online
e In Internet
e Other
11 | How much are you e up to 1000 hryvnias
willing to spend on a set e 1000 - 3000 hryvnias
of thermal underwear? e 3001-6000 hryvnias
e 6001 - 9000 hryvnias
e more than 9000
12 | Which brand of thermal e Rough Radical
underwear do you usually e Craft
buy? e Accapi
e Smartwool
e Lasting
o Icebreaker
e Other
13 | Have you used Accapi o Yes

brand products?

| know the brand, but | have never
used its products

No, never heard of such a brand
Other

14

Please mark the
characteristics that you
think are characteristics of
Accapi brand products

Quality

Safe and pleasant to the touch material
The lightness of the material
Keeps heat well

Removes moisture well

Ease of care

Durability

Wide range

Acceptable price

| have never used products of this
brand

Other

Thank you for your time!
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