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Abstract 
The article considers the peculiarities of developing a marketing 
strategy for the adaptation of small businesses to quarantine 
restrictions in the field of commercial entrepreneurship. The 
importance of reformatting the existing marketing strategy in 
connection with the change of key conditions of trade activity 
with the introduction of quarantine restrictions due to the covid-
19 virus epidemic is substantiated. Quarantine restrictions and 
the temporary introduction of lockdown in various countries 
around the world, including Ukraine, have not only caused a 
crisis for small businesses. But they became a shock therapy and 
accelerated the digitalization of retail. Trends in digitalization 
and development of digital infrastructure allow both to adapt the 
structures of commercial entrepreneurship to the current 
conditions, and set directions for development in the long run. 
Particular attention in the article is paid to changing the business 
model and automation of sales processes based on the 
introduction of vending. The preconditions and existing 
experience of vending in Ukraine are analyzed. An outline of the 
business model of the project for the sale of goods through 
vending machines has been developed. 
Key words: 
marketing strategy, digitalization, digital consumer behavior, 
trade entrepreneurship, retail, quarantine restrictions, covid-19, 
vending. 

1. Introduction 

Marketing development strategy is one of the main 
factors of stability and success in the field of trade 
entrepreneurship. However, due to the unusual for the 
world business conditions, in which companies have been 
since 2020, the principles of classical marketing have 
proved ineffective, and in some cases - not working. An 
important aspect of the implementation of marketing 
strategy are the mechanisms of interaction of the three 
components of sustainable development: 

• stabilization and economic development of trade 
entrepreneurship; 

• satisfaction of social needs and social 
responsibility; 

 

 
• ecological and epidemiological safety of trade 

entrepreneurship, ensuring energy saving and energy 
efficiency in the implementation of marketing 
development strategy. 

Taking into account the global trend of digitalization 
is becoming not only mandatory, but also a factor in 
surviving quarantine restrictions. Studies of consumer 
behavior show that it is becoming increasingly digital. 
These trends have only intensified with the introduction of 
quarantine restrictions, as digital channels are the only way 
to connect with the outside world in lockdown and 
isolation. Accordingly, more and more people are meeting 
their consumer needs through the Internet, and the increase 
in online shopping is no exception. 
The aim of the article is to study marketing strategy 
adaptation of small business in the field of trade 
entrepreneurship in the face of the constraints caused by 
the Covid-19. 

2. Literature review 

Small business is an activator of sectoral 
transformations in the economy that creates an effective 
competitive environment and additional revenues to the 
budgets of all levels. In today's pandemic period, small 
business needs to find ways to adapt to quarantine 
restrictions and develop appropriate marketing strategies. 
Many scientific researches of famous scientists are 
devoted to the issues of small business development, 
among which: Abramova A. (2021) [1]; Adeola O. (2021 
[2]; Akpan I. (2021) [3]; Berezina A. (2021) [4]; Burov V. 
(2021) [5]; Derhaliuk M. (2021) [6]; Fedyshyn M.  (2019) 
[7]; Fuchs K. (2021) [8]; Grigoraș-Ichim C. (2018) [9]; 
Istyarini W. (2020) [10]; Ivanova T. (2021) [11]; Butko M. 
(2016) [12]; Kublitska O. (2021) [13]; Kholiavko N. 
(2020) [14]; Grosu V. (2021) [15]; Korneeva E. (2021) 
[16]; Marrucci L. (2021) [17]; Matkovskaya Y. (2021) 
[18]; Meramveliotakis G. (2021) [19]; 
Ostrovskiy V.(2021) [20]; Warsofsky N. (2021) [21]; 
Pitayachaval P. (2021) [22]; Rakhimova S. (2021) [23]; 



IJCSNS International Journal of Computer Science and Network Security, VOL.22 No.1, January 2022 
 

 

150

 

Ramazanov I.A. (2021) [24]; Samiilenko H. (2021) 
[25,26]; Saputera D. (2021) [27]; Taufik M. (2021) [28]; 
Tulchinskiy R. (2021) [29]; Verchenko Y. (2021) [30]; 
Vovk O. (2021) [31]; Yaremovich P. (2021) [32]; 
Zakharin S. (2021) [33] and others.  

According to the study [28], the authors use an 
approach to content analysis to investigate the 
implementation of Islamic marketing ethics in the 
dissemination of business advertising. The study found 
that advertising of more than 90% of entrepreneurs meets 
the basic principles of Islamic marketing ethics. 

In order to increase the activity and increase the 
number of small businesses, according to the authors [10], 
it is necessary to introduce digital media to increase their 
sales. Scientists identify problematic issues, including the 
problem of choosing the most effective media. In this 
article, the authors explore the most effective digital media 
(marketplace) for marketing media businesses. 

The authors [21] argue that in today's world the 
importance of small and medium-sized businesses in the 
structure of national economies of most countries is 
growing. According to scientists, SMEs, which are 
characterized by flexibility and ability to adapt, as well as 
quickly reorganize in the face of modern challenges, are 
the basis and guarantee of accelerated socio-economic 
growth. 

The article [19] is based on the opinion that small 
business is the engine of wealth and prosperity of the 
country. The authors consider the existence of a significant 
share of small business in the Greek economy as a 
structural barrier to economic growth and prosperity. 
According to the study, without proper support from the 
state, only those entrepreneurs who are quite successful in 
the market will be able to survive in the market, and the 
vast majority of small firms will leave the market. 

The purpose of the article [30] is to analyze the 
activities of small business confectioneries and justify the 
need to adjust the marketing strategy in modern 
conditions. The authors propose strategies for the 
development of small businesses in the confectionery 
industry, developed and substantiated a systematic 
approach to assessing strategic development. 

The study [5] analyzes the development of small 
business in the construction industry and examines 
government mechanisms to support it through the 
operation of business networks. As a result of the study, 
scientists eradicate the problems of the business structures 
of the construction industry and predict the possible 
consequences of their activities in the shadow sector of the 

economy. It is proved that small business is a driver of 
growth of socio-economic development of the region. 

The purpose of the article [22] was to study the 
current state of factors in the development of small and 
medium enterprises in northeastern Thailand. Researchers 
analyzed and investigated possible measures for the 
development of small and medium enterprises. The 
authors note that the national development strategy until 
2037 provides for economic development based on 
modern entrepreneurs and the creation of smart 
entrepreneurs; providing access to information about 
financial services, market, data; adjusting the role of 
entrepreneurs and public institutions and opportunities for 
access to public services. 

Researchers [16] are exploring the role of small 
business in promoting sustainable development through its 
actions, public and social consciousness and responsibility. 
The authors proved that small and medium-sized 
enterprises can be a decisive force in the fight against 
climate change and the promotion of environmental 
thinking, which will directly affect the achievement of 
sustainable development goals. 

The aim of the research [2] is to study the critical 
factors that contribute to the development of small 
business and directly affect the achievement of the UN 
SDGs in the Nigerian market using the Lucie model. The 
authors of the study claim that the results of their work 
will help entrepreneurs to avoid failures and achieve UN 
SDC 1, 2, 8 and 10. Scientists have proven the global 
validity of the Lucier model, the use of which is relevant 
in both emerging and already developed markets. 

In the article [24], the authors prove that domestic 
and global information and communication resources in 
combination with digital tools help to create conditions for 
successful online transformation of small, micro, 
individual and family businesses and self-employed in the 
distribution sector on single digital platforms. According 
to the authors, the C2C market, which is based on global 
digital platforms, is an effective method of online 
transformation of business structures. 

3. Results 

Today, it is extremely necessary for companies in the 
field of trade to rethink the principles of marketing, 
transform the existing business model, and identify the 
dominants of this process, which are due to current global 
trends (Fig. 1). 
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Solving problems related to the stabilization and resumption of activities under quarantine restrictions - in the 
short term, as well as development - in the long run 
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er,  

rational use of available resources 

STABILIZATION AND ECONOMIC DEVELOPMENT OF TRADE ENTREPRENEURSHIP 

Satisfaction of social needs and social 
responsibility of trade entrepreneurship 

Environmental and epidemiological safety, 
energy saving and energy efficiency 

Automation of existing sales processes 

Marketing strategy for stabilization and development of 
the structure of trade entrepreneurship 

Digitization based on existing needs 

Formation of a digital business network 

Decreased purchasing power Quarantine restrictions Covid-19 

Opportunities - development of omnichannel in 
relations with suppliers, partners, customers 

Prerequisites - digitalization of consumer 
behavior 

Development of digital retail infrastructure 

 

Fig. 1  The concept of strategic marketing development of commercial entrepreneurship 
Source: compiled by the authors. 

The indicator of "digital maturity" of the client has 
become one of the main criteria for making strategic 
marketing decisions in the field of commercial 
entrepreneurship. Factors that contribute to the 

development of this characteristic should be included in 
the marketing strategy, and the directions of digitalization 
of retail are shown in Fig. 2. 
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Fig. 2  Factors of digitalization in the formation of marketing strategy of commercial entrepreneurship 
Source: compiled by the authors. 

Consider one of the areas of change in the business 
model of commercial entrepreneurship and automation of 
sales processes based on the introduction of vending. This 
type of business model in the field of retail has long been 
implemented in world practice, and with the introduction 
of quarantine restrictions and the concern of all 
participants in the trade process for epidemiological safety, 
is only gaining momentum. 

Unfortunately, the Ukrainian vending market is only 
developing and there are very few companies working in 
this field. This market allows small businesses to master it 
more freely without fear of obstacles that are mostly 
created by powerful companies. The main representatives 
of Ukrainian vending companies are listed in Table 1. 

Table 1: Characteristics of the leading Ukrainian brands in the industry 
Brand Logotype Brief description Production facilities 

T
M

 U
ni

P
ay

 

 

Intelligent Vending Systems LLC, UniPay TM is a company that has been 
successfully implementing vending technologies since 2008. 
The company specializes in the development of a universal electronic 
platform, which reduces the time of designing a new vending machine in 
the shortest possible time. 
The company operates in a closed technological cycle 

Installed terminals: 
more than 1000 

payment; 
more than 360 for 

water; more than 125 
parking systems and 

parking meters. 

V
E

N
D

IB
O

A
R

D
 

  
VENDIBOARD - new generation vending machines that will sell your 
products. We create equipment and software for automated trading. 

No data available 

RETAIL DIGITIZATION 

linking marketing goals with 
the sole purpose of the brand 

connect your own customer data 
across multiple touchpoints 

automate tasks and customize 
messages for maximum impact 

establishing strategic 
partnerships with common 

marketing goals 

educational activities among 
consumers on the possibilities of 
digitalization of the purchasing 

process 

availability of flexible teams in the 
digital culture business for testing 

and learning 

changing the business model 
of trade entrepreneurship 

development of 
multichannel 
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LLC "SPS Postiray-Ka!" - a new type of vending business - organization 
of self-service laundry points based on the company's equipment. 230 washing 

machines in Kyiv; It 
is also located in other 
cities of Ukraine and 

abroad. 

G
W

at
er

 

 

GWater is a manufacturer of vending machines for drinking water. 
413 submachine guns 
are located in 49 cities 

of Ukraine; has 152 
partners 

A
V

A
N

G
A

R
D

 

 AVANGARD is a manufacturer of vending equipment in Ukraine. 
AVANGARD is a company with a full cycle of metal processing, powder 
coating and numerical control machines. Production quality processes at 
the plant are confirmed by international certificates ISO, CE. To solve the 
complex problems of retail automation, we have combined an individual 
design approach, a strong engineering base and high-tech full-cycle 
production. 18 years of production experience has made us experts in the 
field of vending. AVANGARD is a member of the European Vending 
Association EVA. 

20457 devices were 
produced; 

648 customers in 9 
countries 

Source: developed by the authors based on the source [34-37]. 

According to the information received, it is very 
difficult to make a top among Ukrainian vending 
companies. The reason is that doing business in this 
business, namely trading through vending machines, refers 
to such an economic activity as 47.99 "other types of retail 
trade outside stores", which does not allow to single out 
trade through vending machines. 

Consumers are the main judges of the brand; it is their 
attitude to a particular brand reflects its value to society. 
Knowledge of the types of decisions and patterns of 
consumer behavior to a particular brand characterizes its 
position in the market. Types of decisions and models of 
consumer behavior of Ukrainian brands are shown in Table 2. 

 

Table 2: Types of decisions and patterns of consumer behavior of brand products 

Brand Types of purchasing decisions 
Models of consumer behavior according 

to the duration of decision-making 

TM UniPay From the business side: 
- thought out (cognitive). 
From the end user: 
- thought out (cognitive). 
- reflex; 
- impulsive; 
- partially thought out. 

From the business side: 
- a long process from the end user: 
- limited process; 
- instant purchase. 

VENDIBOARD 

AVANGARD 

"Wash-Ka!" 

From the business side: 
- thought out (cognitive). 
From the end user: 
- thought out (cognitive); 
- reflex; 
- impulsive; 

GWater 

From the business side: 
- thought out (cognitive). 
From the end user: 
- reflex; 
- impulsive; 
- partially thought out. 

Source: developed by the authors. 

Because vending machines are a specific product 
used by both businesses for their business and end users, 
their solutions and behaviors differ. It is very difficult to 

single out certain emotional and other factors that lead to a 
purchase, because a huge number of goods and services 
are sold through trade devices. One thing can be said, 
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every decision and pattern of behavior depends on the type 
of apparatus and goods or services that are implemented 
through it. This applies to the brands TM UniPay, 
VENDIBOARD and AVANGARD because they are 
engaged in the production of devices in various fields. 

The brands "Wash-Ka!" and GWater are one line of 
business and identify the types of consumer decisions easier. 

In the brand "Wash-Ka!" all consumers mostly make 
informed decisions, because to use washing machines you 
need to prepare in advance. Exceptions are possible in the 
direction of impulsive action due to certain circumstances 

(dry clothes after rain or wash dirty clothes without 
running home, etc.). 

In the GWater brand, all consumers make 
spontaneous decisions based on a situation or habit. This is 
due to the fact that the company sells water and buys it 
mostly if you want to drink. Because of this, consumers do 
not take into account most of the criteria by which other 
goods are purchased (price, size, volume, taste, etc.). 

On the basis of the analysis of the market of brands of 
vending machines the factors of influence on volumes of 
demand of production and their characteristics are defined. 
The obtained data are shown in table 3.  

Table 3: Factors influencing the demand for products 
Influencing factors 

Internal External 
- quality; 
- functionality; 
- related services; 
- maintenance, its quality and speed; 
- price; 

- positioning of the enterprise on the market; 
- average level of wages; 
- tax policy of the state; 
- number of competitors; 
- social and economic condition of the population; 

- innovation of the used technologies; 
- product innovation; 
- qualification of engineering and technical personnel; 
- effectiveness of marketing activities; 
- ease of use. 

- average market price per 1 m2 of leased space; 
- state of the electricity market; 
- state policy on small and medium business; 
- average market price per 1 Kv of electricity; 
- interest of citizens in the use of vending machines; 
- requirements of citizens to vending machines. 

Source: developed by the authors. 

Depending on the ratio of supply and demand for a 
particular product in the market there are two opposite 
situations: "seller's market" and "buyer's market". At the 
same time, the market is likely to have a relative balance 
of supply and demand. An indicator of the degree of 
perfection of the market is the equilibrium price for a 
particular product, for which there is no shortage or 

surplus. The sooner it is installed, the more perfect the 
market is. 

On the basis of the analysis of the market of brands of 
vending machines the factors of influence on volumes of 
demand of production are defined and their characteristics 
are given. The research results are shown in Figure 3.  

 

Fig. 3  State of the vending machine brands market in Ukraine 
Source: compiled by the authors. 

Market equilibrium in Ukraine 
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Seller's market Buyer's market 

- automated laundry services; 
- post office services; 
- floromate services; 
- services of vending machines with 
carbonated and non-carbonated water; 
- exchange services in the metro. 

- services of payment terminals; 
- coffee machine services; 
- snack machine services. 
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According to Figure 3, we can conclude that the 
market is in a state of advantage of the "Seller's Market". 
This situation allows companies to dictate their market 
conditions. 

Despite the fact that the indicators of the domestic 
market for trade through vending machines to the current 
state can not be determined, it is possible to obtain 
information on exports / imports of these devices to 
Ukraine. This is possible because in external activities the 
devices are under the code UKTZED 8476 "Vending 
Machines". 

Analyzing the statistical data from 2011 to 2019, it was 
found that the balance in 2011 amounted to -2362 thousand 
dollars. USA, in 2015 amounted to -1317 thousand dollars. 
USA. The reason for this was most likely that the country 
began to change its direction towards Europe and this, in 
turn, led to a change in economic and political situation. 
However, in 2017 the balance increased to a record -3886 
thousand dollars. USA, which was the worst indicator for 
the analyzed period of years. In 2019, the balance decreased 
its negative value to -3479 thousand dollars. USA, which 
indicates a slight but still improving economic situation [38]. 

Negative indicators indicate the lack of necessary 
vending machines in the Ukrainian market, or the lack of 
their competitive advantages over similar devices from 
foreign manufacturers. 

Based on the data on the total volume of imports and 
exports in terms of commodity items, a study of statistical 

data was conducted to determine the main counterparty 
countries. 

Analyzing the statistics of Ukraine's Foreign Trade 
for 2011-2019, it was found that for the period from 2011 
to 2014 one of the main contractors of imports of goods 
were the Russian Federation (share 21.79-39.78%) and 
Italy (share 41, 09-50.80%) and among exporters the 
Russian Federation (share 33.53-56.02%) and Canada 
(share 19.67-47.12%). In 2014, the indicators of imports 
and exports with the Russian Federation decreased (to 6.67% 
and 14.82%, respectively) and imports from Italy and 
exports from Canada, on the contrary, increased (69.69% 
and 37.19%, respectively). The reason is the war in eastern 
Ukraine and the occupation of Crimea, which led to the 
termination of economic ties with the Russian Federation 
[38]. 

After 2014, the economic direction changed and the 
main importer remained Italy, and in addition China. 
Exports, in turn, went to the EU. 

In the future, we analyzed the regional market of 
Chernihiv. In our opinion, it demonstrates excellent 
prospects for the development and prosperity of the 
vending business. The reason for this is very little 
competition and economic growth in the region. This is 
evidenced by data from the State Statistics Service. The 
first indicator that was considered was "Retail turnover in 
the Chernihiv region" (Fig. 4). 

 

Fig. 4  Retail turnover in the Chernihiv region (2017-2020) 
Source: compiled by the authors on based [38]. 
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As we can see, in 2020 the growth is very high, which 
indicates an increase in cash flow compared to previous 
years. This is due to the fact that most people have begun 
to withdraw their funds from storage, which in turn will 
stimulate the economy. 

The next indicator that was considered was the 
"Regional structure of retail trade turnover of retail trade 

enterprises". This indicator makes it possible to determine 
how much turnover has increased and whether it is 
profitable to conduct retail trade in terms of purchasing 
power of the population. Data from the State Statistics 
Service are shown in Fig. 5. 

 

Fig. 5  Regional structure of retail trade turnover of retail trade enterprises (2017-2020) 
Source: compiled by the authors on based [38]. 

The macroeconomic indicator of the "Regional 
structure of retail trade turnover" is perhaps the most 
important indicator that allows you to assess market 

prospects. This indicator shows the amount of working 
capital, which in turn allows us to determine the economic 
growth of the market and its attractiveness (Fig. 6). 

 

 

Fig. 6  Regional structure of retail trade turnover (2017-2020) 
Source: compiled by the authors on based [38]. 

2017 2018 2019 2020

Index of physical volume of retail
trade,% 103.2% 102.6% 104.9% 112.8%

Retail turnover, UAH million 10192.2 11521.6 12710.5 14643.3

90%

95%

100%

105%

110%

115%

120%

5,000.0 ₴

7,000.0 ₴

9,000.0 ₴

11,000.0 ₴

13,000.0 ₴

15,000.0 ₴

17,000.0 ₴

19,000.0 ₴

2017 2018 2019 2020

Index of physical volume of retail
trade turnover,% 104.4% 103.3% 101.4% 114.2%

Turnover in retail trade, UAH
million 15777.4 17973.2 19282.1 22490.7

90%

95%

100%

105%

110%

115%

120%

10,000.0 ₴

12,000.0 ₴

14,000.0 ₴

16,000.0 ₴

18,000.0 ₴

20,000.0 ₴

22,000.0 ₴

24,000.0 ₴



IJCSNS International Journal of Computer Science and Network Security, VOL.22 No.1, January 2022 
 

 

 

157

As we can see, retail trade and retail trade are 
growing at a significant pace despite the anti-epidemic 
measures and quarantines in 2019. This result indicates the 
adaptation of entrepreneurs to new conditions and 
development of the region. Growth of 12.8% is a very 
good indicator. 

The volume of retail trade in Ukraine in March 2021 
increased to 13.1% (compared to March 2020). According 
to the results of the first quarter, retail trade increased by 
7.5% compared to the same period last year [39]. 

The positive dynamics of the industry, first of all, was 
supported by the restoration of economic activity in most 
areas of the economy under adaptive quarantine, as well as 
stimulating consumer demand in view of increasing social 
standards. 

Thus, from January 1 of this year, the minimum wage 
increased (from 5,000 hryvnias at the end of 2020 to 6,000 
hryvnias from January 2021), from March 1, recalculation 
and indexation of pensions for almost 10 million citizens 
was carried out (including age, service) years, disability 
due to loss of a breadwinner [39]. 

In addition, the financial support of business and the 
population from the state had a positive impact on retail 
trade. In particular, during the winter lockdown more than 
470 thousand private individuals and employees received 
assistance [39]. 

In the regional context, in January-March 2021, the 
dynamics of the retail segment of the domestic market in 
all regions was positive, including in 12 regions the 
indicator exceeded the value for Ukraine as a whole. Since 
the beginning of the year, the volume of retail trade has 
increased the most - by more than 10% in Kyiv, Chernivtsi, 
Chernihiv, Vinnytsia, Ternopil regions [39]. 

The growth of retail trade in the Chernihiv region is 
an important indicator for the introduction of vending 
trade. It is the increase in purchasing power and low 
competition that should encourage investment and 
development of this type of activity. 

The proposed outline of the business model of the 
vending trade project is presented in Fig. 7. 

 
Key partners: 

- enterprises-producers of 
goods (strategic partner); 
- vending companies 
(manufacturer-supplier); 
- insurance companies 
(suppliers / joint 
activities); 
- financial institutions 
(joint activities); 

Key actions: 
- supply of goods; 
- maintenance of vending 
machines; 
- renting vending machines; 

The main idea, 
value: 

For the population: 
round-the-clock and 
easy access to goods; 
For enterprises: 
provision of goods to 
employees and 
control over their use. 
The main idea is to 
save time and money 
for consumers. 

Interaction with 
consumers: 

Relations with mass 
consumers are 
automated, with 
enterprises are 
personalized. 

Consumer 
segments: 

- different 
segments and 
groups of the 
population; 
- industrial 
enterprises; 
- office centers; 
- trading 
platforms; 
- producers of 
goods 

Key resources: 
- material (vending machines, 
transport, office equipment, 
etc.); 
- intellectual; 
- human (office and warehouse 
workers, staff servicing vending 
machines); 
- financial (funds for the 
purchase of goods, maintenance 
of vending machines) 

Sales channels: 
Vending machines 
of different types. 

Cost structure: 
1) basic material resources (vending machines and materials for 
their maintenance); 
2) lease of accommodation facilities; 
3) transportation and storage of goods; 
4) human resources; 
5) relationships with consumers and partners. 

Receiving funds. Fundraising: 
Consumers pay for the purchase of goods, which saves 
time; 
Clients (enterprises) pay for the purchase of goods (its 
supply), equipment rental services. 

Fig. 7  Outline of the business model of the company for the sale of goods through vending machines 
Source: compiled by the authors.

Marketing development in the field of commercial 
entrepreneurship is an integral part of increasing profits 
and competitive advantages. Before implementing the 
proposed project aimed at stabilizing quarantine 
restrictions, it is necessary to plan all actions in advance 

and create a map of strategic business development. It will 
change over time, but from the very beginning of the 
activity will outline the benchmarks by which the business 
will grow (Fig. 8). 
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Fig. 8  Scheme of stabilization of the subject of trade business in the conditions of quarantine restrictions  
on the basis of realization of the project of vending trade 

Source: compiled by the authors. 

The proposed scheme demonstrates the importance of 
marketing strategy and the use of digital infrastructure in 
overcoming crises due to quarantine restrictions. 

4. Conclusions 

Maintaining balance and ensuring survival in the 
short term today is the main goal of most representatives 
of commercial entrepreneurship. However, for long-term 
strategic development, it is important to analyze the 
possibility of digital transformation at the level of the 
brand or retail network as a whole, as well as to begin to 

form and expand access to digital infrastructure leading 
and sustainable position in the online sales market. 

Implementation of the provisions for the integration 
of digital infrastructure and trade entrepreneurship will 
allow:  

- to modernize the sphere of retail in accordance with 
world trends and increase the efficiency of its operation; 

- better meet the needs of the market in goods and 
improve the quality and availability of customer service; 

- ensure the speed and timeliness of delivery of 
goods to the final consumer;  

State 
improved 

Stabilization of activity 

I 

Analysis of the root causes and 
overcoming the crisis. 

Implementation of the vending 
trade project. 

Efficiency of 
entrepreneuri

al activity 

Increasing market share, product 
range and range, suppliers, regular 

customer base. 

State 
improved 

Condition not 
improved 

Overcoming 
the crisis  

Profit 

Investing more in advertising, 
increasing goods and materials, 

diversifying activities. 

II 

III 

Analysis of the main results and 
adjustment of marketing strategy 

based on existing market 
experience 

Comprehensive analysis of the business structure of the vending industry and adaptation to modern 
requirements 
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- to improve the management system of trade 
enterprise development in general as a type of economic 
activity and individual business structures;  

- increase the level of epidemiological safety and 
compliance with quarantine restrictions in the sale;  

- reduce the operating costs of commercial 
enterprises and increase their economic efficiency in 
general. 
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