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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).
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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,
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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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L 29%

g

B Once a day H for a charge of cheerfulness and energy; 39%
B 2-3 times a day E ;or thirst .sat.lsfy:)ng; 18%
k or warming; 15%
O More than 3 times a day O habit; 18%
O Another M another: 10%
Fig. 1. As often consumers have coffee. Fig. 2. The purpose with which consumers have coffee
Tabel 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.). a product of daily demand. As shown by the social
Coffee is considered the second most popular survey, 85% of respondents are drinking coffee at
drink in the world after water and is rightly considered least once a day.
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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 Informatior
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 Most consumers positively behave to acquisition of]
. ; PEU
on fresh air coffee on fresh air
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 No PEU
consumers
7. Acceptable to the consumers borders of prices No PEU
8. What role is played by original appearance of To the consumer the visit of coffee shop will be
. . . ) . . PEU
mobile coffee shop for a consumer more pleasant with an interesting design and idea
9. Whether price politics of coffee shop has an . o
influence on the purchase of coffee from the side CAO?frelge is one of determinatives at the purchase of PEU
of consumers
10. What factors will be decision at a purchase Service, service, quality, value, original appearance
PEU, SE
coffees of coffee shop
11. What type of advertisement is more effective The Internet is an advertisement PEU
12. What 1nﬂuen§e on acquisition of coffee has Consumers give preference to quality service PEU, SE
quality of service and atmosphere
13. What trade mark of coffee consumers give "Jacobs", "Nescafe" PEU, SE
preference
14. Whether the width of assortment has an What wider assortment of coffee shop, the greater PEU
influence on consumers probability of purchase
15. What sources are most effective No PEU, SE
16. Whose opinion will be decision in a decision- Personal experience, opinion of acquaintances,
. . PEU
making about the purchase of coffee advertisement
17. Whether has an influence on the amount of .
. The amount of consumers increases PEU
consumers advertisement
18. Middle level of consumption of coffee one No SSI
consumer in a year
19. Whether are attractive for the consumer of Actions and discounts promote interest of PEU
action and discount on coffee consumers in a commodity
20. What daypart the most animated consumption Daily time PEU
of coffee is in
21. What amount of competitors is in the district of]
. . No SSI
opening of mobile coffee shop

Note: *SE — survey of experts (O3) onpoc skcrneproB; PEU — poll of end users (OKII onpoc KoHeuHbIX moTpebuteneii); SSI —

source of secondary information (MBH)

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,
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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.
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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

9% 15%—\

(]

@ Black Card; 15%

O Jardin; 6%

M another; 9%
Fig. 3. Preferable brand of coffee

6%

B Nescafe; 40%
O Jacobs; 30%

15%

@ Black Card; 15%
O Espresso coffee; 18% O Cappuccino; 23%

B Nescafe; 40%

H Latte; 25%
B another; 6%

E Americano; 28%

Fig. 4. Type of preparation of coffee
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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

17%
11%

6%

43%

@ 18 to; 11%
0 26-35 23%
W 45 and old; 6%

M 18-25; 43%
036-45; 17%

Fig. 5. Age of consumers

21%

11%

10%

@18 to; 11%

0O VK; 30%

B Twitter; 10%
M another; 21%

W 18-25; 43%
O Schoolmates; 25%
@ Facebook; 14%

Fig. 6. Popular among consumers social networks

20
=4

34%

0 5-15; 34%

M 15-30; 46%

0 30-45; 17% O 45 and more; 3%

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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MAPKETHUHI'OBI JOCIII2KEHHA BUXOY HA PUHOK
HOBOI ITOCJYTU 3 METOIO BUSAABJIEHHA 11
CIJIbHUX I CIABKUX CTOPIH

bonoapenrxo M., Koxcypina O., Kosasvosa M.

Y yiu cmammi docaidwcena axmyanvHicme maxoeo 6udy
nionpuemuuybkoi disavHocmi sk MobinbHa kag apHs, npoananizo-
BAHO BIOHOWEHHS CNOXNCUBAUIE 00 MAK020 CnOCOOY npodaxcy Kasu,
K Kae sapHs Ha Koaecax. 30iliCHeHO aHaniz npobnem i Mo#cAUgo-
cmetl Ha 0CHOBI Q0CAIONCeHHS YUHHUKIG 308HIUHbO20 PUHK08020 Ce-
pedosuwa. Ocobausa yeaea Oyna npudineHa aHanizy puHky 30ymy i
KOHKYpeHmie, 0151 6U2IOHIUI020 PO3MAauLy8aHHs MOOLAbHOI Ka8 IpH,
i ompumanHs 6aicanoeo nNpuGYmKy 6 MaKkCUManbHo KOpomki mep-
minu. Ockineku 6 coyianvHomy onumyearnni 6pano yuacms 100 uo-
N06iK, 6Y10 NPOAHANIZ08AHO HACMYNHE: K YACMO CRONCUBAHI N TOMb
Kaesy; mema, 3 AKOK Cnoxcuga4i n’rome kagy. Y uiti cmammi 6yn0
BUKAAOEHO NPobAeMU | HAOAHI MOJNCAUBOCMI, AKI 0arOMb PI3HI YUH-
HUKU MAKpo-mMapkemun2068020 cepedosuua. byno eusuero, wo npu
8i0kpummi MobinbHo20 Kage modce Oymu Hemanro obMedceHs, Ha
SKI HeoOXiOHO 36epHymuU yeaey: 3 60Ky caHimapHo-enidemionoiyHoi
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CAYHCOU, NONCENCHOT cayxucOUu, mexHiynux npasua i Hopm. I1id uac
docaidxcenv 6yn0 nocmasaeHo 6aeamo nUMAaHs, 8i0N06idi Ha SKi
JOROMOICYMb NPAGUABHO GUHAYUMUCS 3 HOBOO nocayeoro. Hanpuik-
2a0: aKui cepedHiil 8iKk CROJNCUBAYIE KABU, YU KoMpopmHe micue
PO3MAUYBAHHS KA8 SPHI 0451 CNOMCUBAHI6, NPULIHAMHI 015 CROJICU-
eauie mexci yiH, AKill Mopeosil mapui Kaeu eiddarome nepesaecy
CROJICUBAYE, YU € NPUBAOAUBUMU OAS CRONCUBAUA AKYIT | BHUNCKU
Ha Kagy, 8 Ky 4acmuHy 000U HauOinbul Hcease CHONICUBAHHS KABU.
Ha nidcmasi suwe suxaadenoeo ananizy 6y10 6usHa4eHo HACMyn-
He, W0 CRoJCUBauamu 30e0inbiioeo € npaytoryi i cmyoenmu, 6iKom
8id 18 do 25 pokis, momy mapkemuneogi KOMyHIKayii 6 neputy yep-
2y marome Oymu cnpsamoeari Ha Hux. JIlrodu yiei eikoeoi kameeopii
€ akmueHumu Kopucmyeavamu Inmepremy, momy, pekaamy moxc-
Ha, i mpeba posmiwgysamu mam. Haiwacmiwe cnoxcusaui 6iosioy-
romb maki coyianvui mepeyci sk BKonmaxme, Incmaepam ma O0-
HokaacHuku. Lli coyianvHi mepedci € 3pyuHuUMU He auuie 045 CRIAKYy-
8aHHs1, ane i 045 posmiujerus pexaamu. Llina eapiroemocs 3a1excHO
8i0 6udy Hanow, 06°eMy CKASHOYKU, | MOMCAUGUX 000a80K 00 HA-
now (eepwku, 3eqhip, cupon).

KimouoBi cjioBa: HoBa TociTyTa, MOTEHIIIMHWI CITOXUBAY,
NOCITIIDKEHHsI PUHKY, aHali3 KOHKYPEHTIB, I[iHOBMIl CETMEHT,
KOHKYpEHTHA TiepeBara.

MAPKETUHTOBBIE UCCITETOBAHUA BBIXOJA HA
PBIHOK HOBOU YCJIYI'U C HEJBIO BBISIBJIEHUA EE
CIJIBbHBIX N CJIIABBIX CTOPOH

bonoapenro M., Koxucypuna O., Kosaavosa M.

B dannou cmamoe uccaedosana axmyansHocmes makoeo euoa
NpeonpUHUMAmMenscKol 0essmeabHOCmU KaK MoOuabHas Kogeuns,
NPOAHANU3UPOBAHO OMHOUEHUe nompebumenell K maKomy cnocooy
npodaxcu koghe, kax Kogeins Ha kosecax. [Iposeden anarus npo-
01eM U 803MOICHOCMEll HA OCHOBE UCCAe008AHUS (PAKMOPOS8 GHeul-
Hell pviHOYHOU cpedbl. Ocoboe GHUMaHUe ObLI0 YOeaeHO AHAAU3Y
PbIHKA cObima u KOHKYpeHmos, 045 601ee 8ble00H020 PACHOA0JICe-
HUsl MOOUAbHOU KOGhellHU, U NoAyYeHUs Jceaaemol npuodbIAU 6 MaK-
cumanvHo kopomkue cpoku. Tak kax é coyuarbHom onpoce npuHu-
mano ywacmue 100 yenosek, 6b110 NPOAHANUIUPOBAHO CAedyioujee:
Kak uacmo nompebumenu nvlom Koge; yeab, ¢ KOMopou nompeou-
meau notom Koghe. B dannoii cmamoe 6v110 U3104ceHO npobaembl U
npeocmaesneHbl 603MONICHOCMU, KOMOpble darom pastvle pakmopsl
MaKpo — MapkemuHeoeou cpedsl. bviio uzyueno, umo npu omipui-
muu MobuAbHO20 Kage mocym Obimb HeMAA0 02PAHUHEHUL, HA KO-
mopble HeobX00UMOo yoeaums HUMAHUE: CO CMOPOHbL CAHUMAPHO —
INUOEMUONOUHECKOU CAYIHCObL, NONCAPHOU CAYIHCObL, MEXHUHECKUM
npasuram u Hopmam. Bo epems uccredosanuil 6610 nocmaeneHo
MHO020 80NPOCO8, OMBEMbL HA KOMOPble NOMO2Y NPABUALHO Onpede-
aumucs ¢ Hosou yeayeou. Hanpumep: kaxoil cpednuii 6o3pacm no-
mpebumeneil Koge, KOMPOPMHO AU MeCMONOoA0JCeHUe KopelHu 015
nompebumeneil, npuemaemvle 0451 nompebumenei paHuubl yeH,
Kakoll mopeoeoil mapke Koghe omoarom npeonoumenue nompeou-
menu, A6AAIOMCS AU NPUBLEKAMEAbHBIMU 0451 ROMpeObumens aKyuu
U cKudKku Ha Koge, 6 Kakoe epemsi Cymok Haubosee 0xcUeAeHHOe
nompebaenue koghe. Ha ocrnoeanuu eviuie u3n0iceHHO20 AHAAU3A
0bL10 onpedeneHo caedyowee, ymo nompebumensmu no 6oaviuel
yacmu seasromest pabomaroujue u cmyoeHmol, gopacmom om 18
do 25 nem, nOIMOMY MapKemuH208ble KOMMYHUKAUUU 8 Nepeyo
ouepedb DoAXHCHbL OblmMb HanpaeaeHsl Ha HUX. JIrdu smoil éospacm-
HOU Kame2opuu S6AAI0MCA AKMUGHLIMU NOAb308AMEAIMU UHMED-
Hem, no SMOMY, PEKAAMY MOICHO, U HYICHO pasmeuwyams mam. Yawe
6cec0 nompebumenu nocewarom maxKue CoOUUuanbHvle cemu Kax
BKonmaxme, Hnucmaepam u O0nokaaccHuku. Imu coyuansHole cemu
A645H0MCs1 YOOOHBIMU He MOAbKO 0451 00WeHUs, HO U 045 pasmelye-
Hus pexaamsl. Llena eapvupyemcs 6 3agucumocmu om euda Ha-
numka, 00semMa cmakaHyuka, U 603MoJICHbIX 000a80K K HANUMKY
(causku, 3eqpup, cupon).

Katouesble cioBa: HOBBIN CEpPBUC, MOTECHIIMAIbHBIN
MoTpeduTeIb, MCCIeNOBaHUE PBIHKA, aHAJIW3 KOHKYPEHTOB,
IIECHOBOI CETMEHT, KOHKYPEHTHOE TTPENMYIIEeCTBO.
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