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THEORETICAL ASPECTS OF REVEALING AND FORMATION THE MARKETING 
POTENTIAL OF THE CONSUMER MARKET OF LARGE CITIES

Usova N. V.

Candidate of Sciences (Economics), Assistant of Economics and Management Department of the Ural Institute of Management-

branch, the Russian Presidential Academy of National Economy and Public Administration (Russia), 66, 8 marta St., Yekaterinburg, 

Russia, 620990, natalya.usova@uapa.ru

Purpose. To reveal the specifi cs of the formation the marketing potential of the consumer market of a large city.

Methods. The author analyzes the theoretical approaches to the concept of marketing potential and suggests 

author’s approach to this category taking into account specifi city of socio-economic development of major cities.

Results. On the basis of this analysis the author revealed the features of the factors infl uencing the process of forma-

tion and development the marketing potential of the consumer market of a large city, suggested its graphical representation.

Scientifi c novelty. The author suggested the concept of «market potential of the consumer market of a large city», 

identifi ed factors that infl uence its formation and development.
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