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AnHoTanus. B craTthe paccMOTpPEHO COBpPEMEHHOE COCTOSHHE PBIHKOB KpacHOspckoro kpas, ITaH aHaTu3 mpooieMm,
KOTOpPBIE BO3HUKAIOT B MIEPUO]T KPU3HCA, TOCKOIBKY PEalbHO paciojlaraeMble TOXO0bI TTOTpeduTeneil CHIKAIOTCS, pacCMO-
TpeHbl (PaKTOPBI, BIUSIONINE HA JUHAMHUKY MOTPEOUTEIHCKOTO IIOBEJICHNUS, PACCMOTPEHBI ITPO0JIEMBbl, BOSHUKIIINE HAa PHIHKE
KOTOPBIC TOPMO3ST €ro JanpHeimee pa3Butie. Cpeny HUX BBIICISIOT CIEYIOMINE: MPUCYTCTBUEC HA PBHIHKE (arbCcu(pu-
IUPOBAHHBIX MTPOAYKTOB; HEPA3BUTOCTh MEHEIKMEHTA U MAapKETHHTa, BBUY HEOCTATOYHOTO OIIBITA; HAJMYUE Ha PHIHKE
0OJIBIIOrO KOJMYECTBA UMIIOPTHBIX MPOJYKTOB; HU3KUH YPOBEHb CEPBUCA B OTPACIH OOIIECTBEHHOTO MTUTAHHUS U TOPTOB-
JIW; HETOCTATOYHBIN aCCOPTUMEHT MPOAYKITUH;, OTCYTCTBHE TapaHTHU KadyecTBa MPOAYKINHU, Hepa3BUTas HHYpacTpyKTypa
priHKa.B paboTe Taxke MpeaokKeH MeXaHU3M aJanTalluy PhIHKA K H3MEHSIONMMCS PHIHOYHBIM YCIOBHUSAM IIPH TTOMOIITI
OoJiee MIMPOKOTO MPUMEHEHHsI MHHOBALMOHHBIX TEXHOJIOTWH. B crarbe paccMarpuBaloTCs OCHOBHBIC HAIPABICHHS pa3-
BUTHUS NHU(POBOTO MAPKETHHTa ¥ HOBBIE BO3MOYKHOCTH, KOTOpPBIE OH oOecrieunBaeT. L{nppoBbie TEXHOIOTHH CTAHOBATCS
Bce Oosiee BOCTpeOOBAaHHBIMH U JIAIOT HOBBIE BO3MOXKHOCTH MO COOPY MH(POPMAIIMHU U TI0 OCYIIECTBICHUIO MApKETHHTOBBIX
KOMMYHUKAIUH, KOTOPbIE TPEOYIOT Pa3BUTHS B COBPEMEHHOM Mupe. B pabore Gosiblioe BHUMaHUE YAEIEHO aHAIU3Y CO-
BPEMEHHBIX MAapKETHHIOBBIX TEXHOJOTHH, MPUMEHSICMBIX B PAa3BUTHIX CTPaHAX HA aHAIOTUYHBIX PHIHKAX, PACCMOTPEHBI
BO3MOKHOCTH UX IpUMeHeHus uX B KpacHospckoM kpae.

KaioueBsle ciioBa: ajanraiys, MapKeTHHIOBBIE TEXHOJIOTHH, TIOTPEOUTEIILCKOE TTIOBEICHNE, KIIFOUEBbIE (PAaKTOPBI, MO-
HUTOPHHT.
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Abstract. The article examines the current state of the markets in the Krasnoyarsk region, analyzes the problems that
arise during the crisis, since the actual disposable income of consumers is declining. It considers the factors that affect the
dynamics of consumer behavior, and considers the problems that have arisen in the market that hinder its further develop-
ment. Among them there are the following problems: the presence of falsified products on the market; underdeveloped man-
agement and marketing, due to insufficient experience; the presence of a large number of imported products on the market;
low level of service in the food and retail industry; insufficient product range; lack of product quality assurance, undeveloped
market infrastructure. The paper also suggests a mechanism for adapting the market to changing market conditions through
the wider use of innovative technologies. The article discusses the main directions of digital marketing development and the
new opportunities that it provides. Digital technologies are becoming more and more popular and provide new opportunities
for collecting information and implementing marketing communications, which require development in the modern world.
In this paper, much attention is paid to the analysis of modern marketing technologies used in developed countries in similar
markets, and the possibilities of their application in the Krasnoyarsk region are considered.

Keywords: adaptation, marketing technologies, consumer behavior, key factors, monitoring.

Problem definition in general form and its connection
with important scientific and practical tasks. Providing
the population with necessary goods is one of the most
important, and often the determining factor in ensuring the
stability of society, its well-being, confidence in the future,
and the health of its members. Since markets are generally
a very dynamic structure, the need to track changes in it
is most acute. Currently, the market situation is changing
at an accelerated pace and requires the use of better
marketing technologies. In the period of digitalization of the
national economy, the combining of traditional marketing
technologies and new trends in the development of digital
(electronic, digital) marketing becomes particularly relevant
[1].

Analysis of recent researches and publications. The
analysis of scientific literature on modern developments of
Russian (N. I. Arkhipova, doctor of Economics, Professor and
M. T. Gurieva, candidate of Economics, associate Professor)
and foreign scientists on the application of modern marketing

technologies makes it possible to consider the possibility of
adapting these technologies to specific markets [2].

Formation of the article goals. The purpose of this
research is to analyze the current market situation in the
markets of the Krasnoyarsk region, identify the factors that
most significantly affect the behavior of buyers, offer tools
for adapting to modern market conditions with the help of
more advanced marketing technologies.

Presentation of the main research material with full
Justification of the scientific results. The development of the
market is influenced by a wide range of factors that need
to be constantly monitored and adapted to them using the
most advanced marketing technologies [3]. The behavior
of market consumers is influenced by many factors related
to the situation in the region, as well as in the country and
the world as a whole. This study attempts to analyze the
market situation and identify the factors that have the most
significant impact on customer behavior. The economic
situation in the country at this time is not stable and has the
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features of a crisis. To understand the underlying factors that
influence customer behavior, we need to consider the current
situation in more detail [4].

To achieve this goal, we used such research methods as a
set of economic methods: monographic, analytical, economic
and statistical, content analysis, and causal research.

The identification of factors that affect the market
situation and change the behavior of buyers was based on
the study of static material, conceptual documents of the
market strategy development in the Krasnoyarsk region.
Confirmation of the study conclusions and results was based
on the study of Russian and foreign scientists’ works on the
development of market relations [5]. As a result of achieving
the set goal in the research, a set of measures was proposed
to introduce more advanced marketing technologies in the
markets of the Krasnoyarsk region, which will speed up its
development and make it more competitive.

Krasnoyarsk markets are affected by the same factors
that affect the country’s economy as a whole. Among them
are the following: the presence of falsified products on the
market; lack of management and marketing due to insufficient
experience; the presence of a large number of imported
products on the market; low level of service in the food and
retail industry; insufficient product range; lack of product
quality assurance, undeveloped market infrastructure.

The economic crisis, both in the country as a whole and in
the regions, is usually characterized by financial instability,
which leads to the closure of some enterprises and often to
a reduction in production [6]. Also, it should be noted that
the production relations are violated, it leads to greater
reductions in investment and deterioration of the investment
climate overall, the business decreases, incomes are reduced,
people experience psychological imbalance, increased
unemployment, increased debt load of the population. If
we also analyze the difficult demographic situation in the
country, it becomes obvious the severity and urgency of the
problem. The demographic situation in the country further
intensifies all these phenomena.

At present, when we see a decline in oil prices and a slight
fall in the ruble exchange rate, the introduction of modern
marketing technologies becomes particularly relevant, as it
allows increasing the turnover of funds and contributes to
improving the efficiency of the economy [7].

The decline in investment inflows will have a negative
impact in the future, as it is the development of science,
production, and new jobs. In the region, there is now a
slight decrease in employment. Per capita income is not
high compared to some other regions. This situation affects
changes in consumer behavior, forcing buyers to choose
products of lower quality, sometimes surrogate. Thus,
motivators to produce high quality products are disappearing
[8].

The low-income segment is gradually expanding,
which has been declining for the past few years, according
to research. Many of the respondents noted that they feel
a certain nervousness, because they do not see ways to
overcome the crisis. They are not sure about keeping their
jobs, saving money (only 43% of respondents have it), the
stability of the ruble exchange rate, and they are afraid of
further decline in the level of per capita income. (61% of
respondents noted in the questionnaires that the share of food
expenditures increased in the family budget by an average
of 15%).

During the crisis, the behavior of customers, their
preferences, habits, and lifestyle changes [9]. People have
become more likely to choose “simpler” products, so they
move to a different price segment, choose cheaper brands,
manufacturers whose products are cheaper, and wait for
promotions and discounts. The vast majority of respondents
try to save money and develop different ways to saving, the
most common of them are:

- Attempt to find stores with cheaper prices for familiar
products;

- Waiting for the time of promotions;

- Purchase of products in large volumes;

- Search for products of cheaper brands;

- Buy products in smaller quantities and less frequently.

Since the economy segment in Krasnoyarsk tends to
increase, the market should respond with the expansion of
retail enterprises in the “Low price store” format. Stores in
this format have their own special features:

- Low mark-up on goods (usually the mark-up is from
10 to 15 %);

- A lot of money is not spent on the design of trading
halls;

- The product range is quite narrow and it contains about
50% of own-brand products;

- Placements for such stores are selected with a minimum
rent;

- Advertising costs are minimal.

Currently, the trend of creating discounters extends even
to such retail businesses as pharmacies and beer stores.
Some stores will reformat their operations to meet market
requirements.

Low prices in such stores are usually formed by selling
products of unknown brands, products of a low-price
segment, a low level of service, low rent, a minimum number
of staff and the simplest and cheapest equipment.

In this regard, it is necessary to analyze how the market
picture is formed in the minds of consumers, who and what
influences the formation of consumer views.

To do this, we need to understand from what sources
buyers draw information about the market. This question
was also included in the developed questionnaire. As a result
of the responses received, it was found that for a significant
part of the population (68%), the main source of information
is television, although the role of this communication tool
has decreased by about 15% compared to 2018. In addition,
about half of these respondents indicated that they use the
Internet to obtain information in parallel.

24% of respondents use the Internet exclusively, these
are usually young people. But in combination with other
means of communication, about 67% of respondents use
the Internet. People note that they have more confidence in
information received from the Internet than in information
received through television channels. A significant portion
of the population still draws information from Newspapers
(34%). In parallel with official sources of information, people
actively use information received from their acquaintances,
relatives, and friends (70 %), although such information is
often distorted due to repeated transmission. In our opinion,
it is the Internet information that is most appropriate to use
for the formation of relations between various subjects of the
food market.

There are still many problems in marketing related to the
further development of marketrelations [10-12]. This includes
a lack of marketers and managers professionally trained
to work in the market, an imperfect market infrastructure
that does not allow full interaction with transport, banking,
wholesale and other enterprises, poor communication
between product manufacturers and consumers, lack of
information about the market and products, and insufficient
consumer protection.

In this regard, it is necessary to raise awareness of
merchandise and consumers about ways of products
falsification and methods of this detection, to ensure the
products test by experts, in case of the slightest suspicion on
falsification [13].

These problems need to be resolved, and this requires
the use of the most modern marketing technologies.
Unfortunately, marketing has a significant delay (since it
began to be implemented in our country much later than
in developed countries), which is why the consumer loses.
That is why the issue of introducing progressive marketing
technologies is currently the most relevant [14].

The modern world is a world of accelerated technology
development. It’s impossible to compete if we don’t have
advanced technology. In our country, marketing began to
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develop with some delay in comparison with other countries
with market economies, since the country followed the
market path in the 90s of the last century. But it is developing
at a faster rate, because it can use the existing experience of
developed countries that have long been on the market way.

Particularly relevant is the development of marketing
technologies in times of crisis, when the income of the
population begins to fall and the buyer is faced with a choice
of which product to give preference to.

Despite the fact that marketing in our country is
developing at a relatively high rate, some delay behind
developed countries can still be observed [15]. If the delay
in the industrial goods market is not so significant, then
the delay in the agricultural products market and other
agricultural markets is obvious. Many businesses do not fully
utilize marketing opportunities, and advanced marketing
technologies are often not used at all, which significantly
reduces their effectiveness and does not allow people to fully
meet their immediate needs. In addition, this circumstance
significantly slows down the rate of the national economy
development, as it reduces the opportunities for enterprises
to invest in their development.

Often, the understanding of marketing is narrowed to the
idea of promoting products through traditional advertising
and sales promotion. In fact, progressive marketing
should cover much more issues [16]. These issues include
everything related to the product: the quality of the product,
its competitiveness, environmental cleanliness, ergonomics,
packaging, as well as the price, the choice of ways to
effectively sell the product and, of course, the marketing
environment and the development of loyalty programs.

All over the world, marketing technologies such as
network marketing, which is based on the chains formation
of independent agents that attract other people, are used in
marketing, and quite successfully [17]. Managers receive a
sales percentage of their group’s products. Such networks
have proven themselves well in foreign markets, provide
a rapid increase in sales and promote employment. In the
markets of agricultural products, this form of marketing is
practically not used, although for some types of agricultural
products it is quite acceptable.

Also, the organization of call centers could provide
significant assistance in the implementation of marketing
programs. Thanks to this, agribusiness enterprises could also
send SMS messages, perform auto—informatory functions,
i.e. carry out “voice mailings”, which have recently become
more popular than printed ones. This will ensure that
customers are informed about services, products, various
promotions, and special conditions, since they are often not
interested in advertising. Mailing lists via the Internet are
quick and do not require much time and are targeted, which
allows getting good results and effectively achieve the goal
[18].

Merchandising techniques are also not fully used,
although they could bring tangible benefits. The consumer
should enjoy going to the store, especially the grocery store,
where they go most often. The store should have a pleasant,
calm environment, where you would like to return. The
service should be complete, but not intrusive, each store
should have its “face” and be different from others. This will
significantly increase its competitiveness in the market. The
buyer should easily and quickly find the products they need
and enjoy the purchase, forgetting about the money spent.

It’s necessary not to forget about viral marketing, which
is spoken about when people themselves share information
among themselves. This can include the spread of rumors
that increase the company’s awareness and arouse interest in
it. Word of mouth, especially managed, can also be useful if
the product is presented as the best, but it is not presented as
an advertisement, but as the opinion of a specific consumer
who used this product. Various gifts, discounts, and bonuses
also have a positive effect on consumers [19]. However,
this is neglected in the markets of agricultural products.
Publicity, when an opinion about a product comes from a

well-known person (opinion leader), or a specialist in this
field, is also practically not used. This technology is quite
expensive, but, as the experience of many large firms shows,
it pays off quickly.

Such marketing is implicit in nature. Its essence is that the
consumer should not notice that they are forming loyalty to a
brand or company. Currently, there is a lot of advertising and
the consumer is fed up with it, stops reacting, and guerrilla
marketing avoids this problem.

Product placement allows the character to mention the
desired product or company during audio broadcasts, or
during the broadcast of the series through movie characters
to show the product, logo or movie characters can use the
product, and the viewer’s attention is focused on the product
[20].

The use of cross-marketing can also give good results,
especially in a crisis period, but the agri-industrial complex
does not use this opportunity either. And this technology
allows you to save significant funds on product promotion,
because promotion is carried out jointly. This is especially
effective if businesses have the same target audience and
consumers have approximately the same level of income.
Sometimes this is a one-time collaboration, but this
technology shows itself better in long-term cooperation,
when partners carry out common advertising, promote each
other and form a common loyalty program.

Recently, Internet marketing has become increasingly
important.

SEO-optimization can fully justify itself in the food
market and is used in many foreign countries. It is applicable
to both wholesale and retail customers. This subspecies
of modern marketing technologies, despite its cost, pays
off quite quickly because it allows attracting a significant
number of Internet users. To do this, the page must occupy
the first positions in search engines. It’s necessary to carefully
approach the preparation of the site, the information must
meet the request of consumers, carry a tangible benefit, have
an optimal structure, and be attractive to the consumer.

Marketing in social networks is also unfairly ignored.
With its help, it is advisable to form groups of like-minded
people and associates, increase interest in the company and
products, and, most importantly, conduct surveys, increase
interest through competitions and increase the number of
subscribers [21].

In social networks, we get feedback from the target
audience, which improves the quality and effectiveness of
services, increases the company’s awareness. In addition,
users of the resource discuss information and distribute it
among themselves, and this does not require a large cost,
although it does not provide a quick return.

Viral marketing in the food market can also bring
considerable benefits because, as a virus, it spreads very
quickly, covers a large number of consumers in a very short
time. Viral marketing compares favorably with traditional
advertising in its ease. People are already fed up with
advertising, and here they can get the necessary information
about the company and product in the form of a funny video,
picture, or a nice photo that they themselves will distribute
to friends. Information in this type of marketing is often
distributed by popular bloggers that consumers trust.

Recently, digital marketing has been increased, for which
various names are currently used (electronic, digital). Many
researchers interpret it as marketing using various electronic
devices.

This trend is due to the fact that people are spending more
and more time on the Internet and mostly go there using
mobile devices, which they perceive as a great convenience.
An increasing number of users use digital channels, have
the opportunity to use targeted advertising and, based on the
processing of large amounts of data in the network, receive
offers in full accordance with their needs.

Conclusions of the study and prospects for further
research in this area. According to statistics, about 80
million people use the Internet in Russia, which is about 70%
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of the adult population of the country. The number of Internet
users is constantly growing and the development of digital
marketing technologies is inevitable, often the use of these
technologies becomes a condition for the company’s survival
in the market. Currently, sales conditions in the crisis market
are becoming more stringent. The fall in the exchange rate of
the ruble leads to a decrease in the capabilities of buyers and
constantly puts them before the choice of which products
to give preference to. Traditional marketing techniques are
no longer sufficient in these conditions. marketing should
become more diverse, bright, interesting, comfortable, and
targeted.

Using digital tools makes it possible to increase the
targeting of requests, avoid spending on useless audience and
consider the characteristics of the individual, its interests and
scope of activity. In this regard, special attention should now
be paid to the integration of “traditional” marketing methods
and advanced digital technologies. Since many economists
predict a prolonged crisis, the improvement of marketing
technologies in the coming years becomes very relevant.
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