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HikoneHko BikTop €BreHoBuy, IBaHoBa CBiT/iaHa CepriiBHa
KuiBCcbKMiA HalioHanbHWIA YHIBEpCUTET iMeHi Tapaca LLieBueHka

Market research plays a crucial role in the success of businesses, whether large or small. It provides valuable
insights into customer preferences, market dynamics, and competitive forces. By thoroughly understanding the
behaviors and demands of their target audience, businesses can make informed decisions that enhance product
offerings, optimize marketing strategies, and reduce risks. This research evaluates the strengths and limitations
of traditional market analysis models while introducing the innovative NS Matrix model, aimed at simplifying and
enhancing market research processes for companies of all sizes. The goal is to offer businesses a more efficient,
accessible, and comprehensive approach to analyzing market trends and consumer behavior, ultimately supporting
strategic decision-making and business growth in an increasingly competitive environment.
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MapKETUHIOBI JOCNIMKEHHS € BAXK/IMBMM IHCTPYMEHTOM 7151 3a6e3mneyeHHs yCrixy 6i3Hecy Ha Cy4yacHOMY PUH-
Ky. BOHM [03BONSATb OTPMMATK BaXK/MBY iHGDOPMaLLit0 NP0 NOTPE6K CNoXKMBaYiB, KOHKYPEHTHI cTpaTerii, AuHamiky
PWHKY Ta 3arasibHi TeHAEHLT, L0 [,03BO/IAE MiANPUEMCTBAM YXBA/THOBATY 3BaXKEHI PILLEHHS | YCMILLHO NO3ULLIOHYBaTK
CBOI NPOAYKTW. Y CTaTTi po3rnffatoTbCa OCHOBHI METOAM MAPKETUHIOBUX AOCNIAXKEHb, LLO BUKOPUCTOBYHOTHCH CbO-
rofiHi, 3okpema SWOT-aHani3, PESTEL-aHani3, AOCNIIKEHHA KOHKYPEHTIB, (POKYC-Tpynun Ta ONUTYBaHHA CMOXM1Ba-
yiB. OgHak, B ymOBax LUBMAKNX 3MiH PYHKOBKX YMOB Ta rnobanisauii, TpaguuiiiHi MeToan He 3aBXAn € AOCTaTHLO
eheKTUBHMMM N5t MaNuX MigNPUEMCTB, SIKi HE MatoTb MOXMBOCTI IHBECTYBATW BE/VKI KOLLTY B MaclUTabHi Aoc/i-
[DKEHHS. Y CTaTTi TakoX MPONOHYETLCA HOBWIA Niaxig — meTog HC-matpuuy, Lo A03BONSIE CIPOCTUTM Ta NPUCKOPU-
TW NPOLLEC MApKETUHIOBUX AOCNiixeHb. BukopuctaHHs HC-maTpuui [03BOMAE WBUAKO OLIHUTY MO3ULIOHYBaHHS
MPOAYKTY, Oro BiANOBIAHICTL NOTpebaM cnoxuBayiB Ta BMOIp edpekTUBHIX kaHaniB 36yTy. Lie 0co6/1MBoO BaXMBO
4N ManX MigNPUEMCTB, AKi MparHyTb MiHIMi3yBaTV BUTPaTW Ha OOCNIMKEHHS PUHKY, NPOTe 6axatoTb MaTy TOYHI
i HaZiHI gaHi gna NpuiAHATTS piweHsb. HC-matpuua € yHIiBepCasibHUM iHCTPYMEHTOM, SKWUIA [O3BOJISIE aHani3yBaTm
Pi3Hi acnekTy pUHKY, Big aHani3y LiHOYTBOPEHHS [0 BU3HAYEHHS HalibINbLL BUriAHMX KaHaiB po3noginy. BoHa gono-
Marae BU3HAUUTK CUJIbHI | cnabki CTOPOHM NO3ULLIOHYBaHHS NPOAYKTY Ta BUSIBUTU HaBibLL KOHKYPEHTOCMPOMOXHI
cTparerii. BUKOpUCTaHHA LibOro MEeToAY Aa€ 3MOry MasiuM i cepefiHim NignprueMcTBaM He fMLle 3MEeHLMTW BUTPaTK
Ha MapKeTUHroBi AOCNIMKEHHS, ane i npuiimMati 6ifbll TOYHI CTpaTeriyHi PilleHHs Ha OCHOBI peasibHUX AaHuX.
BaxnmBum acnektom € i1 Te, wo HC-matprus 403BO/SE LWBWAKO pearyBaTti Ha 3MiHM PUHKOBOI cuTyallii, 3a6e3nevy-
FOUM THYYKICTb Y NPUIAHATTI pileHb. Lie pobuts 11 e(peKTUBHNM IHCTPYMEHTOM A8 aHaslisy PUHKY B yMOBaX LUBUAKO
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3MiHIOBaHOro Gi3Hec-cepeoBuLLa, L0 € HEOOXIAHUM A5 3a6e3neyeHHA KOHKYPEHTOCNPOMOXHOCTI NianpueMcTBa.
JocnipkeHHs nokasye, wo HC-matpuus moxe 6yt edeKTBHUM iHCTPYMEHTOM /18 CTPaTEeriyHOro njaHyBaHHsS Ta
chopmyBaHHS NONITUKN PO3BUTKY KOMMAHI y CyvacHUX yMOBaXx.

KnrouoBi cnoBa: JOC/IIKEHHSI PUHKY, CETMEHTaLlist PUHKY, aHasi3 KOHKYPEHTIB, ONMUTYBaHHS CMoXuBadis, OOKyC-
rpynu, MOHITOPVHI COLia/IbHNX MeAjia, NPOrHO3yBaHHS PUHKY, aHani3 TeHAeHLUIl, n'aTb cun MopTepa, 6eHUYMapkKiHr,
aHasniTuka faHuX, BeNuKi AaHi, AKiICHI [OCNIIKEHHS, KiNIbKICHI SOCNIMKEHHS, eTHorpadiyHi JOCMiLKEHHSA, noBediHKa

CNoXuBaYiB, PUHKOBI TEHAEHLLiT, CTpaTeriyHe nnaHyBaHHS.

Introduction. Effective market research
helps businesses identify new opportunities,
refine their brand positioning, and improve
customer satisfaction, all of which are essential
for long-term success and growth. It's especially
important in dynamic and competitive markets,
where staying ahead of trends and adapting
to changes is critical. Nonetheless, not many
methods of research are affordable for small
businesses incapable of investing considerably
in market explorations. Besides, not many
models allow to form a complex view of product
application and positioning regarding distribution
channels.

In terms of distribution channels, market
research plays a pivotal role in helping
businesses determine the most effective ways to
deliver products to consumers. While traditional
methods like surveys and focus groups can
provide insights into consumer preferences,
some specific research methods are tailored
towards understanding how products reach their
customers: Retailer and Distributor Feedback,
Channel Performance Analysis, Mystery
Shopping and Observational Research.

These methods help businesses identify
which channels are most effective in reaching
their target audience. They also help maximize
their return on investment by ensuring optimal
product availability and consumer engagement.

The study aims. To review the advantages
and disadvantages of the main traditional
approaches to research market environment.
Secondly, it proposes the NS Matrix as a new
method. The matrix could provide analysts with
an affordable and complex solution, bringing
about insights and a deeper understanding of
product application, positioning and consumer
behavior.

Research questions. The specific questions
to be answered in this study are:

What are the main methods of market
research available today? What advantages
and disadvantages do they possess for small
businesses? How NS Matrix can become a quick
solution to solve product positioning issues?

Method. This research uses descriptive and
case study research methods.

Literature review. There are various
instruments and methods available for market
environment research. These tools help
businesses understand the external factors
impacting their operations, ranging from
consumer behavior to competition and regulatory
frameworks. Below are the key instruments
used:

1. SWOT Analysis (identifies internal
strengths and weaknesses, and external
opportunities and threats). Used for strategic
planning, assessing competitive positioning,
and discovering market opportunities (Gurel, E.,
2017).

2. PESTEL Analysis (focuses on Political,
Economic, Social, Technological, Environmental,
and Legal factors affecting the market). Helps
understand  broader = macro-environmental
factors that influence industries and businesses.
(Yuksel, I., 2012).

3. Market Segmentation Research
(divides a broad consumer or business market,
normally consisting of existing and potential
customers, into sub-groups of consumers
based on some type of shared characteristics).
Enables companies to target specific market
segments more effectively. (Wedel, M., &
Kamakura, W. A., 2000).

4. Competitor
competitors in the market,
strengths,  weaknesses, strategies, and
performance). It helps businesses adapt
their strategies to be more competitive in the
marketplace. (Porter, M. E., 1980).

5. Consumer Surveys and Focus Groups
(collect direct feedback from consumers about
products, preferences, and market trends). They
provide qualitative and quantitative insights into
consumer behavior, preferences, and buying
habits. (Kelley, K., & Albright, J., 2004).

6. Social Media Listening Tools
(monitors and analyzes social media channels
to understand consumer sentiment, opinions,
and trends). They provide real-time feedback
and insights into customer behavior and brand
perceptions. (Riley, S., 2020).

In addition, there is a multitude of various
methods that facilitate understanding a specific

Analysis (studies
identifying their
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market or its segment: Market Forecasting and
Trend Analysis, Porter’s Five Forces Analysis,
Benchmarking, Environmental Scanning, etc.

Their vast advantage over many others is
versatility and general approach towards the
market subjects. However, these strong sides
may appear to be the weaknesses. Apart from
that, relevant conclusions may be derived from
the use of these methods of research only in case
the analyst is strictly following the guidelines and
standards. Often, some methods are at risk from
that point of view. Among those are SWOT and
PESTEL analysis which are frequently performed
wrong — with no measurable indicators included
or having outdated numbers. Moreover, being
too general and too seductive for misuse, the
well-known methods require solid investment
in most cases. That is totally not acceptable for
small entities that may have just been started.

Much more helpfulinthis case are methods that
put an analyst in the field, close to the consumer.
For instance, Competitive Analysis (Market
Share, Positioning) monitors and analyzes
competitors’ activities, product launches, pricing
strategies, and market share. It helps FMCG
companies understand their market position
and adjust strategies to compete effectively
(Porter, M. E., 1980). Additionally, Shopper
Behavior Studies (In-Store  Observations)
observing consumers in retail stores to
understand their purchasing decisions, product
preferences, and behavior patterns at the point
of sale, help FMCG companies optimize product
placement, packaging, and in-store promotions
to influence consumer buying behavior
(Grewal, D., & Levy, M., 2013).

Indeed, small businesses mostly rely on
cost-effective, agile market research methods
to understand their customers, competitors,
and market dynamics. These methods provide
valuable insights without the financial burden of
large-scale research projects, making it possible
for small companies to make informed decisions
and remain competitive.

However, there are still many issues that
remain uncovered by each of the methods. They
often tackle one or two pain points and do not
allow to reveal the whole market picture. Thus,

1. Goods 2. Markup

added

produced by
the entity

a researcher faces the need to combine many
techniques and the risk of missing details on
the way. Certainly, this may lead to incorrect
interpretation of results, which is inevitably
bound to call forth wrong decisions.

Discussion and results. Understanding
the necessity of a short, clear, general, but at
the same time complex and specific method of
research suitable for small-sized enterprises,
we would like to propose the NS Matrix. This
model incorporates only three inputs and allows
us to make data-driven conclusions about price
positioning, consumer behavior, distribution
channel, and product application in the market.
It is available for all sizes of businesses and
combines primary and secondary marketing
information collection. NS Matrix has already
been successfully applied in the B2B2C market
and proven its effectiveness in the decision-
making process.

In our case we see the path of goods that
includes seven stages: 1) Goods produced by
the entity, 2) Markup added (by the producer),
3) Goods at a distributor (this stage is optional
as many business models may use distributor
services and/or sell directly to KA), 4) Markup
added (by a distributor if there is any), 5) Goods
at a client (meaning their arrival to key accounts
or distributors’ clients), 6) Markup added (by KA
or distributors’ clients and presence of goods in
points of consumption), 7) Goods purchased by
the consumer. We highlight the stages of adding
markup as they are essential for choosing the
distribution channel and impacting the final price,
which is important from a consumer behavior
point of view. Thus, we pay close attention to
stages 6 and 4 (2).

For instance, one unit of a soft drink sold at
a supermarket or at a cinema has an extremely
different value and price for the final consumer.
However, it makes a similar financial impact on
the producer.

Consequentially, if we revert to the inputs
needed for our research, we may need the
following:

a) The procurement stock keeping unit
(SKU) price for the seller (stage 4 (2));

b) The selling price of goods (stage 6);

7. Goods
purchased

5. Goods at
a client

6. Markup

added
consumer

Figure 1. Goods transition process from production to final purchase
Source: authors’ own work
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c) The distribution channel type;

Values (a) and (b) are financial and may not
be completely unified. In case goods (e.g, tea
leaves) are produced in bulk, then packed by the
client (seller) and finally sold to consumers, we
may take (a) as a price per kilogram and (b) as
a price per a 50-gram package. However, it is
essential to align variables within their categories:
if () procurement SKU price is set for a one-kilo
bulk, all the prices considered need to be leveled
to price per kg; if (b) selling prices are taken for a
50-gram pack, other prices need to be unified to
this volume as well.

Values (a) and (b) need to be gathered
carefully in accordance with purity requirements.
All the procurement SKU prices need to be
found based on a unified approach. Similarly, the
selling price of goods demands profound field
research to embrace all distribution channels of
our interest.

The distribution channel type has to be
marked by the specific color; e.g. green for
supermarkets, blue for cafes, red for hotels, etc.
Alternatively, symbols may be used. This will
foster NS Matrix mapping and visualize results
quickly.

After the data table is complete and symbols
or colors are chosen, it is possible to start
creating the matrix. The horizontal axis depicts
the range of the procurement SKU price (a),
vertical axis shows the selling price (b). After all
the points are marked, we find average values of
(a) and (b) and draw a cross that is made up by
perpendicular lines to corresponding axes.

When the lines are ready, our matrix is divided
into four zones that enables us to provide quick
analysis. Top right are Fair top enterprises —
they have the highest procurement prices and
sell products at comparatively high prices, top
left are Robbers — the entities purchasing goods
at low prices and selling them high; bottom right
are Donators that buy high priced goods and sell
them at prices below average; bottom left are Fair
economy entities that purchase and sell at low
prices. Depending on the market specificity, we
can draw conclusions about product application,
consumer behavior, distribution policy, and many
more factors that have the highest value for a
fast-moving consumer goods (FMCG) producer.

Let us review how NS Matrix can be applied
by the example of the out-of-home (OOH) coffee
market of Ukraine.

The first step is to conduct a quick analysis
of the environment background. The COVID-19
pandemic that lasted two years has impacted
the OOH market consumption tremendously.

The downing consumption trend started getting
back its position in 2022. However, the full-
scale russian aggression kicked back the OOH
sales down 60-70% of the pre-war period.
The bars, cafes, hotels, and other entities, that
had managed to recover, were forced to close
once again and for good. The most resilient
channel that kept functioning was convenience
stores. Coffee corners in grocery stores became
little cafes for consumers gathering around
to have a conversation over a cup of coffee.
It prompted a need to conduct a research
determining the role of roasted coffee beans
sold to different channels.

There are several international companies
supplying the OOH market with roasted coffee.
They offer highly standardized products for
prices higher than average. Meanwhile, a
number of local roasters flood market with either
extremely low-priced products or super premium
coffee beans. Their main advantage as well as
disadvantage are the variability of taste quality.

In order to gather the data, we needed to
determine what can be considered our units of
measure for values (a) and (b). The field visit we
made, revealed that the most popular packaging
format used by points of consumption to purchase
coffee beans is a one-kilogram pack. Therefore,
we indicate price per one-kilogram pack (UAH)
as the value (a). The selling price of goods (b)
is the price for one americano coffee without
milk (UAH) as the most preferable drink served
(without any additional ingredients impacting the
cost).

During our field research we visited 6 grocery
stores (marked plus), 2 liquor stores (triangle),
3 hotel restaurants (square), 3 cafes (rhombus)
and 3 petrol stations (cross). The collected data
were further organized into the following table
(Table 1).

The average detected procurement price
is calculated as the average between two
maximum values: (a) is: (a),, = (1600+300) /
2 = 950 (UAH); the average selling price: (b),, =
(16+60) / 2 = 38 (UAH).

This data allows us to construct NS Martix
(Figure 2):

This way, we can group distribution channels
and characterize them with clear visual guidance.
Grocery stores and liquor stores are totally in
the Fair economy segment. This indicates that
entities that belong to these distribution channels
do not position coffee drinks as the valuable
product of their main interest. However, they
prefer to derive fair profit, providing consumers
with product at the fair price. Grocery stores and
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liquor stores are to be approached with low-
priced products.

Table 1

Complete field visit results values
Ne (a) (b) channel
1 400 20 grocery store
2 500 18 grocery store
3 700 20 grocery store
4 300 20 grocery store
5 350 25 grocery store
6 350 16 grocery store
7 600 20 liquor store
8 750 20 liquor store
Ne () (b) channel
9 900 50 hotel restaurant
10 1600 60 hotel restaurant
11 1350 60 hotel restaurant
12 700 35 café
13 650 35 café
14 900 45 café
15 1600 45 petrol station
16 1200 50 petrol station
17 950 60 petrol station

Source: authors’ own work

Cafes are in the segment of Robbers. It
shows that coffee drinks are their main product
and source of profit. Cafes tend to purchase low-
priced products and put much higher markup
on the served drinks compared to those of
grocery and liquor stores. These businesses
offer more than just a cup of coffee at their point
of consumption, embodying added value in
something else, for example, ambience, interior,
and service. It makes us think about augmented
trade offers for such clients. As the producer
of coffee, we may include POS materials and
other services to our trade offer after a deeper
research. It may help engage both potential
clients and their customers.

Petrol stations and hotel restaurants are
almost completely in the Fair top. It means
that they tend to purchase high-class product
to match consumer desires. However, neither
coffee is their primary product, nor they use
it as an image element solely. Certainly,
petrol stations and hotel restaurants are
perfect buyers of premium segment coffee
beans.

Interestingly enough, none of the channels
have got into the Donators sector. It makes us
leave behind the idea that coffee is exclusively
an image-supporting product and can be
referred to as an element of expenditures
(Figure 3).
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Figure 2. NS Matrix based on the field visit table
Source: authors’ own work

MAPKETUHI



MAPKETWHI

EKOHOMIKA TA CYCIMNINbCTBO Bunyck # 70 / 2024

70

[e2]
o

3

a
o

N
o

L 2 4

w
o

Selling price, UAH

N
o
A5
+

[y
o

0 500 1000

Procurement price, UAH

1500 2000
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Conclusion. NS Matrix model can serve
as a powerful instrument that contributes to
better understanding of distribution channels
and different types of points of consumption.
Furthermore, it enables us to come up with
insights regarding price positioning and the
ideas on perfect trade offers for different clients.

NS Matrix is the model that also facilitates
hypothesizing about consumer behavior in
different places of consumption and highlights
the way of further research. It can be applied
in numerous markets and situations which
makes it a flexible and quick tool for market
analysis.
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