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                                                                                                4.2 E-commerce and its advantages within selective companies  in Kaliningrad

                                                                4.2.2 Qualitative research and its outcome

                                
                    As from the customers’ behavior research, it can be concluded that modern customers started 
 actively using online services for their purchases. Moreover, they are enhancing their 
 knowledge,  comparing  the  experience  they get  and choosing the best options to make  a 
 purchase. By the best experience they are considering the detailed description and presentation 
 of the products and services by high quality photos and videos, easy navigations, and friendly 
 interfaces. Moreover, they are inclined towards  the unique  customer experience related to 
 omnichannel model where they can have personalized offers and individual approach from the 
 companies. 


The qualitative research aims to support the argument that implementation of well–structured 
 e-commerce  as well as omnichannel model  is  the  right thing to do. It gives companies’ 


additional tools to guarantee good customer experience and opportunity to build competitive 
 advantage. Moreover, it helps to make additional income channels, or support the current main 
 income channel, attract new customers, and build new strong loyal relationships while keeping 
 the current ones.  


The qualitative research questions were designed to show mainly: What was the rationale of 
 e-commerce  implementation  to their businesses?  Have implementation of online stores 
 improved  the  company’s  sales and brand recognition? How  has Covid–19 changed the 
 customer behavior, and have they noticed a tendency of change? What are the main strategies 
 of the companies related to the omnichannel model (customer journey, analysis of main online 
 and offline channels, loyalty programs, possible improvements of services)?  How  has  the 
 online store helped to gain competitiveness?  


Since the companies were described in the previous subchapter (Chapter 4.2.1), it would be 
 appropriate to move to next questions from the interview. The second question posed to the 
 participants aimed to show the main rationale for the companies to implement online stores. 


As a result, all three companies noted that one of the reasons is SEO improvement in search 
engines, the topic of which the author briefly touched in Chapter 1. Another reason is to attract 
new retail and wholesale customers. As of Mr. Krot’s answer: “There is a tendency, that 
ordinary business card websites and catalogue sites are not displayed in the top results of 
search engines. To improve our positions in search engines and to be displayed in the top of 
the search, we decided to develop a well-designed and structured online store. The position 
of the online store in search engines  has a direct relationship with the  website’s quality 
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(detailed description, high  resolution pictures, easy navigation). Moreover, it serves two 
 purposes at once:  increase in retail sales/retail customers base  and  attraction of new 
 wholesale customers.” 


The Promotion Director of Konturterm Mr. Mamurin supports Mr. Krot’s statement by noting 
 that: “The site is one of the most important advertising tools of our organization in the first 
 place.  As  we are actively engaged in marketing strategy, for us the existence of a well–


constructed and functioning online store is an essential point of our strategy.” In his turn, Mr. 


Ustimenko, noted that the main rationale of the online store is being an informative source for 
 the wholesale customers and business partners: “We mostly supply construction projects; 


thus, one–time retail sales are not a priority. The priority for the company now is to increase 
 the customer base in B2B with the help of internet store.”  


Mr. Elaev mentioned the importance of online store as an additional online channel for their 
 customers in terms of current pandemic situation. He stated that in their view point the self–


isolation regime should not lead to customer loss and it is their responsibility to organize a 
 convenient online food trade in the region. As a rationale of e-commerce implementation, he 
 also stated. “We have had cooperation with other marketplaces where our products have been 
 sold even up to this day, but we understand that our own marketplace is better than 
 cooperation with others.” 


Mrs. Semenyuta in her turn noted, that the main rationale of online store and their media itself 
 is to increase the awareness of their company and products among the citizens. They are setting 
 the trend of natural and organic food consumption. “The rationale of development of the online 
 store is creation of online channel where we can present and sell all our products.”  The online 
 store helped them to attract new customers although they have only several small stores in the 
 region. “More than 40.000 buyers have become our regular customers.”  


The proceeding question was designed to know how implementation of e-commerce improves 
 the company's sales and improves the awareness among customers. Mr Krot of Vestpayp LLC 
 stated that according to their analytics, the number of orders via the online store reaches on 
 average 4–5 per week. When there was only catalogue–site they could have only 2–3 online 
 orders per month.  If  they  consider  their  sales rates before and after online store 
 implementation, then  the  retail  sales  increases  for  about  90%.  Additionally, the 
 implementation of e-commerce and marketing companies helped the company to increase the 
 number of offline orders. Regarding the improvement of business processes Mr. Krot noted: 


“The main profit of the company is from our wholesale clients who buy in bulk. Online store 
 gives them the opportunity to get acquainted with the catalogue, find all the contact 
 information for further cooperation. What about retail, it is fully carried out through the 
 online store.” 


Mr. Mamurin from Konturterm in his turn noted that the online store and advertising gave 
them an increase of new customers by 15–20%. He also underlined: “Due to Covid–19, people 
began to attend the physical stores less, and the online store gives a chance not only to stay 
afloat and not to indulge in losses, but also to develop and increase profits.”  
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Mr. Ustimenko from Gidrokomfort gave numbers of sales rate increase and increase of online 
 store visits. “Our sales have increased significantly. The number of visits to the online store 
 for the first three quarters of 2021 has increased by 1/3 compared to 2020. It also increased 
 sales by about 40%.  So, we can only note the positive consequences of the online store 
 implementation. The increase was among wholesale customers. Sometimes there are also 
 retail purchases through the online store for 100,000 RUB or more, but very rarely.  We are 
 having 15–20 offers per week through the online store, but in most cases, they  are small 
 orders  up to 10,000  RUB. However, this year we have also noticed increase in big offers 
 among retailers.”  


Mr. Elaev noted that the offline stores remain as the most profitable in the food sector and the 
 implementation of the online store has no relationship with the KPI’s of the company. “We tend 
 to think that online service is  mostly  for our current customers. It is also important to 
 understand, that most of the consumers in our city are conservative consumers, and they 
 prefer to have visual and tactile contact with the products. They want to choose the meat and 
 fresh baked goods personally. It is difficult to do it in an online channel”. Mr. Elaev mentioned 
 that the main point was to organize a service for a category of population, which that does not 
 have opportunity to attend the physical stores.  Moreover,  they have created their own 
 marketplace and attracting additional businesses for partnering.  


Mrs. Semenyuta from Naturovo answered that their sales after online store implementation 
 rocketed and it became the main sales channel. “We noticed that people in Kaliningrad prefer 
 the natural and healthy products and we started to develop this trend.” She noted that for the 
 year 2021 they noticed the increase in their sales by 120%.  “Moreover, we noticed that the 
 main number of orders comes to us for the delivery (from online stores and via phone), thus 
 we increased the number of couriers.” From these points we can conclude that Naturovo built 
 additional very strong online channel to process the orders and deliver the products.  


Talking to Covid–19 consequences, from the quantitative research we concluded that people 
 started to buy more online since Covid–19. The following question was designed to support the 
 statement from the quantitative analysis relating to customers’ behavior changes since Covid–


19 and its positive effect  on the organizations.  Mr. Mamurin finds that Covid–19 greatly 
 influenced the development of e-commerce of the company, which in its case leads to online 
 sales  increase. Mr. Mamurin also shared: “We diligently began to improve our  virtual 
 channels both on the Internet site and on social networks. It can be noted that we have noticed 
 a large increase in visitors from these channels, as well as an increase in revenue. We believe 
 that Covid–19 has allowed us to improve our online visibility and attract new customers 
 through advertising, various channels, which in their turn have led to an increase in sales.”  


Referring to  the customer behavior,  whether they have shifted  from offline to online Mr. 


Mamurin  gave  an  affirmative response. In his turn Mr. Krot  stated: “According to our 
observations, a direct proportional situation arose. During the pandemic, demand has 
skyrocketed. We can say that the pandemic has been a push for development, although 
materials, resources, raw materials have risen in price” Mr. Krot also mentioned that people 
make  more  orders  online  even  for  products  that  are  physically  out  of  stock. This can be 
explained by the high informativeness of the customers. Before making a purchase, they are 
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firstly investigating the market, where they are finding detailed descriptions of the product and 
 making decisions of payment. 


Mr.  Ustimenko  answered  this  question  from  the  perspective  of  wholesale  customers  and 
 administrative units. This was because  Gidrokomfort Group  is  also the main partner of 
 Kaliningrad administration on providing engineering solutions. According to him: “It is mostly 
 not about customer  starting to buy more, it is about the administration units and other 
 businesses using  the time wisely to get  things done. As I  have  mentioned, we provide 
 engineering solutions to businesses. Since Covid–19 started, businesses realized that this 
 would lead to the increase of construction materials and service costs, that is why they started 
 actively pushing their projects. The administrative units of our city started to construct more 
 while people were at home and there was low traffic. According to this, I can conclude that 
 yes, the offers and contracts regarding some big B2B and B2G  (B2A)  commerce have 
 significantly increased, as they started to push their projects.  In contrast we noticed that 
 before Covid–19 customers  used to buy small and cheaper products from online store. 


However nowadays, the behavior of customers has changed as they started ordering more 
 expensive products through the online store and paying via the internet”  


The questions related to omnichannel strategy were composed to give insight regarding the 
 omnichannel approach companies are applying. Those are  loyalty programs, variety of 
 channels and customer’s journey. Moreover, the goal was to have some information regarding 
 their vision of future possible improvements of their online services,  to  provide unique 
 experience to their customers. Mr. Krot finds that the customer’s satisfaction is the most 
 important mission of the company. For that reason,  they have multiple channels of 
 communications via online store chat, messengers, and phone channels. These helps them to 
 keep in touch with customers and get feedback from them for further service improvement. 


They have Q&A form on the website where the customers can ask whatever they need to know. 


Furthermore, he stated: “We think that it is important to have the company itself as a business 
 in search engines like Google and Yandex. This allows us to interact with customers, to 
 analyze their reviews through a business account in Google and Yandex to meet their needs.”  


We can conclude that Vestpayp LLC is currently more B2B based business, but they are actively 
 integrating to retail sales to satisfy their retail customers’ needs. In this case they have applied 
 for  some  omnichannel  strategies  such  as  personalized  offers  to  customers,  quick  customer 
 service.  Moreover,  they have an easily navigable online store, with  detailed description of 
 products, high quality photos and multiple delivery methods (pick–up point as well as delivery 
 to any point in Russia).  


According to quantitative survey results  examined earlier in this chapter,  the omnichannel 
 strategies that Vestpayp LLC has implemented above  ensure  good customer journey and 
 navigation in the online stores. As of the possible improvement of a service, Mr. Krot stated: 


“To make this process well–coordinated, there is a need to integrate the online store and CRM 
into a single system. Unfortunately, by this moment all the data on purchases and placed 
orders to cart goes to our corporate email and, accordingly, to the CMS system on what the 
online store was developed. For now, we use the ‘SalesApp’ system, which is not integrated 
with the site, and we manually enter all the records into this system. We aim to develop a 
system with integrated CRM which will directly work with the online store.”  
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The online channel of Konturterm is more innovative.  In contrast to Vespayp LLC, they have 
 integrated cloud–based system. As Mr. Mamurin stated, the most convenient and preferable 
 channel for them and the customers is the online form in the chat which directly integrates 
 with the CRM. Afterwards, the requests from CRM are processed by employees to meet the 
 customer needs and provide them required solutions. “The telephone channel is as the simplest 
 and most accessible, also messengers such as Whatsapp and Viber. One of the most unpopular 
 channels is direct mail. For example, tool rental, service request, or Q&A integrate with our 
 cloud service which interconnects the online store and CRM system.”  


The omnichannel of Konturterm helps them to increase their sales, for example by conducting 
 analysis of abandoned cart, giving them opportunity to return the customer. “In our company, 
 if an authorized user added an item to the cart but did not complete the payment, after a while 
 we send him a polite message as a reminder. The conversion of this channel ranges from 5–


10%.” Like Vestpayp. Konturterm also has a discount and bonus system for retail customers. 


The bonus system is again integrated to the customer’s main profile. For now, the further 
 improvement plans of the Konturterm company is to automate the main business processes 
 inside the company. In its turn Gidrokomfort LLC is more B2B based organization. They are 
 mostly taking part with administration and construction. They have integrated cloud system 
 like Konturterm, but they are more focusing on wholesale customers rather than retail. For this 
 reason, there is a poor analysis of abandoned cart and no loyalty programs and special offers.  


As  further  improvements  of  the  online  store  Mr.  Ustimenko  noted  that they would  like  to 
 automate the ordering and delivery process through the website, so that the client, without the 
 intervention of the manager, can find out the amount of delivery and the estimated date. It is 
 important for them to improve the online store service. That is, a timely response, a polite 
 attitude towards the client, a well–functioning system and training of managers to provide the 
 best solutions and offers to clients. 


The loyalty system and omnichannel model was fully implemented and well-structured  in 
 SPAR  Kaliningrad  company. As of Mr. Elaev insights, the mobile application was being 
 downloaded by half of the Kaliningrad’s population and was the second most popular mobile 
 application in the region. Moreover, they have implemented all the new technologies to their 
 loyalty program,  that  include  preferences analysis, bonus system, in–app entertainment 
 content to gain more bonuses, possibility to make a purchase and order via application with 1–


hour–slot delivery. “...we try to process the customer requests through our mobile application 
because it is more convenient for citizens to use the application than the Internet site. Through 
mobile application you can view promotions, purchases made, order food, follow the bonus 
system, get additional bonuses through in–app entertainment content for subsequent 
purchases. There is also a cumulative system of points for purchases of certain goods that can 
be spent in the future as means of payment. It should be noted that we have a modern loyalty 
program. It not only gives a discount on certain goods, but there is also a bonus accumulative 
program, and a program of special individual offers according to consumer preferences. An 
artificial intelligence component has been implemented that can analyze frequent purchases 
and offer personalized discounts for similar products from the same category.” 
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Considering possible  improvements,  SPAR  Kaliningrad  believes  that  improvements  mostly 
 will refer to the digitalization process. “The main part of digitalization, the underwater part 
 of the iceberg, is internal digitalization. Accordingly, we pay great attention to analytics, we 
 are working on optimizing business processes, because for us digitalization is primarily a 
 cost reduction in our main offline business. As for external digitalization we see our loyalty 
 service “Friends Club “as a local marketplace. We plan to integrate their restaurants, other 
 friendly businesses, flowers, electronics, etc. Also, inside the club of friends, we have a second 
 part – this is the value of contact with the client, which is initially formed offline, but we are 
 trying to use it in the digital world.”  


Relating to Naturovo, we can conclude that they do not have such developed  omnichannel 
 model. There are  no Q&A forms in their online store, no mobile application, no loyalty 
 programs. They are using their online channel mostly for media promotion and to increase 
 their awareness amongst the population. This is normal strategy when the company taking his 
 niche in the market. Moreover, online store serves as the main platform to process the orders 
 and take a count of loyal customers. And the integration of loyalty program is included in the 
 nearest plans of the company. “We plan to expand the number of our couriers and expand our 
 assortment. We also plan to integrate a loyalty program. For now, we have a decent client 
 base and registered users. We plan to analyse their behaviour and preferences and create a 
 loyalty program to be more modern and competitive, because we understand that the big 
 players also started supplying natural products to their stores.” 


The final question was designed to give information about how, in companies’ viewpoint, the 
 implementation of online channels helped the companies to gain competitive advantage. Mr. 


Krot mentioned: “There  is a  number of very important factors  of online store to gain the 
competitiveness. Those are: functionalities of services to understand and meet the customer 
needs, multiple channels to communicate and improve customer service, and, most 
importantly, a big assortment of products in our online store. Our physical store will not fit 
the number of products we have in the online store. As we are working directly with Vario 
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needs, multiple channels to communicate and improve customer service, and, most 
importantly, a big assortment of products in our online store. Our physical store will not fit 
the number of products we have in the online store. As we are working directly with Vario 



                

                                                    
                        In document
                        
    Hlavní práce75330_ttuv00.pdf, 2 MB
                
                
                  
                    Stáhnout
                        (Stránka 61-71)

                    

                            
            
            
                
                    

                    Stáhnout nyní "Hlavní práce75330_ttuv..."
                    

            

        
        
                        
                
                    Outline

                    
                        	
                                        
    The analysis of world e-commerce market
                                    
	
                                        
    The strategy of e-commerce development of retail sector in  Russia
                                    
	
                                        
    The use of omnichannel approach by international retailers
                                    
	
                                        
    Omnichannel implementation strategy
                                    
	
                                        
    Description of the research
                                    
	
                                        
    Quantitative research and its outcome
                                    
	
                                        
    Qualitative research and its outcome
                                            (You are here)
                                    
	
                                        
    List of references
                                    
	
                                        
    Interview from CEO of OOO ‘Vestpayp and Vario Term Russia’ Andrey Krot  in city Kaliningard
                                    
	
                                        
    Interview from Head of Marketing department of Group “Gidrokomfort”
                                    
	
                                        
    Interview from General Counsel of Supermarket chain „SPAR”  in  Kaliningrad city Alexey Elaev
                                    



                    

                

            


            
            
            
                
                    
                        
  Související dokumenty

  
      


                    

                

            

                    

    


    
  
  
  
    
      
        Společnost

        	
             O nás
          
	
            Sitemap

          


      

      
        Kontakt  &  Pomoc

        	
             Kontaktujte Nás
          
	
             Feedback
          


      

      
        Legal

        	
             Podmínky Použití 
          
	
             Zásady Ochrany Osobních Údajů
          


      

      
        Social

        	
            
              
                
              
              Linkedin
            

          
	
            
              
                
              
              Facebook
            

          
	
            
              
                
              
              Twitter
            

          
	
            
              
                
              
              Pinterest
            

          


      

      
        Získejte naše bezplatné aplikace

        	
              
                
              
            


      

    

    
      
        
          Školy
          
            
          
          Témy
                  

        
          
                        Jazyk:
            
              Čeština
              
                
              
            
          

          Copyright 9pdf.info © 2024

        

      

    

  




    



        
        
        
          


    
  




     
     

    
        
            
                

            

            
                                 
            

        

    




    
        
            
                
                    
                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                    

                    
                        

                        

                        

                        
                            
                                
                                
                                    
                                

                            

                        
                    

                    
                        
                            
                                
  

                                
                        

                        
                            
                                
  

                                
                        

                    

                

                                    
                        
                    

                            

        

    


