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Abstract

Under conditions of intense competition, the creation of new products and their promotion to 
the market requires marketing support. The central element of marketing innovation management 
is marketing positioning. In contrast to the methodological aspect, there is almost no procedural 
component of positioning in scientific works and publications. Moreover, due attention is not paid 
to the issues of market segmentation and the allocation of the competitive advantage of such high-
tech products as civil aircraft. This determines the relevance of the task of developing a procedure for 
marketing positioning within the framework of managing the product offer of the aircraft industry 
enterprises. From the standpoint of a systematic approach, the necessity of studying the adjacent air 
transportation market is reasonable, as well as the analysis of the correlation of its segmentation with 
the allocation of target segments of the aircraft market. When conducting a competitive analysis, we 
propose to consider the market position not only of certain types of civil aircraft, but also of aircraft 
families. Modeling marketing management shows the role of positioning in the processes of creating, 
manufacturing and operating aircraft. A distinctive feature of the procedure is the proposed stage 
of evaluating the effectiveness of the selected product position implementation, which allows us to 
analyze the feasibility of marketing decisions throughout the product life cycle. Special attention is 
paid to the issues of information support. The research results presented here reflect the specifics 
of the marketing activities of aviation industry enterprises and contribute to the development of the 
conceptual foundations of industrial marketing.
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Introduction

The task of marketing positioning of 
goods is fundamental in managing the 
product range of a company. Forma-

tion of the marketing complex as a system of 
measures aimed at creation and promotion of 
competitive and commercially effective goods is 
based on determining and fixing in the minds of 
potential consumers of the target segment how 
the goods differ from the goods in competitive 
product offerings, i.e. competent marketing 
positioning of brand, individual model or prod-
uct offering of the company as a whole. This 
problem is also relevant for aviation and indus-
trial enterprises which produce such high-tech 
products as civil aircraft and promote them on 
the world market of aviation equipment.

There are many publications on passenger 
aviation and commerce, as well as many books 
on marketing touching on certain issues of 
positioning theory and practice. Some authori-
tative publications extensively cover the topic 
of marketing and economics in the aviation 
industry [1–3], but only partially address the 
problem of marketing positioning. In other sci-
entific publications [4–6], there are the issues 
of development of the marketing management 
system, which allows us to study the market and 
make marketing decisions that increase com-
petitiveness and market promotion of inno-
vative high-tech products. The issues of the 
procedural component of the process of deter-
mining the position of the goods on the mar-
ket are not given proper attention. Basically the 
procedural analysis is limited to the enlarged 
consideration of stages, such as a choice of 
ways of positioning, allocation of a system of 
positioning criteria, fixing the position of the 
goods among comparable competitive goods 
by means of marketing tools. It can be diffi-
cult to use theoretical developments in prac-
tice due to the impersonal nature of the object 
of positioning. Examples illustrating the proce-
dural aspect of positioning most often refer to 
B2C goods and do not reveal the peculiarities 

of the goods and the product market. There are 
fewer examples which characterize the process 
of marketing management in industrial mar-
kets. But it is the specifics of these markets that 
determine the complexity of the choice of com-
petitive advantage, which should not be virtual, 
which is acceptable for consumer markets, 
where consumer preferences are often prede-
termined by the emotional impact of advertis-
ing, but are quite concrete. Industrial consum-
ers must be able to verify the claimed position 
of the product against the possibilities of its 
effective operation. The process of accepting 
the product position by market actors requires 
appropriate procedures for detailed competi-
tive analysis, and they should reflect the spe-
cifics of the product life cycle. As Hooley [7] 
noted, market positioning is, above all, a stage 
in the development of the marketing strategy of 
the company as a whole.

The question of information support and for-
mation of databases for positioning of indus-
trial goods is also timely. 

The aim of this research is to model the pro-
cedure of marketing positioning for such high-
tech, science-intensive products as civil avia-
tion equipment. The article presents the results 
of the study of the above-mentioned issues spe-
cifically for the market of civil aircraft. 

If in most examples of market positioning 
the implementation of marketing manage-
ment is based on the method of deduction, this 
article illustrates how the classical conceptual 
approach to determining the position of goods 
in the market by induction expands the possi-
bilities of industry marketing.

1. Methods of digital  
marketing positioning

In the formation of the positioning proce-
dure, solving the following tasks is supposed, 
aimed at a deeper and more detailed under-
standing of the possibilities of marketing man-
agement in high-tech industries:
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 ♦ defining principles of allocation of position-
ing stages;

 ♦ substantiation of the logical basis for struc-
turing the process of positioning;

 ♦ formation of a system of requirements for 
the information necessary to implement the 
processes of research and decision-making 
at each stage, as well as critical analysis of 
information sources on the state of the mar-
ket to form databases.

The fundamental principle of allocating 
the stages of the positioning procedure is the 
implementation of comprehensive and system-
atic approaches, which in solving the prob-
lem set involves a comprehensive analysis of 
factors reflecting the specifics of the product 
and its operation by the consumer (airlines) 
in a dynamically changing environment. In 
this regard, the procedure should consist of a 
greater number of stages aimed at solving the 
problems faced by the manufacturer of civil 
aircraft than we find in the positioning of con-
sumer goods. Accordingly, more detailed elab-
oration of individual issues is also required 
when comparing the positioning of goods from 
the point of view of their operation.

Each stage must represent a finished action 
and be aimed at obtaining a result which can 
be evaluated quantitatively using formal indi-
cators or qualitatively on the basis of individual 
or collective expertise. 

When considering the issue of logical struc-
turing of the decision-making process by the 
aircraft manufacturer on the declared position 
of its product, the analysis of a large number 
of variants of the problem solution with chang-
ing factors is assumed. All of this will allow us 
to evaluate the effectiveness of positioning with 
different combinations of segmentation cri-
teria, attributes of building perception maps, 
etc. Thus, the procedure should be iterative. 
All stages should be interconnected logically so 
that each subsequent stage required solving the 
problems of the previous stage.

At the same time, the procedure must be 
interactive, which implies that there are stages 
of automated calculation, obtaining and pro-
cessing of information and stages of human 
decision-making. This requirement is due to the 
need to consider a large number of options for 
combining attributes for different markets when 
building perception maps, as well as to choose 
the best method of positioning out of the avail-
able alternatives. Because of the long life cycle 
of such a product as civil passenger aircraft, we 
have to deal with the possibility of further repo-
sitioning, which also involves a large amount of 
analytical work.

In a view of the above, the procedure for posi-
tioning civil passenger aircraft can be shown as 
follows (Figure 1).

When considering the issue of information 
support of the positioning procedure, the fun-
damental condition is compliance with the 
information requirements:

 ♦ it must be from reliable sources;

 ♦ it must be available to market participants.

Table 1 presents an information map of data-
bases required to implement the process of dig-
ital modeling of marketing positioning as a part 
of the management of civil aircraft creation 
and development.

2. Results of industry research

We consider in detail the implementation of 
the procedure of positioning aircraft manu-
facturers’ products on the example of modern 
civil passenger aircraft.

2.1. Study  
of the external environment

The primary task is the study of the external 
environment of the aircraft-industrial enter-
prise and consumer segmentation, which cor-
responds to the stage 1, in which the research 
of economic, political, socio-demographic, 
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Fig. 1. Enlarged scheme of the marketing  
positioning procedure within the framework  

of modeling product creation
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and market segmentation
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(airlines)
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of consumers of air 
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environmental and other factors affecting the 
ability to promote and sell products, as well 
as market analysis from the perspective of the 
marketing environment, followed by consumer 
segmentation. At this stage it is possible to dis-
tinguish two directions which are intercon-
nected with each other.

The process of market research of aviation 
equipment is one of the key processes, the 
main purpose of which is the analysis of mar-
ket conditions and forecast of long-term trends 
of supply and demand for aviation equipment 
for a period of up to 30 years, which is condi-
tioned by the long life cycle of the product. At 
the same time, it is necessary to simulate the 
main prospective changes in the composition 
of the aircraft fleet both in the whole world and 
for individual regions, countries and airlines. 
The forecast should reflect the flight-technical, 
economic and operational characteristics of all 
types and classes of aircraft.

To solve this problem, one should create a 
database of the world aircraft fleet, which con-
tains comprehensive information on passenger 
aircraft: model, type and manufacturer of air-
craft, date of manufacture, status and history 
of operation, including the resource indicators 
of the airframe and power plant, maintenance 
history, owner and operator of the aircraft, con-
figuration with basic flight and technical char-
acteristics, estimated cost, etc. Additionally, a 
database of commercial aircraft orders, includ-
ing information on realized, concluded and 
probable (option) contracts, is required. The 
study uses sorting, sampling, classification, 
decomposition and extrapolation methods. 

Consideration of the related market of air 
transportation is the second important direc-
tion of the study of the external environment. 
The main task is also the analysis of mar-
ket conditions and forecasts of development 
trends, analysis of development of airlines-
operators of aircraft, as well as the study of the 
typology and behavior of end users – passen-
gers. In the course of the study, it is necessary 
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to use statistical databases containing data on 
the volume of air transportation in different 
perspectives, namely by routes, flights, capac-
ity and passenger flows. Information will also 
be required on flights between airports with 
classification by aircraft type, operator, class 
of flights themselves, as well as financial indi-
cators allowing for profitability and cost anal-
ysis in their performance. Such an extensive 
analysis serves as a basis for forecasting traffic 
volume trends with a detailed classification by 
class and type of aircraft, by operator and by 
geographical distribution. 

Studies of secondary markets, such as rail-
roads, automobile and other types of passen-
ger transportation, are also conducted in addi-
tion. High-speed rail transport is becoming a 
significant competitor to air transportation, 
and on certain routes it has become equal to air 

transportation in terms of availability, speed, 
travel time and volume. As a rule, high-speed 
railroads are created on Russian routes with 
very high regular passenger traffic and can-
not occupy the entire share of the local mar-
ket. Typical examples are rail transportation in 
Europe, Japan, China, as well as in Russia on 
the Moscow – St.Petersburg route and other 
new destinations.

End user research is aimed at identifying the 
factors that determine trends in air travel and 
involves analysis of demographic and socio-
economic components at the level of a detailed 
study of the population of countries and regions 
of the world in the framework of the consumer 
behavior concept. At the same time, the issues 
of studying the lifestyle and economic situ-
ation of the population as preconditions for 
the change in effective demand for air trans-

Table 1. 
Database information map

Stage/substage Type and method  
of information collection Source of information

External environment 
research 

Statistical data
Expert evaluation

World Bank, United Nations, Central Intelligence Agency, Eurostat, 
Federal State Statistics Service (Russia), etc.

Segmentation  
of consumers  
(airlines)

Statistical data
Interview/survey
Expert evaluation

Federal Air Transport Agency, International Civil Aviation Organization 
(ICAO), International Air Transport Association (IATA), Statistical  
and analytical organizations (Cirium, CAPA, Airfinance, etc.)

Segmentation  
of end users  
(passengers)

Statistical data
Interview/survey
Expert evaluation

ICAO, IATA, airlines, airports

Competitive  
analysis

Statistical data
Documentation of aircraft manufacturers, aviation authorities,  
certification organizations, analytical agencies, etc.

Positioning
Calculated analytical data
Expert evaluation

Database on market research results

Marketing modeling
Calculated analytical data
Expert evaluation

Database on market research results

Assessment of  
economic efficiency

Calculated analytical data
Expert evaluation

Database on market research results

Making a decision 
to approve or change  
the position

Calculated analytical data
Expert evaluation

Database on market research results
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portation are relevant. It is also necessary to 
take into account the geographical features of 
regions and individual cities, the level of devel-
opment of industry and tourism. 

As a result of the study, it becomes possible to 
calculate and forecast the index of population 
mobility up to individual settlements, as well as 
to identify the correlation of the studied indi-
cators and their impact on the projected vol-
ume of transportation with detail down to indi-
vidual routes. The solution of the above tasks 
requires a large volume of statistical data on 
many quantitative and qualitative indicators. 
Correlation and regression analysis is appro-
priate to identify the relation between the fac-
tors and assess the degree of interdependence 
of the criteria selected for analysis, while the 
expert assessment is appropriate to determine 
the weighting parameters of the impact of input 
data on the final indicators.

In the study of the external environment, con-
sideration of the global political situation is very 
important. Despite the overall globalization of 
developed countries, which are the main and in 
many segments the only producers of aviation 
equipment, one can observe not only exam-
ples of political and economic sanctions against 
developing countries and third world countries 
(such as the ban on the supply of Western air-
craft to Iran and Cuba), but also an open strug-
gle between developed countries, using various 
political, customs and economic barriers in the 
aviation equipment and air transportation mar-
ket. The most attractive and capacious United 
States market, where conflicts between regional 
aircraft producers (Embraer, Bombardier) [8, 
9] and long-haul aircraft producers (Airbus, 
Boeing) [10, 11] periodically escalate, is a vivid 
example of competition with political and eco-
nomic methods in the segment of regional and 
long-haul passenger aircraft. The study requires 
not only factual data on existing constraints or 
barriers, but also expert analysis and forecast-
ing of developments in the field of politics and 
economics.

2.2. Consumer segmentation

One part of the study of the external environ-
ment is customer segmentation. When consid-
ering civilian passenger aircraft as a B2B com-
modity, it is necessary to segment not only 
customers (i.e. airlines), but also the segmenta-
tion of end consumers - passengers, as the mar-
ket for aircraft equipment and the market for 
passenger air transportation are closely linked. 
Airline market trends are directly reflected in 
aircraft market trends. 

Segmentation of the markets of aviation 
equipment and air transportation involves the 
following tasks:

 ♦ formation of a database structure on the 
characteristics of airlines and passengers;

 ♦ collection of necessary information and fill-
ing the database;

 ♦ analysis of the characteristics and needs of 
potential buyers;

 ♦ selection of criteria for segmentation of con-
sumers of the market of aviation equipment 
and air transportation market;

 ♦ implementation of market segmentation, 
taking into account the correlation between 
the markets of aircraft equipment and air 
transportation;

 ♦ clarification of boundaries of market seg-
ments of aircraft equipment, taking into 
account the related market of air transpor-
tation;

 ♦ selection of target segments of both markets.

Due to the fact that the product in question is 
high-tech and technically complex and belongs 
to the B2B market, it has a huge number of 
consumer characteristics analyzed by the cus-
tomer in product selection, as well as consid-
ered by the manufacturer in segmentation and 
positioning. As Guzhva [12] noted, research 
objects related to B2B products require a 
deeper analytical approach in market research, 
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competitive analysis and customer segmenta-
tion. As a part of the segmentation, one should 
create a multidimensional matrix, where each 
criterion under consideration forms a dimen-
sion consisting of a sequence of values. Figure 2  
shows the conceptual model of the forma-
tion of two-dimensional segmentation matri-
ces reflecting the relation between segments of 
the airline and aviation market. Each matrix 
has a multidimensional structure (N = 1, ..., i;  
M = 1, ..., ii) with a large array of data (N

i
, M

ii
). 

In practice, the formation of this matrix when 
selecting target segments is associated with the 
processing of a huge amount of information. 

As a result of data processing, the target seg-
ments and groups of segments in multidimen-
sional matrices should be identified, the corre-
lation between segments of different matrices 

should be determined (Figure 2) and a charac-
terization of each multidimensional segment 
should be given.

2.3. Competitive analysis

Competitive analysis, an enlarged concep-
tual model of which is presented in Figure 3, 
includes the study of functional, generic and 
subject competitors, which corresponds to 
stage 2 of the marketing positioning proce-
dure. The analysis includes the study of con-
sumer characteristics of services of functional 
and generic competitors, as they are necessary 
for further comparison (transportation param-
eters, price, etc.). When analyzing the subject 
competitors (similar passenger airplanes), the 
study of not only consumer but also techni-
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cal parameters is carried out for a more com-
plete characterization of competitive products 
and forecast of their development. At the same 
time, not only airplanes, but their families are 
analyzed, with different types and modifica-
tions of airplanes of one type grouped into a 
family. The unification has higher consumer 
characteristics and allows coverage of a larger 
market segment. The topic of aircraft families 
is discussed in detail by Kalugina [13].

In the course of competitive analysis, a data-
base of product characteristics is formed, their 
interrelation is determined, derived indicators 
are calculated as a ratio of initial indicators 
and parameter indicators which require more 
complex calculations (economic and opera-
tional characteristics) are singled out. Accord-
ing to the results of the analysis, the compet-
itive options are compared with the designed 
aircraft by the entire set of parameters.

2.4. Positioning  
an aircraft family

The marketing positioning of a new aircraft 
or family of aircraft corresponds to stage 3 of 
the enlarged positioning procedure. Based on 

the results of environmental research and seg-
mentation, using the characteristics of com-
petitive products and the results of compara-
tive analysis of aircraft and their families and 
taking into account the forecast of develop-
ment for the coming 20–40 years, the choice of 
positioning criteria is made. The information 
model of the process of marketing positioning 
of airplanes is reflected in Figure 4.
Positioning criteria can be any consumer char-
acteristics of the products that best reflect the 
competitive advantages of the aircraft from 
the point of view of consumers. The selected 
criteria are then combined into pairs to build 
perception maps. The perception map or po-
sitioning map is a graph that visually shows the 
positions of certain brands in terms of the most 
important product characteristics for the con-
sumer. The map is built using two defining pa-
rameters as X and Y-axes. The most common 
parameters for comparing products and build-
ing the brand perception map are the follow-
ing: quality, price, safety, reliability and func-
tional characteristics. The main advantage of 
the brand position visualization method with 
perception maps is that it is very easy to con-
struct and interpret.

Fig. 3. Conceptual model of competitive analysis

Study of technical  
characteristics

Study  
of consumer 

 characteristics

Study of consumer 
 characteristicsAircraft families of this and other classes

1. Functional competitors:

 • passenger rail transportation 
 • high-speed rail transportation

2. Species competition:

 • other types of air vehicles (helicopters)

3. Subject competitors:

 • other aircraft classes (narrow-body, wide-body, regional aircraft) 
 • aircraft of the same class
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It is important to note that for perception 
maps even indicators in which products are 
inferior to competitors can be selected, in case:

 ♦ choice is due to the high correlation of the 
indicators of the selected pair;

 ♦ position of the product on the perception 
map is above the “line” of the market trend;

 ♦ position of the product is insignificantly 
inferior to “recognized” competitors in the 
market which are already a success;

 ♦ positioning on the perception map allows 
one to occupy a larger area than competitors 
when comparing aircraft families, which is 
one of the positioning objectives.

2.5. Examples  
of perception maps

 Figure 5 shows a conditional example of 
a perception map to illustrate the marketing 
positioning of commercial aircraft according 
to the criteria of range (criterion 1) and pas-
senger capacity of the aircraft (criterion 2).

The perception map identifies the positions 
of 15 aircraft, grouped by manufacturer and the 
families to which they belong. There are four 
manufacturers (A, B, C, D) with their fami-
lies of aircraft (1, 2, 3, 4, 5). The map shows a 
trend line, characterizing the average trend of 

dependence of criterion 2 on criterion 1 calcu-
lated on the basis of analysis of the characteris-
tics of the aircraft on the market, and a corridor 
of deviation from the trend line of –10% and 
+10%. The advantages and disadvantages of 
aircraft positioning are not considered for each 
aircraft separately by criterion 1 and 2, but by 
its location within the family and the manufac-
turer’s product offering as a whole, as well as 
depending on the positions of competitors.

Positioning families, as opposed to posi-
tioning individual aircraft, enhances the abil-
ity to meet demand in more market segments, 
thereby improving the company’s commercial 
performance.

Manufacturer A offers Family 1 and Family 
2, thereby covering multiple market segments. 
Although Family 1 is inferior to its competi-
tors, it is nevertheless in the trend of the mar-
ket. Family 2 is noticeably above the trend line, 
which strengthens the position of Producer A.

Manufacturer B offers one Family 3, con-
sisting of four aircraft. So, the family occupies 
more market segments than its competitors.

Manufacturer C offers one Family 4, which 
does not occupy as many market segments as 
Family 3, but outperforms it in criteria 1 and 2.

Manufacturer D offers Family 5 consisting of 
only two aircraft. This family is below the trend 

Fig. 4. Information model of aircraft marketing positioning

Selection of pairs  
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criteria

Characteristics of competitive 
products

Comparative analysis of aircraft 
and aircraft families

Study results of the external 
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Forecasts for the development 
of the external environment  
for 20-40 years

Consumer segmentation 
results

Forecast for the development 
of aircraft performance 
for 20-40 years
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line, but it targets its market segments, outper-
forming its competitors on criterion 1.

In terms of market coverage of segments cov-
ered, Manufacturer A leads the overall prod-
uct offering. Manufacturer B leads in terms of 
the number of covered segments within a single 
product family.

Figure 6 shows a real-world example of a per-
ception map for the modern wide-body twin-
engine segment excluding discontinued air-
craft (Boeing 767, Airbus A330ceo (200/300) 
and those in the design phase (for example, 
CR929). Boeing 777, which are being replaced 
by the Boeing 777x, are also not considered.

As we can see on the perception map, A330-
900, A350-900/1000 and 787-9 are in trend. 
They are the most in-demand at the moment 
in the selected segment, with the largest num-
ber of orders placed on them. 787-8/10 air-

craft are less in demand, but increase the mar-
ket coverage within the family. The situation 
is similar with A330-800 aircraft. Demand for 
them is low, but they expand the family’s ability 
to capture the market. The 777x family (777-
8/9) aircraft are more spacious and noticeably 
different in other characteristics, so they are 
not generally considered direct competitors to 
the above aircraft. However, on the perception 
map, the increased capacity can be presented 
as an advantage.

2.6. Digital simulation  
of product development

Figure 7 schematically shows stage 4, which 
involves multivariate marketing modeling of 
the creation and development of the product, 
taking into account the selected position based 
on the data obtained in the first and second 

Fig. 5. Conditional example of a perception map
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stages. The final result of the stage is a business 
plan of the project to create a new product, 
which takes into account the following:

 ♦ ales plan made taking into account the mod-
eling of consumer behavior in the projected 
long-term conditions within the formed 
marketing positioning of the product. It is 
necessary to take into account the differ-
ent types of business models of airlines, as 
described in the work by Cook [14];

 ♦ results of modeling the creation and pro-
duction of the product based on market 
requirements that provide a competitive 
advantage;

 ♦ results of modeling the operation of the 
product at all stages of the life cycle based 
on the evaluation of the economics of air-
lines – target potential consumers of the 

product. As Riordan [15] noted, the dura-
tion of the life cycle of the aircraft as a prod-
uct is an important feature that determines 
the specifics of organizational processes. 
The results obtained are taken into account 
when modeling consumer behavior. 

Stage 5 in continuation of stage 4 involves 
assessing the cost-effectiveness of implement-
ing the chosen position of the new aircraft as 
a part of business planning. To this end, a base 
of business plan options necessary for further 
decision-making is formed.

Stage 6 involves a decision to approve or 
modify the position. In the second case, a 
return to stage 3 is required, and, if necessary, 
to stage 1 or 2 for additional research on the 
external environment, customer segmenta-
tion and competitive analysis.

Fig. 6. Example of a perception map for Airbus and Boeing aircraft
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3. Discussion  
of marketing positioning

Marketing positioning of passenger commer-
cial aircraft by the criteria pair “flight range – 
passenger capacity” that was described in pre-
vious paragraph illustrates the possibilities of 
demand management in a fiercely competi-
tive environment. In this case, even not good 
enough positions of the product, presented 
on the map of perception, can be used by the 
manufacturer as an advantage, for example, in 
the development of pricing policy, providing a 
better price-quality ratio. The issue of pricing 
is considered in detail by Kalugina [16].

It is important to note that during the con-
struction of perception maps one should not 
always strive to achieve the maximum indica-
tors according to the chosen positioning cri-
teria. It is necessary to meet the needs of the 
chosen target segment. In aviation, there are 
many examples of targeting a narrow mar-
ket segment. For example, when segment-
ing customers by geography, as Czinkota [17] 
discovered, E-Jets, Canadair Regional Jet, 
Mitsubishi Regional Jet on the United States 
market and ARJ21 and SSJ-100 on national 
markets were successfully positioned. In line 
with the type of business model, the 737 and 

A320 families are positioned for low-cost air-
lines, while 747 and A330 wide-body jets are 
positioned for charter airlines. As Clark [18] 
wrote, the A380 is intended for use by airlines 
in the Middle East and Asia to serve flights 
between these regions on lines with very high 
traffic. The 747-400D is intended for short-
haul flights on high-traffic lines in the Japa-
nese market. It should be noted that other 
methods of positioning Airbus and Boeing 
aircraft are used in parallel with this method. 
The method of positioning based on building 
of perception maps with criteria which reflect 
specific requests of target segments to the air-
craft is also used by airlines on the related 
market of air transportation as mentioned by 
Malaval [19].

Conclusion

This article deals with the issues of modeling 
marketing positioning in the process of creating 
and producing such high-tech, science-inten-
sive products as civil aircraft. The emphasis is 
placed on the procedural component, which 
is less represented in theoretical developments 
and scientific works. At the same time, the pro-
cedure of marketing positioning is reflected in 
the framework of modeling the innovative pro-

Fig. 7. Digital modeling of marketing management  
of product development at all stages of the life cycle
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cess of creating aviation equipment and its 
operation at all stages of the life cycle, which 
characterizes the novelty of the very statement 
of the management problem.

In developing the procedure according to the 
formulated principles, six main stages aimed at 
market research and positioning of the product 
offer of the aviation industry enterprise were 
identified. 

In connection with the specifics of civil air-
craft as a commodity, it was proposed to study 
not only the market of aircraft, but also the 
related market of air transportation, which 
depends on the condition and development of 
the demand for aircraft. In the allocation of tar-
get segments, it is proposed to analyze the cor-
relation segmentation of these markets, which 
is not typical of the markets B2C, but necessary 
for most industrial markets.

The peculiarity of the procedure is also the 
proposal of the stage of assessment of the effec-
tiveness of implementing positioning of a new 
product within the framework of business plan-
ning.

The question of information support of posi-
tioning, including the definition of categories 
of data necessary for decision-making, infor-
mation sources, as well as methods of collec-
tion and processing of information, is aimed at 
the possibility of implementing the proposed 
procedure in a particular environment.

The significance of the results of the research 
is determined by the development of the con-
cept of marketing positioning. Within the lim-
its of the classical methodical approach to defi-
nition of a position of the goods, the procedure 
offered here reflects the specificity of the mar-
ket of civil planes and expands possibilities of 
branch marketing. 
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