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PERCEPTION OF ALTERNATIVE BRANDS BY RUSSIAN 
CONSUMERS AFTER THE IMPOSITION OF SANCTION1

Introduction

Since February 2022, the Russian goods market has been in collapse: numerous 
international brands and manufacturers opting to withdraw from the Russian market 
due to economic sanctions (Skorobogatykh et al., 2023). According to various estimates, 
more than 500 businesses and brands from a variety of industries have reportedly made 
the decision to exit the Russian market and halt operations (Minikhanova, 2022).

In the context of choosing the fashion industry in Russia, as an example, it is indisputable 
that the fashion sector plays a significant role in the country’s economy. However, due to the 
political and economic climate as well as the sanctions imposed, it presents some dangers for 
already-existing foreign businesses in Russia (Korhonen, 2019). According to researchers, 
given that it manufactures necessities the textile sector might be the most exposed (Loizou, 
2019). Additionally, we decided to consider a representative of food and drinks industry. 
This case is different, but it would allow us to analyze all the aspects from different angles.

We want to make a deeper research and find out whether it is better now or the 
«original» product can never be replaced.

The originality of this research is that it addresses a rapidly developing area of research 
that has received very little qualitative and quantitative attention to date, but which is 
receiving a lot of media attention. Starbucks and LPP Group were chosen as examples — 
one of the most famous brands of drinks and fashionable clothing. 

The objectives of the study are to investigate and assess how the brands adapted to the 
changes on the market due to the sanctions, and how the customers respond to such transition 
and what is their attitude to the substitutes, using the example of FES Retail and Stars Coffee.

1  Research was fulfilled in the framework of the initiative scientific research 125022502889-2 dated 
25.02.2025 in Russian Presidential Academy of National Economy and Public Administration, RANEPA, 
Saint-Petersburg.
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The research question is formulated as follows: How has the perception of consumers 
changed after the substitution of original brands to alternative ones?

This question suggests a study that examines firms that departed Russia and the 
companies that took their place. To answer this question we have to investigate the 
positions of both «original» and «alternative» brands on the market before and after the 
special military operation, customers satisfaction and perception. We have to find out 
whether the customers see a significant change in quality and price, as well as the overall 
difference between brands.

Appropriate methodology will be employed to address these research topics, such as 
a customer survey, case study and additional analysis of the findings using descriptive 
statistics. The choice of qualitative and quantitative analysis allows us to conduct an 
extensive study, considering both internal and external brand positioning.

By examining how these alternative brands navigate challenges in a post-sanction 
environment, valuable insights can be gleaned for businesses operating in similar contexts. 
This study contributes to the existing literature on international business, strategic 
management by offering practical insights and actionable recommendations for companies 
seeking to thrive in volatile markets affected by external factors such as sanctions.

In exploring the behavior of alternative brands on the Russian market and their 
customers post-international sanctions, it is important to delineate the boundaries of this 
study. The study will focus specifically on two key players in the market: FES Retail and 
Stars Coffee. The study will not encompass a broad overview of all alternative brands in 
the market, but instead, will delve deep into the two specific cases. 

Literature Review

This paper is based on the three main topics: sanctions and corporate responses to the 
Russian special military operation, brand awareness and consumer behavior.

Before the theoretical part of our work, we want to define the concept that we will talk 
about throughout the work — alternative brands. By alternative brands we mean brands 
that, due to sanctions, replaced brands that left the Russian market. The beginning of the 
Russian–Ukrainian conflict led to the introduction of many sanctions towards Russia. 
Many brands have decided to exit the market and sell their assets to other companies. 
These companies still operate under the same principles as the brands that came before 
them, that is why we decided to call them alternatives in our work.

Sanctions and Corporate Responses to the special military operation in Ukraine

Numerous scholarly works examining the aftermath of the Russia special military 
operation (SVO) have been published since the conflict’s inception. Some research looks 
at the business management, social, and environmental aspects of enterprises (Deng et al., 
2022), other investigations examined the response of the domestic stock market. In our work, 
we will study the impact of conflict on the fashion and food industries and its consumers.

Geopolitical risk usually rises significantly when an armed war breaks out. Consequently, 
there is a decrease in global financial flows, especially for nations that are actively embroiled 
in conflict (Feng et al., 2023). Depending on whether a corporation is domestic or 
international, there are significant differences in how they respond to the conflict. 
If the company is from a nation where there has been an armed conflict, then these 
businesses typically carry on despite economic uncertainty (Schneider, Troeger, 2006). 
The management of international businesses has three primary strategic alternatives. 
Firstly, a foreign business can carry on with business as usual without altering its approach 
(Glambosky, Peterburgsky, 2022). Secondly, the management might choose to stop the 
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business’s operations in Russia. However, this choice can have detrimental long-term 
effects. Thirdly, managers may choose to wait to make a final choice in order to see how 
the geopolitical and economic landscape evolves. 

Brand Awareness

Our work is directly related to marketing and brand awareness. The study of brand 
awareness dates back to the twentieth century. Scientists at that time understood this term 
to refer to a particular corporation’s name, logo, and design (Kotler, 2000; Shoker, 1994; 
Thakor, 1996). Nowadays, a brand is defined as an organization’s promise to a customer 
to provide what the brand represents in addition to its name and logo (Aaker, 2014). More 
specifically, brand awareness has become a big science, studying concepts such as brand 
image, brand trust, brand loyalty, brand perception and much more. Brand image refers 
to the symbolic meaning associated with particular brand qualities. According to Aaker 
(1996), a positive brand image helps with brand positioning and defends companies from 
competition. Brand trust is defined as the confident expectations of a brand’s dependability 
and objectives (Delgado et al., 003). There is a similar concept with brand trust which is 
called brand loyalty. Oliver R. L. (1999) identified brand loyalty as a deep-rooted desire 
to continuously acquire or reuse a chosen product or service in the future.

Brand awareness benefits a firm in two ways: externally (towards consumers) and internally 
(towards employees). Regarding the external side of advantages, Keller (1993) emphasized 
that brand awareness may lead to favorable brand sentiment, and higher chance of brand 
selection. According to Hoyer (1990), a customer may choose a brand they are familiar 
with for the first time because they believe it is probably the best. Then, if the buyer likes 
the brand’s product, he will continue to buy it, since consumers will have little incentive 
to explore different brands. Creating loyal clients is a key feature of a good brand, which 
can distinguish a brand from competitors if they behave strategically (Heskett, 2002). The 
culmination of a customer’s emotions, encounters, and ideas regarding a good or service 
is brand perception. Instead of what a brand claims to represent, it’s what consumers think 
a brand stands for. To assess the perception of the brand by consumers, the company needs to 
study three components of brand awareness: brand loyalty, brand recognition and brand trust.

There are various views on how brand awareness develops. Kevin Keller (1993) introduced 
the initial theory, known as the network memory model. According to this theory, brand 
awareness is determined by the strength of brand connections in the consumer’s memory. 
Any characteristics, attributes, advantages, or impressions that consumers associate with 
a brand might be considered associations (Keller, 1993). 

In a highly competitive world, it is critical to invest in developing a strong brand. In 
his theory of the Brand Equity Model (1993), Keller established that customers choose 
select items connected with strong brands more because they regard them to be of greater 
quality and dependable. One of the representatives of such spheres is fashion. According 
to Kotler (2001), the factors affecting a consumer’s garment purchasing behavior can 
be classified as personal, psychological, or cultural. Thus, brand awareness affects the 
general awareness of consumers about the clothing brand, but the purchase of goods of 
this brand depends only on the personal characteristics of a person.

Consumer Behavior

Consumer behavior refers to the selection, acquisition, and utilization of goods and 
services by consumers to fulfill their desires. According to theory of buyer behavior 
(Howard, Sheth, 1969), there are several steps that consumers go through when making 
a purchase, including problem recognition, information search, evaluation of alternatives, 
and purchase decisions. Food and personal hygiene goods are among the many other 
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categories for which there is a short purchase cycle and frequent purchases. When a customer 
begins buying a new product class, they lack experience and seek information to form 
their opinions. Based on this information, they choose a brand that seems most likely to 
meet their needs. If satisfied, they continue to select that brand, eventually establishing 
a routine decision-making process after several positive purchases. Frequent shopping 
suggests that the consumer has strong brand preferences. The main conclusion of the 
Theory of buyer behavior (Howard, Sheth, 1969) is: «Much buying behavior is more 
or less repetitive, and the buyer establishes purchase cycles for various products which 
determine how often he will buy».

Scientists from various nations are studying how consumer and producer behavior 
changed throughout the crisis. In line with (Nademi, Hassanvand, 2019), tightening 
economic sanctions significantly lowers consumers’ purchasing power in the nation. The 
image and just desirable items (for example, clothing and accessories) take a backseat as 
the anxiety of making a purchase takes precedence. Academics in Russia claim that the exit 
of foreign corporations has created a new market reality that allows for the employment of 
creative marketing strategies, especially collaborations (Ochkovskaya, Terteryan, 2019). 

As a result, the examination of literary sources demonstrates that, in the nations 
experiencing challenging economic times, consumers are altering their buying habits, 
forcing producers to modify their promotional tactics. Due to the fact that foreign brands 
have chosen to halt operations, logistical and foreign trade opportunities are restricted 
or terminated as a result of economic sanctions, Russian consumers’ purchasing power 
is decreasing, or customers are unhappy that their preferred foreign brands have left, the 
situation can be described as turbulent. This concept highlights the importance of studying 
fashion consumer behavior and determining how well-suited it is to replace goods from 
foreign brands that have decided to leave the Russian market.

Hypotheses formulation

The creation of hypotheses is predicated on the idea that an alternative brand’s favorable 
attributes may positively impact consumers’ perceptions of the former brand. This research 
aims to provide insight into the role of the previous brand in shaping the perception of an 
alternative brand and to contribute to understanding consumer behavior in the context of 
brand perception. Thus, three hypotheses were formulated to see the relationship between 
examined variables and get a comprehensive overview to answer the research questions.

H1: Consumer loyalty to the previous brand has a positive effect on the perception 
of an alternative brand.

H2: Brand recognition of the previous brand has a positive effect on the perception 
of an alternative brand.

H3: Brand trust to the previous brand has a positive effect on the perception of an 
alternative brand.

Methods and Data

Research design

To achieve the purpose of the study, namely hypothesis testing, we chose the quantitative 
method of analysis as the main method. In order to identify the relationships and trends between 
variables, this method is the most appropriate because it can be used to investigate a specific 
problem based on the sample under study using statistical procedures (Creswell, 2014).

As an additional research method, we used a qualitative analysis method. In our case, 
the qualitative analysis includes a case study that sheds light on strategic decisions and the 
process of adapting brands to changes during sanctions (Schramm, 1971). To analyze the 
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specifics of the situation that led LPP Group and Starbucks to decide to sell their assets, 
as well as their strategies, we used a case study method using one type of case study. The 
purpose of using case study is to provide a detailed and thorough study of each individual 
case of the above-mentioned companies, which will allow us to compare these cases.

Sampling design

During the research, a survey was conducted to test hypotheses. There are two main 
types of survey: questioning and interviewing (conversation). In our research, we use 
questionnaires to interview as many respondents as possible. The main focus of the 
questionnaire is not on one question, but on a sequence of surveys that correspond 
to the overall goals of the study. There are many types of issues, including direct and 
indirect, closed and open, short-term and many others. In our survey, we used all of the 
above types of questions so that respondents would not get tired of answering questions 
during participation and could provide more meaningful information, as well as for 
a more complete interpretation of the results in the future. In our case, the survey is 
used to collect data on consumer attitudes towards old and alternative brands for further 
quantitative analysis of this data. The main purpose of our research is to ascertain how 
much Russian consumers’ brand recognition, loyalty, and trust in new companies have 
evolved from the country’s original offerings; how and to what extent (and whether at all) 
the attitude towards the new brand depends on the attitude towards the original brand. 
For this purpose, a questionnaire of 34 questions and seven blocks was developed. The 
target audience of this survey is Russian citizens, but the gender and age restrictions of 
the respondents are not specified. We did not impose any restrictions on participation, as 
our goal was to study the general market conditions among consumers of all categories.

Data collection

The data collection process involved self-completion of questionnaires. The questionnaire 
was pretested for validity and reliability. In order to do this, a small group of respondents 
who are comparable to our study’s target population participated in a test. The pre-test 
comments were taken into consideration when making the required modifications to the 
questionnaire to guarantee its accuracy, clarity, and applicability.

The survey was distributed via Google online forms to sources who were Starbucks 
and LPP Group customers without age restriction. The questionnaire was conducted in 
the respondents’ native language (Russian). The sample was collected between March 
and April 2024 and includes 108 respondents, after excluding incomplete answers and 
respondents who do not meet the target characteristics. We provided our survey of 
respondents via direct messages via various social platforms such as Telegram, VK and 
Whatsapp, and the survey was also distributed in university course conversations.

In terms of ethical considerations, the researchers conducted their research according 
to ethical guidelines. Prior to participation, survey respondents were told of the study’s goal 
and their agreement was acquired. Anonymity and confidentiality were upheld at every 
stage of the study to protect the participants’ privacy.

Questionnaire Development

As per the content, our survey is divided into seven sections: general questions, 
questions about Starbucks, questions about Stars Coffee, questions about LPP Group, 
questions about FES Retail, closing questions and demographic information. At the 
beginning of the survey, it was necessary to get respondents interested in participating in 
the study. To do this, we have developed a number of quick and easy questions about the 
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research topic. Next are the parts specifically about the brands under study: Starbucks, 
Stars Coffee, LPP Group and FES Retail. In these parts, we asked the respondents about 
using these brands, enjoying their products, and other things. Each section included 
five to ten questions, which provided us with a comprehensive view of the attitudes of 
customers towards these brands. The final questions were created in order to relieve 
tension among respondents after completing the survey and summarize the results. It 
presented generalizing questions on both brands. The last part of the survey is called the 
passport and includes basic information about the respondents. The questions are based 
on scales adopted from previous research (Royo-Vela, 2022). A table including sample 
questions from each section of the survey can be seen below (Table 1).

Table 1

Example of the questions used in the questionnaire

Part Example of questions

General 
questions

How often do you visit coffee shops?
Is the brand important to you when buying clothes, shoes, and accessories?

Questions about 
Starbucks

Have you ever visited Starbucks in Russia before? Did you like Starbucks products?
Did you know that Starbucks is currently represented in Russia under the Stars Coffee brand?

Questions about 
Stars Coffee

Have you already visited the new Stars Coffee cafe?
What do you think has changed in Stars Coffee after the brand change? Do you recommend 
Stars Coffee to your friends/relatives?

Questions about 
LPP Group

Have you visited Reserved, Cropp, House, Mohito, Sinsay brands before the sanctions were 
imposed?
Were you confident in the quality of LPP Group products?

Questions about 
FES Retail

Did you like RE, Cr, M, XC and Sin products if you have already visited these brands?
When choosing clothes, would you prefer to go to the brands RE, Cr, M, XC and Sin or visit 
other stores?

Closing questions How did you react to the change of the Starbucks and LPP Group brands to Stars Coffee and 
FES Retail?
What do you see as the main advantage of the old brands (Starbucks and LPP Group) 
compared to the new ones?

Demographic 
information

Your gender Your age

The table shows the use of different types of questions to obtain more accurate data. 
Brand awareness was assessed using multiple choice questions and yes/no answers. Most 
of the survey was devoted to determining loyalty, trust and recognition, which used 
questions with predefined answer options, as well as answers on the Likert scale.

Descriptive Analysis

Our survey collected responses from 108 respondents. As for the analysis, we used 
the Stata program. At the beginning of the analysis, we analyze and summarize the data 
obtained.

To conduct descriptive statistics, correlation analysis and regression analysis, variables 
were used that reflected the concepts under study (brand loyalty, brand recognition 
and brand trust) and their status relative to the Russian market (old brands that left the 
market, new-alternative brands). These variables are based on relevant questions from 
the constructed survey (Table 2). We attributed the questions that are reflected in the 
«Questionnaire development» part to these concepts based on their definitions outlined 
in the «Literature Review» part. The table below shows all the variables used and the 
questions for which they were received, distributed in the appropriate cells.
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Table 2

Variables used in the analysis

Indicator Status Question Variable

Loyalty Old Are you ready to return to Starbucks and LPP Group if the 
opportunity arose in the future?

LO_1

How often did you consume Starbucks products before the 
company left?

LO_2

Did you like Starbucks products? LO_3

New If you have already visited Stars Coffee, did you like the products 
of this cafe?

LN_1

Choosing from the following cafes, which one are you most likely 
to go to?

LN_Stars, LN_Surf, 
LN_Shokoladnitsa, 

LN_Сofix, LN_other

Did you like the products RE, Cr, M, XC and Sin? LN_2

When choosing clothes, would you prefer to go to the brands RE, 
Cr, M, XC and Sin or visit other stores?

LN_3

Recognition Old Which of the following cafes are familiar to you? RO_1

Did you know earlier that all the brands from the previous 
question belong to one company called LPP Group?

RO_2

New Did you know that Starbucks is currently represented in Russia 
under the Stars Coffee brand?

RN_1

Did you know that LPP Group stores (Reserved, Cropp, House, 
Mohito & Sinsay) are currently represented in Russia under the 
brands RE, Cr, M, XC and Sin (FES Retail company)?

RN_2

Trust Old Were you confident in the quality of Starbucks products? TO_1

Were you confident in the quality of LPP Group products? TO_2

New Do you recommend Stars Coffee to your acquaintances/friends/
relatives?

TN_1

Are you sure about the quality of Stars Coffee products? TN_2

Do you recommend FES Retail brands to your friends/relatives? TN_3

Are you sure about the quality of FES Retail products? TN_4

The first step in the descriptive statistics is examining the respondents’ demographic 
information.

1.  Gender (Pict. 1). Our respondents were mostly women — 83,3%, men — 
16,7%.

Pict. 1. Data output on Gender

Done in Stata
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2.  Age (Pict. 2). Most of our respondents are represented in the second age 
group, namely between the ages of 21 and 30 (63,9%).

Pict. 2. Data output on Age

Done in Stata

Comparing age and gender, most of our respondents are women between the ages of 
21 and 30 — 57 respondents. The second age category (21–30 years old) is also the most 
popular among men — 12 respondents (Pict. 3).

Pict. 3. Data output on comparing age and gender

Done in Stata

3.  Income. Due to ethics, we did not ask the quantitative values of the 
respondents’ income and used a scale in which the minimum value was 1 — 
a difficult financial situation, and the maximum value was 5 — a very good 
financial situation (Pict. 4, 5, 6).

Pict. 4. Data output on Income

Done in Stata
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Pict. 5. Data output on comparing gender and income

Done in Stata

Pict. 6. Data output on comparing age and income

Done in Stata

4.  Residence. Almost all the participants (Pict. 7) in our survey live in a 
megalopolis — 97,2%.

Pict. 7. Data output on Residence

Done in Stata

Summing up, on average, our respondent is a woman aged 21–30 years old, with 
an above-average income and living in a megalopolis. As a result, our research is most 
relevant for this category of Russian citizens.

Data analysis

We use logistic regression. Logistic regression is a type of regression in which we 
evaluate the existence of a relationship between a binary dependent variable and several 
independent variables. We use this particular method because we want to evaluate and 
verify the relationship between a binary dependent variable and several independent 
variables. In our work, we used ordinal logistic regression models, which are a type 
of logistic regression in which a response variable can belong to one of three or more 
categories, and there is a natural order between the categories.

Analyzing the data involved using a quantitative approach that involved the use of 
descriptive statistics. To get an overall picture of how alternative brands are perceived, 
we have developed six regression models (three models for each of the two brands Stars 
Coffee and FES Retail). These regression models will allow us to either accept or reject 
the hypothesis of the study. Logistic regression coefficients, however, are challenging to 
interpret, as the effect is different in every point of the curve. 
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Case Studies

This section is devoted to the first method of the research — case studies. This 
method’s primary goal is to gather qualitative data regarding brand histories, activity in 
the Russian market, and their responses to sanctions imposed as a result of the special 
military operation in Ukraine. An important part of this section is the analysis of how 
alternative brands were formed instead of the original ones (LPP Group and Starbucks), 
and what their effectiveness is at the moment. To conduct the research, the following 
methods will be used: official reports and documents containing economic data, firm 
websites, news sources, journal articles, and scholarly study.

Case selection

Two cases will be analyzed during the case study: Starbucks Coffee Company and 
LPP Group (clothes stores House, Reserved, Cropp, Mohito and Sinsay). To begin with, 
we are considering the food and clothing retail industry in Russia, since these industries 
are the most dependent on consumer demand and very sensitive to sanctions and other 
restrictions (Collins, Burt, 2003).

LPP Group

In 2022, LPP Group announced its withdrawal from the Russian market. Due to the 
Russian-social conflict, the retailer LPP decided to sell the Russian company. Previously, 
LPP Group had great success in the Russian market, with 553 stores across the country.

LPP Group is a Polish company founded in 1991. The company creates, produces, 
and markets apparel all over the world: the LPP retail network has more than 2,000 stores 
in 26 countries.

The LPP Group started doing business in Russia in 2002. At the time of 2022, the 
Russian market was an important part of the LPP Group and accounted for about 19% 
of the company’s revenue ($3,4 billion). 

The company declared on March 4, 2022, that it was withdrawing from the Russian 
market as a result of more stringent sanctions imposed on Russia. Later it became known 
that LPP sold its Russian assets for about $382 million to the Chinese consortium Far 
East Services-FZCO (FES Retail), based in Dubai, with the possibility of repurchase by 
the end of 2026. The parties to the agreement decided that instead of getting the right to 
utilize the names and trademarks of LPP apparel brands, the buyer would buy the rights 
to sell all goods owned by the Russian company.

Under new management, the LPP Group’s former outlets in Russia reopened by the 
end of May 2022. Under the names RE, Cr, M, XC, and Sin, LPP Group stores can 
now be found in Russian shopping malls, in compliance with the ban on the use of logos, 
brand names, and trademarks.

LPPs’ overall revenue rose by 13% during the 2022–2023 fiscal year. Revenue in all 
markets, with the exception of Russia, increased by 40,5% year-on-year. The market was 
surprised by the success of LPP for its high revenue growth, which is due to the fact that 
commodity prices have returned to historical highs. However, LPP Group’s successor, 
Far East Services-FZCO, is not doing so well. According to estimates for 2023, the 
company’s revenue fell compared to LPP Group in 2022 (before leaving Russia).

This shows that for large companies, leaving the market may not lead to a decrease 
in financial performance, but on the contrary can be very beneficial. By leaving one 
market, the company can fully concentrate on its other markets or even enter new ones 
(LPP Group has stated that it plans to expand in Europe). This can lead to increased 
profitability and growth. 
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LPP’s approach to using the adopted liquidation strategy in Russia is in line with 
their plans to focus on the European market, as confirmed by statements released by the 
company in April 2022. However, the success of this strategy implemented in Russia and 
its impact on the company’s future will be subject to further reflection.

Starbucks

Following the start of a special military operation in 2022, Starbucks Corporation 
first declared that it had halted operations within the Russian Federation’s borders and 
subsequently declared that it was finally leaving the Russian market.

The Starbucks chain was founded in 1971 in Seattle, Washington. The business was 
started with a store selling coffee beans. In an effort to offer high-quality coffee, the partners 
initially sold roasted Starbucks beans even before the iconic drink itself was brewed.

The first Starbucks restaurant appeared in Russia. In 2021, there were more than 100 
Starbucks coffee shops in Russia, located in various cities. The Russian division accounts 
for less than 1% of the company’s annual revenue.

On May 23, 2022, Starbucks came to the conclusion that it would fully leave the 
Russian market due to a special military operation. As well as the obligation to rebrand. 
Russian businessmen have changed the name from Starbucks to Stars Cafe, and the 
company’s logo has also changed. Instead of a mermaid, you can now see a Russian 
beauty in a kokoshnik. If we talk about gastronomy, Russian businessmen decided not 
to focus only on coffee, but to add food and desserts of the restaurant level. Today, Stars 
Coffee sells 28% of food — Starbucks sold only 18%. One of the co-owners of Stars 
Coffee revealed the transaction price, which is 500 million rubles. According to him, in 
January 2023, the indicators of Starbucks and Stars Cafe were equal, and in February 
Stars completely overtook the «original brand».

In conclusion, even with the numerous evident distinctions and the significant, 
occasionally unfavorable buzz around the new brand, the marketing strategy of the new 
brand «Stars Coffee» corresponds to the development of the Starbucks brand in Russia, 
which indicates the continuity of old and new brands.

Results

Correlation Analysis

Correlation analysis was the next stage of data analysis for the survey. We have 
created two correlation matrices: the first one for old brands, and the second one for 
new brands. This will allow us to assess the impact of variables on each other within the 
same brand category (previous and alternative). Then we will compare the coefficients 
of the two correlation matrices and identify the relationship between the old and new 
brands.

The first correlation matrix is dedicated to old brands. We used variables for it: 
LO_1, LO_2, LO_3, TO_1, TO_2, RO_1, RO_2. Significant coefficients are marked 
with stars, there were 3 of them in this matrix. The correlation between LO_2 and 
LO_3 products is 0.4424, which indicates a moderate positive correlation. Also 
with the LO_2, there is a weak positive relationship with the TO_1 and is 0,1960. 
A moderate correlation with a coefficient of 0,2739 exists between the LO_1 and TO_1. 
This suggests that the frequency of Starbucks visits is more related to whether the 
consumer liked the products than to consumer confidence in the products. However, 
in the case of the LPP Group, brand confidence has a greater impact on consumer 
visits to stores (Pict. 8).
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Pict. 8. Correlation matrix for old brands

Done in Stata

For the second correlation matrix, variables LN_1, LN_Stars, LN_Surf, LN_
Shokoladnitsa, LN_Сofix, LN_other, LN_2, LN_3, TN_1, TN_2, TN_3, TN_4, RN_1, 
RN_2 were chosen. There are a lot of significant coefficients in this correlation matrix, 
we will analyze the most relevant ones for our study. The variables LN_1 and LN_Stars 
(0,4486), and LN_1 и TN_2 (0,3277) have a moderate correlation, which means that 
if a person likes Stars products, then he will go to this cafe and he is confident in the 
products of this institution, and vice versa. At the same time, there is a connection between 
which cafe he will go to. Correlation between LN_Stars и LN_Surfs — 0,3525, and the 
correlation between LN_Stars and LN_Сofix is — 0,2169. This means that if a person 
chooses Stars Coffee among the chain cafes, then he will not go to another chain cafe. 
There are many correlations in the correlation matrix in terms of consumer loyalty, brand 
trust and recognition with regard to the FES Retail (Pict. 9).

Pict. 9. Correlation matrix for alternative brands

Done in Stata

The previous and alternative brands have the same moderate correlation between 
whether they liked the products and the frequency of visits (LO_2 and LO_3 — correlation 
0,4424, LN_1 and LN_Stars — correlation 0,4486, LN_2 and LN_3 correlation 0,4326). 
However, in the case of previous brands, there is either a weak connection or even no 
connection at all with variables of brand trust and recognition. While alternative brands 
have all the indicators interconnected. This leads us to the conclusion that people are 
used to previous brands and their attitude towards them was formed only from their own 
experience of interacting with these brands (they were not influenced by advertising and 
they did not think about the quality of goods). As for alternative brands, people are only 
beginning to research them, and therefore the influence of all factors, such as confidence 
in product quality, brand marketing, on consumer perception can be traced.

Regression analysis

The brand perception consists of three components of brand awareness: brand loyalty, 
brand recognition and brand trust. In order to get a broad conclusion on how alternative 
brands are perceived, we developed six regression models (three models for each of the 
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two brands Stars Coffee and FES Retail). In the first model, we study the influence of 
variables on loyalty to an alternative brand, in the second model, the influence of variables 
on brand trust is studied, and in the third model, the influence on brand recognition is 
investigated. Detailed results of the regression models are given in the Appendix section.

We took the indicator P > |z| = 0,1 as the significance level. If the coefficient is P > |z| 
is greater than 0,1, then this coefficient is not significant when confirming or rejecting 
the hypothesis.

Brand loyalty of alternative brands

The first regression model was created to investigate Stars Coffee loyalty. We selected 
the variable LN_1 as the dependent variable y since it is the most important indicator of 
customer loyalty. The final model includes the following variables: LO_2, LO_3, TO_1 
(see Pict. 10 for details). In this model the LO_3 variable turned out to be insignificant 
in it, since P > |z| = 0,113, the other two coefficients are significant.

Pict. 10. Regression model for Stars Coffee loyalty

The next stage of the regression analysis was odds ratio logistic regression (see Pict. 11 
for details). Here, the TO_1 variable has an odds ratio of 3,11, which means that if 
a person is confident in the quality of Starbucks products, then the chance that he will like 
Stars Coffee increases by 3,11 times. The final stage is the quantitative interpretation of 
regression (see Pict. 12 for details). The LO_2 variable is significant and has the following 
coefficients: 1 (do not like Stars) indicator — dy/dx = 0,0750519, 2 indicator (like Stars 
on average) — dy/dx = 0,0872093, 3 indicator (like Stars) — dy/dx = –0,1622611. From 
this, it is possible to draw the following conclusions: an increase in the number of visits 
to Starbucks by 1 visit leads to an increase in the probability that Stars = 1 = don’t be 
liked by 7,5%; an increase in the number of visits to Starbucks leads to an increase in 
the probability that Stars = 2 = be liked on average of 8,7%; an increase in the number 
of visits to Starbucks leads to a decrease in the probability that Stars = 3 = will be liked 
by 16,22%. Only one indicator is significant for the LO_3: 3 — dy/dx = 0,3873516. This 
means that if a person liked Starbucks products, then this leads to an increase in the 
probability that Stars = 3 = will be liked by 38,7%. The TO_1 variable is significant and 
has the following coefficients: 1 indicator — dy/dx = –0,11195229, 2 indicator — dy/dx 
= –0,130087, 3 indicator — dy/dx = 0,2420392. From this, the following conclusions 
can be drawn: an increase in confidence in Starbucks products leads to a decrease in 
the probability that Stars = 1 = will be not liked by 11,1%; an increase in confidence in 
Starbucks products leads to a decrease in the probability that Stars = 2 = will be liked on 
average of 13%; an increase in confidence in Starbucks products leads to an increase in 
the probability the fact that Stars = 3 = will be liked by 24%.
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Pict. 11. Odds ratio logistic regression model for Stars Coffee loyalty

Pict. 12. Quantitative interpretation of regression model for Stars Coffee loyalty

The next regression model was a model for studying loyalty to FES Retail. The 
dependent variable y in this model has become the ln_contraditional FES variable, as 
it is more significant for understanding consumer loyalty. As in the previous model, 
the inclusion of all variables related to the LPP Group was not significant (there were 
non-influencing variables and Prob > chi2 was greater than 0,10), therefore, in the final 
model, the independent variables are: LO_1, TO_2, RO_2 (see Pict. 13 for details). In 
this model, the LO_1 variable turned out to be insignificant, since P > |z| = 0,580, the 
other two variables are significant. According to odds ratio logistic regression (see Pict. 
14), the likelihood that someone would prefer FES Retail improves by 2,8 times if they 
had prior knowledge of the LPP Group (RO_2 Odds Ratio = 2,868063). Additionally, 
this analysis demonstrated that the likelihood that someone would prefer FES Retail 
increased by 3,5 times if they had confidence in the quality of LPP Group products 

92 E. I. Markovskaya, V. V. Holodkova, P. V. Maksimenko,  K. D. Alfyorova, S. V. Strakhova



(TO_2 Odds Ratio = 3,486597). When interpreting regression quantitatively (see Pict. 
15), the following findings are noted. For the variable RO_знали_про_LPPGroup, the 
coefficient 2 (like FES Retail on average) is insignificant, the coefficient 1 (dislike 
FES Retail): dy/dx = –0,216705; coefficient 3 (like FES Retail): dy/dx = 0,1955888. 
This indicates that: (1) the probability that FES Retail will be not liked by consumers 
decreases by 21,7% if they are aware of the LPP Group; and (2) the probability that 
FES Retail will be liked by consumers increases by 19,55% if they are aware of the 
LPP Group.

Pict. 13. Logistic regression model for FES Retail loyalty

Pict. 14. Odds ratio logistic regression model for FES Retail loyalty

The final variable TO_2 also has only two significant indicators (Pict. 15), the average 
indicator (2 — average like FES Retail) is not significant (P > |z| = 0,267). Analyzing 
the results with this variable, it can be concluded that a person’s confidence in the 
LPP Group’s quality results in a decrease in the likelihood that FES Retail will be not  
liked = 1 = by 25,68% (dy/dx = –0,2568709); conversely, a person’s confidence in 
the LPP Group’s quality results in an increase in the likelihood that FES Retail will be  
liked = 3 = by 23,2% (dy/dx = 0,2318407).
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Pict. 15. Quantitative interpretation of regression model for FES Retail loyalty

Brand trust of alternative brands

The next step in analyzing the perception of alternative brands is to examine brand 
credibility. For the first regression model in this field, dedicated to Stars Coffee, we took 
the variable TN as the dependent variable_I advise you to wait for Star Coffee. After 
checking for the significance of the model, its final independent variables became LO_2, 
TO_1, Your_gender, How_would_you_rate_your_financial_situation, TN_2 (Pict. 16). 
The state of the model is estimated to be good (Prob > chi2 = 0,0000), but the variables 
LO_2, TO_1, Your_gender do not affect y (P > |z| greater than 0,10). This indicates that 
the attitude of consumers towards the previous brand does not affect the brand trust of 
the alternative brand (in the case of Starbucks and Stars Coffee).

Pict. 16. Logistic regression model for Stars Coffee brand trust

To investigate the brand trust of FES Retail, the variable TN_4 was taken as y, as 
independent variables were selected the following variables: LO_1, RO_2, TO_2 (see Pict. 17 
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for details). The model is rated as good (Prob > chi2 = 0,0000), but LO_1, RO_2 do not 
have a statistically significant relationship with the response variable in the model (LO_1 
P > |z| = 0,741, RO_2 P > |z| = 0,166). The TO_2 variable has a moderate effect on trust 
in FES Retail, since P > |z| = 0,000. Odds Ratio coefficient of variable TO_2 equals to 
11,5561 (Pict. 18), which means that if people were confident in the quality of LPP Group 
products, then the probability that they will be confident in the quality of FES Retail increases 
11,5 times. The variable TO_2 has a coefficient dy/dx = 0,3354949 (see Pict. 19), which 
symbolizes the strong influence of confidence in LPP Group on confidence in FES Retail.

Pict. 17. Logistic regression model for FES Retail brand trust

Pict. 18. Odds ratio logistic regression model for FES Retail brand trust

Pict. 19. Quantitative interpretation of regression model for FES Retail brand trust
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Brand recognition of alternative brands

The last two regression models focus on brand recognition. In the first model studying 
Starbucks and Stars Coffee, as the dependent variable was selected RN_1, as the independent 
variables LO_2, LO_3, TO_1 were selected (see Pic. 20 for details).

Pict. 20. Logistic regression model for Stars Coffee brand recognition

The variables related to the brand recognition of old brands were not included in 
the final model due to the fact that they spoiled the quality of the model. The model is 
significant because Prob > chi 2 = 0,0728, however, the significant variable is only LO_2 
(P > |z| = 0,030). The other variables have a P > |z| coefficient greater than 0,10 (LO_3 
P > |z| = 0,191; TO_1 P > |z| = 0,613). Odds ratio coefficient of variable LO_2 equals to 
4,551086, which means visiting Starbucks earlier increases the chances of Stars Coffee 
recognition by 4,55 times (Pict. 21). In quantitative interpretation (Pict. 22), this variable 
has a coefficient dy/dx = 0,0993017, which indicates that an increase in the number of 
visits to Starbucks by 1 unit leads to an increase in the probability of knowing about Stars 
and Starbucks by 9,93%.

Pict. 21. Odds ratio logistic regression model for Stars Coffee brand recognition
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Pict. 22. Quantitative interpretation of regression model for Stars Coffee brand recognition

The latest regression model examines the brand recognition of FES Retail. The 
variable y in the model is RN_2, the independent variables after the validity tests of the 
model became LO_1, RO_2, TO_2, How_would_you_rate_your_financial_situation (see 
Pict. 23 for details). The model is significant and has good quality (Prob > chi2 = 0,0064). 
The only variable affecting the dependent variable is RO_2 (P > |z| = 0,005), the other 
variables are not valid: LO_1 (P > |z| = 0,226), TO_2 (P > |z| = 0,134), How_would_you_
rate_your_financial_situation (P > |z| = 0,333). Odds Ratio coefficient of RO_2 equals 
to 7,254354 (Pict. 24), which symbolizes that consumer awareness of the LPP Group 
increases the chances that the consumer will know about FES Retail by 7,25 times. 
The coefficient dy/dx of the variable RO_2 equals to 0,3249102 (Pict. 25), which also 
confirms the importance of the recognition of the previous brand on the perception of 
the alternative one.

Pict. 23. Logistic regression model for FES Retail brand recognition
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Pict. 24. Odds ratio logistic regression model for FES Retail brand recognition

Pict. 25. Quantitative interpretation of regression model for FES Retail brand recognition

Results of hypothesis tests

Based on the obtained regression models, we are able to make inferences regarding 
our hypotheses. For hypothesis testing, we took that variables that have the indicator  
–0,2 < dy/dx < 0,2. This is due to the fact that we have many indicators and we take 
those that have a greater impact on y.

Hypothesis 1 held that Consumer loyalty to the previous brand has a positive effect 
on the perception of an alternative brand. Only one variable is statistically significant in 
this case% LO_3 (3) dy/dx = 0,3873516. This result confirms the hypothesis and suggests 
that if a consumer liked Starbucks product, then the probability that they will be loyal to 
Stars Coffee increases by 38,7%.

Hypothesis 2 predicted that Brand recognition of the previous brand has a positive 
effect on the perception of an alternative brand. This hypothesis would be supported by 
a significant effect of variables RO_1 and RO_2 on the perception of Stars Coffee and FES 
Retail. This indicates that the likelihood that the person will not be loyal to FES Retail 
decreases by 21,67% and the likelihood that they will be aware of FES Retail increases 
by 32,49% if they have prior knowledge of the LPP Group.

Hypothesis 3 suggests that Brand trust to the previous brand has a positive effect on 
the perception of an alternative brand. The findings show that a person’s likelihood of 
remaining loyal to Stars Coffee rises by 24,2% if he was previously confident in the quality 
of Starbucks products. Furthermore, the likelihood that an individual will remain faithful 
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to FES Retail rises by 23% and the likelihood that he would trust FES Retail rises by 
33,5% if the consumer previously trusted LPP Group.

Conclusion

In this study, an analysis of perception of alternative brands by Russian consumers 
after the imposition of sanctions, using the example of two cases: Starbucks Corporation 
(and the Stars Coffee brand) and LPP Group (and FES Retail) was made. However, 
alternative brand did not radically change the positioning or product line, but became 
the «continuing» of the original brands. The main goal was to find out how the departure 
of the original companies affected the perception of new brands: Stars Coffee, Re, Cr, 
M, Sin and XC among consumers. In order to receive complete and coherent results the 
most suitable tool of survey was chosen. We took into consideration the sample size of 
108 respondents living in Russia and analyzed their responses using regression model.

Based on the results received, we arrived at the conclusion on how factors such as 
brand loyalty, brand trust and brand recognition to the original brand affect the perception 
of alternative brands. All three factors are found to have a positive relationship with the 
brand perception.

Through a brand perception survey and subsequent analysis of its results, it was revealed 
that despite the idea of succession promoted by new companies, brand loyalty and trust 
has become lower than that of the original brands. Despite lower level of customer 
satisfaction in some aspects, people are still more likely to react to the alternative brand 
positively, because of the great reputation and positioning as a strong company of their 
predecessors. In case of Re, Cr, M, Sin and XC brands, the likelihood that an individual 
will remain faithful and that he would trust FES Retail rises, if the consumer previously 
had positive associations and experience with LPP Group. The same can be concluded 
about Stars Coffee: positive attitude towards Starbucks Coffee results in the fact, that 
customers are more likely to have a positive perception of its alternative.

The results of this study have great importance for both domestic and foreign companies 
operating in the Russian fashion and food industry. As foreign companies leave the Russian 
market, local companies have the opportunity to gain market share and increase their 
brand awareness. However, for foreign companies that remain in the Russian market, 
it is extremely important to adapt their branding strategies to the conditions of the local 
market in order to maintain brand awareness and loyalty to it.
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