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SUMMARY

The thesis consists of 83 pages, 14 tables, 16 drawings, a list of 83 references, 3
appendices.

DEVELOPING MODELS FOR THE UKRAINIAN ONLINE SUPERMARKET
COOKER TO ENTER THE ITALIAN GROCERY MARKET

The research subject is the mechanism of developing of models for Cooker
company to enter the Italian market of online grocery delivery.

The object of the study is the activity of the company Cooker in the market of
online grocery delivery.

The thesis aims at designing a model for the Ukrainian online supermarket
Cooker to enter the Italian grocery market based on a strategic analysis of the
company's competitiveness.

Based on the results of the study methodological recommendations have been
formulated for Cooker company on the developing and implementation of an
appropriate model for the Ukrainian online supermarket to enter the Italian grocery
market. Along with this, a strategic analysis of the company's competitiveness was
carried out.

The practical significance of the research is based on that the developed set of
cost-effective strategic recommendations for the Cooker brand can be applied by the
company in practice to ensure the company's competitiveness when entering the Italian
online grocery market.

2020-2022: undertaking the thesis research.

2022: defense of the thesis.



PE®EPAT

JlunimomHa poGoTta MIicTUTh 83 cTOpiHOK, 14 Tabmuip, 16 pHUCYHKIB, CIHCOK
JiTeparypu 3 83 HallMeHyBaHb, 3 JOJATKH.

®OPMYBAHHI MOJIEJIEM BUXOJY OHJAMH-CYIIEPMAPKETY
COOKER HA ITAJIIMChKWI PUHOK ITPOJIOBOJILYMX TOBAPIB

[IpenmeToM HOCHIIKEHHS € MEXaHi3M pO3pOOKH MOJieNie BUXOAY OHJIaiiH-
cynepMapkety Cooker Ha iTaniicbKUil PUHOK MPOJIOBOJIBYUMX TOBAPIB.

O0'exTOM nmochipKeHHA € AisuIbHICTh KoMmadii Cooker Ha pUHKY OHJIAMH-
JIOCTABKH MPOJIOBOJIbUHUX TOBAPIB.

Metor IUIIOMHOT poOOTH € pO3poOKa MOJIel BUXOly YKPaiHChKOTO OHJIaiH-
cynepMmapkery Cooker Ha iTamiliChbKHIl PUHOK MPOJOBOJIBYMX TOBApiB Ha OCHOBI
CTPaTEri4HOr0 aHa13y KOHKYPEHTOCIPOMOXKHOCTI KOMIaHii.

3a pe3ynbTaTaMu JOCIIIKEHHS C(POpMYJIbOBAHO METOJUYHI PEKOMEHIAIlll ISt
kommnanii Cooker o0 po3poOKu Ta BOPOBAKEHHS BIAMOBIAHOI MOJEI BUXOIY
YKpalHCHKOT'O OHJIAH-CyNepMapKeTy Ha PUHOK MPOJOBOJIBYMX TOBapiB Itamnii.
[Topsin 3 MM OyJnO NPOBEAEHO CTPATETIYHUN aHal3 KOHKYPEHTOCIPOMOKHOCTI
KOMIIaHii.

[IpakTHuHa 3HAYYIIICTh JOCHIIKEHHS IPYHTY€EThCSI HA TOMY, 1[0 PO3POOIEHUI
Hallp €KOHOMIYHO €(eKTUBHUX CTpaTeTiuHUX pexkoMmeHaauiil s openay Cooker
MOXe OyTH 3acTOCOBAaHMM KOMIIAHIE Ha TMPAKTUI AJg  3a0e3NeyeHHs
KOHKYPEHTOCHPOMOKHOCTI KOMMAaHii TMpH BHUXOJAl Ha ITaIIUCBKUN PUHOK
MPOJAOBOIBYUX TOBAPIB.

2020-2022: mpoBeIeHHS! JUILIOMHOTO JOCTIKEHHS.

2022: 3aXUCT AUTIIOMHOT pOOOTH.
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INTRODUCTION

2022, like 2020, 1s also becoming a new extremely difficult challenge for the
whole world. The entire world democratic community is faced with an acute problem
of the uncertainty of the future, and all because of the extremely aggressive policy of
the Russian Federation that is growing like an ulcer. Russia's military invasion of
Ukraine finally showed its diabolical black side and began to sharply threaten the
entire civilized world. Ukrainians, the Ukrainian state, Ukrainian enterprises and
Ukraine as a whole are experiencing a black page in their history, which is associated
with the numerous deaths of men, women and children who simply wanted to live in
peace and tranquility and did not even imagine that they would be attacked from a
neighboring state. February 24, 2022 will forever go down in history as a day of shame
for the Russian Federation, which openly and furiously decided to encroach on foreign
lands. Nevertheless, after the first very difficult months for Ukraine and Ukrainians,
our domestic enterprises are back on track, and the economy is resuming its work to
ensure the well-being of Ukrainians and other peoples, including European ones,
thanks to the continuation and expansion of economic ties, the export of goods and
services, mutual trade, etc.

Now, turning to other global problems of the world society, the consequences of
the 2020 crisis should be considered (Tavoletti, 2021). Despite the devastating losses
that humanity has suffered as a result of Covid-19 pandemic, there are also some
positive changes that the pandemic has pushed humanity to. Covid-19 gave impetus to
the development of online grocery. Previously, this industry was already promising,
but still remained a niche. Buyers' interest has been influenced by the desire to avoid
public places, government orders to stay at home, and to address the need for groceries
during such a difficult time. These factors have become key to the growing popularity
of online food delivery and online supermarkets. Due to this accelerated sfift to the e-
commerce, it is predicted that by 2023, online grocery sales will reach 123,26 billion
€ and will account for nearly 10% of total grocery sales. The pronounced development
of this segment in theworld should be noted. During the period of development of the

coronavirus from 2019 to 2020, the volume of grocery retail e-commerce sales
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increased from 55,46 billion € to 84,78 billion €, which was a gigantic 52.9 percent

percentage (Digital transformation, 2021). By the end of 2021, the percentage forecast
is significantly reduced (5.2% perannum), but the further growth of this market is still
underlined. For 2022 and 2023, 18.1% and 17% are forecasted, respectively (Morgan,
Gorman 2020).

All this indicates that Covid-19 has become the starting point for the development
of this online grocery market, as well as for the entire e-commerce as a whole. So it
should be noted that in parallel with the new global challenges of the world community,
we are moving irreversibly into a new era of technology across the board (Aull, et al.,
2021). Someone started doing it earlier, and someone is pulling up now.

While the pace of Covid-19 growth is easing, online grocery stores and delivery
services are facing new challenges. Even those who use this type of technology solely
because of the fear of getting health problems are increasingly beginning to raise their
requirements and expectations from delivery services. If earlier people were ready to
pay any money just to protect themselves from possible diseases, now the situation on
the market has changed. People are concerned about factors such as free shipping,
increased delivery speed, quality, discounts, etc (Galante, Garcia-Lopez, and Monroe
2013).

Even before the start of the war, the Ukrainian online supermarket Cooker did
everything possible to meet all the needs of customers in the most convenient and fast
delivery of quality food at a reasonable price (Yanytskyi, 2021). After the start of the
war, the company's capacities weakened, which was caused by the economic recession
of the country, the departure of people abroad, reduced demand, and simply the high
danger of delivering food to customers due to the incessant enemy strikes on the cities
of our country.

Nevertheless, in the near future, Cooker plans to restore their positions in
Ukraine, and also aims to expand its activities abroad, for example in Europe, where at
the moment the likelithood of aggression by the Russian Federation is much lower. In
addition, the company already has a large weighty positive experience in the field of

delivery of food products.
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But how can Cooker enter a foreign market, which market to choose considering
its the macro and micro state, what are the advantages and disadvantages of Cooker,
what are the competitive positions of the company, what is the marketing strategy and
idea of the company? All these and other points will be analyzed in this work. The best
model for the Cooker company to enter a foreign market in the current realities will be
finally formulated and defined.

During the writing of the thesis the scientific category was formulated. Models
to enter the international markets are forms, methods and approaches applied by the
companies and/or brands to expand their international activity in accordance with
economic interests of the company in the framework of dynamic and changeble
environment in order to achieve sustainable competitive advantages and strong market
positions in the international markets.

This research is mainly based on the theoretical basis proposed by Ukrainian
scholars representing the department of International Economics and Marketing at
Taras Shevchenko University of Kyiv, including: Olena Kanishenko, Alla Starostina,
Lidia Pashchuk, Natalia Kochkina and others. At the same time, the developments of
such foreign scientists as Philip Kotler, Michael Porter, Igor Ansoff, Ernesto Tavoletti
and others will also be used.

Object of study: the activity of the company Cooker in the market of online
grocery delivery.

Subject of study: the mechanism of developing of models for Cooker company
to enter the Italian market of online grocery delivery.

The thesis aims at designing a model for the Ukrainian online supermarket
Cooker to enter the Italian grocery market based on a strategic analysis of the
company's competitiveness.

Research tasks:

- To reveal the essence of international business activities;

- To characterize the models for companies to enter international markets;

- To demonstrate process of companies entering international markets;

- To reveal company potential to enter European markets;



6

- To make macro environmental scanning of Cooker opportunities and threats;

- To observe competitive context of Cooker operation in the Italian market;

- To determine short-term demand and consumer motivations in the Italian

market;

- To choose the applicable model for the company Cooker to enter the Italian

market, to create a market strategy for Cooker;

- To describe the economic effects of implementing the proposed

recommendations.

Methods of scientific research. As part of the research assignments, the author
uses various methods of scientific knowledge, in particular: methods of qualitative
analysis and systematic approach for comprehensive analysis of the business
environment for Cooker, the method of drawing up a scientific hypothesis and the
method of expert evaluation when constructing positioning maps, method of economic
experiment and logical analysis in the development of market strategy, as well as other

qualitative and quantitative methods of scientific knowledge.
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CHAPTER 1. THEORETICAL FUNDAMENTALS OF FORMATION OF

MODELS OF COMPANIES ENTERING INTERNATIONAL MARKETS
1.1 Essence of international business

At the turn of the twentieth and XXI centuries, the international activities of
enterprises and international business became a comprehensive and pervasive
phenomenon of modern civilization. According to the definition of Robock S. and
Simmonds K. (1989), international business is a set of business transactions related to
the intersection of national borders and the movement of goods, services, capital,
workers; transfer of technology, information and data.

International business is based on the possibility of obtaining benefits from
international business transactions, namely that the company can get more benefits
from trade in goods and services with third countries than if the company did business
only in the national market.. This is a key point not only in understanding the nature
and specifics of international business itself, but also in its emergence and
development. (Starostina, 2015)

The specific benefits of the international operations of enterprises, transnational
compnies, etc. are related to the production of greater profits, taking into account the
following factors: access to foreign labour markets (price, qualification); access to
mineral deposits and sources of raw materials; entering new sales markets, also due to
an effective marketing strategy; increasing production volumes and reducing
production costs (economies of scale); reduction of currency risks (Pashchuk and
Bulkot, 2017).

Depending on the purposes of the analysis and the selected criterion, the
commodity and geographical structure of international business can be distinguished.
But in general, international business can be characterized as follows (Lukyanenko,
2001):

1. The main goal is to make a profit by taking additional advantages of going

beyond the national borders.
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2. Entrepreneurs use additional economic opportunities due to resource features
of foreign markets; capacity of foreign markets; legal features of foreign countries;
specifics of interstate (interstate) political and economic relations.

3. The international activities of companies depend on the level of
internationalization.

4. As aresult of internationalization, a global business service becomes available
to any enterprise: scientific, financial, transport and other services.

5. Taking into account the cultural factor in the international activities of
enterprises; the totality of the requirements and restrictions imposed by the culture of
this country on the business leading with it.

6. The global nature of international business is its most important feature, as it
covers the global information business exchange system, the global money market, the
global structure of technological innovations, etc.

7. Information is the main strategic resource, and adaptability is the main
strategic weapon.

8. The fundamental feature of international business is the possibility of a so-
called reverse assessment of the country: negative trends in the country's economy (or
a separate industry) can be otherwise regarded by an international company, since they
can open up additional business opportunities for companies (Lukyanenko 2001).

Now we are at a stage of gradual globalization of the international business
relations that, in turn, affects structure of the international business in general. The
essence of globalization lies in the development of relationships and the strengthening
of interdependence between individual countries and geographical regions of the
world. Globalization is an objective social process, the content of which is the growing
interconnection and interdependence of national economies, national political, social
systems, national cultures and the environment. In a simplified form, the following
aspects of globalization should be highlighted (Starostina et al., 2018):

- technological: globalization was due to the breakthrough revolutionary
achievements in the field of microelectronics, optical electronics and

telecommunications;
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- cultural: changing cultural traditions and social conditions, not towards the
development of world culture, but towards the expansion of cultural values dominant
in developed countries;

- economic: liberalization of world trade within the framework of the WTO. The
result of this is the constant growth of international activities of enterprises, the
interweaving and mutual dependence of people's farms;

- political: the growing international mobility of enterprises and their capabilities
exacerbates competition among states and limits their sovereignty

- social: globalization strengthens the difference in the social level of developed
developing countries;

- environmental aspect: environmental problems with global challenges and
consequences (global warming, ozone hole, water and air pollution) can be solved only
by joint efforts of all countries.

Globalization processes cover different regions of the world and stimulate firms
to find better operating conditions. Given the internal inconsistency of globalization
processes, international corporations (ICs) choose balanced strategies for their actions
in different regions of the world. Each corporation has to compete in three areas: 1)
with local competitors of this country; 2) with foreign competitors in this country; 3)
with foreign competitors in foreign markets.

To achieve success in the context of globalization local firms have to accept not
individual actions of companies, but a whole range of proposals - the so-called
development packages, which include the main aspects of business. Thus, for the real
promotion of business to the effective production of goods and services, it is necessary
to use the "development package" complex, which includes capital, technologies,
information, qualifications and competence of personnel, advertising and consulting
support, and a sales network.

Internationalization of business and management - combining the efforts of
national and international companies of different countries in the implementation of

various business transactions (Rokocha, Plotnikov and Novytsyi, 2001).
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With the development of internationalization actions, the forms of international
business change from simple to complex. The following forms of international business
are distinguished: export (import), licensing, management contracts, joint ventures,
international corporations etc (Kanishchenko, 2004). All these and other forms of
international business in the context of models for entering new markets will be
discussed in more detail in the next subsection. It should be noted that in modern
conditions, foreign trade operations (a simple form of international business) account
for more than 80% of international business volumes.

To understand the stages of internationalization, the EPRG (ethnocentrism -
polycentrism - regioncentrism - geocentrism) model developed by Howard Perlmutter
is used (Wind, Douglas and Perlmutter, 1973). A more detailed scheme for the
internationalization of business was proposed by Adler and Gundersen (2008) (Figure

1.1):

[ National companies

[ International companies

[ Multinational companies

[ Global companies

Figure 1.1 Business internationalization scheme
Source: developed by the author based on materials sources (Adler and Gundersen 2008)

Under this scheme, national firms do not engage in international activities,
international firms direct their efforts to expand foreign markets. Multinational
companies are trying to balance their ties within the boundaries of their own
international markets. Global companies - balancing internal ties is accompanied by a
dynamic search for the latest markets. But mainly international companies should be
considered. Because this phase is initial and takes the company to another level. As

determined by UNCTAD, an international corporation is an enterprise that combines
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legal of any organizational and legal forms and activities in two or more countries and
implements interconnected policies and a common strategy through one or more
decision-making centers. Therefore, the main characteristics of international
corporations are: availability of owners from different countries; international
composition of employees, including managers; international thinking of senior
management; sources of profit in different countries; international structure of assets;
sales in foreign markets.

Currently, there are about 65 thousand international corporations in the world,
with more than 700 thousand branches. In the second half of the twentieth century,
there were such trends as an increase in the number of non-American ICs (formerly
Japanese) and the development of mini-international corporations, which are small and
medium-sized enterprises. For all international corporations (international
organization, multinational and transnational organization) the general movement of
goods, capital, services, technologies, information, management between national
economies is inherent (Pashchuk, 2019). The companies themselves are a system of
multinational companies. The international corporation consists of the following
elements: the parent company residing in the country of origin; networks of branches
(branches) located in the host countries. In addition, the parent company and affiliates
have connections with other partners.

The organization of business in international corporations is based on the
specialization of individual branches and the certain types of products or activities.
There are two specialization models: horizontal and vertical integration. Horizontal
integration refers to the interaction of the international corporation's branches, in which
the manufacture and sale of certain products in international markets is assigned to
specific branches, taking into account all costs. Vertical integration is based on the
specialization of individual branches at the stages of the technological process and the
concentration of the manufacture of final products in a small number of branches
supplying it to international markets. The nature of IC is largely reflected by the theory

of internationalization substantiated by Buckley and Casson (2010).
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The theory of IC internationalization is that the markets of intermediate products
and semi-finished products are less perfect than the markets of finished products,
therefore, it is advisable to concentrate the production of intermediate products inside
the enterprise, placing orders between individual branches of both the country of origin

and abroad.
1.2 Models of companies entering international markets

An important task for a company that is going to enter the international market
is to determine how to penetrate foreign markets (Lomiychuk, 2015). Let's look at the
main ways of the enterprise entry into the external market in terms of the market service
process, the level of investment and the degree of control over the process. In global
practice, 3 basic strategic areas of this process are distinguished: hierarchical business

construction, export and mediation (Figure 1.2).

4 N/ VY4 )

Externalization Mediation Internalization
Partnership and work
with intermediaries:
division of control and

Hierarchical business
construction: high level
level of risk, high . g . of control, high level of

flexibility risks, joint ownership risks, low flexibility
gemen

- NG AN J

Export activities: low
level of control, low

Figure 1.2 Strategic directions of business entry into the international market
Source: developed by the author based on materials sources (Lomiychuk, 2015)

Many companies begin expanding into foreign markets as exporters and only
then switch to other types of internationalization, which gives them the possibility to
strengthen the positions already achieved (Trachuk, 2017). The idea of export activity
lies in the production of goods and services in the internal markets of companies (or in

third countries and regions) and the sale of these products in target foreign markets. If
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a company chooses the export method as access to foreign markets, it has the
opportunity to choose which functions in the promotion of products it reserves for
itself, and what it transfers to an intermediary on the foreign market. The level of
delegation of duties is reflected in the degree of risk and responsibility. There are 3

different directions of export: direct export, indirect export and joint export (Table 1.1).

Table 1.1
Areas of export activity
Direction of| Description of the direction of export activity
export activity
Direct export Companies export their goods to foreign markets by entering

into a direct contract with intermediaries in the foreign market.
All operational activities (search for intermediaries,
documentation, certification of products) in this case are
reserved by the exporting company.

Indirect export The company establishes links with intermediaries in domestic
markets, which realize sales in foreign markets. At the same
time, intermediaries know the intricacies of working in target
markets and own an established network of dealers who sell
goods.

Joint export The company conducts cooperation with another company in
the domestic market in order to organize a joint supply of goods
to target foreign markets. This approach is chosen by
companies that do not have enough resources to independently
enter foreign markets. Cooperation helps bridge resource gaps.

Source: developed by the author based on materials sources (Lomiychuk, 2015)

The most important advantages in choosing an export activity is that the
exporting company has minimal risks and costs during the implementation of such a
model for entering the international market. However, there are certain drawbacks,
namely the weak control of the chosen intermediaries in the target market. A company
that uses this strategy to aggressively capture new target markets must come up with
and implement a strategy to influence local intermediaries in order to obtain guarantees
of compliance with the rules for working with the company's products, make sure that
intermediaries fulfill the outlined sales plans, as well as guarantee the promotion of

products on the market and avoiding sabotage of all these processes. This model is
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often used under the guise of economic intelligence and provides an opportunity to
understand and objectively analyze the demand for products in the local market. If the
product is really in demand, the company may choose another alternative model for
controlling activities in the local market.

Mediation is a separate type of work in foreign markets, which does not involve
full ownership of a certain company that operates on the international market, but share
the responsibility and control with another entity. This type of activity involves the
whole or partial transfer of knowledge, skills, resources and other components. For
this, the recipient company guarantees the maintenance of a joint strategy and
methodology for the sale. 4 types of mediation should be distinguished: licensing,
contract manufacturing, franchising and joint ventures.

Licensing is the simplest and most understandable type of mediation. It involves
the transfer of rights to use patents, know-how, trademarks, technological innovations,
skills and knowledge to another company from another country for a certain previously
agreed value. Since it is properly implemented, licensing gives the company the
opportunity to set its own conditions by complying with the marketing strategy, and it
is also a convenient way to organize production in a foreign market with minimal
investment.

However, this type of entry into the international market has its drawbacks: in
some cases, the company that grants licenses may lose control over the conduct of
activities in the local market. Also, with this model, companies often face difficulties
in controlling activities in the foreign market. Sometimes companies that have received
a license may try to use it for selfish purposes, which leads to the fact that the former
partner develops into a potential competitor who perfectly knows the company that
transferred the license, its advantages, etc. Thus, license control is a complex process
that requires proper professionalism.

Franchising is a type of licensing in which the franchisor transfers to the
franchisee the rights to use its trademark, product, business processes and brand. Now
let’s consider the advantages and disadvantages of franchising. Franchising is one of

the most popular types of market relations. According to statistics, there are more than
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16.5 thousand franchisors and 1.2 million franchisees around the world. There are
crucial benefits of franchising:

1. A ready-made business plan. Buying a franchise allows you to use a ready-
made step-by-step guide to building business processes and achieving goals.

2. The name of the brand is known on the market. Franchisors are most often
large companies that have gained trust and loyalty to the target audience. Even if a
brand is known only in a specific region, in the future you have every chance of
becoming part of a large network. In this case, you need to take into account all the
dangers associated with entering a new market.

3. Design. Together with the franchise, the franchisee buys a brand book, which
details the brand's corporate identity, necessary for proper positioning in the market.

4. Ready-made advertising. The franchiser thinks over all stages on its own,
investing finances in the popularization of the network. It can be, for example, a
company website or television advertising.

5. Assistance in recruiting and training employees. Franchisors often offer their
help in finding staff. New workers are also often taught. However, this clause is not an
unshakable law, so it is important to study the terms of the franchise in every particular
case.

6. Agreement with suppliers. Most often, when buying a franchise, the franchisee
receives a ready-made list of reliable suppliers with whom uninterrupted cooperation
has already been established.

7. Business Process Management Standards. To organize internal work, you just
need to follow the instructions and hone your skills.

However, for all the obvious advantages of franchising, it also has
disadvantages. A number of major drawbacks are highlighted below:

1. Inability to change suppliers. More often, the franchise does not allow the
services of other contractors or importers. Therefore, even if you find more favorable

conditions for other suppliers, it will most likely be impossible to use them.
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2. Set price. Franchisors often set prices for the entire network of enterprises, so
franchisees are deprived of the opportunity to raise the cost of any product in order to
increase profits.

3. Additional payments. The franchise is not about buying a ready-made
business, it's about renting. Therefore, in addition to a one-time lump sum fee for the
name and goods of the brand, franchisees must pay for royalties every month or
annually - a fee for use. However, the deductions do not end there. Some franchises
provide additional advertising contributions.

Unfortunately, franchising, despite all the thoughtfulness, has serious risks. The
same business model significantly limits freedom of action. Nevertheless, it is the strict
framework that sometimes saves entrepreneurs from failure. To become a franchisee,
the one first needs to find a company selling franchises. As soon as a suitable franchisor
has been found, it is necessary to check its reliability, read all the franchise terms and
conditions etc.

Moving to the types of franchising it should be determined that franchising is
classified in different ways. The following are three main types of franchising that
depend on the type of activity. The first type is commodity franchising. This type
implies that the franchisor sells its own product using a retail network. The second type
is manufacturing franchising. The company shares certain secrets of franchisee
production and provides an opportunity under the brand name to produce goods of the
same quality and sell them. The third type is service franchising. It provides the right
to open a certain point of service and use intellectual property. Franchisees can conduct
certain activities on behalf of the brand, demonstrating their advantages. Service
franchising includes fitness centers, beauty salons, cafes, restaurants, training centers.
There is also mixed franchising, which implies a combination of trading, service and
production franchising.

Now it is appropriate to observe franchising forms (Lomiychuk, 2015). The form
of franchising is determined by the terms of cooperation. The main forms of franchising

are given in Table 1.2.
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Table 1.2
Types of franchising
Forms of franchising | Description of forms of franchising
Direct franchising The company grants its franchise to one person, and the
franchisee can use it exclusively in the specified territory
Subfranchising Three parties are involved here: the franchiser, the

subfranchiser and the franchisee. Such a scheme allows the
latter to buy a franchise and sell it to third parties in a certain
territory. However, the subfranchizer still receives only a
part of the franchiser's rights

Master franchise This form is similar to subfranchising, but differs in scale.
The master franchise is usually used by large international
networks, so one or more countries can be a fixed territory.
At the same time, the middle link receives all the capabilities
of the franchiser

Reverse franchising | This form of activity allows franchisees to take goods from
the franchisor and sell them in order to make a profit in the
form of a percentage of turnover. This approach reduces the
cost of purchasing goods to open a store

Soft franchising Allows franchisees to contribute only half the cost of the
franchise or pay it at all. At the same time, he undertakes to
bear all current expenses.

Source: developed by the author based on materials sources (Lomiychuk, 2015)

One of the most popular examples of franchising is McDonald's. The
McDonald's franchise successfully operates in more than a hundred countries around
the world. According to statistics, 80% of franchisees work under the brand name.
However, McDonald's has one of the most expensive franchises, because it takes from
$500,000 to open a restaurant. In addition, it should be personal, not credit funds. To
buy a franchise, you need to contact a representative of your country. At the same time,
you acquire not one restaurant, but a development plan. Franchisors have high
requirements for franchisees, so not everyone can become a partner. The advantages
of the McDonald's franchise are brand awareness, fixed advertising fees - 4.5% of
profits, training and a carefully crafted business strategy. In fact, It should be
emphasized that franchising has some key differences from licensing. The main
difference is tighter control over the activities of your partner. Thus, the franchisor

creates its branch in the foreign market, and the franchisee undertakes to fulfill all the
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conditions specified in the franchise agreement. Often the franchisor appoints for the
first time or permanently its manager to the franchisee company, who monitors the
fulfillment of all obligations and compliance with the rules on confidential information.
It should be noted that in such a model, the franchisor, as well as in licensing, transfers
its skills, knowledge and experience to the franchisee. But in this case, this happens
through the training of personnel and local management in parallel with strict control
over this process..

Contract production refers more to companies that manufacture products under
their own brand. Contract manufacturing means transferring the rights to manufacture
goods to a local company while retaining all other business processes for the main
company. This includes marketing, sales, distribution organization. IKEA 1s a good
example of such activity. This corporation transfers the right to manufacture its goods
to local markets. In this way, IKEA can save on a large amount of costs, the main of
which is the transportation of goods to foreign markets.

This method of entering international markets has a large number of advantages,
as it allows the company to save on production costs, since with this method the
company does not need to build its own production facilities in foreign markets. But at
the same time, the company reserves the centralization of management, management
of marketing, sales, advertising, control, etc. It is also worth noting that due to this
method, the company bypasses many legal aspects and barriers that it may encounter
when entering another market in person. However, there are some disadvantages. It
can be quite difficult for high-tech companies to implement this model, since it requires
finding a professional partner who can competently perform their tasks. Also, in the
long term, the company risks leakage of some technologies and developments due to
possible difficulties in controlling the activities of a local company.

Joint ventures are a special type of activity in which several companies create a
separate independent enterprise. The degree of control and responsibility can be
divided not equally but on the terms of a preliminary contract. The company has the
opportunity to create a common enterprise together with the subject of the target market

in order to gain access to knowledge, technologies, resources and skills in the process
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of work. In any case, the joint venture partners share the risks and revenues of working
in the industry.

This model of entering foreign markets has key advantages, namely, access to
knowledge, technology, patents, and the production base of the local market. Also, a
joint venture allows you to bypass many of the legal barriers that may arise when
acquiring an entire company. But there are certain disadvantages, namely the rather
high cost of such a model, the risk of disagreements with a partner, etc.

Returning to strategic directions of business entry into the international market
consider hierarchical business structure. This model of entering a new market is an
investment model. When using this method, it is supposed to obtain complete control
in the target foreign market. There are several different strategies for such a model. The
first strategy is to buy an existing business, which can be part of an M&A model, or
build a new business from scratch..

First of all, consider the first option, namely mergers and acquisitions. Such
forms of entry into the international market have been and remain a popular trend in
the development of modern corporations. The main reason for the rapid spread of this
trend 1s global competition, which forces companies to actively look for various
investment opportunities, as well as effectively use all available resources and optimize
costs. Expanding its capabilities gives companies a chance to create diversification and
restructuring strategies. From this point of view, corporate control agreements are a
familiar reaction to changing markets.

Mergers and acquisitions are a business integration option that provides control
over the company, that is, the ability to determine its strategic and current tasks in the
areas of production, investment, sales and other activities of corporations in order to
achieve the goals set by the owners. Control over the company is ensured by the
acquisition by the investor of ownership of a significant part of the assets in the share
capital of the enterprise. Today, in modern literature, there is no single approach to
determining the essence of this method of reorganizing companies. In order to analyze
this question, some economists can compare the interpretation of the processes of the

essence of M&A, which is systematized in Table 1.3.
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Table 1.3

Comparative characteristics of M&A definitions in the works of some authors

Author(s) Characteristics of terms

P.A. Gohan The merger in his work is interpreted as a combination of two
companies, in which one of the companies ceases to exist and
the other continues to operate. According to P.A. Gohan,
consolidation is the process by which a completely new
company emerges from two or more companies. He explains the
term "absorption" as a kind of merger, but the process in this
case is in the form of enemy capture.

F. Reed and R.|In the works of these authors, mergers and acquisitions are
Laju defined as an agreement as a result of which the company
becomes the property of the buyer. In this case, the buyer
establishes control over the acquisition of the company and
takes on its balance sheet all its assets and liabilities.

D. Depamphilis In this author's work, an acquisition occurs when one company
becomes the primary owner and acquires control of another
company, with its subsidiary or individual assets, such as a
manufacturing enterprise. At the same time, the author singles
out merging as a more complex process that can take different
forms. From the organizational point of view, the author defines
a merger as a merger of two companies, as a result of which only
one of them remains as a legal entity.

Source: developed by the author based on materials sources (Gaughan, 2007), (DePamphilis,

2015), (Rid, Lajoux and Nesvold, 2007)

The merger merges two or more businesses into one. During such a transaction,
as a rule, there is one buying company that acts as the initiator of such a transaction
and has greater economic potential. A typical feature of merger transactions is that the
shareholders of the company that they buy retain their right to shares after the merger,
but already a newly formed, united corporation.

The takeover procedure, in turn, differs in that the acquiring company buys from
shareholders the purchased (absorbed) enterprise all or most of the shares.
Consequently, the shareholders of the absorbed enterprise lose their rights to a share of
the capital of the newly formed combined company.

It should also be noted that in the broad sense, merger and acquisition can also
be considered the formation of strategic alliances with other societies, as well as the

separation of assets (Divestitures). Very often, strategic unions are formed on the basis
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of mutual participation in capital or with the full right of joint ventures (Joint Ventures)
thanks to contributions to a joint subsidiary. One of the most well-known forms of asset
separation is the sale of an existing subsidiary to another company. Sometimes part of
the company is allocated separately as an independent enterprise ("rest"), and the shares
in it are proportionally divided between the shareholders of the parent company (Spin-
Off). If we are talking about the liquidation of the entire parent enterprise, such a
phenomenon as crushing (Split-Up) is distinguished. It is also possible to legally
separate part of the company thanks to the exchange of shareholders of the parent
company of their shares for shares of the newly formed company (Split-Off). At the
same time, the parent company can sell the shares of the allocated enterprise to a third
party, thereby receiving additional capital (EquityCarve-Out) (Volkov, 2003).
General characteristics of individual forms of consolidation processes are given
in Table 1.4.
Table 1.4

General characteristics of some forms of corporate consolidation

Category Description

Mergers - the transfer of property, rights and obligations of each of the
enterprises that merge into the newly formed enterprise

- formation of a new governing body, at the same time there is a
conversion of securities of companies merging into securities of a new
legal entity.

Accession | - acquisition by one of the parties to the agreement of property rights
and obligations of the other party to the agreement. The result of the
process is the consolidation of one of the entities with the simultaneous
liquidation of the other. At the same time, the shares of companies are
converted into securities of the enlarged enterprise.

Acquisition | - obtaining by one of the parties to the agreement full or partial control
over another enterprise. In this case, the acquired company may
continue to exist as a subsidiary or become a structural unit with
complete loss of independence.

Division - formation on the basis of the existing company of several new,
completely independent enterprises, each of which has the status of a
legal entity. Assets are distributed in full between the new legal entities
formed as a result of reorganization.
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Continuation of the Table 1.4

Category Description

Allocation |- formation on the basis of the existing company of several new,
completely independent enterprises, each of which has the status of a
legal entity. Upon allocation to each of the new legal entities, the
property rights and obligations of the reorganized legal entity are
transferred in the relevant parts.

Source: developed by the author based on materials sources (Volkov, 2003)

It should be noted that the economic nature and features of mergers and
acquisitions can be distinguished from the motives that encourage the parties to
implement such agreements. Of the most common motives in world practice,
researchers primarily use the following: the possibility of rapid growth and synergy.
As for synergies, it is possible to clarify such certain types, in particular operational
and financial synergies. In general, operational synergies involving economies of scale
have the most economically sound basis. While financial synergy is a more
questionable motive for a merger or acquisition. Companies often merge, trying to
diversify into another kind of business. The history of mergers and acquisitions is rife
with diversification agreements. It should be noted that there are many cases when the
motive for diversifying the business is not justified in the end. However, if
differcification does not provide for a move towards a completely different industry in
the market, such an agreement often has a great chance of success.

Another feature of the use of mergers and acquisitions to promote growth is the
expansion of the enterprise into other geographical regions. This can be, as well as
internal expansion within one state, as external, to other markets in the world. In many
cases, the process of expanding geographically through mergers and acquisitions can
be implemented significantly faster and with less risk than through organic scaling.
This may especially apply to international expansion, where many aspects must be
taken into account to succeed in the new geographical market. The company must have
information about all the nuances of the new market, successfully recruit new staff and
eliminate many other obstacles, such as, for example, language barriers and cultural

differences. Internal expansion can be much slower and more complex.
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As for the negative aspects of mergers and acquisitions, it can be highlighted,
among other things, that the decision to choose a takeover strategy of an international
company should take into account the legislative regulation of the absorbed company
- for example, China has restrictions on the ownership of foreigners by local
companies, and in the United States only Americans are allowed to own television. by
channels. Similarly, foreigners cannot own a stake in more than 25% of US airlines.
Absorption 1s a good strategy when there is a possibility of saving on volumes (for
example, wireless telecommunications). However, this is a very risky strategy for
entering the international market, since according to statistics, about 40-60% of
acquisitions cannot increase their market value by the amount of funds invested.

In 1978, Arthur D. Little, a consulting company, conducted one of the first
serious studies of the motives of M & A. The result of this work was a list of the most
significant reasons for mergers and acquisitions, which included the following items:
gain synergies, diversify the business by entering new markets and expanding the range
of goods, increase market share, leverage the acquired innovations and legislative
advantages of another country, tax benefits, purchase of necessary undervalued assets,
exit strategy and managers' desire for larger and more profitable deals. Later, the audit
company KPMG also conducted an experience that revealed slightly different motives.
Of the 100% of the companies surveyed, 22% could not explain the specific reasons
for such agreements, 31% referred to the goal of increasing their market share, 26%
relied on geographical expansion of their activities, 15% considered diversification the
main reason, 6% declared savings on the scale of production. Thus, it can be said that
in the second case a narrower list of M&A motives was considered, in addition, some
real motives are not always realized, or simply hidden. Therefore, the analysis of the
reasons for mergers and acquisitions taken from the assessments of the practical
experience of various companies is selective and does not provide an objective
assessment.

All the reasons for mergers and acquisitions are reduced to growth and achieving
a stronger strategic position in the market, that is, the main goal is the strategic

advantage of the company, which the enterprise cannot achieve through internal
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business growth. Thus, the strategic approach requires the separation of two groups of
M&A motives: strategic and functional. The first group of motives includes the
following points - strengthening a competitive position and increasing the market value
of the business, gaining financial stability and developing new business models. While
the second includes a variable list of economic, subjective and psychological motives,
for example, receiving tax breaks, increasing market share, increasing cash flows and
control over them, and more.

All the goals of these corporate strategies are based on the need to ensure the
interests of owners. However, the main reason for the implementation of integration
processes 1s the desire of companies to obtain a synergistic effect: an integrated
business creates more value for shareholders than each of its divisions separately.

Synergy is understood as an economic phenomenon in which a corporate
association 1s more profitable for both parties than remaining to work separately. It is
believed that the classical explanation for the expediency of mergers and acquisitions
lies in the synergistic theory of mergers and acquisitions. We are talking about the
receipt by the buyer corporation of surplus economic value, which is formed as a result
of the purchase of the target company.

As for the second type of hierarchical business building, it is called a business
“from scratch”. This type of activity is also called "green field strategy". This implies
a strategy for expanding the business to foreign markets through the construction of
new production facilities. This type of entry into foreign markets has the lowest risks
and absolute control over all business processes. This type of activity is often used by
large innovative companies that open production, for example, of new technologies in

specific markets. This method is very costly and quite time consuming.
1.3 The process of companies entering international markets

The process of entering the international market is a complex task and involves

the passage of certain stages. It is appropriate to consider these stages (Figure 1.3).
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Defining goals and objectives

N2

Analysis of the international marketing environment

N2

Defining company performance criteria

N2

Resource base analysis

N2

Decision on the expediency of entering the foreign market

N2

Decision on which markets to enter

N2

Decision on ways to enter foreign markets

N2

Development of a market strategy

\Z

Decisions on the structure of the marketing complex

Figure 1.3 The process of entering the international market
Source: developed by the author based on materials sources (Kanishchenko, 2010)

The first stage is defining goals and objectives. Before entering the international
(foreign) market of the company, it is necessary, based on the formulated mission,
strategic goals, to determine for yourself possible goals and objectives (financial,
marketing, production, organizational, etc.). They form the focus of further analysis.
Therefore the next stage is analysis of the international marketing environment. The
factors of the international marketing environment are:

- macro-environments (political, legal, economic, demographic, scientific and
technical, sociocultural, etc.);

- microenvironment (consumers, competitors, suppliers, intermediaries,
international contact audiences).

During this stage the company's competitive strategies, market growth strategies
are selected, the target segment is analyzed by analyzing the company's business
portfolio. Graphical calculations are made by creating matrices. Due to the

globalization of processes, analysis involves making estimates and forecasts both for
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the global market and for each regional national market. The third stage is defining
company performance criteria. In order to take preparatory steps for the geographical
expansion of a company, it is first necessary to make a comprehensive analysis of its
activities and determine the main indicators/criteria for its effectiveness, in order to
calculate them later and, based on them, create its own program of expansion into
international markets.

The next stage is resource base analysis. Based on the results of the analysis of
the international marketing environment, the company evaluates its own resources for
compliance with the identified capabilities and threats, determines the required amount
of borrowing of resources.

The fifth stage can be a decision on the expediency of entering the foreign
market. A comparison of the resource base of the enterprise (availability of free
production capacities, capital, experience, etc.) and the international marketing
environment is carried out, possible factors of the enterprise's competitiveness are
formulated. An international SWOT analysis is being conducted. Based on the results,
a decision is made on the feasibility of the company's entry into the foreign market. A
decision is made on the form of international marketing at the enterprise: international
activities; multinational activities; global activity.

The next stage is decision on which markets to enter. International segmentation
is carried out, a filter model is being built. The attractiveness of the markets is assessed.
A comprehensive analysis of the economic attractiveness of foreign markets is being
carried out, taking into account: target analysis; analysis of demand (its structure,
quantitative indicators); analysis of market availability (political and legal factors,
logistics, etc.); competitive analysis; risk analysis; resource analysis; profitability
analysis. The analysis highlights markets that allow the enterprise to maximize return
on invested capital. In the process of choosing markets, the enterprise is faced with the
task of continuing the life cycle of the product by using differences in the development
of foreign markets.

The next stage is decision on ways to enter foreign markets that is followed by

development of a market strategy stage. The company's international market strategy



27

is developed at the following levels: corporate (mission, corporate goals, markets,
business areas), division (by division, including geographical), business (due to which
it will compete), functional (by functional elements). The company's market strategy
in the international market involves taking into account both purely international
aspects and traditional elements that determine the market strategy of the enterprise,
transferred to the international market. This step is followed by selecting a market
location type. Depending on the degree of differences in the socio-cultural sphere, there
are three main types of international positioning in the countries' consumer
motivations: intercultural positioning, repositioning and unique positioning in each
market.

Cross-cultural positioning can be wused in the absence of significant
disagreements in consumer behavior and the specifics of market functioning. In this
case, the strategy and tactics of positioning in the international market fully coincide
with the response in the national market. The idea of a repositioning strategy (shared
adaptation of the trademark) is that, in general, the marketing environment of countries
1s similar, but there are minor differences in terms of consumer perception. At the same
time, the strategy remains unchanged, only the creative concept of implementing the
strategy can change, or when duplicating the advertising product, the name of the
product itself can change. The vast majority of companies entering the international
market use this strategy. First you need to see the segments and only then - the country.
Using this strategy allows the company to avoid additional promotion costs. If the
positioning concept implemented on the national market cannot be accepted in another
country, a unique positioning strategy (complete adaptation of the brand) is used, which
provides for the passage of all stages of positioning of the product - from detailed
analysis of the market, its segments to the choice of strategy and positioning tactics. It
may be completely different from the national ones.

The ninth step is decisions on the structure of the marketing complex. Working
in the international market, the company is forced to decide whether one marketing
complex will be used or different variations of it are required. Based on this, the

company can use one of the following strategies: 1) standardized - unified marketing
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strategy 1n all foreign markets; It should be emphasized that an absolutely standardized
marketing strategy probably still does not exist, but one of the closest to that is Coca-
Cola's marketing campaign, which supplies many standardized products around the
world. 2) an adapted - unique marketing strategy in each foreign market; 3) integrated
- a strategy that connects the elements of standardization and adaptation. A good
example of such a strategy is the multinational (multi-local) corporation McDonalds,
because the products of this company have both standardized products and tailored to

each culture of the world. Most often, this strategy is used in international practice.
Conclusion on chapter 1

It is now almost impossible to imagine a working economic activity in the world
without comprehensive integrated international trade. International business is based
on the principles of obtaining benefits from the advantages of interstate business
transactions. Therefore it can be observed that in modern economic conditions,
companies need to look for effective methods of development, increasing
competitiveness, increasing profitability and value of companies. This is mainly due to
the entry of enterprises to the international level. There are a number of ways to
successfully conduct effective international activities for both powerful and less
powerful companies. For a company that plans to operate abroad, it is mainly necessary
to define goals and objectives in the financial, marketing, production, organizational
sector, etc. On the basis of a correctly defined motivational policy, a base can be formed
for further analysis. The company's performance criteria, the marketing mechanism
should be determined, a strategic analysis of the company's market attractiveness and
competitiveness must be carried out, a market strategy is created, a method of entering
the foreign market is chosen, etc. As for the models for entering the international
market, there is actually a large number of them. This means that each company can
choose its own way to expand into foreign markets. The decision to enter the
international arena must be clearly justified, since it can radically affect the future of

the company and have both positive and negative consequences.
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CHAPTER 2. STRATEGIC ANALYSIS OF THE CONDITIONS OF

UKRAINTIAN ONLINE SUPERMARKET COOKER TO ENTER THE
ITALIAN MARKET

2.1. Company potential to enter European markets

In December 2020, the first Ukrainian online supermarket Cooker with
ecological delivery in 30 minutes opened in Kyiv. This is the first "dark store" network
in Ukraine, which offers products directly from manufacturers and delivery in a record
time - 30 minutes from the moment of ordering on the website. Cooker belongs to the
SMK Group, the largest domestic meat producer. Cooker works closely with many
suppliers of various products and receives them directly.

The supermarket operates in the "dark store" format (a store without a sales area
and customers) - it is a network of stations where products are stored and orders are
completed (Novyie raspredelitelnyie tsentryi, 2021). In the countries of Western
Europe, "dark stores" have been successfully developing for several years. Now
Cooker has 12 such stations in different parts of thecapital, provides the possibility of
ultra-fast delivery - a maximum of 30 minutes fromthe moment of order. In the future,
it is planned to increase the number of stations in the city to 25 and reduce the waiting
time to 15 minutes (Nesterenko, 2021). The company plans to expand in the Ukrainian
market, and also aims to enter international market. Couriers of Cooker's own delivery
service use Ukrainian-made electric bikes, which allows you to quickly move around
the city even in difficult road and weather conditions.

"In the project of the Cooker online supermarket, we focused on several
important issues: fresh products directly from production, fast delivery, the use of
ecological electric transport, saving time and reducing the risk of infection for
consumers, which is especially important in today's conditions. these factors are
important and in demand." — said Denis Paramonov, Cooker founder (“Svoj” servis,
2021).

Residents of cities and parts of the suburban areas can order groceries at the

Cooker online supermarket. Cooker also makes a point on speed and shipping costs. In
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Ukraine, delivery of an order worth from 10 euros is free, below this amount is 3 euros.
To ensure speed and sustainability, the company has at its disposal the latest electric
bikes. Therefore, there are crucial competitive advantages of Cooker company: free
delivery from 10 euros; own courier service equipped with ecological electric bikes,
modern equipment, protective helmets and thermal bags; care for the health of
customers because products are delivered in compliance with sanitary standards, and
all couriers and employees of the company undergo temperature checks and pass PCR
tests every few days; well-thought-out logistics of deliveries of goods from logistics
centers ("dark stores"); convenient site interface both on the desktop and on the phone
with the ability to place an order in just a couple of clicks; compliance with all
government regulations for the storage and transportation of products. So, on the basis
of already existing experience, Cooker would like to represent the position of a
modernized technological online supermarket in the international market so that as
many customers as possible can experience the convenience of this service.

In the context of the process of globalization of the modern economy, an
increasing number of companies are striving to develop foreign markets, thereby
establishing a leading position in their industry (Zlatyeva, 2018). The entry of a
business into the international arena allows attracting new customers, reducing the risk
of losses, increasing the competitiveness of the enterprise and increasing its
capitalization.

It is also important to mention the prerequisites for a company to enter the
foreign market. Entering foreign markets i1s an important strategic decision. Its
adoption is influenced by a number of reasons, among which: desire to increase profits
and ensure business growth; striving to improve competitiveness through key
competencies (know-how, unique technologies, a system of relationships with
customers, etc.); the possibility of minimizing the risk of losses during the crisis due
to the presence of the enterprise in foreign markets. As a result, the level of business
capitalization and its stability in relation to external factors (actions of competitors,

legislative measures, etc.) increase. The decision to organize a business in another
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country is preceded by an analysis of the current situation and prospects for the
development of the company, which are expressed in the following questions:

1. Time. The question concerns not only the desire to get ahead of competitors
or become their follower, but also the real capabilities of the company, the availability
of favorable conditions for the development of new economic territories.

2. Scale. Depending on the available resources, the scale of the exit is
determined: an aggressive strategy of mass capture or a gradual expansion of the
market presence.

3. Market. The most attractive market segments for the enterprise are established
(in accordance with costs, risks, prospects for expansion). Thus, the enterprise lays the
foundation for determining the desired exit strategy and developing specific marketing
measures to achieve the set business goals.

Online grocery market is in continuous growth mainly due to the impact of the
Covid-19 pandemic around the world. In order to understand the geographical
direction of the expansion of the Cooker delivery service, an appropriate analysis was
carried out, thanks to which it was found that the most suitable market for doing this
business is the market of the European Union. The main selection of factors that
influenced the choice of this market are described below The European Union was
Ukraine's main trading partner in 2019: the share of trade in goods and services with
the EU amounted to 40.1% of Ukraine's total trade. And now, at this difficult time,
Europe has become even closer to us by supporting our military, economic, social
positions in the war that Russia unleashed on the territory of our country.

Entering the EU market allows to distribute products / services throughout the
EU in the future. The constant growth of share of consumers who purchased food or
groceries online in selected countries in Europe. Association with the EU greatly
simplifies and expands the legal aspects of Ukraine's trade opportunities with the
European Union. Moving on to the analysis of online grocery delivery in Europe, the
following key points and trends were identified. Many grocery retailers are still
struggling with moving part or all of their businesses online. This is due to fears related

to the economic side of doing business. Some say that for them it is a big extra cost
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for wages: for training special personnel, for the purchase of additional equipment,
storage and rental of additional equipment and vehicles, etc. They believe that this
investment exceeds the income from this type of activity, since consumers do not want
to see much increase in the price of purchasing food, when buying online, and not in
retail outlets. Also, this is especially difficult in markets where gross profit compared
to labor costs is not sufficient to further develop the online business industry (Belgium,
the Netherlands, some Scandinavian countries, etc.). There is also another factor that
is present in the market currently. This is a relatively skeptical attitude of customers
regarding the possible quality of products. In some studies, consumers have noticed
that when using food delivery services, they are deprived of the opportunity to see,
touch and choose products for themselves. This mostly applies to fruits and vegetables.

However, hidden demand exists. In France, almost forty percent of those
surveyed said they had never used such a service, but would very likely try it if the
service was properly implemented in their region. In Spain and the Czech Republic,
for example, this mark reaches 48 percent, and in Italy it even exceeds 50 percent. In
addition, the level of competition in the Italian market is currently relatively low. In
this market there are no such powerful German, English, American, Turkish and other
brands as, for example, Gorilas (Browne, 2021), Zapp (Lunden, 2022), Flink (The
Flink Business Model, 2022), Gopuff (Weinberg, 2021), Getir (The Getir Business
Model, 2022), etc. Together, these and other factors influenced the final choice of the
Italian market for expansion.

Online groceries will develop according to different strategies in each country
depending on market share, margin and various other factors, but nevertheless, the
process has been launched, this market is developing and only those who quickly
transform their capacities, including online sales, after conducting a pricing analysis
and having formed a strategic marketing strategy will be able to profitably operate in
this segment. One of these groceries is the online supermarket Cooker, which, as
mentioned earlier, based on various fundamental factors, wants to try to develop its

position in the Italian market (Galante, Garcia-lopez and Monroe, 2013).
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Now it is appropriate to present the scheme for entering the Italian market
developed on the basis of a study of the works of Professor Kanishchenko (2004).

The first stage in this scheme is informational. It conducts a comprehensive
assessment of the business situation, collection of information and data processing. It
starts with collecting information and includes such items:

1. Internal-corporate analysis of the state and market opportunities of Cooker;
opportunities to enter the Italian market: financial opportunities; definition of criteria
for the effectiveness of enterprise management (management style, organizational
structure of management, functional responsibilities, etc.); monitoring of pre-defined
foreign markets of online supermarkets.

2. Analysis of the state of market opportunities of the company: experience and
reputation in the market; the company's share in the national market; the amount of the
budget for the company's marketing activities.

3. Market research of online supermarkets in the global and European market:
study of the development of E-Commerce in the European market; research of
tendencies of characteristics of the goods which have started to use demand for the last
2 years; research of existing and promising online supermarkets in the European
market.

4. Research of the Italian market of online supermarkets: volumes and structure
of demand for E-Commerce in the field of online food delivery; a study of the cultural
habits of Italians regarding food; a study of the cultural behavior of Italians regarding
the habits of buying food; analysis of competitors; collection of information and
analysis of data on Cooker's methods of entering the Italian market.

The next task in this first stage is data processing: forecasting the situation in
the Italian market in the field of online supermarkets, analysis of market trends,
preparation of data for the matrix of the company's competitiveness in the market, the
matrix DPM; determination of the main parameters when choosing an online
supermarket; proposals to improve the organizational structure of the company to enter
foreign markets; assessment of the possibility of product modernization.

The second stage is analytical. During it, such type of work is carried out:
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1. Nomination, evaluation and subordination of goals.

2. Analysis and evaluation of the place of the company Cooker on the main
parameters of the choice of online supermarkets among strategic competitors: study of
factors of micro - and macromarketing environment of selected markets; justification
for choosing the Italian market among other possible ones; competitive analysis;
definition of the target country; preparation for marketing research (conducting
questionnaires, surveys, search questions, etc.); development of marketing strategy.

3. List and performance of tasks: decision-making on the model of entering the
Italian market; marketing activities; preparation for the deployment of the company in
the Italian market according to the model defined earlier.

4. Justification of marketing activities.

5. Calculation of scenarios for the development of marketing activities.

The third stage is strategic marketing. During the current stage, substantiation
of market entry strategies (stages, deadlines, methods, etc) is carried out
Conventionally, this stage can be divided into two sub-stages. The first substage is
analysis of competitors using matrix evaluation methods: construction of the BCG
matrix; conducting DPM analysis based on data on the analysis of market
attractiveness and competitiveness of the company; analysis of the company's position
in the Italian market. The second sub-stage is conducting a narrower analysis of
Cooker's competitive advantages in the Italian market: preparation and collection of
data for market segmentation; conducting segmentation; determining the unique trade
offer of the company; preparation and collection of data to create the Ansoff matrix;
construction of the Ansoff matrix (Ansoff, 2007); competitiveness analysis according
to M. Porter's strategy; construction of the Porter matrix (Porter, 2006); determining
the Kotler’s competitiveness strategy; construction of the Kotler matrix (Kotler, 1967).

The fourth is called operational-tactical. During it, such actions are performed:
developing of an operational plan (distribution of operational and tactical tasks);
coordination and implementation of marketing activities; specific defining and
calculating of subjective and objective pricing parameters based on previous analysis;

solving all possible problems that may relate to logistics, segmentation; reassessment
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of projected budgets to achieve goals; completing analysis of the future advertising
campaign, the formation of pr, stimulating demand and sales.

Stage five is called marketing control during which the following is carried out:
control, collection and evaluation of data on the results and evaluation of performance
indicators and evaluation of indicators of production and commercial activities of the
company and indicators of effectiveness (success) of marketing activities; informal
control; determining the level of success of marketing support of production and
commercial activities of the company; the level of awareness, loyalty, effectiveness of
advertising, etc.

As can be understood from this sub-section, Cooker has a positive experience
in the online food delivery service, and also has great potential for development in the
future. But it can also be concluded that the decision to enter a foreign market in order
to realize one's potential must also be fully justified in any case. Nevertheless, with
proper implementation, the company will be able to achieve the cherished goal of

conquering the international market and, most importantly, gaining benefits from this.
2.2. Macro environmental scanning of Cooker opportunities and threats

The macro environment opportunities and threats analysis is based on Pestel
(Political, Economic, Social, Technological, Environmental) analysis, which in turn
allows us to assess the impact of various external factors on our delivery service.

Below is Table 2.1, which selected and combined economic, political and legal

factors that affect the operation of this business.
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Table 2.1
Final assessment of economic, political, legal factors of the macro environment
Evaluation criteria Current
No Factor evaluation
Low Medium High Ital
(0,0-3,3) (3,4-6,6) (6,7-10,0) y
Market threats
The inflation rate
1. | growth (directly | > 1% yearly 0-1% yearly < 0% yearly 3,5
affects the prices
of products)
high level of
taxation
(sometimes average level of low level of
2. | Tax policy (tariffs | more than 50%). | taxation of legal | taxation <45 3
and incentives) Lack of a single | entities (45% - %
document 50%).
regulating tax
Legislation
Lightened
average requirements
strict requirements for for the
Business requirements for | the registration ofa | registration of
3. registration registration of a legal entity. a legal entity. 7
legal entity Loyal legal Privileges.
framework. Investment
incentives.
Market opportunities
Market value of e- | 1-2 bln. EUR 2-5 bln. EUR >5 bln.
1. | commerce B2C EUR 7
food & grocery
Grocery 0,5-1% 2-3% 3+%
2. | eCommerce sales 6
(yearly)
Total 33,5
0-20 Strong negative influence of macroeconomic factors. Business deployment
danger
20 — 30 Medium moderate influence of macroeconomic factors. Caution in
starting abusiness
> 30 The positive impact of macroeconomic factors. Relevance and
encouragement ofbusiness creation

Source: developed by the author based on materials sources (Clark, 2005), (Digital transformation,

2021), (Italy Hourly Wage Inflation, 2022), Italy inflation rate, 2022)

The first factor, namely the rise in inflation, is very important for Cooker. Since

an increase in the level of prices for products from buyers will negatively affect the
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final price of the product for the consumer. Some consumers may even stop buying a
product if its price jumps up and turn their attention to substitute products (services).
Based on these facts, the inflation rate was included in the list of the main external
factors. Other macroeconomic factors such as level GDP growth, exchange rates, etc.
also affect the work of the company, but rather indirectly than directly.

The next important factor for doing business abroad is the level of taxation, a
political and legal factor. Since this factor directly affects the level of the company's
net profit, it was impossible not to include it in this list. In this case, we can say that
the Italian tax system is quite difficult. The idea behind it is that the general, aggregate
tax for businesses in Italy is higher than in many European countries. That is why the
corresponding points were exposed.

As regards purely legal macro-factors, one can single out such a factor as the
ease of registering a business abroad. We all know that there are countries where doing
business is frustrating for foreigners due to a lot of bureaucracy and various legal
issues. In this case, starting a business in Italy is not too difficult and time-consuming
process.

In terms of market opportunities, the following macroeconomic factors can be
vividly expressed that can positively affect business development: growth of online
grocery market share and sales. Both factors indicate that the level of e-commerce is
increasing every year, sales on the Internet are also growing. Most importantly, this
also applies to online grocery sales. This is a very positive factor for Cooker.
Undoubtedly, such a sharp rise took place against the backdrop of the Coronavirus
pandemic, this gave impetus to the development of such services. We are entering a
new era of e-commerce and most likely, even after the end of the coronavirus
pandemic, all the indicators mentioned above will continue to rise.

The next important task is to describe the remaining factors, namely social and
environmental, in order to finally formulate Pestel's analysis and come to the choice

of a market for business deployment. For this, Table 2.2 was built.
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Table 2.2
Final assessment of social and environmental factors of the macro environment
Evaluation criteria Current
No Fact evaluation
or Low Medium High (6,7- Ital
(0,0-3,3) (3,4-6,6) 10,0) aly
Market threats
Age structure of
the  population 0 o 0
1. from 25 to 52 <40% 40-50% > 50% 5
years old
Covid-19 6% 3-6% 0,6+%
2. R . 5
ecovering
More loyalty to Approximatel
Attitude towards dome}:s ticy ythe same
imported/foreign . loyalty to both | High loyalty to
3. services/brands ; . 5
goods and . foreign and foreign brands
. than to their )
services domestic
own
brands
Market
opportunities
The level of
Innovation and
technological 0-1 % 1-4% > 4%
1. | development of 5
the industry
basedo online
sales (yearly)
2. | Requirements for]  The level of The level of The level of
product quality loyalty to the loyalty to the loyalty to the
and service level | uniqueness Qf uniqueness of uniqueness and
the produqt is the product is features of ‘ghe
. loyv. Partial low. Partial company is
1nd1fferepce 0 | indifference to high. 7
the quality of th . Consumersare
e quality of :
the product and th duct more likely to
service in favor de product choose based
of a low price. ?;Voiegffolxz on quality
price
Total 27
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Continuation of the Table 2.2

0-20 Strong negative influence of macroeconomic factors. Business deployment
danger
20 — 30 Medium moderate influence of macroeconomic factors. Caution in
starting abusiness
> 130 The positive impact of macroeconomic factors. Relevance and
encouragement of business creation

Source: developed by the author based on materials sources (Digital transformation, 2021),

(Grocery trends, 2022), (Italy indicators, 2022), Naselenie Italii, 2013)
It 1s worth starting the description of the tables with factors that can potentially

form threats to business development in the market. The first factor will indicate that
the number of people between the ages of 25 and 52 is medium, which directly means
that our target audience is in an acceptable number. It should be noted once again that
our target audience 1s people who work, have a family or plan to start a family who
are interested in buying food at an adequate price with fast and high-quality delivery.

Second place is the recovery rate after Covid-19. In this case, we fully support
and wish recovery to all people affected by this and other diseases. These statistics
only note the fact that quarantine conditions in countries automatically increase the
volume of online sales, bringing great profits to all companies that can work online. It
should be emphasized once again that all online purchases from both sick and healthy
people are taken into account during quarantine. Since the difficulty of logistics
processes, the closure of shops, markets, etc. positively affects the earnings of the
company, the line "Covid-19 recovery" was included in this table.

People's attitude to foreign goods / services is the third factor. This factor is also
very important for the decision to open a business in the country. If people are loyal to
their traditions, to their domestic brands, then foreign companies have few chances to
reach a high level in sales and profits.

In terms of market opportunities, such technological and social factors were
selected: "The level of innovation and technological development of the industry based
on online sales (yearly)" and "Requirements for product quality and service level". The
first factor, an increase in the level of technological development, also affects the
growth of the level of e-commerce, which in our case is a very important factor, since

the Cooker company offers its products precisely through e-commerce.



40
Regarding the second factor, then it should be said that it is important to

understand in the case of the Cooker company the attitude of people towards high-
quality products. It means that this factor helps to know whether people are willing to
pay for quality products or choose a substitute with low quality but with a relatively
cheap price.

Coming to the conclusion of the analysis of macro factors, it should be
emphasized that Italian market is favorable for the location of a business of this kind.
The number of barriers to entry in the markets is also low due to the novelty of this
type of activity. Market is open to entry. In terms of capabilities of the Cooker
company in the Italian market, it should be noted that the Italian market is gaining

acceptable number of points when assessing the impact of macro factors.
2.3 Competitive context of Cooker’s operation in the Italian market

In this chapter, a strategic analysis of the Italian market of online grocery
delivery attractiveness will be conducted, as well as the competitiveness of Cooker
within them.

Strategic analysis of the competitive position of Cooker in the segment above
will begin with an analysis of the company’s micro environment. This is done in order
to assess the data of national markets of food delivery services and determine which
of them is the most promising for the future of Cooker. To analyze the micro
environment opportunities and threats, the Porter's Five Forces model will be used.
Overcoming competitive threats involves developing a strategy based on building a
two-dimensional matrix to assess the strength of each threat.

First we are to analyze the competitive rivalry within an industry. The
competitive rivalry within the industry is shown on Figure 2.1. The preliminary

assessment can be seen in Appendix A. (Table A.1).



Market growth
AN
Segment 1 Segment 2 Segment 3
= Strategic regrouping of Open to entry Open to entry
= forces within an industry A
N Segment 4 Segment 5 Segment 6
2 Sharp industry Company’s strategic Open to entry
competitiveness initiatives
N
. . 4
low medium high

A - Italian segment

Industry average
profit

Figure 2.1 — Competitive rivalry within the global market of online grocery

Source: developed on the basis of author's researches
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The threat of new entrants was analyzed (Figure 2.2). The preliminary

assessment can be seen in Appendix A. (Table A.2).

Reaction of
market actors
N

Segment 1

Segment 2

high

low

High risk of competition within an
industry due to hidh barriers to exit

Low risk of new entries due to high
barriers to enter

Segment 3
Low risr of new entries with low
barriers to entry

Segment 4
A High risk of new entries

N

low

high

A - Italian segment

7

Market
attractiveness

Figure 2.2 — Threat of new entrants in the global market of food delivery

Source: developed on the basis of author's researches

Thus, the Figure 2.2 shows that Italian food delivery markets are is on the border

between 3 and 4 segments but still belong to fourth. This segment is open for new

companies to enter. The industry is attractive, but the existing business entities do not

react rigidly to new invasions. This is due to the lack of primary demand, when
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companies focus on quickly gaining a large market share, rather than on the actions of
competitors. In addition, they do not yet have sufficient market power to respond
toughly to new incursions.

The threat of substitute products was analyzed (Figure 2.3). The preliminary

assessment can be seen in Appendix A. (Table A.3)

Price / quality ratio

N

Segment 1 Segment 2
High risk of competition by A Low threat of substitute products
differentiation from subst. products

high

Segment 3 Segment 4
High threat of substitute products High risk of competition by costs
from subst. products

low

N
7

low high Expenses to switch
e ) to a substitute product
- Italian segment

Figure 2.3 — Threat of substitute products in the global market of food delivery
Source: developed on the basis of author's researches

Thus, the Figure 2.3 shows that Italian food delivery market is in segment 1. It
is characterized by the competitiveness of the product offer with low expenses of
switching to a substitute product. In this case, it means that users need to convey to
them what are the benefits of using Cooker delivery, compared to a simple trip to the
supermarket. We are talking about saving their time, speed and quality of delivery at
a relatively inexpensive price.

The preliminary assessment for the Figure 2.4 can be seen in Appendix A (Table
A.4). Thus, the Figure 2.4 shows that the Italian food delivery service market is in
segment 4. This is due to the fact that this type of service is not yet sensibly presented

in the Italian market.
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Level of customers’
concentration or integration

AN
- Segment 1 Segment 2
=h High bargaining power of customers High risk of competition by
- differentiation from customers
N Segment 3 Segment 4
5 High risk of competition by cost from Low bargaining power of customers
customers
N
. 7
low high

Level of product
A - Italian segment diversification

Figure 2.4 — Bargaining power of customers in the global market of online grocery
delivery
Source: developed on the basis of author's researches

Figure 2.5 depicts a matrix for assessing the market strength of suppliers. The
preliminary assessment can be seen in Appendix A (Table A.5). Based on the fact that
the online grocery delivery service does not produce products on its own, but works

with suppliers, their power is high in the Italian market.

Level of suppliers’
concentration or integration

AN
- Segment 1 Segment 2
Eb High risk of competition by costs High bargaining power of
= from suppliers suppliers A
o Segment 3 Segment 4
5 Low bargaining power of suppliers High competition by differentiation
from suppliers
N
. 7
low high Level of product
‘ - Italian segment Stversdication

Figure 2.5 — Bargaining power of suppliers in the global market of online grocery
delivery

Source: developed on the basis of author's researches
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Below you can see the final results of the assessment of microfactors (Table

2.3).

Table 2.3
Final assessment of the micro environment factors
Evaluation criteria Clllrrer}t

Ne Factor evaluation

B Low Medium High Ital

(0,0-3,3) (3,4-6,6) (6,7-10,0) aly
Market threats
1. zr}lltl;zarlltts of  new in segment 3 in segment 1, 2 in segment 4 7
2. gggitcgf substitute in segment 2 in segment 1, 4 in segment 3 6
3. logfal Zlgfsltgiﬁgrs powet in segment 4 in segment 2,3 | insegment 1 3
4. lo3fa ;glglpnlllgi power in segment 2 in segment 1,4 | insegment 2 8
5. gﬁﬁgﬁggi;&?ﬁgy insegment 2, 3,6 | insegment I, 5 in segment 4 3
Total 27

0-25 Low level of overall threats
26 — 35 Medium level of overall threats
> 35 High level of overall threats

Source: developed on the basis of author's researches

In order to identify companies that are the closest competitors for Cooker in the
identified attractive segments, strategic groups’ maps will be built for each of them.

Figure 2.6 depicts Cooker's closest competitors by key metrics in the Italian
market. It is worth noting here that the company is in a separate segment, which means
that the closest competitors cannot really compete with Cooker in terms of price,
quality and delivery speed, which is positively reflected in the creation and

development of this business in the Italian market.
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Prices

N

Group 1

high

% Group 2

medium

low

N
7

low medium high

. - Cooker . - Carrefour.it A - Everli

Speed and quality
of delivery

Figure 2.6 — Strategic group’s map in the Italian market of online grocery delivery
Source: developed on the basis of author's researches

Compilation of a profile of Cooker strengths and weaknesses in the Italian
segment and analysis of its key competitor was carried out in a table form (Appendix
B). The comparison was done on a set of key parameters, each of which got a current
evaluation from 1 to 10, where 10 - the highest score.

Based on this table, you can see that Cooker outperforms its main competitors
in some key indicators, such as: price for delivery, speed and quality of delivery, as
well as in terms of "Safe and eco-friendly delivery". Cooker company is ahead of its
main competitors in some key indicators, namely, such as: price for delivery, speed
and quality of delivery, as well as in terms of "Safe and eco-friendly delivery ". In
sum, this gives Cooker great advantages over its Italian competitors in terms of
important indicators when choosing a delivery service by consumers. Among the key
shortcomings, one can similarly notice the diversification of the company's product
line, as well as the supply chain, compared to the large Carrefour supermarket. It

should also be said that there are other well-known supermarket chains (Conad, Coop,
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etc.). Many of them already have their own online delivery. But it differs significantly
from the Cooker delivery system and basically works on the following principle:
special personnel take an online order, collect supermarket products running from shelf
to shelf, and transfer the collected order to a courier service that carries these products
from the supermarket to customers. Cooker at the same time works on a system of
warehouses or "dark store" (Novyie raspredelitelnyie tsentyi, 2021). The staff takes
the order and collects it right at the warehouse where this process is automated. There
are no buyers and everything works at a fast pace. These warehouses are located so
that it is convenient to deliver products to any point in the city as soon as possible.
They do not need to be in front of everyone, in places where a lot of people are
concentrated and there can be heavy traffic. On the contrary, they are located
conveniently and logistically competently. Thus, couriers significantly save time on
delivery. This means that the quality of delivery is improving. This all happens due to
the fact that this service is not an "add-on" service to the supermarket. Online
supermarket Cooker and online grocery delivery are one whole.

Choosing the target segment by means of portfolio analysis. The next important
point in the analysis of Cooker company is Optimization of the company's business
portfolio. Portfolio analysis is used to optimize a company's business portfolio. In this
work, the DPM matrix will be used, as in the portfolio analysis tools. To build this
matrix, it was first necessary to analyze the main factors of market attractiveness, as
well as the competitiveness of the Cooker company. The tables with the main factors
are presented below.

In the Table 2.4 the main factors of market attractiveness at the moment are
highlighted, as well as estimated indicators for the near future. You can summarize all
the information as follows: at the moment, the Italian market is really developing in
the field of eCommerce. It is also interesting to note that because of Covid-19, the
demand for online grocery delivery services has begun to grow. It should also be noted
that there are currently few competitors in this industry on the Italian market. This adds

up to a great development advantage for Cooker in this market.
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Table 2.4
Market attractiveness for the DPM matrix
W Evaluation criteria Italy
Factor Low Medium High Now Future

(0,0-3,3) (3,4-6,6) (6,7-10,0) CE | WE | CE | WE
Covid recovering 0,20 6% 3-6% 0,6+% 6 0,2 7 1,5
Grocery e-commerce
sales (yearly). 0,15 0,5-1% 2-3% 3+% 4 0,6 8 1,2
Source: Mercatus
Competitors 0,20 4+ 2-4 <2 9 1,8 6 1,2
Market value of e-
commerce B2C 0,15 1-2 bln. 2-5 bln. >5bln. EUR | 3,5 0,5 7 1,05
food&grocery in Italy EUR EUR
2015-2020
E-commerce
purchase rate of food | 0,15 | 0—15% of | 15-40% of >40% of 2 0,3 5 0,75
or grocery in Europe consumers | consumers consumers
2006-2019, by
counrty
Demand value of
B2C food delivery in | 0,15 | 0—300m. | 300-1,000 | 1,000>EUR | 3,5 | 0,53 5 0,75
Italy from 2015 to EUR m. EUR
2020
Source: Statista
Total 1 3,93 6,45

Source: developed by the author based on materials sources (Laricchia, 2022), (Reiley, 2020),
(Sabanoglu, 2020), (Share of consumers etc., 2021), (Share of sales etc., 2022), (Soergel, 2020)

In turn, the Table 2.5 highlights the main advantages of the Cooker company

over its competitors, as well as weaknesses, which will be leveled in the future as the

company develops. This table clearly and distinctly shows that the main advantages of

this company are low delivery costs, speed and quality of product delivery. All in all,

this provides good development opportunities in the Italian market.
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Table 2.5
Company competitiveness for the DPM matrix
Evaluation criteria Italy
Factor Y Low Medium High Now Future
(0,0-3,3) (3,4-6,6) (6,7-10,0) CE WE CE | WE
Prices 0,20 | Higher in Average Lower than 5 1,24 | 6 1,36
the market in the market
Prices of delivery 0,15 Stable Stable Stable 8 1,2 9 1,35
delivery delivery delivery price
price > €5/ | price >€4-3 | > €3/ free
free / free shipping
shipping shipping from €15 and
from €20 from €20- lower
15
Speed and quality of 0,20 | Low speed. | Average High speed. 7 1,4 8 1,6
delivery No Some
additional additional
bonuses in bonuses in
quality and quality and
speed of speed of
delivery. delivery.
Low High
accuracy of accuracy of
deliver. delivery
Suppliers network 0,15 | Unstable, Stable, Stable, many | 6 0,9 6,5 0,98
few average
Diversification of 0,15 | <5000 5000-10000 | >10000 4 0,6 7 1,05
product line
Safe and eco-friendly 0,15 | Higher in Use safe Use safe 8 1,2 8 1,2
delivery the market delivery of delivery of
goods (safe | goods (safe
packaging, packaging,
etc.) They etc.) They
also use fuel | also use only
vehicles for | electric
delivery vehicles for
delivery
Total 1 5,54 7,54

Source: developed on the basis of author's researches

Now, based on the base that has been formed, we can create a DPM matrix for

our grocery delivery service Cooker (Starostina, Goncharova and Krikavsky, 2012).

This matrix is be presented below (Figure 2.7).
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Figure 2.7 — DPM matrix for Cooker
Source: developed by the author based on materials sources (Kochkina, 2019), (Starostina, 2012)

According to the DPM matrix designed, it can be noticed that Cooker is now in
the "Growth with caution" segment. Nevertheless, based on the forecasts, due to the
correct implementation of the marketing strategy, in the near future the Italian segment

may become attractive enough to focus exactly on it.
Conclusions on chapter 2

From this section, the following main conclusions can be drawn: Cooker is an
ambitious Ukrainian online supermarket that operates on a unique "dark stores"
system, allowing staff to collect and deliver the freshest products directly from the
warehouse to the client in the shortest possible time; The European market is the most
acceptable for Ukraine both geographically and economically. At this difficult time,
Europe not only did not turn away from us, but made it clear that it would help us and
protect our positions until peace returned to our country and region; Italy is a favorable
market for the development of online activities from the online supermarket Cooker,

since there is still no strong competition in this geographic market, there is demand,
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and the entry thresholds for this market are not high. The capacious macro and micro
analyzes of the attractiveness of the Italian food market were carried out. Due to these
analyzes, the openness of this market was once again emphasized. Some of the Cooker
key competitors in the Italian market were carefully examined. A distinctive analysis
was carried out and the competitive advantages of Cooker were highlighted.

The entire analysis conducted above emphasizes that Cooker has an impressive
competitive potential and will continue to develop its positions despite the economic
difficulties that arose in connection with the Russian military invasion in Ukraine.
Also, thanks to this study, the company's ability to access a foreign market was noted

and justified, given that a suitable and correct model will be selected in advance.
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CHAPTER 3. DEVELOPMENT OF MODELS OF COOKER ENTERING THE

ITALIAN MARKET.

3.1 Definition of Short-Term Demand and Consumer Motivations in the

Italian Market

Based on an earlier comprehensive analysis of Cooker activities, an alternative
option was chosen to solve marketing problems and implement marketing
opportunities, namely, Cooker entry into the Italian online food delivery market. The
purpose of the study was formed as follows: a study of demand and consumer
motivations when choosing the service of the online supermarket Cooker (Starostina,
2009).

After formulating the purpose of the study, it is necessary to establish clear
boundaries of the study (Zhurylo and Starostina, 2010). Study limits are defined in
terms of: territorial boundaries of the study (global market, regional market, country
market, individual region in the country, individual city, etc.); time limits (short,
medium, long-term periods); product or service line latitudes; number of market
segments (Belyaevsky, 2001). In our case, the following study limits were established
the Italian market by territory, short-term demand and consumer motivations by time,
online supermarket Cooker by breadth of product line.

Therefore, given this, the purpose of this marketing research is formed as
follows: to investigate consumer motivations and the level of short-term demand for
the online supermarket Cooker in the Italian market. To conduct this study, a survey
method was chosen. Questionnaire - a structured form of data collection, consisting of
a series of questions that the respondent must answer (Jenkins, 1999-2000). The
questionnaire is the main means of obtaining information from respondents. The main
function of the survey is to collect the information necessary to implement the specific
purpose of the marketing research. A questionnaire is a structured, logical, written list
of questions (open and closed) that provide reliable information to achieve the specific

goal of a marketing research (Kochkina, 2013).
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Questionnaire as Primary Information Collection Tool has a number of goals
(Payne, 1951):

- transform the questions of interest to the marketer into specific ones questions
that respondents would want and be able to answer;

- standardize questions and forms of answers to them;

- create prerequisites for successful communication with the respondent and
contribute to the completion of the interview;

- increase the input speed with automated processing information;

- be a means of verifying the reliability and reliability of data;

- minimize errors in the study.

The process of developing the questionnaire is iterative in nature and is aimed at
sequentially clarifying, increasing the likelthood of obtaining reliable answers,
eliminating the impact of the content of questions and their format on answers
(Peterson, 2000). Defining the purpose of the marketing research and drawing up a
questionnaire using the example of the implementation of the educational and scientific
project “Marketing risks of consumers of the online supermarket Cooker in the Italian
market”. The design of this marketing study took into account important cultural,
economic, social factors, as well as the habits of purchasing food products in order to
investigate the possibility of introducing this service in the Italian market.

Based on the analysis of the factors of the marketing environment, a
management problem was formed - what should be the marketing complex aimed at
reducing consumer risks in the Italian online food delivery market. In accordance with
this, the purpose of the study was formed, namely, to determine the elements of
perceived risk in the Italian market for online food delivery and a strategy for reducing
it that consumers can use (Starostina and Kravchenko 2003a).

The purpose of the market research has the following components:

1. Identify the most important points for consumers when choosing an online
supermarket service.

2. Find out the main strategies for minimizing risks when choosing an online

supermarket service.
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3. Identify the main differences in the perception of risks, as well as strategies
proposed to reduce them, among different groups of consumers. Highlight the
consumer segments on this basis.

4. Find out the most common way to buy food at the moment.

5. Establish how often consumers buy food.

6. Establish how often consumers use online food delivery.

7. Install or use consumers online supermarket service and establish the main
causes and risks associated with the use of the service.

8. Establish the main criteria affecting the choice of online food delivery service.

9. Identify the potential likelihood that consumers will use the online
supermarket service for daily/weekly/monthly food purchases if satisfied with price,
quality and other important criteria.

10. Identify and assess the importance of each criterion when choosing an online
supermarket service.

11. Formulate specific questions on the most convenient option for paying for
the use of the online food delivery service.

The development approach to market research was implemented, which in turn
includes the definition of research methodologies, an analytical model, and a
questionnaire (Starostina and Kravchenko 2003b). Based on the analysis of the factors
of the marketing environment, a management problem was formed: what should be the
marketing complex aimed at reducing consumer risks in the Italian online food delivery
market. In accordance with this, the purpose of the study was formed, namely, to
determine the elements of perceived risk in the Italian market for online food delivery
and a strategy for reducing it that consumers can use.

This study is based on the methodology of market research in a transformational
economy. The basis for determining analytical models of consumer risk perception in
the online food delivery services market was the provisions of theories of marketing,
consumer motivations, and consumer segmentation (Zhurylo and Starostina, 2010).
The main independent and dependent variables were substantiated, their

operationalization was carried out; clarified the type of study (descriptive); the type of
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selective observation was revealed; completed a questionnaire; a strategy for analyzing
the data that was collected was drawn up (Vriens, 2001).

During the development of the methodology for the study, certain provisions and
results of the work of competent specialists who studied the issues of perceived risk
based on the use of a theoretical approach were used. According to the approach, there
is a risk where the consumer has some degree of uncertainty about the results of using
the service. The essence of this concept of risk is as follows: while using the service,
there is a certain probability that the buyer will be dissatisfied. The total accepted risk
of the buyer is divided into a number of components: functional (operational), social,
financial, temporary and physical.

From this theory of perceived risk, it can be noted that buyers prefer the company
with which the lower risks are associated. Therefore, marketers urgently need to
determine how clients can reduce risks. This allows to develop a marketing complex
taking into account consumer actions. There are certain ways that can reduce risks
when using the online supermarket service:

1. Search for information by customers. This is an exculpatory strategy, since if
consumers have enough information about the service, then the consequences of its use
become more predictable. Consumers use information from a variety of formal and
informal sources. There is a statement that if the first place for the consumer is occupied
by financial risk, then he or she will rather take into account personal information
sources.

2. Brand loyalty. Research shows that consumers can reduce their risks by
staying loyal to the brands they love. But it is important to note that this is not always
the case.

3. Image and popularity of the service. Consumers tend to rely on brand
reputation, and often prefer brands that are advertised nationally. The large amount of
advertising adds confidence that they are buying or ordering services from a popular
brand.

4. Service price. It plays a big role for buyers, mainly when other information is

inaccessible to them. But it should be noted that in the online grocery market, a lot
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depends on price/quality indicators. Ceteris paribus, consumers can resort to cheaper
services, thereby reducing their financial risks, but increasing their functional ones.

5. Search for confirmation of the correct selection (reinsurance). Those
consumers who doubt that the choice of this service is the right solution sometimes
resort to a trial order of a certain number of goods.

In order to confirm or refute some of these theses, a survey was conducted
(Jenkins 1999-2000). This survey is a critical primary study of consumer motivations
(Kanishchenko and Dotsa, 2004). Also, this study sheds light on the general situation
in the Italian grocery market. Fundamental questions that come from Cooker
competitive advantages were also included in this survey. The survey was conducted
among students of Italian universities, mostly from the University of Macerata. 100%
of respondents are Italian citizens. ~ 76% of respondents are between 18 and 25 years
old. After conducting questionnaire (Appendix C), the following conclusions were
made:

1. The vast majority (81% of respondents) buy food by visiting supermarkets
(Figure 3.1), which is a significant indicator for the company, as Cooker is an online

supermarket and can cooperate with other supermarkets.

Ways to buy food

Buy food atthe market

Order food products online

Visit a supermarket

Figure 3.1 — The most popular ways to buy food

Source: developed on the basis of author's researches
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2. The frequency of buying food is quite high. After all, about 70% of

respondents buy food more than once a week (Figure 3.2). Therefore, the potential

demand for food orders is quite high.

Frequency with which respondents buy food

Once every two weeks

Twice a week

More than twice a week

Daily

Once a week

Figure 3.2 — Frequency with which respondents buy food
Source: developed on the basis of author's researches

3. The majority of respondents (80%) have never used the services of an online
supermarket, but 20% of them did not have such an opportunity due to the lack of this
service in the local market. But it should be noted that if there is an online supermarket
that could meet all the needs of respondents, 70% of whom expressed a desire to try
this service.

4. Almost 50% of respondents almost do not use online food delivery from
restaurants (Figure 3.3). For us, this may indicate that a given number of people are
cooking at home from products they buy in supermarkets / markets, etc. This is good

information for Cooker, because it mostly sells raw food for subsequent cooking.
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Have respondents used the services of an online supermarket?

There are no online supermarkets
1

No

Figure 3.3 — Have respondents used the services of an online supermarket
Source: developed on the basis of author's researches

5. From the survey it can be concluded that the main factors influencing the
choice of food delivery will be the price of delivery and its quality. Also important
factors in choosing delivery were its speed and the assortment of the supermarket. The
strength of the brand, supermarket recommendations and loyalty programs were not
very significant factors for the respondents. It should be emphasized that most of the
factors that are important to customers are Cooker's strengths.

6. The majority of respondents stated that they use Conad and Coop
supermarkets (34.2% and 18.4% respectively). This is very important information for
Cooker, because in the future Cooker will be able to consider them as target partners.

As a result, returning to the theses about consumer motivations, it is interesting
to note that the price and quality of delivery have become key factors when choosing /
using an online supermarket service. This underlines the above hypotheses. Since,
other things being equal, as well as little awareness of this type of service (partly due
to the lack of abundance of this type of service in the market), customers tend to choose

price as a fundamental factor when using the service.
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3.2 Recommendations for the company to enter the Italian market

In the first section, different models for companies entering international
markets were introduced. The second section was focused on unlocking the potential
of the Cooker company, as well as researching the food market in Italy. Based on the
information that was provided in the first two sections, you can start to analyze the
models and choose the right one for Cooker to enter the Italian market:

- Direct exports apply more to companies operating in a commodity market or a
specific service market. In our case, exporting goods of the online supermarket Cooker
is certainly not relevant, since it is mainly food and in general the company's mission
to open Cooker branches in local markets, concluding contracts with local
manufacturers of products, creating relatively small coverage areas (for example, a
separate city or village), in order to minimize the speed of service.

- Contract production and direct exports are more considered by companies
focused on the commodity market. It is profitable for such companies to deploy
enterprises in a foreign country to gain access to cheaper labor, reduce transportation
costs, which really plays a big role for large or bulky goods; approaching the production
of the product line to potential customers, which allows you to better know their needs,
habits and requests.

- M&A and joint ventures are also very well known and widespread form of
business expansion to international markets, but it should be noted that our enterprise
is a mid-scale business, and large companies with significant capital are mainly
involved in M&A transactions. Also, such models are more suitable for companies that
have large capacities and are willing and able to share them to work together in a
particular market. In the case of the Cooker company, there is no goal to study and
implement vertical integration in a foreign market, which our partner knows and
understands better than we do. Also, a full joint ownership of an enterprise in a foreign
market means more risks for us, more responsibility and less likelihood of obtaining a
significant share of influence. After all, the company at this stage does not intend to

sell its part of the business, patents, skills and knowledge.
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- As for the hierarchical business structure, which is called the "Green Field
strategy", it is not suitable for the Cooker company, because at least Cooker is not
know-how or "blue ocean" and does not have the corresponding capacities. This
strategy 1s more suitable for companies that develop strategically new types of
technologies, infrastructure, etc. on a global scale. The Cooker company does not have
a goal to enter a foreign market and come up with a completely new system. Cooker,
although a technology company, is not a clean slate project. It is a service that has
sufficient experience and knowledge and wants to expand it to the foreign market.

- Concerning licensing, it implies the complete transfer of all technologies,
knowledge, and skills to the licensee for a certain cost. One cannot but agree that this
is one of the simplest models for entering a foreign market. However, in this case, the
company completely loses control over the conduct of activities in the foreign market.
This can have bad consequences for Cooker, since the licensee, having received
relatively new innovative technologies, may not be able to independently and correctly
implement these technologies in the local market, or simply abandon this activity at the
first failure. Thus, Cooker can very quickly lose a region of interest with great potential.
It will be very difficult to return there again given the negative feedback about the
brand. Cooker plans to gradually develop foreign markets, train potential clients, and
not give all his achievements one way.

- Franchising is an ideal solution that combines the best features of many options
precisely for our kind of activity. Franchisee is loyal, invests in the franchisor's
business, supports its strategy and generally cannot cause severe damage to the
franchisor. For online supermarket Cooker, this is really the best opportunity to
distribute its brand name abroad, especially in a country where there are a small number
of direct competitors. As the findings of the survey could be seen, many Italians were
happy to use the services of an online supermarket, provided that its concept was
correctly created and developed. Cooker has invaluable experience in this industry and
would willingly provide it to its franchisee. It is also a less costly type of international

activity, which will allow Italians to get acquainted with a high-quality online service.



60

Moreover, it's an excellent option for an advertising campaign in the local market. This
is a cautious but effective step to expand the company abroad.

Concerning the form and type of franchising that is appropriate for Cooker, it is
direct service franchising (business process franchising). This model implies the
transfer of the rights to a certain franchisee to provide a certain type of service under
the brand name of the franchisor, which provides the partner with the necessary
equipment, marketing and advertising technology. In addition to support, the franchisor
monitors the work of the franchisee. Service franchising includes fitness centers,
beauty salons, cafes, restaurants, training centers and so on.

Nevertheless, in any case, the next important step in choosing a franchise is to
assess the risks of this operation. Having decided to scale your own business with the
help of a franchising model, a fanchisor needs to be prepared for the fact that this may
entail certain risks. Since selling a franchise, the owner transfers to the franchisee the
right to use the brand and trademark for commercial purposes, its own business
experience, standards of work and company management, various contracts, marketing
tools, IT system etc. All this information can be used by some franchisees for their own
selfish purposes.

In order for a franchise to be successful in selling and growing, the franchisor
must know not only the benefits of scaling the business using the franchise model, but
also the troubles that can be expected. So, the main risks include: the possibility that
all developments, technologies and know-how can be stolen; many well-known
companies are hesitant to sell a franchise due to the risk of losing brand reputation (for
example, Starbucks). There can be a lot of reputational risks, the main ones relate to
the non-fulfillment of the terms of the cooperation agreement by the franchisee, non-
compliance with instructions, customer service standards, violation of quality; loss of
the competitive advantages of the network associated with the provision of confidential
information by some franchisees to local competitors, Therfore, it is worth signing a
non-disclosure agreement, and do not forget to agree on instructions in case of refusal
to pay royalties to the franchisor. The next risk may be attempts by some franchisees

to hide real profit indicators by not displaying certain sales in a single system with the
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franchisor; the risk of losing entire target territories due to poor-quality franchise
implementation; use of the trademark and corporate identity of the franchisor after the
termination of the franchise agreement. There is also a high probability that after the
termination of the contract, the franchisee may steal the main idea of the business and
the trademark.

It is possible to develop a successful and profitable franchise network only if the
franchisor's partners, who have become franchise owners, strictly comply with all the
conditions of the contractual relationship and have a great desire to achieve their goals.
The success or failure of each franchisee affects the operation of the business as a
whole..

To minimize risks, you should: at the very beginning of the journey, determine
the portrait of a potential franchisee and conduct a rigorous selection of future partners;
agree in advance on all issues related to future cooperation; formalize and describe all
processes occurring in business. If this is not done, the franchisee can do as he sees fit,
and the franchisor will not be able to do anything; take into account all possible risks
as much as possible when drawing up an agreement with the franchisee; agree with the
franchisee the franchisee the territory in which he can conduct business; install special
software to control the financial activities of the franchisee and oblige it to be used in
daily work; provide for the amount of penalties in case of non-payment of royalties and
other violations of the terms of cooperation.

Now when the model for entering a foreign market was chosen, it is possible to
move on to company market strategy, positioning and segmentation (Kochkina, 2019).
Partly some segments were interviewed due to the questionnaire earlier. But this part
aims to develop specific recommendations for Cooker's market strategies in the Italian
market. The choice of the product positioning strategy was carried out due to the choice
of the target segment for the Cooker company. An analysis was carried out based on a
sample of factors for different categories of segmentation. A table with factors is

presented below (Table 3.1).
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Table 3.1
The main criteria for compiling an analysis of target group segmentation
Criteria Variable Value of the variable
Counterparty characteristics | Legal  status  of  the | Individual
counterparty Legal entity

Demographic Age 18-25 years

26-55 years

55 > years
Demographic Marital status Mostly single

Mostly married/family
Geographic Consumer location Urban

Rural
Economic Income level Up to 1300 Euros

1300-2500 Euros

More than 2500 Euros
Behavior (T. Robertson, G. | Buying experience Consumers who buy a
Berych) product for the first time

Beginners with little
experience in buying a

product
Experienced buyers
Behavior Level of readiness to | Informing
purchase Formation of a positive
image
Stimulating activity
Behavior Segmentation based on | Past-oriented
personal orientation Present-oriented consumers

Future-oriented consumers
Source: developed by the author based on materials sources (Naselenie Italii, 2013)

Further, based on the factors presented above, a table of target segment groups
was compiled. After summarizing the analysis, Group 1 and 2 were singled out as the
main target segments of Cooker, and it was decided to apply the corresponding target
of action to i1t and to others.

A table with consumer segmentation in the Italian market is presented below

(Table 3.2).
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Table 3.2
Consumer segmentation of Cooker in the Italian online grocery market

Question/Criteria Group 1 Group 2 Group 3

Legal status of the | Individual Individual Individual

counterparty

Age 18-25 26-55 >55

Description Young people. Higher | Adults.  Employed. | Elderly people.
/ secondary Above medium / high | Employed or retired.
education. Low /| income level. Mostly | Medium /  high
medium income level. | move with own car income level. Spend
Mostly use public more time at home
transport

Consumer's location | Urban Urban Urban

Marital status Mostly single Mostly married Mostly married

Income level Up to 1300 Euros >1300 >1300

Buying experience

Consumers who buy a
product for the first
time/ Beginners with
little experience in
buying a product

Consumers who buy a
product for the first
time/ Beginners with
little experience in
buying a product

Consumers who buy a
product for the first
time

Level of readiness to

Informing/ Formation

Informing/ Formation

Informing

purchase of a positive image of a positive image

Segmentation based | Future-oriented Present-oriented Present-oriented
on personal consumers consumers consumers
Orientation

Behavioral features

Active Internet users.
Spend a lot of time on
social media

Active Internet users

Spend little time on
the Internet

Target action

Target through social
networks and the
Internet. Spread
information using this
segment

Make a sale of a
service. Inform via

the internet. Inform
on the roads and
streets using

advertising banners,
etc.

Inform via TV.Inform
on the streets

Source: developed by the author based on materials sources (Naselenie Italii, 2013)

In order to correctly analyze the competitive strategies of the Cooker company,

Porter's competition strategy matrix (Porter, 2003) was taken as a basis. Of the 4
possible strategies for developing the Cooker company, one suited her the most. This

is a strategy is called “The strategy of broad differentiation” (Figure 3.4).
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Figure 3.4 — Basic competition strategies: M. Porter's matrix
Source: developed by the author based on materials sources (Porter, 2006)

This strategy is a logical choice for development. It aligns with the strategic
goals of the Cooker company. On the one hand, we are talking about the conquest of
a large part of the market, while the strategy of differentiation is emphasized. Since
the Cooker service differs from its main competitors due to its focus on high quality
and speed of delivery service, balancing at the same time in the pricing policy,
concluding new contracts with direct suppliers on favorable terms, preventing a
significant increase in prices. Also, the delivery service Cooker is innovative and
modified. As stated at the beginning of the work, the Cooker service uses only all-
electric motorcycle models, which reduces the amount of CO2 emitted to zero. Also,
the emphasis is on the modified and well-thought-out logistics network of “Dark
stores” which are located around the city in such a way as to be within 30 minutes of
access to every house in the city. Cooker really does pay attention to the little things,
which in general puts him above many other competitors.

Following the strategy of competitive behavior of Kotler (1967), Cooker
company can be attributed to the market invaders. This means that at this stage the

company's position is weak, since it has not yet entered the market, but is only planning
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to do so. For the Cooker company, the Italian market will bcome a new step in
development and that is why in this case we attribute Cooker to the above-mentioned
market position.

Now it is appropriate to consider company growth strategies. This part is about
choosing the right development strategy for the Cooker company. Ansoff matrix

(Ansoft, 2007) was put into the base of the study (Figure 3.5).

Products
Existing New
0
=
2 Market penetration Product development
ﬁ Strategy strategy
Z
31
=<
Tt
s
’_5 Market development Diversification
z stratrgy / strategy

Figure 3.5 — Market growth strategies: Ansoff matrix
Source: developed by the author based on materials sources (Ansoff, 2007)

Below in the Figure 3.6 you can see different development strategies and their

description.
Market penetration Product development
strategy: strategy:
- increasing market share; - new features;
- intensification of - new products;
consumption. - new generation products.

Market development

strategy: Diversification strategy:

ol - related diversification;
- geographical; : . .
- unrelated diversification.
- new segments.

Figure 3.6 — Description of the company's growth strategies

Source: developed by the author based on materials sources (Ansoff, 2004)
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In the case of the Cooker company, the choice fell on the Market development
strategy. This strategy is characterized by entering a new geographic market with an
existing product. It means that Cooker will provide its grocery delivery service in the
Italian market.

Thus, summing up this subsection, it should be emphasized once again that after
analyzing the provided models from the first section, it can be observed that direct
service franchising is the most favorable form for entering a foreign market for Cooker.
Both in terms of the current capacity of the company, and in terms of profitability and
ease of doing international business. Nevertheless, it is worth noting that franchising is
also accompanied by a certain set of risks that must be taken into account and tried to
minimize at the earliest stage of signing an agreement with a potential franchisee. In
this way, it will be possible to protect both yourself and your partner from possible
problems and at the same time facilitate and accelerate the process of achieving
positive results.

Also, the final segmentation of the market was also carried out, which is based
on the study of various factors. In addition, a specific positioning and marketing
strategy was selected and analyzed for the long-term development of Cooker in the

Italian market.
3.3. Economic effects of implementing the proposed recommendations.

In order to assess the economic effects and benefits of entering the Italian market
for Cooker, we first need to examine the costs that a company will need to incur in
order to launch its franchise in Italy. It is quite difficult to calculate the exact costs in
advance, but approximate estimates for various items can be predicted. To do this, it is
necessary to identify the stages for which the budget will go. The first stage - as we
said earlier - is called "information gathering". At this stage, Cooker's analysts will be
doing an internal corporate analysis of the company, its market opportunities, as well
as assessing and researching the Italian food market. This stage is very important
because the more information analysts collect, the easier, faster and cheaper it will be

to move the company's business in the future. At this stage, an initial analysis of
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competitors takes place. In general, it is necessary to conduct economic intelligence in
order to understand the characteristics of the market and evaluate the opportunities to
enter this market. This procedure can take up to two months and cost the company
approximately 3 000 €, this cost includes the salaries of analysts. It is also necessary to
collect information about legal opportunities and details of entering a foreign market
by selling a franchise. This stage will cost 6 500 €, this will include the salaries of
lawyers.

The second stage is analytical. At this stage, we need to conduct a micro and
macro analysis of the Italian market, a competitive analysis, we can conduct a second
survey on the Internet, arrange an initial advertising campaign while on the spot or
directly send a delegation to Italy in order to conduct citizen surveys, analyze the
market locally and maybe deploy a trial local advertising campaign, etc. The purpose
of this business trip is to find potential franchise buyers. These can be existing
supermarket chains that do not have their own online delivery, as well as large
enterprises, meat processing plants, bakeries, and so on. Recall that in Ukraine, Cooker
appeared as a separate product from the SMK group of meat processing plants. Thus,
he receives meat products from his factory, and the rest directly from various suppliers,
other food production enterprises, supermarkets, individual farms, etc. Thus, the
delegation will have the task of researching the market and finding a franchisee who
would like to develop their business and move into parallel online sales. This stage is
strategically important, it requires professionals who know their business and are
prepared for the intricacies of the Italian market. Recall that a qualitative collection of
information should be carried out at the first stage. Also, the end of this stage is
accompanied by preparation for the deployment of a marketing strategy. So the second
stage can cost us from 25 000 € to 26 000 €. This includes salaries for specialists,
organization of a delegation, primary advertising costs, etc.

The third stage is strategic marketing. At this stage, different matrices are built,
the strengths and weaknesses of the company, as well as opportunities and threats, are
indicated. At this stage, based on the information received earlier, we conduct a

comprehensive comprehensive analysis of the market, franchisees, competitors, etc. so
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that in the next stage it would be possible to start implementing expansion into the
foreign market. At this stage, we finally sum up the profitability of this entry into the
foreign market, forecast all financial components, and carry out calculations. Thus,
stage 3 will cost us the 9 500 €.

The fourth stage is operational-tactical. At this stage, it is assumed that we have
already approved a potential franchisee. This means that the full legal procedure for
opening a franchise has been completed. Consultations were made with the client, a
package of documents was signed6, instructions, terms, conditions, goals, etc. were
discussed. At this stage, all legal and financial transactions with the purchase and sale
of a franchise are carried out. A contract is concluded, a lump-sum fee is paid, a
franchise package is handed over, a legal entity is registered. Also during this stage,
we train specialists to be sent abroad to help find and train local staff, help with renting
or buying logistics hubs, renting or purchasing equipment, inventory, household
products, courier transport, helping with finding partners to expand product lines.
product lines, repeated assistance in organizing automation in the order picking and
dispatch chain, assistance in training couriers, assistance in the implementation of all
related processes, etc. Also at this stage, we (Cooker) help launch a single database and
the Cooker system, install and configure automation programs. We can also, upon
request, appoint our own manager / managers in the franchisee company, who / s will
initially or constantly help in managing all processes. We resolve all current and future
issues by reassessing future costs and revenues. Also at this stage, we are likely to hire
a third-party advertising agency, which begins to engage in large-scale advertising
promotion of our franchisee in the Italian market through Internet advertising, street
advertising and possibly television advertising. This may be at our expense, at the
expense of the franchisee, or partially at the expense of both. All this should have been
discussed during the negotiations. This stage can cost the franchisor from 120 000 € to
150 000 €.

The fifth stage is the control stage. At this stage, it is carried out as a marketing
control, namely, assessments are made of the success of advertising and general

production and commercial activities (Pashchuk, 2014). The levels of advertising
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effectiveness are investigated, etc. Also, there is a general control and calculation of
the first results of the franchisor's activities, errors are investigated, a repeated
comprehensive analysis is carried out, priorities are determined to improve individual
processes. A forecast of activity is made starting from the first results. Eliminate bugs
that might not have been noticed at the previous stages. New goals are set or old ones
are smartly improved. This stage can cost the Franchiser from 25 000 € to the 30 000
€.
Therefore, you should summarize and indicate the total estimated costs during
each stage of the franchise sale process. The data is listed in the Table 3.3 below.
Table 3.3
Estimated costs that the company will incur during the entire process of promoting

the franchise

Phase Approxiamte costs (€)
Collection of information 6 500 €
Analytical and financial 25300 €
Strategic marketing 9500 €
Operational-tactical 143 000 €
Marketing control 26 000 €

Source: developed on the basis of author's researches

Thus, it can be summarized that the total costs during the process of starting a
franchise can be approximately 210 300 €. The duration of the franchise launch process
will be from one to three months.

Now let's look at the projected economic effects of selling a franchise for
Cooker. Our projected profit will be formed on two practical bases: lump sum and
royalties. The size of these two factors will depend on different options. In general, the
financial specialists of Cooker must establish such a lump sum contribution so that it
can recoup some or all of the costs that the company will incur during the promotion
of the franchise in the Italian market, as well as calculate the desired royalty amount in
order to meet the desired financial results. Of course, based on the forecast of the

variability of the waste that we will incur in the process of promoting our franchisee,
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the amount of the lump-sum fee may also differ. In general, for a convenient calculation
of business efficiency for both the franchisee and the franchisor, the ROI (return on
investment) indicator is most often used (Riani, 2020). It is calculated according to the
formula: ROI = (return - investment) / investment * 100% (How To Calculate ROI etc.,
2010). The higher the percentage, the faster a company will return its investments that
it spent on helping to develop the business of francisee. An indicator of more than
100% is considered good, 300-400% is amazing, but anything less than 100 should
alert. It is possible to really calculate the profitability only after the start of the
franchisee promotion activity, but you can try to predict it in advance.

In order to calculate the profitability, we need to roughly determine the lump
sum and royalties. The average lump-sum contribution in this business is 30 000-70
000 €. The most similar figure presented by competitors in the market for the package
of services that was agreed earlier is 40 000 € (Dudko, 2021). The average royalty in
this business reaches 1-4 percent. So, it can be assumed that the lump sum in the first
month is 40,000 €. In the second and subsequent months, Cooker will only receive
royalties of 2% of our franchisee's gross turnover. On average, the monthly gross
turnover in companies that begin to operate in this area in one or more cities at the
beginning can be from 300,000-700 000 € (Online grocery market, 2022), (Industry
Research, 2022) (Peterson, 2021). In order to correctly calculate Return On
Investments (ROI), 4 years were taken as the period under review (Silpo chain
increases trade turnover etc., 2021). On this basis, approximate best and worst ROIs

for our investments were built.

Net Reurn

ROI * 100%

" Cost of Investment

_ (700000 * 48 * 0.02) + 40000 — 210300
B 210300

* 100% = 238,56%
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Table 3.4
Projected return on investment for a certain period of time
Period (month) 0 | 2 3 4 13
Investment (€) | -210300
Royalty (€) 14000 | 14000 | 14000 | 14000 14000
Cumulative -210300 - -
+4 = -142 -114 11

cash flow (€) _170830(())0 156300 300 128300 300 700

Source: developed on the basis of author's researches

Thus, opening a franchise in the best case will pay off in 1 year and 1 month,

which is a very good indicator for us.

ROI

Net Reurn

" Cost of Investment
_ (300000 = 48 = 0.02) + 40000 — 210300

* 100%

* 100% = 55,98%

210300
Table 3.5
Projected return on investment for a certain period of time
Period (month) 0 | 2 3 4 35
Investment (€) | -210300
Royalty (€) 6000 6000 6000 6000 6000
- 210300
Cumulative +40000= - -
cash flow (€) - 164300 | 1283901 159300 | 146300 3700
170300

Source: developed on the basis of author's researches

In the worst scenario considered, the payback period for opening and promoting

a franchise will be 2 years and 11 months. This forecast follows from the above

calculations.

Observing these results, it can be concluded that under the best development

scenario, when the turnover of our franchisee's funds and, accordingly, the profit from

royalties are predicted to be high, our ROI will be positive ~238 percent, that means a

quick payback. Assuming the worst result, our ROI will be 55,98 percent. This figure

is alarming and means that the payback period will be longer than the company expects.
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In any case, we can say that based on these calculations, the average payback period
will be approximately from one to two and half years.

Now consider the approximate costs for a potential franchisee when starting such
a franchise. Consider, for example, the market of Ukrainian franchises in order to
understand the general situation, that is, we will conduct a sort of benchmarking (6
franshiz 1z Ukrainyi etc., 2019). The cost of Ukrainian franchise for a potential
franchisee starts at several thousand euro, but on average, a successful franchise
business can start with about 20 000 € — 1 000 000 € (TOP Franshizy 2022, 2021).
Usually, this cost includes the initial purchase (for a trading franchise), the supply of
raw materials (for production) and some other "bonuses" from the owner of the rights
to the business scheme and brand. At the same time, there are well-known franchises,
such as the Drunk Cherry franchise (Franshiza Pyana vishnya, 2021), where the
francise investment start from 44 000 € of which 15 000 € is a franchise payment. In
addition, every month the partner must pay royalties - 2% of the revenue. And the
entrepreneur receives: business management technologies; support at the start of the
business and during the further work of the bar-store; unique design; best quality
products and favorable delivery conditions; ready-made financial calculations; free
training of personnel; assortment and profit making from retail markup of your
establishment. The return on investment period for such a franchise is 1.6-3 years.

The next Ukrainian franchise to gain its popularity abroad is the G-Bar franchise.
G-Bar is an international franchise chain of beauty bars, founded in 2015 in Kyiv by
Lera Borodin and Sabin Musin. The G-Bar network has 6 own salons and 28 franchises.
The brand exists in 9 countries, in particular in Ukraine, Poland, USA, Belarus,
Georgia, Kazakhstan, Estonia, Cyprus and Russia.

The network franchise offers an effective business model. The company
provides full support for the opening, marketing, training with personnel and
customers. Franchise salons develop according to a proven concept and make a profit
from the first days of operation. The franchise payback is 18 to 22 months.

The next interesting example of the Ukrainian franchise is "Khinkalnya." The

international chain of Georgian restaurants "Khinkalnya," which was created by Lviv
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businessman Vadim Kostenko. Delicious and appetising food is the main tool of a
unique hospitable restaurant. For 5 years of operation they opened 70 restaurants, in
more than 40 cities of 5 countries of the world. The cost of the franchise is from 40
000€ and royalties - 2% of turnover, payback period - from 14 months. So, as you can
see, the amounts and amounts of the cost of franchises, royalties and investments are
completely different, depending on the business industry.

As for potential buyers of the Cooker franchise, they can be popular Italian meat
processing plants, other food enterprises, supermarkets, etc. In order to roughly
calculate the cost of the Cooker franchise for potential customers in the Italian market,
you need to divide this amount into certain shares. The total cost of investment in the
Cooker franchise will depend on the following factors: the scale of the city or village,
the number of leased Claudstors premises, the number of employees, the purchase of
the necessary equipment, the purchase, rental or leasing of vehicles, marketing
campaign, legal registration, insurance, conclusion of contracts for filling the range of
goods (these may be own brands or other companies), etc. On average, the total cost of
investments including lump sum for the deployment of the Cooker project in Italy can
start from 250 000 € to 800 000 € (Dudko, 2021). This will include all costs that the
future franchisee will bear alone or together with us (Sapiton, 2021). All types of cost
data have been described previously. The payback period of investments will also
depend on various factors, but based on general statistics and based on the experience
of the Cooker company in Ukraine, we can say that on average this period will be up

to two and a half years.
Conclusions on chapter 3

In the first subparagraph, demand and consumer motivations were analyzed, and
a list of factors was compiled that influences the choice of the client when deciding to
use the online supermarket service. On this basis, a survey was conducted, which
showed that the majority of respondents chose the factor of price and quality of delivery
as the most important indicators. While the brand strength factor was not labeled as

one of the most important indicators at all. This highlights the fact that the online



74

grocery market, at least in a certain region of Italy where this study was conducted, is
in its development stage and does not yet have such well-developed brands as, for
example, Zapp in London (Lunden, 2022), Flink (The Flink Business Model, 2022)
and Gorillas in Berlin (Scammell, 2021).

The next step was to analyze existing models for companies entering foreign
markets and select the most suitable model for Cooker to enter the Italian market.
Franchising is the most appropriate model based on the factors analyzed in Section 2
and on the basis of the company’s current capacities. This model will help the company
to gradually master the Italian market while keeping its experience and knowledge as
confidential information. Cooker will be able to help in training his partners to conduct
this business, as well as in promoting and improving business activity, which in the
future will lead to the gradual popularization of the brand in the European market. Also,
the segmentation was carried out. The key segments for the marketing company
Cooker have been identified. The marketing and positioning strategy for the
development of the brand in the Italian market in the future were also highlighted.

The last step was to analyze the economic effects of the proposed
recommendations. At this stage, the approximate costs that the franchisor may incur
during the process of assisting in the quality promotion of a potential franchisee were
calculated. The size of the lump-sum contribution was also provided, which is based
both on cost analysis and on the basis of statistics from competitors in the online
grocery market. Based on these indicators, as well as the approximate predicted
average gross turnover during the first months of work on the market, the payback

period for investments invested in franchisees was compiled.
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CONCLUSIONS

In the last few years, the world has faced global and regional challenges. The
beginning of Russia’s war against Ukraine was a severe blow not only to all aspects of
Ukrainian life, but also to the democratic world as a whole. As a result, the Ukrainian
and world economies have also received a new blow, just beginning to emerge from
the Covid-19 crisis, which has hit almost all sectors of the economy. However,
compared to the consequences of Russia’s military invasion in Ukraine, the effects of
the coronavirus could still lead to some «positive» results meaning the transition to a
new era of technology. The growth of digitalization has been one of the more positive
outcomes of the recent COVID crisis. Some experts emphasize that the pandemic has
driven “two years’ worth of digital transformation in two months”. The switch to digital
world has been widespread; large numbers of employees have worked and connected
with colleagues from home, doctors have assessed patients using online video meetings
and governments have planned their responses using online technology. Similar trends
are observed across the retail world, with reports of double-digit and triple-digit growth
in online shopping across various markets. Grocery stores are no exception to this shift
in digitalization. One of these stores that picked up this transition at an early stage is
the Ukrainian online supermarket Cooker that was under close comprehensive reseach.

In the course of writing this work, models for the entry of companies into the
international market were introduced. The advantages and disadvantages of each of the
models are shown. A step-by-step process for companies entering the international
market was also described and provided, and factors that should be taken into account
before starting expansion were indicated. The second section was devoted to the
consideration of the potential of the Cooker company; the disclosure of its goals
regarding entering a foreign market; a general overview of the European online grocery
market; highlighting the most important target regions for the possibility of expansion;
highlighting and justifying the choice of the Italian market; providing a step-by-step
preparatory scheme and a marketing strategy for entering this market; conducting a

macro and micro analysis of the attractiveness of this market online as part of online



76

food delivery; identifying the main competitors in the certain region and revealing main
competitive advantages of Cooker.

In the next section, an analysis of demand and consumer motivations was made.
Based on the analysis, consumer risks and methods for their reduction were
investigated, a survey was conducted with data of interest to the company. During the
results, among other things, it was revealed that two of the main factors when choosing
an online supermarket service at this stage for Italians are the price and quality of
delivery. Also, this study helped to analyze and compare the competitive advantages
of the company with consumer requests and assessments. In the second subparagraph
of the third section, an assessment of the models was made, taking into account the
capacities of Cooker company, its goals and prospects. Thus, the Franchising model
became the optimal model for the company to enter the Italian market. This model
allows, with relatively small investments, to develop the brand in a foreign market,
sharing but not giving away the skills, developments and knowledge. Franchising is an
excellent choice for the gradual conquest of the foreign (Italian) market, taking into
account the difficulties that the Cooker company faced as a result of the start of the war
in Ukraine. Also target market segments for Cooker activities were selected, and a
strategic perspective for the development of the company in the near future provided.

Next, the economic component of this model for entering a foreign market was
considered. Estimated costs that Cooker will incur during the investment to help launch
this franchise in the selected market were calculated. Approximate calculations of the
payback of this process were also made, taking into account the statistics of Ukrainian
companies that sold their franchise to foreign markets, as well as based on some data
from world statistics. Also, the approximate expenses of the franchisee, which they
will incur by investing in this franchise, were indicated.

Speaking about the overall result, it can be emphasized that the Cooker
company, despite the difficult times both for the company personally and for the whole
country and region, has set itself the goal of continuing to develop its position in the

local market and trying to gradually conquer foreign regions.



77
REFERENCES

"Svoj" servis: Cooker prazdnuet god uspeshnogo sushchestvovaniya na
ukrainskom foodtech-rynke ["Own" service: Cooker celebrates a year of successful
existence on the Ukrainian foodtech market], 2021. Available at:

<https://biz.liga.net/all/all/press-release/svoy-servis-cooker-prazdnuet-god-

uspeshnogo-suschestvovaniya-na-ukrainskom-foodtech-rynke>.

6 franshiz iz Ukrainyi, kotoryie pokupayut predprinimateli za rubezhom [6
franchises from Ukraine that entrepreneurs buy abroad], 2019. Available at:

<https://weproject.media/articles/detail/6-franshiz-iz-ukrainy-kotorye-pokupavyut-

predprinimateli-za-rubezhom/>.

Adler, N. and Gundersen, A., 2008. International dimensions of organizational
behavior. 5th ed.

Ansoff, H., 2007. Strategic Management. London: Palgrave Macmillan UK.

Aull, B., Begley, S., Chandra, V. and Mathur, V., 2021. Making online grocery
a winning proposition. Available at: <https://www.mckinsey.com/industries/co
nsumer-packaged-goods/our-insights/making-online-grocery-a-winning-proposition>.

Belyaevsky [.K., 2001. Marketingovoe issledovanie: informatsiya, analiz,
prognoz: ucheb. posobie [Marketing research: information, analysis, forecast:
textbook]. M: Finance and statistics.

Browne, R., 2021. German food delivery giant Delivery Hero leads $1 billion
investment in grocery start-up Gorillas. CNBS [online]. Available at: <

https://www.cnbc.com/2021/10/19/delivery-hero-leads-1-billion-investment-in-

orocery-start-up-gorillas.html>.

Carrefour. Available at: <https://www.carrefour.it/>.

Casson, M. and Buckley, P., 2010. Enterpreneurship. Cheltenham, UK: Edwsrd

Eigar.
Clark, E., 2020. 6 Grocery Store Trends. Themanifest, [online]. Available at:

<https://themanifest.com/logistics/supply-chain/grocery-store-trends>.

Cooker. Available at: <https://cooker.net.ua/>.




78
DePamphilis, D., 2015. Mergers, Acquisitions, and Other Restructuring

Activities. 8th ed. pp. 19-26.
Digital transformation — the future for online grocery shopping, 2021. Available

at:  <https://iss.kognitiv.com/resources/digital-transformation-the-future-for-online-

grocery-shopping/>.

Dudko, V., 2021. Onlayn-supermarket Foodex24 pokupaet dostavku Fresh
Food i menyaet brend. Chem pomozhet pogloschenie ne vzletevshego konkurenta
[Online supermarket Foodex24 buys Fresh Food delivery and changes its brand. How
will the takeover of a competitor that has not taken off help?]. Forbes, [online].

Available at: <https://forbes.ua/ru/innovations/onlayn-supermarket-foodex24-

pokupaet-dostavku-fresh-food-i-menvaet-brend-chem-pomozhet-pogloshchenie-ne-

vzletevshego-konkurenta-12092021-2415>.

Everli. Available at: <https://everli.com/>.

Franshiza Pyana vishnya. Obzor Brend P’yana Vishnya. Holding emotsiy, 2021.

Available at: <https://proriat-franchise.com/ru/franshiza-pyana-vishnya-obzor-brend-

pvana-vishnya-holding-emocij/>.

G.Bar. Available at: < https://gbarworld.com/ru#about_us>.

Galante, N., Garcia-Lopez, E. and Monroe, S., 2013. The future of online
grocery in Europe. Available at:
<https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/T
he%20future%2001%200nline%20grocery%20in%20Europe/The_future_of online_

grocery.ashx>.

Gaughan, P., 2007. Mergers, Acquisitions, and Corporate restructurings. 4th ed.
pp. 117-165.
Gorman, D., 2020. How COVID-19 has shaped online grocery trends. GWI

[online]. Available at:  <https://blog.gwi.com/chart-of-the-week/online-grocery-

trends-amid-covid-19/>.

Grocery Trends: Online shopping and the future of grocery, 2022. Pricespider.

[online] Available at: <https://www.pricespider.com/grocery-trends-online-shopping-

and-the-future-of-grocery/>.




79
Hotuvaty i yisty vdoma — tse «novyi chornyi». Vitalii Yanytskyi, CBDO

COOKER pro perspektyvy sehmenta e-grocery [Cooking and eating at home is the
"new black". Vitaliy Yanitsky, CBDO COOKER on the prospects of the e-grocery
segment], 2021. Available at: <https://forbes.ua/ru/company/gotuvati-i-isti-vdoma-
tse-noviy-chorniy-vitalii-yanitskiy-direktor-iz-rozvitku-cooker-pro-perspektivi-
segmenta-e-grocery-08062021-1786>.

How To Calculate ROI (Return On Investment), 2010. Entepreneur [online].
Available at: <https://www.entrepreneur.com/article/204854>.

Industry Research, 2022. Global Online Grocery Market Size and Share 2022.
Available at: <https://www.globenewswire.com/news-
release/2022/02/23/2390158/0/en/Global-Online-Grocery-Market-Size-and-Share-
2022-Analysis-By-Industry-Demand-Worldwide-Research-Healthy-CA GR-0f-24-8-

Leading-Players-Updates-Emerging-Trends-Investment-Opportunitie. html>.

Italy Coronavirus COVID-19 Cases, 2022. Trading economics. [online]

Available at: <https://tradingeconomics.com/italy/coronavirus-cases>.

Italy Hourly Wage Inflation YoY, 2022. Trading economics. [online] Available

at: <https://tradingeconomics.com/italy/wage-growth>.

Italy Indicators, 2022. Trading economics. |[online] Available at:

<https://tradingeconomics.com/italy/indicators>.

Italy Inflation Rate, 2022. Trading economics. [online] Available at:

<https://tradingeconomics.com/italy/inflation-cpi>.

Jenkins, S., 1999-2000. Automating Questionnaire Design and Construction.
Journal of the Market Research Society, issue 1 (winter 1999-2000), pp. 79-95.

Kanishchenko O.L. and Dotsa T.V., 2010. Upravlinnia mizhnarodnymy
brendamy: faktor "vysokykh motyvatsiy" [International brand management: a factor of
"high motivation"]. Marketynh v Ukraini, no. 2, pp. 32-35.

Kanishchenko O.L., 2004. Mizhnarodnyi marketynh: Teoriia i hospodarski
sytuatsii: Navch. posib [International Marketing: Theory and Economic Situations:
Textbook]. 2nd ed. Kyiv: Polytechnic Publishing House.

Khinkalnya. Available at: < https://www.khinkalnya.com/fran/>.




80
Kochkina N. Y., 2013. Doslidzhennia motyvatsii pidlitkovoi audytorii ukrai-

nskykh spozhyvachiv [A study of the motivation of the adolescent audience of
Ukrainian consumers]. Marketynh v Ukraini, no. 1, pp. 34-43.

Kochkina N. Y., 2019. Upravilinnia marketynhom [Marketing Management].

Kotler, P., 1967. Marketing Management: Analysis, Planning, Implementation,
and Control. 3rd ed.

Laricchia, F., 2022. Impact of digital innovation on business models in Italy

2020. Available at: <https://www.statista.com/statistics/1007639/impact-of-digital-

1nnovation-on-business-models-italy/>.

Lomiychuk, V., 2015. Vykhod na novye rynki. 5 klyuchevykh modelej [ Entering
new markets. 5 key models]. Europeyska Pravda, [online] Available at: <

https://www.eurointegration.com.ua/rus/experts/2015/09/3/7037773/>.

Lukianenko D.G. ed., 2001. Stratehii ekonomichnoho rozvytku v umovakh
hlobalizatsii: Monohrafiia [Strategies of economic development in the context of
globalization: Monograph]. Kyiv: KNEU. C. 6—37, 238—260

Lukyanenko D.G. and Belarus O.G., 2001. Globalizaciya i bezpeka rozvitku:
Monohrafiia [Globalization and security of development: Monograph]. Kyiv: KNEU.

Lunden, L., 2021. Flink, the Berlin-based instant grocery startup, is now valued
at $2.85B after raising $750M in a round led by DoorDash. TechCrunch [online].
Available at: < https://techcrunch.com/2021/12/09/flink-the-berlin-based-instant-
grocery-startup-is-now-valued-at-2-85b-after-raising-750m-in-a-round-led-by-
doordash/>.

Lunden, 1., 2022. Zapp snaps up $200M to supersize its instant grocery play.
TechCrunch [online]. Available at: <https://techcrunch.com/2022/01/27/zapp-snaps-
up-200m-to-supersize-its-instant-grocery-play/>.

Morgan, B., 2020. 3 Lasting Changes To Grocery Shopping After Covid-19.
Forbes, [online]. Available at:
<https://www.forbes.com/sites/blakemorgan/2020/12/14/3-lasting-changes-to-
grocery-shopping-after-covid-19/?7sh=4£29639854e7>.



81

Naselenie lItalii. Chislennost' naseleniya Italii [The population of Italy.

Population of Italy], 2013. Available at: <http://www.world-

globe.ru/countries/italy/people/>.

Nesterenko, M., 2021. Chas — hroshi: yak onlain-supermarket Cooker
zarobliaie na shvydkii dostavtsi produktiv [Time is money: how the online supermarket
Cooker makes money on  fast food  delivery].  Available at:

<https://ubr.ua/market/trade/chas-hroshi-jak-onlajn-supermarket-cooker-zarobljaje-

na-shvidkij-dostavtsi-produktiv-4010112>.

Novyie raspredelitelnyie tsentryi: kak riteyleryi pereformatiruyut skladyi [New
distribution centers: how retailers are reformatting warehouses], 2021. Available at: <
https://wareteka.com.ua/blog/novye-raspredelitelnye-czentry-ritejlery-
pereformatiruyut-sklady/>.

Online grocery  market (2019-2025), 2022. Available at:

<https://www.oberlo.com/statistics/online-grocery-market>.

Pashchuk L.V. and Bulkot O.V., 2017. Managing economic effectiveness of
marketing in transnational companies. Baltic Journal of Economic Studies, no. 3, pp.
18-25. Riga: [zdevnieciba «Baltija Publishing».

Pashchuk L.V., 2014. Kontrol effektivnosti v marketingovom planirovanii
[Control of efficiency in marketing planning]. Marketynh v Ukraini, no 6(213), pp. 18-
22.

Pashchuk L.V., 2019. Ekonomichna sutnist pidpryiemstv ta yikh funktsii u
suchasnomu suspilstvi [The economic essence of enterprises and their functions in
modern society]. Aktualni problemy ekonomiky, no. 9, pp. 89-101.

Payne S. L., 1951. The Art of Asking Question. Princeton, NJ: Princeton
University Press.

Peterson, R., 2000. Constructing Effective Questionnaires. Thousand Oaks, CA:
Sage Publications. doi: 10.4135/9781483349022.

Peterson, S., 2021. Delivery startup Gorillas: Soon delivering 100 million in
revenue and a billion-dollar valuation? Daily EN [online]. Available at: <

https://omr.com/en/daily/startup-gorillas/>.




82
Porter, M., 2006. Competitive Strategy: Techniques for analyzing industries and

competitors.
Reiley, L. 2020. Bigger hauls, fewer choices: How the pandemic has changed
our grocery shopping habits forever. The Washington Post, [online]. Available at:

<https://www.washingtonpost.com/road-to-recovery/2020/09/01/grocery-shopping-

coronavirus-impact/>.

Riani, A., 2020. Why you should focus on your return on investment in your
startup. Forbes, [online]. Available at: <
https://www.forbes.com/sites/abdoriani/2020/02/29/why-you-should-focus-on-your-
return-on-investment-in-your-startup/?sh=771ed0a440e3>.

Rid, F., Lajoux, R. and Nesvold, P., 2007. The Art of M&A: A Merger
Acquisition Buyout Guide. pp. 3-5.

Robock, S. and Simmonds, K., 1989. International business and multinational
enterprises. Burr Ridge, IL: Irwin.

Rokocha, V., Plotnikov, O. and Novytskyi, V., 2001. Transnatsionalni
korporatsii: Navch. posibnyk. [Multinational corporation: textbook] Kyiv: Takson. C.
9—82.

Sabanoglu, T., 2020. Value of demand for B2C food delivery in Italy 2015-2020.

Available at: <https://www.statista.com/statistics/1056365/value-of-demand-for-b2c-

food-delivery-in-italy/>.

Sapiton, M., 2021. Rocket was able to bypass the startup graveyard. Now he is
targeting Europe and values himself at $100 million. What is his secret?. Forbes,

[online]. Available at: <https://forbes.ua/ru/innovations/rocket-20042021-1404>.

Scammell, R., 2021. Gorillas orders $1bn funding for 10-minute groceries. Can

itdeliver? Verdict [online]. Available at: < https://www.verdict.co.uk/gorillas-funding-

oroceries-deliver/>.

Share of consumers who purchased food or groceries online in selected countries
in Europe from 2006 to 2019, 2021. Available at:

<https://www.statista.com/statistics/915391/e-commerce-purchase-rate-of-food-or-

groceries-in-europe-by-country/>.




83
Share of sales of e-commerce B2C food delivery in Italy in 2018 and 2019, by

type, 2022. Available at: <https://www.statista.com/statistics/1056392/share-of-sales-

of-b2c-food-delivery-by-type-in-italy/>.

Silpo chain increases trade turnover by 12.2% in 2020, 2021. Available at:

<https://en.interfax.com.ua/news/economic/741108.htmI>.

Soergel, A., 2020. Surge in online grocery shopping brings a quantity-over-
quality jobs shift. Awvailable at: <https:/news.ucsc.edu/2020/12/grocery-e-

commerce.html>.

Starostina A.O. and Kravchenko V.A., 2003. Spryymani ryzyky: praktyka
analizu [Perceived risks: practice of analysis]. Marketynh v Ukraini, 4(20), pp. 48-53.

Starostina A.O. and Kravchenko V.A., 2003. Spryymani ryzyky: teoretychni
pidkhody [Perceived risks: theoretical approaches]. Marketynh v Ukraini, no. 3, pp. 33-
35.

Starostina A.O., Goncharova N.P. and Krikavsky E.V., 2009. Marketynh:
teoriia, svitovyy dosvid, ukrainska praktyka: Pidruchnyk [Marketing: theory, world
experience, Ukrainian practice: Textbook]. Kyiv: Znannia.

Starostina A.O., Goncharova N.P. and Krikavsky E.V., 2012. Marketynh:
pidruchnyk [Marketing: textbook]. Kyiv: Znannia.

Starostina A.O., Kravchenko V.A., Pryhara O.Iu. and Yarosh-Dmytrenko L.O.,
2018. Marketynh. Navch. posib. [Marketing: textbook]. Kyiv: NVP «Interservisy.

Starostina A.O., Pavlinov I.A. and Kochkina N.Y., 2015. Kolektivna
monografiya: Global'nye transformacii mezhdunarodnoj ekonomicheskoj sistemy
[Collective monograph: Global transformations of the international economic system].
Tiraspol.

Tavoletti, E., 2021. We Are Different. Cross-national Similarities in the Non-
response to Covid-19 Pandemic and the Need for Global Cooperation in Covid-19 and
International Business Change of Era. London, Routledge; pp. 56 - 65 (ISBN:
9780367623241).

The Flink Business Model — How Does Flink Make Money?, 2022. Available

at: < https://productmint.com/flink-business-model-how-does-flink-make-monevy/>.




84
The Getir Business Model — How Does Getir Make Money?, 2022. Available at:

<https://productmint.com/getir-business-model-how-does-getir-make-money/>.

TOP Franshizy 2022 - samyye vygodnyye franshizy v Ukraine [TOP Franchises
2022 - the most profitable franchises in Ukraine], 2021. InVenture [online]. Available
at: <https://inventure.com.ua/analytics/articles/top-franshizy-2021-samye-vygodnye-
franshizy-v-ukraine>.

Trachuk A. V., 2017. Joint-Stock Company “Goznak”: development paths.
Money and Credit, issue 1. pp. 61-64.

Volkov, V., 2003. Fundamentals of mergers and acquisitions. Corporate

management, [online]. Available at: <https://www.cfin.ru/investor/ma_basic.shtml>.

Vriens, M., 2001. Split-Questionnaire Designs: A New Tool in Survey Design
and Panel Management. Marketing Research, 13 (2), pp. 14-19.

Weinberg, C., 2021. Gopuff Revenue Triples, but Growing Competition to Test
Expansion. The Information [online]. Available at:
<https://www .theinformation.com/articles/gopuff-revenue-triples-but-growing-
competition-to-test-expansion>.

Wind, Y., Douglas, S. and Perlmutter, H., 1973. Guidelines for Developing
International Marketing Strategies. Journal of Marketing, 37(2), p.14.

Zapp: Revenue, Competitors, Alternatives, 2022. Grovjo [online]. Available at:

< https://egrowjo.com/company/Zapp>>.

Zhurylo V.V., and Starostina A.O., 2010. Osoblyvosti motyvatsii ta rynkovoi
povedinky ukrainskykh spozhyvachiv vysokotekhnolohichnykh tovariv [Features of
motivation and market behavior of Ukrainian consumers of high-tech goods].
Marketynh v Ukraini, no. 5, pp. 18-23.

Zlatyeva, D., 2018. Sozdateli servisa FoodEx: Dlya biznesa myi iskali ne dengi,

a ideyu. Available at: < https://rau.ua/ru/e-commerce/foodex/>.




APPENDIX

85

Appendix A
Table A.1

Assessment of the competitive rivalry in the global market of online grocery

delivery
Evaluation criteria Curre.nt
Parameter evaluations
High Medium Low Italian
(10,0-6,7) (6,6 -3,4) (3,3-0,0) segment
Market growth
rates ¢ 0,5—1% 2-3% 3+ 6
Number of 3.5
companies More than 5 Less than 3 3
Economies of Only a few
scale in the No yat Significant
. . companies have i 3
production of opportunities " opportunities
opportunities
goods
The level of Standardized by Significant
product/service | Standardized | key features. difference 4
differentiation in | product ow Differs in
the market level additionalbenefits
Total 16
0-15 Low level of the competitive rivalry within the industry
15-30 Medium level of the competitive rivalry within the industry
> 30 High level of the competitive rivalry within the industry

Source: developed on the basis of author's researches
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Table A.2

Assessment of the threat of new entrants in the global market of online

grocery delivery

Evaluation criteria Current evaluations
Parameter High Medium Low [talian segment
(10,0-6,7) (6,6-34) (3,3-0,0 £
Economies No Only a few Significant
of scale opportunities | companies have | opportunities 3
opportunities
Strong brands
with a high level No 1-2 More than 2 3
of consumer
loyalty
Government No Limits the Fully regulates
. -y industry, but not | the industry and 4
policy restrictions L 7
significantly sets restrictions
Total 10
0-9 Low level of threat of entry of new entrants
10— 20 Medium level of threat of entry of new entrants
>21 High level of threat of entry of new entrants

Source: developed on the basis of author's researches

Table A.3

Assessment of the threat of substitute products in the global market of online

grocery delivery

Evaluation criteria Curre
Parameter nt
evalu
ations
High Medium Low Italian segment
(10,0 -6,7) (6,6 -3.4) (3,3-0,0)
Substitute Exist and Exist and have
products/services "price | have a high asmall market | Do not exist 7
/ quality" market share | share
Total 7
0-3 Low level of threat of substitute products
4-6 Medium level of threat of substitute products
7-10 High level of threat of substitute products

Source: developed on the basis of author's researches
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Table A .4

Assessment of the threat of bargaining power of suppliers in the global market

of online grocery delivery

. o Current
S Evaluation criteria evaluations
ete High Medium Low Italian
(10,0 -6,7) (6,6 —3,4) (3,3-0,0) segment
The influence off High influence| Average
customers on the from the influence of The company is 8
pricing policy of| customers on | customers on the | weakly
the Cooker the pricing pricing policy of dependent on the
service policy. the “Cooker” influence of
Requires service customers. They
constant have little
monitoring influence.
and fitting of
acceptable
contracts
Total 8
0-3 Low level of threat of bargaining power of customers
4-6 Medium level of threat of bargaining power of customers
7-10 High level of threat of bargaining power of customers

Source: developed on the basis of author's researches
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Table A.5

Assessment of the threat of bargaining power of suppliers in the global market

of online grocery delivery

Evaluation criteria Curre.nt
P ter evaluations
arame High Medium Low Italian
(10,0—-6,7) (6,6 -3,4) (3,3-0,0) segment
The influence off High influence| Average The company is
suppliers on the| from the influence of weakly dependent
pricing policy off suppliers on | suppliers on the |on the influence of] 8
the Cooker| the pricing pricing policy of suppliers
service policy. the “Cooker”
Requires service
constant
monitoring
and fitting of
acceptable
contracts
Total 8
0-3 Low level of threat of bargaining power of suppliers
4-6 Medium level of threat of bargaining power of suppliers
7-10 High level of threat of bargaining power of suppliers

Source: developed on the basis of author's researches
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Appendix B

Table B.1

Competitive advantages of the Cooker company in the Italian market

w Evaluation criteria Current evaluation
Parameter Low Med High of1[2]3[4]5]6[7[8]9]10
0-0,33 0,34-0,66 0,67-1
Prices 0,25 | Higher in the Average | Lower than in
market the market O
)
||
Prices for 0,1 | stable delivery stable stable
delivery price>€5/ delivery | delivery price -
free shipping | price €4-3 <€ 3/free
from / free shipping from O
€20 shipping | €15 and lower
from € 20-
15
Speed and 0,15 | Low speed. No | Average High speed.
quality of additional Some
delivery bonuses in additional
quality and bonuses in
speed of quality and
delivery. No speed of O -
possibility to delivery. the
choose the possibility to
exact date and choose the
time of exact date and
delivery. Low time of
accuracy of delivery.
delivery. High
Accuracy of
delivery.
Suppliers 0,1 | Unstable, few Stable, Stable many
network average O |
Diversification | 0,15 <5000 5000- >10000
of product line 10000 C)
|
Safe and eco- | 0,15 Do not use Use safe Use safe - O
friendly safe delivery | delivery of | delivery of
delivery (safe goods goods (safe O
packaging, (safe packaging,
etc.), use also | packaging, etc.). They
fuel vehicles | etc.). They use only
for delivery. also use electric
fuel vehicles for
vehicles delivery.
for
delivery.
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Continuation of the Table B.1

Loyalty 0,1 Poor. No Average discounts
programs discounts, no depending on - O

privileges the number of

purchases,
discounts on
first purchase,

etc.
O‘Everli Cooker [ arrefour.it

Source: developed on the basis of author's researches
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Appendix C

Age of respondents

46 and more
3,0%

26-45
21,2%

18-25

Figure C.1 — Age of respondents

Source: developed on the basis of author's researches
Ways to buy food

Buy food at the market
15,2%

Order food products online
3,0%

Visit a supermarket
81,8%

Figure C.2 — The most popular ways to buy food

Source: developed on the basis of author's researches
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Frequency with which respondents buy food

Once every two weeks
3,0%

Twice aweek
30,3%
More than twice a week
30,3%
Daily
9,1%
Once aweek
27,3%

Figure C.3 — Frequency with which respondents buy food

Source: developed on the basis of author's researches

Have respondents used the services of an online supermarket?

There are no online supermarkets
18,2%

Yes
18,2%

No
63,6%

Figure C.4 — Have respondents used the services of an online supermarket

Source: developed on the basis of author's researches
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Frequency with which respondents use online food delivery

Two or three times per week
6,1%

One time per month
6,1%

Several times a month
39,4%

Idonotuseitatall

Figure C.5 — Frequency with which respondents use online food delivery

Source: developed on the basis of author's researches

The probability with which respondents would try to use the services of an online supermarket

33,3%

39,4%

Figure C.6 — The probability with which respondents would try to use the services of

an online supermarket

Source: developed on the basis of author's researches
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Factors that influence the choice of food delivery service

Price of delivery
Quality of delivery
Eco-friendly delivery

Safety of delivery

Ability to deliver your favorite
goods

Speed of delivery

Figure C.7 — Factors that influence the choice of food delivery service

Source: developed on the basis of author's researches

Importance of prices of food delivery services

five

four

three

Figure C.8 — Importance of prices of food delivery services for respondents

Source: developed on the basis of author's researches



Importance of brand strength of food delivery services

five

four

three

one

Figure C.9 — Importance of brand strength of food delivery services for respondents

Source: developed on the basis of author's researches

Importance of assortment of food delivery services

five

four

three

0 25 50 75 100

Figure C.10 — Importance of assortment of food delivery services for respondents

Source: developed on the basis of author's researches
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Importance of supermarket recommendation of food delivery services

five

four

three

one

Figure C.11 — Importance of supermarket recommendations of food delivery services

for respondents

Source: developed on the basis of author's researches

Importance of supermarket loyalty programs of food delivery services

five

four

three

one

0 20 40 60 80

Figure C.12 — Importance of supermarket loyalty programs of food delivery services

for respondents

Source: developed on the basis of author's researches
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Importance of speed of delivery of food delivery services

five

four

three

o

25 50 75 100

Figure C.13 — Importance of speed of delivery of food delivery services for

respondents

Source: developed on the basis of author's researches

Most convenient way to pay for food delivery services for respondents

Payment by cash
17,9%

Payment through online payment systems
41,0%

Payment by bank card online
41,0%

Figure C.14 — Most convenient way to pay for food delivery services for respondents

Source: developed on the basis of author's researches
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Average monthly income of respondents

1200-2500 Euros
21,2%

More than 2500 Euros
9,1%

Up to 1200 Euros

Figure C.15 — Average monthly income of respondents

Source: developed on the basis of author's researches

The most popular supermarkets

Dok

2,6%

Tigre

2,6%

Punto macro biotico
2,6%

Eurospin

10,5%

Conad
342%

Penny
2,6%

Albert Heijn
2,6%

Decé
2,6%

Iper Coop
2,6%

PAM
2,6%

Lidl
53%

Siconte
53%

Coop
18,4%

Oasi
53%

Figure C.16 — The most popular supermarkets for respondents

Source: developed on the basis of author's researches



