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Аннотация. В статье излагаются проблемы развития регионального 
потребительского рынка, возможность и необходимость использования для 
портфельного анализа матричных методов, выступающего  основой 
разработки перспективного плана развития торговой компании с учетом 
тенденций, сложившихся на региональном потребительском рынке, 
приводятся инструменты инновационной стратегии формирования рыночных 
условий и конкурентной среды на региональном потребительском рынке.  

Abstract. The article deals with the problems of the regional consumer market 
development; investigates the possibility and necessity of using matrix methods for 
portfolio analysis, which is the basis for working out a trading company’s long-term 
development plan under the trends dominating in the regional consumer market; 
studies the innovation strategy tools for the both market conditions and a competitive 
environment formation at the regional consumer market. 
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Introduction. In order to ensure a stable and efficient operation of the trading 
company it is necessary to monitor the situation at the regional consumer market, 
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including identification of the territorial boundaries; to assess the consumer market 
capacity; to determine the trading company’s market share; to find out the level of 
competition and the consumer market development tendencies. For this purpose a 
special attention should be given to: the portfolio analysis of the strategic product 
lines based on ABC analysis, product life cycle stages, matrix portfolio analysis 
techniques such as the BCG matrix, the MCC matrix, the GE / McKinsey matrix and 
other methods; using SWOT-analysis; working out a long-term forecast of the trading 
company’s development; taking into account the existing competitive environment of 
the regional market. 

Main text. The competitor analysis and assessment of the trading company’s 
competitiveness in the regional consumer market make it possible to identify 
competitors, assess their market share, determine the rival trading companies’ 
objectives and their marketing strategy, assess their strengths and weaknesses, the 
range of possible reactions of competing firms in the consumer market, categorize 
them from both the perspective of the maximum threats they constitute and the 
possibility of ignoring their presence in the regional market.  

When you are positioning the trading company in the regional consumer market 
the following trends should be considered: 

– relative saturation of the consumer market by the network trade; 
– ongoing regional expansion of the consumer market of large retail trade 

enterprises; 
– ongoing consolidation of the industry; 
– acquisition of local trade enterprises by large-scale trading networks in 

various regions of Russia; 
– increase of new formats’ share in the consumer market (hypermarkets, 

supermarkets, discounters) in the total of retail trade in comparison with 
traditional formats; 

– development of the “multi-format” strategy by large retail trade networks in 
order to retain market share, attract new customers and preserve the existing 
consumer environment; 

– escalation of conflicts between retail chains and product suppliers [1, p. 14].   
Formation of the market conditions and competitive environment in the regional 

consumer market should be based due to the possibility to provide the trading 
company with the maximum leadership position. For this purpose it is advisable:  

- to actively search for regional markets with solvent demand for the selling 
product line;  

- to increase marketing tools effectiveness for mounting customers’ loyalty to 
the trading company;  

- to take full advantage of attracting advertising agencies and mass media as 
partners and manufacturers, who are delivering “branded” products and 
serving regular customers in the defined region, as suppliers;   

- to diversify the range of selling products and, on this basis, improve the 
quality and competitiveness of the trading company; 

- to use innovative approaches for solving strategic tasks on the trading 
company’s positioning, carrying out communication management, choosing a 
proper brand development strategy.   
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A large trading producer, which is positioning the company in the regional 
consumer market, should take advantage of the most effective tools for creating a 
competitive environment. The following actions can be undertaken: 

- to manufacture promotional items – pens, lighters, calendars – for handing 
them round to representatives of retail trade enterprises; 

- to release stickers; 
- to use corporate trademarks and logos; 
- to give advertisements in newspapers and industry publications; 
- to participate in international trade fairs. 
International exhibitions are one of the most effective marketing tools for 

increasing sales and expanding the market segment at the consumer market. 
Conclusion and conclusions. Participation in such activity allows the trading 

company to advertise its trade enterprises to a sufficiently large number of visitors, 
partners and suppliers, to give more details about the range of selling products, to 
inform about the prospects for development. Successful participation in fair and 
exhibition activities, in addition to searching for potential buyers, also provides an 
opportunity to get acquainted with the competitors’ advantages and collect 
information on the trends that are currently dominating in the market. 
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