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Abstract. The article concludes with scientific findings on the topic under study. 
The work emphasizes that the study revealed that the consumer market is a system of 
economic relations that develop on the basis of competition, evaluation, marketing, 
government regulatory mechanisms, coordinate production and consumption 
spheres, create a balance between supply and demand by ensuring the demand of the 
population and the interests of producers on the basis of infrastructure organized in 
the field of sale of consumer goods.
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The lack of a competitive environment makes the use of market mechanisms in 
regulating the activities of natural monopolies ineffective. Therefore, state regulation 
is the main form of coordination here. In fact, it is based on the same principles as 
regulation in a planned economy: government bodies determine the level of prices 
and tariffs, as well as the main parameters characterizing the volume and range of 
goods and services offered. Other principles underlie the regulation of entrepreneurial 
monopolies operating in competitive markets, for example, in sectors with an 
oligopolistic structure. Here, government regulation is not intended to replace, but 
to protect a competitive market mechanism. In recent years, a microeconomic 
approach has been added to the macroeconomic approach to analysis in theories of 
international trade, which has been manifested in increasing the interest of economists 
in developing various models for the participation of certain firms and corporations in 
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international trade. In this case, the majority of authors emphasize the realization of 
the technological advantages of individual corporations in the markets that are most 
susceptible to innovation. The object of international trade in this case is technology, 
both embodied in high-tech products, and clean.

In conditions of increased competition, the state is obliged to solve a number of 
complex market issues, for example, in the form of state enterprise. State enterprise is 
a direct state intervention in the reproduction process. In many developed countries, 
planning at the state level takes the form of the development and implementation of 
certain programs. In recent years, Azerbaijan has adopted a number of significant state 
programs in the field of socio-economic development of regions, in the field of business 
development and entrepreneurship support, etc. The basis of indirect regulation may 
be a pricing policy that includes price monitoring, indirect influence on them through 
customs restrictions, discount rates of taxes, accelerated depreciation, regulation of 
cost items, direct impact through a system of state orders, setting price caps.

The state should pursue a policy in the field of pricing in order to ensure its stability, 
which is the basis of the fight against inflation, the revitalization of investments and the 
rise of the national economy. With the coincidence of the general strategic directions 
of the struggle for leadership, there are some features in the approaches of leading 
Japanese and American companies to how to ensure their advantage in economic 
competition in the world market. So, the specificity of the Japanese approach is 
that automation and computerization of production are not considered as an end 
in themselves and an unconditional guarantee of success. Moreover, special efforts 
are being made to reduce technical complexity in the transition to the production 
of more complex goods. A different approach was taken by American companies, 
which, to ensure competitive advantages, made the main bet on accelerated large-
scale automation and computerization of all types of production and managerial 
operations [7, p. 14–15]. For example, long before the public works on the “New 
Deal” by F. Roosevelt, according to American experts, the government secured 70% 
of the costs of building canals and 30% of roads at the expense of budget funds. 
And in the southern states, the government’s participation was even higher, because 
the construction of railways was 75% funded by the state. It turns out that even in 
the early stages of the formation of the market system, the American state did not 
remain indifferent, but was vitally interested in supporting the fullest distribution 
of market relations throughout the country. Meanwhile, it is well known that in a 
market environment, the criterion of effectiveness is the profitability of any business. 
If the competitive mechanism in the economy is not weakened by anything, then 
the market atmosphere favors the growth of efficiency of each economic unit in the 
national economy. On the whole, the efficiency of the entire economy is also growing, 
since its weak links drop out of the general chain and do not pull the entire economy 
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back [3]. The basis of strategic market management is the assumption that in a highly 
turbulent environment, cyclic planning is not applicable.

To cope with strategic surprises, strategic decisions must be made quickly, 
regardless of the planning cycle, and at the state level to solve a set of the following 
problems: characterization of the achieved level of economic and social development; 
a description of the existing and desired lifestyle, lifestyle of the population; the pace 
of development in the sectors of industrial production and social infrastructure, as well 
as other development indicators, including demographic; main areas of specialization 
included in the territories and regions; problems, their interconnectedness and 
relevance of the solution; main goals, objectives and directions of development for the 
planning period. The introduction summarizes the results of the analysis and defines 
the starting lines from which systematic changes will begin, the tasks of the socio-
economic development of the region are formulated [1, p. 30–31]. References to the 
historical experience of the countries of classical capital in substantiating the non-state 
path of market formation are not very correct. The Western market was created when 
natural resources were unlimited. Now – the situation is diametrically opposite. The 
systematic approach is one of the well-known and approved methods for managing 
large systems, which include the market for consumer goods. The consumer market 
refers to socio-economic systems, i. e. to complex systems characterized by a number 
of basic features: the consumer market from the perspective of a systematic approach 
is a set of relatively independent elements (the market of food and non-food products, 
the market for services, etc.) that play the role of subsystems.

The properties of elements determine their place in the system and are 
implemented in the corresponding functions (market functions); in the consumer 
market there is a mechanism by which the elements interact with each other (goods, 
trading company, etc.). As a result of this, the influence of some market elements on 
other or external forces arises (competition, new technologies, etc.); the consumer 
market has a structure (domestic and foreign markets, wholesale and retail markets, 
etc.), i. e. a certain structure, an interconnected arrangement of elements and the 
relationships existing between them, a way to organize a whole made up of parts. This 
also includes the organizational structure of management of individual market entities 
(retail and wholesale enterprises, supermarkets and department stores, etc.); the 
consumer market as a system has its borders (product market borders, geographical 
borders, etc.) that separate it from the external environment; the consumer market 
is characterized by the appearance of qualitatively new properties that are absent or 
not characteristic of its elements. Moreover, the property of the whole is not equal 
to the sum of the properties of the parts, for example, the number of goods received 
and sold; the consumer goods market has a feedback, which means a definite reaction 
of it as a whole to each other’s impulses and external influences, for example, the 
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attitude of the seller and the buyer; the consumer market is an adapted system, i. e. it 
has the ability to maintain quality certainty in changing conditions, it has flexibility 
and redundancy. An example is the fact that the consumer market quickly responds 
to supply and demand; the consumer market can be managed in order to ensure that 
its predetermined development and functioning trajectory is followed, which include: 
state regulation and adjustment, changing system parameters based on demand 
forecasting, fundamental structural restructuring of state and local government bodies 
[8, p. 14–17].

Modern research of the consumer goods market as a system is carried out on the 
basis of system analysis. This is due to the fact that, in the scientific understanding, system 
analysis deals with complex problems in the field of managerial decision-making, while 
processing a large amount of various information. Therefore, on the one hand, the goal 
of system analysis is the selection of alternative optimal management decisions, on 
the other, with the removal of unnecessary options for management decisions. In a 
specific form, system analysis is a special technique that studies the activity of only the 
important side of the object under study, i. e. consumer goods market. If the main signs 
of the consistency of the consumer market were considered above, then when building 
and researching systems, it is necessary to take into account the basic principles of 
a systematic approach. In our opinion, these include: the principle of the ultimate 
goal: the absolute priority of the final goal; unity principle: joint consideration of the 
system as a whole and as a set of parts; principle of connectivity: consideration of 
any part together with its connections with the environment; principle of modular 
construction: allocation of modules in the system and its consideration as a set of 
modules; principles for managing strategic sets. Let us consider in more detail the 
principles of a systematic approach to the formation of the consumer goods market. 
Moreover, when applying the principles of a systematic approach to the studied object, 
the main and distinctive features of not only the product market as a whole, but also 
the consumer market in particular will be taken into account. The starting point will be 
the following generalized system approach: the most complex systems (world markets, 
markets of individual countries); complex systems (product markets); subsystems 
(consumer markets), etc.

I. The principle of the ultimate goal: rationalization and efficiency: the absolute 
priority of the goal of the consumer goods market. The main goal of rationalizing 
and economic efficiency is to achieve constant and stable growth, which requires the 
following conditions: active consistent implementation of the structural adjustment 
of the economy, creation of a favorable business and investment climate, and increased 
efficiency of institutional regulation of economic processes by state authorities and 
administrations. The principle of rationalization and growth of efficiency in order 
to increase its competitive advantages implies: promoting the competitiveness of 
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domestic producers of goods and services in the domestic and world markets and 
ensuring structural maneuver in the direction of increasing the share of industries 
manufacturing products with a high degree of processing and service industries. 
Government agencies involved in agricultural trade belong to one of two classes: one 
of them is vested by the state with monopoly rights in the field of sales of controlled 
products, and the second is vested with monopoly rights in the field of purchases 
of controlled products. Organizations of the first type operate mainly in developed 
countries, organizations of the second type in some developing countries [2].

II. The principle of compatibility and unity: a joint review of the consumer 
goods market as a whole and a set of parts. The principle of compatibility and unity 
in the consumer market is manifested in the fact that it is part of the whole economic 
system. The economy of any state is characterized by a complex internal structure, 
proportions, and the ratio of parts. The country’s economy, including the consumer 
goods market, is characterized by structural diversity: material, cost, economic, social, 
territorial. Moreover, the material structure includes the production of means of 
production and commodities; cost – reveals the ratio of different types of labor spent 
on the production of a social product; social – reflects the nature of the country’s 
social system; regional – indicates the location of the consumer market by territory. 
The consumer goods market infrastructure can be illustrated by the example of a large 
city. The economy of a modern city is not only a branch of material production, but 
also a dynamically developing branch of the non-production sphere today.

III. The principle of strategic and modular construction: the allocation 
of strategies and modules in the consumer market and its consideration as sets of 
modules. Considering the fact that the consumer market is a multidisciplinary 
complex system, then in its research methods can be used to assess the attractiveness of 
strategic business areas. The theory and practice of strategic management have gained 
considerable experience in evaluating and justifying the choice of a firm’s strategy, 
its decomposition and the development of private substrategies. The methodology 
of choosing a firm’s strategy is based primarily on assessing the strategic set – the 
complex of strategic business areas in which a commercial firm operates and will be 
operating in short- and long-term prospects. Such an assessment is carried out both in 
the conditions of multidisciplinary commercial activity or in the presence of a narrow 
product range, and in diversified production.

IV. The principle of structure and hierarchy: the introduction of a hierarchy 
of parts and their ranking in the consumer goods market. The principle of structure 
and hierarchy is usually used in studies of complex systems, which include consumer 
goods markets. The hierarchical structure and structural nature of a complex system 
provides its increased resistance to external disturbances, is the main condition for 
the local elements of systems with its global goals. The structural and hierarchical 
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approach primarily includes a hierarchy of goal, a hierarchy of structure, a hierarchy 
of processes for making and implementing management decisions.

V. The principle of structure and functionality: a joint review of the structure 
and function with the priority of the consumer market function over the structure. 
If we are talking about the principles of functionality in the consumer market, in 
our opinion, special attention should be paid to issues of the marketing mix, as an 
important management function, jointly considering the structure and functions of 
the system. Here a special place is occupied by the problem of drawing up a plan for 
the marketing mix. A marketing mix plan should set goals for marketing elements, 
including distribution, advertising, and price. These goals create the prerequisites for 
the implementation of tasks on sales, market share and profit.
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