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Abstract. The sanction standoff between Russia and the West opened up new opportunities for Russian food manufacturers. A new import
substitution policy declared by the government restricted the access of the leading foreign countries to the market and unlocked a potential
for internal development. Russian producers spotted new niches in the food market. There exist numerous obstacles to assimilating new
market prospects: organizational (logistics, infrastructure, etc.), investment, legal, economic, etc. The paper underlines that the problem of
enhancing the effectiveness of food companies’ marketing policy in the context of import substitution is among the most formidable
challenges. The article generalizes the problems of implementing the marketing policy of Russian enterprises. It reviews the core findings
of the research studies on exploring consumers’ attitude towards Russian and foreign-made food products. The author formulates
recommendations about executing sustainable marketing communication strategies of Russian companies under import substitution.
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1. Introduction

The recent global geopolitical crisis and subsequent events have caused a large number of dramatic changes in the
economic policy employed by national governments. For example, in response to the restriction of Russian
companies’ access to Western financial resources, technologies and other economic goods associated with
specific economic sectors, the Russian government adopted a set of measures aimed primarily at import
substitution or a gradual substitution of imported products with domestically produced goods.
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The idea of import substitution is not new to Russia. However, it was not until 2013-2014 that the country started
actively implementing this concept. The ban on importation of agricultural products from several countries to the
territory of the Russian Federation led to both positive and negative consequences for the Russian economy
(Edict, 2014). For many vyears, foreign-made food products have been dominating the Russian food market,
especially during the period from 2000 to 2013, and it could not but influence the current behavioral patterns and
food preferences of Russian consumers. A number of foodstuffs items were perceived by Russian manufacturers
as purely foreign products with consistent quality. The situation was aggravated by the fact that Russian
consumers displayed a comparative attitude towards particular types of foreign-made and domestic food products.
Undoubtedly, under such conditions, in order to guarantee substitution of imported food products for domestically
produced foodstuffs, it is necessary to resolve problems with product perception and require from Russian
manufacturers to mount appropriate marketing efforts, including communication.

Thus, in modern conditions there emerged a problem of adapting marketing communication strategies of Russian
producers. The scholarly significance of the present study lies in systematization of Russian consumers’
incentives to choose food products of domestic production. The practical importance of the paper resides in
designing a set of recommendations that can be taken into account when formulating sustainable marketing
communication strategies for ensuring risk sustainability of companies’ activity (Guseva and Kuzmin, 2016;
Kuzmin, 2017).

The purpose of the study is to identify the special features of transformation of the motives behind behavior and
choice of food products by Russian consumers in the context of implementing the import substitution policy. To
achieve this purpose, we plan to perform the following research tasks: (1) to analyze the extent to which the
problem of forming a marketing strategy under import substitution is rectified; (2) to suggest the author’s
interpretation of the findings of the research studies on the Russian consumer’s behavior in the food market; and
(3) to provide a set of recommendations to boost the effectiveness of sustainable marketing communication
strategies of Russian food manufacturers in the context of the import substitution policy.

2. Literature review

Undoubtedly, implementation of the import substitution policy, in addition to the issues of marketing
communication support, encounters a range of other equally important problems. This is the reason why the
majority of the Russian scientific research are devoted to resolving the issues of legal, financial, infrastructure-
technical and other support for implementation of the import substitution policy.

Nevertheless, there emerge more and more research studies on marketing problems associated with the
introduction of the import substitution policy and its specific aspects. In particular, we can mention the following.
Vinogradova (Vinogradova, 2017) argues that in today’s conditions the expansion of agricultural marketing is
impossible without transforming marketing activity of concrete economic entities. In their work, Grishchenko and
Sumina (Grishchenko and Sumina, 2015) discuss the issues of strategic planning of Russian companies in the
context of the import substitution policy. Some scientists believe that autarky measures (which incorporate the
import substitution policy) pose a threat to economic security and damage the welfare of the population while
reducing the number of possible alternatives to consumer choice (Kuzmin, 2015; Kuzmin, 2016).

The research study by Marchenko (Marchenko, 2016) specifies the methodological base of import substitution in
the sectoral markets, identifies the main factors encouraging the development of the sectoral market and
formulates a set of measures to increase the effectiveness of the import substitution policy in the sectoral market.
Having studied the theoretical base of marketing and marketing communication, Mechikova (Mechikova, 2017)
suggests a set of measures to improve the activities of Russian companies in this sphere. Moskalev (Moskalev,
2017) looks at the strategy of differentiation of market entities’ product brands as the major competition tool in
the conditions of the import substitution policy. Yudina and Pirogova (Yudina and Pirogova, 2017) consider
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individual techniques for developing and executing advertising campaigns under the import substitution policy.
However, the publications mentioned above pay little attention to the issues of formation of effective and
sustainable marketing communication strategies in the context of the import substitution policy, but deal with
only certain aspects of this problem.

In addition to the aforementioned publications, it is worth mentioning the research studies exploring preferences
of Russian consumers in the food market. Amongst such works are investigations conducted by the Institute of
Public Opinion “Anketolog” (Anketolog, 2015), the Public Opinion Fund “Fond Obshchestvennoe Mnenie”
(FOM, 2015), as well as publications by Bondarenko, Babich and Chertyanina (Bondarenko, Babich and
Chertyanina, 2016), Guziy and Ondreyovichova (Guziy and Ondreyovichova, 2015), Marakova, Sharafutdinova
and Krishtafovich (Marakova, Sharafutdinova and Krishtafovich, 2016), et al.

3. Research results

In the course of implementing import substitution measures, Russian companies have managed to accumulate
sufficient experience in performing marketing communication strategies. To evaluate this experience, the author
carried out a research study of various enterprises engaged in production or selling of food products. The
fundamental hypothesis of the research is that in the new environment Russian manufacturers do not take into
account the ongoing transformations in the structure of the needs of the national consumer. The survey was
conducted from March to May 2017. During the study, 164 respondents from marketing departments of different
companies were interviewed. In the course of the research, the author used a structured interview. The table 1
below shows characteristics of the survey participants according to main parameters.

Table 1. Sampling of the research

Parameter Number of respondents | % of respondents
Geographical spread of participants, including: 164 100,0
Moscow 56 34,1
Saint Petersburg 48 29,3
Krasnodar 14 8,5
Rostov-on-Don 13 7,9
Saratov 9 55
Kazan 9 55
Nizhniy Novgorod 8 4,9
Pskov 7 4,3
Sectoral specialization, including: 164 100,0
meat products 69 42,1
dairy products 58 35,4
fruits and vegetables 37 22,5
Type of organization, including: 164 100,0
manufacturing 34 20,7
trade and manufacturing 56 34,1
trade 74 45,2

We analyzed the findings of the survey and arrived at the following conclusions:

1) in most cases (65% of respondents), food companies do not increase the budget for communication support of
their products;

2) the majority of the companies under consideration (78% of respondents) do not have clear long-term goals
formulated in the form of a strategic marketing communication plan regarding their future prospects;
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3) marketing communication strategies are executed without in-depth studies at regional level (this is especially
true in regard to small and medium-sized companies);

4) in most cases (56%), when formulating their marketing communication messages, Russian companies do not
pay attention to large-scale studies and consumer motives.

5. Discussion

5.1. Review of representative research

In our view, it is worth analyzing the main results of representative studies that characterize Russian consumers
and their attitude towards food products in the context of import substitution. As mentioned above, in recent years
there have appeared a large number of research that can shed light on the key parameters of Russian target
audience in the food markets.

These studies demonstrate that most Russians are in favour of the ban on importing certain goods from the EU
countries. For instance, according to one of the surveys, 46% of 1149 respondents indicated that retaliatory
sanctions introduced recently can become a solid support to domestic food manufacturers and regarded these
measures as positive (Guziy and Ondreyovichova, 2015).

When analyzing behavioural aspects of Russian consumers, it is important to touch upon the problem of their
comparative attitude towards particular types of foreign-made and domestic food products. For example, the
research undertaken by the Public Opinion Fund “Fond Obshchestvennoe Mnenie” (FOM, 2015) produced quite
interesting results when comparing consumers’ attitude towards the quality of food products of domestic and
foreign production (Fig. 1). The study was held among Russian citizens above 18 years, 1500 respondents in total;
in 104 populated localities situated in 53 subjects of the Russian Federation.

Population in general 37 11
Moscow 40 12
Cities (more than 1 million.. 12
Cities (250,000 to 1 million.. 34 11
Cities (50,000 to 250.000.. 32 9
Towns (under 50,000 people) 38 L
Rural areas 30 10
0 20 40 60 80 100
HBetter ®mWorse ®Equivalent © Undecided Share, %

Figure 1. Attitude of Russian consumers towards the quality of food products of domestic and foreign production

Source: Domestically produced food products vs. imported food products (FOM, 2015)

As we can see, the Russian population, in general, is favorably disposed towards domestically produced goods.
However, from the territorial aspect, the results vary significantly. The most critical view of Russian produced
goods is characteristic of large cities with population over 1 million people — only 15% of respondents said that
domestic products were of a better quality than imported goods, and only 20% expressed the dissenting opinion.
The situation is radically different in rural areas, where 51% of respondents believed that the quality of Russian
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food products was higher if compared with foreign-made foodstuffs. The given data allow us to draw the
following practical conclusions:

1) in human settlements with population less than 1 million people, Russian consumers have more trust in
domestic food products than in urban areas with population over 1 million inhabitants. In this regard, Russian
food manufacturers, especially of the federal level, can differentiate their communication policy (in terms of
forming a budget for communication, depending on the intensity of using communication media) according to
consumers’ attitude;

2) a more detailed differentiation is required in the sphere of utilizing marketing communication tools in large
urban areas and human settlements with population less than 1 million people.

At the same time, according to scientific research, there is a decrease in Russian consumers’ confidence in food
products of domestic production (Fig. 2).

o 100 -
> 50 = - 74
4 ' 69
_ﬂé 60
% 40 .
7 2 20
% 20 6 10
o U
g Tuly 19, 1999 Tuly 16, 2006 August 17,2014 March 20, 2016
(7!
Domestically produced Imported

Figure 2. Dynamics of Russian consumers’ attitude towards domestically produced and imported food products in 1999-2016

Source: Domestically produced food products vs. imported food products (FOM, 2015)

As we can notice, despite the fact that Russian consumers still prefer domestically manufactured food products,
their indifference to the country of origin of foodstuffs is becoming more obvious. The Russian food market, in
terms of the number of brands presented, is still at the nascent stage. A gradually decreasing interest of Russian
consumers in domestic food products signifies the absence of strong brands that could be serious competitors to
foreign analogues. The increase in indifference of consumers is also attributed to their poor loyalty. Hence,
investing in brand creation, despite its high cost, is among strategically important tasks of mapping out
sustainable marketing communication strategies for manufacturers seeking long-term profitability.

When implementing a marketing communication strategy, it is of practical interest to examine Russian
consumers’ motives for purchasing domestically produced food products. Incentives can become the basis for
creating communication messages. According to the research conducted by the Public Opinion Fund (FOM,
2015), such incentives embrace the following: better quality of Russian food products (18% of respondents);
organic food products without GMOs or harmful food additives (17%); greater reliability, confidence in a product
(16%), patriotic motives (13%); better palatability (5%); more attractive prices (5% of respondents).

Other research underline similar motivations for choosing products of domestic production. For example,
according to the survey performed by the Institute of Public Opinion “Anketolog” (Anketolog, 2015), Russian
consumers identified the following incentives for buying domestically manufactured goods: adequate prices (75%
of respondents), the use of organic raw materials (71%); acceptable quality of production (50%); product
reliability (30%); durability (25%); a wide product range (14%); high functionality of products (10%); product
appearance (5%); stylish design (3% of respondents).
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The above-listed factors and motivations for purchasing domestic products cannot be used in all market niches in
the same way. Without a doubt, every company has to identify the objectives of enhancing the effectiveness of
communication strategies, the structure of consumer preferences, motives and factors in purchasing a specific
product. While forming a sustainable marketing communication strategy, companies should also take into account
the motives behind the purchase of foreign-made products. The recent study (Guziy and Ondreyovichova, 2015)
demonstrated that such motives include: confidence in a product (41% of respondents); higher quality (32%);
information availability (26%); better brand awareness (23%); better palatability (14%); more attractive prices
(5% of respondents). Thus, identifying of consumer preferences, their dynamics and structure becomes one of the
determining factors in building effective marketing communication strategies in the context of the import
substitution policy.

5.2. Recommendations

There are numerous approaches to the formation of marketing communication strategies, but ultimately all of
them pursue common communication objectives. Summarizing the results of the present study, we can formulate
the following recommendations to improve the effectiveness of marketing communication strategies of Russian
manufacturers of food products under the import substitution policy:

(1) The funds channeled by Russian companies into marketing research are insufficient. Under the conditions of
import substitution, it is equally important, when constructing sustainable marketing communication strategies, to
utilize the results of secondary marketing studies of Russian consumers, as well as the findings of primary
marketing research corresponding to the specific goals and tasks of particular companies;

(2) “Patriotic” motivations do not always prevail even under import substitution. This factor can be taken into
account in the process of formation of marketing communication strategies, but it should not be viewed as central
and basic;

(3) Building sustainable marketing communication strategies requires the territorial factor to be considered.
Under modern conditions, it is advisable for Russian food companies, especially those operating in several
regional markets or nationwide, to adapt their communication strategies to specific conditions of every local
market individually;

(4) Formation of marketing communication strategies of Russian companies is associated with communication
strategies of chain retailers. This fact should be taken into consideration in long-term strategic plans.

Conclusion

In the course of implementing import substitution measures, Russian companies have accumulated extensive
experience of executing marketing communication strategies. The findings of the analysis indicate that in most
cases (65% of respondents) food companies do not increase their budget for communication support of products
and the majority of organizations (78% of respondents) do not have clear long-term goals represented in the form
of a strategic plan of marketing communications regarding the company’s position in the future. All this proves
the necessity to gradually alter marketing communication strategies of Russian manufacturers. In this connection,
identifying the avenues for boosting the effectiveness and sustainability of marketing communication strategies in
the context of import substitution requires taking into account the distinguishing features of consumer behavior.
The recent trends allow us to conclude that Russian consumers are increasingly less concerned with the country of
origin of food products. Thus, it is of crucial importance to analyze consumer preferences, as well as their
dynamics and structure, in order to form effective and sustainable marketing strategies.
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