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Actuality of such type of entrepreneurial activity as Mobile coffee shop is investigational

in this article, attitude of consumers is analysed toward such method of sale of coffee, as

a coffee shop on wheels. The analysis of problems and possibilities is conducted on the

basis of research of factors of market environment. The special attention was spared to the

market of sale and competitors analysis, for more advantageous location of mobile coffee

shop, and receipt of the desired income in maximally short spaces. Because 100 persons

took part in the social questioning, it was analysed following: as consumers have coffee

often; aim with that consumers have coffee. In this article problems were expounded and

possibilities that give different factors macro are presented – marketing environment. It

was studied, that at opening a mobile cafe there can be quite a bit limitations it is necessary

to pay attention on that: outside sanitary – epidemiology service, fire service, to the

technical rules and norms. During researches many questions were put, answers for that I

will help to be correctly determined with new service. On an example: what middle age of

consumers of coffee, whether the site of coffee shop a comfort for consumers, acceptable

to the consumers borders of prices, what trade mark of coffee consumers give preference,

whether are attractive for the consumer of action and discount on coffee, in what daypart

the most animated consumption of coffee. On the basis of the higher expounded analysis

it was certain following, that consumers mostly are working and students, by age 25 from

18 to, therefore marketing communications first of all must be sent to them. People of this

age category are active users the internet, on it, advertisement it is possible, and it is

needed to place there. Mostly consumers visit such social networks as VK, Instagram and

Schoolmates. These social networks are comfortable not only for a commonunication but

also for placing of advertisement. A price is varied depending on the type of drink, volume

of glass, and possible additions to drink (creams, zephyr, syrup).

Keywords: new service, potential consumer, market research, analysis of competitors,

price segment, competitive edge.

Introduction

Marketing research, is the work with the market
and specifically with the consumer. And who can
know better, that the consumer, as not it wishes.
Consequently, marketing researches is the best of
ways for gathering and ordering of the necessary
information in interests of firm, for the decision of
its problems or realization of possibilities. Frequently
the success of the company depends from properly
lead, qualitative marketing researches. It concerns
as already settled firms, and those who only enter
into a market.

The analysis of researches and publications

Analysis of scientific approaches to marketing
research involved in many foreign and Ukrainian
scientists: E. Anokhin, V. Anokhin, Z. Kasatova, J.
Martynov, S. Bozhuk, L. Kovalik, N. Kameneva,

V. Polyakov, B. Gerasimov, N. Mozgov, etc.
The purpose of this article is to define the

attitude of consumers to this method of selling coffee,
a coffee shop on wheels. Namely, find out their
attitude to this kind of coffee houses, and preferences
regarding the future range of coffee shops. As well
as an analysis of the market and competitors to a
more profitable location mobile coffee shop, and
get the desired profits in the shortest possible time.

Exposition of basic material

During research we found out attitude of
consumer toward opening of coffee shop on wheels.
The social questioning 100 persons took part in that
showed that a consumer in a greater degree positively
behaved to opening of coffee shop. Just 15% polled
answered negatively. Negative answers were mainly
related to that part of consumers in general does not
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Fig. 1. As often consumers have coffee.
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Fig. 2. The purpose with which consumers have coffee

Tabe1 1

Analysis of factors of the macro-marketing environment

Factor 
Problem 

(–) 

Possibility 

(+) 

1. Political factors 

The State provides an opportunity for the establishment of private enterprise  + 

Sales are carried out with the presence of the permission of sanitary-epidemiological station  + 

The State receives taxes from enterprises  + 

Difficulties obtaining allowing documents for places for trade –  

2. Economic factors 

The affordable prices for any level of the population  + 

Minimum costs of equipment maintenance  + 

Mobility  + 

Not high unit cost  + 

Rapid recoupment of expenses  + 

Lease of transport is a less expense what lease of apartment  + 

Expenses on raw material –  

Additional expenses (glasses, napkins, capacities for storage of products) –  

3. Scientific and technical factors 

A mobile coffee shop is equipped by a modern coffee-machine  + 

Placing of advertisement and information about current actions in a network the Internet  + 

4. Sociocultural factors 

Some consumers consider not prestige the visit of mobile coffee shop –  

Some consumers consider not comfortable the use of mobile coffee shop –  

Consumers that are in a rush and wish to have a drink a cup of coffee will not give up 

services of mobile coffee shop 
 + 

Krishnaism is forbidden consumption of coffee –  

Most cultures and religions do not forbid the use of coffee  + 

5. Demographic factors 

To the consumers younger 14 it is not recommended to have coffee –  

Plenty of foreigners that are our potential consumers  + 

Potential consumers are people working in this district or passing by on work  + 

Coffee is not recommended expectant and feeding mothers –  

High blood pressures give preference to other drinks –  

People with an enhanceable cholesterol are not the frequent consumers of coffee –  

People suffering insomnia rarer buy coffee, especially in an evening period of time –  

6. Natural factors 

Large influence on activity of mobile coffee shop is rendered by weather terms –  

The level of contamination of environment and wastes are not considerable  + 

 

prefer to have coffee (Fig. 1.).
Coffee is considered the second most popular

drink in the world after water and is rightly considered

a product of daily demand. As shown by the social
survey, 85% of respondents are drinking coffee at
least once a day.
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The main reason for this excessive consumption
of this drink is its invigorating effect, as most of the
respondents were students and working, which should
keep themselves in good form throughout the
workday (Fig. 2).

Also the analysis of problems and opportunities
on the basis of a research of factors of external market
environment has been carried out.

At opening a mobile cafe there can be quite a
bit limitations it is necessary to pay attention on
that.

A mobile apartment must answer requirements:
To sanitary-epidemiological station – to have

certificates of accordance on the used equipment,

row of agreements on providing imported water, to
utilization exhaust, utilization of hard wastes and
cleaning up of  territory;

To fire protection regulations is a serviceability
of electric equipment, existence of means of fire
extinguishing;

To technical rules. For this purpose it is
necessary to provide the copy of the registration
certificate of the trailer (van), his photo, and the
certificate of conformity. To this package of docu-
ments it is necessary to have in addition the contract
with the enterprise – the supplier of products, and
the conclusion of the Ukrpotrebnadzor about
transport on which delivery of products is made.

Table  2

Search questions, hypotheses, information sources for determination of consumer motivations at visit of mobile coffee
shop and purchase of coffee

Search questions Hypotheses 
Information 
generators 

1. Who is the basic consumer of coffee People having employment in this district SE 

2. Principal reasons of consumption of coffee To behave in tone for a day PEU 

3. As consumers belong to the purchase of coffee 

on fresh air  

Most consumers positively behave to acquisition of 

coffee on fresh air 
PEU 

4. Level of acuests of consumer No PEU, SE 

5. What middle age of consumers of coffee 20–30 years SE 

6. Whether the site of coffee shop a comfort for 

consumers 
No PEU 

7. Acceptable to the consumers borders of prices No PEU 

8. What role is played by original appearance of 

mobile coffee shop for a consumer 

To the consumer the visit of coffee shop will be 

more pleasant with an interesting design and idea 
PEU 

9. Whether price politics of coffee shop has an 

influence on the purchase of coffee from the side 

of consumers 

A price is one of determinatives at the purchase of 

coffee 
PEU 

10. What factors will be decision at a purchase 
coffees 

Service, service, quality, value, original appearance 
of coffee shop 

PEU, SE 

11. What type of advertisement is more effective  The Internet is an advertisement PEU 

12. What influence on acquisition of coffee has 

quality of service and atmosphere 
Consumers give preference to quality service PEU, SE 

13. What trade mark of coffee consumers give 

preference 
"Jacobs", "Nescafe" PEU, SE 

14. Whether the width of assortment has an 

influence on consumers 

What wider assortment of coffee shop, the greater 

probability of purchase 
PEU 

15. What sources are most effective No PEU, SE 

16. Whose opinion will be decision in a decision-

making about the purchase of coffee 

Personal experience, opinion of acquaintances, 

advertisement 
PEU 

17. Whether has an influence on the amount of 
consumers advertisement 

The amount of consumers increases PEU 

18. Middle level of consumption of coffee one 

consumer in a year 
No SSI 

19. Whether are attractive for the consumer of 

action and discount on coffee 

Actions and discounts promote interest of 

consumers in a commodity 
PEU 

20. What daypart the most animated consumption 

of coffee is in 
Daily time PEU 

21. What amount of competitors is in the district of 

opening of mobile coffee shop 
No SSI 

 Note: *SE – survey of experts (ÎÝ) îïðîñ ýêñïåðòîâ; PEU – poll of end users (ÎÊÏ îïðîñ êîíå÷íûõ ïîòðåáèòåëåé); SSI –

source of secondary information (ÈÂÈ)
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By rules bringing in products and carrying out
of waste has to be made through different doors.
The number of necessary documents impressive, but
for opening of their usual cafe is required even more.

The appearance of our mobile cafe on wheels
has to be exclusively in bright, iridescent paints, and
is equipped with an attractive sign – inflow of buyers
will increase in a geometrical progression. Besides,
motor transport has to be completely soundproofed
that outside, whenever possible, as little as possible
sounds got.

In respect of future assortment, we succeeded
to find out that mainly a consumer prefers coffee of
brand of «Nescafe» and «Jacobs». In the variant of
answer «other», such brands of coffee are often
mentioned, as: Maccoffee and Jockey (Fig. 3).

As for the offered types of preparation of coffee,
the consumer has allocated everyone, almost in equal
percentage ratios. Also, in the section «another»,
such types preparation of coffee as have been offered:
mokko, mokachino, hot chocolate, cocoa (Fig. 4).

Our consumers mostly are working and
students, by age 25 from 18 to marketing
communications first of all must be sent to them
(Fig. 5).

During the research we have learned what social
networks most often our consumers visit, it is VK,
Instagram and Schoolmates. These social networks

Fig. 3. Preferable brand of coffee

Fig. 4. Type of preparation of coffee

Fig. 5. Age of consumers

are are convenient not only for communication but
also for advertising (Fig. 6).

The price, low for the huge city, of coffee is
chosen as competitive advantage of mobile coffee
shop. The price depends on a type of drink, glass
volume, and possible additives to drink (cream,
marshmallows, syrup).

Questioning showed that a consumer is ready
to give for favourite drink a from 5 to 30 hrn. That is
acceptable valuable as for a consumer so for a
salesman (Fig. 7).

Conclusions
Summing up the result, it is possible to say

that the Mobile coffee shop is relevant, in present
time, a look enterprise activity. The consumer is
ready and wishes to buy coffee in coffee shop of this
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Fig. 6. Popular among consumers social networks

Fig. 7. Reasonable price when buying coffee
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type. The range and price of drinks created at
presumable planning of this project have been
approved from potential consumers during the poll.

Our consumers mostly are working and
students, age from 18 to 25 years therefore marketing
communications first of all have to be directed to
them. People of this age category are active Internet
users, on it advertizing it is possible, and it is necessary
to place there. Most often consumers visit such social
networks as VK, Instagram and Schoolmates. These
social networks are convenient not only for
communication, but also for advertizing.

A price is varied depending on the type of drink,
volume of glass, and possible additions to drink
(creams, marshmallows, syrup). Research showed
that a consumer is ready to give for favourite drink a
from 5 to 30 hrn. That is acceptable valuable both
for a consumer and for a salesman.
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ÌÀÐÊÅÒÈÍÃÎÂ² ÄÎÑË²ÄÆÅÍÍß ÂÈÕÎÄÓ ÍÀ ÐÈÍÎÊ
ÍÎÂÎ¯ ÏÎÑËÓÃÈ Ç ÌÅÒÎÞ ÂÈßÂËÅÍÍß ¯¯
ÑÈËÜÍÈÕ ² ÑËÀÁÊÈÕ ÑÒÎÐ²Í

Áîíäàðåíêî Ì., Êîæóð³íà Î., Êîâàëüîâà Ì.

Ó ö³é ñòàòò³ äîñë³äæåíà àêòóàëüí³ñòü òàêîãî âèäó
ï³äïðèºìíèöüêî¿ ä³ÿëüíîñò³ ÿê Ìîá³ëüíà êàâ’ÿðíÿ, ïðîàíàë³çî-
âàíî â³äíîøåííÿ ñïîæèâà÷³â äî òàêîãî ñïîñîáó ïðîäàæó êàâè,
ÿê êàâ’ÿðíÿ íà êîëåñàõ. Çä³éñíåíî àíàë³ç ïðîáëåì ³ ìîæëèâî-
ñòåé íà îñíîâ³ äîñë³äæåííÿ ÷èííèê³â çîâí³øíüîãî ðèíêîâîãî ñå-
ðåäîâèùà. Îñîáëèâà óâàãà áóëà ïðèä³ëåíà àíàë³çó ðèíêó çáóòó ³
êîíêóðåíò³â, äëÿ âèã³äí³øîãî ðîçòàøóâàííÿ ìîá³ëüíî¿ êàâ’ÿðí³,
³ îòðèìàííÿ áàæàíîãî ïðèáóòêó â ìàêñèìàëüíî êîðîòê³ òåð-
ì³íè. Îñê³ëüêè â ñîö³àëüíîìó îïèòóâàíí³ áðàëî ó÷àñòü 100 ÷î-
ëîâ³ê, áóëî ïðîàíàë³çîâàíî íàñòóïíå: ÿê ÷àñòî ñïîæèâà÷³ ï’þòü
êàâó; ìåòà, ç ÿêîþ ñïîæèâà÷³ ï’þòü êàâó. Ó ö³é ñòàòò³ áóëî
âèêëàäåíî ïðîáëåìè ³ íàäàí³ ìîæëèâîñò³, ÿê³ äàþòü ð³çí³ ÷èí-
íèêè ìàêðî-ìàðêåòèíãîâîãî ñåðåäîâèùà. Áóëî âèâ÷åíî, ùî ïðè
â³äêðèòò³ ìîá³ëüíîãî êàôå ìîæå áóòè íåìàëî îáìåæåíü, íà
ÿê³ íåîáõ³äíî çâåðíóòè óâàãó: ç áîêó ñàí³òàðíî-åï³äåì³îëîã³÷íî¿

ñëóæáè, ïîæåæíî¿ ñëóæáè, òåõí³÷íèõ ïðàâèë ³ íîðì. Ï³ä ÷àñ
äîñë³äæåíü áóëî ïîñòàâëåíî áàãàòî ïèòàíü, â³äïîâ³ä³ íà ÿê³
äîïîìîæóòü ïðàâèëüíî âèçíà÷èòèñÿ ç íîâîþ ïîñëóãîþ. Íàïðèê-
ëàä: ÿêèé ñåðåäí³é â³ê ñïîæèâà÷³â êàâè, ÷è êîìôîðòíå ì³ñöå
ðîçòàøóâàííÿ êàâ’ÿðí³ äëÿ ñïîæèâà÷³â, ïðèéíÿòí³ äëÿ ñïîæè-
âà÷³â ìåæ³ ö³í, ÿê³é òîðãîâ³é ìàðö³ êàâè â³ääàþòü ïåðåâàãó
ñïîæèâà÷³, ÷è º ïðèâàáëèâèìè äëÿ ñïîæèâà÷à àêö³¿ ³ çíèæêè
íà êàâó, â ÿêó ÷àñòèíó  äîáè íàéá³ëüø æâàâå ñïîæèâàííÿ êàâè.
Íà ï³äñòàâ³ âèùå âèêëàäåíîãî àíàë³çó áóëî âèçíà÷åíî íàñòóï-
íå, ùî ñïîæèâà÷àìè çäåá³ëüøîãî º ïðàöþþ÷³ ³ ñòóäåíòè, â³êîì
â³ä 18 äî 25 ðîê³â, òîìó ìàðêåòèíãîâ³ êîìóí³êàö³¿ â ïåðøó ÷åð-
ãó ìàþòü áóòè ñïðÿìîâàí³ íà íèõ. Ëþäè ö³º¿ â³êîâî¿ êàòåãîð³¿
º àêòèâíèìè êîðèñòóâà÷àìè ²íòåðíåòó, òîìó, ðåêëàìó ìîæ-
íà, ³ òðåáà ðîçì³ùóâàòè òàì. Íàé÷àñò³øå ñïîæèâà÷³ â³äâ³äó-
þòü òàê³ ñîö³àëüí³ ìåðåæ³ ÿê ÂÊîíòàêòå, ²íñòàãðàì òà Îä-
íîêëàñíèêè. Ö³ ñîö³àëüí³ ìåðåæ³ º çðó÷íèìè íå ëèøå äëÿ ñï³ëêó-
âàííÿ, àëå ³ äëÿ ðîçì³ùåííÿ ðåêëàìè. Ö³íà âàð³þºòüñÿ çàëåæíî
â³ä âèäó íàïîþ, îá’ºìó ñêëÿíî÷êè, ³ ìîæëèâèõ äîáàâîê äî íà-
ïîþ (âåðøêè, çåô³ð, ñèðîï).

Êëþ÷îâ³ ñëîâà: íîâà ïîñëóãà, ïîòåíö³éíèé ñïîæèâà÷,
äîñë³äæåííÿ ðèíêó, àíàë³ç êîíêóðåíò³â, ö³íîâèé ñåãìåíò,
êîíêóðåíòíà ïåðåâàãà.

ÌÀÐÊÅÒÈÍÃÎÂÛÅ ÈÑÑËÅÄÎÂÀÍÈß ÂÛÕÎÄÀ ÍÀ
ÐÛÍÎÊ ÍÎÂÎÉ ÓÑËÓÃÈ Ñ ÖÅËÜÞ ÂÛßÂËÅÍÈß ÅÅ
ÑÈËÜÍÛÕ È ÑËÀÁÛÕ ÑÒÎÐÎÍ

Áîíäàðåíêî Ì., Êîæóðèíà Î., Êîâàëüîâà Ì.

Â äàííîé ñòàòüå èññëåäîâàíà àêòóàëüíîñòü òàêîãî âèäà
ïðåäïðèíèìàòåëüñêîé äåÿòåëüíîñòè êàê ìîáèëüíàÿ êîôåéíÿ,
ïðîàíàëèçèðîâàíî îòíîøåíèå ïîòðåáèòåëåé ê òàêîìó ñïîñîáó
ïðîäàæè êîôå, êàê êîôåéíÿ íà êîëåñàõ. Ïðîâåäåí àíàëèç ïðî-
áëåì è âîçìîæíîñòåé íà îñíîâå èññëåäîâàíèÿ ôàêòîðîâ âíåø-
íåé ðûíî÷íîé ñðåäû. Îñîáîå âíèìàíèå áûëî óäåëåíî àíàëèçó
ðûíêà ñáûòà è êîíêóðåíòîâ, äëÿ áîëåå âûãîäíîãî ðàñïîëîæå-
íèÿ ìîáèëüíîé êîôåéíè, è ïîëó÷åíèÿ æåëàåìîé ïðèáûëè â ìàê-
ñèìàëüíî êîðîòêèå ñðîêè. Òàê êàê â ñîöèàëüíîì îïðîñå ïðèíè-
ìàëî ó÷àñòèå 100 ÷åëîâåê, áûëî ïðîàíàëèçèðîâàíî ñëåäóþùåå:
êàê ÷àñòî ïîòðåáèòåëè ïüþò êîôå; öåëü, ñ êîòîðîé ïîòðåáè-
òåëè ïüþò êîôå. Â äàííîé ñòàòüå áûëî èçëîæåíî ïðîáëåìû è
ïðåäñòàâëåíû âîçìîæíîñòè, êîòîðûå äàþò ðàçíûå ôàêòîðû
ìàêðî – ìàðêåòèíãîâîé ñðåäû. Áûëî èçó÷åíî, ÷òî ïðè îòêðû-
òèè ìîáèëüíîãî êàôå ìîãóò áûòü íåìàëî îãðàíè÷åíèé, íà êî-
òîðûå íåîáõîäèìî óäåëèòü âíèìàíèå: ñî ñòîðîíû ñàíèòàðíî –
ýïèäåìèîëîãè÷åñêîé ñëóæáû, ïîæàðíîé ñëóæáû, òåõíè÷åñêèì
ïðàâèëàì è íîðìàì. Âî âðåìÿ èññëåäîâàíèé áûëî ïîñòàâëåíî
ìíîãî âîïðîñîâ, îòâåòû íà êîòîðûå ïîìîãó ïðàâèëüíî îïðåäå-
ëèòüñÿ  ñ íîâîé óñëóãîé. Íàïðèìåð: êàêîé ñðåäíèé âîçðàñò ïî-
òðåáèòåëåé êîôå, êîìôîðòíî ëè ìåñòîïîëîæåíèå êîôåéíè äëÿ
ïîòðåáèòåëåé, ïðèåìëåìûå äëÿ ïîòðåáèòåëåé ãðàíèöû öåí,
êàêîé òîðãîâîé ìàðêå êîôå îòäàþò ïðåäïî÷òåíèå ïîòðåáè-
òåëè, ÿâëÿþòñÿ ëè ïðèâëåêàòåëüíûìè äëÿ ïîòðåáèòåëÿ  àêöèè
è ñêèäêè íà êîôå, â êàêîå âðåìÿ ñóòîê íàèáîëåå îæèâëåííîå
ïîòðåáëåíèå êîôå. Íà îñíîâàíèè âûøå èçëîæåííîãî àíàëèçà
áûëî îïðåäåëåíî ñëåäóþùåå, ÷òî ïîòðåáèòåëÿìè ïî áîëüøåé
÷àñòè ÿâëÿþòñÿ ðàáîòàþùèå è ñòóäåíòû, âîçðàñòîì îò 18
äî 25 ëåò, ïîýòîìó ìàðêåòèíãîâûå êîììóíèêàöèè â ïåðâóþ
î÷åðåäü äîëæíû áûòü íàïðàâëåíû íà íèõ. Ëþäè ýòîé âîçðàñò-
íîé êàòåãîðèè ÿâëÿþòñÿ àêòèâíûìè ïîëüçîâàòåëÿìè èíòåð-
íåò, ïî ýòîìó, ðåêëàìó ìîæíî, è íóæíî ðàçìåùàòü òàì. ×àùå
âñåãî ïîòðåáèòåëè ïîñåùàþò òàêèå ñîöèàëüíûå ñåòè êàê
ÂÊîíòàêòå, Èíñòàãðàì è Îäíîêëàññíèêè. Ýòè ñîöèàëüíûå ñåòè
ÿâëÿþòñÿ óäîáíûìè íå òîëüêî äëÿ îáùåíèÿ, íî è äëÿ ðàçìåùå-
íèÿ ðåêëàìû. Öåíà âàðüèðóåòñÿ â çàâèñèìîñòè îò âèäà íà-
ïèòêà, îáúåìà ñòàêàí÷èêà, è âîçìîæíûõ äîáàâîê ê íàïèòêó
(ñëèâêè, çåôèð, ñèðîï).

Êëþ÷åâûå ñëîâà: íîâûé ñåðâèñ, ïîòåíöèàëüíûé
ïîòðåáèòåëü, èññëåäîâàíèå ðûíêà, àíàëèç êîíêóðåíòîâ,
öåíîâîé ñåãìåíò, êîíêóðåíòíîå ïðåèìóùåñòâî.


