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MARKETING ANALYSIS OF INTERNATIONAL BRAND IN THE CASE OF
BORJOMI

Abstract: this article analysis current trends of international company in the case of Borjomi such as
BCG (Boston Consulting Group) matrix, SWOT analysis and STP analysis and recommendation of
company for further improvements. It also gives a general understanding of business and marketing
reports of this company.

Keywords: SWOT, BCG matrix, segmentation, targeting, positioning, social media, concentrated and
differentiated marketing, marketing strategy.

Introduction. Borjomi is one of the oldest, most popular, and cherished mineral water
brands first established in Georgia in 1890. After steep descent during Soviet Era, the brand could
regain its former glory in 2001 thanks to Frenchman Jacques Fleury. Later with Fleury, Slaford,
and Vladimir Ashurov, the company experienced a great increase in sales - $320 million.
However, in 2013, Georgian businesswoman Inna Dudavadze sold the company to Russian Alfa
Group. Now, IDS Borjomi International is a bottled water production firm that offers mineral
water. The utility of the borjomi water itself played an important role in the development of the
company. Apparently, the main therapeutic property of Borjomi is normalization of acid—base
balance. This is believed to be an excellent remedy for heartburn, favorably acting on the dilution
of gastric mucus.

Literature Review. IDS Borjomi is an international company that produces bottled
mineral water and exports its products around the world, mainly Russia, Ukraine, Georgia and
CIS countries. “IDS Borjomi has made it its mission to help the people of Russia lead healthy
lives by drinking water”. (KHS Competence, 2020). In the article “The Water Mission” (2020) it
is mentioned that the main focus of IDS Borjomi is to motivate people in Russian to have healthy
life style by drinking mineral water. According to Walter Kuemmerle, Chad Ellis of Georgian
Glass and Mineral Water case study, in order to make their brand famous around the world and
increase sales, they:

1. Supported export-oriented production

2. charged a premium compare to its competitors, which provided Borjomi resources thwart
competitive pressures, and invest into research and development.

3. Were ready to transfer part of the shares to the Georgian Government for free. According
to Forbes, this will resume the production process which was suspended because of
sanctioning.

As stated in “Borjomi” by The European Bank for Reconstruction and Development, one of their
goals was to Restructure and revitalize the dormant mineral water industry, which costed $21.525
million. Apart from these financial goals, they want to bring environmental practice up to world
standards. “Also, Borjomi Mineral has first mover advantage in number of segments. It has
experimented in various areas Economy, Emerging markets, Entrepreneurial finance, Financial
management. The Innovation & Entrepreneurship solutions & strategies has helped Borjomi
Mineral in coming up with unique solution to tap the un-catered markets.” Walter Kuemmerle,
Chad Ellis (2018).

Methodology. This paper adopts secondary research, consider gqualitative and quantitative
data regards marketing analysis of this company. Apart from this, deep analysis is also introduced
to explore fully understanding of research object.

Analysis and Research.

1.What products or services do they provide? Borjomi over the years expanded their
assortment of products, which range from “the legendary Borjomi mineral water to Borjomi
flavored water, which include citrus, strawberry, cherry, and even lime.
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2.What business are they in — in terms of consumer benefits? The benefits are the real
reasons why a customer should buy the product. And Borjomi accounts a lot of them, which are
clearly represented in the advertising. One of the most prominent consumer benefits of Borjomi is
that “live-giving water rejuvenates your body, mind, and soul”. According to Borjomi website,
with 60+ minerals, Borjomi aids the metabolism & cleans the system. “The alkaline water
removes acid and boosts energy, focus and mood”.

3.What are their key factors for success? Why are they winning in the marketplace? One
of the main things that brought Borjomi to success is the superior product and services quality.
According to Walter Kuemmerle, Chad Ellis of Georgian Glass and Mineral Water case study,
there are sufficient indications that Borjomi Mineral can compete with other major companies in
the worldwide market with its high-quality goods and services. Moreover, Borjomi’s Brand
Equity and Brand Awareness is on top. In the related areas of entrepreneurial finance, financial
management, emerging markets, and the economy, brand awareness is crucial in luring new
clients. And as stated in the aforementioned case study, “Borjomi Mineral has some of the most
recognized brands in the domestic market it operates in”.

4.What are their core competencies (i.e., what are they good at)? In a number of areas,
Borjomi Mineral enjoys the first mover advantage. It has conducted experiments in a variety of
fields, including financing for entrepreneurs, emerging markets, and the economy. The innovative
and entrepreneurial ideas and solutions have aided Borjomi Mineral in developing a special
method of reaching untapped markets. (Walter Kuemmerle, Chad Ellis, 2018).

5.What resources do they have that are unique or the same as key competitors? On the one
hand, as mentioned earlier, the water the Borjomi produces is very unique: “Borjomi rises from
8.000 meters below the majestic Caucasus in Georgia. The “Juvenile water” has never seen the
surface before, and as it rises it is enriched with a unmatched mineral boost. This isn’t water as
you know it. With 60+ minerals, Borjomi tastes alkaline, percolating — salty even. Its
rejuvenating power has given it a legendary status in Georgia and beyond” (Borjomi, 2023). On
the other hand, they lack technology innovations as most of their competitors. So due to the
possibility of reduced profitability, Borjomi Mineral must constantly develop and search for new
prospects.

6.Who are their customers/consumers? Most of the Borjomi’s customers come from
Russian, Ukraine, Latvia, Estonia, and Lithuania and CIS countries. One thing that connects all
these customers around the world is the desire to lead a healthy life, and seek for remedy for
people who has diabetes, diseases of joints and connective tissue, also during the low-calorie
diets.
By country, its 2020 revenue is allocated as follows:
» Russian Federation — $ 41.9 million;
» Ukraine — $ 18 million;
e Latvia, Estonia, and Lithuania — $ 14.3 million;
» Kazakhstan — $ 13 million;
* Georgia — $ 11 million;
* Belarus — $ 6.4 million;
* Uzbekistan — $ 2.2 million;
* Azerbaijan — $ 1.3 million;
* Other countries — $ 11.2 million.

Forbes.ge (May 19, 2022)

7.External Analysis (Macro Environment): What external factors are influencing their
business?
Economic. The biggest external factor that influenced their business in the past few years is
economic. Borjomi mineral water company suspended its production after Ukraine war, since
sanctions created some problems for exportation of the products. The conflict was caused by
limited access to the bank accounts which prevented the exchange of money outside Russia.
Besides, due to those frozen accounts, Borjomi had limited financial resources resulting in cut in
employees’ wages. (Agenda.ge, 2022).
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(SWOT) Analysis

Strengths superior quality in goods and services, Strong Brand Equity and Brand
Awareness

Weaknesses Lack of critical talent, lack of environment awareness

Opportunities an increase in disposable income for consumers, improve technology
landscape, get considerate of consumer preferences

Threats International economic factors, Threats from New Entrants as a result of
Lower Costs and Higher Efficiencies

Analyzing BCG matrix of company:
1. Unique Products - Bright citrus aroma with a hint of ginger and natural mineral water
2. Most Profitable products - Borjomi in the 0.5 L PET bottle
3. Uncertain Products - Rich aroma of cherry with sourness of juicy pomegranate, natural
mineral water
4. Less profitable products - mineral water in the 0.15 L aluminum can
STP analysis (Segmentation, Targeting and Positioning):

Type of Segmentation criteria Borjomi target segment
segmentation
Geographic Region Domestic/international
Density Urban/rural

Demographic Age 25-45
Gender Males & Females
Life-cycle Bachelor Stage young, Married Couples young, children
stage Older people
Income Above average and high earners
Occupation  employees, professionals, retired

Psychographic Social class  middle class and upper class

Analyzing IMC and SM with competitors.

1. Advertising: The concept for the campaign for the water brand Borjomi was developed
by the Russian agency 1Q Marketing. It is based on the idea that the water is so cleansing that it
can make you feel as though you haven't overindulged in your favorite foods and beverages, such
as donuts, cake, turkey, or beer. (Feel Desain, 2021). Their advs are very unique. For example, in
2020, Award Winning Ad Agency Introduces U.S. Market to Borjomi, a Natural Volcanic
Mineral Water That Only 1 in 2 People Like. Battery has produced a series of ironic commercials
that highlight Borjomi's distinct "volcanic™ flavor and show a pair of consumers who taste the
water and decide that one of them prefers it to the other. “Borjomi is an exciting beverage brand
that isn’t afraid to take risks to stand out in a crowded marketplace”, said Anna Eleme, Associate
Media Director, Exverus. Additionally, The Borjomi sells its goods on online retailers like
Amazon. Due to this, the Russian Borjomi has greater access to penetration into other markets
and secondary consumer groups. Additionally, e-commerce retailing is more affordable for the
Russian Borjomi (Wu & Li, 2018; Chernov, 2018; Baines, Fill, & Rosengren, 2017). Fiji Water
on the contrary has resorted to product placement as a major channel of promotion and brand
building. By hiring Creative Entertainment Services, a Hollywood marketing consulting firm, Fiji
has been able to fit in Fiji Water bottles in scripts of many major Hollywood movies.

2. Direct Marketing: Personalized messages are used by Borjomi to attract new customers
and clients for the company. The Borjomi uses direct emailing, telemarketing, and direct mail in
addition to these other methods of audience targeting (Chernev, 2018; Sahaf, 2019). For
comparison, The Fiji water uses the website and email in the direct market.

145




“CepBuc” HIIMHI-aMaJIuH )KypPHAJI 2024 iina 1-con

3. Internet Marketing: Social media marketing is one of the more modern strategies used
to advertise and promote the Borjomi. The business routinely advertises its offers, as well as the
benefits and features of its products, on social media sites like Facebook and Instagram, where it
has an official presence and profiles (Stead & Hastings, 2018). Additionally, Borjomi uses social
media to educate customers on leveraging deals and discounts to boost in-store traffic.

4, Sales Promotion: The in-store marketing for Borjomi include providing price breaks,
loyalty points, and flash sales for its items. The business also makes investments in expanding the
POS systems inside the store locations (Stead & Hastings, 2018; Groucutt & Hopkins, 2015).

5. Public Relations: Customers' post-purchase inquiries and needs are catered to by Borjomi
Crisis in Russia, which also handles exchange and return procedures. Customers' happiness with
the Russian company Borjomi Crisis' products is negatively impacted by and heavily depends on
its after-sales support (lacobucci, 2021; Chernev, 2018). Besides, they use direct emailing
offering products based on customers’ demands.

Conclusion and Recommendations. In order to adapt to market changes and customer
behavior, it has institutionalized its strategy and culture, which has eventually allowed it to
maintain its market share. Business has built up a sizable market share and brand identity in
urban markets. Therefore, it is advised that the company concentrate on the rural markets in order
to build brand equity, loyalty, and awareness. This can be accomplished by creating a distinct
brand allowance method through trade marketing techniques that clearly distinguishes Borjomi
items from other competitor items. Strategic growth is the most advised course of action among
the choices because it guarantees corporate profitability while cutting back on wasteful spending
on advertising and efforts to expand distribution. Additionally, it develops a more stable market
for the product, lowering the risk factors associated with shifting market trends. The company
should concentrate on promoting the product more in nations with higher sales and greater
consumer receptivity since this would ensure profitability and long-term viability for the
business. Prior to beginning the implementation phase, research would be essential in creating
such marketplaces. The research of the other options would be beneficial to the organization if
the suggested plan did not prove to be feasible because they all work toward.
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B.Oblaqulov, Sh.Narqulova
Borjomi misolida xalgaro brendning marketing

tahlili
Annotatsiya: ushbu maqolada BCG (Boston
Consulting Group) matritsasi, SWOT va STP
tahlili asosida “Borjomi” kompaniyasi misol
sifatida olinib, ushbu xalgaro kompaniyaning joriy
tendensiyalari, shuningdek kompaniyaning keyingi
takomillashtirish bo‘yicha tavsiyalari tahlil gilindi.

Bb.O6aaxkyJos, lII.HapkyoBa
MapkeTHHIOBBIIi aHAJM3 MEKITYHAPOIHOIO
openga Ha mpuMmepe Bop:koMmu
AHHOTAUMsi: B DJTOW cCTaThe aHAIU3UPYIOTCA
TEKYILIUE TEHACHIUU MEXIYHAPOTHON KOMITAHUU
Ha npumepe bopsxkomu, Takue kak Mmarpuna BCG
(Boston Consulting Group), SWOT-anamu3 u
STP-ananu3, a TaKke PEKOMEHIALMH KOMITAHUH
10 JMaJbHEHIINM YIYYIICHUAM. JTO TaKXKe JaeT

Shuningdek, kompaniyaning biznes va marketing
tahlillari hagida umumiy ma'lumot beriladi.

ob1ee MpeACTaBICHHE o) OusHec- 5
MapKETHHIOBBIX OTYETAX TON KOMITaHUH,

Kalit so‘zlar: SWOT, BCG matritsasi, | KnwueBbie ciaoBa: SWOT, wmartpuma BCG,
segmentatsiya, magsadlilik, joylashishni aniglash, | cermenTanus, TtapreTudr, mNIO3MIMOHMPOBAHHE,
ijtimoiy tarmoglar, konsentrlangan va | conpanbHple  CETH, KOHIIEHTPHPOBAHHBIA M
tabagalashtirilgan marketing, marketing | muddepenimpoBanHbIit MapKETHHT,

strategiyasi. MapKETHHIOBasi CTPATErusl.

Abayxoauk JramoBuy Tanrupos — CamVCU nouentu, u.¢.H.

UKTUCOJAUETHA MOAEPHUSALMAIAII INAPOUTHUIA KOPXOHA
BOHIKAPYBH BA YHU TAIIKWJI DTUIIHUHI' MOXUATHU

AHHOTAIUSA: MaKoJIaa WKTUCOAMETHH MOJEPHHU3AIMSAJIAIl MIAPOUTHIA KOPXOHAJIAPHU OOIIKApHIIIA
MaKpO Ba MHUKPOUKTHUCOAMM MYXUT TabCUPH, XOAUMIIApra TabCUP KyCaTyBUM OMMUIUIAP, 3aAMOHABUM
KOPXOHaHM TalIKWJ OSTHII TaMOWWIIApW, MOJEPHHM3ALMSUIANINA KOPXOHAJApHU TAIUKWI 3TUIIHUHT
acocuii iyHaNUIUIApH, KOPXOHA TYIIYHYACH MOXUSATH KaOW MyXHM Macanajap YypraHuiraH.

Kanur cy3nap: ukrucomu€r, MOJCpHU3aAIUsA, KOPXOHA, WYKH Ba TAIIKU MYXHUT, OOIIKAPHUII, OMUII,
Ma0Jiar.

Kupum. VkruconnéTan MojaepHM3alMsall HIAPOUTHAA KOPXOHA OOIIKapyBM Ba YHU
TaIKWI O3TULI  Macajalapd OJPKUHJIAIITUPWITaH MKTUCOAUN TH3UM HETHM3MJa amaira
ommpuiagi. Kopxona — 0y 6030p UKTHCOAUETH TapKUOUIaru acocuit OYFuH, KojaBepca, 6030p
cyOwpekTnapugan oupu 6ynuo, ¥3 GpaouaTHHN MyalsiH OOIIKApyB aCOCH 1A TAIIIKUI ATA/IH.

bo3op uKTHCOAMETH THU3MMHUAA KOpXOHA OOIIKApyBM Ba YHM TAIIKWUJ 3THIIAA 0030p
MEXaHM3MIa acOCIaHMIIU JIO3UM. b0o30p MexaHu3Mu 3ca SHTWIMK KUIIUIIra MOMWIIUTU Oop
MKTUCOJMH TU3UM/IaH noopart.

Mag3yra oua agaGuérIap TAXIMIN. YpraHuirad afabuéTiapaa KopXxoHa GOIIKApyBHHU
TAIIKWJ STUII, CTPATeTUSHU TaHJAll Ba MEHEKMEHTHMHU PHUBOXIAHTUPHIL, HWHBECTHLIMOH
daonusaTHU OomiKapwuil, 0030p HUCIOXOTJIApU TajabiapujaH Kenud YWKaH XoJjga KOpXOoHa
OolIKapyB >kapa€HJIapUHU WIMUN-Ha3apuil acoclapuHU SpPaTUI, KOPXOHAaHW OOLIKApUIIHU
TalIKWI ATUIIHUHT WIMHANA METOJOJOTHK >KHUXATJIapH XamJla KOpXOHa OOIIKApYBMHM TAILIKHII
STHUIIHU TAKOMMJUTAIITUPULIT Macananapu Eputu6d 6epuiran|1,2,3,4,5].

TagKuKoT MeToH0JI0TusACH. TaTKUKOT Kapa€HUaa UKTUCOANN TaxJIMI, KHECHI TaxXJIHII
Ba CHMHTE3, MHIYKIMS Ba ACAYKLIMS, TH3UMIM TaxXJWwl, WIMHA aOcTpakmusuiamr Ba OOIIKa
yCyJIIapaan KeHT GpoiaanaHuIam.

Taxaun Ba HaTmxagap. Kopxonamap OoIIKapyBUHHM TamKwil STUII (akar uiiad
YUKapHIll OMWJUIApUHUTHMHA OuplamTupum smac Oanku, Oy oMmuuiapaaH ¢oilganaHUIIHA
TANIKKJ STHINHA XaM Taga® KWIagd'. DHT MyXHMH MOJEPHH3AIMOH JKapaéHiapia HIIiab
YUKApUIT OMWUIapuaaH (oigananumaa cudaTr gapakajapura >KUIIAA dbTHOOp Oepuiaam.
Uynku 06030p wucnoxornapu ToOopa uyKypnammO Oopran capu Oapua coxaaa cudat
KYpcaTKUuIapd MyXUM poin YitHaiimu. Y3-y3umaH kypuHHG TypuOmukh, cudaT MEHEKMEHTH
coxacua OOUIKAPUIITHU TAIIKWJI STHII STHrU4a EHJIAIIYBJIAPHUA TaKO30 ITa Iu.

! Xopu6u Y., I'ammu B., Yosn C. Dxonomuka ais MmeHexepoB: Yuebuuk. [lep. ¢ aurn. —M.: FOHUTH, .2019.110 ctp.
147




“CepBuc” HIIMHI-aMaJIuH )KypPHAJI 2024 iina 1-con

ISSN 2091-5187

3 “CEPBUC” ™

Kypnan Camapkang UKTUCOAUET Ba CEPBUC UHCTUTYTH TaAXPUPUSIT
OynmuMuIa HaIIpra TauépaaHm.

06.03.2024 itnnga tepumra 6epunan. 29.03.2024 #innna 6ocumira pyxcart STHIIH.
Odcer 60cma koro3u. Koroz onunmu 60x84 1/5. “Times” rapuutypacu. Odceer
6ocma ycynu. [laptimm 6ocma Taboru 15,76. XucoO-Hampuér
taboru 12,5. Anaau 100 nycxa. Byroptma Ne 0024A/30.

CamMapkang UKTUCOAUET Ba CEPBUC MHCTUTYTUHUHT
MaTOaa OYIMMUIA YOI ATHIIIH.
JInnenzus Ne 025316.

Peectp Ne X-119112.

Manzuin: Camapkang maxpu, Hloxpyx kyuacu, 60-yii.

© CamapkaHJ UKTUCOAUET Ba CEPBUC MHCTUTYTH, 2024.

200



