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The article is about the assessment and analysis of the results of marketing research of the
market of telecommunication services in Ukraine. The study of the dynamics of the
telecommunications services market allows to draw conclusions about the changes that
are associated with the effective use of new information technologies, both by corporate
structures, small and medium enterprises for business, and for individual users. In the
conditions of a dynamically developing market of telecommunication services, the ability
to competently use new telecommunication technologies and marketing tools when
promoting new services in order to achieve competitive advantages is of particular
importance. The telecommunications services market is a complex system of information
flows that can filter and control the transmission and reception of large amounts of
information necessary both for business and for individual interested users, as well as
promptly transfer information to almost any region and to any enterprise. On the one
hand, the growth of the number of operators in the telecommunications market has led to
an expansion of the range of services provided, an increase in quality and a decrease in
prices for these services. However, on the other hand, in the regions, competition between
operators, ultimately, does not contribute to the development of the telecommunications
business. Therefore, the marketing mechanism for the formation of competitive relations
in the telecommunications market makes theoretical and practical interest. The article
also provides information on the importance of telecommunication companies for
respondents, assessment of customer satisfaction, wishes and suggestions of consumers in
the field of telecommunications. Recommendations on the feasibility of creating a
telecommunications company in modern conditions were made.
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Formulation of the problem

The study of the dynamics of the
telecommunications services market allows to draw
conclusions about the changes that are associated
with the effective use of new information
technologies, both by corporate structures, small and
medium enterprises for business, and for individual
users. In the conditions of a dynamically developing
market of telecommunication services, the ability to
competently use new telecommunication
technologies and marketing tools when promoting
new services in order to achieve competitive
advantages is of particular importance.

The relevance of the appeal to the methods of
marketing of telecommunication services is caused
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by the lack of a unified approach to the definition of
the essence of such activities of communication
operators. In this regard, there is a need to conduct
a study, with the help of which it would be possible
to evaluate and recommend the most advanced and
modern marketing methods in promoting
telecommunications services and managing marketing
activities of market operators in order to gain
competitive advantages.

Currently, marketing research is widely used
to obtain relevant, complete and comprehensive
information needed to make competent management
decisions in the face of uncertainty and risk. Everyone
knows that telecommunications technology is a high-
tech industry that requires great knowledge, skills,
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experience and material investments. To develop
recommendations on the feasibility of creating a
telecommunications company in modern conditions
in terms of reducing risk and overcoming conditions
of uncertainty, as well as obtaining information about
the market, competitors, and demand for these
services, a marketing study of the telecommunications
market was conducted. The method of questioning
was chosen, since no one knows the consumers
preferences better than themselves.

Analysis of research and publications

Most modern literature attends the significance,
the rationale for the need and accuracy of marketing
research. The above questions are devoted a lot of
textbooks, both foreign and foreign scientists. A
weighty contribution to the formation of the
theoretical base of marketing research was made by:
G.A. Churchill, E.P. Golubkov, I.K. Belyaevsky,
M. Meskon, A.V. Kataev, 1.V. Lilik, O.V. Kudirko.

In the works of these economists, various
sections of the marketing of enterprises and firms
were discussed, and various marketing planning
algorithms were considered.

At the same time, the practical marketing
mechanism for the formation and development of
competitive relations in the Ukrainian reality has
been worked out practically only in certain particular
areas.

The purpose of the article is to study the market
of telecommunication services of Ukraine to make a
decision about the feasibility of establishing new
company in the industry, as well as a general analysis
of the telecommunications market.

Presentation of the main material

To minimize the financial risk arising from the
creation of a telecommunications company in
modern conditions, it is necessary to hold the analysis
of the telecommunications technology market.

The first stage of the marketing research was
the analysis of the macromarketing environment,
which includes the analysis of political, economic,
scientific, technical, socio-cultural, natural and
demographic factors. The results of it are shown in
Table 1.

The next stage of the research was the analysis
of the micromarketing environment, which includes
the evaluation of consumers, competitors, suppliers
and intermediaries. In marketing researches, as a
rule, the focus is on consumers and competitors.
Analysis of consumers consists in segmentation of
consumers according to various criteria: geographical
segmentation consists in dividing the market into
various regions, regions, cities; using demographic
segmentation, we divide the market into groups
according to gender, age, and marital status of the
respondents; consumers by income, occupation, level
of education.
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Consumer analysis was conducted by peer
review. The expert group was asked to assess the
significance of the factors on a scale of —3 to +3 for
each company. The results of the consumer analysis
are presented in Table 2. According to the table it is
clear that the companies Kyivstar and Vodafone are
the main competitors and leading players in the
market.

The next stage of the study was the development
of search questions, hypothesizing on the main range
of issues, as well as identifying sources of information.
It was not possible to get answers to some search
questions using the analysis of secondary information,
therefore survey questionnaires were developed.
During the survey, 100 respondents were interviewed.
Initially, it was necessary to find out with which
company specifically people associate the phrase
“telecommunication company”. This question was
open since its purpose was to determine the popularity
of companies. As a result of the survey, 28% answered
“Kyivstar”, 22% of respondents wrote “Vodafone”,
19% answered “Fregat”, and 22 people wrote other
companies (no more than 2 identical answers for
any other company) (Fig. 1 ). This means that,
despite the fact that there are several large companies
in the Ukrainian telecommunications market that
meet the needs of a large proportion of consumers,
there are small and medium-sized companies in the
market that have found their niche and their
customers and successfully function within their
segment.

Others

22 Kyivstar
22% 28
28%
Volia
9

9%

Fregat Vodafone

1; 22
19.0 o 22%

Fig. 1. Respondent’s answer to the question: «Which
telecommunication company comes to your mind first?»

Then a question followed whether all
respondents in the current Internet provider satisfied
everything — 48% of respondents answered “yes”,
19% were dissatisfied, and the remaining 33% were
undecided (Fig. 2). This means that at least 67% of
respondents are either dissatisfied with their provider,
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Table 1

Analysis of factors of the macromarketing environment

Factor

Problem (-)

Opportunity (1)

Option to solve a problem or realize opportunities

2

3

4

Political factors

Imperfect legislative base of
Ukraine

Cooperation with qualifiedlawyers who will
monitor changes in the memory, and if necessary,
defend our interests in court

Passive government policy in
the field of antitrust regulation
of the market

Drawing public attention to illegal monopoly
actions by specific companies

Mandatory product - .
. Ty produ — Obtaining patents, certificates for a long term
certification
. Conducting transparent communications with
Consumerism + .
customers, respectful attitude to customers
. At any opportunity to expand the market, attract
Relative Freedom of Yy opp Y p . ’
+ new customers, introduce new service packages,

Entrepreneurship

etc.

Economic factors

Increasing computerization of

Attraction of new, interested consumers,

) + development of tariffs and service packages for this
the population
segment of consumers
The transition of the bulk of . .
o Conclusion of long-term mutually beneficial
companies in the Internet + ) "
. agreements with legal entities
environment
Decrease in the quality of - . . .
. quaiity . Optimize prices for basic services, seeks to
services, as well as increase in . . . .
. . o + regularly increase the quality of services provided,
tariffs by leading companies in . . )
. regularly monitor the prices of competitors
the industry
. Provision of special services to especially secure
Business growth + p p y

and interested clients

Decrease in income and
purchasing power of the main
part of the population

Optimization of the cost of our services. Providing
the possibility of payment in installments or in
installments

Rising prices for utilities, food,

etc.

Discounts for regular customers, the creation of
special budget rates

National currency volatility

Hedging risks, creating a balanced currency
portfolio

High interest rates of credit
institutions

Refusal of long-term loans, attraction of credit
funds for projects with a short payback period (up
to 2 years)

Growing trends of the global
€conomic crisis

Redemption of all obligations (especially in foreign
currency), optimization of the number and structure
of personnel. Failuretomakeexpensiveinvestments

Scientific and technical factors

The rapid development of

Keep up with the times, use the latest technology,

. . + . . .

information technology aim at making profit in the long term

State priority on the Try to receive grants from the state for the
development of information + development of technologies, which will

systems

subsequently be first introduced in our company

The high cost and uncertainty
of the results of scientific and
technical developments

To carry out joint large investments, to insure risks,
to strive to extract the maximum benefit in any
situation

Deterioration in the quality of
the country's general education
system

To enter into contracts with leading universities in
the country, to provide the best students with the
opportunity to do internships in the company
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Prodolzheniye tablitsy 1

1 | 2 | 3

| 4

Socio-cultural factors

Decline in living standards of
the population

Optimization of the cost of services

The needs of the population in
communication, entertainment, +
self-expression

Providing a variety of tariffs and service options for
each type and category of consumers

Natural factors

Geodesic factors (landscape,
terrain, etc.)

Any construction and installation work should
begin with the advice of an expert, conduct
drainage of the area

Availability / shortage of raw

Conclusion of long-term contracts, cooperation

. + . .
materials with qualified employees
Demographic factors
Population reduction — Provide services to everyone, fight foreachclient
The fnereasing level of .. Attracting new customers, the opportunity to work
urbanization of the Ukrainian + . .
. with a new target audience
population
Table 2
Competitor analysis based on expert assessments (from —3 to +3)
Factor Kyivstar | Vodafone| Fregat | Ukrtelecom
Company fame +3 +2 +1 0
Quality of service provided +1 +2 +1 -1
Advertisingcampaign +1 +1 0 -1
Value for money and quality of services provided 0 0 +1 -2
Customer Loyalty Program +1 +1 +2 +1
The work of technical support +2 +3 +2 +2
Adaptation to changes in the environment +2 +1 +2 0
Market share +3 +2 +2 +1
Reliability +2 +2 +3 +2
Openness of the company +1 +2 0 +2
Innovativeness +1 +2 +2 +1
Total +17 +18 +15 +5
60
50 . 48
40
30
20 19
10 12 11
10
0 T T .
Tes No Ididn'tthink Ratheryes than Rather no than
aboutit 10 vey
Fig. 2. Respondent’s answer to the question: «Does your Internet provider suit you? »
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Financial perfomance of the company

Lower price

The best quality of services

Stable promotion and bonus program

High customer relationship

[7]]

43

21

21

0

T T T T 1

10 20 30 40 50

Fig. 3. Respondent’s answer to the question: «What made you chance the operator?»

or have not yet decided, which means that this is
unmet demand, that is, potential customers.

To the question what would have prompted
you to change the operator (who suggested several
answer options): 47% called the best quality of
services, 43% — lower price, 21% — high level of
customer relations, 21% — stable promotion and
bonus program (Fig. 3).

The conservativeness of the respondents was
estimated by the following question: “Would you
like a new internet service provider (ISP) to appear?”.
47% of respondents answered that they would like
to, but only if it would be different from others,
32% do not deny such an opportunity, 12% will be
glad of any new company, 9% are not interested in
new companies (Fig. 4).

Only 9% of respondents are not interested in
the emergence of new companies. It means that 48%
of respondents who had previously responded that
they were completely satisfied with their provider
responded either because of the lack of a real
alternative from the market, or rushing to choose
the answer option to the previous one question.

Then it was analyzed what the speed of the
Internet respondents use: 60% — 100 Mbps, 25% —
50 Mbps, 9% — 10—25 Mbps, 6% — up to 10 Mbps
(Fig. 5).

When asked about what kind of gadgets
respondents had (one could choose several answers),

Before 10 Mbps 6
10-25Mbps | 9
50Mbps

100 Mbps

Yes, but only if
it differs from

similar ones
47%

Fig. 4. Respondent’s answer to the question: «Would you like
that a new ISP to appear?»

the answer was received: 84% of respondents have a
mobile phone, 53% have a laptop or netbook, 28%
have a tablet computer, 18% have an e-book, 16%
have smart watches (Fig. 6).

The amount of the monthly subscription fee to
a mobile provider of 50% of respondents is over
UAH 100, 31% up to UAH 100, 15% 50-70 UAH,
and only 4% of respondents up to 50 UAH (Fig. 7).

Based on the analysis of the above information,

Fig. 5. Respondent’s answer to the question: «What is your internet speed? »
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Fig. 6. Respondent’s answer to the question: «What is your internet speed?»

Up to S0 UAH 4
50-70 UAH 15
70- 100 UAH 31
T T T T T T 1
0 10 20 30 40 50 60

Fig. 7. Respondent’s answer to the question: «What is the monthly fee for your mobile operator?»

Difficultto Yes
Rather no than answer 8%
yes 6%
14%

Rather yes than
no
6%

No

Fig. 8. Respondent’s answer to the question: «Are you ready
to sacrifice quality for the sake of low prices?»
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it becomes clear that the payment of
telecommunications services, the purchase and
updating of gadgets has a priority over other expenses.
This means that the needs of the population in high-
speed mobile and cable Internet, in a modern mobile
phone, productive computer, smart devices are
constant and increasing annually. This allows new
companies to enter the market with a unique offer
and occupy a certain niche.

When asked whether consumers are ready to
sacrifice quality for the sake of low prices, the
following answers were received: 66% of respondents
are not ready to sacrifice quality, 26% are in thought
and only 8% agree to this (Fig. 8).

Also in the questionnaire was the question of
what, according to respondents, is the most important
for a telecommunications company: 74% believe that
this is the optimal price-quality ratio of the service
provided, 11% — round-the-clock technical support
work, 8% — transparency of relations with the client,
6% — respectful attitude to the client and only 1%
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The optimalratio of price and quality of
services provided

24 - hour technical support work

Transparency of customer relations

Respectful attitude to customers

Stablefinancial perfomance | 1

I 74

11

0

T T T T T T 1

10 20 30 40 50 60 70 &0

Fig. 9. Respondent’s answer to the question: «What is most important for a telecommunications company?»

Morethan 2 years

A 43

1-2years ‘ 24
6 - 12 months | 17
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Less than 2 months g‘ 8
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Fig. 10. Respondent’s answer to the question:

indicated that this is a stable financial performance
of the company (Fig. 9).

To the question about the duration of
cooperation with the last Internet provider 43%
responded — over 2 years, 24% — 1—2 years, 17% —
6—12 months, 16% — less than 6 months (Fig. 10).

There were 61% male and 39% female of the
100 respondents surveyed. Representatives of the
following age categories participated in the study:
6% — under the age of 15 years, 46% — 16—25 years,
22% — 25—40 years, 15% — 40—55 years, and 11%
— 55 + years.

Conclusions

The conducted marketing research showed that
the most discussed and recognizable among
consumers are the companies Kyivstar and Vodafone,
that once again proves the role of these giants in the
market of telecommunication services in Ukraine.
Of the respondents surveyed, 60% have an Internet
speed of 100 Mbps, and 50% pay more than 100
hryvnias per month to their operator, but still they
are not satisfied with the quality of services provided
and 46% are ready to change the company to the
one that can provide the required quality level. Such
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«How long have you been using the latest Internet service provider?»

data suggests that in this market there is unmet
effective demand, which is looking for a real
alternative to the “old-timers” of the industry. This
conclusion is confirmed by the fact that 66% of
respondents are not willing to sacrifice the quality of
services for the sake of low prices, 26% are undecided
and only 8% of respondents agree to this. The next
interesting point is that despite the situation described
above, 43% of respondents use the services of their
last Internet service provider for more than 2 years.
That means that they don’t see any real alternatives
or are subject to little change by external environment
and competitors, which can be a problem for the
new company. It is also worth noting that 46% of
respondents are young people between the ages of
16 and 25, but despite the fact that the level of income
at this age is often low, young people consider
telecommunications services a priority for the
distribution of their income. This means that in the
future, with an increase in the income of this category
of the population, their costs for meeting
telecommunication needs will increase.

Based on the analysis performed, we can safely
say that creating new telecommunications company
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in modern conditions is appropriate, even if it fail to
become an industry leader. A new market participant
may concentrate its efforts on a separate market
segment, become significant for a certain category
of people or perform work, provide services to larger
and more influential companies. As a study of the
Ukrainian telecommunications services market
showed, in order to achieve success in this industry,
you need to be result-oriented, do your job efficiently
and effectively, which guarantees a steady income
from business activities.
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OIIHKA IEPCITEKTUB HOBUX KOMITAHIZ HA
PUHKY TEJIEKOMYHIKAIIWUHUX ITOCJIYT

Cepeees C.C., Pabuesa O.€., Seopcvka M.

Jlocaioxcennss OUHAMIKU PUHKY MeNeKOMYHIKAUILIHUX nocaye
d036015€ 3p06UMU BUCHOBKU NPO 3MIHU, AKi N08 I3aHI 3 eheKmug-
HUM BUKOPUCIAHHAM HOBUX THEHOPMAUILIHUX MeXHOA0RIl, K KOp-
NOPaAMUGHUMU CMPYKMYPAMU, MAAUMU Ma cepeOHiMU NiOnpuem-
cmeamu 0as 6izHecy, mak i inousidyasvHumu Kopucmyeavamu. B
YMO08aX OUHAMIYHOO PO3GUMKY MENCKOMYHIKAUIUHUX NOCAYe 8MIHHS
ehekmueHo 8UKOPUCMOBYBaAMU HOGI MeAeKOMYHIKaUiliHi mexHoo0ei,
MapKkemuHeo8i iHCmpymMeHmu npu nPocy8anHi HOBUX nocaye 3 me-
MoK 00CsACHeHHs KOHKYPeHMHUX nepeeae Habyeae 0cobau8o20 3Ha-
uenns. Punox menexomyHikauyitinux nocaye — ye ckaadua cucmema
iHGhopmayitinux nomoxkis, sika modce inbmpysamu i KOHMPOAO8a-
mu nepedauy i npuiiom eeaukux macueie ingpopmauii, HeoOXiOHUX
K 0 eedenHs Oi3Hecy, mak i 0as iHOUBIOyanbHO 3auiKaeaeHux
Kopucmyeauie, a maKoxic onepamusHo nepeoasamu iHGopmayiro
npakmu4no 6 6ydv-sKuil peeion i Ha 6ydv-ske nionpuemcmeo. 3
00H020 OOKY, 3pOCMAHHS YUCAA ONepamopie meaeKOMYHIKayiiuHo20
DUHKY npU6eno 00 po3ulUpeHHs CneKkmpa nocaye, wo Haoaomocs,
nioeuueHHs AKOCmi ma 3HudceHHs: yin Ha yi nocayeu. OOHak, 3
iHWO020 OOKY, 6 pecioHax KOHKYPeHUis Midc onepamopamu, 6 KiHye-
60MY PAXYHKY, He CRPUSE PO3BUMKY MeAeKOMYHIKayilino2o Oi3Hecy.
Tomy mapkemuHe08uUl MeXaHizm GopMyBaHHs KOHKYPEHMHUX GiOHO-
CUH HA PUHKY MeAeKOMYHIKayill CmaHoeums meopemu4Hull i npax-
muyHul inmepec. Y cmammi makoxc Hadaua iHgopmayis npo 3Ha-
yyuicmes meneKoMyHIKAUilIHUX KOMANAHIU 0451 peCNOHOeHmI8, oui-
HIOBAHHS 3a00604€HOCII CROJICUBY020 NONUMY, NOOAJICAHHS MA NPo-
nosuyii cnoxcueauie 6 obaacmi meaeKkoMyHikayitl. 3anponoHo8aHo
pexomendayii w000 OoYiNbHOCMI CMBOPEeHHS MeAeKOMYHIKayiliHOT
KOMNGHII 8 CYHACHUX YMOBAX.

KiouoBi cioBa: MapKeTHHIOBI JOCIHIIXEHHSI, PUHOK
TeJIEKOMYHiKallili, aHKeTyBaHHSI, TIepeBaru CIioXXnBaviB, aHaJIi3
KOHKYPEHTIB.
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OIIEHKA IIEPCITEKTB HOBBIX KOMIIAHUI HA
PBIHKE TEJEKOMMYHUKAIIMOHHBIX YCIIYT

Cepeees C.C., Pabuesa O.E., Sleopcka M.

Hccenedosanue dunamuku poiHKG meneKoMMYHUKAUUOHHBIX
yeaye noszeonsiem cdeaams 6vig00bi 00 USMEHEHUSX, KOMOpble C6s-
3aHbl ¢ IPPHEKMUBHBIM UCHOAb308AHUEM HOBYIX UHPOPMAUUOHHBIX
mexHon0eUll, KaK KOPROPAMUGHbIMU CIMPYKIYPAMU, MAAbIMU U cped-
HUMU npednpusmusmu oas OuzHeca, maxK u 045 UHOUBUOYANbHBIX
noav3oeamenei. B ycioeusx dunamuuno paszeusaroujecocs pviHKa
MeAeKOMMYHUKAYUOHHBIX YCAYe YMeHUe ePAMOMHO UCHOAb308aMb
HOBble MeAeKOMMYHUKAYUOHHbIe MEXHOA0UU, MADKEMUH208ble UH-
CIpPYMeHMbl NPU NPOOBUICEHUU HOBBIX YCAYe C UeAbI0 O0CMUNCEHUS
KOHKYDEHMHbIX Npeumyuecme npuobpemaem o0coboe 3HaueHue.
Poihox meneKoOMMYHUKAUUOHHBIX YCAYe — MO CAONCHAS CUCmemMa
UHPOPMAYUOHHBIX NOMOKOB, KOMOPAs MOdcem @QUAbMPO8ams U
KOHMPOAUPO8ams nepedauy u npuem 60AbUUX MACCUB08 UHPOPMA-
uuu, HeoOX0O0UMbIX KaK 045 6edeHus OusHeca, mak u 045 UHOUGU-
OYaNbHbIX 3AUHMEPECOBAHHBIX NOAB308AMeAel, a MaKice onepa-
MUBHO nepedasams UHGOPMAYUIO NPAKMUHECKU 6 AI000L PecUOH U
Ha atoboe npeonpusmue. C 00HOU CMOPOHBL, POCI YUCAA ONEPAmMo-
D08 MeNeKOMMYHUKAYUOHHO20 DbIHKA NPUBEO K PACUUUPEHUIO CNeK-
mpa npedocmassemMvbixX ycaye, HOBbIUEHUIO KA4ecmea U CHUCe-
Hur yex Ha smu ycayeu. OOHaKo, ¢ dpyeoll CMOpoHbl, 8 pecUOHax
KOHKYDEeHyUsi Medcdy onepamopami, 6 KOHeYHOM cuéme, He CHO-
cobcmeyem pazeumuro meaeKoOMMYHUKAUUOHHo20 Ousneca. [losmomy
MapKemuHe08blli MeXAHU3IM POPMUPOBAHUS KOHKYDEHMHbIX OMHO-
WeHUTi Ha PbiHKe MeAeKOMMYHUKAUUL npedcmaeisem meopemu-
Yeckull u npakmuueckuti unmepec. B cmamve maxoice npedcmas-
JNeHA UHGOPMAYUs 0 3HAYUMOCIU MENCKOMMYHUKAUUOHHBIX KOM-
nanull 011 peCNOHOeHMO8, OUeHKA Y0081emE80opeHHOCIU nompeou -
MeAbCK020 CRpoca, NONCEAQHUS U NPeoaodceHUs nompebumeneli @
obaacmu menexommyHuxayui. Ipedroscersvl pexomenoauuu o ye-
1eco00pasHOCMU CO30aHUsI MeAeKOMMYHUKAUUOHHOU KOMNAHUU 8
COBPEMEHHBIX YCAOBUSIX.

KimroueBbie €j10Ba: MapKeTUHTOBBIE UCCIIEIOBAHMS, PHIHOK
TEJIEKOMMYHUKALIUA, aHKETUPOBAHMUE, MPEAMOUYTEHUS
MoTpeOuTeNeil, aHaIN3 KOHKYPEHTOB.
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The article is about the assessment and analysis of the results
of marketing research of the market of telecommunication services
in Ukraine. The study of the dynamics of the telecommunications
services market allows to draw conclusions about the changes that
are associated with the effective use of new information technologies,
both by corporate structures, small and medium enterprises for
business, and for individual users. In the conditions of a dynamically
developing market of telecommunication services, the ability to
competently use new telecommunication technologies and marketing
tools when promoting new services in order to achieve competitive
advantages is of particular importance. The telecommunications
services market is a complex system of information flows that can
filter and control the transmission and reception of large amounts of
information necessary both for business and for individual interested
users, as well as promptly transfer information to almost any region
and to any enterprise. On the one hand, the growth of the number of
operators in the telecommunications market has led to an expansion
of the range of services provided, an increase in quality and a decrease
in prices for these services. However, on the other hand, in the
regions, competition between operators, ultimately, does not contribute
to the development of the telecommunications business. Therefore,
the marketing mechanism for the formation of competitive relations
in the telecommunications market makes theoretical and practical
interest. The article also provides information on the importance of
telecommunication companies for respondents, assessment of customer
satisfaction, wishes and suggestions of consumers in the field of
telecommunications. Recommendations on the feasibility of creating
a telecommunications company in modern conditions were made.

Keywords: marketing research, telecommunications mar-
ket, questioning, consumer preferences, competitor analysis.
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