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ABSTRACT

The study focuses on the Russian market, where the political situation and the economic
sanctions imposed on Russia caused the decrease in the sales of Western luxury brands. The
purpose of this study was to evaluate the perception of Brazilian brands, particularly Andrea
Bogosian, Sarah Chofakian and Sergio K. in the Russian market. These selected brands were
established by ethnic Armenians in Brazil, which makes these brands an interesting subject of
internationalization study for the Russian market, where large Armenian diaspora can be
perceived as a bridging element for successful penetration into the Russian market. In order to
evaluate the potential of this particular segment of brands, this study utilized concepts of the
Country of Origin (COQ) Effect, stressing an importance on the Armenian factor, Categorization
Theory, as well as Uppsala Internationalization Model, tested on our sample of luxury
consumers in Moscow’s two high end luxury malls. In order to measure the COO Effect, three
scenarios were built. In the first one, the brands were presented as Brazilian, in the second the
respondents were informed that the brands are from Armenia and lastly, without a clear

indication of the country of origin.

Based on the literary review, three propositions were proposed and tested with particular
differences in the evaluation, based on the penta dimensional analysis regarding the brand,
quality dimension, design dimension, price and purchase intention. The research has shown
that COO of brand strongly affects the perception of the product and its purchase intention.
Moreover, the research has shown the inability of correctly classifying the brands’ country of
origin, nevertheless highlighting the more positive perception of the “Made in Armenia”
products, rather than “Made in Brazil”. The research showed no evidence confirming that

political situation significantly affects the Russian consumers to divert from their preferences.
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Russia, Brazil, Trade, Luxury, Fashion, BRIC, Fashion Industry, Russian Consumer Behavior,

Country of Origin, Brazilian Armenian, Armenian Brands



RESUMO

O estudo centra-se no mercado russo, onde a situagdo politica e as sangdes economicas impostas
a Russia causaram a diminui¢do das vendas de marcas de luxo ocidentais. O objetivo deste
estudo foi avaliar a percep¢ao das marcas brasileiras, particularmente Andrea Bogosian, Sarah
Chofakian e Sergio K. no mercado russo. Essas marcas selecionadas foram estabelecidas por
arménios €ticos no Brasil, o que torna essas marcas um interessante assunto de estudo de
internacionalizagdo para o mercado russo, onde a grande didspora arménia pode ser percebida
como um elemento de ligagdo para uma penetragdo bem-sucedida no mercado russo. Para avaliar
o potencial desse segmento especifico de marcas, este estudo utilizou conceitos do Efeito Pais de
Origem (COOQ), destacando a importancia do fator arménio, da Teoria da Categorizacdo e do
Modelo de Internacionalizagao Uppsala, testados em nossa amostra de marcas, consumidores de
luxo em dois shoppings de luxo de Moscou. Para medir o efeito COO, foram construidos trés
cenarios. No primeiro, as marcas foram apresentadas como brasileiras, no segundo os
respondentes foram informados de que as marcas sdo da Arménia e, por ultimo, sem uma

indicacdo clara do pais de origem.

Com base na revisdo literaria, trés hipdteses foram propostas e testadas com diferencas
particulares na avaliagdo, baseadas na andlise pentanalental em relagdo a marca, dimensdo da
qualidade, dimensao do design, preco e intencdo de compra. A pesquisa mostrou que o COO da
marca afeta fortemente a percepgdo do produto e sua intengdo de compra. Além disso, a pesquisa
mostrou a incapacidade de classificar corretamente o pais de origem das marcas, ressaltando a
percepcao mais positiva dos produtos “Made in Armenia”, em vez de “Made in Brazil”. A
pesquisa ndo mostrou evidéncias confirmando que a situacdo politica afeta significativamente os

consumidores russos para desviar de suas preferéncias.

Palavras-chave:
Russia, Brasil, Comércio, Luxo, Moda, BRIC, Industria da Moda, Pais de Origem,

Comportamento do Consumidor Russo, Arménio Brasileiro, Marcas Arménias



TABLE OF CONTENT

USING THE OPPORTUNITY: CAN BRAZILIAN-ARMENIAN LUXURY FASHION

BRANDS BE SUCCESSFUL IN THE RUSSIAN MARKET?......ccccootneeeeessieeens 1
ACKNOWLEDGEMENTS ..ottt 4
ABSTRACT ..o 5
K BYWOIAS: ... 5
RESUMNMO ...ttt 6
PalaVIas-ChaVe: ... 6
LiSt OFf ADDIEVIALIONS ..o 10
L. INEFOTUCTION ... 11
1.1 OVEIVIBW ..ot 11
1.2RESEAICH QUESTION ... 12

2. LITEIAtUIE REVIBW. ... 13
2.1 Background INFOIrMELION ..o 13

2.2 Russian Luxury Consumer: Preferences and CharacteristiCs............cocoevvvininernineireinnene. 14

2.3 Economic Sanctions and its Effect on the Luxury Industry in RUSSI@ ...........cccccovcvnrincnnne. 15

2.4 Prospects of Brazilian Fashion INAUSEIY ... 16

2.5 History of Armenian CraftSManShip ... 17

2.6 Country Of OFigin EFFECT...........cooiieee e 18
2.6.1 ProdUCE ALLIIDULE ..o s 19

2.6.2 Country of Origin Effect: Developed vs. Emerging COuntries ............ccccoevvenrinneen. 20

2.6.3 COUNTIY TMAGE ...ttt 22

2.7 Categorization TNEOIY ..o 23

2.8 Uppsala Model of Internationalization ..............cccceveieieieisieisieeese e 25

3. Research MethodolOgy ... 27
3.1 Type of MethodOIOQY ........cccciuiiiiieice e 27

3.2 Research LOCUS and TEMPUS .........ccvvuiiiicieieceeieeis et 27

3.3 Data COMBCLION ...t 28
3.3.2 SECONUANY DIALA........cooeviiiciiiei b 28

33D PrIMANY DALA ... 28

3.4 DALA ANAIYSIS ..o 28
3.4.a INterviews (QUESTIONNAITE) ..ottt 28

BLBUD SUNVEY .o 29

TR IA VA= 1 [ L (o] o P 29



4. DISCUSSION OF RESUITS ...ttt ettt ettt e et ee e e e e e e e e eseseesesesesenennnnenes 31

4.1 Respondents BaCKGrOUNG ... 31

4.2 SUIVEY RESUILS ...t 34

4. 3PropOSITION OULCOMES ..ottt 40

5. CONCIUSION ... 46

B. RETEIEICES ... 48

APPENDIX A: QUESTIONNAIRE FOR BRAZILIAN/ARMENIAN FASHION

COMPANIES ... 53

APPENDIX B: SURVEY - LUXURY BUYERS IN RUSSIA (GROUP 1, 2, 3) ......ccccvvnrnenn. 55
APPENDIX C: SURVEY - LUXURY BUYERS IN RUSSIA - RUSSIAN LANGUAGE

(GROUP 1, 2, 3) it 73

APPENDIX D: PHOTOS — GUM AND TSUM SHOPPING MALLS ..o, 91



Index of Figures

Figure 1. Country Brand Ranking Matrix. Country Brand INdeX...........cccccccouveviiviveiiecreiencceins 21
Figure 2. Education Background of the SAmPIe ... 32
Figure 3. Overall Age Distribution of the SAMPIE ...........cccooviiiiiiiieeece e 32
Figure 4. Clustered ReSUltS per DIMENSION............c.coveiiieieieieieeieie s 37
Figure 5. Radar Chart — Results per DIMENSION ..........cccceieiiieieieieeeieis s 38
Graph 1. Ethnic Background of RESPONUENTS ...........ccovvviviieiieieccieeceee s 33
Graph 2. Survey Results Visualized ina Lin€ Chart.............cccocoeviieiisiceeceese e 35
Graph 3. Country of Origin Association, Group 3 — Andrea Bogosian.............ccccccoeveveieiersrennnn. 43
Graph 4. Country of Origin Association, Group 3 — Sarah Chofakian ..., 43
Graph 5. Country of Origin Association, Group 3 — Sergio K. ... 44

Index of Tables

Table 1. Examples of Olson & Jacoby Attributes Guiding Purchase Intention..............ccccccccoeveieaee 19
Table 2. Examples of 3 Possible Outcomes in Categorization Theory ..., 24
Table 3. SUNVEY RESUITS ... 34
Table 4. Dimensions and the Corresponding Survey QUESLIONS...........cocovvrinrinrrnreneeerieeeeeeneene, 35
Table 5. Aggregated Dimension Based Results from the SUIVeY ..., 36
Table 6. INTErVIEW FINAINGS ..ot 39
Table 7. COO Perception and POITICS .........c.cociiiiiiicseceece s 41

Table 8. COO Product Associations — Most Mentioned ProdUCES ...........o.oeveeeeceeeeeeeeeeeeeeeeeesernens 42



List of Abbreviations

BRIC Brazil, Russia, India, China
COOo Country of Origin
EEU Eurasian Economic Union

EU European Union



11

1. Introduction

1.1 Overview

The military involvement of Russia during the Ukrainian Crisis primarily in the eastern Ukraine
and annexation of Crimea, brought a very tense and rapidly escalating relationship between
Russia and the Western countries, leading to the introduction of economic sanctions imposed by
the EU countries and the United States on Russia and reversely, Russia imposing sanctions on
some imports coming from the West. The uneasy economic situation directly reflected on the
retail industry in general, nevertheless the luxury retail remained in more or less stable position.
However, what is interesting is the fact that the Russian luxury market has experienced a
decrease in sales of Western luxury brands (traditionally - Italy, France, etc.), which is justified
by the economic sanctions imposed on Russia that has been one of the key aspects fueling the
nationalist rhetoric in Russia. The current economic and political situation in Russia brings
expansion opportunities for Brazilian luxury brands, taking into consideration the falling image
of Western brands for Russian consumers, Russia being the 5th largest market for luxury retail,

as well as favorable and politically stable relationship between Russia and Brazil.

For the purpose of this paper the high end/luxury Brazilian brands that were selected for the
analysis are following: Andrea Bogosian, Sarah Chofakian, Sergio K. All these brands were
carefully selected due to the fact that the owner/founders are of an Armenian origin. The fact of
these brands having an Armenian origin is very recognizable due to their brand names (using the
first name and last name) even for an average Russian consumer. This particular method of was
applied while selecting the first two luxury brands — Andra Bogosian and Sarah Chofakian. In
both cases we have very recognizable Armenian last names, familiar to Russian consumers. The
case of Sergio K. brand is a bit different. Although not particularly fitting the high end/ luxury
label, Sergio K. represents a Brazilian-Armenian brand, without recognizable Armenian
elements the brand, thus representing an interesting case for comparison with the first two brands
and an interesting case to observe Russian consumer behavior towards this type of brand. The

political, historic and to some extent social proximity between Armenia and Russia, would allow
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the Brazilian-Armenian brands using perhaps indirectly the Uppsala Model of expansion, to

successfully internationalize in the Russian market.

Due to the recent transformation of Brazil from being a traditional textile manufacturer to a
fashion maker, which occurred in the past 20-25 years, it is important for the Brazilian fashion
companies to think about the internationalization and business expansion of their produce.
Furthermore, this recent transformation has left the topic poorly studied, even more so in

relationship with other developing country like Russia, a member of BRIC.

The main objective of the paper is to present the opportunities and to analyze the potential for
market entry of Brazilian luxury brands to the Russian market. The paper also underlines the
growing importance of developing countries in the luxury fashion sector as being both the
producer, as well as the consumer of the luxury goods. More specifically the paper touches upon
the Russian luxury market, as being a stable and high consuming luxury market; and Brazil being
one of the largest fashion producers in general. Furthermore, this paper draws an attention on
contemporary political issues that shape the opportunities for Brazilian fashion brand

internationalization.

1.2 Research question

Taking into consideration factors such as the rapid transformation of Brazil in the global fashion
map, yet very slow internationalization pattern of Brazilian fashion brands, directly brings us to

the question of why are the Brazilian brands passive when it comes to internationalization.

Furthermore, the turbulent political situation in Russia adds to the complexity of the study,
however directly indicating the opportunity for the high-end Brazilian fashion companies to

internationalize to fellow BRIC country, which was always a solid luxury consumer market.

Interestingly enough, the presence of the Armenian diaspora and its engagement in both sides of
the potential internationalization process, in this case as both producers in Brazil, as well as the
large Armenian diaspora in Russia being a potential luxury consumer, shaped our main research

question: Can Brazilian-Armenian luxury brands be successful in the Russian market?
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2. Literature Review

2.1 Background information

The turbulent economic situation surrounding Russia, including the economic sanctions that have
been imposed by the European Union and the United States, caused the economic situation to go
into recession. Due to all of these forces, the sales of the luxury goods have slowed down in
general, largely as the middle and upper middle classes tighten their belts. Most importantly, in
these relatively large segments of the Russian population, the decrease in the purchasing power,
forced the consumers to look for cheaper product alternatives. As the Deloitte's luxury market
report points out, although the market as a whole shows the signs of stabilization, even including
the moderate economic growth, the high vulnerability of the market to political and business
environments, the sales even from the strongest consumer segments might be strongly affected
(Deloitte, 2017).

Many authors argue that the worsening economic situation of the market, could sometimes push
manufacturers, as well as the retailers to reduce the prices in a hope to stimulate the market.
Nevertheless, this situation usually happens in the fashion mass markets, as it rarely affects the
luxury segment. Furthermore, many economists are pointing out the phenomenon that contrary to
the mass fashion markets, the decrease in the retail price for the luxury brands in the long run
perspective, will undoubtedly result in decrease in demand. This phenomenon is known as

“premium product price paradox” (Duquesne, 1993; Vigneron & Johnson, 1999).

As Silverstein and Fiske (2004) point out, in the early 2000’ a new concept was introduced in the
fashion industry - the concept of “affordable luxury”. This term was coined to essentially portray
the rapid changes that were in the end of 90s and early 2000s, more specifically in BRIC
countries (Brazil, Russia, India, China). This period was characterized in these countries, as a
period of rapid economic growth, the emergence of a solid middle class, reinforcement of the
upper-middle and upper classes, thus contributing to the emergence and a development of a

strong luxury market. In these markets, the high class premiums were included in the “affordable
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luxury” segment, as aiming to be affordable to the customers (Silverstein & Fiske, 2004).

2.2 Russian luxury consumer: preferences and characteristics

Moreover, the findings on the typical Russian luxury market indicate slight difference in
priorities and preferences when it comes to luxury goods in general and their perception. The
overlap in preferences with the traditional luxury market consumers (West European countries,
North America and Japan and other developed countries) and the Russian consumers are in the
following points indicated below (Kemp, 1998) (Barniere & Rodina, 2006) (Kulikova & Godart,
2014): unique brand or product character, exceeding quality level (often reached as a result of
introduction innovations), brand image and brand prestige, exclusiveness (limited edition), high

price meets quality, highest service standards.

On the other hand, Hines and Bruce (2007) distinguish some additional features that are
characterizing a modern consumer of luxury brands, which are also applicable to the Russian
premium garment consumer, including (Hines, Bruce, 2007): High sense of personal and
individuality, customer’s participation in luxury product development. In marketing practice this
is known as “customization”; Customers’ activity in Internet and social nets. As a result there is
a great possibility of their receiving, perceiving and assessing new information in a flash; High
educational level; High level of customer confidence concerning their current and future social
and economic status; Even higher status of intangible luxury (emotions, impressions) over
material ones; Consumers’ readiness to purchase luxuries at high price as high price signals high

quality and motivates them to consume these products.

Orsa (2015) further emphasizes the uniqueness of the Russian consumers, pointing out the most
picked values or brand perception attributes indicated by a Russian premium consumer. The
attributes that Orsa points out are centered around the concepts of - Aesthetics, Premium Quality,

Personal History, Functionality, Uniqueness, Self Pleasure, Expensiveness.
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Orsa further elaborates that the most important attributes are the first three, where the aesthetics
perfectly merges and combines with quality, having behind a basis in the personal history - the
journey and the historical background of the brand. Orsa interestingly indicates that brands like
Louis Vuitton, Hermes, Chanel or Dior, would be regarded as more luxurious in Russia,
possessing theses three attributes in a large extent, whereas Burberry or Tiffany and Co., would

be perceived as less luxurious (Orsa, 2015).

2.3 Economic sanctions and its effect on the luxury industry in Russia

The economic sanctions touched the wallets of Russian consumers, nevertheless it is not the
only factor affecting the luxury industry. The political sanctions imposed on Russia, furthermore
emphasized the growing nationalist sentiments in Russia, which interestingly enough is or may
impact the foreign brands in Russia. Many luxury brands see this phenomena as a threat to their
portfolios, however others perceive this drift as an opportunity to re-establish their connection
with the Russian consumer on a new level. This idea has been also fueled some media, where
affluent fashion websites were encouraging the young people to opt out from the American and
European fashion brands (Orsa, 2015) (Lux & Picquet, 2015). This creates a perfect impediment
for the Brazilian luxury brands to think about the Russian market, as a link filling up the gap
between the demand of a luxury goods and consumer’s decision to opt out from western

premium brands.

Although, due to the economic sanctions, Russia’s luxury market has shrunk by almost 10% in
2014 (beginning of introduction of sanctions), it is still, by even the most pessimistic outcomes,
the world’s 11th largest luxury market. Overall, the Russian luxury market has accounted to

more than $5,45 billion, with more than $4 billion centered in Moscow alone. (Biryukov, 2015)

Based on the discussion we have developed the following proposition. Proposition 1.: The
Russian consumers are more likely to buy non-western luxury goods, substituting them by new

luxury brands from the emerging markets.
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2.4 Prospects of Brazilian fashion industry

Brazil has successfully transformed itself from a simple textile producer to becoming an
increasingly important producer of fashion. Yet despite this recent rapid growth in textile
production and the emergence of upper class fashion brands, the imports of the Brazilian brands
yet remain very underrepresented. This may be largely linked to the Brazilian internal market,
which after the years of economic boom of early 2000°, managed to create and further enlarge its
middle class, elevating the consumer needs in regards to fashion, thus seeking more premium
brands (Pinto & Souza, 2013). Therefore, it would be not misleading to assume that exactly the
enlargement of the domestic Brazilian market as a whole, creates a great opportunity for the local
premium brands, which usually opt out from risky and largely experimental and unknown waters
of export. The Brazilian fashion/textile exports counts only to 15% of the total industry’ output.
Taking into consideration the fact that the mass fashion production is dominated by
manufacturers in China, Vietnam, India and Bangladesh, catering to the US and the EU markets,
Brazil gets clear indication that the potential export should be centered more towards the
premium fashion (Pasquinelli, 2012) (Atwal & Bryson, 2014).

Further stressing the importance of the internal consumption is the fact of the complicated
bureaucratic system when it comes to exporting the production. Up to date, Brazil has only a
trade agreement with MERCOSUR, allowing it more easy access to the member countries of
Argentina, Paraguay and Uruguay. Nevertheless, these markets do not form any significant role

in the global luxury market (Pasquinelli, 2012) (Som, 2017).

The breakthrough may come with the actively discussed free trade agreement between
MERCOSUR and the newly formed Eurasian Economic Union (EEU), which is planned to be
signed in the following year (Sanchez, 2017). In 2016, the overall trade between Brazil and
Russian reached to over $2.3 billion, out of which textile and clothing export counted to only
0.11% ($2.4 million), whereas the overall import of textile and clothing to Russia in the same
year was almost $8.5 billion (World Bank, 2016). At the same time, the Brazilian real weakened
the most, by 28% in 2017, making a great opportunity to export to foreign markets and primarily
to Russia (McCarthy, K., Perkins, B., Pope, N., Portaluppi, L., Scaramuzzi, V., Su, L., 2017).
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2.5 History of Armenian Craftsmanship

Historically, the Armenian communities in Armenia, Asia Minor, as well as during the era of
Ottoman Empire, have emerged as a merchant and handicraftsmen class. The most common
areas of Armenian craftsmanship included the shoemaking and textile manufacturing and
subsequent textile commerce, making the vast majority of above-mentioned areas to be

controlled by ethnic Armenians during the Ottoman Empire.

After the Armenian Genocide that occurred in the Ottoman Empire, during the period of 1898-
1917, more than 2 million Armenians have fled their ancestral homeland, due to violent and
deadly persecutions from the part of the government, leaving behind their properties and wealth.
One of the destinations, where the Armenians have resettled was Brazil, primarily Sao Paulo
state, with the first Armenians arriving as early as 1880s, with the majority being engaged with
their traditional crafts such as shoe making and textile industry and its commerce in Brazil. The
ancestors of Andrea Bogosian, Sarah Chofakian and Sergio K. were members of these Armenian
expelled communities that have resettled in Brazil and to this day they maintain strong

connections to the Armenian Brazilian community.

This being said, the background of both Andrea Bogosian and Sarah Chofakian and their
ancestors are coming from a textile commerce industry, continuing the Armenian traditional
areas of business activity reconnecting with their centuries old traditions of the ancestral
homeland, at the same time pointing out their personal histories and brand creation - connecting
with the resettlement of Armenians from their homeland following the Armenian Genocide in
1915.

Simultaneously, the similar tradition is seen during the 20th century Armenia, as a part of the
Soviet Union (1921-1991). Throughout this period the Armenian production was renowned in
supplying luxury products (textile and exclusive alcohol) to the major market in the USSR,
which was Russia. Moreover, at the same period, Armenia was the largest shoemaking country

within the Soviet Union.
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2.6 Country of Origin Effect

With the accelerated rise of globalization, specifically in the end of the 20th century, the notion
of COO - Country of Origin, has undergone certain changes. Traditionally, the definition of
COO has been limited to the specific country where a product was designed and manufactured
(Reierson, 1966), nevertheless with the rise of globalization the production of multinational
companies has shifted to the developing world, or to the countries with lower and more
competitive production costs, thus outsourcing large portions of production journey. This is
particularly applicable to the multinationals operating in the fashion industry, where the
operations and production process is geographically dispersed, mostly focusing on the

developing countries with low labor costs (ILO, 2014).

This clearly indicates the essence of multinational companies and their global presence.
Nowadays it is not uncommon for a multinational company to have its design and production
process established in its home country, however having the assembly phase in a completely
different country. All of this of course affects the notion of COO, as well as opening up a new

space for the COO concept development.

The complex globalized world and the dispersed geography of multinational companies has
advanced the concept of COO to so called binational products or hybrid products, identifying
products having more than one country of origin (Han & Terpstra, 1988) (Czepiec & Cosmas,
1983). These two terms have consequently evolved to Insch and McBride identify as products of
Multinational Country of Origin and indicate 3 main components - country of design, country of

parts manufacture and the country of assembly (Insch & McBride, 2004).

Lastly, due the constant evolution of the COO concept, some of the recent authors have
identified the COO, strictly as the brand’s country of origin, making it a core concept of the
theory (Balabanis & Diamantopoulos, 2011). This particular understanding of the COO concept,
although with slight changes will be applicable in this research, having the Brazilian fashion
brands - Andrea Bogosian, Sarah Chofakian and Sergio K. In our case we have Brazilian fashion

brands, designed and entirely made in Brazil, nevertheless with a connection to another country,
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in our case Armenia. This fact undoubtedly shapes the COO concept in a completely other way,
where we have to take into consideration the ethnographic and narrow associations of a specific
ethnic group within the concept of the COO and applying it in the particular foreign market of

expansion, in our case Russia.

2.6.1 Product Attribute

The product attributes are the series of leads guiding the consumer in selecting the best
alternative for a product purchase. As identified by Olson and Jacoby, these attributes are divided
into two types - intrinsic, which are directly linked to the physical features of the product (ex.
shape, material, etc.) or extrinsic, which are rather intangible in and not related to the physical

characteristics (ex. brand, image, etc.) (Olson & Jacoby, 1972).

According to Olson and Jacoby, the purchase decision of the consumers is aggregated from both
intrinsic and extrinsic attributes of the product. Below please see the table:

Table 1. - Examples of Olson & Jacoby attributes guiding purchase intentions

Adaptation from Olson & Jacoby (1972)

Intrinsic Extrinsic
Shape Brand

Material Reputation
Color Price
Design Image

Interestingly enough, the extrinsic attributes are very relevant in guiding customer in purchase
decision, specifically in case where the customer is unable to identify the intrinsic product
attributes, due to lack of information about the product (Newman & Stealin, 1972). This can be
very relevant regarding the online purchase of fashion items and brands, where the customer is
led by the extrinsic factors, such as the familiarity of the brand, evoking certain associations with

the product. In this case, talk about the extrinsic factors leading the purchase decision.
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Moreover, the notion of COOQ is a also playing a role of a product attribute, shaping the decision
of the customer before purchase. In this particular case, the COO would be identified as the

extrinsic attribute of the product (Engel, Blackwell, Miniard, 1995).

2.6.2 Country of Origin Effect: Developed vs Emerging Country

As identified by Kotler and Gertner, the country image (the image of country of origin) is going
hand-to-hand with the notion of brand image for correspondent country (Kotler & Gertner,
2002). Both of these attributes encompass similar competencies, values, strengths and
weaknesses shaping the consumer in creating a consistent assumption, as well as expectation
regarding the quality of the product. All of these assumptions and further expectations are based
on the previous customer experiences, which were built throughout the process of purchasing the
product from a specific country. Combining the past experiences with the other variables, such as
extrinsic attributes of the product the consumer creates an overall brand image of the country
(Karunanratna & Crouch, 2016).

Taking this into consideration, the COO becomes a very important factor for any new and
unknown brand trying to internationalize to new markets, thus becoming a crucial element in the
consumer purchase decision (Karunanratna & Crouch, 2016). In this context, the evident
advantage lays on the products having the COO originating in the developed markets, rather than
developing ones - the consumers from the developing markets usually perceive products from
developed COO, as with higher quality and prestige, and contrary, the consumers from the
developed countries tend to perceive the products from the developing COO to have a lower
quality. Nevertheless, the products of the similar COO (being both from developing or
developed) countries are perceived with a certain level of familiarity regarding the quality of the
product (Gurhan-Canli & Maheswaran, 2000) (Hoffmann, 2014).

The Country Brand Index (2014-2015) developed by FutureBrand consultancy, helps us to

further understand the relationship between the COO effect and the countries of developing and
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developed world. The index is generated studying the countries of the world comparing it to the
country’s brands, where countries are ranked following the experience dimension (x-axis) -
associated with the “Culture, History, Tourism and ‘Made in’” attributes and the purpose
dimension (y-axis) - associated with the attributes such “Business Potential, Value System and

Quality of Life”. The following figure summarizes country rankings in matrix.
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Figure 1. - Country Brand Ranking Matrix. County Brand Index (2014)

The figure above shows us in a more detailed way the positioning of the 75 countries surveyed
by FutureBrand. The country score is generated by the Average Experience Score and the
Average Purpose Score - where the countries having the highest score (achieving high score in
both dimensions) are positioned in the top right corner of the matrix as Country Brands. The
companies coming from the Country Brands segment are more likely to be perceived with a
higher quality and being more likely to purchased, overall having an edge over the companies

coming from the other segments. (Country Brand Index, 2014).
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As we can see in the graph, the majority of the top 10 countries are all from developed markets,
more specifically from Europe. The highest ranked countries include: Japan (1), Switzerland (2),
Germany (3), Sweden (4), Canada (5), Norway (6), United States (7), Australia (8), Denmark

(9), Austria (10). Regarding the above mentioned research, Brazil (highlighted in red) has been

positioned on the 43th position, significantly lagging in comparison to the developed countries.

Moreover, based on the multiple studies of more than 40 countries conducted by Verlegh and
Steenkamp (1999) centered on a deep comparison between COO effect of developed and
developing countries, the products from the developing country of origin are generally perceived
more negatively than those from the developed ones. This idea is further analysed and confirmed
by Koschate-Ficher, Diamantopoulos and Oldenkotte (2012), where the central concept is
evolved around the consumer spending habits related to the COO. The latter research indicates
that the customers are more likely to spend money on the products coming from countries that

have a higher image or status, identifying this with higher reliability and quality of the product.

Based on the discussion above the following proposition has been developed.

Proposition 2. : The Russian consumers are more likely to consume products with the label

“Made in Armenia” than “Made in Brazil”.

2.6.3 Country Image

Although the ‘Made in Brazil’ label scores 43 points out of 100 available in the global ranking
(Statista, 2017), it still is ranked number 9, after the 8 main luxury product producing/owning
countries. Using the Uppsala model of familiarity and psychic distance, the Armenian connection
may leverage the entrance of these Brazilian premium brands to the Russian market,
reconnecting with the luxury associations. Moreover, all of the above mentioned brands have a
recognizable Armenian trait, mainly using the Armenian last name in their brand, making the
Armenian connection highly recognizable not only for an Armenian consumer, but also the

Russian one.



23

2.7 Categorization theory

Additionally, another important framework related to this research is connected to the
the ability of the buyer (consumer) to clearly distinguish the country of origin of the product,

known as categorization theory (Lee & Ganesh, 1999).

The focus of the analysis of this theory is centered around the capability of the consumers
correctly identifying the COO of product (or brand) and in case of a wrong assessment, identify

the extent of its effect on the consumer behavior.

Based on the categorization theory, there are 3 possible outcomes (Balabanis &
Diamantopoulos, 2011):

1. The correct identification of the COO

2. The incorrect identification of the COO

3. Inability to identify the COO

Firstly, the correct identification of the COO can influence the consumer in both positive, as well
as negative, determined by the image and the associations that of the country image, related to a

particular product (or brand) (Balabanis & Diamantopoulos, 2011)

Secondly, the incorrect identification of the COO, can again influence the consumer in both
positive, but also the negative way. An example may include a situation when the evaluations of
the COO can be influenced due to an incorrect country association, which can result in a final
purchase decision that otherwise would not have happened, in case the COO was identified
correctly (Balabanis & Diamantopoulos, 2011). Similarly, the incorrect association of COO may
be also useful for a particular product (or brand), if the perceived COOQ is of a higher and better
image for the consumer than the correct identification of COO. Interestingly enough, although
the wrong COO identification may happen unintentionally, the incorrect COO association may

be deliberately and strategically used by the company, with an intention of misguide the
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consumer from the original COO, which might be negatively perceived, in order to ensure a

better acceptance in the particular market (Balabanis & Diamantopoulos, 2011).

Lastly, there might occur a situation where the consumer is incapable of identifying the COO of
a product (or brand). Usually, this situation might happen in case where the consumer has not
enough cues and leads that indicate the COO, made deliberately or by the company to conceal
the real COO (Balabanis & Diamantopoulos, 2011) (Zhou, Yang, Hui, 2010). According to
Balabanis and Diamantopoulos and based on their research, it is preferable to have the COO
categorization of the product (or brand) by the consumer itself, as even the wrong categorization

will most likely to influence more significantly the consumer’s purchase behavior.

Table 2 . - Examples of 3 possible outcomes in Categorization Theory. Balabanis & Diamantopoulos (2011)

Outcome #1 Outcome #2 Outcome #3
Correc.t' CQO IncorrecF - C'OO Unable to Identify COO
Identification Identification
Brand COO Brand COO Brand COO
Gucci Italy Moncler France Manolo Blahnik ?
Brioni Italy Balenciaga Italy Hogan ?
Chanel France Oscar de la Spain Loewe ?
Renta
. Carolina .
Bally Switzerland Spain MCM ?
Herrera
C. Louboutin France Sarah Armenia Kenzo ?
Chofakian
Andrea . . .
. Brazil Sergio K. Italy Jimmy Choo ?
Bogosian

In our research we want to find out the potential consumer purchase behavior for the Brazilian-
Armenian fashion brands - Andrea Bogosian, Sarah Chofakian, Sergio K. For that reason, we
will be adding a specific scenario on our research, asking a potential consumers to identify the
COO of the above mentioned brands, without giving them a prior cue or a lead. These results
will be compared with a scenario, where the consumers are told about the COO of the brand,

measuring the influence of COO on consumer behavior.



25

The discussion has led us into the development of a proposition.

Proposition 3.: The Russian consumers will not be able to correctly identify the COO of Andrea

Bogosian, Sarah Chofakian and Sergio K. brands.

Measuring the COO effect

The measurement of the COO effect can be conducted using the direct and indirect evaluations

and analysis.

The direct evaluation can be conducted using particular questions related to the importance that
consumer lays on the country where the product was produced (D’Astous & Ahmed, 1999). The
indirect evaluations are rather based on experiments, where the consumer is presented a series of
cues or leads (product attributes), that consequently measure the impact of COO in the product
assessment (Verlegh & Steenkamp, 1999). In such scenario the products placed in the
experiment remain the same, only differing in their COO, which finally allow to cogitate
regarding the COO effect.

2.8 Uppsala Model of Internationalization

Many researchers have been attempting to fully explain the internationalization of companies.
Among the most used internationalization concepts is the Uppsala model (also called as Nordic
model, internationalization mode, stages model or chain of establishment model) developed by
Johanson and Vahlne (1977). Johanson and Vahlne have developed this model, while observing
the Nordic model of international expansion of the manufacturing companies. Their research
have found out that the companies increase their commitment in particular markets in order to
gain more information about the market and hence minimizing the risks that are associated with
the expansion. This exact increase in the commitment is conditioned and influenced by the
previous experience, as well as the current market activities of the company (Johanson &
Vahine, 1977).
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The Uppsala model itself has 2 main pillars - market knowledge and market commitment.
Regarding the market knowledge, the Uppsala model perceives that it can be only obtained by
having a physical presence in the market, using the so called approach - learning by doing.
Consequently, as the market knowledge increases, the market commitment increases as well,
deciding the speed of the process, selection of the market and the particular entry mode
(Johanson & Vahlne, 1977). In relation to the speed, when a company has a low knowledge of
the market, the company’s internationalization pace will also be slow and gradual and vice versa
- when the market knowledge is high, the internationalization speed increase. This also applies to
the market selection for the expansion, which is also influenced by the knowledge of the new
market. While having a low market knowledge, the companies tend to select markets with lowest
expansion risk, markets similar to the home market. In the same manner, when the new market
knowledge is low, the markets with the lower risk will be chosen for internationalization and
consequently by obtaining experimental knowledge the company will increase its commitment in
the market (Childs & Jin, 2017).

Essentially, the companies will choose and are looking for expanding countries that are close,
geographically, economically and culturally to their home market, due to low market knowledge
and consequently will gradually expand to countries that are more distant. The expansion to the
new markets and the new market knowledge is directly linked with the mode of expansion that
the company chooses. For example, licensing and franchising would be performed for a low
market knowledge country, then consequently moving to joint ventures or fully owned
subsidiaries when the market knowledge increases, causing to choose the following modes due to

increase in commitment.
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3.Methodology

3.1 Type of Methodology

For the purpose of this thesis paper, taking into consideration the topic and the scope of
the actual research, the ethnographic qualitative research method was selected. The
ethnographic qualitative research will enable to more deeply understand the goals, cultures,

challenges, motivations and other themes that merge.

Ethnography itself also has its roots in cultural anthropology, which is a foundation of
consumer behavior, as well as brand/product perception, which is a topic very fundamental for

this particular research.

3.2 Research Locus and Tempus

Research itself is divided between secondary and primary data collection. Secondary data
is being collected in the initial stage of the research with the assistance of the thesis supervisor.
Primary research itself has two components - firstly, face to face interviews firth the owner or
high rank managers of the Brazilian-Armenian fashion brands, taking place in Sao Paulo; and
secondly, a survey style questionnaire distributed to the luxury buyer segment in Russia, taking
place in the main luxury industry market of Russia, Moscow - more specifically in the GUM and

TSUM high end shopping malls.

Interviewees will include the owners or high rank managers of the following Brazilian-

Armenian brands - Andrea Bogosian, Sarah Chofakian and Sergio K.

Secondary data shall be collected in the initial stage of the research, simultaneously the
face to face interviews conducted by the end of the calendar year 2017. The survey style

questionnaire shall be distributed in the spring of 2018.
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3.3 Data Collection
3.3.a Secondary Data

Secondary data will be most importantly used in the first part of the research paper, thus
being a solid foundation for the analysis of the Russian luxury market, overall analysis of
Brazilian luxury fashion industry and its export capacities, as well as for the economic impact of
politically motivated sanctions imposed by the EU and its effect on the luxury industry and
perception of western-luxury fashion brands. Sources of secondary data include scholarly articles
from different research databases that will be consequently carefully analysed and applied to

various theories.

3.3.b Primary Data

Primary data will be collected using two main methods, both providing qualitative data.
Firstly, it will be face-to-face interviews conducted with the owners or high ranked managers of
the Brazilian-Armenian brands. Secondly, it will be a survey style questionnaire distributed to

the particular high-end fashion clientele and economic class A in Russia.

3.4 Data Analysis
3.4.a Interviews

Face to face interviews with the owners and the managers of the above mentioned brands
play a pivotal role in understanding and further analyzing their expansion intentions. In every set
of the interview questions there will be core questions that will remain the same regardless of the
interviewee, however there will be also specific questions regarding each particular brand. Some
of the brands are already engaged in exportation of their products, hence completely unified set
of questions would not be suitable. Moreover, each of these brands operates in different
industries within a broader notion of fashion (Sarah Chofakian - shoes; Andrea Bogosian, Sergio
K. - shoes and clothes). Regarding the structures of the questions, an open-end type of questions
would be preferred, therefore allowing the interviewees to elaborate on particular aspects of their

production and expansion plans, thus allowing us to gather a valuable information.



29

3.4.b Surveys

The main objectives of the survey is multidimensional targeted both at the Russian luxury
clientele and secondly on the Russian-Armenian luxury clientele, which plays a significant role

in the major Russian cities.

Firstly, the fundamental point would be to understand and gather data about the
perception of Russian luxury market clientele regarding the label ‘Made in Brazil’, when it came
to fashion and apparel as a whole. Another key point that the survey will attempt to gather data
on, will be the perception of the evident Armenian heritage/connection, which each of the
analyzed brands has, further assuming that these brands will have low psychic distance to the
Russian market. Questionnaire will also have included a visual material, such as photos of some
fashion pieces, in the beginning of the questionnaire, simply getting impressions from the

participants.

The main hot spots for conducting this type of the questionnaires are the shopping malls
carrying luxury brands, with an assumption that these malls will have higher concentration of
luxury product consumers. For that reason , 2 major luxury shopping malls were selected,
located in Moscow (which accounts to more than 75% of Russian luxury market) - GUM
Shopping Center and TSUM Mall. The questionnaire is expected to be presented personally to
the participants at the selected malls, where the questioner stays with the participants and the

answers are filled in under the questioners supervision.

3.5 Verification
The internal qualitative validity is shaped around these three core principles - trustworthiness,
authenticity and credibility.

Method of validational triangulation shall be used to validate our results. Triangulation combines
the results from the sources and applying it for justification of business models and themes
applied in the paper.

Moreover, certain aspects of primary research will be there as a support base to in validating the

secondary research outcomes, thus eliminating the bias in the paper.
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Another very important factor would be the narrator’s, writer’s bias, which is always
accompanied regardless the nature of the paper, hence it is very important to be engaged in a
self-reflection process. Each narrator has its own biases regardless he/she perceives it or not,

based on the cultural background, upbringing, history and socioeconomic origin.
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4. Discussion of Results

This section deals with presentation of our findings and the analysis of our empirical research.
The section will commence with the overall descriptive analysis of our pool of respondents,
further moving into the penta dimensional (Design, Quality, Price, Reputation and Purchase
Intention) analysis of the survey results, where all three brands - Andrea Bogosian, Sarah
Chofakian and Sergio K., were grouped together in order to receive an overall perception of the
products. We will proceed with the analysis of differences in assessment and evaluation of our
brands based on 3 scenarios, presenting the respondent with three different COO for our brands,
thus analyzing these results and implications. Furthermore, we will focus on the analysis of
additional questions presented in the survey in order to have a complete understanding of the
consumer perception of COO Brazil and COO Armenia, as well as measuring the responsiveness
of the Russian consumer to political events and their effect on purchase of products based on
COO.

Furthermore we will analyze the responses from the interviews with company employees,

analyzing the companies’ intention in terms of their internationalization aspect.

4.1 Respondent’s background

The total number of respondents surveyed was 147, surveyed in the two major high end shopping
malls of Moscow - TSUM and GUM, with 73 and 74 respondents respectively. Out of the survey
respondents 84 were female (57%) and 63 were male (43%), showing a slight imbalance in terms
of gender participation. The educational background of the sample is composed with individuals
with No University degree - 23 respondents (16%), Bachelor’s degree - 47 respondents (32%),
Master’s degree - 68 respondents (46%), Phd. or Doc. - 9 respondents (6%) (Figure 2.).
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Figure 2. - Education background of the sample

% No University Degree
¥ Bachelor Degree
Master's Degree

% Phd or Doc.

As it was expected, the majority of respondents are over the age of 45 and the rest pretty much
evenly distributed across the following 4 age groups; between 18-24 years old 16 respondents
(11%), between 24-35 years old 31 respondents (21%), between 35-45 years old 39 respondents

(27%) and 45 and above 61 respondents (41%). From our sample it is evident that almost 70% of
randomly selected respondents are over the age of 35, thus based of this fact we can logically
observe that the majority of the luxury segment consumers are generally above the 35 years of

age.

Figure 3 . - Overall Age Distribution of the Sample.
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The multiethnic and multicultural essence of Russia, clearly reflects also on the ethnic
background of our respondents. Almost the half of respondents (71 respondents) has responded
to have a Russian background, following Armenians (24 respondents), Jewish (20 respondents),
Azerbaijani (11 respondents), Chinese (7 respondents), Chechen (4 respondents), Kazakh (2
respondents) and 8 people did not disclose their ethnic/national belonging. From the survey we
cannot identify, who out of these respondents are Russian residents or who are just tourists,
nevertheless all these nations have significant communities in Russia, thus for the purpose of this
research we consider all of the respondents as permanent residents of Russia. Interestingly
enough, the second largest nation appearing in the survey are the Armenians, who have a large
presence in Moscow, as well as other regions of Russia (2 million), being an important aspect for
our research and the Armenian/Brazilian brands attempting to expand into the Russian market.

Below, see the visualization of ethnic background of the respondents.

Graph 1. - Ethnic background of respondents.
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4.2 Survey Results

In order to better evaluate the survey results, please see the table below, which summarizes the

gathered data.

Table. 3 - Survey results.

Note: The scale of the responses ranges from 1 - 10, with 1 being the lowest and 10 the highest score.

Group 1 Group 2 Group 3 Overall
Average
COO COO COoO
Brazil Armenia , Undisclosed

Please Indicate your overall reaction

Q8
regarding brands mentioned above: 6.56 73 756 714

How would you classify the workmanship

applied to the products of the following 6.75 6.86 8.45 7.35
brands?
Q10 How would you classify the fashionability 6.83 6.95 8.14 731

aspect of the following brands? Please rate
Q11 |the design aspect of the following products:

Based on the information provided please 7.15 6.82 7.91 7.31
classify the products segment:
Q12
| believe that the products of these r.27 7.84 8.21 .77
following brands are rather:
Q13
I believe that the pricing adequately 4.96 3.61 4.58 4.38
corresponds the product and the brand:
Q14
Please rate the prestige of the above 4.80 4.94 5.06 4.93
mentioned brands and their products:
Qlb 7.14 7.44 7.72 7.43

If you have to make an assumption, in
your opinion what would these brands
Q16 reputation in their country of origin? After

. i . i 8.48 8.86 9.25 8.86
@btaining more information regarding
these brands, are you more prone or
Q17 - m_ter(?sted in them? 6.98 210 735 714
Indicate the likelihood of product purchase
from following brands, if they were
Q18 currently available in Russia: 6.89 715 793 209
Sample

50 47 50 147
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The table above depicts the overall results based on 11 survey questions (Q8 - Q19) (Appendix
B, C, D), measuring the consumer perception of Brazilian-Armenian brands (Andrea Bogosian,
Sarah Chofakian and Sergio K.) based pre-indicated COO (Group 1, Group 2, Group 3).
Furthermore, the overall average was aggregated per each question, combining all three group
results, serving as a comparison guideline for each group. The questions were designed in such
way that each of them corresponds to a specific dimension evaluating the consumer perception
per each sample group. Questions Q8 and Q9 are evaluating the consumer perception in the
context of quality dimension, Q10 to Q12 in the context overall design, Q13 and Q14 evaluate
and depict the consumers’ insights regarding the reputation dimension, Q15 and Q16 evaluate

the reputation dimension and Q17 and Q18.

Dimensions Questions
Design Q8, Q9
Quality Q10, Q11, Q12
Price Q13, Q14

Reputation Q15, Ql6

Purchase Intention Q17,Q18

Table. 4 - Dimensions and the corresponding survey questions

The chart below, visualizes the data gathered and presented in the Table 3., allowing us to better

analyze and observe the collected data, visualizing the overall trend in a comparative way.

Graph 2. - Survey results visualized in a line chart .
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As we can see in the Graph 2., the overall scores across the all 3 groups for our three brands are
showing a positive results, mostly above the value of 5 (our scale range: 1-10). We can say that
in general, across the all age groups, as well as the both locations: GUM and TSUM malls, the
products are evaluated positively, except the price dimension (corresponding to questions Q14
and Q14) performing slightly lower than 5. Observing the chart, we can evidently say that the
results from all three groups are following a similar pattern, however with certain differences in
the scores. Although the data do not present a great or significant discrepancy between the data
gather from all 3 groups, the highest score has been recorded with the Group 3, with undisclosed
COOQ, following my Group 2 - COO Armenia, and lastly Group 1 - COO Brazil, which jumps
ahead of Group 2 only in two questions - Q11 and Q13. The Overall Average line, helps us to

baseline the results, being a guiding line in comparative analysis between all three groups.

Moreover, the total results per each dimension (in total 5 dimensions) were
aggregated and calculated the average value for each dimension per group, in order to

have a complete dimension based picture of our data (Table. 5)

Table 5 - Aggregated dimension based results from the survey

Note: The scale of the responses ranges from 1 - 10, with 1 being the lowest and 10 the highest score.

Group 1 Group 2 Group 3 AO\\YeerZ;:a
Dimension COO - Brazil COO - Armenia COO - Undisclosed
Quality 6.66 7.09 8.01 7.25
Design 7.08 7.20 8.11 7.46
Price 4.88 4.28 4.82 4.66
Reputation 7.81 8.15 8.49 8.15
Purchase Intention 6.94 7.13 7.29 7.12

Below, please see the visualization of the summary of dimension-based data in a chart, helping

us better interpret the gathered data.
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Figure 4. - Clustered results per dimension
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The following chart presents us clearly the score differences per each group, based on 5

dimensions (4 product based dimensions and 1 purchase intention dimension).

Here again, we can observe that that the Group 3 - COO Undisclosed, has evidently higher
average score quality, design and reputation dimensions, than Groups 1 and 2. The pattern of
quality, design, reputation and purchase intention dimensions remains similar with Group 3
scoring the highest performance, following Group 2 and Group 1. Interestingly enough, in the
price dimension, Group 1 - COO Brazil is outperforming both Group 2 and 3, with Group 1
scoring 4.88, following by Group 3 - 4.82 and Group 2 - 4.28.

Alternatively, we can visualize the data using the radar chart. We can observe that majority of
the data is clustered between the values 5 - 8, except the price dimension that significantly lower,

between 3 and 4.
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Figure 5. - Radar chart - results per dimension

From the radar chart above we can conclude that Group 3 (COO Undisclosed) is far ahead of
Group 1 and 2, in design and quality dimensions, leading the Group 3 to have, although not

significantly, but still higher purchase intention in comparison to the other groups.

From the interviews conducted with the company representatives of all three brands - Andrea
Bogosian, Sarah Chofakian and Sergio K. we have gathered an interesting insights regarding
companies current internationalization plans, their approach for the expansion to the developing
markets, primarily to Russia, as well as their opinion in respect to the perception of “Made in

Brazil” label globally, and in Russia particularly.



Table 6. - Interview Findings. From Author.
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Perception
of
id Consider | Importance ) f Made in
Already Consider Russiaa | of politics Perception of |5 27il in Russia
Brands Internationalized |Internationalization | potential | on internat. IMade in Brazil (scale 1-10)
Andrfea Yes (Online Yes NO 4 6 5
Bogosian Channel)
Sarah Yes (Online
Yes No 5 5 6
Chofakian Channel)
Sergio K. No Yes No 5 6 4

The table above, shows the major findings gathered during the interviews with the company

representatives. Two out of three brands analyzed have been already engaged in the process of

internationalization - Andrea Bogosian and Sarah Chofakian. Both brands are selling globally

using the website Farfetch.com, which sells the product directly to the consumer. Furthermore,

all of the brands have expressed that internationalization is increasingly important for the

company growth, however described the desired markets as those in the developing countries -

bringing examples of Italy, United States, United Kingdom and Italy. Interestingly enough, none

of the companies has considered Russia as a potential destination for their product sales. As we

can see in the table, all of the companies have expressed an average importance of the political

situation as a factor for internationalization. Similarly, are the values for the COO Brazil

perception globally, as well as in Russia, being on average 5.67 and 5 respectively (scale 1-10).
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4.3 Proposition Outcomes

Based on the previous research, we have been able to develop following propositions:

Proposition 1. : The Russian consumers are more likely to buy non-western luxury goods,

substituting them by new luxury brands from the emerging markets.

Proposition 2. : The Russian consumers are more likely to consume products with the label

“Made in Armenia” than “Made in Brazil”.

Proposition 3. : The Russian consumers will not be able to correctly identify the

COO of Andrea Bogosian, Sarah Chofakian and Sergio K. brands.

Although, the data shows that the political relationship between the countries plays an important
role in COO perception and consequently the purchase intention, scoring a high 7.74 average
across the all three groups, however it does not shift the Russian consumers to seek an luxury

goods alternatives from the developing countries.

As we can observe in the Figure. 5, out of the three sample groups, the Group 3 - with the
undisclosed COO, scores notably higher than the Group 1 and 2. We have asked the respondents
to identify the COO of these brands, based on the information provided and the overall
perception. Given the design of our survey, the Group 3 respondents were firstly asked questions
regarding the importance of politics in their purchase decisions, perceptions regarding the labels
“Made in Brazil” and “Made in Armenia”, as well as to identify based on the provided
information the COO’s of our three brands. With Andrea Bogosian and Sarah Chofakian, being
overwhelmingly “identified” as brands with COO Armenia, Sergio K. has been on the other hand
identified with COO Italy - a traditional western luxury fashion producing country, as well as a
party in the sanctions against Russia. Consequently, after identifying the Sergio K. as an Italian

brand, it would undoubtedly affect negatively the overall performance of the Group 3, in the
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following penta dimensional survey. Therefore, we have to reject the initial proposition based on
Ursa that the political situation, in this case the sanctions against Russia, shift of consumer

choice from the western COO brands.

In order to test the Proposition 2., the t-test has been conducted, on the basis of average values of
penta-dimensional data that has been gathered through our survey. T-test helps us to assess
whether we have statistically different results between the Group 1 (COO Brazil) and Group 2

(COO Armenia), for two independent group samples.

Based on the conducted t-test, we have found out that there are no statistically significant
differences between the Group 1 and Group 2. The two-tailed P value equals 0.1091 with Group

1 having SD - 1.089 and Group 2, SD - 1.459 respectively.
Table 7. - COO Perception and Politics. (scale 1-10) From Author.

Group 1 Group 2 Group 3 Overall
Average
COO Brazil COO Armenia C_:OO
Undisclosed
o1 Importan(?e of COO in 8.63 8.15 8.33 837
purchasing process
Q2 | Perception of 'Made in Brazil' 7.16 7.38 6.81 7.12
04 Perception of_l\'/lade in 788 8.91 8.3 814
Armenia
Q7 Effect of pOlIt-IC-S in purchase 755 789 778 774
decision
Sample 50 47 50 147

Nevertheless, in order to fully understand the picture, results from the survey, specifically Q2
and Q4 were analyzed, directly dealing with the perception of COO Armenia and COO Brazil.
As we can see the perception of “Made in Brazil” is performing lower than “Made in Armenia”
in both of samples Group 1 and Group 2, scoring 7.16 and 7.38 in comparison to COO Armenia
having a higher score, 7.88 and 8.21 respectively. This result supports the claim that the Russian
consumers are more likely to consume products “Made in Armenia” rather than “Made in

Brazil”, thus confirming the Proposition 2.
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Table 8. - COO Product Associations - Most mentioned products. From Author.

COO Product Associations

Made in Brazil Made in Armenia
Sugar Cognac (Brandy)
Shoes Wine
Meat Shoes

Food Products  Apparel (General)
Bikini Food Products

We have additionally found out that there are certain shared associations of products for both
label ‘Made in Brazil’, as well as ‘Made in Armenia’ .The questions Q3 and Q5 of the survey,
deal with the specific product associations for both COOs. The respondents were asked to name
any product that they associate with the particular country origin, Brazil and Armenia. The
results you can see in Table 8., the top five most recurring answers were selected - for COO
Brasil - sugar, shoes, meat, food products and bikini and for COO Armenia - cognac (brandy),
wine, shoes, apparel and food products. While observing these results, it becomes evident that
the Russian consumer primarily associates the ‘Made in Armenia’ label with more expensive and
luxury products, including the renowned Armenian cognac, as well as the wine. On the other
hand, we can also spot similarities in product associations for both Brazil and Armenia - in both
groups items such shoes or apparel were selected, highlighting the awareness of the Russian

consumer regarding Brazilian, as well Armenian fashion items

Another interesting finding is the fact that the “Made in Armenia” value would have been much
higher than in the table above. This is directly linked with the ethnic participation of our sample.
Out of the overall sample of respondents, 11 were of an Azerbaijani descent with scoring below

the average on Q4. This is due to ongoing ethnic and political issues between the two countries.

Data gathered exclusively from the Group 3 (COO Undisclosed, Survey question Q6), regarding
the perception of COO for each of our brands (Andrea Bogosian, Sarah Chofakian, Sergio K.)

has revealed interesting findings. Below, please see the COQ association graphs for each brand.



Graph 3 .Country of Origin Association, Group 3 - Andrea Bogosian
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Graph 5. Country of Origin Association, Group 3 - Sergio K.
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As we can see, in the graphs depicting the country associations per brand, it is clearly visible that
none of the brands has been identified with a correct COO, respectively Brazil. Only 3
respondents (6%) have correctly identified Sarah Chofakian as a Brazilian brand, this may be
perhaps attributed to relatively strong and old presence of Sarah Chofakian on the fashion e-

commerce website Farfetch.com.

Both Andrea Bogosian and Sarah Chofakian, have been heavily linked to the COO Armenia, due
to characteristic last name ending with “ian’, an Armenian suffix for every last name (ex.
Kardashian, Petrosian), thus emphasizing the Armenian factor in each of the brand. Due to large
Armenian ethnic presence in Moscow and generally in Russia, the respondents had no major

issue classifying these 2 brands as mostly associated with COO Armenia.

The situation completely different with the brand Sergio K., where more than a half of the
respondents has categorized Sergio K. as an Italian brand, following by Spain, France, Portugal,
Argentina and Mexico. It is evident that this complete change association is due to the fact that
the consumer was not able to identify the Armenian link, as it was with previous two brands.
Sergio K., stands for Sergio Kamalakian, which was not disclosed to the respondents, hence the

respondents have made associations with a Latin name Sergio. We can contemplate that the
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results here would have been closer to the first to brands, in case of disclosing the additional
information about the brand. Nevertheless, in any scenario given the analysis provided, we can
state that potential consumers were unable to correctly identify the correct COO for the above

mentioned brands, thus accepting our Proposition 3.

The Russian consumers are more likely
to buy non-western luxury goods,
substituting them by new luxury brands
from the emerging markets.

The Russian consumers are more likely
to consume products with the label
“Made in Armenia” than “Made in

Proposition 1. Rejected

Proposition 2. Accepted

Brazil”.

The Russian consumers will not be able
to correctly identify the COO of Andrea
Bogosian, Sarah Chofakian and Sergio
K. brands.

Proposition 3. Accepted




46

5. Conclusion

The purpose of this paper was to understand the potential of Brazilian/Armenian luxury fashion
brands in the Russian market, more specifically the following brands - Andrea Bogosian, Sarah
Chofakian and Sergio K. In order to understand the potential of these luxury brands in the
Russian market and its prospects for internationalization, we have focused on one of the most
studied concept in marketing, which is the concept of the Country of Origin. The thorough
research combined with the knowledge obtained during the interviews about the our above
mentioned has culminated in the development of three propositions, which consequently we
were able to test, using the empirical data obtained through the survey’s, as well as the

interviews with the company representatives.

In our empirical research conducted using surveys in two different high-end shopping locations
in Moscow, we have found out that COO of a product or a brand strongly affects the consumer
perception of the product and its purchase intention. We have also discovered that the brands
were performing more positively when the COO was undisclosed and left for the respondent to
determine the country of origin of the brands using the clues and a short background information.
Based on our empirical research, we have found out that when it comes to the consumer
perception of COO, “Made in Armenia” is positioned higher than the label “Made in Brazil”,

which indeed is something that our three brands can potentially leverage in the Russian market.

The research also shows that the respondents were unable to correctly categorize the brands to
their correspondent COOs, with only a small fraction of respondents managing to correctly
classify Sarah Chofakian, as a Brazilian brand. Nevertheless, Andrea Bogosian and Sarah
Chofakian, as we have been expecting, have been very strongly identified with Armenia being
the brands’ COO, which of course adds into the complexity of the COO concept. Since the
products “Made in Armenia” are performing more positively than the products “Made in Brazil”,
in Russia, this might be an interesting approach in marketing these brands in the Russian market,
diverting deliberately from the COO of Brazil and focusing on labeling the products with an

emphasized Armenian connection, profiting from the stronger position of “Made in Armenia”
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label in Russia. It is also worth to mention that except Armenia being identified as the COO of
the brands, the vast majority of the other countries identified were almost exclusively developed

countries.

Furthermore, our study was unable to confirm the notion that the political situation among the
countries, in this respect the tense situation between Russia and the West and the sanctions
imposed on Russia, affect the consumer to divert from purchasing the western luxury products
and substituting them with either local produce or of the alternative markets. On the contrary, our
research has shown that although the politics plays an important role in an individual's
purchasing decisions, the high end luxury market is still perceived as a domain of developed
countries. Exactly, in the context of this research it was very interesting to see how luxury brands
from one developing country are perceived in a large developing market. Consequently, we
believe that the frameworks used in this study, including the penta dimensional analysis, COO
concept, categorization theory be applicable in the future for other Brazilian fashion brands

attempting to internationalize.

As a downside of this study, we can identify the size of the sample, which was rather modest, as
well as convenience sampling method, which is prone to a possible bias in data gathering
process. Furthermore, the potential of high number of ‘window-shopper’ in our sample also adds

to the limitations of this study.

Suggestions for the further research would include the analysis of particular modes of expansion
for the three analyzed brands specifically into the Russian market, taking into consideration the
specifics of the Country of Origin concepts and its perception for Russian consumers, which

were explored in this research.
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Appendix A

Student: Grant Allen Babayan

Questions for the company representatives:

1. Could you please briefly introduce the company history and the business

model on which the company operates?

2. Were you ever thinking to internationalize your company’s operations? (expanding
abroad in any given form). If yes, please mention the main reasons; if no, please

mention the main reasons.

3. Has the company ever been approached by a foreign import company, retail group or

any other entity for importing your goods into their particular market(s)?

4. If expanding to which countries would you (or have you) expand the company’s
operations and how would be the primary markets selected? (What criteria taken into

consideration?)

5. Have you ever considered any country of BRIC (except Brazil) for your

company’s expansion?



10.

11.

12.
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Was there ever any consideration for the Russian market, as an identified market

for the company’s expansion?

What would be your preferred mode of expansion? (Please include all the modes

in which the company has already expanded abroad)

What would be perhaps the biggest pros and cons of such expansion? (Please refer in

the context of particular country). If no, please mention the reasons for such decision.

On the scale 1 to 10, how important is the foreign country’s global political situation
an important aspect determining the decision for company’s expansion? (Please

elaborate on your answer)

On the scale 1 to 10, how important is the foreign country’s luxury market
competition an important aspect determining the decision for company’s expansion?

(Please elaborate on your answer)

On the scale 1 to 10, what is in your opinion the perception of a “Made in

Brazil” product in relation to fashion industry on a global scale?

On the scale 1 to 10, what is in your opinion the perception of a “Made in

Brazil” product in relation to fashion industry in Russian market?



Appendix B - Survey: Luxury buyers in Russia (Group 1)

FGV EAESP - MPGI Intensive Track

Student: Grant Allen Babayan

Part A - Background Information

1. Please indicate your gender:

a.
b.

Male

Female

2. Please indicate your age group:

a.
b.
C.
d.

18-24
24 -35
35-45
45 +

3. Please indicate your nationality:

4. Please indicate the highest education level achieved:
a.
b.

C.

No university degree
Bachelor's degree
Master’s degree

Phd. or Doc.
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Mestrado Profissional em Gestao Internacional

W FGV EAESP
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Part B - Brand logos

ANDREA BOGOSIAN sl PCIOK

The following research deals with the above mentioned high-end luxury Brazilian brands interested in expanding to
the Russian market. All three of the following brands are fashionable and highly distinguished in their home
countries. For the purpose of this research, the country of origin of the following brands will not be disclosed.

Brand Sarah Chofakian is a high-end female shoes and accessories brand, Andrea Bogosian is a luxury female
clothing, as well as shoes brand and Sergio K. is a high-end male clothing and shoes brand.

Part C - Product Mix
Sarah Chofakian




Andrea Bogosian
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Part D - Survey

Scale Identification

Negative Positive

1 2 3 4 5 6| 7 8 9 10

1. During the buying process of luxury good, how much importance do you give to the country of origin of

the product?
not important very important

1 2 3 4 5 6 7 8 9 10

2. On the scale 1-10 please indicate the perception of products labeled ‘Made in Brazil’:
negative positive

1 2 3 4 5 6 7 8 9 10

4. Onthe scale 1-10 please indicate the perception of products labeled ‘Made in Armenia’:

negative positive

1 2 3 4 5 6 7 8 9 10

6. On the scale 1-10, please indicate to what extent does the country politics with the brand’s country of
origin affect your purchase decision?
does not affect highly affects




Quality Dimension

7. Please indicate your overall reaction regarding brands mentioned
negative positive
1 2 3 4 5 6] 7 8 9 10

8. How would you classify the workmanship applied to the products of the following brands ?

low workmanship level precise workmanship

1 2 3 4 5 6| 7 8 9 10

Design and Style Dimension

9.  How would you classify the fashionability aspect of the following brands?

unfashionable fashionable

1 2 3 4 5 6 7 8 9 10

10. Please rate the design aspect of the following products:

low design originality unique design

1 2 3 4 5 6| 7 8 9 10

11. Based on the information provided please classify the products segment:

common products exclusive products

1 2 3 4 5 6| 7 8 9 10

Price Dimension
The average selling price for the above mentioned brands are following:
Andrea Bogosian - 450 USD , Sarah Chofakian - 420 USD , Sergio K. - 130 USD

12. | believe that the products of these following brands are rather:

expensive inexpensive

13. | believe that the pricing adequately corresponds the product and the brand:

unreasonable pricing reasonable pricing

ol alul sl el ol alelsg
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above:
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Reputation Dimension
14. Please rate the prestige of the above mentioned brands and their products:

common products prestigious products

1 2 3 4 5 6| 7 8 9 10

15. If you have to make an assumption, in your opinion what would these brands reputation in their country
of origin?

low reputation high reputation

1 2 3 4 5 6| 7 8 9 10

Purchase Intention Dimension

16. After obtaining more information regarding these brands, are you more prone or interested in them:

not interested very interested

1 2 3 4 5 6| 7 8 9 10

17. Please indicate the likelihood of the purchase of products from following brands, if they were available
in currently in Russia:
very unlikely very likely

1 2 3 4 5 6| 7 8 9 10




Appendix B - Survey: Luxury buyers in Russia (Group 2)

FGV EAESP - MPGI Intensive Track

Student: Grant Allen Babayan

Part A - Background Information

1. Please indicate your gender:

a.
b.

Male

Female

2. Please indicate your age group:

a.
b.
C.
d.

18-24
24 -35
35-45
45 +

3. Please indicate your nationality:

4. Please indicate the highest education level achieved:
a.
b.

C.

No university degree
Bachelor's degree
Master’s degree

Phd. or Doc.
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Mestrado Profissional em Gestao Internacional

W FGV EAESP
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Part B - Brand logos

ANDREA BOGOSIAN sl PCIOK

The following research deals with the above mentioned high-end luxury Armenian brands interested in expanding
to the Russian market. All three of the following brands are fashionable and highly distinguished in their home
countries. For the purpose of this research, the country of origin of the following brands will not be disclosed.

Brand Sarah Chofakian is a high-end female shoes and accessories brand, Andrea Bogosian is a luxury female
clothing, as well as shoes brand and Sergio K. is a high-end male clothing and shoes brand.

Part C - Product Mix Sarah Chofakian




Andrea Bogosian

Sergio K.
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Part D - Survey

Scale Identification

Negative Positive

1 2 3 4 5 6| 7 8 9 10

During the buying process of luxury good, how much importance do you give to the country of origin of
the product?

not important very important

1 2 3 4 5 6 7 8 9 10

On the scale 1-10 please indicate the perception of products labeled ‘Made in Brazil’:
negative positive

1 2 3 4 5 6 7 8 9 10

On the scale 1-10 please indicate the perception of products labeled ‘Made in Armenia’:

negative positive

1 2 3 4 5 6 7 8 9 10

On the scale 1-10, please indicate to what extent does the country politics with the brand’s country of
origin affect your purchase decision?

does not affect highly affects

1|2|3|4|567|8|9|1(J




Quality Dimension

7. Please indicate your overall reaction regarding brands mentioned
negative positive
1 2 3 4 5 6] 7 8 9 10

8. How would you classify the workmanship applied to the products of the following brands ?

low workmanship level precise workmanship

1 2 3 4 5 6| 7 8 9 10

Design and Style Dimension

9.  How would you classify the fashionability aspect of the following brands?

unfashionable fashionable

1 2 3 4 5 6 7 8 9 10

10. Please rate the design aspect of the following products:

low design originality unique design

1 2 3 4 5 6| 7 8 9 10

11. Based on the information provided please classify the products segment:

common products exclusive products

1 2 3 4 5 6| 7 8 9 10

Price Dimension
The average selling price for the above mentioned brands are following:
Andrea Bogosian - 450 USD , Sarah Chofakian - 420 USD , Sergio K. - 130 USD

12. | believe that the products of these following brands are rather:

expensive inexpensive

1 2 3 4 5 6| 7 8 9 10

13. | believe that the pricing adequately corresponds the product and the brand:

unreasonable pricing reasonable pricing
T T T 1 1 1 T T 1

[l alalsl ol oLl ol
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above:
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Reputation Dimension
14. Please rate the prestige of the above mentioned brands and their products:

common products prestigious products

1 2 3 4 5 6| 7 8 9 10

15. If you have to make an assumption, in your opinion what would these brands reputation in their country
of origin?

low reputation high reputation

1 2 3 4 5 6| 7 8 9 10

Purchase Intention Dimension

16. After obtaining more information regarding these brands, are you more prone or interested in them:

not interested very interested

1 2 3 4 5 6| 7 8 9 10

17. Please indicate the likelihood of the purchase of products from following brands, if they were available
in currently in Russia:
very unlikely very likely

1 2 3 4 5 6| 7 8 9 10




Appendix B - Survey: Luxury buyers in Russia (Group 3)

FGV EAESP - MPGI Intensive Track

Student: Grant Allen Babayan

Part A - Background Information

1. Please indicate your gender:

a.
b.

Male

Female

2. Please indicate your age group:

a.
b.
C.
d.

18-24
24 -35
35-45
45 +

3. Please indicate your nationality:

4. Please indicate the highest education level achieved:
a.
b.

C.

No university degree
Bachelor's degree
Master’s degree

Phd. or Doc.
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Part B - Brand logos

L2
ANDREA BOGOSIAN z0l PCIO K

The following research deals with the above mentioned high-end luxury brands interested in expanding to the
Russian market. All three of the following brands are fashionable and highly distinguished in their home countries.
For the purpose of this research, the country of origin of the following brands will not be disclosed.

Brand Sarah Chofakian is a high-end female shoes and accessories brand, Andrea Bogosian is a luxury female
clothing, as well as shoes brand and Sergio K. is a high-end male clothing and shoes brand.

Part C - Product Mix
Sarah Chofakian
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Andrea Bogosian

Sergio K.
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Part D - Survey

Scale Identification

Negative Positive

1 2 3 4 5 6| 7 8 9 10

During the buying process of luxury good, how much importance do you give to the country of origin of
the product?

not important very important

1 2 3 4 5 6 7 8 9 10

On the scale 1-10 please indicate the perception of products labeled ‘Made in Brazil’:
negative positive

1 2 3 4 5 6 7 8 9 10

On the scale 1-10 please indicate the perception of products labeled ‘Made in Armenia’:

negative positive

1 2 3 4 5 6 7 8 9 10

From the information provided about the companies, please indicate with what country of origin do

you associate each brand?

Sarah Chofakian .........................

Andrea Bogosian .....................c.

Sergio K. e,



7.

On the scale 1-10, please indicate to what extent does the country politics with the brand’s country
of origin affect your purchase decision?

does not affect highly affects

1 2 3 45 6 7 8 9 10

Quality Dimension

8. Please indicate your overall reaction regarding brands mentioned
negative positive
1 2 3 4 5 6f 7 8 9 10
9. How would you classify the workmanship applied to the products of the following brands ?

low workmanship level precise workmanship

1 2 3 4 5 6| 7 8 9 10

Design and Style Dimension

10.

11.

12.

How would you classify the fashionability aspect of the following brands?

unfashionable fashionable

1 2 3 4 5 6 7 8 9 10

Please rate the design aspect of the following products:

low design originality unique design

ARRARRARRE

Based on the information provided please classify the products segment:

common products exclusive products

1 2 3 4 5 6| 7 8 9 10

Price Dimension
The average selling price for the above mentioned brands are following:
Andrea Bogosian - 450 USD , Sarah Chofakian - 420 USD , Sergio K. - 130 USD

13.

I believe that the products of these following brands are rather:

expensive inexpensive

]|2|3|4|5€7|8|9| 10
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above:
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14. | believe that the pricing adequately corresponds the product and the brand:

unreasonable pricing reasonable pricing

0 T T T n T T T T
1|2|3|4|5|6|7| 8| 9|1O

Reputation Dimension
15. Please rate the prestige of the above mentioned brands and their products:

common products prestigious products

1 2 3 4 5 6| 7 8 9 10

16. If you have to make an assumption, in your opinion what would these brands reputation in their country
of origin?
low reputation high reputation

1 2 3 4 5 6| 7 8 9 10

Purchase Intention Dimension

17. After obtaining more information regarding these brands, are you more prone or interested in them:

not interested very interested

1 2 3 4 5 6| 7 8 9 10

18. Please indicate the likelihood of the purchase of products from following brands, if they were available
in currently in Russia:
very unlikely very likely

1 2 3 4 5 6| 7 8 9 10
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Appendix C - Original Survey in Russian: Luxury

buyers in Russia (Group 3) M PG I

FGV EAESP - MPGI Intensive Track
Student: Grant Allen Babayan W FGV EAESP

Yacts A - CnipaBouHasi uH(popmanus

1. ToxamyiicTa, yKa)kKuTe Ball IIOJ:
a.  Myxckoi

b. JKenckuii

2. TloxamyiicTa, yKaXUTE Bally BO3PACTHYIO TPYIIITY:

e. 18-24
f. 24-35
g. 35-45
h. 45+

3. HO)KaIIyﬁCTa, YKaXUTC Ballly HAIIUOHAJIbHOCTb!:

4. Tloxamyiicra, yKaXWTe Balll JOCTUTHYTHIN CaMblil BRICOKHH YpOBEHb 00pa3oBaHus:
e. Her Beicmero oOpa3oBaHus
f. cremens GakangaBpa
g. Crenens MarucTpa
h

KaH,Z[I/I,Z[aT HayK. WK JOK.
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Yacrts A - @upMeHHBIE JIOTOTHIIBI

ANDREA BOGOSIAN s PO K

Crenyrolee nccie10BaHIE KacaeTcsl BHIIECYTOMSIHYTHIX SJIUTHBIX OPEH/IOB Kilacca JIIOKC, 3aMHTEPECOBAHHBIX B
9KCIIAaHCHU Ha POCCHHCKUH PHIHOK. Bee Tpu U3 ciiemyronmx OpeH/1I0B MOAHBI 1 BBICOKO U3BECTHBI B CBOMX CTPaHAX.
JIiist meneit TaHHOTO MCCIIEI0BAHMSI, CTPaHa MIPOUCXOKACHHS CIIEAYIONINX OpeH/I0B He OyeT pasriialleHa.

Bpenn Sarah Chofakian - ato 6penn xenc koit 00yBu 1 akceccyapoB BbICOKoro kiacca, Andrea Bogosian - openn
YKEHCKOM OJIEK/IBI Kilacca JIFOKC, a Takke OpeHa o0yBH, a Sergio K. - OpeHa My>KCKOM O IEKAbI B 00YBH BBICOKOTO

KJ1acca.

Yacts B - AccopTUMeHT NPOoAYKUMHU

Sarah Chofakian




Andrea Bogosian

Sergio K.
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18.

19.

20.

21.

22.

Yacts D - Onpoc

HIxana uaeaTudukanmu

OTpHUIATEIbHBII MOJI0KUTEIbHBII

1 2 3 4 5 6| 7 8 9 10

76

Bo BpEMs IpoLCcCa NOKYNKHU NPEAMETOB POCKOIIN, KAKOC 3HAUCHHUC Bbl IPUAACTE CTPAHC IPOUCXOKACHUA

TOBapa?

HE BaXXHBIN 0YeHb BAKHO

1 2 3 4 5 6 7 8 9 10

ITo mxkane 1-10 yxaxxute, noxaiyicra, BOCIpHIATHE IPOTYKTOB C HAANUCKIO «Crenano B bpasumum»:

O'I‘pMLla’l"CJIbelﬁ T0JIOKUTEIIbHBIH

1 2 3 4 5 6 7 8 9 10

ITo mxane 1-10, moxaiyiicra, yKa)kKuTe BOCIPHUATHE IPOILYKTOB C HAAMUCKIO «Crienano B ApMEHHN»:

OTpI/ILlaTCJ'[beIﬁ TOJIOKUTEIIbHBIH

1 2 3 4 5 6| 7 8 9 10

W3 npencraBineHHOM HHPOPMALIMK O KOMITAaHWSX, TIOXKATYHCTa, YKaXHTe, C KaKOi

CTpaHOfI MMPOUCXOKACHUA Bbl aCCONUNPYETEC Ka)KHHﬁ 6peH11?

Sarah Chofakian .........................

Andrea Bogosian .....................c.

Sergio K. e,



77

23. Ilo mkane 1 -10 ykaxxute, B KaKOW CTENECHU MTOJIUTUKA CTPAHbI B OTHOIIEHUH CTPAHbI
MIPOMCXOXKCHHSI OpeH/Ia BIMSET Ha Ballle PELICHUE O MOKYyIMKe?

HE BJIMACT CHJIBHO BJIMACT

1 2 3 4 5 6| 7 8 9 10

KauecTBO

24. TloamyiicTa, yKaXXnuTe Bally OOLIYI0 PEaKIHIO B OTHOLICHHH OPEHI0B, YIIOMSHYTBIX BBIIIE

OTPHUIATEILHBIN TIOJIOJKUTENIbHBIH

1 2 3 4 5 6 7 8 9 10

25. Kak Obl BEI OXapaKTECpHU30BaJIU KaYCCTBO U3TOTOBJICHUS I/I3)IGJ'II/II71 CJIeayromux MapOK?V

HU3KHH YPOBE€Hb MacTEPCTBA TOYHOE MacTEPCTBO

1 2 3 4 5 6| 7 8 9 10

JAu3aiin u cTHIb

26. Kak ObI BBl 0XapaKTEepHU30BaJIH aclleKT MOJHOCTH CIIEYIOIUX OpeH10B?

HEMO/IHBII MOJTHBIN

T T I I I I
1|2|3|4|5|6|7|8|9|10

27. Tloxamy¥icTa, OIICHUTE ACICKT JU3aiHA CICAYIOIIUX MPOTYKTOB:

HM3Kasl OPUTUHAIBHOCTD JIU3aiiHa YHHKAaJbHBII JU3aiiH

1 2 3 4 5 6| 7 8 9 10

28. Ha ocHOBaHMHM NpeNOCTaBICHHON HH(pOPMAIIHH, TOXKaIyHCTa, KIacCU(PUIMPYHTE CETMEHT MPOYKIIUH:

06LLlI/Ie MPOIYKTHI OKCKJIFO3UBHBIC MTPOAYKThI

1 2 3 4 5 6| 7 8 9 10

ena
Cpelesm [IEHA MPOJAXK! TSI BBILIECYITOMSIHY TBIX 6peH110B crenyromast:
Andrea Bogosian - 450 USD , Sarah Chofakian - 420 USD , Sergio K. - 130 USD

29. Sl cumTaro, 9YTO MPOAYKTHI OTHX CIACAYIOIINX OPEHIOB TOBOJIBHO:

Joporue HEeaoporue

12|34|5|E7|891C
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30. Sl cuuTaro, 4TO IEHBI AJICKBATHO COOTBETCTBYIOT MIPOAYKTY U OpEH/Y:

HEOOOCHOBAHHBIE ICHBI pa3yMHBIC LIEHBI

T ) T T T T T T T
1lolalalslelz] 8l ol 1o

Penyranus
31. OueHHTe MPECTUK BBILIICYTOMSHYTHIX OPEHAOB U MX MPOIYKIINU:

oﬁume TIPOAYKTBL YKCKIIIO3UBHBIC IPOAYKTHI

1 2 3 4 5 6| 7 8 9 10

32. Ecu BBI XOTHUTE CHAENATh NPEAIIOIOKECHNE, Ha Balll B3I, KakoBa OyzieT permyTanus 3Tux OpeHIO0B B
CTpaHe UX MPOUCXOKICHUS?
HHU3Kas penyranus BBICOKasl pernyTaius
1 2 3|45 6| 7 8 9 10

Hamepenue coBepminTh NOKYNKY

33. Tloayuus 6osbiie nHGOpMAaIK 00 3TUX OpeHAax, BbI 00JI€e CKIOHHBI HJIH 3aMHTEPECOBAHBI B HUX:

HE 3aMHTEPECOBAH 0YC€Hb 3aMHTEPECOBAH

1 2 3 4 5 6| 7 8 9 10

34. YKa)KI/ITe, nomanyi/’[CTa, BEPOATHOCTD IMMOKYIIKU TOBAPOB CICAYIONIUX MapOK, €CJIN OHU ObLIN JOCTYIIHBI B
HACTOsAICC BPpEMS B Poccun:

OYEHb MAJIOBEPOATHO O4YE€HB BEPOATHO

1 2 3 4 5 6| 7 8 9 10
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Original Survey in Russian: Luxury buyers in Russia (Group 2)

FGV EAESP - MPGI Intensive Track

Mestrado Profissional em Gestio Internacio

Student: Grant Allen Babayan

W FGV EAESP

Yacrs A - CnipaBouHnasi uH(popmanus

1. ToxamyiicTa, yka)kKuTe Ball IIOJ:

a.

Myxkckoi

b. Kenckwmii

2. TloxamyiicTa, yKasKUTe Bally BO3PACTHYIO IPYIIILY:

a.
b.
C.
d.

18-24
24 -35
35-45
45 +

3. Toxanyiicra, ykaxxure Bally HAlIMOHAILHOCTB!

4. Tloxanyiicra, yKa)XMTe Balll JOCTUTHYTHIN CaMblii BRICOKHH YpOBEHb 00pa30oBaHus:

a.
b.
C.

Her BrIciIero o6pazoBanus
CTeTeHp OakamaBpa

Crenenp Marucrpa

d. Kawguaat Hayk. uid J0K.

nal



80

Yacrts A - @upMeHHBIE JIOTOTHIIBI

ANDREA BOGOSIAN sl PCIOK

Crenyroliiee UCCITeIOBaHNUE KACACTCS BHIIICYTOMSIHYTHIX SJMTHBIX apMSHCKUX OPEH/IOB Kilacca JIFOKC,
3aMHTEPECOBAHHBIX B SKCIIAHCHHU HAa POCCHICKHI PBIHOK. Bee Tpu m3 ciemayrommx OpeH/I0B MOIHBI i BBICOKO
M3BECTHBI B CBOMX CTpaHax. J{yist 1esieil TaHHOTO MCCIIEA0BAHUS, CTPaHa MIPOUCXOXKICH Hsl CIIEYIONINX OPEH/IOB He
Oyzer pasrialieHa.

Bpenn Sarah Chofakian - ato 6pena *xeHcKkoi 00yBH M akcecCyapoB BBICOKOTO Kiacca, Andrea Bogosian - 6pena
JKEHCKON OJIEXKIbI KJIacca JIOKC, a Takke OpeH o0yBu, a Sergio K. - OpeH My»KCKO# 01X/ bl U 00YBU BBICOKOTO

KJ1acca.

Yacrts B - AccopTuMeHT NpPoAyKUMHU

Sarah Chofakian




81

Andrea Bogosian

Sergio K.
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Yacts D - Onpoc

Ikana unesTudUKaIN

OTpHUIATEIbHBII MOJI0KUTEIbHBII

1 2 3 4 5 6| 7 8 9 10

Bo Bpemst mporiecca MOKyIKH IPEAMETOB POCKOIIN, KAKOE 3HAUCHNE BBI IIPUAAETE CTPAHE MTPOUCXOXKIACHHS
TOBapa?

HE BaXXHBIN 0YeHb BAKHO

1 2 3 4 5 6 7 8 9 10

ITo mxkane 1-10 yxaxxute, noxaiyicra, BOCIpHUIATHE IPOTYKTOB C HAANUCKI0 «Crenano B bpasunum»:

O'I‘pMLla’l"CJIbelﬁ TI0JIOXKHUTETbHBIN

1 2 3 4 5 6 7 8 9 10

ITo mxane 1-10, moxaiyiicra, yKa)kKuTe BOCIPHUATHE IPOILYKTOB C HAAMUCKIO «Clienano B ApMEHUN»:

OTpI/ILlaTCHbeIﬁ TOJIOKUTEIIbHBIH

1 2 3 4 5 6| 7 8 9 10

Mo mikane 1 -10 ykaxxute, B KaKOM CTENICHHU MOJUTHKA CTPAHBI B OTHOIIEHHU CTPAHBI MPOUCXOXKICHUS
OpeH/ia BIMsET Ha Ballle PEIICHHE O MOKYTKe?

HC BIMACT CHJIBHO BJIUSACT

_2L|2|3|4|567|8|9‘1C




KauecTBO

7. Toxanyiicra, ykaxxure Bally oOIILyI0 PEAKIHIO B OTHOILIEHUH OPEH/IOB, YIIOMSIHYTHIX BBILIE

OTPHIATEILHBIN TIOJIOJKUTENIbHBIH

1 2 3 4 5 6 7 8 9 10

8. Kaxk ObI BbI 0XapaKTepU30BaIN KaueCTBO U3TOTOBIICHUS H3IENUH CIIEYIONIMX MapOK?V

HU3KHH YPOBE€Hb MaCTEPCTBA TOYHOE MacTEPCTBO

1 2 3 4 5 6| 7 8 9 10

Ju3aiiH u cTUIb
9.  Kak ObI BBl 0XapaKTepHU30BaJIH aclleKT MOJHOCTH CIEAYIOIUX OpeH10B?

HEMOTHBIH MO/THBIH

1 2 3 4 5 6 7 8 9 10

10. Tloxanyiicra, OLIEHUTE ACTIEKT JU3aiHA CIEAYIOIUX MPOTYKTOB:

HU3Kas OPUTMHAIBHOCTD AU3aiiHa YHHUKAJIbHBII JAU3aiiH

1 2 3 4 5 6| 7 8 9 10

11. Ha ocHOBaHMM NpenoCTaBIEHHOM HHpOpMaNnH, TOXaIyiHcTa, KITacCH(QUIMPYHTE CErMEHT NPOAYKIHH:

06H_II/IG TIPOTYKTBI OKCKJIFO3UBHBIC MTPOAYKTBI

1 2 3 4 5 6| 7 8 9 10

ena
CpenHsis 1ieHa MTPOIAXKHU JUTS BHIICYTIOMSTHYTBIX OpPEH/IOB ClIEAyOIIast:
Andrea Bogosian - 450 USD , Sarah Chofakian - 420 USD , Sergio K. - 130 USD

12. S cumraio, YTO MPOIYKTHI ITUX CIEAYIONINX OPEH/IOB JOBOJIBHO:

Joporue HeZ[0porue

1 2 3 4 5 6| 7 8 9 10

13. 4 cuwmraro, 94TO IICHEI aJICKBATHO COOTBETCTBYIOT NMPOAYKTY U OPCHIY:

HEe0OOCHOBAHHbBIE IICHBI pasyMHbIE LICHbI

ol alul sl el ol alelyg
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Penyranus
14. OreHuTe NPECTHK BHILIEYHOMSIHYTBIX OPEHIOB U UX MPOIYKIIUH:

06H_II/IG TIPOAYKTBL YKCKIIIO3MBHBIC IPOAYKTHI

1 2 3 4 5 6| 7 8 9 10

15. Ecnu BBI XOTUTE ClleNaTh IPEANON0KEHNE, Ha Balll B3I, KakoBa Oy/ieT penyTanus 3TuX OpeH/I0B B
CTpaHe UX MPOUCXOXKICHUA?
HU3Kas peryTarus BBICOKAsI perryTarus
1 2 3| 4 5 6| 7 8 9 10

HamepeHue coBepluuTh NOKYIKY
16. Tlomyuwus Gonpine nHGOpPMAIUH 00 STHX OpeHIaX, BBl O0Jiee CKIIOHHBI WIIM 3aMHTEPECOBAHEI B HUX:

HE 3aMHTEPECOBaH OuYeHb 3aMHTEPECOBAH

12345'6789'10

17. Yxaxure, moxkanyiicra, BEpOATHOCTh IIOKYTIKH TOBAPOB CIEAYIOIINX MAapOK, €CIIM OHHU OBUIH JOCTYIIHBI B
Hacroslee BpeMs B Poccun:

O4YCHb MAJIOBEPOATHO OY€Hb BEPOATHO

1 2 3 4 5 6| 7 8 9 10
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Original Survey in Russian: Luxury buyers in Russia (Group 1)

FGV EAESP - MPGI Intensive Track

Student: Grant Allen Babayan

Mestrado Profissional em Gestio Internacio

W”FGV EAESP

Yacrs A - CnipaBouHasi uH(popmanus

1. ToxamyiicTa, yka)kKuTe BaIl IIOJ:

a.
b.

My:xckoi

Kenckuit

2. TloxamyiicTa, yKaKUTE Ballly BO3PACTHYIO TPYIIITY:

a.
b.
C.
d.

18-24
24 -35
35-45
45 +

3. Toxanyiicra, ykaxuTe Bally HallMOHAIBHOCTB!

4. Tloxamyiicra, yKa)XMTe Ball JOCTUTHYTHIN CaMblil BRICOKHH ypOBEHb 00pa3oBaHus:

a.
b.
C.
d.

Her Bbiciero obpasoBanus
CTerneHb OakagaBpa
CreneHnp MarucTpa

Kannunat Hayk. wim J0K.

nal
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Yacrts A - @upMeHHBIE JIOTOTHIIBI

ANDREA BOGOSIAN sl PCIOK

Crienyroniee HCCISIO0BaHNE KACACTCs BBILICYIOMSHYTBIX JJIUTHBIX GPa3HiIbCKHX OpPEHIOB Kilacca JIFOKC,
3aMHTEPECOBAHHBIX B OKCIIAHCHU HAa POCCHUIMCKHUIT PBIHOK. Bee Tpy U3 ciienyronmx OpeHI0B MOIHBI U BBICOKO
W3BECTHBI B CBOMX CTpaHax. J{yis 1eneil JaHHOTO UCCIIeI0BaHMUs, CTPaHa TIPOMCXOKICHHUS CIICIYIOIINX OPCHIOB
He OyZeT pasriialieHa.

Bpenn Sarah Chofakian - ato 6pena *xeHcKkoi 00yBH M akcecCyapoB BBICOKOTO Kiacca, Andrea Bogosian - 6penn
JKEHCKON OJICIK/IBI KJIacca JIFOKC, a Takke Open o0yBH, a Sergio K. - OpeHx MyKCKOH 0Je3k /bl 1 00YBU BBICOKOT O

KJ1acca.

Yacrts B - AccopTuMeHT NpPoAyKUMHU

Sarah Chofakian




Andrea Bogosian

Sergio K.

87
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Yacts D - Onpoc

Ixana uaenTudukanmu

OTpHUATEIbHbII MOJIOKUTEIbHBII

1 2 3 4 5 6| 7 8 9 10

Bo Bpemst mporiecca MOKyIKH IPEAMETOB POCKOIIN, KAKOE 3HAUCHNE BBI IIPUAAETE CTPAHE MTPOUCXOXKICHHS
TOBapa?

HE BaXXHBIN 0YeHb BAKHO

1 2 3 4 5 6 7 8 9 10

ITo mikane 1-10 ykaxkure, noxanyiicta, BOCIpUATHAE TPOAYKTOB ¢ Haanuckio «Caemnano B bpazununy:

OTpHUIATENILHBIN TI0JIOKUTEIILHBIN

1 2 3 4 5 6 7 8 9 10

ITo mikane 1-10, moxanyicTa, ykaXxuTe BOCIPUITHE MPOIYKTOB ¢ HAAMUCHIO «Crienano B ApMEHUN:

OTpHIIATEIbHbIN TOJIOKUTENbHBII

1 2 3 4 5 6| 7 8 9 10

Ilo mkane 1 -10 YKaxXuTe, B KaKoO# CTEIeH! ITOJIUTHKA CTpaHbl B OTHOIICHUU CTPAaHbI TPOUCXOKIACHU
6peH11a BJIMACT HA Balll€ pCUHICHUC O HOKyHKC?

HEC BJIMACT CHJIBHO BIIUACT

]|2|3|4|567|8|9| 10
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KauecTBO

7. Tloxanyiicra, ykaxxure Balry oOIIyIO PEAKIHIO B OTHOILIEHUU OPEHIIOB, YIIOMSHYTHIX BBIIIE

OTPHUIATENIbHBIN TI0JIOKUTENIbHBIH

1 2 3 4 5 6 7 8 9 10

8. Kaxk ObI BbI 0XapaKTepU30BaIN KaueCTBO U3TOTOBIICHUS H3IENUI CIIEYIONIMX MapOK?V

HM3KMI yPOBEHb MACTEPCTBA TOYHOE MacTepCTBO

1 2 3 4 5 6| 7 8 9 10

JAu3aiin u cTHIb

9.  Kak ObI BBl 0XapaKTepH30BaIH aCIEKT MOJHOCTH CIEAYIOLUIHNX OpeH10B?

HEMO/THBIN MOJIHBIN

| | | I | |
1|2|3|4|5|6|7|8|9|10

10. Iloxanyiicra, OLlEHUTE ACTIEKT JU3aiiHa CIEAYIOIIUX MPOJTYKTOB!

HU3Kas OPUTMHAIBHOCTD AU3aiiHa YHHUKaJIbHBII JAU3aiiH

1 2 3 4 5 6| 7 8 9 10

11. Ha ocHOBaHUM NpenOCTaBICHHON HH(POPMAIIH, IOXKATYHCTa, KIacCU(QUITPYHTE CETMEHT POIyKIIHN:

06H_II/IE TIPOTYKTBI JKCKITFO3UBHBIC MTPOLYKTBI

1 2 3 4 5 6| 7 8 9 10

ena
Cpem{ﬁa HCHa MpOJAaXXH U1 BBIHICYIOMAHYTBIX 6peH,I[OB cJIeayromas:
Andrea Bogosian - 450 USD , Sarah Chofakian - 420 USD , Sergio K. - 130 USD

12. S cumrato, 4TO MPOAYKTHI ITUX CIEAYIOUIMX OPEH/IOB JOBOJIBHO:

Joporue HEI0pOTHe

1 2 3 4 5 6| 7 8 9 10

13. 4 cuuraro, 4TO LEHBI aJJICKBATHO COOTBETCTBYIOT NIPOIYKTY M OpeHIy:

HEOOOCHOBAHHBIC ICHBI pa3yMHBI€ IICHBI

ol alul sl el ol alelsg
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Penyranus
14. OreHuTte NPECTHK BHILIEYHOMSIHYTBIX OPEHIOB U UX MPOIYKIIUH:

061111/10 TIPOAYKTbI 9KCK/IHO3UBHBIC ITPOAYKTEI

1 2 3 4 5 6| 7 8 9 10

15. Ecnu BBI XOTHTE clieNaTh MPEANOoIoKEHNe, Ha Balll  B3IJIAA, KaKoBa OyJIeT peryTalus 3TUX OpEeH/I0B B
CTpaHe UX MPOUCXOXKICHUA?

HH3Kast PeIry Tals BBICOKAsI PEITyTallHs

1 2 3 4 5 6| 7 8 9 10

HamepeHue coBepuuTh NOKYIKY
16. IloxyuuB Gonpiie nH(GOpMaUK 00 STHX OpeH/IaX, BEI O0Jiee CKIIOHHBI MIIH 3aMHTEPECOBAHbI B HHX:

HE 3aUHTEPECOBAH OYCHb 3aMHTEPECOBAH

1 2 3 4 5 6| 7 8 9 10

17. Yxkaxwure, Hoxanyicra, BEepOATHOCTb MIOKYIIKH TOBAPOB CIEAYIONINX MAaPOK, €CIIM OHU OBUIN TOCTYITHEI B
Hacrosmiee Bpems B Poccnu:

O4YEHb MAJIOBEPOATHO O4Y€HBb BEPOATHO

1 2 3 4 5 6| 7 8 9 10
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GUM and TSUM Shopping Malls

Appendix D

GUM Shopping Mall
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TSUM Shopping Mall
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