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The article analyzed the goods of smart watches and fitness trackers, in order to find out

how much their manufactured products are in demand in the modern market, as well as

which store is better to open (online or regular) and whether it is profitable to open a store

with a product of fitness trackers and smart hours The main problem on the topic is a

small scientific research in this field of activity, respectively, the article has a generalized

new material that takes into account all aspects of the real marketing situation. When

studying smart watches and fitness trackers, a theoretical review of macromarketing and

micromarketing environments was conducted. As a result of the obtained data, an analysis

was formed, which took into account the advantages and disadvantages of the smart watch

market and fitness trackers, based on the selection and analysis of factors of the macro-

marketing environment, namely such factors as political, economic, demographic, scientific

and technical, and socio-cultural. Particular attention is paid to the study of the competitive

environment, where they considered the main competitors of the start-up enterprise selling

fitness trackers and smart watches, namely, such trading platforms as Eldorado, Comfy,

AliExpress, Rosette, Foxtrot, «Citrus», «Allo». On the basis of the data studied, an analysis

was made of the number of models of each competitor presented to determine the product

range. The analysis of suppliers, which is aimed at identifying those aspects in the activities

of entities supplying the organization with various raw materials, semi-finished products,

energy, information, finance, etc., on which the effectiveness of the organization, cost and

quality of the product produced by the organization depends, is carried out. The article

analyzes each product among the submitted competitors to calculate the average price in

order to see the difference in the prices of products manufactured in China, EU countries

and the USA. These indicators predetermine actions in the selection of suppliers and

intermediaries of products. Based on the study of the competitiveness of this market

segment, the basic strategy of M. Porter was proposed, which provides for the specialization

of the company’s activities in a narrow segment of consumers and gaining leadership in

this segment. The goal of the strategy is to satisfy the needs of the chosen target segment

better than the competitors. To determine the attitude of society to the industry in this

market segment, a consumer survey was conducted in which 100 respondents took part, of

which 51% of respondents are female and 49% are male in order to find out which

characteristics of smart watches and fitness trackers suit or not satisfied with consumers, as

well as the problems of modern wearable gadgets. By integrating the information studied,

the stability of this market segment and the possibilities for opening your business are

determined. Suggested recommendations for opening a store in the field of smart watches

and fitness trackers.

Keywords: potential consumer, market research, analysis of competitors, price segment,

competitive edge.
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Statement of the problem

In connection with the rapid growth of
technology, at the moment people who use various
gadgets, all pay less attention to little-known brands
and give greater preference to technology that has a
brand promoted than technological characteristics
or price. Therefore, we hypothesize that opening a
new store selling fitness trackers and smart watches
in Ukraine is a very risky business and will not bring
the expected income.

The relevance of this study lies in the fashion
of 2018 on “Healthy lifestyle” and “Planning your
time”.

The analysis of researches and publications
Analysis of scientific approaches to marketing

research involved in many foreign and Ukrainian
scientists: E. Anokhin, V. Anokhin, Z. Kasatova,
J. Martynov, S. Bozhuk, L. Kovalik, N. Kameneva,
V. Polyakov, B. Gerasimov, N. Mozgov, etc.

The purpose of this article

This article justifies the demand for smart
watches and fitness trackers, in order to find out
how much their manufactured products are in
demand in the modern market, as well as which
store is better to open (online or regular) and whether
it is profitable to open a store with a product of
fitness trackers and smart watch.

Exposition of basic material

Let us analyze the problems and opportunities
of the market of smart watches and fitness trackers
based on the selection and analysis of factors of the
macro marketing environment and determine how
they affect certain factors of the macro environment
- create problems or present opportunities.

From the political factors of the
macromarketing environment, we can conclude that
the problems of the opening store are: political
stability in the country, product certification, the
state of consumer protection legislation (our company
cannot influence the solution of these problems);
the likelihood of the development of military actions
in the country (this problem can be partially solved
by securing yourself and your property, first of all,
with the help of insurance).

The advantages are much less: freedom of
information and independence of the media (which
is our tool for the implementation of ideas), the
degree of protection of intellectual property and
copyright law (the company cannot influence these
factors, but gives confidence to the future of this
business).

From the economic factors of the
macromarketing environment, we can conclude that
the problems are: the inflation rate in the country,
the unemployment rate and the availability of credit
(the company cannot influence these factors).

Such a criterion as currency regulation gives a

slight advantage, but the company also can not affect
this factor.

From the demographic factors of the macro-
marketing environment, the problems are: migration
flows and trends and territorial distribution (the
company cannot influence the solution of these
problems).

A positive factor is the ethnic and religious
structure of the population (Christianity prevails in
Ukraine, which gives freedom of action, and allows
the enterprise to realize its potential by expanding
the segment of potential buyers).

Positive scientific and technical factors are: the
acceleration of technical progress (the company can
monitor daily innovations in the field of engineering
and technology and expand its range); toughening
the state quality control and product safety (the
company cannot influence this factor); product
renewal (allows the company to reduce the cost of
products and provide a greater choice than its
competitors); the direction and dynamics of
investments in NTP (the company can not affect
this factor, and can only follow the development of
this market segment).

The problem is the environmental orientation
of the NTP (the company can not affect this factor).
Due to the fact that we are intermediaries, our type
of activity does not affect the natural factors of the
macro marketing environment.

From the socio-cultural factors of the macro-
marketing environment, we can conclude that the
problem is: moral norms in society (an enterprise
can only try to satisfy all the demands of consumers
for a minimal fee).

Opportunities are: trends, fashion and cultural
values  †of the consumer (for an enterprise it is an
opportunity to realize more positions of this type of
goods); import preference (the company cannot
influence this factor, as there is no domestic
producer).

Of all the above factors, the most important
are economic and socio-cultural. To a greater extent,
an enterprise can influence economic factors, socio-
cultural and scientific-technical, and to a lesser extent
political, demographic factors, and natural ones. Such
a factor as a political enterprise cannot influence in
any way.

The main competitors of the start-up enterprise
are the shops and online stores of Eldorado, Comfy,
AliExpress, Rosetka, Foxtrot, Citrus, Allo (table 1).

Analysis of the range of goods was made based
on the analysis of secondary information. We
analyzed the assortment of groups in the networks
of shops and Internet sales (table 2).

After analyzing the number of models of smart
watches and fitness trackers of competitors, we see
that the largest choice is given on the online platform
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AliExpress and Rosetka, the smallest choice is
provided in the Foxtrot store. Consequently, we can
conclude that the Internet sites, allows you to provide
a huge choice to the buyer, at minimal cost.

The analysis revealed that most smart watch
models and fitness trackers are represented in online
stores such as AliExpress and Rosetka. The least
models of these gadgets are presented at the Foxtrot
Store. The range of gadget data in stores Allo is a
leading position among analogue technology
supermarkets. However, Internet platforms allow a
much wider range of products, which brings them
to the top positions of the rating.

The next step in the analysis of competitors is
to analyze the pricing policy of each of them. If the
cost allows you to determine the minimum price
level, the demand – the maximum, the analysis of
competitor prices allows you to determine the prices
within these limits, given the prices of competitors.

In this case, it is important not only to analyze
prices, but also the structure of competitor prices. It
should be noted that awareness on this issue
automatically strengthens the position of the firm
and provides an opportunity to find vulnerable
positions of competitors.

For example, in order to analyze the structure
of the production costs of their rivals, some
manufacturers buy models of competitors and
disassemble them on nodes and parts. The
information obtained is used as a benchmark in
determining the reserves of lowering costs and further
reducing prices for their products.

The analysis of competitors’ prices is carried
out using price list prices, through surveys of buyers,
and their account makes it possible to clearly position
the product or service. The next step in determining
the price is related to the choice of pricing method.

The analysis of market average prices for various
models of smart watches and fitness trackers is given

in Table 3. The data is collected from open sources
of information: the price in shops and prices at various
Internet sites.

Table  3

Analysis of the average market price of different models
smart watches and fitness trackers

Product name 
Average price, 

$ 
Average price, 

грн 

Apple Watch Series 3 399 11 061.89 

Garmin Fenix 5  599.99 16 634.14 

FitBit Ionic 300 8 317.21 

Samsung Gear S3 349.99 9 703.13 

Sony SmartWatch 3 128 3 548 

Huawei Watch 2 179.99 4 990.04 

Asus ZenWatch 3 230 6 376.52 

LG Watch Style 280 7 762.73 

Xiaomi Amazfit Pace 100 2 772.40 

Tag Heuer Connected 1500 45 860.55 

 

After analyzing each product among the
represented competitors. we derived 10 positions and
calculated the average price in order to see the
difference in the prices of products manufactured in
China. EU countries and the USA (Figure).

Based on the evaluation of competitors. we.
based on M. Porter’s basic strategy. chose a
concentration strategy that provides for the
specialization of the company’s activities in a narrow
segment of consumers and gaining leadership in this
segment. The goal of the strategy is to satisfy the
needs of the chosen target segment better than the
competitors.

The analysis of suppliers is aimed at identifying

Table  1

Analysis of competitors

Table  2

Analysis of the depth of the range

От – 3 до + 3 
Factors 

Eldorado Comfy AliExpress Rosetka Foxtrot Citrus Аllo 

Product range +1 +1 +3 +3 –1 +2 +3 

The price of the product +1 –2 +2 +1 +1 +1 –2 

Product quality +2 +2 +1 +2 +2 +2 +2 

 

Количество моделей 
Product 

Eldorado Comfy AliExpress Rosetka Foxtrot Citrus Аllo 

Smart watch 136 161 590 648 2 872 93 786 1372 

Baby Smart Watch 55 50 4 445 688 2 27 60 

Fitness trackers 109 329 46 302 799 49 2 166 
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those aspects in the activities of entities supplying
the organization with various raw materials, semi-
finished products, energy, information, finance, etc.,
on which the effectiveness of the organization. cost
and quality of the product produced by the
organization depend.

After analyzing the 5 products of smart watches
most popular among our competitors, we see that
our country is not a manufacturer of more than one
brand, our country buys more models of smart
watches from other countries. The most popular
dealers in Ukraine are Foxtrot, Citrus, Hello, Comfy,
Rosetka, i.e. our direct competitors. Basically
everything is done and sold in Taiwan or in China
itself. An exception is the proposed Tag Heuer
Connected model. which is manufactured and sold
in Switzerland.

A study conducted by us showed that many
users of wearable devices - smart watches and fitness
trackers – are disappointed in their gadgets.

It turned out that about 67% of respondents
have “smart” gadgets. At the same time. the study
showed that the level of rejection of the use of
wearable gadgets reaches 27%. This situation is
explained by the fact that many consumers consider
wearable devices simply insufficiently functional. In
many cases. the capabilities of such products repeat
the functions of smartphones.

The survey also revealed two more problems of
modern wearable gadgets, 28% of users indicate their
high cost and 39% of the unattractive design.

After completing a marketing analysis of smart
watch products and fitness trackers. the following
conclusions can be made. First, products are
competitive and occupy a certain share of the
electronics market.

Secondly. the product develops. creating all new
products that allow to satisfy even the most loyal
customers.

Thirdly, as we see, with its quality and simplicity

of products, with the support and constant
introduction of innovations. these products win the
trust of a large audience of consumers. despite
numerous consumer complaints.

In the coming years, and maybe even months,
wearable gadgets will undergo many more changes
for the better. Today, their functions are mainly
focused on helping us to take care of ourselves and
to be in touch – not only in our free time, but also
in the workplace. According to Deloitte, by 2022
about 500 global corporations intend to introduce
wearable technology into the workflow.

100 respondents took part in the survey. of
which 51% of the respondents were female and 49%
male. The age category was: 11% – up to 17. 49% –
from 18 to 30. 27% – from 31 to 45. 8% – from 46
to 60. 5% – from 61st and older.

The study showed that 71% of people out of
100 respondents know what the difference is between
smart watches and fitness trackers. and only 29% of
people said they do not know. To the question “What
is the main reason for buying fitness trackers or smart
watches?” 14% of people answered – loss. breakdown
of the old, 20% of people – the emergence of a
new. improved model. 13% of people – favorable
discounts or promotions in the store to buy a new
gadget 22% of people – fashion and style and 31%
of people – is an essential helper, which simplifies
life.

To the question “Where did you buy or
purchase smart watches or fitness trackers?” 20% of
the people answered – in an independent retail store,
31% of people in chain stores, 39% of people in
online stores, 10% of people buy in others places.

When choosing smart watches or fitness
trackers. consumers rely on these characteristics: 46%
of people answered – quality. 17% of people – price.
16% of people – additional applications, 19% of OS
people, 2% of people – another.

After analyzing the prices of smart watch

Average market price of models UAH
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products and fitness trackers for consumers, prices
are so high that they refuse to buy: 9% of people are
less than 1000 UAH, 34% of people are from 1000
to 3000 UAH, 23% of people are from 3000 to 5000
UAH, 19 % of people – from 5.000 to 8.000 UAH,
15% of people – from 8.000 UAH and above.

Conclusions

After conducting a marketing research in the
form of a survey. we studied the consumers of this
product. its features and preferences in this segment.
And found that only 67% are users of these products,
and even among these 67% there are 27% who are
not satisfied with the product for technical,
economic, geographical or other external reasons,
that is, there is a demand for these goods, which
allows you to open a business in this segment, but it
is costly to meet the demand of each consumer.

After analyzing the macro environment, we can
conclude that due to the instability of the economy
and the political situation in our country, as well as
problems among the population, opening a regular
store will be an expensive undertaking that may not
bring the expected income in a given period of time.
Exploring the micro environment, we understand
that there are a lot of competitors in this market
segment, but they do not respond to all customer
requests, for example, the ratio of quality and price.
The main competitors are the AlliExpress and
Rosetka marketplaces, as well as Allo and Citrus
retail chains.

Based on the foregoing. we recommend:
1. To postpone the opening of the store, and

start with the Internet site and gain a certain trust
from customers in this market segment;

2. To focus not only on the younger generation.
but also to work on the demand for older people;

3. When buying a product in China, monitor
the quality of the product in order to satisfy not
only its financial needs, but also the demands of
buyers.
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ÀÍÀË²Ç ÑÌÀÐÒ-ÃÎÄÈÍÍÈÊ²Â ÒÀ Ô²ÒÍÅÑ-ÒÐÅÊÅÐ²Â
ÍÀ ÐÈÍÊÓ ÓÊÐÀ¯ÍÈ

²ùåíêî ²., Ñàâåíêî À., ×óïðèíà Í., Êîâàëüîâà Ì.

Ó ñòàòò³ ïðîàíàë³çîâàíî òîâàðè ñìàðò-ãîäèííèê³â ³
ô³òíåñ-òðåêåð³â, ç ìåòîþ ç’ÿñóâàòè íà ñê³ëüêè ¿õ ïðîäóêö³ÿ.
ùî âèïóñêàºòüñÿ, º çàòðåáóâàíîþ íà ñó÷àñíîìó ðèíêó, à òà-
êîæ ÿêèé ìàãàçèí êðàùå â³äêðèòè (îíëàéí àáî çâè÷àéíèé) ³ ÷è
âèã³äíî â³äêðèâàòè ìàãàçèí ç òîâàðîì ô³òíåñ-òðåêåð³â ³ ñìàðò-
ãîäèííèê³â. Îñíîâíà ïðîáëåìà ç òåìè ïîëÿãàº â ìàëîìó íàóêî-
âîìó äîñë³äæåíí³ â äàí³é ñôåð³ ä³ÿëüíîñò³, â³äïîâ³äíî ñòàòòÿ
ìàº óçàãàëüíåíèé íîâèé ìàòåð³àë, ÿêèé âðàõîâóº âñ³ àñïåêòè
ðåàëüíî¿ ìàðêåòèíãîâî¿ ñèòóàö³¿. Ïðè âèâ÷åíí³ ñìàðò-ãîäèí-
íèê³â ³ ô³òíåñ-òðåêåð³â âèêîíóâàâñÿ òåîðåòè÷íèé îãëÿä ìàê-
ðîìàðêåòèíãîâîãî ³ ì³êðîìàðêåòèíãîâîãî ñåðåäîâèùà. Â ðåçóëü-
òàò³ îòðèìàíèõ äàíèõ áóâ ñôîðìîâàíèé àíàë³ç, â ÿêîìó áóëè
âðàõîâàí³ ïåðåâàãè ³ íåäîë³êè ðèíêó ñìàðò-ãîäèííèê³â ³ ô³òíåñ-
òðåêåð³â. íà îñíîâ³ â³äáîðó ³ àíàë³çó ôàêòîð³â ìàêðîìàðêåòèí-
ãîâîãî ñåðåäîâèùà, à ñàìå òàêèõ ôàêòîð³â ÿê: ïîë³òè÷í³, åêî-
íîì³÷í³, äåìîãðàô³÷í³, íàóêîâî-òåõí³÷í³ ³ ñîö³àëüíî-êóëüòóðí³.
Îñîáëèâó óâàãó ïðèä³ëåíî äîñë³äæåííþ êîíêóðåíòíîãî ñåðåäî-
âèùà, äå áóëè ðîçãëÿíóò³ îñíîâí³ êîíêóðåíòè ï³äïðèºìñòâà-
ïî÷àòê³âöÿ ç ïðîäàæó ô³òíåñ-òðåêåð³â ³ ñìàðò-ãîäèííèê³â, à
ñàìå òàê³ òîðãîâ³ ìàéäàí÷èêè ÿê «Åëüäîðàäî», «Comfy»,
«AliExpress», «Ðîçåòêà», «Ôîêñòðîò», «Öèòðóñ», «Àëëî». Íà
îñíîâ³ âèâ÷åíèõ äàíèõ áóâ çä³éñíåíèé àíàë³ç ê³ëüêîñò³ ìîäåëåé
êîæíîãî íàäàíîãî êîíêóðåíòà äëÿ âèçíà÷åííÿ àñîðòèìåíòó òî-
âàðó. Âèêîíàíî àíàë³ç ïîñòà÷àëüíèê³â, ÿêèé ñïðÿìîâàíèé íà
âèÿâëåííÿ òèõ àñïåêò³â â ä³ÿëüíîñò³ ñóá’ºêò³â, ùî ïîñòà÷à-
þòü îðãàí³çàö³þ ð³çíîþ ñèðîâèíîþ, íàï³âôàáðèêàòàìè. åíåð-
ã³ºþ, ³íôîðìàö³ºþ. ô³íàíñàìè ³ òà ³í, â³ä ÿêèõ çàëåæàòü åôåê-
òèâí³ñòü ðîáîòè îðãàí³çàö³¿, ñîá³âàðò³ñòü ³ ÿê³ñòü âèðîáëåíî-
ãî îðãàí³çàö³ºþ ïðîäóêòó. Ó ñòàòò³ ïðîàíàë³çîâàíî êîæåí
ïðîäóêò ñåðåä íàäàíèõ êîíêóðåíò³â äëÿ ðîçðàõóíêó ñåðåäíüî¿
ö³íè, ùîá ïîáà÷èòè ð³çíèöþ ö³íè ïðîäóêò³â, âèãîòîâëåíèõ â
Êèòà¿, êðà¿íàõ ÅÑ òà ÑØÀ. Äàí³ ïîêàçíèêè çóìîâëþþòü ä³¿ ó
âèáîð³ ïîñòà÷àëüíèê³â ³ ïîñåðåäíèê³â ïðîäóêö³¿. Íà îñíîâ³ âèâ-
÷åííÿ êîíêóðåíòîñïðîìîæíîñò³ äàíîãî ñåãìåíòà ðèíêó áóëà
çàïðîïîíîâàíà áàçîâà ñòðàòåã³ÿ Ì. Ïîðòåðà ÿêà ïåðåäáà÷àº
ñïåö³àë³çàö³þ ä³ÿëüíîñò³ ô³ðìè íà âóçüêîìó ñåãìåíò³ ñïîæè-
âà÷³â ³ çàâîþâàííÿ â öüîìó ñåãìåíò³ ë³äåðñòâà. Ìåòà ñòðà-
òåã³¿ – çàäîâîëüíèòè ïîòðåáè îáðàíîãî ö³ëüîâîãî ñåãìåíòà êðà-
ùå, í³æ êîíêóðåíòè. Äëÿ âèçíà÷åííÿ ñòàâëåííÿ ñóñï³ëüñòâà äî
ãàëóç³ íà äàíîìó ñåãìåíò³ ðèíêó, áóëî ïðîâåäåíî îïèòóâàííÿ
ñïîæèâà÷³â â ÿêîìó âçÿëè ó÷àñòü 100 ðåñïîíäåíò³â ç ÿêèõ 51%
îïèòàíèõ – ïðåäñòàâíèêè æ³íî÷î¿ ñòàò³ ³ 49% – ÷îëîâ³÷î¿ ç
ìåòîþ ç’ÿñóâàòè ÿê³ õàðàêòåðèñòèêè ñìàðò-ãîäèííèê³â ³
ô³òíåñ-òðåêåð³â âëàøòîâóþòü àáî íå âëàøòîâóþòü ñïîæè-
âà÷³â, à òàêîæ ïðîáëåìè ñó÷àñíèõ íîñèìèõ ãàäæåò³â. ²íòåã-
ðóâàâøè âèâ÷åíó ³íôîðìàö³þ, âèçíà÷åíà ñò³éê³ñòü äàíîãî ñåã-
ìåíòà ðèíêó ³ ìîæëèâîñò³ äëÿ â³äêðèòòÿ ñâîãî ï³äïðèºìñòâà.
Çàïðîïîíîâàíî ðåêîìåíäàö³¿ äëÿ â³äêðèòòÿ ìàãàçèíó â ñôåð³
ñìàðò-ãîäèííèê³â ³ ô³òíåñ-òðåêåð³â.

Êëþ÷îâ³ ñëîâà: ïîòåíö³éíèé ñïîæèâà÷, äîñë³äæåííÿ
ðèíêó, àíàë³ç êîíêóðåíò³â, ö³íîâèé ñåãìåíò, êîíêóðåíòíà
ïåðåâàãà.
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ÀÍÀËÈÇ ÑÌÀÐÒ-×ÀÑÎÂ È ÔÈÒÍÅÑ-ÒÐÅÊÅÐÎÂ ÍÀ
ÐÛÍÊÅ ÓÊÐÀÈÍÛ

Èùåíêî È., Ñàâåíêî À., ×óïðèíà Í., Êîâàëåâà Ì.

Â ñòàòüå ïðîàíàëèçèðîâàíî òîâàðû ñìàðò-÷àñîâ è ôèò-
íåñ-òðåêåðîâ. ñ öåëüþ âûÿñíèòü íà ñêîëüêî èõ âûïóñêàåìàÿ
ïðîäóêöèÿ ÿâëÿåòñÿ âîñòðåáîâàííîé íà ñîâðåìåííîì ðûíêå, à
òàêæå êàêîé ìàãàçèí ëó÷øå îòêðûòü (îíëàéí èëè îáû÷íûé) è
âûãîäíî ëè îòêðûâàòü ìàãàçèí ñ òîâàðîì ôèòíåñ-òðåêåðîâ è
ñìàðò-÷àñîâ. Îñíîâíàÿ ïðîáëåìà ïî òåìå çàêëþ÷àåòñÿ â ìà-
ëîì íàó÷íîì èññëåäîâàíèè â äàííîé ñôåðå äåÿòåëüíîñòè. ñîîò-
âåòñòâåííî ñòàòüÿ èìååò îáîáùåííûé íîâûé ìàòåðèàë, êî-
òîðûé ó÷èòûâàåò âñå àñïåêòû ðåàëüíîé ìàðêåòèíãîâîé ñèòó-
àöèè. Ïðè èçó÷åíèè ñìàðò-÷àñîâ è ôèòíåñ-òðåêåðîâ ïðîâîäèë-
ñÿ òåîðåòè÷åñêèé îáçîð ìàêðîìàðêåòèíãîâîé è ìèêðîìàðêå-
òèíãîâîé ñðåäû. Â ðåçóëüòàòå ïîëó÷åííûõ äàííûõ áûë ñôîð-
ìèðîâàí àíàëèç, â êîòîðîì áûëè ó÷òåíû ïðåèìóùåñòâà è íå-
äîñòàòêè ðûíêà ñìàðò-÷àñîâ è ôèòíåñ-òðåêåðîâ, íà îñíîâå
îòáîðà è àíàëèçà ôàêòîðîâ ìàêðîìàðêåòèíãîâîé ñðåäû,  à èìåí-
íî òàêèõ ôàêòîðîâ êàê: ïîëèòè÷åñêèå, ýêîíîìè÷åñêèå, äåìîã-
ðàôè÷åñêèå, íàó÷íî-òåõíè÷åñêèå è ñîöèàëüíî-êóëüòóðíûå. Îñî-
áîå âíèìàíèå óäåëåíî èññëåäîâàíèþ êîíêóðåíòíîé ñðåäû, ãäå
áûëè ðàññìîòðåíû îñíîâíûå êîíêóðåíòû íà÷èíàþùåãî ïðåä-
ïðèÿòèÿ ïî ïðîäàæå ôèòíåñ-òðåêåðîâ è ñìàðò-÷àñîâ, à èìåí-
íî òàêèå òîðãîâûå ïëîùàäêè êàê «Ýëüäîðàäî», «Comfy»,
«AliExpress», «Ðîçåòêà», «Ôîêñòðîò», «Öèòðóñ», «Àëëî». Íà
îñíîâå èçó÷åííûõ äàííûõ áûë ïðîâåäåí àíàëèç êîëè÷åñòâà ìî-
äåëåé êàæäîãî ïðåäñòàâëåííîãî êîíêóðåíòà äëÿ îïðåäåëåíèÿ
àññîðòèìåíòà òîâàðà. Ïðîâåäåí àíàëèç ïîñòàâùèêîâ, êîòî-
ðûé íàïðàâëåí íà âûÿâëåíèå òåõ àñïåêòîâ â äåÿòåëüíîñòè
ñóáúåêòîâ, ñíàáæàþùèõ îðãàíèçàöèþ ðàçëè÷íûì ñûðüåì, ïî-
ëóôàáðèêàòàìè, ýíåðãèåé, èíôîðìàöèåé, ôèíàíñàìè è ò.ï., îò
êîòîðûõ çàâèñÿò ýôôåêòèâíîñòü ðàáîòû îðãàíèçàöèè. ñåáåñ-
òîèìîñòü è êà÷åñòâî ïðîèçâîäèìîãî îðãàíèçàöèåé ïðîäóêòà.
Â ñòàòüå ïðîàíàëèçèðîâàí êàæäûé ïðîäóêò ñðåäè ïðåäñòàâ-
ëåííûõ êîíêóðåíòîâ äëÿ ðàñ÷¸òà ñðåäíåé öåíû, ÷òîáû óâèäåòü
ðàçíèöó öåíû ïðîäóêòîâ, èçãîòîâëåííûõ â Êèòàå, ñòðàíàõ ÝÑ
è ÑØÀ. Äàííûå ïîêàçàòåëè ïðåäîïðåäåëÿþò äåéñòâèÿ â âûáî-
ðå ïîñòàâùèêîâ è ïîñðåäíèêîâ ïðîäóêöèè. Íà îñíîâå èçó÷åíèÿ
êîíêóðåíòîñïîñîáíîñòè äàííîãî ñåãìåíòà ðûíêà áûëà ïðåäëî-
æåíà áàçîâàÿ ñòðàòåãèÿ Ì. Ïîðòåðà êîòîðàÿ ïðåäóñìàòðè-
âàåò ñïåöèàëèçàöèþ äåÿòåëüíîñòè ôèðìû íà óçêîì ñåãìåíòå
ïîòðåáèòåëåé è çàâîåâàíèå â ýòîì ñåãìåíòå ëèäåðñòâà. Öåëü
ñòðàòåãèè – óäîâëåòâîðèòü ïîòðåáíîñòè âûáðàííîãî öåëåâî-
ãî ñåãìåíòà ëó÷øå, ÷åì êîíêóðåíòû. Äëÿ îïðåäåëåíèÿ îòíîøå-
íèå îáùåñòâà ê îòðàñëè íà äàííîì ñåãìåíòå ðûíêà, áûë ïðî-
âåäåí îïðîñ ïîòðåáèòåëåé â êîòîðîì ïðèíÿëè ó÷àñòèå 100 ðåñ-
ïîíäåíòîâ èç êîòîðûõ 51% îïðîøåííûõ – ïðåäñòàâèòåëè æåí-
ñêîãî ïîëà è 49% – ìóæñêîãî ñ öåëüþ âûÿñíèòü êàêèå õàðàê-
òåðèñòèêè ñìàðò-÷àñîâ è ôèòíåñ-òðåêåðîâ óñòðàèâàþò èëè
íå óñòðàèâàþò ïîòðåáèòåëåé, à òàêæå ïðîáëåìû ñîâðåìåí-
íûõ íîñèìûõ ãàäæåòîâ. Èíòåãðèðîâàâ èçó÷åííóþ èíôîðìàöèþ,
îïðåäåëåíà óñòîé÷èâîñòü äàííîãî ñåãìåíòà ðûíêà è âîçìîæ-
íîñòè äëÿ îòêðûòèÿ ñâîåãî ïðåäïðèÿòèÿ. Ïðåäëîæåíû ðåêî-
ìåíäàöèè äëÿ îòêðûòèÿ ìàãàçèíà â ñôåðå ñìàðò-÷àñîâ è ôèò-
íåñ-òðåêåðîâ.

Êëþ÷åâûå ñëîâà: ïîòåíöèàëüíûé ïîòðåáèòåëü,
èññëåäîâàíèå ðûíêà, àíàëèç êîíêóðåíòîâ, öåíîâîé ñåãìåíò,
êîíêóðåíòíîå ïðåèìóùåñòâî.
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The article analyzed the goods of smart watches and fitness
trackers, in order to find out how much their manufactured products
are in demand in the modern market, as well as which store is better
to open (online or regular) and whether it is profitable to open a
store with a product of fitness trackers and smart hours The main
problem on the topic is a small scientific research in this field of
activity, respectively, the article has a generalized new material that
takes into account all aspects of the real marketing situation. When
studying smart watches and fitness trackers, a theoretical review of
macromarketing and micromarketing environments was conducted.
As a result of the obtained data, an analysis was formed, which took
into account the advantages and disadvantages of the smart watch
market and fitness trackers, based on the selection and analysis of
factors of the macro-marketing environment, namely such factors as
political, economic, demographic, scientific and technical, and socio-
cultural. Particular attention is paid to the study of the competitive
environment, where they considered the main competitors of the
start-up enterprise selling fitness trackers and smart watches, namely,
such trading platforms as Eldorado, Comfy, AliExpress, Rosette,
Foxtrot, «Citrus», «Allo». On the basis of the data studied, an analysis
was made of the number of models of each competitor presented to
determine the product range. The analysis of suppliers, which is
aimed at identifying those aspects in the activities of entities supplying
the organization with various raw materials, semi-finished products,
energy, information, finance, etc., on which the effectiveness of the
organization, cost and quality of the product produced by the
organization depends, is carried out. The article analyzes each product
among the submitted competitors to calculate the average price in
order to see the difference in the prices of products manufactured in
China, EU countries and the USA. These indicators predetermine
actions in the selection of suppliers and intermediaries of products.
Based on the study of the competitiveness of this market segment, the
basic strategy of M. Porter was proposed, which provides for the
specialization of the company’s activities in a narrow segment of
consumers and gaining leadership in this segment. The goal of the
strategy is to satisfy the needs of the chosen target segment better
than the competitors. To determine the attitude of society to the
industry in this market segment, a consumer survey was conducted
in which 100 respondents took part, of which 51% of respondents
are female and 49% are male in order to find out which characteristics
of smart watches and fitness trackers suit or not satisfied with
consumers, as well as the problems of modern wearable gadgets. By
integrating the information studied, the stability of this market segment
and the possibilities for opening your business are determined.
Suggested recommendations for opening a store in the field of smart
watches and fitness trackers.

Keywords: potential consumer, market research, analysis
of competitors, price segment, competitive edge.
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