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Abstract: 

The modern world is developing at high speeds. This has become possible thanks to 

telecommunications technologies that are now available to almost everyone. In these 

conditions, a modern company has many more opportunities to survive and grow, providing its 

services and products not only to the domestic market, which is often not large enough, but also 

promoting them to the international level.  

Some companies manage to achieve internationalization in the first years or even starting from 

their foundation. Such companies are called Born Global. In this research, the features of such 

companies were studied and were covered and systematized in an extended conceptual model 

revealing 7 different perspectives that are describing the key factors influencing the success of 

early internationalization.  

This experience was applied to the launch of a startup for aggregating discounts in European 

grocery chains; market analysis was carried out. Survey research was carried out to identify the 

portrait of the app user and his willingness to use such an application. The results of conducted 

research can be assumed as an idea validation as well as approvals from business mentors from 

different countries. As a result, a minimal viable product was created and launched to obtain 

furthermore analytics, which will be a matter of additional research. 
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1 INTRODUCTION 

 

New startups are appearing in the world every day. Some of them are aimed at capturing 

foreign markets from the moment of foundation, whereas others come to this conclusion in the 

first years after that. 

Research shows that the number of born global companies increases every year, but the 

phenomenon itself has not yet been fully studied. The Uppsala models that describe the process 

of internationalization of mature companies are not always applicable to those born globals, 

and the reasons and conditions under which companies managed to succeed in early 

internationalization remain a matter for discussion and do not find a common point of view. 

Since there is a trend of an increasing number of born global companies, as well as 

increasing efforts of the scientific community to understand this phenomenon, the topic is 

relevant. 

The object of research is companies that were successfully internationalized in the first 

years after their foundation. 

The subject of the research is to determine the key success factors of launching an app 

for aggregating discounts in grocery chains based on the experience of "born global" 

companies. 

The research question is what are the key factors driving a company towards success in 

early internationalization. 

The scientific novelty of this topic is the identification and generalization of key factors 

for the success of launching a company aimed at early internationalization. Offering an 

extended conceptual model that looks at success factors from different perspectives. 

The purpose of the study: to develop a strategy for successfully launching an app for 

aggregating discounts and special offers in food retail chains of Europe. 

Research problem:  

1. Explore the distinctive features of "born global" companies 

2. Explore approaches to obtaining funding for IT startups 

3. Explore the market of grocery chains and competitors with similar functionality 

4. Develop the concept of a business plan for launching an app for aggregating discounts 

in grocery chains  

The research methodology is a literary review, survey, and descriptive research.  
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The practical significance of the research is methodological in nature and is based on 

applied research and scientific justification of the results of applying the obtained knowledge 

by startups aimed at early internationalization.  

This work consists of eigth chapters. Chapter 2 " Theoretical aspects of the phenomenon 

of "born global" companies" provides a review of the scientific literature, which reveals the 

essence of the phenomenon of born global, the distinctive characteristics of such companies 

and the specifics of early internationalization in IT companies. An extended conceptual model 

is proposed that considers the success of early internationalization from different perspectives. 

Chapter 3 "Startup Funding" is devoted to describing ways to get funding for startups. Chapter 

4 "Market Analysis" analyzing the key success factors of other market participants and provides 

and overview of food retail market players.  Chapter 5 "Development of a sales plan and 

indicators of the economic efficiency of investments" describes the ways to assess the project's 

financial attractiveness and contains an estimated NPV and breakeven analysis. Chapter 6 

"Minimum Viable Product" describes the features of the minimum viable product, as well as, 

benefits of this application from customers' and food retail chains' perspectives. Chapter 7 

"Discussion" was dedicated to creating a portrait of the app user based on a survey covered 

around a hundred respondents. The results of the research were summarized in Chapter 8 

"Conclusion." 

Various sources of information were used to study the topics of born global companies. 

Research articles are studied to gain an understanding of the phenomenon of global-born 

companies and the key success factors of early internationalization companies. The studied 

empirical and theoretical works gave a comprehensive understanding of the topic under study. 

In addition, the studied blogs of experienced participants in the process of obtaining funding 

helped to systematize knowledge about how to evaluate a startup, factors that affect the 

investor's decision about investments, and types of financing.  
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2 THEORETICAL ASPECTS OF THE PHENOMENON OF "BORN 

GLOBAL" COMPANIES 

2.1  The Essence of "born global" companies 

 

In 1993 the McKinsey consulting company formulated the term of the "born global" 

company based on a study of 300 Australian manufacturing companies. In this study, Rennie 

(1993) found that some companies are very successful on the international stage without a 

strong base in the home market. The company is considered to be born global if it "as a business 

organization from the very beginning seek to gain significant competitive advantages from 

using resources and selling products in many countries" (Oviatt and McDougal, 1994). On the 

other hand, Knight and Cavusgil (Knight and Cavusgil, 1996) defined this phenomenon as a 

company that exports one or several products and achieved at least 25% of the foreign sales 

within three years of its creation whereas Gabrielsson and Gabrielsson (2003) set the bar of at 

50% of the sales from exports. The researchers also stated that the born global companies 

pursuit the idea of starting and developing a small enterprise to achieve customers' satisfaction 

globally (Cavusgil and Knight, 2009; Knight and Cavusgil, 1996).  

The literature also describes other terms that characterize firms involved in early 

internationalization, such as "high-tech startups" (Jolly et al., 1992; Taji and Tsuyuki, 2012), 

"global startups "(Oviatt and McDougall, 1995), "instant internationals" (Fillis, 2001), and 

"international new ventures" (Oviatt and McDougall, 1994; Coviello, 2006). 

The term "international new ventures" is becoming more popular because 

"international" is less strict than the "global" suggested by Rennie (1993) which implies 

operations in at least three regions of the world. In contrast, international new ventures also 

experience fast but not necessarily having a global presence. However, Crick (2009) States that 

the terms "born global" and "international new venture" are interchangeable when describing 

firms undergoing rapid internationalization "usually, but not exclusively, within three years of 

starting their business" (Sikora and Baranowska-Prokop, 2018).  

Moen (2002) identified three main reasons that prove the importance of research on born 

global companies. First, the inability of traditional theories of internationalization to explain 

the behavior of global firms born companies. Second, born global companies have huge 

potential for growth due to the focus on innovations. Third, there is a growing number of 

companies that start internalization at an early stage of their functioning. 
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There are several reasons for companies to internationalize: economic of scales, growth 

through diversification, higher revenue due to profitable foreign markets, willingness to serve 

clients located abroad, costs reduction, capture markets using more effective methods than 

domestic players, or getting new product ideas from foreign specifics (Cavusgil and Knight, 

2009). 

A number of studies have identified key characteristics of global-born companies, 

including their global vision (Oviatt and McDougall, 1995), managerial commitment to 

internationalization through the use of state-of-the-art technologies (Sikora and Baranowska-

Prokop, 2018), active exploration of new markets, and the development of dynamic networks 

and capabilities (Weerawardena et al., 2007) to obtain global competitive advantage (Coviello, 

2006) focusing on markets' niches as a result of highly innovative competencies in research and 

development (R&D) and technology (Efrat and Shoham (2012); Wictor (2006); Rasmussen and 

Madsen (2002)). 
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2.2 Distinctive features of "born global" companies 

2.2.1 Perspectives currently used to define born global phenomena 

 

Sultan and Wong (2011) used various perspectives to define born global phenomena. 

First, the resource-based perspective that highlights the importance of companies' internal 

resources such as physical (capital), human (labor), and intangible (skills) on an 

internationalization success. Limited financial resources push the company to search for new 

distribution markets or ways to reduce the cost of production. 

Second, the knowledge-based perspective implies that companies accumulate business 

(customers' needs and behavior), institutional (current rules and regulations), and 

internationalization (internal resources) knowledge through foreign influence. That helps to 

identify strengths, weaknesses, opportunities, and threats that companies may face in foreign 

markets. 

Third, the network-based approach that studies the ways of international relationships 

establishment. There are three ways that companies usually follow: new relationships in a 

country that is not known to the firm yet; exploitation of the existing relationship to perform 

integration to other networks; or development of relationships in known networks (Madsen and 

Servais, 1997). Research has shown that fast-growing born globals mostly rely on the internet 

and networking, or partnership with large international enterprises to develop and expand their 

business (Gabrielsson et al., 2008). 

Forth, the evolutionary economics approach that describes how innovations are made 

inside of born global companies. The evolutionary economic perspective assumes that the 

advantages of some firms lead to the maintenance of innovation and the creation of new 

knowledge. This has an effect on the organizational potential of the firm, including the critical 

competencies and built-in procedures leading to superior performance (Knight and Cavusgil, 

2004). 

Fifth, the international entrepreneurship that focuses on the initial internationalization 

processes that shape those born global. McDougall and Oviatt (2005) determine it as the process 

of creating future goods and services by identifying, implementing, evaluating, and exploiting 

opportunities that exist beyond national borders. They have created a conceptual model that 

considers technology, opportunity, and competition as forces that influence the speed of 

internationalization, moderated by knowledge and network relationships.  
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Sixth, the strategic behavioral theory claims the dependency of business strategy to 

international performance including global technological competence, unique products 

development, quality focus, and exploitation of the competence of foreign distributors. Knight 

and Cavusgil (2004) highlight the relationship between the chosen strategy and international 

entrepreneurial and market orientation. A study by Knight and Cavusgil (2004) identifies four 

clusters of born global firms that have achieved different results in international markets. Firms 

with a wide range of strategic activities achieved the highest results. The second cluster is the 

technology leaders. The third cluster consists of firms that maintain the lead in costs. Firms that 

do not have a strategic direction have the worst performance indicators. Thus, strategic 

directions influence the success of born global companies. 

Seventh, the dynamic capabilities of born global companies perspective consider 

managerial, organizational, functional, and technological skills. This perspective mainly 

dedicated to the companies operating under conditions of rapid technological changes. This 

approach implies the need to distinguish capacity from resources and emphasizes the 

importance of dynamic capacity building processes for gaining competitive advantages and 

accelerating economic performance in terms of resources, operating procedures, and 

competencies (Zollo and Winter, 2002; Weerawardena et al., 2007). The dynamic capabilities 

are knowledge-based and require dedicated processes for knowledge creation, integration, and 

configuration. Decision-makers who develop and implement a competitive strategy play an 

important role in creating dynamic opportunities. The dynamic capabilities perspective 

highlights that knowledge plays an important role in the internationalization of born global 

companies (Weerawardena et al., 2007). 

Eighth, the organizational and entrepreneurial approaches to learning including 

knowledge and experience of entrepreneurs and networking abilities used by born globals to 

create market-related intelligence to identify and develop opportunities (Gabrielsson et al., 

2008).  
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Figure 1: Conceptual model (Sultan and Wong, 2011) 

 

2.2.2 List of distinctive features of born global companies 

 

Sultan and Wong (2011) proposed the conceptual model of elements that affects born 

globals' financial and strategic performance. The idea is that entrepreneurial cognition and 

motivation lead to better results in fields of entrepreneurial resources, knowledge, and network 

that affect companies' strategic and financial performance. Personal characteristics of an 

entrepreneur can lead to the sustainable growth of the company by the creation of new products 

and technology, as well as new innovative ways of production and use of resources. "The 

cognitive perspectives of entrepreneurs may provide important insights about perceptions, 

learning and reasoning of available resources, networks, technologies and strategies of the born 

global firms operating in a dynamic international environment" (Sultan and Wong, 2011). The 

willingness and passion of an entrepreneur lead to the creation of a new venture. The decisions 
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that are made by an entrepreneur also affect the company's success. Several studies implied that 

motivation, organizational factors as well as entrepreneurial traits and skills contribute to the 

company's success (Baum et al., 2001; Baum and Locke, 2004). 

At the same time, Knight and Cavusgil (2004) point out that born globals firms' success 

depends on business strategy meaning technological competence, development of unique 

products, focus on quality, and exploitation of foreign distributors' competencies. In that study 

authors highlight that the advantage of entering the market and performing operational activities 

also lies in the knowledge and wise utilization of networks and resources. Information and 

communication technologies have made it easier for born globals to access new networks and 

acquire resources that at the same time affect their performance. 

From the managerial perspective, Sultan and Wong (2011) described two implications: 

identification of the critical skills, knowledge, resources, and abilities to achieve the success 

and identification of the critical tool to measure each of these success aspects. "Born global 

entrepreneurs and managers should extensively search for cross-border relationships in order 

to develop and strengthen the base of the born global firms in international markets" (Sultan 

and Wong, 2011). At the same time, cultural differences do not create obstacles to international 

cooperation (Julian and Ahmed, 2009). 

Given the above, the following paragraphs will contain a list of distinctive features of 

born global companies. 

1. High activity in international markets since or near its foundation. 

By definition, global-born firms start exporting their products or services within the first 

three years of being founded and can export 25% or more of their total output. Most of them go 

through subsequent stages of internationalization, cooperation with foreign partners, or 

attracting foreign direct investment. Research shows that born global firms do not necessarily 

aim for internationalization from the moment they are founded, despite popular opinion 

(Rasmussen et al., 2001). 

The process of systematic internationalization is usually triggered in the context of a 

new firm; a technology being developed, or a branch of the industry in which the company 

operates, the value chain, or the market (Jones et al., 2011). However, Moen's (2002) findings 

indicate that regardless of the importance of the market situation, the degree to which a firm is 

born global rather than "born local" or "late global" depends on the firm's own early decisions 
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(Moen, 2002). The vision of the founder at the time of the company's foundation is a key factor 

for the early models of the internationalization of the firm (Gabrielsson and Pelkonen, 2008). 

2. Insufficient or limited material and financial resources. 

Global-born companies are, by definition, small and medium-sized enterprises that have 

relatively fewer financial, human, and material resources compared to large multinational 

enterprises (Tanev, 2012).  

3. Created in most industries. 

Born global companies are not only technology firms but presented in many other 

industries such as heavy industry, furniture manufacturing, biomedical industry, processed 

food, or consumer goods (Madsen and Servais, 1997; Masili, 2018). It is presented in both high-

tech, mature, and low-tech industries (Andersson et. al., 2015). 

4. Founders have a strong international outlook and an international business 

orientation. 

The founders of global-born firms have a strong entrepreneurial mindset and view 

foreign markets as a space for active and aggressive competition, taking risks and innovating. 

The research highlights the importance of creativity, knowledge, and resourcefulness of the 

senior management team for a more dynamic form of internationalization, not just the 

individual entrepreneur's personal qualities. (Johnson, 2004; Andersson and Evangelista, 2006). 

5. Focus on differentiation strategies. 

Born global companies target their product on niche markets to satisfy the specific needs 

of the customers that are out of focus of large corporations (Rasmussen and Madsen, 2002). 

"People and firms increasingly demand specialized and customized products, and niche markets 

have become an important source of opportunities for small firms" (Cavusgil and Knight, 2009). 

6. Focus on superior product quality. 

Natural-born global firms often use and develop advanced technologies and provide 

them to their industry or product category. They are designed to take advantage of business 

opportunities based on the development of new products or services that are better designed 

and of higher quality than those offered by competitors (Tanev, 2012). Such companies usually 

do not focus on the "commodity" markets (Cavusgil and Knight, 2009). 

7. Focus on advanced information and communications technology. 
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Many global-born firms use the advantage of ICTs to effectively process information 

and communicate with partners and customers around the world at virtually no cost, which 

allows them to segment customers into narrow niches and meet the highly specialized needs of 

customers. (Cavusgil and Knight, 2009). 

 

8. Use of external, independent intermediaries for distribution in foreign markets. 

While some companies are involved in direct international sales, the majority of born 

globals use external intermediaries for export on an international level. This allows to reduce 

the cost of entering and exiting foreign markets, as well as provides more flexible international 

operations. More experienced born-global firms reduce risks and share costs through foreign 

direct investment and joint ventures, as well as cooperation with international companies 

(Cavusgil and Knight, 2009). 

 

This list can be extended by the following: 

9. Founders have an international background 

The researchers found that most of the born globals' founders has an international 

experience including life/work experience. This knowledge allows an entrepreneur to build the 

proper organizational processes, to reduce international business risks and increase efficiency, 

as well as allows to establish and use new international connections (Knight and Cavusgil, 

2004; Oviatt and McDougall, 1995). 

 

10.  International business network 

Companies exploiting an international business network to find trustful foreign 

representatives, financial support, new distribution channels and strategic partners in external 

markets, or even human resources with specialized skills and knowledge, as well as a source of 

obtaining useful knowledge about the target market, its specifics and a better understanding of 

own customers (Andersson and Evangelista, 2006; Fernhaber et. al., 2007; Masili, 2018). 

 

11.  Innovation culture 
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Innovation culture, building processes of continuous innovation, knowledge about 

foreign markets, ways to use internal resources, and organizational potential are identified as 

determining factors of success (Knight and Cavusgil, 2004).  

 

2.2.3 Conditions that influenced the early internationalization of technological born global 

companies'.  

 

Tanev (2012) summarized the conditions under which technology born global 

companies managed to succeed in early internationalization. These conditions are the 

following: 

1. The market in the home country is depleted or too small to meet the scale required 

for the company's operations. 

2. Often, the company is focused on foreign multinational companies as potential 

customers. 

3. Many of the firm's potential clients plan to use the company's products or services far 

abroad or even on another continent where they carry out their main business. 

4. The company operates in the knowledge-intensive or high-tech sector. 

5. The key competitive advantage of the company is the most technically advanced offer 

in the world. 

6. Trade barriers are not significant to a company's category of goods or services. 

7. The value of a company's product or service is significantly higher than transport and 

other logistics costs. 

8. The needs and tastes of clients are well known and do not differ significantly in the 

firm's target markets.  

9. The first-mover advantage or network effects are significant to the company's product 

or service. 

10. The company's main competitors have already been internationalized or will soon 

be. 

11. The company has experienced in international business key managers. 

Researchers note the impact of ecosystems on the international performance of global 

firms born (Kudina et al., 2008). Ecosystems can be linked to universities and firms working in 

the same industry, which leads to an influx of technological knowledge, experienced people, 
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and contacts with local venture capitalists, which in turn provides a global competitive 

advantage.  

Another type of ecosystem establishes and strengthens relationships between firms' 

local operations and their foreign sales affiliates, providing a direct link between engineers and 

end-users to better meet needs and expand business opportunities. Such networks are important 

sources of knowledge for international experts.  

The third type of ecosystem is associated with foreign trade branches and local 

customers, who are involved to get up-to-date information about their needs for better product 

development and high-quality service using client's business partners, rather than developing 

these relationships independently.  

A firm's success depends on its ability to create an ecosystem of firms outside of its 

clients. The ecosystem includes firms within and in related industries in which the company 

has clients. This allows the firm to more systematically retain customers within its ecosystem 

(Tanev, 2012).   
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2.3 Specifics of early internationalization in IT companies 

 

The empirical study showed that some companies start their internationalization process 

due to the immaturity or saturation of the domestic market towards its innovative products 

(Masili, 2018). The companies covered in this report have a flat organizational structure that 

allows them to achieve high decision-making speed and establish strong integrity, creating a 

common vision of goals and values among shareholders. The willingness for 

internationalization arises mainly from immaturity or saturation of the domestic market, desire 

to increase market share, get a greater experience, and find new opportunities. Other reasons 

may arise from external requests to transfer know-how and skills. The studied companies are 

also characterized by partnerships with large international enterprises at the first steps, giving 

the born globals access to qualified resources and exclusive rights to sell to international 

companies. Furthermore, some companies sent employees on-site, whereas others establish 

subsidiaries, thus demonstrating proactive behavior and a well-developed monitoring strategy, 

which is considered essential for success.  

Masili (2018) conducted a survey identifying and summarizing the importance of factors 

that influenced internationalization during the startup and post-launch stages. The recap of the 

results can be found in Table 1 below. 

 

Table 1: Success factors influencing the internationalization process (adapted from (Masili, 

2018). 

Variables Start-up phase Post-launch phase 

Entrepreneurs' 

characteristics 

Very influential Quite influential 

Entrepreneurs' capabilities Very influential Very influential 

Proactive behavior in the 

research of opportunities in 

international markets 

Very influential Very influential 

Global Vision Very influential Very influential 
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Continuation of Table 1: Success factors influencing the internationalization 

process (adapted from (Masili, 2018). 

(Previous) Training and 

work experiences in the 

international field 

Very influential Quite influential 

Personal and Business 

Networks 

Quite influential Very influential 

Technical knowledge Very influential Very influential 

Resources held by the 

company 

Influential Quite influential 

Quality of the product Quite influential Very influential 

Adopted Strategy Quite influential Quite influential 

Domestic market 

characteristics 

Quite influential Influential 

Target markets' 

characteristics  

Quite influential Influential 

Industry Quite influential Quite influential 

New managers Not relevant Quite influential 

Cooperation between 

entrepreneur and 

managerial team 

Quite influential Very influential 

Dynamic capabilities  Quite influential Quite influential 

Innovation Very influential Very influential 

Research & Development  Very influential Very influential 

Technology Very influential Very influential 

Marketing Not very influential Quite influential 

Production Quite influential Quite influential 

 

As we can see, at the start-up phase, the most influential factors of internationalization 

are entrepreneurs' characteristics and capabilities, proactive behavior, global vision, previous 

experience, technical knowledge, innovation, R&D, and technology itself. Despite the apparent 
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importance of marketing, the results of the study showed that it is not so important at the start-

up stage. However, the importance of this element increases when moving to the post-launch 

stage.  

Most of the mentioned before factors, apart from entrepreneurs' characteristics and 

previous experience (which is assumed now as a quite influencing), are still valid at the post-

launch phase. Besides, personal and business networks, quality of the product, and cooperation 

between the entrepreneur and managerial team after launch are assumed to be very influential.   

Masili's (2018) research also highlights the common ground of born global companies' 

founders such as perseverance, propensity to take risks, adaptability, passion to run the 

business, experience in the international markets, language skills, and global vision, as well as 

a leading role of an entrepreneur in the process of defining goals and implementing decisions. 

That affects the speed of internationalization and the pace of development of a company. 

As for the crucial factors of success, passion for their work, long-term international 

orientation, acceptance of the philosophy of learning in practice, eliminating wastefulness and 

losses through the adoption of innovation and continuous research, focus on quality, facilitation 

of customers and suppliers combined with the ethic and social responsibility, the establishment 

of relationships based on mutual trust, and a willingness to constantly improve are the main 

driving forces for the rapid international expansion. However, regression analysis of 256 

companies showed that international orientation and international capabilities of top 

management have weak positive correlations to the success perception of enterprises and 

assumed as a second measure of success (Sikora and Baranowska-Prokop, 2018). At the same 

time, the authors emphasize that perhaps this should be measured differently or in more detail. 

In addition to mentioned before, the authors concluded that supplying high-quality products, 

superior to competitors product development strategy and uniqueness of the products are the 

best predictors of success for small and medium enterprises.  

Regarding human and financial resources, studied companies underlined the difficulty 

in finding human resources with well-developed relevant skills, however, sufficient financial 

resources can be reached through bank loans, microcredits, or guaranteed by share capital 

(Masili, 2018).  

The creation of trustful long-term networks and partnerships as well as inter-personal 

relations are equally important to obtain access to resources, skills, and opportunities. The 

empirical study underlines that collaboration with large companies, multinationals, and foreign 
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and domestic universities leads to easier access to main target markets, knowledge and know-

how sharing, improvement in product and production quality, acquisition of intellectual 

property, and helps to establish contacts with potential customers. That collaboration helps to 

share the high costs of investments in innovation, technology, and R&D, by compensating at 

the same time a new venture's lack of economic resources (Masili, 2018). The findings of Sikora 

and Baranowska-Prokop (2018) regression analysis confirmed the importance of the branch of 

industry and the main export markets in which companies operate with significant coefficients. 

The main constraints consist of the political and legal tariffs, the excessive bureaucracy, 

lack of support from national institutions, the physical distance from specific markets, and the 

import duties (Masili, 2018). 

"Stage model or the Uppsala Model" explains a firm's internationalization process as a 

gradual process with series of gradual decisions with the accumulation of empirical knowledge 

about foreign markets and their functioning. However, the application of this model to the 

global born remains under a question mark (Hashai and Almor, 2004; Moen and Servais, 2002). 

This is confirmed by Masili's (2018) empirical study that found that born globals not always 

internationalize linearly. 

Based on an analysis of 144 Italian born global companies, Zucchella et al. (2007) also 

identified four categories of drivers of internationalization Born Global:  

1) Entrepreneurial specific factors that characterize the entrepreneur in terms of his 

education, previous and international work experience, knowledge of foreign languages;  

2) Business specificity that focuses on the chosen strategy;  

3) Location specificity that determines the clusters and areas in which the organization 

operates;  

4) Network specificity that determines the state of formal agreements, public relations, and 

knowledge exchange at the international level. 

Authors concluded that entrepreneurial specificity and business specificity have a strong 

positive influence on the internationalization of Born Global, whereas the influence of location 

specifics and network specifics is not unambiguous. 

 

2.4 Conceptual framework of internationalization success factors 
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Andersson et al. (2015) proposed the conceptual framework of internationalization 

success factors presented in Figure 2 represented by four main categories: entrepreneurial 

perspective, organizational perspective, strategic perspective, and external environmental 

perspective. 

 

Figure 2: Success factors model of born Global's internationalization (source: Anderson et. al., 

2015). 

 

2.4.1 Entrepreneurial Perspective 

1) Entrepreneur's International Vision 

According to Oviatt and McDougall (1995), founders of born global companies do not 

tie their business thinking to a specific place or culture. These entrepreneurs focus and compete 

in the worldwide market, trying to find new business opportunities and extract competitive 
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advantages from the moment of founding their business. Thus, global vision is considered the 

founders' essential distinctive (Andersson et. al., 2015). 

2) International Knowledge and Experience 

International knowledge is mainly based on the international practical experience of the 

entrepreneur, so it is considered an important part of the company's success. This knowledge 

allows an entrepreneur to build the proper organizational processes, as well as allows to 

establish and use new international connections (Knight and Cavusgil, 2004). 

Oviatt and McDougall (1995), consider the international experience of the founder is 

critical to the internationalization process of the company. This experience helps to reduce 

international business risks and increase efficiency through the knowledge of international 

behavior, exchange rate risk, communication skills, and cultural conflicts. The global vision of 

entrepreneurs also derives to some extent from their international knowledge and experience as 

a consequence of their life or work experience abroad, or knowledge about international 

marketing. 

3) Education Background 

Education does not have such a strong impact as the characteristics mentioned above, 

but it can influence the specifics of an entrepreneur's thinking, knowledge of foreign languages, 

and, as a result, the choice of a company's development strategy (Zhu, 2010). 

4) Entrepreneurial Cognition 

International orientation leads to a higher level of proactivity and desire for the success 

of the entrepreneur; a willingness to learn international knowledge; the lower risk perception 

and tolerance to take it; sensitivity to opportunities and spirit to take on challenges; thus, 

increasing the speed of internationalization (Acedo and Jones, 2007; Zhu, 2010; Chu, 2010). 

5) Entrepreneur's Abilities  

Chu (2010) describes entrepreneur's abilities through the model, where that the ability 

to innovate and take risks affects the relevant policies of the company, which affects its size; 

identifying and exploiting opportunities helps to quickly capture new markets; adaptability 

helps to maintain positions in a competitive environment; competitiveness increases with an 

effective combination of resources; sustainable development is achieved better due to 

developed communication and coordination abilities. 

6) Entrepreneur's Personal Network  
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Entrepreneur's personal network can be used to find financial support and strategic 

partners in external markets, thus expanding their own business (Andersson and Evangelista, 

2006). That is especially important at the beginning of the internationalization process. 

2.4.2 Organizational Perspective  

1) Financial Condition 

Financial strength, leverage, and a joint venture with large enterprises can positively 

and/or significantly affect the speed and extent of international sales and the integration of 

advanced technologies into business processes (Shen, 2010; Zahra and George, 2002). 

2) Innovation Culture 

The developed innovation culture of global-born firms supports the business by 

developing certain knowledge based on accumulated knowledge and imitating the innovations 

of other companies (Knight and Cavusgil, 2004). This affects the development of organizational 

capacity and efficiency of the company, which accelerates the process of internationalization 

(Andersson et. al., 2015). In addition, innovation contributes to the opening of new markets and 

ways of production and service provision. 

3) Unique Resource  

One of the key advantages of global-born companies is the possession and integration 

of intangible resources, such as unique knowledge and product innovation, reputation, and 

networks, as they are more reliably protected from imitation (Zahra and George, 2002; Oviatt 

and McDougall, 1995; Zhu, 2009). 

4) Product or Service  

The unique resource that is the initial competitive advantage must be used to continue 

innovation of the product and service, which is a consequence of limited resources (Oviatt and 

McDougall, 1995). Knight and Cavusgi (2004) attach particular importance to the uniqueness 

of the production process, outstanding product quality, and know-how in positioning the 

company as part of the success of internationalization. 

5) International Business Network  

Born globals depend on an international business network of partners and knowledge 

exchanges that provide the company with experience in foreign markets and allow it to share 

risks, decrease the uncertainty, and simplify entry into new markets (Oviatt and McDougall, 
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1995). "They cannot survive without trusted and trusting financiers, suppliers and distributors" 

(Andersson et. al., 2015).  

2.4.3 Strategic Perspective  

1) Competitive Strategy  

Oviatt and McDougall (1995) believe that the first-mover advantage, low-cost strategy, 

and differentiation strategy can overcome inexperience and limited resources using intangible 

resources (knowledge or human resources), as these strategies allow companies to accelerate 

the entry and capture of a new market.  

2) Market Entry Strategy  

There are several points of view on what strategy to enter the market is chosen by those 

born global. On the one hand, Mcdougal (1989) believes that those born global are prone to 

diverse, aggressive, and large-scale strategies, developing and controlling a variety of sales 

channels to capture new markets. On the other hand, Burgel et. al., (1998) believe that limited 

resources lead to the choice of low-cost ways to enter the market, for example, through 

intermediary partners instead of direct deliveries, at the same time, mentioning the correlation 

between the size of the firm and dependence on intermediaries. To sum up, startups are prone 

to low-cost strategies at the initial stage, later switching to more diverse ways to capture markets 

(Andersson et. al., 2015). 

2.4.4 External Environment Perspective  

1) Industry Condition 

"The evolution of the industry affects the international strategies of firms" (Andersson 

et. al., 2015). The largest number of people born global appears in the high-tech industry, which 

is due to international competition between some industries, pushing for internationalization 

(Oviatt and McDougall, 1997). A study by Autio, Sapienza, and Almeida (2000) found a 

positive and significant correlation between the industry's knowledge intensity, imitability, and 

international revenue.  

Systematic analysis has revealed that: internationalization of a new enterprise is more 

likely to occur within the industry at the stage of its growth; high competition drives companies 

to internationalization; the more local industry is integrated into the global network, the more 

new international companies appear in this sector (Fernhaber et. al., 2007). However, in the 

case of mature industries, strategies of low price and marketing excellence are mainly used, 
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whereas, for the high-tech sector, the intensity of knowledge is more important (Xue and Zhou, 

2007). 

Evers (2010) identified that the degree of international demand and integration is crucial 

for a low-tech industry. The research provides examples of companies where 

entrepreneurs/managers did not have an international background but achieved success at the 

international level, which indicates the secondary importance of international experience, and 

the greater importance of the desire for growth and development. 

2) Geographic Location 

Global-born entrepreneurs in an industry cluster are more aware of the international 

opportunities and advantages of the cluster, are able to share more information and knowledge, 

and have easier access to human resources and venture capital, which affects the speed of 

internationalization (Fernhaber et. al., 2007; Andersson et. al., 2015). 

3) Government Policies 

Government policies or support may include encouraging exports, reducing export 

taxes, and organizing international exhibitions, which also have an impact on the speed of 

internationalization (Andersson et. al., 2015). 

Based on the performed literature review author of this thesis suggests that the 

conceptual model proposed by Andersson (2015) can be extended by three additional 

perspectives: knowledge perspective, network perspective, and resource perspective. 

2.4.5 Knowledge Perspective 

1) Knowledge about the customer 

Gubaev (2020) highlights that the lack of customers can end up in a failure of the 

business. The knowledge about potential customers, about their needs and pain points are 

crucial for a startup's success. This is also confirmed by the findings of Blank (2007), which 

observed several companies with a perfect product development process, but missing or not 

paying enough attention to customer needs. 

2) Knowledge about foreign specifics, rules and regulations 

Limited resources moderate the company's right to make mistakes. Knowledge of 

foreign rules and regulations allows to avoid financial losses and correctly determine the target, 

the desirable market for which the born global plans to expand (Yu, 1990; Eriksson et al., 1997). 
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"The quality of the business environment, in particular, competition, policy, and regulations set 

the stage for international expansion" (Kahiya, 2020). 

3) Knowledge about foreign distributors 

Due to a lack of resources, companies prefer to combine direct export deliveries with 

cooperation with mature companies using foreign distribution expertise that affects companies' 

performance (Knight and Cavusgil, 2004; Gabrielsson et al., 2008; Sultan and Wong, 2011). 

That is also confirmed by an empirical study that showed a significant correlation between the 

number and variety of distribution channels, and the degree of internationalization for both born 

global and traditional companies (Clavel San Emeterio et. al., 2020). 

 

2.4.6 Resource Perspective 

1) Human capabilities 

One of the most important born globals' advantage that drives the company towards 

success is human resources (Oviatt and McDougal, 1994; Sultan and Wong, 2011). According 

to Gubaev and Ibragimova (2020), the salary in startups is usually much lower than in a mature 

company, but employees are motivated by the idea of creating a new valuable product, and in 

some cases receive an option, so if the company is successfully developed, employees receive 

a significant financial bonus.  

Masili's (2018) empirical study confirms that human resources were very influential for 

the early internationalization success, however, it was hard to find the proper ones. 

2) Managerial skills 

Knight and Cavusgil (2004) highlight that the knowledge and wise utilization of 

networks and resources are key factors for success entering the market and performing 

operational activities. A flat organizational structure and managerial flexibility allow new 

ventures to achieve high decision-making speed and establish strong integrity, creating a 

common vision of goals and values among shareholders, which is also considered very 

influential for studied born global companies. 

Decision-makers who develop and implement a competitive strategy play an important 

role in creating dynamic capabilities that play an important role in the internationalization of 

born global companies (Weerawardena et al., 2007). 

3) Technological adaptation 
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Information and communication technologies allow you to access new networks and 

acquire resources without serious difficulty. Born global are looking for ways to reduce the cost 

of a product and production, while keeping the product itself more or less standardized, but 

focused on a specific niche. They operating under conditions of rapid technological changes, 

so they should, therefore, use dynamic capabilities towards its product, operational procedures, 

and competencies to gain competitive advantages and accelerate economic performance (Zollo 

and Winter, 2002; Weerawardena et al., 2007). 

4) Unique resource 

One of the key advantages of global-born companies is the possession and integration 

of intangible resources, such as unique knowledge and product innovation, reputation, and 

networks, as they are more reliably protected from imitation (Zahra and George, 2002; Oviatt 

and McDougall, 1995; Zhu, 2009). 

 

2.4.7 Network perspective 

1) Personal network 

Founders' personal network can be very helpful in searching trustful foreign 

representatives, financial support, strategic partners in external markets, or even human 

resources with specialized skills and knowledge, thus especially important at the beginning of 

the internationalization process (Andersson and Evangelista, 2006; Masili, 2018) 

2) International business network  

An international business network that involves cooperation with large international 

enterprises in order to develop and expand the business is considered an important success 

factor (Gabrielsson et al., 2008). There are three main approaches that born globals use to 

establish it: new relationships in a country that is not known to the firm yet; exploitation of the 

existing relationship to perform integration to other networks; or development of relationships 

in known networks (Madsen and Servais, 1997).  

3) Technological network 

Cluster members as well as universities/large enterprise collaborations members can 

share more information and knowledge, as well as have easier access to human resources, skills, 

know-how, acquisition of intellectual property and venture capital, thus, obtaining 
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improvements in product quality and a better understanding of own customers, thus, 

technological network affects the speed of internationalization (Fernhaber et. al., 2007; Masili, 

2018). 

Based on the given above evidence from a number of researchers, the author offers an 

extended conceptual model of success factors for early internationalization of the born global 

companies. The model presented in Figure 3 below. The presented conceptual model has found 

application in Mircode LLC and will be taken into account when further expanding to new 

international markets. 
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Figure 3: An extended conceptual model of success factors for early internationalization of the 

born global companies 
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3 STARTUP FUNDING  

 

Financial resources considered as an important part of launching a new venture. In the 

first stages, it is necessary to develop the minimum viable version of the product and hire the 

minimum necessary development team to subsequently ensure the development of a high-

quality product, hire qualified specialists and promote the product in the early stages before 

receiving significant financial investment.  

Businessmen who invest in startups taking high risks, but at the same time, they have a 

significant incentive: by investing in a successful project, they get a much more significant 

profit than they could get by investing in other financial instruments. 

Investors are very sensitive to the choice of a startup, thus, some key insights about how 

they evaluate startup presented below. 

1. Favorable industry and market forecasts 

A potential investor first of all studies the industry as a whole evaluating it for what this 

market segment will be like when the product is launched. A startup should study the trends in 

the target industry before launching a project and possibly re-focus on an area that is on the 

rise. 

2. The product, its functionality, and competitive advantages 

The final product of your startup should solve the real problem of the client. 

Before creating a prototype, it is important to communicate with as many potential 

customers of your product as possible and find out how they feel about possible solutions to a 

particular problem. 

Scalability and competitiveness are mandatory property of a startup by definition. The 

project should assume the ability to grow into a large company while maintaining its business 

model. The important metric is how many people are suffering from a problem. The larger this 

group, the more interesting the project for the owners of capital. 

A competitive advantage is the main feature of the startup. Investors are looking for a 

valuable unique offer that is not yet available on the market, and to which extent the client base 

is developed. 

3. The viability of a startup 
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Some funders believe that their project cannot be launched without investment. 

However, investors are more likely to invest in startups when founders are willing to invest in 

it themselves. 

A minimum viable product (MVP), or prototype can be created on its own resources 

and shown to the investor. MVP is also helpful to determine the reaction of potential buyers to 

the project, get feedback, and improve the final product based on it. 

4. Risk awareness 

A startup for investors is a set of risks that must be covered by the project's value, its 

reasonableness, and the amount of possible dividends — if the project is successful. 

Common risks inherent to all companies are divided into external and internal. External 

risks include country, political, economic, and operational risks, as well as risks associated with 

the threat of natural disasters. Internal risks include financial risks, the threat of fraud, and risks 

related to human resources. Investors also evaluate the startup's business processes and team. 

Incorrect or inaccurate definition of the target audience and poor-quality business plan 

of the startup, including the business model, planning, and budgeting can scare off investors. 

5. Team 

The team, its unity, and enthusiasm determine the success of the project. Investors prefer 

to study the entire team, internal interactions, and ways to resolve emerging conflicts. We 

evaluate the team's competence and commitment, as well as their belief in the success of the 

project as a whole and each of its members in particular. 

A good reputation, team spirit, and credibility are an advantage for candidates for funding. 

6. Image 

Investors study who and when was previously interested in your current / previous 

projects, and what share was previously promised to other investors. If a startup already has an 

investor with a good reputation it is an advantage. 

7. Size of investments 

The size of private investors ' finances is limited, so investors choose startups that match 

their financial capabilities. Sometimes startups ask for too high amounts, which the investor is 

not ready for. Therefore, it is important to know the investor beforehand and develop a backup 

business plan. It is better to have a smaller project and develop it than not to get funding at all. 
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There are number of different ways to get funding for a startup. The main methods of 

obtaining startup financing are systematized and presented below. 

1) Classic FFF (friends, family, and fools). 

Friends, family, and fools. As a rule, these are people who own stock of money, family, 

and people who do not have venture experience but want to invest in a startup.  

The latter is more like friends of friends and is difficult to recommend. In addition to 

their lack of experience, there is a risk of getting people who are far from the values of the 

startup's founders or understanding the riskiness of venture capital investments as co-owners of 

the company. 

2) Business angels. 

A business angel is a private venture capitalist who, in addition to money, invests in the 

project its own entrepreneurial or professional experience. Business angels can be found on 

specialized websites such as Angel List, Startup Point, or Pitch Book. A significant 

disadvantage of this form of fundraising is that business angels usually require a larger share in 

the company's equity (for example, from 10 to 50%) than, for example, business incubators. 

3) Crowdfunding. 

This is a collection of money for the implementation of the project from a large number 

of small investors interested in the company's product. Startups are invested through a 

specialized Internet platform (for example, Russian BoomStarter or international Kickstarter, 

Indiegogo, Fig.), where young entrepreneurs are registered. Platforms charge a commission 

from 3 to 10% of the amount raised for their intermediary services. 

4) Crowdfunding through loans. 

For example, via the alpha Stream and StartTrack services. This is an appropriate option 

if the project already has sales. Such platforms gather a pool of small investors who are ready 

to give syndicated loans to startups. Interest rates are higher than Bank rates, terms are shorter, 

but no collateral is required and processing is relatively fast. Suitable for projects with high 

turnover and corresponding profitability, but without the main assets. 

5) Secured financing. 

Long-term loans can be secured by commercial banks against property or assets. 

Collateral can be real estate, any property, shares, gold, as well as leasing. A loan for a future 

business can also be obtained under the guarantee of a legal entity or individual. If the amount 

of financing is large, and the project involves the acquisition of fixed assets that can be used as 
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collateral, it is advisable to consider project financing programs from banks. To do this, the 

company will need to provide the bank with a detailed financial and business plan. 

6) Customers' subscription to the product before the B2C product appears. 

In this case, production or purchase is carried out when there is enough money to start. 

This method is similar to crowdfunding, but it does not require special platforms or great 

popularity in social networks. In this case, we are talking about pre-sales. For product startups, 

a landing page can be created to launch a subscription service for orders with deferred delivery. 

Another option could be the use of the mechanism of joint purchases (collecting an amount 

sufficient for a wholesale batch to get a discount for the volume). This method is also useful to 

test the demand before significant investments and can be used as a proof of concept valuable 

for future investors. 

7) Getting project financing from potential clients. 

Applicable for B2B startups (the main clients are companies, not individuals). Funding 

can be provided by large companies that may be interested in the product. Such a product must 

be unique or increase the marginality of potential customers' business. It is important to have 

test samples and a well-calculated presentation in terms of finances and feasibility. For 

example, Bill Gates started Microsoft by getting funding for MS-DOS from IBM before the 

product was available. 

8) Obtaining financing from production. 

Applicable for startups focused on selling products. If manufacturers are interested in 

entering new markets or reaching a new audience. In this case, it is possible to achieve a delay 

in payment, which allows the company to pay the debts from the revenue of the product. 

9) Equity financing. 

Equity financing is raising new external funds when an investor becomes the owner of 

shares involved in the turnover on the stock market and then divides the profits with the main 

investor. The main advantage of equity financing is that the business is not required to return 

the money. Instead, investors hope to return their investment from future profits. The main 

disadvantage of equity financing is that investors become co-owners of the business and thus 

get a voice in making business decisions. 

10) Exchange of shares of a startup using options on the services required to the 

company. 



  

35 

 

Applicable when startup funding is needed to obtain certain services that are helpful for 

the company's development. For example, Facebook paid with its shares for the design of a new 

office. Mark Zuckerberg received graffiti by fashion artist David Zhou, who received a share 

of $200 million when Facebook went public. This method applicable under circumstances 

where an unconditional trust of potential contractors or employees is presented. 

11) Accelerators and incubators. 

In many developed countries, there are incubators and accelerators created by 

governments, educational institutions, or large corporations. In case of a positive decision on 

financing, the startup can get not only funding, but also an office, equipment, and space in the 

laboratory premises. The development of a startup project will be supervised by people who are 

competent in the world of startups, and the company will receive advice on business promotion 

and management. There is also an opportunity to become part of a huge network that will allow 

the company to know potential customers and partners.  

Financing is provided in exchange for a small stake in the company (up to 10%). An 

example of such an organization in Russia is a non-profit organization created to provide 

support and development of small businesses – the pre-seed investment fund. 

12) Grants. 

Grants are usually aimed at accelerating the development of certain industries or 

technological areas. They do not require payment, but they do require winning the competition 

and strict following of the funding program after receiving finances. From the point of view of 

flexibility — this option is not so attractive since it will not be possible to dramatically change 

the direction of the startup's development.  

 

But from the point of view of the cost of money — this is the undisputed leader because 

the company does not need to give in return any shares, grants, or interest for their use. There 

are aggregator sites where information about existing grants is collected, for example rsci.ru 

13) Venture funds and private equity funds. 

For the fund's investments, the company gives a significant share in the business and 

part of its control over it. Venture funds consider investments of 500 thousand dollars or more, 

for this reason, they have higher requirements for the objects under consideration than seed 

funds or incubators.  
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The later the company receives venture capital funding, the better the business will be 

evaluated and most of it will remain with the founders. Therefore, it makes sense to apply to 

venture funds only after finding a working business model, with an understanding of the 

business economy and convincing historical metrics of business development.  

Alternatively, the company can participate in targeted events: venture conferences, 

exhibitions, and hackathons. The funds are interested in a strong team that has proven its 

competence, a large potential market and the potential for rapid growth of the project's 

capitalization.  

Accordingly, such money is appropriate for obtaining financial leverage for accelerated 

scaling. Venture capitalists are usually willing to invest in the range of 20% of the shares of a 

launched startup project. Investors are studying the business they may have to invest in quite 

closely. As a rule, only 1-2% get approval. 

14) Initial public offering (IPO). 

IPOs often involve small, young companies looking to expand the capital, but they can 

also be large companies that want to go public. IPO allows the company to attract huge funds 

from an unlimited range of private and institutional investors, as well as raise the prestige and 

credibility of the startup in the market. However, the strict requirements imposed on companies 

entering the public market for the first time make this tool available to not all startups. 
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4 MARKET ANALYSIS 

4.1 Analysis of key success factors of other market participants 

 

One of the goals of this thesis is the development of the concept of the business model for 

the application that will aggregate all discounts and special offers in groceries near the user in 

real-time.  

There are several successful examples on the market that offer similar functionality, but 

operating in the United States of America (USA), Canada and Russia, which are out of the 

target market (Europe). 

The biggest player in the market of the United States of America is the Ibotta service, which 

allows users to use a smartphone app to receive cashback on purchases in the store, mobile app 

and online by sending checks. It allows to link to the service loyalty cards of retail chains, as 

well as make payments and/or confirm the purchase intent.  

Since its foundation in 2011, the company has undergone 6 rounds of investment. Round A 

took place on May 1, 2013, and round B on June 11, 2014. Two rounds of C were held in 2015 

and 2017, after which the company entered the funding round D in the same year 2017 and 

repeated it in 2019. As of 2019, Ibotta has received more than $ 85 million in funding and has 

12 key investors, including both venture capitalists and private equity.  

In August 2019, the company announced that it had raised its estimated value to $1 billion 

after the fourth round of funding. However, the company has not yet made a public offering. In 

the same year, it was reported that the Ibotta app was downloaded more than 30 million times 

and gave users $ 500 million in rewards. 

The company employs more than 650 employees. The head office is located in Denver, 

Colorado. The company's founder, Bryan Leach, remains Executive Director. In 2011, he 

realized the need for a more advanced approach to connecting brands, retailers, and consumers 

through telecommunications technologies and founded IBotta. 

Bryan set out to make it easy for smartphone owners to make money from their routine 

purchases. Nowadays, this company is one of the industry leaders in mobile marketing based 

on offline performance.  

Before Ibotta, Bryan was a co-founder of a law firm and worked as a clerk for judge David 

Souter on the U.S. Supreme court. He graduated from Harvard, Oxford, and Yale law schools.  



  

38 

 

 The company's technical director is Luke Swanson. Before joining Ibotta, Luke was Vice 

President of engineering for Photobucket, whose technology scaled to hundreds of millions of 

users and hosted billions of images before being acquired by Fox Interactive Media.  

Rishis Hingorani is currently the Vice President IBotta affiliate relationships with clients. 

Prior to this, Rishi spent seven years working with NPR as senior director of the members ' 

partnership and Director of public policy and legislation. 

At the moment, the company has registered 2 patents in the category of "information and 

communication technologies," as well as registered 4 trademarks, among which the most 

popular in the class of"scientific and electronic devices and tools." 

By data crunchbase.com, the company spends $2.6 million annually on IT. 

The Flipp application (also known as Wishabi) was founded in Toronto, Canada, in 2006. 

Flipp is a retail technology company that works with major retailers and brands to help them 

transform their businesses and thrive in this digital age.  

The company's mission is to rethink the process of weekly shopping. The company's 

partners use the next-generation digital shopping market to connect with millions of highly 

engaged customers to provide a personalized experience and increase sales.  

The Flipp app allows users to make reasoned purchasing decisions, saving them time and 

money every week. With this service, millions of consumers get access to digital shopping 

content to plan shopping trips and find offers for the products and brands they love.  

The team has more than 400 team members. The company's annual turnover is $ 8.1 million. 

The company conducted 3 rounds of financing: seed investment in 2006, investment round 

A in 2011, and private investment round in 2016. Thus, the company was able to raise $62 

million as of 2016. At the moment, the company has 2 main investors-General Atlantic (private 

placement round) and Hedgewood (round A). 

According to crunchbase.com, the Flipp app is downloaded more than 153,000 times each 

month. 

The company has registered 11 patents, mostly related to"computing and computing." The 

company owns 14 trademarks, the most popular of which are in the class of "scientific and 

technological services." 

The management team consists of 8 people. The founder, David Meyers, ex Executive Vice 

President and CFO of Del Monte Foods, Inc, was elected to be a director in 2011. Meyers is the 

company's general manager with more than 35 years of experience in leading the consumer 



  

39 

 

goods companies. He has experience in leading international and domestic businesses with 

success in growth rates and optimization of operations. He is an expert in corporate and 

operational finance, developing business strategies, including mergers and acquisitions 

worldwide. The in-depth knowledge of capital markets and non-standard financial instruments 

allowed him to improve the companies' capital and get shareholders' approval. David Meyers 

served on the Board of Directors of Smart & Final and was Chairman of the Audit Committee 

before its sale. He is also currently a member of the Board of Directors of Foster Dairy Farms 

and Chairman of its Audit Committee, as well as a member of the Board of Directors of Bay 

Grove Capital. 

Wehuns Tan is one of the founders of Wishabi (another company name) and serves as the 

company's Chief Executive officer. Wehuns focuses on product strategy, strengthening and 

growing partnerships. Wehuns has been working in the high-tech sector for more than 10 years 

and previously worked for Microsoft on corporate business development, working with fortune 

500 companies. 

David AU-Jung leads the development of Wishabi apps and software that helps consumers 

shop online. Prior to founding Wishabi, David had more than 10 years of experience as a lead 

consultant for Infusion development and Numerix in the financial services sector. 

Jeff Francis is responsible for research and development at Flipp, researching and 

promoting new technologies that benefit consumers and retailers. Before joining Flipp 

Corporation, Jeff was the Director of research and development at BlueSun. 

Alex Crisses is the managing Director of General Atlantic and a member of the Supervisory 

Board of Flipp from This organization, which is a key investor in the company. He is 

responsible for investing in the company's technology development and chiefs the rapid growth 

initiative. Before joining General Atlantic in 2016, Alex was Managing Director of Insight 

Venture Partners, where he focused on software and Internet investments around the world. At 

the beginning of his career, Alex worked in the investment department of Credit Suisse, where 

he was responsible for global energy and power generation. 

Edadil, an aggregator of discounts, special offers of retail chains, and cashback, has been 

operating in Russia since 2012. To date, the majority stake in this service belongs to Yandex. 

More than 260 retail chains and about 52,000 stores are already connected to the service. 

According to Forbes, the number of unique users is 10.5 million. 



  

40 

 

Thus, we can conclude that the European market is currently a tasty morsel that is still not 

occupied. The analysis showed that there is still no such service in Europe. However, each retail 

chain has its own loyalty program, and the conducted survey confirms that the trend of lean 

spending is also relevant for Europe. 
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4.2 Analysis of grocery retail chains  

 

Food retail chains in Europe are represented by a number of groups of companies and 

holdings operating internationally. Below is an analysis of TOP-10 largest holdings, their 

revenue, the brands they operate under, and the countries in which they operate. 

1) Schwarz Group, discount store. 

Rank among all retailers: 5. 

Country of origin: Germany. 

Revenue: $104.3 

Brands that it operates under: Lidl and Kaufland. 

 

Lidl is a global discount supermarket chain that has more than 10,000 stores and presented 

in 29 countries such as Austria, Belgium, Bulgaria, Croatia, Cyprus, Czech Republic, Denmark, 

Estonia, Finland, France, Germany, Greece, Hungary, Italy, Ireland, Latvia, Lithuania, 

Luxembourg, Malta, Netherlands, Poland, Portugal, Romania, Serbia, Slovakia, Slovenia, 

Spain, Sweden, Switzerland, United Kingdom, and the United States.  

Kaufland is a hypermarket chain that has more than 1200 stores and presented in  Germany, 

Czech Republic, Slovakia, Poland, Romania, Bulgaria, Croatia, and Moldova. 

 

2) Aldi, discount supermarket 

Rank among all retailers: 8. 

Country of origin: Germany. 

Revenue: $98.31 

Brands that it operates under: Aldi, Aldi Nord, Aldi Süd, Hofer, Aldi Alcohol. 

 

Aldi is a global family-owned discount supermarket chains that have more than 10,000 

stores in 20 countries, namely, Australia, Austria, Belgium, China, Denmark, France, Hungary, 

Ireland, Italy, Luxembourg, Netherlands, Poland, Portugal, Slovenia, Spain, Switzerland, 

United Kingdom, and the United States. 

 

3) Tesco PLC, hypermarket/supercenter/superstore 
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Rank among all retailers: 10. 

Country of origin: United Kingdom. 

Revenue: $74.0 

Brands that it operates under: Tesco Extra, Tesco Superstores, Tesco Express, Tesco Metro, 

One Stop. 

 

Tesco is multinational groceries and general merchandise retailer that has 6,800 shops and 

presented in Czech Republic, Hungary, Ireland, India, Malaysia, Poland, Thailand, Slovakia, 

United Kingdom 

 

4) Ahold Delhaize, supermarket  

Rank among all retailers: 11. 

Country of origin: Netherlands. 

Revenue: $72.32 

Brands that it operates under: Delhaize, Albert Heijn, AB, Food Lion, Maxi, Tempo etc. 

 

Ahold Delhaize is a  retail company, operating supermarkets and e-commerce businesses 

operating under 21 local brands that has 6500 stores represented in 11 countries such as 

Belgium, Czech Republic, Greece, Indonesia, Luxembourg, Netherlands, Portugal, Romania, 

Serbia, United States. 

 

5) Auchan Holding SA, hypermarket/supercenter/superstore 

Rank among all retailers: 16. 

Country of origin: France. 

Revenue: $58.62 

Brands that it operates under: Auchan, Alcampo 

 

Auchan is one of the largest multinational retailers with a direct presence that presented in 

12 countries, namely, China, France, Hungary, Italy, Luxembourg, Poland, Portugal, Romania, 

Russia, Spain, Taiwan, and Ukraine.  

6) Edeka Group, supermarket 

https://en.wikipedia.org/wiki/Multinational_corporation
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Rank among all retailers: 17. 

Country of origin: Germany. 

Revenue: $57.52 

Brands that it operates under or belong to it: Edeka nah und gut, Edeka aktiv markt, etc. 

 

Edeka is the largest supermarket chain in Germany that holds the fifth of the market share 

and has more than 4000 stores. Its operations focused only on Germany. 

 

7) REWE Combine, supermarket 

Rank among all retailers: 19. 

Country of origin: Germany. 

Revenue: $49.72 

Brands that it operates under: REWE, BILLA, Penny, Merkur, Standa, Kaufpark, Palink. 

 

The REWE Group is a diversified retail and tourism co-operative group that has more than 

12 000 stores around the world and presented in the following countries: Austria, Bulgaria, 

Czech Republic, Croatia, Germany, France, Hungary, Italy, Poland, Portugal, Romania, Russia, 

Slovakia, Switzerland, Ukraine, and United Kingdom. 

 

8) Casino Guichard-Perrachon S.A., hypermarket/supercenter/superstore 

Rank among all retailers: 23. 

Country of origin: France. 

Revenue: $42.62 

Brands that it operates under: Géant Casino, Casino Supermarchés, Monoprix, Franprix, 

Leader Price, Cdiscount, Vival, Spar, Sherpa, Le Petit Casino. 

 

Casino Group is a mass-market retail Group that has more than 12 200 stores and operates 

in France, Brazil, Colombia, Argentina, Uruguay, Thailand, Vietnam. The company mainly 

focuses on France and developing countries. 

 

9) E. Leclerc, hypermarket/supercenter/superstore 
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Rank among all retailers: 25. 

Country of origin: France. 

Revenue: $41.51 

Brands that it operates under: E.Leclerc 

 

E.Leclerc is a hypermarket chain that has more than 600 stores and covers seven countries 

out of France including Andorra, Poland, Portugal, Reunion, Slovenia, Spain, and Wallis-et-

Futuna.  

10) Metro AG, cash & carry/warehouse club 

Rank among all retailers: 26. 

Country of origin: Germany. 

Revenue: $41.02 

Brands that it operates under: Metro Cash & Carry, Real, Galeria Kaufhof, Fasol 

 

Metro Cash & Carry represented in 31 countries of the world and has more than 2 200 

stores. Range of the countries covered by Metro includes Austria, Belgium, Bulgaria, China, 

Croatia, Czech Republic, Denmark, France, Germany, Greece, Hungary, India, Italy, 

Kazakhstan, Moldova, Luxembourg, Netherlands, Pakistan, Poland, Portugal, Romania, 

Russia, Serbia, Slovakia, Spain, Sweden, Switzerland, Turkey, Ukraine, Vietnam. 

The presented overview of the largest retail chains allows us to determine which of them 

are most represented in Europe: Schwarz Group, Aldi, TESCO, Ahold Delhaize, Auchan, 

REWE Combine, Metro Cash & Carry, thus, we identified the most priority partners for 

cooperation at the first stages of the application launch. 

The startup definitely should contact representatives of mentioned above companies in 

order to present the solution and benefits from their perspectives. Benefits will be closely 

discussed in chapter 6. 
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5 DEVELOPMENT OF A SALES PLAN AND INDICATORS OF THE 

ECONOMIC EFFICIENCY OF INVESTMENTS 

 

There are a number of ways that investors use to assess the attractiveness of a startup 

and the feasibility of investment.  

Many accelerators do not differentiate the cost of startups but give them the same 

amount of investment for the same share of capital. The average estimate is used because there 

is always a high degree of uncertainty. The business model can undergo changes before there 

are serious investments, and there is not enough data based on which it is possible to make an 

assessment. This is why investors use an average rating of all startups based on previous 

experience. 

In the case when a startup already has an MVP and first sales, the investor can assess 

whether there is a market and how scalable it is. Individual assessment of a startup is carried 

out if the startup has conducted serious research and received results that can be used to predict 

sales growth by period. 

There is a model when a similar existing business is taken to evaluate a startup, which 

is the nominal value for the startup. Then the startup is divided by parameters (team, business 

model, etc.) and compared with the nominal value (existing business). 

However, the approach of using an existing and working similar solution as a benchmark 

is not always appropriate. Often a startup is something new that creates a market for itself. in 

this case, it is difficult to find an existing company similar to this startup. 

Financial metrics can also be used — EBITDA can determine the cost. The operating 

flow is discounted for a certain number of years (the planning horizon is usually no more than 

5 years), which results in the cost. It is difficult to determine EBITDA in a startup. Recent IPOs 

show that companies go out there even with negative indicators 

Another method of estimation is by revenue. The startup's valuation is calculated based 

on revenue and the multiplier of that revenue. However, revenue can be manipulated, and” at 

the moment " the company can show the cost that will be needed for certain purposes, for 

example, including or excluding discounts and bookings, which does not reflect the actual 

revenue. Therefore, the revenue estimate is considered risky for the investor. 

There are more reliable ways to evaluate it. If the startup already has an operating profit, 

you can make calculations based on EBITDA. For example, normalized EBITDA, when 
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expenses that are not typical for this business are excluded. In this case, EBITDA can become 

positive and it can be used, for example, using a multiplier. 

For startups that do not yet have data, the cost is based on estimates from previous 

rounds of investment. The early assessment usually calculated based on future potential. 

Subsequent calculations are made taking into account expenses that the company no longer 

bears, therefore the company's income increases. This approach takes place if risks are taken 

into account, discount rates are set, and the cost of EBITDA is calculated on these grounds. 

When dealing with an investor, a startup tries to sell the project more expensive, while 

the investor makes an effort to reduce the cost of the startup in order to buy a larger share. In 

this case, the investor tries to show the startup that there are many risks and uncertainties ahead, 

as well as to get the maximum discount for the share by offering a high discount rate. 

The startup, in turn, should prove that the cost of the startup is higher. To do this, the 

startup team needs to conduct large-scale market research through sales or a focus group, and 

show that the assumptions are based on solid facts. Both optimistic and pessimistic calculations 

are recommended for the evaluation of startups. 

A startup needs a financial plan for more adequate calculation of expenses and income, 

to avoid cash gaps, to understand how much money the company has, what it is spent on, and 

when it will run out. The financial plan takes all this into account and helps startup to plan 

further when it is needed to attract investment. 

The financial plan allows the investor to investigate how well the expenses are 

distributed, and how it corresponds to the goals of the startup. It contains two parts: expenditure 

and revenue. 

Revenue should coincide with other parameters (market capacity, etc.) and reflect the 

real capabilities of the startup to implement the product that it produces. 

The expenditure part should be divided into expenses such as salaries, marketing, etc. 

From the salary costs, the investor will see, what salary the funders expect, and evaluate their 

plans: do they just want a salary above the market or are they ready to reinvest them in further 

development? The salary level should be comfortable and cover all current needs, which will 

allow the startup team to fully focus on the startup and not think about additional ways to earn 

money.  

If the project does not have data, then a realistic income growth curve can be built by 

proof of concept. For example, the startup takes a hundred people, show them the finished 
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product, and offer to buy it for a certain price. Then the number of people who agreed to buy 

the product is extrapolated to a thousand or more. The estimated sales volume calculated in this 

way is relatively realistic, but it is recommended to reduce all indicators by 10-15%. The 

founder's background also plays a significant role: a person with business experience and 

successful projects is more trustworthy. 

A reliable financial plan is as close as possible to normal financial statements, takes into 

account both financial and non-financial metrics, and is as detailed as possible, including 

expenses for salaries, rent, depreciation of equipment, etc. 

There are two similar to each other methods of evaluation of a startup that does not 

generate revenue yet. A scoring methodology is an approach to evaluating a startup. The first 

step in using this technique is to determine the company's average cost in this region and in this 

sector of the economy. The average rating may vary from region to region, depending on the 

economy's state and the competitive environment for startups. The cost is then adjusted 

according to a specific set of criteria. The weights of these criteria are determined based on their 

impact on the overall success of the project. The example is provided below. 

 Weight Relative to the average 

project 

1. Abilities of the team 40% 125% 

2. The readiness of the 

product/technology 

30% 100% 

3. The market size 20% 15% 

4. The competitive situation 10% 75% 

The basic cost of the company $ 1 000 000 

Multiplicator 90,5% 

The calculated cost of the company $ 905 000 

 

This method is also known as the "Bill Payne Method", which takes into account six 

criteria: management team (30%), potential market size (25%), product or service novelty 

(10%), sales channels (10%), business stage (10%), and other factors (15%). 

The rate of return method allows to calculate the future value of the planned investment. 

It is calculated by the following formula: 

FV = PV (1 + r) N, 
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where FV – the forward value of an investment (in N years) 

PV – present value, cost of investment at the moment 

r – the target rate of return (IRR), 

N – the period during which the investor's money working in the project (number of 

years until the investor withdraws from startup). 

For example: with a 50 % annual IRR and an investment period of 3 years, the future 

value of $100,000 investment is equal to FV = $100,000 x (1 + 0,50)* 3 = $450000 . 

The method of summing up risk factors involves evaluating the company based on 

twelve risk categories: 

- management risks 

- risks at different stages of business development 

- political risks associated with legislation 

- production risks 

- risks associated with sales and marketing 

- risks associated with financing/raising capital 

- competitive risks 

- technological risks 

- legal risks 

- international risks 

- reputational risks 

- risks associated with a potentially profitable exit from a startup 

 

Each risk category is assigned a class  ++, +, 0 (neutral), - or --. The rating is based on 

a scale: 

++ = add $500k to the cost 

+   = add $250 thousand 

0   = no changes 

-    = deduct $250,000 

-- = deduct $500 thousand 

The method involves calculations for each category and comparing the obtained data 

with the results of similar companies. 
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To assess the attractiveness of the startup, the net present value (NPV) was calculated. 

The NPV is the difference between all cash inflows and outflows reported at the time of the 

investment project evaluation. It demonstrates the amount of cash the investor expects to gain 

after the cash inflows recoup its initial investment costs and periodic cash outflows associated 

with the project. Since cash payments are evaluated based on their time value and risks, NPV 

is also known as the project's added value. In other words, it is the total profit of the investor. 

Investors use this indicator when comparing alternative projects. In this case, preference 

should be given to the project with a higher NPV. 

𝑁𝑃𝑉 =  ∑
𝑁𝐶𝐹𝑡

(1 + 𝑘)𝑡
− 𝑁𝐶𝐹0

𝑛

𝑡=1

 

where: 

𝑁𝐶𝐹0 - initial cash that outlays on a project, 

𝑁𝐶𝐹𝑡 - net cash flow generated by the project at time t, 

n – the number of periods in the evaluation, 

k – the required rate of return. 
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The results of the NPV calculation are presented in Figure 4 below. 

 

Figure 44: Net Present Value of the startup 

 

During the evaluation of the cost of developing a minimum viable product, two options 

were considered: development by Finnish developers and hiring Russian developers to 

implement the product.  

Since, as mentioned in the second chapter, the use of advanced information and 

communication technologies is an integral part of global-born companies and because of the 

significant difference in development costs, it was decided to choose the second option. Another 

factor that influenced this decision was the common native language, which in theory should 

make communication with the implementation team a little easier. 

The revenue mainly consists of three parts: income from placement of retailers, income 

from advertising campaigns, and income as a commission for the provision of cashback. 
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In order to capture the European market and food retail chains the benefits of partnering 

with our app, as well as fill it with content to attract as many users as possible, the first year of 

publishing catalogs of food retail chains is planned to be free. 

When enough users are attracted, the bargaining power will increase and the startup will 

be able to profit from catalog placement. As the number of users increases and depending on 

the number of stores that represent a particular chain, the cost of placement will adjust. 

An advertising campaign will be available from the very launch of the application, thus, 

considering the marketing budgets of leaders in the retail industry, expected to be a solid part 

of the company’s revenue. 

It is expected that the profit from commissions for provisioning of cashback will begin 

to flow from the third year after the startup is launched, since the implementation of this service 

is more labor-intensive and knowledge-intensive, thus, it is not included in the initial version 

of the product. 

The net present value, calculated over five years, is positive, which means that the 

project is promising and attractive for investment. 

The breakeven analysis presented in Figure 5 below. 

 

Figure 55: Breakeven analysis 

 

Break-even analysis is based on the planned profit and expenses for 5 years. The results 

forecast a profit towards the end of the third year after launch. For a startup, this is a fairly quick 
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payback period, thus, the project should be interesting to investors, as well as this gives an 

advantage in negotiations to the founders of the startup. 
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6 MINIMUM VIABLE PRODUCT 

 

As was mentioned in previous paragraphs, it is much easier for a startup to raise funding 

if it already has a minimal viable version of the product. This version usually does not require 

large financial investments or can be made by the founders of startups themselves.  

Following our own recommendations, we decided to create a web-site as a proof of 

concept. Today, there are many solutions that allow to create a website from scratch, even 

without programming knowledge. Such solutions are represented by Wix, Tilda, Nethouse, and 

many other platforms. 

First, we need to decide what will be included in the minimum viable version of the 

product and what will be added in the next iteration of development. The very first version of 

the product consists of groceries in Lappeenranta city (Finland) with an aggregation of special 

offers and discounts collected using printed versions of catalogs from different food retail 

chains distributed by post as a promo. These products were divided into categories and placed 

on a web-site.  

In Figure 6 we can see the front page of the website. It contains a link leading to 

discounts, the main categories of products presented on the site, the startup's mission, as well 

as links to the main sections in the header and a form through which the user can use to subscribe 

to a newsletter, receiving a personal selection of discounts by email. 

In Figure 7 we can see an example of the discounts in the "Meat" category. It allows 

users to set filters by certain brands, groceries, or type of product. Also, it allows users to sort 

the products in the category by the price or by the discount.  

The product card shows the name, discount amount, weight, and price per kilogram, so 

that the users do not have to calculate which of the presented items is cheaper. 
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Figure 66: Home page 

 

 

Figure 7: An example of the discounts in the "Meat" category. 

 

Apart from the functionality described above, the next versions planned to have a 

shopping cart where users will be able to create a shopping list and compare which shop is more 

profitable, thus, know which shop to visit. Another feature will be downloading of the shopping 

list and an option to share it with another person, for example, the wife can prepare this shopping 

list and send it to the husband, thus, making everyone’s life easier.  

Further functionality expects to eliminate the need to bring a physical loyalty card, it 

will be available through the same platform. Another idea is to give suggestions to the user 

what to cook for lunch, romantic dinner, or party with friends based on what products he is 

going to buy. 
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We are inspired by an idea of a cashback, so we would like to help our users to receive 

it through our application. For example, if the producer of certain goods launches promo, the 

user can get a cashback through scanning the receipt. 

There are some benefits from a retail business perspective: 

• Saving money on printing the flyers that are not so effective these days and 

usually ignored by people; 

• Direct channel for communication with the customer and promotion in real-time: 

it is hard to find and compare offers through flyers that can be out-dated but easy 

through our service that provides always actual information; 

• Targeting can be configured according to previous searches/purchases; 

• Cashback will make the customer return to the shop, spend more money and be 

happy at the same time; 

• Cashback provided by the producer will bring to retail a motivated customer 

who will buy the product for the whole price; 

• Analytics and statistics: per click, searches, etc. 

 

Benefits from the producers' perspective listed below. These are: 

• A new direct with the customer way to promote the goods and raise conversion 

(give a cashback to the customer and analyze how efficient promo works); 

• A new way to test a product (through statistics reports and cashback analysis); 

• Commercial promotion of certain goods; 

• Analytics and statistics: per click, searches, etc. 

 

As we can see, the proposed solution is beneficial to each side and, given the effect it 

has had on other markets, should be very popular in Europe. 
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7 DISCUSSION 

7.1 Evaluating the portrait of the app's target audience  

 

As was mentioned in chapter 2, meeting customers’ needs and expectations is a crucial 

point for any startup. Thus, to get a better understanding of a customer, a descriptive research 

method through conducting a survey was applied.  

“The real-world user model includes the user’s personal demographic information (age, 

gender, grade...), user’s capabilities (background knowledge, proficiencies, cognitive and non-

cognitive abilities...), user’s interests, and etc information” (Liu et. al., 2009). 

Based on these assumptions, the survey was conducted using Google Forms service. 

The survey was divided into two parts where the first part consists of general information about 

users, such as age, gender, the country where they live, occupation, marital status, and the 

number of people in the household. The second part of the survey covers the preferences of a 

potential user, the approximate amount of money spent per person in groceries every week. 

Also, not mandatory textbox was added to the end of the survey in order to collect feedback 

about the features that potential customers would like to have in the application that will 

aggregate all discounts and special offers in groceries around the user in real-time.  

The survey received about a hundred responses from different genders, ages, and 

countries. The following paragraphs contain the results of the conducted survey. 

The average age of a respondent is 33. The age distribution of respondents presented in 

Figure 8 below. 

Most of the respondents are males, however, the gender distribution is approximately 

the same. The gender distribution of respondents presented in Figure 9 below. 

The largest number of responses came from Europe, in particular from Finland, 

Germany, Italy, Spain, and Switzerland. 
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Figure 8: Age distribution of respondents 

 

 

Figure 9: Gender distribution of respondents 

 

Most of the respondents’ occupation is workers, however, answers also represented by 

an opinion of currently unemployed, recently graduated people as well as by students. The 

occupation distribution of respondents presented in Figure 10 below. 
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Figure 10: Occupation distribution of respondents 

 

In terms of marital status, half of the respondents are married, one fifth is in a 

relationship, and the other fifth is single. Distribution presented in Figure 11 below. 

Distribution of the number of people in a household presented in Figure 12 below. The 

results of the survey show that on average there are 2-3 people in households, but the survey of 

a wider sample of people may show a different distribution 

The second part of the survey includes questions that can reveal the behavioral 

characteristics of potential users, the decision-making process in groceries, and attitude towards 

the idea to use an application that will aggregate discounts and special offers. 

To some extent, the survey serves as a proof of concept to determine whether such an 

application will be in demand and popular, as well as whether the turnover within the target 

market is sufficient for the implementation of the startup's operational activities 
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Figure 11: Marital status distribution of respondents 
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Figure 12: Distribution of the number of people in a household 

 

The surveyed people visit grocery stores fairly often, on average two or three times a 

week, spending an average of 64 euros per person on purchases. The precise distribution can 

be found in Figures 13 and 14. 
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Figure 13: Spending on food in EUR per person 

 

 

Figure 14: Frequency of grocery store visits 
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The following sections were devoted to understanding the behavior of potential users, 

why they make purchases in stores, what they pay attention to, and what parameters influence 

their decisions. 

Since the application is planned to be focused on discounts, one of the questions was 

formulated as “How much do you agree with the statement: “I make a decision to buy or not to 

buy an item, depending on whether there is a discount on it". A scale of five values was applied 

to evaluate attitude toward discounts and how strong the buy-not buy decision depends on it. 

The distribution presented in Figure 15 below.  

As we can see, respondents are generally quite neutral about the idea of making 

purchases only because of the availability of discounts. This means that there are other factors 

that affect the final decision in addition to the discount. They will be discussed further.  

 

Figure 157: Answer to the question "How much do you agree with the statement: “I make a 

decision to buy or not to buy an item, depending on whether there is a discount on it" 
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This conclusion also confirmed by the following question formulated as “How much do 

you agree with the statement: “I will most likely buy an item if it has a discount, even if I do 

not really need it". The results presented in Figure 16. 

As we can see, most of the people are not willing to make a purchase just because of the 

discount. Thus, we confirm that there are other factors that influence a buy/not-buy decision. 

 

 

Figure 168: Distribution to the question "How much do you agree with the statement: “I will 

most likely buy an item if it has a discount, even if I don't really need it" 

 

To understand other factors that can contribute to customers’ behavior and decisions, 

the following question was formulated towards the price: “How much do you agree with the 

statement: “I always pay attention to the price of the product". 

As we can see from Figure 17, the distribution shows a fairly positive correlation 

between a product price and buy/not-buy decision. Thus, we can conclude that price is one of 

the decisive factors in the decision-making process. 
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Figure 179: Distribution to the question "How much do you agree with the statement: “I always 

pay attention to the price of the product" 

 

The next factor for assessment was the extent to which consumers ready to make 

additional efforts to save money. The question was formulated as follows: “How much do you 

agree with the statement: “If I know that the prices are cheaper at a store located further away 

than the nearest one, I will go shopping there". 

The results from Figure 18 show that consumers are neutral-positive about the idea of 

going to a more distant store to shop if prices are lower. In fact, people are increasingly 
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purchasing products from large hypermarkets that are represented in the city, usually by several 

food retail chains. This raises the question of which one to go to. 

 

 

Figure 1810: Distribution to the question: "How much do you agree with the statement: “If I 

know that the prices are cheaper at a store located further away than the nearest one, I will go 

shopping there" 

 

Assuming the results of the previous question another one appears: whether people are 

loyal to one particular network or choose what is closer.  

 Many retail chains use loyalty cards that give an additional discount or cashback 

on purchases. Thus, food retail chains try to retain customers and make purchases in their 

network more profitable, because the more a consumer spends in one particular retail chain, the 

higher the level of their loyalty card and, as a result, the higher the cashback they can get. Such 

examples can be observed in Russian chains such as Magnit or Pyaterochka, or foreign 

Wallmart and Food Lion. 
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Figure 1911: Distribution to the question:" Do you use a loyalty card of food retail chains?" 

 

The distribution can be found in Figure 19 above. As we can see, the majority of the 

surveyed people have at least one card and use it.  And only a third of interviewed people never 

use loyalty cards. Thus, we can assume that the mechanism on retaining customers by using 

loyalty cards works and should be considered as a desirable feature for further integration in 

the application.  

The last but not least, question about triggers that influence consumers behavior towards 

but/not-buy decision was the role of a brand. The question was formulated as “How much do 

you agree with the statement: “It is important to me what brand of products I buy". 

As we can see from the distribution presented in Figure 20, the consumers are aware of 

the brands, and in most cases pay attention to what brand of product they buy. As can be seen 

from the distribution shown in Figure 20, consumers are aware of brands and in most cases pay 

attention to what brand of product they buy. This once again highlights the power of marketing 

and the importance of positioning and creating an image of the best product in the eyes of 

consumers. 
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Figure 2012: Distribution to the question: "How much do you agree with the statement: “It is 

important to me what brand of products I buy" 

 

After obtaining information about the portrait of potential users, as a proof of concept, 

the idea of startup was described, and the following question asked “How likely would you be 

inclined to download an application that will collect all the discounts and special offers in 

groceries around you?”. 

As you can see from Figure 21, the vast majority of respondents are interested in the 

appearance of such a service and are most likely ready to download and use it.  

Based on the data obtained, it was decided to create and launch a minimally viable 

product to test the concept in the real world with minimal financial investment, following the 

logic described in the first сhapter of this thesis. The minimal viable product will be described 

in the chapter 6.  

As for the features that respondents identified as desirable, there are several categories 

related to loyalty card bonuses, related to personal discounts, to products, and related to 

information about stores.  

0,00%

5,00%

10,00%

15,00%

20,00%

25,00%

30,00%

35,00%

40,00%

Strongly
disagree

Disagree Neutral Agree Strongly agree



  

69 

 

 

Figure 2113: Distribution for the question “How likely would you be inclined to download an 

application that will collect all the discounts and special offers in groceries around you?” 

 

Speaking about loyalty cards, several respondents highlighted such features as QR code 

instead of thousands of cards, the possibility to transfer bonuses to another person's card, or 

payment with digital coins. 

Speaking about personal discounts, some respondents noted that they would like to have 

a personal discount on products which they buy more often, or they would like to receive a 

notification when entering a store or being near it if it has a discount on favorite products that 

they often buy. It was also noted that information about discounts’ deadlines is needed. Some 

of the respondents noted that it would be nice if they could set their preferences, for example, 

for Finnish products, and receive notifications when discounts on these products appear. This 

is due to the fact that in many cases, because of the price, the consumer buys something else, 

but if there is a discount, they would really like to buy products from their favorite category. 

This is also was confirmed by another respondent who stressed that he would like to have a 
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discount only from specified categories of products he is interested in, so he can get exactly 

what he wants, not everything that is on sale. 

Speaking about information about the stores, some of the respondents pointed out that 

they would like to have information about shop locations, how far it is, working hours, 

customer’s feedback, and photos. The additional point stressed by one of the respondents was 

that he would like to get smart tips from the application about what to buy, where products 

located in grocery, and when it is the best time to go to the grocery to spent as little time there 

as possible. 

Speaking about features desirable for products, respondents highlighted that they would 

like to have price monitoring for "favorite" products in the same shop, and price benchmarking 

among different stores. It would be nice to have the ability to compare products, make a 

shopping list, and share it with another person, as well as to have online shopping and delivery. 

All stated above will be taken under consideration in the further development and 

maintenance of the product to release the service that will meet customers’ expectations and 

cover their pains. 
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8 CONCLUSION 

 

In the modern world, thanks to the developed information and communication 

technologies, there is a trend of increasing the number of born global companies.  

The study was able to identify the distinctive characteristics of such companies and 

examine the prospects that affect the success of early internationalization. The data obtained 

from the literature review allowed us to offer an extended conceptual model of 7 perspectives 

describing the factors that should be taken into account by young entrepreneurs who decided to 

create a born global company. These perspectives are the following: Entrepreneurial, Strategic, 

External Environment, Resource, Network, Knowledge, and Organizational. Each of these 

perspectives should be considered for early internationalization. However, the most important 

driving factors towards early internationalization are the entrepreneur’s cognition and vision, 

supported by personal or business network, competitive market entry strategy, essential 

knowledge about the customer and regulations, and developed innovation culture and 

innovative product. However, it is not mandatory to cover all the aspects. Having a good 

combination of stated above, the startup is likely to become a born global company.  

In the course of the study, we also systematized the knowledge about ways to attract 

investment, the criteria that investors use to decide whether to invest in a particular company. 

In terms of preparing for the launch of a startup, an analysis of competitors and their 

key success factors was conducted.  

To better understand our users, survey research was conducted that allowed us to create 

a portrait of the user and determine on what basis they make a purchase decision. For example, 

it turned out that the majority of respondents pay attention to the price and brand of the product, 

while the fact of the discount itself is not decisive for making a purchase. 

The market analysis identified the largest players of food retail chains, and the countries 

in which they are represented were considered, thus determining the priority partners that 

should be included in the app first. 

To assess the attractiveness of the project, the NPV indicator was calculated, which 

showed the potential attractiveness for investors. A minimal viable product is being developed 

that will test the concept and become the basis for attracting investments, and collected analytics 

will be a basis for further research.  
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