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Abstract 

It is very important one of the most effective ways of expanding business, namely the exploration and development the adjacent segments 
of the market on which the company's business has been successfully functioning. To develop an action plan that can simulate this situation 
is necessary carefully come to their design and analysis of the reasons for which the company started to lose market. Analysis of the 
situation will be effective when sales growth is slowing, but not when a company already has a clear rate of decline in sales. 
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1 Introduction 

Go in a completely new business is sometimes too risky, so 
one of the most effective ways to expand business is the 
exploration and development of adjacent segments of the 
market on which the company's business has been 
successfully functioning. But the question immediately 
arises: how is it possible to identify or find a niche that will 
be interesting for business development? Suddenly, a niche 
is not enough suitable to our business? Or it may be that the 
existing competences and specialists in the company is not 
enough for the effective operation of the business in this 
market segment? Or for a new niche is necessary to expand 
production and to buy new equipment? In general, there are 
a lot of questions. 

2 Main part 

It is impossible to move on without a clear statement of 
objectives, because it is not clear where actually we want to 
get. The first phase of work is determined by the current 
situation within the company, its strengths and weaknesses. 
Further an external marketing audit is carried out. And here 
you cannot do anything without a minimum of market 
research and analysis of consumer behavior. If the study 
makes it possible to "get" a lot of information about the 
market in which the company operates, then it can be 
dispensed without a detailed study. 

Certainly, seeing a negative trend companies are 
beginning to take certain, incidentally, not always the right 
decision. In the first place, they start not justified to reduce 
the prices of their products, which is even worse effect on 
sales and profits. After all, when you reach a certain 
minimum price level, the buyer begins to doubt the quality 

of the product and refuses to buy it. It turns we have "closed 
circle." But, of course, there are no hopeless situations, but 
in order to develop an action plan that can simulate this 
situation it is necessary carefully come to their design and 
analysis of the reasons for which the company started to lose 
market. To analyze the situation better when growth in sales 
is slowing, but not when a company already has a clear rate 
of decline in sales. 

3 Conclusions 

To sum it up, I wanted to point out that the companies that 
decided to develop a new group of consumers from the 
higher price segment, preferring the more expensive brands. 
If the company produces mass-market products, and wants 
to get in the up-market segment, then it should to weigh all 
the available resources of the company. And not only 
industrial, but also human. There are cases where a company 
of a mass segment, quickly won success in the economy 
segment (of course under another brand!), but in more 
expensive segment of the market it have got complete 
failure. Analyzing the data of the situation, we can came to 
the conclusion that in order to work in a higher price 
segment companies from a cheaper one, simply do not have 
enough marketing, business and management skills. In other 
words, the existing staff cannot work with more expensive 
segments, does not understand that there are working 
branding tools, does not know how to approach building a 
brand, how to manage it, etc. But in the economic segment 
of the staff everything is clear - it is a key factor in the 
decision is the price if you do not, the quality / price ratio. 
And if your production capacity for bespoke has a higher 
quality than competitors product at a lower price, then 
success is guaranteed. 


