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The procedure of diagnostics of zonal competition in retail trade with the use of diagnostic

approaches and procedures is offered. Diagnosis in author“s interpretation is  the totality

of analytical, evaluating and forecasting procedures that in complex allow us to make a

synthetic conclusion about the direction of the enterprise development and adapt the

existing management mechanisms and the behavior of the enterprise, taking into account

external limits. within the frames of the study complex analysis and evaluation of the

vector of retail development were carried out by applying the hierarchical system of indicators

of macro-diagnostics, mezo-diagnostics and micro-diagnostics  on the basis of cluster and

statistical regression analysis procedures. We developed and tested the methodology for

assessing the change in the competitive positions of the participants on the principles of

vector algebra, which made it possible to quantitatively measure the impact of structural

elements of the research on the competitive dynamics of enterprises, which were as objects

of evaluation. the description of the possibilities of diagnosing the dominant position of

market participants on the basis of the convolution method is given, which in turn allows

us to propose a structural and hierarchical method for assessing the competitive behavior

of retail operators on the basis of the hierarchy analysis method. Procedure of diagnostics

of zonal competition was proposed, which made it possible to increase the practical

significance of diagnostic tools in the activities of local operators.
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Introduction

Modern trends in the development of economic
systems are characterized not only by the
manifestation of crisis processes, but also by the
increased attention of theorists and practitioners to
the management of competitive advantages on a
dynamic basis. [1, 2, p. 12-20]. The reason is obvious:
existing theoretical models of competitive markets
are only partially capable of equipping entrepreneurs
with adequate tools for assessing the effectiveness of
approved competitive solutions in the conditions of
forms complexity and direction of interaction
between business structures.

At the same time, in most cases, regional and
local consumer markets are characterized not by the
same type of competitive situation, but by in total,
which forms the structure of the market. However,
the results of such structure evaluating within the
existing methods and models of analysis are static.
Under assumption of formation of the analytical base
for monitoring the changes in these indicators
(number of participants, market shares, assortment,
etc.), we will not be able to obtain a coherent picture
of competitive development. Therefore, full
information on dynamic changes in competition is

proposed to be evaluated using diagnostic approaches
and procedures. Diagnostics in the author’s
interpretation is a totality of analytical, evaluation
and forecasting procedures that in complex allow us
to make a synthetic conclusion about the direction
of the enterprise development and to adopt the
existing management mechanisms and the behavior
of the enterprise, taking into account external limits
(conditions of competitive struggle).

Basic material presentation

The retail of the market situation of retail
enterprises and organizations should be carried out
taking into account their area of activity, as they
compete in this competition zone. In retail practice,
there are organizations operating on a scale and
industry or several regional markets (national section)
of a specific regional or consolidated local market
(regional section). Two areas of diagnostics of
competitive positions of the participants should be
defined as a network form of competition, since in
this case we deal with the network operators of the
retail market. Shops, in turn, are subdivided, as has
already been mentioned, into enterprises of local
urban significance (local section) and areas of the
residential zone (zonal section).



40 ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2018, ¹ 1(7)

Dubnytskyj V.I., Lobodenko A.V., Babenko V.G.

The retailer development of a network format
in our country requires a detailed analysis of regional
differentiation, population size, differences in
economic nature, and infrastructure development.
Consequently, the network operators will develop
and implement, in our opinion, the relatively specific
regional markets for their competitive strategies. The
basic number of retail organizations is still operating
at regional or local markets. The specific market
situation is determined by the competitive
relationship between retail enterprises and
organizations that trade in goods of one functional
purpose or interchangeable ones. The type of market
situation depends on the scale of the market. If in
the local market, for example, the situation is
characterized as a pure monopoly, then in the
regional market, including this local, it can already
be represented in the form of oligopoly or
monopolistic competition.

Taking this in account, the meaning and content
of the analysis of market situations vary significantly
depending on the level at which the market carries
out this analysis and who and for what purpose it
conducts. Analyzing the market situation in the
service area of the retail company in the residential
zone, it should be in mind that the competition in
this case is limited to one-profile shops specializing
in the areas where they are interspersed.

In retail practice, the area of service of
residential area store is taken in the form of a circle
of 500 m in radius. According to R. Markin who is
the American specialist in the field of retail, «the
definite level of competition between the stores is
achieved when the aggregate of store service areas is
closed by hexagons» [3, p.45-49].

Naturally, these paradigms are simple, since
the service area is the result of a competition between
stores and their configuration has dynamic character.
In addition, the service area itself is only an indicative
value, since according to the same author, about
10% of the population buys goods outside of the
service of their stores.

Importance of describing market situation has
the proportion of the store’s share in the service
area. As already noted, the service area is always
specific for to each store. It is quite difficult to
precisely determine the volume of trade in this
discrete zone from the total turnover of the local
market.

In this regard, in order to determine the share
of the store in the service area [4, p. 88], it is believed
that the indicator of retail turnover per resident should
be used. In the conditions of a market situation such
as a pure monopoly, the share of a store in the service
area can be noted as the ratio of the turnover of the
store in the calculation of a single resident of this
zone to the average trade turnover of the population
of the local market. The situation is considerably

more complicated if the area of service of the store
is characterized by situations such as oligopoly or
monopolistic competition. In this case, the effect of
determining the share of a store in the service area is
appropriate to use the following methodological
approach. In a market situation such as oligopoly or
monopolistic competition, competition in the service
area of researched shop occurs primarily in the sectors
formed by the product space of competing stores’
services. In diagram form represented in this way
(Fig. 1).

Fig. 1. Scheme of the competitive market of stores M1 and M2

(the same radius of influence intraspecific competition)

There is a question about the nature and
intensity of competition in the competitive sector,
in our case we consider it as a zonal one. There are
two ways to solve this problem. The first involves a
direct survey of the population living in the territory
of such a sector, the so-called price audit.

Naturally, this method is time-consuming,
long-lasting and extravagant. The second is based
on a theoretical analysis of the situation. It should
be noted that in such complicated socio-economic
system as the system of retail enterprises, in most
cases, it is necessary to seek not only optimal
decisions, but also acceptable, taking into account
the time and means necessary for decision-making.
With this in mind, the methodological approach we
are proposing is as follows. Since the area of service
of the store of the residential zone is represented in
the form of a circle of 500 m in radius, the area of
competitive sector (Szc) can be determined by the
formula

2

zcS R sin
180

 
   

 
, (1)

where R – radius of store service zone, 500 m;  –
angle degree of competitive influence (300–1500) (in
this case, the smaller , the more distant are stores
MI and M2 from each other, the weaker the
competition).

Next, the intensity of the zonal competition
between the two points of trade is determined as the
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Table  1

Results of an assessment of the intensity of zonal competition for the zone of service of two stores with radii
R=500 m (Sser=785000 m2)

ratio of the area competition zone (Szc) to the total
area of the service area, which for an individual case
is the same for two stores:

zc
zc

ser

S
I sin

180S

 
     

 
, (2)

where Irc – intensity of zonal species competition;
Szc – zone (area) of direct zonal competition of two
shops, m2; Sser – area of service zone based on radius
R=500, m2.

However, such a summary approach does not
consider account the fact that the zones of influence
of two retail stores may be different, which is the
result of differences in the range, form and level of
competitive advantage. In this case, the assessment
of the intensity of competition in the service areas
needs to be specified, since the obvious situation is
that when a two-fold increase in the radius of the
service area (Fig. 2) leads to a significant decrease
in competitive pressure for a strong participant and,
conversely, to an increase in competitive pressure
for the weak.

Fig. 2 - Scheme of the competition market of stores M1 and

M2 (different service radius - inter-competition competition)

The results of step-by-step iterations (Table 1,
Fig. 3) show that with a decrease in the distance
between sales points competitive pressure increases,
it is absolutely natural. The source of increasing

competitive pressure is decrease in the number of
buyers, since the zones of influence overlap more
strongly, then quantitatively expressed in the growth
of the value of competition intensity indicator.

In the situation of interspecific competition,
the formula for calculating the area of zonal
competition will look:

2

2

n nr1 nr2

z sz1 sz2 11

22

1
S S S R sin

2 180

1
R sin ,

2 180

 
      

 

 
   

 

 
(2)

where nr1

sz1S , nr 2

sz2S  – area of the crossing of the

competitive influence of stores M1 and M2 according
to the service radius R1=500 m and R2=1000 m; 1,
2  – competitive influence angle.

Estimation of intensity in a situation of
fundamentally different radius of service (R1=500 m;
R2=1000 m) is calculated on the basis of formulas (2
and 3), but in the denominator there is the area of
service for each store, respectively:

n n
nr1 nr2 n nr1 nr2zr zr
zr zr zr sz sznr1 nr2

zr zr

S S
I ,  I ,  S S S ,

S S
     (4)

where nr1 nr 2

zr zrI ,  I  – the intensity of zonal interspecific

competition for stores with different service radii;

n

zrS – zone (area) of interspecific zonal competition

for stores.

The results of assessing the intensity of inter-
specific zonal competition are presented in Table 2.

The results have once again confirmed that in
a situation with a different impact on the consumer
(different service radii), a small-radius company will
experience high competition pressure. For a player
with a new format of competitive advantage and,
consequently, a more significant area of influence

Iterations 

(competitive 

assessment) 

Competitive 

influence angle 
1

2arccos 1
R

 
   

 

 

Distance 

between 

stores 
H=2(R–h) 

Chord’s height 
1

h R 1 cos
2

 
  

 

 

Area of 

sector 
2

sec

R
S

360

 
  

Area of segment 

2

seg

1
S R sin

2 180

 
   

 

 

Area of 

competitive 

zones 
Szc=2Sseg 

Competitive 

zones 

intensity 

zc
zc

zec

S
I

S


 

1(very low) 300 966 17 65449 2949 5898 0,0075 

2(low) 600 866 67 130899 22646 45292 0,0576 

3(average) 900 708 146 196349 71349 142698 0,1817 

4(high) 1200 500 250 261799 153546 307092 0,3912 

5(very high) 1500° 260 370 327249 264749 529498 0,6745 
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Fig. 3 - Graphic interpretation of the results of the assessment of zonal competition intensity

Table  2

Results of intensity assessment of interspecific zonal competition for the zone of service of two stores with radii
R1=500 m and R2=1000 m

and level of competitive pressure can be considered
insignificant [5].

This methodological approach allows obtaining
relevant information on the distribution of the
population that lives in the competitive sector
between competing stores and thereby determine the
number of potential buyers in the service area of
researched store. In turn, this gives an opportunity
to calculate the volume of goods turnover per resident
and, comparing it with a similar indicator in general
on the local market, to determine the share of the
store in the service area.

It should be considered that the maximum value
of the turnover of the investigated store, possibly in
the case of unconditional competitive advantage, is
equal to the average turnover per resident in the
local market, multiplied by the number of population
in the service area of the store.

Competitive relations in retail are largely
determined by the market behavior of competitors.
For stable regional and local markets, shopping areas
with existing architectural building of micro-districts,
saturated with the retail trade network, in many cases,
monopolist ic behavior of competitors is
characteristic, that is, presence of agreements on
relations with suppliers, in price policy, advertising
measures, etc. This is due to the fact that in these

conditions to achieve a decisive advantage of a market
position in its favor to none of the competitors is
practically impossible.

On the contrary, in the absence of retail space,
markets (mass housing construction), the
relationships of retail enterprises and organizations
are only formed and are often characterized by
competitive behavior, which is expressed in the
expansion of the network of trading units, active
price and non-price competition.

Conclusions

Thus, the author’s position regarding the
formation of the diagnostic component of the
competitive dynamics of the market relied on the
following basic elements:

– within the frames of the study complex
analysis and evaluation of the vector of retail
development were carried out by applying the
hierarchical system of indicators of macro-diagnostics
(national level), mezo-diagnostics (regional level) and
micro-diagnostics (enterprises of the retail sector of
the separate region) on the basis of cluster and
statistical regression analysis procedures;

– we developed and tested the methodology
for assessing the change in the competitive positions
of the participants on the principles of vector algebra,
which made it possible to quantitatively measure the

Competitive 

stores, 

(H=1116 m) 

Radius of 

service zone, 

R 

Competitive  

influence angle,  

 

Area of segment, 

Sseg 

Service zone,  

Sser 

Intensity of 

interspecific zonal 

competition, Izc 

М1 500 120 153546 785000 0,3110 (high) 

М2 1000 60 90586 3140000 0,0777 (very low) 

Total   244132   

 



43ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2018, ¹ 1(7)

Practical aspect of zonal competition diagnostics in retail

impact of structural elements of the research on the
competitive dynamics of enterprises, which acted as
objects of evaluation;

– procedures for the diagnostic study of the
influence of competitive advantages on network
development with application of the principles of
fuzzy logic in the assessment of network expansion
projects are allocated;

– the description of the possibilities of
diagnosing the dominant position of market
participants on the basis of the convolution method
is given, which in turn allows us to propose a
structural and hierarchical method for assessing the
competitive behavior of retail operators on the basis
of the hierarchy analysis method;

– procedure of diagnostics of zonal competition
was proposed, which made it possible to increase
the practical significance of diagnostic tools in the
activities of local operators.
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 ÏÐÀÊÒÈ×ÍÈÉ ÀÑÏÅÊÒ Ä²ÀÃÍÎÑÒÈÊÈ ÇÎÍÀËÜÍÎ¯
ÊÎÍÊÓÐÅÍÖ²¯ Â ÐÎÇÄÐ²ÁÍ²É ÒÎÐÃ²ÂË²

Äóáíèöüêèé Â.²., Ëîáîäåíêî À.Â., Áàáåíêî Â.Ã.

Çàïðîïîíîâàíî ïðîöåäóðó ä³àãíîñòèêè çîíàëüíî¿ êîíêó-
ðåíö³¿ â ðîçäð³áí³é òîðã³âë³ ç âèêîðèñòàííÿì ä³àãíîñòè÷íèõ
ï³äõîä³â ³ ïðîöåäóð. Ä³àãíîñòèêà â àâòîðñüê³é ³íòåðïðåòàö³¿ –
öå ñóêóïí³ñòü àíàë³òè÷íèõ, îö³íî÷íèõ ³ ïðîãíîçíèõ ïðîöåäóð,
ÿê³ â ñóêóïíîñò³ äîçâîëÿþòü çðîáèòè ñèíòåòè÷íèé âèñíîâîê
ïðî âåêòîð ðîçâèòêó ï³äïðèºìñòâà ³ àäàïòóâàòè ³ñíóþ÷³ óï-
ðàâë³íñüê³ ìåõàí³çìè ³ ïîâåä³íêó ï³äïðèºìñòâà ç óðàõóâàííÿì
çîâí³øí³õ îáìåæåíü (óìîâ êîíêóðåíòíî¿ áîðîòüáè). Â ìåæàõ
äîñë³äæåííÿ âèêîíàíî êîìïëåêñíèé àíàë³ç òà îö³íþâàííÿ âåê-
òîðà ðîçâèòêó ðîçäð³áíî¿ òîðã³âë³ øëÿõîì çàñòîñóâàííÿ ³ºðàð-
õ³÷íî¿ ñèñòåìè ïîêàçíèê³â ìàêðîä³àãíîñòèêè, ìåçîä³àãíîñòèêè
òà ì³êðîä³àãíîñòèêè íà  îñíîâ³ ïðîöåäóð êëàñòåðíîãî òà ñòà-
òèñòè÷íîãî ðåãðåñ³éíîãî àíàë³çó. Ðîçðîáëåíà òà àïðîáîâàíà ìå-
òîäèêà îö³íþâàííÿ çì³íè êîíêóðåíòíèõ ïîçèö³é ó÷àñíèê³â íà
ïðèíöèïàõ âåêòîðíî¿ àëãåáðè, ùî äàëî ìîæëèâ³ñòü ó ê³ëüê³ñíî-
ìó âèì³ð³ ç’ÿñóâàòè âïëèâ ñòðóêòóðíèõ åëåìåíò³â äîñë³äæåí-
íÿ êîíêóðåíòíî¿ äèíàì³êè ðîçâèòêó ï³äïðèºìñòâ, ùî âèñòóïà-
ëè â ÿêîñò³ îá’ºêò³â îö³íþâàííÿ. Íàäàíà õàðàêòåðèñòèêà ìîæ-
ëèâîñòÿì ä³àãíîñòèêè äîì³íóþ÷î¿ ïîçèö³¿ ó÷àñíèê³â ðèíêó íà
îñíîâ³ ìåòîäó çãîðòêè, ùî â ñâîþ ÷åðãó äîçâîëèëî çàïðîïîíó-
âàòè ñòðóêòóðíî-³ºðàðõ³÷íèé ìåòîä îö³íþâàííÿ êîíêóðåíòíî¿
ïîâåä³íêè ðîçäð³áíèõ îïåðàòîð³â íà îñíîâ³ ìåòîäó àíàë³çó
³ºðàðõ³é. Çàïðîïîíîâàíà ïðîöåäóðà ä³àãíîñòèêè çîíàëüíî¿ êîí-
êóðåíö³¿ ñïðèÿº ï³äâèùåííþ ïðàêòè÷íî çíà÷èìîñò³ ³íñòðóìåíò³â
ä³àãíîñòóâàííÿ â ä³ÿëüíîñò³ ëîêàëüíèõ îïåðàòîð³â.

Êëþ÷åâ³ ñëîâà: çîíàëüíà êîíêóðåíö³ÿ, ðîçäð³áíà
òîðã³âëÿ, ñòðóêòóðà ðèíêó, êîíêóðåíòíà áîðîòüáà,
ä³àãíîñòèêà.

ÏÐÀÊÒÈ×ÅÑÊÈÉ ÀÑÏÅÊÒ ÄÈÀÃÍÎÑÒÈÊÈ
ÇÎÍÀËÜÍÎÉ ÊÎÍÊÓÐÅÍÖÈÈ Â ÐÎÇÍÈ×ÍÎÉ
ÒÎÐÃÎÂËÅ

Äóáíèöêèé Â. È., Ëîáîäåíêî À.Â., Áàáåíêî Â.Ã.

Ïðåäëîæåíà ïðîöåäóðà äèàãíîñòèêè çîíàëüíîé êîíêóðåí-
öèè â ðîçíè÷íîé òîðãîâëå ñ èñïîëüçîâàíèåì äèàãíîñòè÷åñêèõ
ïîäõîäîâ è ïðîöåäóð. Äèàãíîñòèêà â àâòîðñêîé èíòåðïðåòà-
öèè - ýòî ñîâîêóïíîñòü àíàëèòè÷åñêèõ, îöåíî÷íûõ è ïðîãíîç-
íûõ ïðîöåäóð, êîòîðûå â ñîâîêóïíîñòè ïîçâîëÿþò ñäåëàòü ñèí-
òåòè÷åñêèé âûâîä î âåêòîðå ðàçâèòèÿ ïðåäïðèÿòèÿ è àäàï-
òèðîâàòü ñóùåñòâóþùèå óïðàâëåí÷åñêèå ìåõàíèçìû è ïîâåäå-
íèå ïðåäïðèÿòèÿ ñ ó÷åòîì âíåøíèõ îãðàíè÷åíèé (óñëîâèé êîí-
êóðåíòíîé áîðüáû). Â ðàìêàõ èññëåäîâàíèÿ ïðîâåäåí êîìïëåêñ-
íûé àíàëèç è îöåíêó âåêòîðà ðàçâèòèÿ ðîçíè÷íîé òîðãîâëè
ïóòåì ïðèìåíåíèÿ èåðàðõè÷åñêîé ñèñòåìû ïîêàçàòåëåé ìàê-
ðîäèàãíîñòèêè, ìåçîäèàãíîñòèêè è ìèêðîäèàãíîñòèêè íà îñ-
íîâå ïðîöåäóð êëàñòåðíîãî è ñòàòèñòè÷åñêîãî ðåãðåññèîííîãî
àíàëèçà. Ðàçðàáîòàíà è àïðîáèðîâàíà ìåòîäèêà îöåíêè èçìå-
íåíèÿ êîíêóðåíòíûõ ïîçèöèé ó÷àñòíèêîâ íà ïðèíöèïàõ âåê-
òîðíîé àëãåáðû, ÷òî äàëî âîçìîæíîñòü â êîëè÷åñòâåííîì èç-
ìåðåíèè âûÿñíèòü âëèÿíèå ñòðóêòóðíûõ ýëåìåíòîâ èññëåäîâà-
íèÿ êîíêóðåíòíîé äèíàìèêè ðàçâèòèÿ ïðåäïðèÿòèé, âûñòó-
ïàâøèõ â êà÷åñòâå îáúåêòîâ îöåíêè. Äàíà õàðàêòåðèñòèêà
âîçìîæíîñòÿì äèàãíîñòèêè äîìèíèðóþùåé ïîçèöèè ó÷àñòíè-
êîâ ðûíêà íà îñíîâå ìåòîäà ñâåðòêè, ÷òî â ñâîþ î÷åðåäü ïî-
çâîëèëî ïðåäëîæèòü ñòðóêòóðíî-èåðàðõè÷åñêèé ìåòîä îöåíêè
êîíêóðåíòíîãî ïîâåäåíèÿ ðîçíè÷íûõ îïåðàòîðîâ íà îñíîâå ìå-
òîäà àíàëèçà èåðàðõèé. Ïðåäëîæåííàÿ ïðîöåäóðà äèàãíîñòèêè
çîíàëüíîé êîíêóðåíöèè ñïîñîáñòâóåò ïîâûøåíèþ ïðàêòè÷åñ-
êîé çíà÷èìîñòè èíñòðóìåíòîâ äèàãíîñòèêè â äåÿòåëüíîñòè
ëîêàëüíûõ îïåðàòîðîâ.

Êëþ÷åâûå ñëîâà: çîíàëüíàÿ êîíêóðåíöèÿ, ðîçíè÷íàÿ
òîðãîâëÿ, ñòðóêòóðà ðûíêà, êîíêóðåíòíàÿ áîðüáà,
äèàãíîñòèêà.


