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INTEGRATED MARKETING COMMUNICATIONS
OF THE ASKANIA FROZEN FOODS COMPANY NETWORK
ARE AIMED AT EXPORTING PRODUCTS

Abstract. The study substantiates the transformation of the global economic environment, which requires food
enterprises to introduce innovative tools for foreign economic expansion. Entering international markets in the frozen
foods segment requires a highly adaptive system based on Integrated Marketing Communications (IMC). The object of
research is the export-oriented activity of the “Askania Frozen Foods” network. Systematic and comparative analysis,
and matrix modeling are applied. The business model requires strict differentiation of communication flows. Forming
export potential correlates with transmitting three blocks of advantages: IQF technology (FSSC 22000, 1SO), cold chain
logistics, and production adaptability. In the B2B market, personal and expert channels dominate. Future evolution of the
IMC system must progress toward digitalization, predictive Al analytics, and ESG principles.
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Statement of the problem. Expanding relations with the European Union, achieving gradual
economic integration and building a common commercial policy are something that should
have happened in Ukraine a long time ago, but actual opportunities are opening up only now.
Liberalization of trade with the EU means that by June 5, 2023, import duties on Ukrainian goods
to the European Union countries will be abolished. This decision was adopted on May 30, 2022 by
the European Parliament and the Council of the European Union. The conclusion was recorded in
Regulation No. 2022/870 and transmitted to the national parliaments of the member states and
includes duties for industrial products, suspension of the entry price system for fruits and vegetables,
suspension of all tariff quotas for agricultural products, suspension of anti-dumping duties on imports
of goods originating in Ukraine, suspension of the application of global protective measures against
Ukrainian goods.

Interestingly, the decision is temporary, and therefore, after a year, the domestic manufacturer
had to adapt its production to the requirements of the EU. It is highly likely that after the adaptation
period, the situation with the import duty will return to normal, because before that, annual taxes
amounted to 25 million euros. In addition, by abolishing import duties for its countries, the European
Union is somewhat harming its manufacturers. Therefore, if a product originating in Ukraine is
imported under conditions that threaten to cause serious difficulties for manufacturers of similar or
directly competing goods from the EU, the duties that are otherwise applied in accordance with the
Association Agreement on the import of this product may be reintroduced for a while [3, p. 195].
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Analysis of recent research and publications. It indicates significant interest among scientists
in the specifics of integrated marketing communications (IMC) management in the context of
international expansion. Theoretical and methodological principles of forming the export potential of
food industry enterprises and tools for diversifying sales markets have been thoroughly studied in the
works of such leading domestic economists as A. O. Starostina, O. V. Zozulyov, and S. M. Ilyashenko.
Certain aspects of adapting communication strategies to the requirements of foreign consumers, in
particular in the market of frozen semi-finished products and fruit and vegetable products, have
been highlighted in the works of A. V. Fedorchenko and E. V. Krykavsky. Despite the availability
of thorough developments, the features of the synergistic combination of digital and traditional
channels for promoting brands of logistics and distribution networks remain debatable. The practical
dimension of optimizing IMC for promoting frozen products to the European market in the face of
fierce competition and modern geopolitical challenges requires a more detailed study. That is why
there is a need for a comprehensive analysis of the communication platform of the Askania Frozen
Foods network of companies, which determines the choice of the direction of this research, focused
on increasing the efficiency of its export activities [5, p. 143].

Formulation of the article's objectives. The main purpose of this article is a comprehensive
study and theoretical and practical justification of the mechanisms for forming integrated marketing
communications (IMC) of the Askania Frozen Foods network of companies, directly aimed at
stimulating and scaling the export of its frozen products. To achieve this goal, the following key
tasks are envisaged: to carry out a strategic audit of the company's current communication mix in
foreign markets, to identify the specifics of brand perception by foreign consumers and to determine
the most effective digital and traditional promotion channels. The result of the study should be the
development of applied recommendations for optimizing the Askania Frozen Foods communication
platform, which will allow the company to increase competitiveness, minimize marketing risks and
ensure stable growth in export volumes in the context of European integration.

Summary of the main material. Savings on customs tariffs and obtaining the right to preferential
treatment will occur only if certain conditions are met.

The rules of origin of products and related procedures provided for in the main Association
Agreement between the European Community, on the one hand, and Ukraine, on the other, must
be observed. In particular, the goods must meet the quality standards that apply in the EU. After
all, for the safe consumption or use of products, another agreement is in force — on the assessment
of conformity and acceptability of industrial products. No one has canceled its operation. Another
key requirement is transparency and compliance. The regulation states this as "respect for Ukraine's
democratic principles, respect for the principle of the rule of law, as well as constant and ongoing
efforts to combat corruption and illegal activities." This means that compliance must run like a red
thread through all the processes and actions of the manufacturer. For failure to comply with the
requirements, as practice shows, you can not only be left without assets, but also go to jail. More
globally, if there are systemic cases of violation of the specified conditions, the European Commission,
using an implementing act, may fully or partially suspend the preferential agreements [10, p. 185].

The European Union is Ukraine's largest trading partner in recent years, but other opportunities are
also open. These are the USA and the UK.

According to the Ministry of Economy, trade turnover between Ukraine and the UK amounted to
2.3 billion dollars last year. This is a strong partner for Ukraine not only at the political level. Currently,
there is a legal consolidation of the abolition of import duties and tariff quotas in bilateral trade.
A corresponding agreement has been signed. The term of the agreement is 36 months, as in the case
of the EU. Traditional and usual exports to the UK include flour, grain, frozen fruits and vegetables,
dairy products, poultry meat and semi-finished products, tomato paste, honey, corn, wheat, juices,
mushrooms, sugar, etc. Also for 36 months, but the US has already introduced zero discounts on
duties on metallurgical products, which previously amounted to 25%. This means that the US is ready
to accept Ukrainian metallurgical products into its production processes and, accordingly, provide the
domestic manufacturer with orders. This is stated in the White House Proclamation No. 9705 of May
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27, 2023. Digital platforms for exports Ukraine is not in vain considered one of the leading countries
in terms of innovative products and digitalization [4, p. 110].

IT services quickly adapted to the new conditions and offered platforms aimed at supporting
exports.

The Ministry of Foreign Affairs of Ukraine has introduced a resource with which small, medium
and large businesses can create an application to search for new contacts to expand exports. The
international platform is designed to provide diplomatic assistance to Ukrainian exporters in foreign
markets.

The Ministry of Digital Transformation of Ukraine is also actively developing the direction
responsible for exports. It is planned to pass a test on the company's readiness to enter foreign markets,
familiarize itself with the requests of foreign companies, search for offers and the opportunity to offer
cooperation to foreign partners.

The company "Ascania Frozen Foods" has a fairly high level of readiness for export, well-
established internal business processes, understands its competitive advantages and its value
proposition. In addition, the company is taking a balanced approach to reducing the risks associated
with the war. The company carried out a superficial analysis and selected potential target markets, but
it is also recommended to carry out a comparative analysis of all EU markets and determine the most
appropriate ones for systematic focused export expansion. In order to form the correct positioning and
marketing strategies, it is desirable to carry out an in-depth analysis of competitors and behavioral
characteristics of the end consumer in the selected market. There is also a need to attract additional
funds for export [9, p. 210].

The level of readiness for export is 80%, 20% of various aspects need to be refined.

In particular, first of all, this is the area of “Understanding Foreign Economic Activity”, which
involves choosing a focus market and its research, previous export experience and the availability
of necessary marketing materials. Also, the areas of “Market Research”, “Financing” and “Product
Readiness” need to be refined.

Based on the available information, key recommendations for analyzing the "Ascania Frozen
Foods" market begin with selecting the top three target EU countries using well-defined research
criteria rather than personal intuition or basic import data alone, placing particular emphasis on local
consumption cultures and volume trends. Once these target markets are chosen, the company should
conduct an in-depth analysis of competitors and local consumer behaviors — evaluating competitive
positioning, marketing strategies, and sales channels to build a tailored export model. For its export
focus, the company should prioritize its "Ridna" whole frozen cherries, reserving ground berries and
mixes for domestic sales. Additionally, current momentum should be leveraged by systematically
analyzing markets like Poland, where preliminary client outreach and product samples have already
been initiated upon request. Finally, familiarizing the team with the essential components of formal
market research will ensure that future market evaluations effectively integrate existing experience,
prior findings, and established international contacts.

As he main elements to study we can propose the consumer market as a whole, general trends,
production volumes, a tool for researching demand, market trends and tendencies for the selected
product, consumer preferences, what are the competitors, their strengths and weaknesses, pricing
policy and marketing behavior in this market and a portrait of the client and his path (it is different
for each country) [1, p. 320].

By analyzing the export strategy of the enterprise "Askania Frozen Foods", you can determine the
main directions and features of the company's activities.

Features of the company that you should pay attention to when creating a strategy:

1. Choosing a target country. When forming an export strategy, it is important to consider that the
client is currently working on Japan, Nigeria, and has sent samples to Poland, Turkey, and the USA.
Accordingly, it is important to prioritize the market, taking into account the workload on current
projects and financial opportunities for exit.
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2. Regarding the export model, the company currently operates primarily in Ukraine and Japan
through distributors supplying convenience stores with narrow frozen product ranges, though sales
peak at points where tastings are possible due to the non-standard nature of the products requiring
consumer familiarization. To expand successfully, potential export models should be evaluated,
including working through agents to reach large chains, using an agent-and-distributor partnership for
specialized retail, partnering directly with distributors for both specialized and large retail networks,
or pursuing direct B2B sales to chains and specialty stores.

3. It is important to immediately plan marketing expenses in the export budget in working with
specialized stores or large retail, which will allow informing end consumers about the benefits and
taste qualities of the product (tastings, information stands). It is also necessary to lay down the costs
of participation in exhibitions.

4. Consider the product positioning and pricing map

Before starting the search for a client, it is necessary to calculate the price of the product according
to the selected model (cost and selling price taking into account the selected market entry model). At
the stage of competitor analysis, a positioning map is developed, on which the most favorable niches
for positioning one’s own products are selected. Pricing is done according to market needs, that is,
“off the shelf”. First, the price required by the selected market is determined from the positioning
map, and taking into account markups, duties and taxes, a selling price is formed for this market.

5. Client portrait.

The client believes that the best partner for them will be a company that has experience in selling
frozen products, that is, it has an already formed customer base that is interested in such products. Or
it is a young innovative company that believes in the product and understands how to sell it. In both
cases, these are professional sellers with experience in sales [8, p. 312].

That is, the client is fully focused on the distributor, but did not consider the client portrait of
managers or owners of specialized stores.

6. When planning a client attraction strategy, test different channels. B2B client search can be
carried out through various effective channels, such as analyzing competitor websites, leveraging
LinkedIn, and searching for target-country leads on local Google domains in their native language
using translation tools. Additionally, participating in trade exhibitions — either as an independent
visitor or as part of a national collective stand — offers direct access to prospective partners, with
official Ukrainian national stands being regularly organized by the Office for Development of
Entrepreneurship and Export alongside the Chamber of Commerce and Industry of Ukraine.

7. In a project format, we outline the implementation of the strategy, in particular, planning all
elements within a time frame from the development of a package for negotiations to the production
and delivery of the batch, with further development on the market [6, p. 96].

The company understands its product well, including its advantages and features, and manages
risks effectively. While the level of readiness and experience is high, entry into new markets can be
simplified by focusing on key areas for improvement. Regarding production, ensuring uninterrupted
operations requires working out alternative options for potential shortages of raw materials or
containers, as well as building a strong business network by joining relevant associations (such
as Ukrsadvinprom or the Association of Craft Distillers of Ukraine) or business clubs like Young
Business Club or Board. In terms of financial stability, establishing systematic exports involves
operational, exhibition, marketing, and travel expenses, making it essential to calculate full costs
after selecting target countries and factor in ongoing projects, while planning for additional funding if
needed. Finally, for risk management, while a business continuity plan helps mitigate wartime risks,
the power supply issue requires extra attention, specifically by exploring generator cost reimbursement
programs and applying for relevant grants.

Check EU requirements for mandatory and voluntary certification in target markets, alongside
continuously monitoring financing opportunities on the Diya.Business portal. You can also consider
cooperation with the German-Ukrainian Chamber of Commerce and Industry and post a company
profile on the Enterprise Europe Network. Additionally, leverage the Export Web Portal to access

19



3oipnux nayxoeux npaysv THATY imeni Imumpa Momopnozo (exonomiuni nayku) Ne 3 (60), 2026

regularly updated information on various export aspects, analytical reports, and market research,
while registering on the Nazovne platform and participating in international online trade exhibitions
where professional buyers, supermarket chains, large enterprises, and distributors search for suppliers.

Conclusions. Based on a comprehensive and systematic analysis of the financial, operational, and
market capacities of "Askania Frozen Foods", the study demonstrates that the company possesses
a remarkably high export potential. In the context of dynamic global trade shifts, the strategic
imperative for the company is to transition from an exclusive focus on the domestic market toward
active and structured international expansion. To realize this potential effectively, "Askania Frozen
Foods" must prioritize the deep adaptation and modernization of its internal business processes to
meet international trade requirements. Standardizing operational workflows is essential for fulfilling
the rigorous regulatory, safety, and quality benchmarks demanded by foreign consumers, including
compliance with IFS Food and BRCGS standards. Furthermore, optimizing cold-chain logistics,
upgrading packaging technologies, and digitizing supply chain tracking are fundamental prerequisites
for ensuring product integrity across cross-border distribution networks. Aligning internal capabilities
with international market expectations will establish the foundation for sustainable competitive
advantages abroad.

The current macroeconomic and geopolitical environment presents a unique strategic window
for this expansion. Today, Ukrainian food manufacturers operate under unprecedentedly favorable
trade conditions. Key international partners—including the European Union, the United States,
and individual European countries—have implemented targeted economic support measures,
including trade preferences, tariff reductions, simplified customs procedures, and direct integration
initiatives aimed at supporting Ukrainian businesses during these challenging times for the country.
To capitalize on these favorable market conditions, the company must execute a well-structured
market-entry methodology, transitioning away from intuitive decision-making toward precise, data-
driven analytical frameworks. Selecting target EU markets requires thorough evaluation of local
consumption habits, purchasing power, competitor positioning, and existing distribution infrastructure,
ensuring that high-value flagship products — such as the "Ridna" line of whole frozen cherries — are
positioned effectively to capture growing demand in frozen food segments.

Establishing robust B2B lead-generation mechanisms forms another pillar of long-term export
resilience. By combining digital tools such as LinkedIn and foreign-language search engines with
active physical presence at major trade exhibitions, the business can construct direct pathways to
international buyers, retail chains, and specialized distributors. Utilizing support frameworks provided
by national institutions like the Office for Entrepreneurship and Export Development, alongside
international business associations, offers additional leverage in opening complex foreign markets.
Consequently, entering international markets will allow "Askania Frozen Foods" to diversify its sales
channels, mitigate domestic operational and geopolitical risks, and achieve higher profit margins.
Beyond corporate benefits, capitalizing on foreign market opportunities will enhance export revenues
and demonstrate the resilience and quality of Ukrainian agricultural and food processing sectors
globally. A phased, data-driven export strategy should therefore be adopted as a top priority in the
company’s strategic plan.
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IHTETPOBAHI MAPKETUHIOBI KOMYHIKAILII MEPEXI
KOMITAHIN ASKANIA FROZEN FOODS
HAITPABJIEHI HA EKCIIOPT PO YKIIII

Anomauin. Tpancghopmayis 2n06anbHo20 eKOHOMIUHO2O CEPe00BUYA BUMALAE BIO GIMYUZHAHUX NIONPUEMCIMEXAPYOBOT
NPOMUCTIOBOCIIE OUBEPCUDIKAYIT PUHKIG 30YMY MA 6NPOBAONCEHHS IHHOBAYTIUHUX IHCIPYMEHMIE 015 3068HIUHbOCKOHOMIUHOT
excnaucii. B ymosax eonamunbHOCmi puHKYy ma nocuiennsi Hemapugnux oap'epie y €gponeiicokomy Corosi ma CILIIA
KIAcu4Hi eKCnopmui onepayii émpauaroms egexmugHicms. Buxio na midjcHapoOHi punku 6 cezmenmi 3amopOoNCeHUX
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NPOOYKMIE UMALAE BUCOKOAOANTNUGHOT CUCEMU 83AEMOOIT 3 THOZEMHUMU KOHMPALEHMAMU, 3ACHOBAHOI HA KOHYenyii
inmezposanux mapxemuneoeux xomyuikayiti (IMK). O6'ekmom ybo2o 00CniOdHCeHHs € eKCHOPMHO-OPIEHMOBAHA
OistbHicmb mepedici. Memooono2ist 00CaiONCeHHA BUKOPUCTNOBYE CUCTEMAMUYHULL AHANT3 015l OeKOMNO3uYii enemenmis
IMK no ceemenmax B2B/B2C, nopienanbnuti ananiz oas oyinKu €8PONECbKO20 PUHKY 3AMOPOICEHUX NPOOYKMIE md
Mampuune MoOeno8anHs 015 N0OYO06U KOMYHIKAYIIHUX Kapm 015t ROOOLAHHS MPAHCKOPOOHHUX MOP208eNbHUX bap'epis.
Cneyugpixa 6iznec-mooeni komnanii gumazae cysopoi ougepenyiayii KomyHikayitinux nomokie. @opmyeanHs eKCHopmHo20
nomenyiany 0e3nocepeoHbO Kopenioe 3 0e3nepeperor0 nepeoaderd mpbox (OYHOAMeHmanbHux 0O10Ki6 payioHanrbHux
KOHKYPEHMHUX nepesaz iHO3eMHUM NApmHepam: nepedosa MexHon02is iHOUBIOYanIbHO20 WEUOKO20 3AMOPOINCYBAHHS
(IQF), niomsepoocena miscnapoonumu cepmughixamamu (FSSC 22000, 1SO); Vnpagninns nozicmuynumu pusuxkamu
WISIXOM NIOMPUMKU CYBOPO2O XOJI0006020 TAHYI02A Ma A0ANMUBHOCMI 8UPOOHUYMEA (COPMYBAHHA MA NAKYEAHHS HA
3amosnenns). Inmeeposani mapxemuneogi komynikayii ¢ mepeoici «Askania Frozen Foods» ciyeyioms cmpameziunoio
niocucmemor ynpasiinus 306HIUHbOEKOHOMIUHOIO Oistonicmio. Ha punky samopooicenux npooykmie B2B (6isnec ona
Oi3Hecy) 0oMinyI0uy poib 8i0ieparms nepcoHaiIbHi ma eKCnepmHi KaAHaiu KOMYHIKayil, 3acHo8ani Ha nepedai payionatbHux
napamempig sikocmi. Mainioymus esonoyist cucmemu IMC 0ns 6imuusHAHUX eKCNOPMeEPI6 NOBUHHA PYXAMUCS 8 HANPIMKY
2nubwoi yughposizayii, npoeHo3HOT AHAIMUKU HA OCHOGI WHYYHO20 IHMeNeKny OJid NPO2HO3YE8AHHS NOBEOTHKU NOKYNYIE
ma cmpykmyphoi inmeepayii npuHYuUnie exonoziunoeo, coyianvnozo ma ynpasiincoekozo (ESG) ynpaeninus 6 3azanvhy
naamgopmy KopnopamuerHozo Openoy.

Kniouoei cnoea: inmecposani mapxemuneosi xomyHikayii, excnopmuuil nomenyian, Askania Frozen Foods,
3amopooiceni npooykmu, B2B-mapkemune; inousioyanvie weuoke 3aMOpOoANCY8ANHSl, MINCHAPOOHI BUCIABKU, eKCNEPIMHI

36'13KU 3 ZPOMClaCbKiCmIO, 61ACHA mopeosa mapkda, 1anyrocu nocmaeox.
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