JUTs yCTIENIHOTO BBITIOJIHEHHUS U TaTbHEHIIETO PA3BUTHS MPOTPAMMBI HAHOOJIEE
MOJAXOAALIUM HHCTPYMEHTOM SIBJISIETCS CHCTEMA YHPABJICHUS MPOCKTAMH, IIHPOKO
MPUMEHsAEMAas B MUPOBOH MPaKTHUKE.

Boisoabl. IIporpaMMa no/pKHA €O30aBaTh YCIOBHSA, MO3BOJIAIOIIHE COYETATH
HWHTEPECHI €€ YYACTHUKOB B HANpPaBJIEHUH HAMEYEHHBIX NPUOPUTETOB. OHa ABIAETCA
MHOTOTIPOEKTHOHM CPeNOH C Pa3IMYHBIM CTATyCOM NPOOJIEM H MPOEKTOB: BA)KHEHIIIHE
MPOOIEMBI, TPEOYIONIHE CPOUHBIX NEHUCTBUH; MPOOIEMBI, HYKIAIOIIHUECS B JOTIOTHH-
TENBHOU TIPOPabOTKE; MPOOIEMBI, peIIaeMble B XOJ€ PETYJIIPHOTO TIAHUPOBAHUS;
pErHoOHaNbHbIE, PAHOHHBIE, TOPOACKHE, OTPACEBBIE MPOEKTHI, MPOEKTHI OTAEIbHBIX
npeaAnpuaTad U T. A. [loaToMy IS TOCTHKEHHUS TOCTABIIEHHBIX Ieed He00X0auMa
CHUCTEMA YMPABIIEHHUSA, CTPYKTypa KOTOPOH OyAeT pa3padaThBaThCc W ONTHMHU3HPO-
BaThcA MPH (POPMUPOBAHUK HOPMATHBHO-TIPABOBOU 0a3bl YHEPTOCOEPEIKEHUS TIPEa-

NPHATHA.
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MODERN METHODS OF MARKET SIZE ESTIMATION

V crarTi po3risAarThCs OCHOBHI HMIAXOMH 0 BU3HAYCHHS PO3MIPY PUHKY B MPOLIECI MAPKETHHIOBOIO J0C-
JiKCHHS 1 aHATI3YOTHCS 0COOMBOCTI 1X 3aCTOCYBaHHA. BUCBITIIOETHCA BIUTHB PI3HOMANITHHX (JakTopiB Ha
MPOLIEC OTPUMAHHS MAPKSTHHIOBOI fipopmaryi. 3a3Ha4aeThCs BAXKITUBICTh BPAXyBaHHS MACHITA0IB JisLTBHO-
CTi NIANPHEMCTBA Ta HASBHUX PECYPCIB IS 3AMICHEHHS OOCIIIKEHHA NPH BUOOP1 HIOXOAY AO OLIHKH PO3-
MIPY PHHKY 3 METOK ITiJBHIICHHS ¢(DEKTUBHOCTI CHCTEMH MAPKETHHTY KOMIAHI. B 3B 43Ky 3 BIACYTHICTIO
VHIBEPCAIBFHOTO MAXOLY MPOMOHYETHCA CXeMa BUHOOPY METOAY OLTHKH PHHKY BUXOIIYH 3 HABEICHUX (hak-
TOPIB.

B craTthe paccMaTpHBAIOTCA OCHOBHBIC MOAXOBI K OMPSIACICHHIO Pa3sMepa PhIHKA B MPOLIECCE MAPKETHHIO-
BOTO HCCJICAOBAHHA W AHATH3HPYIOTCS OCOOCHHOCTH HX NpuMcHeHHsA. OCBEMIACTCS BIUSHUC PA3THIHBIX
(pakTOpOB HA MPOLECC MOAYUCHHS MAPKCTUHrOBOH mH(popMarmu. OTMEUYaCT s BAXKHOCTh yU€Ta MaciraboB
JOEATETbHOCTH NPESANPHATHA H HMCIOIIHXCSA PECYPCOB IS OCYILECTBICHHS HCCICAOBAHMS MPH BEIOOPE MOA-
X0Ja K OLICHKE pa3Mepa PHIHKA ¢ LIENbI0 MOBHIMCHHA 3((ESKTHBHOCTH CHCTEMBI MAPKETHHIa KOMIAHUH. B
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CBSI3H C OTCYTCTBHEM YHHUBEPCAILHOTO MOAX0AA MPEAIAracTcs CXeMa BHIOOpa METOAa OLICHKH PBIHKA HCXOAA
M3 TIPUBEICHHBIX (JaKTOPOB.

In the article the main approaches to determining market size in marketing research process are examined
and peculiarities of their usage are analyzed. Influence of various factors on the process of obtaining market-
ing information is considered. The importance of taking into account the scale of the enterprise and resources
available for research when choosing an approach to the estimation of market size to increase the effective-
ness of company’s marketing system is distinguished. In the absence of universal approach the scheme of
selection of market assessment method based on of those factors is proposed.

Market size estimation is one of the most important elements of marketing re-
search. Indicator of market size is used in the management process of a company to
assess the situation in a particular market, allows to calculate the competitiveness of
companies and products, to identify new business opportunities, to plan new ways to
expand operations.

The use of such precise indicators as market size provides reasonable decision
making in the process of developing an effective marketing strategy and making the
current management decisions. Market size as a numerical indicator allows the as-
sessment of competitive environment industry as accurately as possible, a company’s
place in it (market share).

Such scientists as P.Kotler, J.Evans, J-J. Lambin, G.Bagiev, V.Anurin were
engaged in researches of the given problem. In their works a definition of the market
size in a context of research of the competitive environment in detail enough and
completely 1s covered, however, to features of marketing researches depending on
specificity of the studied market sufficient attention has not been given. The com-
plexity of the subject and the absence of concrete methodic approaches to market size
assessment cause an urgency of a theme of given article.

Therefore, the objectives of this paper are the following: to investigate modern
methods of market size estimation, summarize existing information about them and
to make conclusions about their practical applicability for marketing purposes at dif-
ferent types of enterprises. To achieve the given objectives the following tasks are
set: to make review of features of methods being explored, to examine peculiarities of
each method’s affordability and effectiveness, to define spheres of their application
taking into account defined strengths and weaknesses of each one.

Market size is a real production sales in this market in a given period [1]. Mar-
ket size estimation is needed for business diversification, expanding the boundaries of
distribution, improving the product, starting a new project and launching new prod-
uct. This process is an obligatory stage of any company’s activity regardless of indus-
try sector or sales volume. Knowledge of this parameter is needed to prepare plans
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and budgets, especially medium-and long-term, to form programs of development
and modernization of enterprises, the prepare feasibility studies and to construct new
facilities, etc. P. Kotler outlined the importance of market assessment and wrote that
company’s sales analysis cannot be used independently to compare its performance
with the results of the competitors. Management must constantly monitor the market
share, which belongs to the firm [2]. And for this purpose market size is obviously
needed. J-J. Lambin also emphasized the urgency of market size estimation with re-
gard to strategic planning and particularly market share evaluation. He also accen-
tuated that measuring the market share as a part of marketing information system
functioning may be accompanied some difficulties, related to the limited availability
of required data, that depends on industry and company specificity [3].

Features of concrete marketing research depend on specificity of enterprise ac-
tivity, on purposes of carrying out the given research. Approach to the selection me-
thod of an investigation, the frequency of reevaluation, and selection of input data
depends on many factors.

An important factor influencing the choice also is a competition type in the
market: in the case of pure competition and in the case, for example, oligopoly ap-
proaches to the assessment of market size may differ due to differences in the number
of competitors, the availability of information and other features of the competitive
environment. It is obvious, that in the case of pure monopoly of the evaluation be-
comes meaningless.

An additional point is that it is necessary to take into account the market seg-
mentation, because consumer behavior and marketing activities of the company in
various segments can essentially differ. In such cases the market sizes are defined
separately on each segment, and then are summarized. For example, determining the
market share of pharmaceutical companies requires identifying two main segments:
over-the-counter drugs and prescription drugs. In turn, these two groups are divided
into commodity subsegments, such as cardiovascular, oncologic, antihistamines and
other medications. It is important to create a more complete image of the market. Al-
so the segmentation of consumer groups, if the same product marketed to different
consumer groups, should be taking into consideration. In addition, it is necessary to
pay attention on industry characteristics that affect the availability of information: the
openness of company’s financial statements in the market, the prevalence of "sha-
dow" schemes of work, etc.
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The next point is estimation the boundaries of the territory within which the
market size is estimated. Transnational companies do business in a global scale while
areas for the small businesses are single countries, regions or districts. In accordance
with the business scale the sources of information will be different.

Important input parameter for the assessment 1s the initial price of the product
(service) in the case when the market size is measured in monetary units. When de-
termining the market size it is important to distinguish between the usage of retail and
wholesale prices: if the company operates in a segment of b2b, then the calculations
will be based on wholesale prices, and if b2¢ — on retail.

One more important parameter 1s time. Most often, a year is selected as this pa-
rameter, because during this period it is possible to determine seasonal changes the in
demand for goods or service most accurately. For seasonal goods such as fresh fruits
and vegetables, shoes and clothes it 1s necessary to calculate the market size during
the different periods of time (seasons) for obtaining a full picture of the market and
planning of marketing activity.

Authors of article pay attention on that fact that universal approach to estima-
tion of market size doesn’t exist because of various combinations of factors, stated
above. In modern marketing there are the following approaches [1]:

— based on structural characteristics;

— by production volumes;

— by volume of consumption;

— by sales volumes;

— indirect methods.

On the basis of structural characteristics, such as export and import volumes,
manufacture scales, the markets of the countries and regions are analyzed. The main
source of the information for similar researches is the data of state statistics. The giv-
en method is very convenient and clear, however the received information can be in-
complete and inexact because real volumes of production and international trade op-
erations can be hidden because of concealment of real data by the companies, espe-
cially in some branches and the countries, and also some subindustries can be not in-
cluded in statistics.

In the next approach based on the production volume analysis, the market es-
timation is carried out in a country scale on the basis of an assessment of domestic

production regardless export-import transactions (at their small share). The advantage
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of this approach is that carrying out field studies often is not required, because only
statistical data more often are used. However, this method has the same disadvantag-
es as the previous one, especially if the industry has high share of shadow economy.
In both methods, as in the case of the analysis of structural indicators, as well as pro-
duction volume, it is difficult to accurately assess the market for services.

It i1s more difficult to estimate the market, using the approach based on the analysis of
consumption volumes in those cases, in which one static data is insufficient and se-
rious marketing research is required. This method very expensive as include expenses
on following actions:

— consumer surveys;

— expert estimations;

— personal interview.

Usually this approach is applied to the markets of consumer goods. This approach is
characterized by possibility of research of circumstances not perceived by means of
observation, but reliability of the information is lower, a problem of the samples re-
presentativeness appears. [4]. So, the sample structure under the significant indicators
(income level, other social-demographic and economic indices) should correspond to
entire assembly of consumers of the given product.

Also, the market size can be determined using the last approach, based on sales
results in the wholesale and retail trade, which uses such methods as audit of retailers,
the survey of wholesale companies and expertise.

An audit of retail trade is a measurement of goods flow from producer to con-
sumer through the retail trade network. Audit of retail trade allows to define volume
of the market and a share of all its participants, market development in time, availa-
bility of various trademarks, areas of the best market opportunities for company [5,
6]. In this method indicators of sale of all retail sellers are summarized. In a survey of
wholesale companies the main goal is to determine the necessary parameters such as
volume and frequency of purchases and brand preferences, and no less important —
the search for such qualified individuals.

Heads of commercial services of the companies-participants of the market, rep-
resentatives of professional associations, research officers of branch institutes, jour-
nalists and analytics, dealing with as problems of the given market and officials su-
pervising activity of branch can act as experts. Even in the most closed market the in-
formation on sales volumes is accessible. In some markets companies exchange in-
formation themselves, e.g. it is practiced in the advertising market.
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A number of indirect methods that allows to calculate the size of the market at a lack
of statistical data or shortages of resources on their research exists [1, 6]:

— By analogy: The market size is defined proportionally to indicators of the
similar market.

— By the adjacent markets: The commodity market can be determined by the
market size of complementary goods to this commodity.

— Normative Consumption: Market size is equal to the product of consumers’
number and the rate of commodity consumption.

— Extrapolation: Market size is estimated on the basis of historical data and
growth rate of the market.

So, article’s authors conclude that a choice of approach to market size depends
on scale of company’s business activity and resources available to perform such a re-
search. According to this statement authors propose to use the following matrix chart
to approximately define the appropriate way to estimate market size (Figure I). The
chart is not comprehensive, but it’s purpose to the simplify the process of needed ap-
proach definition and help marketing managers to avoid undesirable expenses and to
obtain better results.

In the article important factors influencing market size estimation and most
popular approaches to such research were considered and existing bibliographical
sources on the theme were explored. Thus, it is possible to conclude that there is no
common approach to define market size in different market conditions, industry’s pe-
culiarities and competitive situation. Also the dependence of approach on the busi-
ness activity scale and available resources for performing market research was out-
lined. As the result of the investigation authors propose the universal model for de-
termination the more suitable approach to market size assessment. This model is de-
signed to help managers in the process of making marketing decisions. The model
can be improved and enhanced to be more relevant to the market investigation
process and also can be adapted to various conditions in different spheres of compa-
nies’ business activity.
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Scale of business activity

By structural characte-
ristics
(using state statistics

of production and
trade)

By production vo-
lumes

(using state statistics
of production)

By production vo-
lumes

and indirect methods

By structural characte-
ristics
(using state statistics
of production and

trade) and/or by vo-
lume of consumption

(expert estimations)

By volume of con-
sumption (consumer
surveys) and/or by
sales volume (audit of
retailers)

By volume of con-
sumption (consumer
surveys) and/or by
production volumes

By volume of con-
sumption

(expert estimations)
and/or by sales vo-
lume (audit, surveys,

expertise)

By volume of con-
sumption (consumer
surveys) and/or by
sales volume (audit of
retailers, survey of
wholesale companies
or expertise)

By volume of con-
sumption (consumer
surveys) and/or by
sales volume (audit of
retailers, survey of
wholesale companies)

Resources available for market size estimation

Figure 1. Selecting the market size estimation approach.
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JOTMCTHYECKAS KOHIENIIHS COBEPIIEHC TBOBAHUSA
CTPATETHU BYJI Ul HAYKOEMKOIi IPOAYKINN
YIEKTPOMA IIMHOCTPOUTEJIBHBIX TTPEANPUATHI

[MpeanoxkeH TOTHCTUYMECKHE MOAXO0A K COBEPIICHCTBOBAHHIO CTpareruu BOJl A 371€KTPOMANIHHOCTPOU-
temsHOro mpemmpuatus Tl 3aBox «Dnektporsxmamy. [Ipu mocTaBkax ONTHMATBHOTO YHCIA 3aMacHBIX
KOMIUIEKTOB OZHOBPEMCHHO C MPOJAKECH OCHOBHOTO H3ACTHSA BOSHUKACT OOOKIOBBITOTHAA JOTHCTHYCCKAS
LIEMIOYKA LICHHOCTCH, B KOTOPOU MOCTABILHK YBEIHYUBACT 00BEM MPOJAXK, a MOTPEOUTEb CYILECTBEHHO TI0-
BBIIIIACT HAACKHOCTh PaboThl HAyKOoeMKoro m3aenus . [loaromy crpaterus BOJ] mpuoOperaer mapTHEPCKUH
XapaxTep.

3anponOHOBAHO JOTICTUMHUH WiaXid A0 BAOCKOHaneHHA crparterd 3EJ] ama miampueMcTBa €ISKTpOMAIIH-
unoOyaysauus I 3asox «EnekrpoTspkmany. [Tpu mocTauaHHAX ONTUMATbHOTO YHCIIA 3ATACHUX KOMILICKTIB
OJHOYACHO 3 MPOJAKEM OCHOBHOTO BUPOOY BUHHKAE B3a€MOBHTTIHHH JTOTICTUYHHH JTaHIFOKOK LIHHOCTEH, B
SAKOMY TOCTaYaibHUK 30LThIIye 06'€eM MPOJAKIB, a CIIOXKHUBAY 1CTOTHO HIABHINYE HATIHAICTH POOOTH HAYKO-
emkoro BupoOy. Tomy crpareris 3EJ] HaGyBae mapTHEPCHKOTO XapakTepy.

The logistic going is offered near perfection of strategy of foreign economic activity for the electro- engineer
enterprise of state enterprise «Elektrotyazhmash». At deliveries supplying with the optimum number of spare
complete sets simultancously with the sale of basic good there is a mutually beneficial logistic chainlet of
values, in which a supplier increases the volume of sales, and an user promotes reliability of work of science-
capacity good substantially. Therefore strategy of foreign economic activity acquires partner character.

PaspaGoTana u ommcaHa JTOTHCTHYECKAs KOHUETIUSA CO3TAHUS MApPTHEPCKOU
ctpateruu BOJ[ nns sanexkrpomamnHocTpoutensHoro npeanpuatus 11 3aBox «Onek-
TPOTSHKMAID) M 3apyO€KHBIX TOTPEOUTENEH €r0 MHIAWBHIYAIbHO W3TOTABIIMBAEMOUN
BBICOKOTEXHOJIOTUYHON TPOAYKLUUHU. 3aBOJ SBIAETCA KPYMHEWIIUM YKPAUHCKHM
MPOU3BOJAUTENIEM KAaK KPYIHO CEPUMHOM SJIEKTPOTEXHUYECKOW MPOAYKLMH, TaK H
CBEPXMOIIHBIX 3JIEKTPOTr€HEPATOPOB HHANBUAYAIBHOTIO UCIIOTHEHHUS I THAPOIJIEK-

TPOCTAHITMH OOJiee, YeM B JIBA IECATKA CTPAH MHUPA.
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