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1. Introduction

In today’s global economy, many companies operate in multiple countries and 

face unique challenges when it comes to building and maintaining brand awareness in 

foreign markets. One such challenge is foreign divestment, which occur when a company 

withdraws its investments or operations from a foreign country. In recent years, the 

Russian fashion and food industries have experienced substantial foreign divestment, as 

a result of economic sanctions. This has forced companies in these sectors to navigate 

a complex landscape in order to sustain their market share and brand awareness in 

the country. In such a context of instability, brand positioning plays a crucial role. 

Notably, after the imposition of Western sanctions, several international companies 

sold their assets to local ones, resulting in the creation of new brands in food retail 

(such as Tasty and That’s It («Vkusno i Tochka») in place of McDonald’s, Dobry 

Cola in place of Coca-Cola, and Rostik’s in place of KFC, as well as fashion retail 

including New Fashion («Novaya Moda») in place of ZARA, and new brands of LPP 

Group (Re, M, Sin, XC, Cr) in place of Reserved, Mohito, Sinsay, House and Cropp, 

respectively. In this scenario, new brands adopt diverse promotion and recognition 

strategies among customers.

This work contributes to theoretical and practical understanding by exploring the 

understudied impact of foreign divestment on brand awareness in the recent context 

of 2022–2023. Focused on the Russian fashion and food industries, it aims to reveal 

how companies left the market during sanctions and how consumers responded to 

new brands, fi lling a research gap. This study provides valuable insights for navigating 

brand awareness challenges in foreign markets amidst economic and political tensions. 

Notably, the novelty lies in addressing a highly evolving and resonant research topic that, 

while widely discussed in the media, lacks extensive qualitative and quantitative study.

The study achieves its goals by answering the following research question: How 

did foreign divestment from the Russian food and fashion industries change the brand 

awareness of companies among consumers?
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To address the research question comprehensively, this study will employ a mixed-
methods approach, combining qualitative analysis through a case study method to 
examine companies’ perspectives and a quantitative analysis involving a customer survey. 
The qualitative aspect aims to understand foreign divestment through in-depth case 
analyses, while the quantitative component involves collecting and analyzing survey data 
using descriptive statistics. This dual-method approach ensures a thorough exploration 
of both the corporate side, focusing on foreign divestment, and the consumer side, 
assessing reactions to market exits and new brand awareness. This multiple-source 
evidences multiple improves the validity of the study which has the following objectives:

 — to reveal the divestment strategies of by the selected companies in Russia using 
a case study;

 — to conduct a brand awareness survey among Russian consumers;
 — to quantify the data from the survey using descriptive statistics;
 — to fi nd out how brand awareness has changed since the selected companies left.

2. Literature Review

Foreign Divestment

Amidst increased globalization and interconnected economies, the study of international 
investment has gained prominence. However, alongside international business expansion, 
there exists a converse phenomenon — foreign divestment (FD), involving the closure of 
enterprises and termination of economic relations. The signifi cance of FD, particularly 
in times of global economic crises, has garnered attention.

In 1976, Jean Boddewyn’s seminal paper, «International Divestment: A Survey of 
Corporate Experience», marked a pioneering exploration of divestment in the context 
of international business. Boddewyn linked FD to the broader landscape of globalized 
economies and highlighted the limitations of multinational companies (MNCs) that 
often led to divestment. Subsequently, scholars extensively analyzed FD from diverse 
perspectives, proposing typologies based on restrictions (fi nancial, organizational, 
territorial), strength of restrictions (liquidation, starvation, divestiture), results applied 
by FD (economic growth, brand awareness, non-market factors), and industries (retail, 
manufacturing, fossil fuel, automotive).

This part provides a comprehensive review of the literature on FD, presenting 
a summary table categorizing various typologies and identifying prominent authors 
associated with each.

Table 1

Typology of foreign divestments

Type of foreign 
divestment

Examples Studies

Type of restrictions fi nancial, organizational, territorial Boddewyn, 1979; Clark and Wrigley, 1997; 

Wright, 1985; Whan, Chan, Yiu, 2015

Strength of 

restrictions

liquidation, starvation, divestiture Grunberg, 1981; Anon, 2006; Steenhuis, 

Bruĳ n, 2009

Results applied by 

means of FD

economic growth, brand awareness, 

non-market factors (such as institutional 

pressure, cultural distance, etc.)

Glomsrød, Wei, 2018; Rian, 2002; Panibratov, 

Chen, 2022

Industry type retail, manufacturing, fossil fuel 

industry, automotive industry

Nicholas, Quinn, 2002; Glomsrød, Wei, 2018; 

McDermott, Luethge, 2014; McKibben, 2018

Source: Prepared by the authors.

In the context of foreign divestment, some scholars highlight a research gap in 

understanding the mechanisms and consequences of FD, with notable gaps persisting 
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over several decades (Wright, 1985; Baker, Kumar, 2022). Despite extensive research 

on the consequences of FD, signifi cant gaps remain, particularly in understanding 

processes in emerging economies, the impact on internal company structures, and 

the identifi cation of relevant theories (Baker, Kumar, 2022). This study intersects 

with marketing and brand subjects, which are extensively studied in business and 

management. While the concept of a brand was once limited to the name, logo, and 

design of a company, it has evolved into a multidisciplinary concept covering consumer 

behavior, brand identity, brand awareness, and product strategy (Bastos, Levy, 2012). 

The brand-customer relationship involves various levels of brand assets, with brand 

awareness being a fundamental aspect infl uencing consumer decision-making (Aaker, 

2014). Global brand awareness in subsidiaries, especially in new markets like Russia, 

is a less-explored subtopic. Multinational companies (MNCs) encounter challenges in 

brand recognition among local buyers, leading to the adoption of adaptational marketing 

strategies tailored to local preferences (Chernova, 2017). This trend involves adjusting 

products, packaging, and pricing to cater to the specifi c needs of the local target audience.

The choice of the food and fashion industries in Russia as case studies is informed 

by their signifi cant contributions to the country’s GDP and employment opportunities. 

The food and fashion industries are pivotal in the Russian economy, refl ecting the 

country’s importance as a market for international companies. However, the political 

and economic environment, including sanctions, have posed challenges for foreign 

companies entering or operating in the Russian market, particularly in these vulnerable 

industries (Loizou, 2019; Korhonen, 2019).

F oreign divestment, infl uenced by technological advances and geopolitical shifts, 

is a crucial consideration for companies. These changes prompt fi rms to strategical 

divestment (McDermott, 2010). This process signifi cantly impacts not only the parent 

company but also its subsidiaries and the economies of the countries involved (Mohr, 

2018). Despite its paramount importance, limited research exists on foreign divestment, 

primarily due to the secretive nature of divestment decisions, driven by concerns about 

fi nancial repercussions and potential negative reactions from aff ected stakeholders (Hui, 

2022). Notably, Jean Boddewyn’s pioneering work in 1976 serves as a foundational 

reference for understanding divestment, guiding subsequent research in this domain.

Foreign divestment, or divestiture, involves a company selling or disposing of a portion 

of its business, manifesting in various forms such as business units, equipment, real estate, 

fi nancial assets, product lines, subsidiaries, or business divisions (McDermott, 2012). 

There are diff erent typologies for defi ning foreign divestment. This paper will use the 

typology of Panibratov and Chen (2022), which easier to understand. The scholars divide 

foreign divestment in three major categories: a). closure or liquidation — a situation where 

a business opts to discontinue providing a service or close its premises; b). disinvestment 

or starvation — the reduction in a company’s operations by restricting investment funds 

or redirecting profi ts to other investments; c). asset sell-off s or divestiture — the sale 

of a subsidiary to a third party, which does not involve the creation of a new company, 

and results in the parent company receiving cash as part of the transaction (Panibratov, 

Chen, 2022). In the next chapters, cases will be considered based on this classifi cation.

Marketing Strategies and Brand Awareness

To ent er a new market, a company must foresee many circumstances, and several 

criteria determine which marketing strategy should be used. Doole (2008) lists the 

legal, sociocultural (language, demographics, religion, values), economic (whether it is 

a developed, emerging, or less developed economy), political, and technological contexts 

(Internet, technological capabilities) that can infl uence the application of a specifi c 
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strategy. When a company enters beyond one country, it already applies an international 

marketing strategy, which will change depending on the mentioned features. International 

marketing strategy is defi ned as a set of strategic actions taken by a company when entering 

the international market to promote its product (Onkvisit, Shaw, 2009). International 

marketing planning rests on four main pillars, often referred to as the 4P. To satisfy the 

needs of customers, the company makes decisions related to the product, its price, place 

and promotion, which also translates into the idea of a marketing mix (Borden, 1964).

International marketing strategies are diverse, tailored to specifi c markets, contexts, 

target consumers, and products. Lim (2006) categorizes them on a scale of concentration-

dispersion, integration-independence, and standardization-adaptation. These classifi cations 

act as a scale, recognizing that strategies within each category can vary among individual 

companies. In the concentration-dispersion dichotomy, companies focus on either specifi c 

product manufacturing and sales in a new market or the widespread combination of these 

activities. The integration-independence scale considers collaboration with local players or 

competition in the new market, allowing companies to buy out or partner with local entities 

for eff ective product promotion. The adaptation-standardization scale, pertaining to the 

product and its promotion, involves creating uniform products for all markets in standardized 

strategies. Alternatively, adaptive strategies tailor products to specifi c markets, incorporating 

variations, new product lines, diverse advertising, and price segmentation. The adaptability 

of these strategies enables companies to maximize benefi ts in each unique market.

To be successful, the brand must be known understandable to customers. Gustafson 

and Chabot (2007) defi ne brand awareness as the degree to which people are familiar 

with and identify a certain brand. It has been studied through various theories, notably 

the Associative Network Model and the Dual Coding Theory. Kevin Keller’s Associative 

Network Model, proposed in 1993, asserts that brand awareness is rooted in the strength 

and accessibility of associations within a consumer’s memory. These associations, formed 

through experiences, advertising, and communication, contribute to brand awareness 

based on their ease of retrieval. Strong associations are more likely to be remembered and 

enhance brand awareness (Keller, 1993). Allan Paivio’s Dual Coding Theory, introduced 

in 1991, posits that visual and verbal stimuli are processed diff erently in the brain. For 

example, the McDonald’s brand is represented by both the «Golden Arches» logo 

(visual) and the «I’m lovin’ it» slogan (verbal), which may contribute to its high level of 

brand awareness. Brands utilizing both visual and verbal elements are more memorable, 

leveraging separate processing channels for enhanced awareness. The integration of visual 

and verbal components, exemplifi ed by McDonald’s, aids in fostering brand awareness 

(Paivio, 1991). These theories guide companies in formulating marketing strategies to 

elevate brand awareness, leading to increased product sales and a competitive edge.

3. Methodology

This study aims to examine the divestment strategies of McDonald’s, Coca-Cola, 

and LPP Group in Russia, exploring the factors infl uencing their decisions and assessing 

the impact on brand awareness. Utilizing a mixed-methods approach, both qualitative 

and quantitative analyses were employed. Qualitative analysis involved a thorough 

review of literature and company publications, while quantitative analysis encompassed 

statistical examination of fi nancial data and survey responses.

The research design employed a single-case embedded method, focusing on the 

divestment decisions of the three companies in the food and fashion industries. This 

method facilitated the examination of factors infl uencing divestment decisions and 

allowed for cross-case comparisons (Yin, 2018). 
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To measure the impact of divestment on brand awareness among Russian consumers, 

a survey method was used. Data was collected from consumers already familiar with the 

companies. Secondary data, documents, and offi  cial reports were also analyzed through 

case study methodology to understand divestment strategies. The survey questionnaire, 

pre-tested for validity and reliability, formed the primary data collection method, with 

both qualitative and quantitative data analysis techniques applied.

Ethical considerations were adhered to throughout the research process. Participants 

were informed of the research purpose, and their consent was obtained. Confi dentiality 

and anonymity were maintained to ensure participant privacy.

3.1. Case studies: Coca Cola, McDonald’s, LPP Group

Coca-Cola
Coca-Cola’s entry into Russia during the 1980s, notably during the Moscow Olympics, 

led to rapid expansion in the post-Soviet era. Over nearly four decades, Coca-Cola HBC 

invested $6.2 billion in Russia, contributing over 11% to the beverage industry’s investments 

in 2017–2018. The company emphasized support for local suppliers, with over 96% of 

its purchases being sourced locally. Coca-Cola HBC implemented adaptive marketing 

strategies, collaborating with local celebrities and introducing fl avors like Kvass and 

Tarhun tailored to Russian preferences.

The company’s marketing approach in Russia involved a strong focus on digital 

engagement, sustainability, and social responsibility. However, in 2022, amidst geopolitical 

tensions and sanctions, Coca-Cola announced the suspension of activities in Russia, 

citing disagreements with the country’s national policies. The decision resulted from 

operational challenges, currency fl uctuations, and changing consumer preferences. 

Coca-Cola HBC divested its Russian operations, renaming its branch to Multon 

Partners, and suspended investments.

The divestment strategy falls under disinvestment or starvation, involving a reduction 

in operations by limiting investment funds or withdrawing projects. Coca-Cola HBC’s exit 

led to the creation of the «Dobry Cola» brand by Multon Partners, maintaining continuity 

with Coca-Cola’s red color and iconic imagery. Local producers introduced similar 

products to fi ll the void left by Coca-Cola, posing new competition. The Dobry Cola 

brand, positioned as «the taste that unites us», is in the early stages of promotion, 

making it challenging to defi ne its marketing strategy.

McDonald’s
McDonald’s entered Russia in 1990, marking a historic moment in the country’s transition 

to a market economy. Over the years, McDonald’s expanded its presence, contributing 

signifi cantly to Russia’s GDP and job market. The brand became synonymous with 

Western culture, employing various marketing strategies tailored to Russia’s unique 

environment, including localized menus, social media presence, sponsorships, and 

loyalty programs. Despite its success, McDonald’s decided to exit Russia in 2022, citing 

misalignment of the current political situation in Russia with its corporate values due. 

To minimize economic damage, McDonald’s opted for a divestiture strategy, selling its 

Russian business to Siberian partner Alexander Govor. This allowed the retention of jobs, 

technologies, and management while eliminating the original brand’s presence in Russia.

Following the sale, Govor launched a new brand, «Vkusno i Tochka», maintaining 

continuity with McDonald’s through its marketing campaigns, emphasizing familiar 

tastes and a connection to the beloved predecessor. The new brand introduced changes 

in logo design and menu item names but retained the essence of the original. The 

marketing strategy of «Vkusno i Tochka» aligns with the development of McDonald’s in 
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Russia, highlighting the succession of the old and new brands. The campaign emphasizes 

familiarity, continuity, and a youthful, vibrant image, ensuring a smooth transition for 

consumers.

LPP Group
LPP Group, established in 1989, is a Polish fashion retail giant with a global footprint, 

operating over 2000 stores across 26 countries. Renowned for its diverse brand portfolio, 

including Reserved, Mohito, Cropp, House, and Sinsay, LPP Group focuses on quality, 

innovation, and customer satisfaction. Its fast fashion model, featuring frequent new 

collections, emphasizes sustainability, reducing waste, and corporate social responsibility. 

Entering the Russian market in 2002, LPP Group expanded to 553 stores, adapting 

to local needs with initiatives like the successful «Russian Folk» collection. Despite 

economic challenges, LPP Group demonstrated commitment to Russia through market 

research, modernization, and CSR. However, the company exited the Russian market 

in March 2022 due to Western sanctions, halting operations and emphasizing strategic 

risk management. The divestment decision marked the end of a 20-year era but refl ected 

LPP Group’s adaptability and focus on long-term growth. Russian sales contributed 

signifi cantly, accounting for 19,2% of the company’s revenue. In response to the exit, 

LPP Group considered potential buyers, ultimately selling its Russian unit, RE Trading, 

to a Chinese consortium. The buyer acquired product rights, excluding brand names 

and trademarks.

In May 2022, stores under new ownership, named RE, Cr, M, XC, and Sin, reopened 

in Russia. LPP Group’s divestment strategy involved a complete sale of assets, aligning 

with its goal to concentrate on the European market. The success of this strategy remains 

to be seen, but LPP Group’s resilience and strategic decisions underscore its ability to 

navigate complex business environments.

3.2. Survey

This study employs two primary data collection methods: case analysis and surveys. 

The case study aims to gather qualitative information about the companies’ history, 

path, and brand and marketing strategies in Russia. Information is sourced from offi  cial 

reports, documents, company websites, as well as secondary sources like news articles 

and scholarly research. This data is crucial for understanding the companies’ operations, 

divestment strategies, and the impact on brand and marketing strategies.

The survey, conducted anonymously in Russian through Google Forms, aims to 

identify overall brand awareness trends across diff erent demographics, including age, city 

size, and income groups. The questionnaire comprises three main blocks: demographic 

information, brands before leaving Russia, and brands after leaving Russia. It focuses 

on knowledge, loyalty, and emotions to gauge respondents’ connection with the brands 

before and after divestment. The questions explore respondents’ familiarity with the 

brands, loyalty, and emotional associations, providing a comprehensive understanding 

of how divestment infl uenced brand perception.

As can be seen from this table, diff erent types of questions were used to determine 

more accurate information. Multiple choice questions or yes/no questions were used 

to determine brand knowledge. Questions to determine loyalty constituted the bulk of 

the survey and consisted of questions with one answer from the proposed ones, as well 

as with answers on a Likert scale. Such questions, for example, related to satisfaction 

with goods / services (How satisfi ed are you on a scale of 1 to 5, where 1 — completely 

dissatisfi ed; 5 — completely satisfi ed) or visits to shops / restaurants (How often did 

you use the goods / services on a scale of 1 up to 5, where 1 — never; 5 — often (once 

a week / month)). Emotion questions were presented with an open list of adjectives that 
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respondents can use to describe the presented brand. In general, questions from blocks 

2 and 3 helped to explore what brand awareness was before leaving Russia, and what it is 

now after the original brands left Russia and were replaced by new ones. These questions 

helped highlight trends that will be discussed in more detail in the following chapters. 

These trends, in turn, will help answer the second research question: how brand awareness 

has changed after they left Russia.

Table 2

Part of the questions used in the questionnaire

Knowledge Loyalty Emotions

Which of the following brands are 

you familiar with? (out of those 

off ered)?

How often did you use Coca-Cola 

products before they left? (Likert 

scale)?

What adjectives do you think best 

describe the Vkusno i Tochka 

brand? (out of those off ered)?

Did you know that LPP Group 

stores (Reserved, Cropp, House, 

Mohito & Sinsay) are currently 

represented in Russia under the 

RE, Cr, M, XC and Sin brands?

After the departure of the original 

Coca-Cola brand from Russia, have 

you started buying products from its 

competitors (Chernogolovka, Funky 

Cola, Cool Cola, etc.) more often?

What adjectives do you think best 

describe the McDonald’s brand? 

(out of those off ered)

Source: Prepared by the authors.

4. Empirical Analysis

This part presents a summary analysis of the data collected through the brand awareness 

survey. As stated earlier in the Methodology chapter, descriptive statistics and paired 

sample T test with sample T test methods were used for the empirical analysis. Microsoft 

Excel was used to prepare the data and SPSS to analyze them. The chapter begins with 

a presentation of the fi ndings and their analysis, and then continues with a discussion 

of the results.

4.1. Descriptive Analysis

a) Gender

Descriptive statistics of the demographic variables of the total sample which consisted 

of a total of 405 respondents are presented below in this section. In terms of gender 57% 

respondents were females and 43% were males.

Table 3

Data output on Gender

Frequency Percent Valid Percent Cumulative Percent

Valid Female 231 57,0 57,0 57,0

Male 174 43,0 43,0 100,0

Total 405 100,0 100,0

Source: Prepared by the authors in SPSS.

b) Age

The average age of the respondents in this study was 23,80. The biggest proportion of 

the respondents, 65,7%, in terms of age belonged to the group of «Young adults» whose 

age ranged from 20 to 29 years.

Detailed descriptive statistics of the age variable are given in table 4.
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Table 4

Overall data output on Age

N Valid 405

Missing 0

Mean 23,80

Median 23,00

Mode 23

Std. Deviation 7,87

Minimum 15

Maximum 56

Source: Prepared by the authors.
Table 5

Detailed data output on Age

Frequency Percent Valid Percent Cumulative Percent

Valid Teenagers: Ages 14–19 100 24,7 24,7 24,7

Young adults: Ages 20–29 266 65,7 65,7 90,4

Adults: Ages 30–39 16 4,0 4,0 94,3

Middle-aged adults: Ages 40–49 7 1,7 1,7 96,0

Older adults: Ages 50–59 16 4,0 4,0 100,0

Total 405 100,0 100,0

Source: Prepared by the authors.

Age_Category

Older adults: 

Ages 50-59

Middle-aged adults: 

Ages 40-49

Adults: 

Ages 30-39

Young adults: 

Ages 20-29

Teenagers: 

Ages 14-19

P
e
rc

e
n

t

60

40

20

0

Age_Category

Figure 1. Bar chart on age

Source: Prepared by authors.

c) Income

Average monthly income of the respondents was 42 728,20 RUB per month, with 

minimum value of the income equal to 0 RUB for those individuals who are not working 

and maximum value of the income equal to 120 000 RUB per month. The biggest proportion 

of the sample belonged to the group of «High» income individuals which is equal to 39%.

Detailed descriptive statistics of the income are presented below:
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Table 6

Overall data output on Income (in rubles per month)

N Valid 405

Missing 0

Mean 42 728

Median 30 000

Mode 0

Std. Deviation 41 695

Minimum 0

Maximum 120 000

Percentiles 25 5000

50 30 000

75 65000

Source: Prepared by authors.

Table 7

Detailed data output on Income (in rubles per month)

Frequency Percent Valid Percent Cumulative Percent

Valid No Income 91 22,5 22,5 22,5

Low 32 7,9 7,9 30,4

Medium 124 30,6 30,6 61,0

High 158 39,0 39,0 100,0

Total 405 100,0 100,0

Income_Category

HighMediumLowNo Income

P
e
rc

e
n

t

40

30

20

10

0

Income_Category

Figure 2. Bar chart on Income
Source: Prepared by authors.

d) Coca-Cola/Dobry Cola awareness

In terms of awareness about the brand competing in the category of soft drinks 91,4% 

respondents considered Coca-Cola the most popular brand in drinks category while 

87,2% respondents were aware of the fact that after divestment of Coca-Cola in Russia 

it got supplanted by Dobry Cola in Russian market, although there is myriad of soft drink 

brands which is operating in Russian market currently.

Detailed statistics of the brand in «Beverage» category are presented below:

71Brand Awareness in Times of Foreign Divestments: Case of Fashion and Food...



Table 8

Data output on Beverage brands popularity

Frequency Percent Valid Percent Cumulative Percent

Valid Coca-Cola 370 91,4 91,4 91,4

PepsiCo 24 5,9 5,9 97,3

Red Bull 4 1,0 1,0 98,3

Черноголовка 7 1,7 1,7 100,0

Total 405 100,0 100,0

Source: Prepared by authors.

Most popular brand (drinks)

Черноголовка

Red Bull

PepsiCo

Coca-Cola

Figure 3. Beverage brands popularity

Source: Prepared by authors.

Knowledge about Dobry Cola that it supplanted Coca-Cola:

Table 9

Data output on Dobry Cola awareness

Frequency Percent Valid Percent Cumulative Percent

Valid No 52 12,8 12,8 12,8

Yes 353 87,2 87,2 100,0

Total 405 100,0 100,0

Source: Prepared by authors.
Knowledge Dobry

Yes

No

Figure 4. Pie chart on Dobry Cola awareness

Source: Prepared by authors.
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e) McDonalds/Vkusno i Tochka awareness

Among the popularity of Fast-Food brands among Russian consumers, the biggest 

proportion of the respondents equal to 93.6%, considered McDonalds, the most popular 

brand operating in Fast-Food category while 100% respondents were aware of the fact 

that McDonalds got replaced by Vkusno i Tochka (ViT).

Detailed statistics about the Fast-Food brands are presented below:

Table 10

Data output on Fast Food popularity

Frequency Percent Valid Percent Cumulative Percent

Valid Burger King 11 2,7 2,7 2,7

Dodo Pizza 4 1,0 1,0 3,7

KFC 8 2,0 2,0 5,7

McDonald’s 379 93,6 93,6 99,3

Теремок 3 0,7 0,7 100,0

Total 405 100,0 100,0

Source: Prepared by authors.

Most popular brand (fastfood)

Теремок

McDonald's

KFC

Dodo Pizza

Burger King

Figure 5. Pie chart on Fast Food popularity. Done in SPSS

Source: Prepared by authors.

Table 11

Data output on Vkusno i Tochka awareness

Frequency Percent Valid Percent Cumulative Percent

Valid Yes 405 100,0 100,0 100,0

Source: Prepared by authors.

f) LPP group/Re, M, Cr, Sin, XC awareness

Among fashion brands, H&M was deemed as the most popular fashion brand in 

Russia by the respondents in this study. While 56% respondents were aware of the fact 

that brands of LPP group (Reserved, Cropp, House, Mohito & Sinsay) in Russia were 

replaced by Re, M, Sin, Cr, XC.

Detailed statistics of the Fashion-Brands in Russia are presented below:
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Table 12

Data output on Fashion brands awareness

Frequency Percent Valid Percent Cumulative Percent

Valid H&M 174 43,0 43,0 43,0

Inditex 204 50,4 50,4 93,3

LPP (Reserved, Cropp, House, 

Mohito & Sinsay)

20 4,9 4,9 98,3

Ostin 3 0,7 0,7 99,0

Terranova 4 1,0 1,0 100,0

Total 405 100,0 100,0

Source: Prepared by authors.
Most popular brand (fashion)

Terranova

Ostin

LPP (Reserved, Cropp, 

House, Mohito & Sinsay)

Inditex

H&M

Figure 6. Pie chart on Fashion brands awareness

Source: Prepared by authors.

Table 13

Data output on Re, M, Sin, Cr, XC awareness

Frequency Percent Valid Percent Cumulative Percent

178 44,0 44,0 44,0

227 56,0 56,0 100,0

405 100,0 100,0

Source: Prepared by authors.

Knowledge newLPP

Yes

No

Figure 7. Pie chart on Re, M, Sin, Cr, XC awareness
Source: Prepared by authors.
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4.2. Statistical Tests

Results of the statistical tests are divided into three sections and each section is 
dedicated to a particular studied in this research

1) Coca-Cola and Dobry Cola
The result of the Paired Samples T-Test suggests that participants tend to report 

higher levels of satisfaction with Coca-Cola than Dobry Cola. Overall, these results 

suggest that Coca-Cola is preferred over Dobry Cola, both in terms of frequency of 

purchase and satisfaction level.

Results of the One-Sample T-test revealed a statistically signifi cant diff erence 

between the mean response value (M = 3,75) and the test value of 3 (t(404) = 9,954, 

p < 0,001, d = 1,513). Participants, on average, preferred Coca-Cola to Dobry. A Non-

Parametric Test i.e., Binomial Test was used to see whether people associate a particular 

adjective or have particular brand association with a particular brand. It was observed 

that people associate «Legendry», «Youthful» and «Inspiration» with Coca-Cola 

while they associate «Close/Familiar», «Unclear» and «Low Quality» with Dobry 

Cola and for all of these associations p-values are less than 0,001. Detailed results for 

both brands are presented in the Appendix section (Section A Non-Parametric Test 

Coca-Cola/Dobry).

2) McDonald’s and Vkusno i Tochka
The fi ndings of the paired-samples t-test indicate suggest that customers tend to visit 

McDonald’s more frequently and report higher satisfaction levels than Vkusno i Tochka 

customers. It was observed with a Non-Parametric Test that people associate «Family», 

«Aff ordable» and «Comfortable» with McDonalds while they associate «Aff ordable», 

«Unclear» and «Simple» with Vkusno i Tochka and for all of these associations p-values 

are less than 0.001. Detailed results for both brands are presented in the Appendix 

section (Section Non-Parametric Test McDonald’s/ViT).

3) LPP (Reserved, Cropp, House, Mohito & Sinsay) and Re, Cr, M, Sin and XC
The results of the paired samples t-tests suggest that there are statistically significant 

differences between the mean scores of frequencies of buying LPP and Re, Cr, M, Sin 

and XC, as well as between the mean scores of «Satisfaction» with LPP and Re, Cr, 

M, Sin and XC. These results suggest that participants reported buying LPP more 

frequently and were more satisfied with LPP compared to Re, Cr, M, Sin and XC. 

It is also noteworthy that the effect size for satisfaction was small and for frequency 

was medium. Therefore, it can be concluded that the participants’ preference for LPP 

over Re, Cr, M, Sin and XC was significant, and this information may be useful for 

the company in making decisions related to their product offerings. Detailed results 

of the tests are given in the Appendixes section (Paired Samples T-Test LPP/ Re, Cr, 

M, Sin and XC). One-Sample T test was conducted to assess whether participants 

preferred the return of the brand LPP over the newly introduced brand Re, Cr, M, Sin 

and XC in the Russian market. The results suggest a small effect size that favors Re, 

Cr, M, Sin and XC, but the effect size estimate includes zero, indicating that the effect 

may not be practically significant. The results suggest that participants did not prefer 

the return of LPP over the newly introduced brand Re, Cr, M, Sin and XC in the 

Russian market. Detailed results for both brands are presented in the Appendix section 

(Section One-Sample T-test LPP/ Re, Cr, M, Sin and XC). With Non-Parametric 

Test it was observed that people associate «Youthful», «Affordable» and «Diverse» 

with LPP (Reserved, Cropp, House, Mohito, Sinsay) while they associate «Youthful» 

and «Unclear» with Re, Cr, M, Sin and XC and for all of these associations p-values 

are less than 0.001. Detailed results for both brands are presented in the Appendix 

section (Non-Parametric Test LPP/ Re, Cr, M, Sin and XC).
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5. Results and Discussion

5.1. Coca-Cola and Dobry Cola

The paired samples t-tests and one-sample t-test reveal that Coca-Cola is preferred 

over Dobry Cola in terms of frequency of purchase and satisfaction, with large eff ect sizes 

indicating a substantial diff erence. These fi ndings emphasize Coca-Cola’s higher brand 

awareness and preference. Recommendations for soft drink companies include prioritizing 

brand awareness through marketing strategies. Despite Dobry Cola’s recognition, 

negative associations, as revealed by the Binomial Test, indicate challenges in brand 

perception. Addressing these associations can enhance Dobry Cola’s brand image and 

market share.

5.2. McDonald’s and Vkusno i Tochka

McDonald’s demonstrates higher customer frequency and satisfaction compared 

to Vkusno i Tochka, refl ecting a stronger brand image in Russia. Medium eff ect sizes 

indicate signifi cant diff erences in brand awareness and preference. Additional One-

Sample T-test results reinforce McDonald’s advantage. The Binomial Test highlights 

distinct brand associations: McDonald’s with positive attributes and Vkusno i Tochka 

with challenges in establishing a clear image. McDonald’s strength suggests a potential 

signifi cant advantage if it returns to the Russian market.

5.3. LPP (Reserved, Cropp, House, Mohito, Sinsay) and Re, Cr, M, Sin, and XC

Paired samples t-tests reveal higher frequency of buying and satisfaction with LPP 

compared to other brands. However, the One-Sample T-test indicates no signifi cant 

preference for LPP, suggesting diff ering methodologies. Non-parametric binomial 

tests unveil specifi c brand associations: «Youthful», «Aff ordable», and «Diverse» with 

LPP, and «Unclear» with Re, Cr, M, Sin, and XC. LPP’s distinct associations suggest 

eff ective diff erentiation, while Re, Cr, M, Sin, and XC may need to clarify their brand 

identity. It is essential to consider the limitations of the binomial test and explore other 

research methods for confi rmation and expansion of these fi ndings.

5.4. Overall results

The aim of the work was twofold: to study the phenomenon of divestment in the 

Russian food and fashion industries, both on the part of companies (how exactly they 

left the market) and the part of consumers (how divestment infl uenced brand awareness). 

From the inside of the companies, a case study of Coca-Cola, McDonald’s and LPP 

group was conducted, the fi ndings show that the old foreign-owned companies used 

two of the three possible divestment options (table 14).

Table 14

Results of the case study based on classifi cation of Panibratov and Chen (2022)

Case Coca-Cola McDonald’s LPP group

 Type of divestment 
strategy

disinvestment or 

starvation

sell-off  or divestiture 

strategy

sell-off  or divestiture 

strategy

Source: Prepared by authors.

The selected companies exited through divestment, either selling to a third party or 

reducing investment and leaving part of the local business to its original owner. New 

brands, emphasizing the idea of succession, replaced the original brands, changing name, 
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logo, and packaging but maintaining the product’s positioning. The brand awareness 

survey revealed varying consumer reactions to this change.

A general trend observed was a decline in loyalty and recognition for new brands, 

indicating consumers perceive diff erences despite the succession concept. LPP’s case, 

where almost half the respondents were unaware of the new brands (Re, Cr, M, Sin, 

and XC), can be attributed to diff erent positioning. While Dobry Cola and Vkusno 

i Tochka made substantial changes, aff ecting satisfaction and purchase frequency, 

Re, Cr, M, Sin, and XC only shortened the original brand names. Despite decreased 

satisfaction and frequency, customers do not prefer the original LPP group brands over 

Re, Cr, M, Sin, and XC, indicating a high loyalty to the new brand.

The study successfully achieved its aim, analyzing divestment eff ects on brand 

recognition. Regarding the research question, in the food industry (Coca-Cola and 

McDonald’s), loyalty and satisfaction decreased for new brands (Dobry Cola and 

Vkusno i Tochka) despite the succession concept. In the fashion industry (LPP Group), 

low awareness and satisfaction with new brands (Re, Cr, M, Sin, and XC) suggested 

potential loyalty to the new brand due to poor positioning.

Conclusion

This study analyzes brand awareness in the food and fashion industry post-foreign 

divestment in Russia, using cases of McDonald’s (Vkusno i Tochka), Coca-Cola 

(Dobry Cola), and LPP Group (Re, Cr, M, Sin, XC). Despite the promoted idea of 

succession, brand loyalty and satisfaction for new brands were lower than original 

brands. Consumers, due to vague positioning, wouldn’t prefer LPP group over Re, Cr, 

M, Sin, XC if it returned to Russia, suggesting potential loyalty to the new brand due 

to poor understanding. The results off er insights for marketers to enhance brand image 

and reputation through targeted campaigns and improved products. In the context 

of foreign divestment, maintaining a strong brand image is crucial for companies to 

remain competitive and relevant in the dynamic Russian market. Local companies 

have opportunities to gain market share, while foreign companies must adapt branding 

strategies to local conditions to sustain brand recognition and loyalty.

This research highlights the importance of ongoing analysis in navigating economic 

and political changes while maintaining brand presence. Future research can explore 

other industries and regions, providing a comprehensive understanding of factors 

infl uencing brand awareness in a changing market. Ultimately, these fi ndings have 

crucial implications for businesses aiming to grow their brand presence in a dynamic 

marketplace.
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