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STRATEGIC MANAGEMENT COMPETITIVE POTENTIAL OF THE 
ENTERPRISE 

 
The purpose of this article is to scientifically substantiate methods and develop tools for managing 

the competitive potential of enterprises. The main strategies for the development of the baking industry have 
been outlined, namely: for the enterprises with a high level of utilization of competitive potential the most 
cost-effective strategy will be adequate; for enterprises with an average level of utilization of competitive po-
tential the integration strategy is recommended; a differentiation strategy is recommended for an enterprise 
with low competitive potential. It was emphasized that a niche strategy should be one of the key strategies 
for the development of the industry, providing sustainable competitive advantages. Managing the competitive 
edge of the businesses being researched should be related to the product component. 
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Statement of the problem and its connection 

with important scientific and practical tasks. Ensuring 

long-term competitiveness of enterprises is the most im-

portant task in the current conditions of their operation. 

This is due to structural changes in the economy and the 

emergence of new players in the market. In such circums-

tances, the stability of functioning, the sustainability of 

the development of existing enterprises should be ensured 

by creating effective competitive advantages. Given the 

high degree of variability in the environment in which 

businesses operate, a competitive strategy must be trans-

formative. Solving the problem of forming and managing 

the competitiveness of an enterprise in the market is one 

of the functions of strategic management. For the baking 

industry, it is important to form a system of strategic 

management of competitiveness. 

The current stage of development of the food in-

dustry is characterized by increased competition in the 

food market, which is reaching new global players, which 

leads to a significant redistribution of market influence. 

Thus, the supply on the market of bread and bakery prod-

ucts is being formed not only by large industrial produc-

ers, but also by small enterprises and retail trade net-

works. 

Strategic management allows businesses to in-

crease their planning horizons, to ensure effective man-

agement of competitive advantages. At the same time, the 

problem of strategic management of enterprise competi-

tiveness remains underdeveloped. Thus, the practical im-

portance and insufficient scientific elaboration of the is-

sues of managing the competitiveness of enterprises in a 

market environment have determined the relevance and 

necessity of this research. 

The analysis of the latest publications on the 

problem. Issues related to competitiveness management 

are dealt with in the works of M. Albert, G. Armstrong, 

P. Draker, F. Kotler, M. Mescon, M. Porter and other 

scholars. Issues related to ensuring effective strategic 

management of enterprise development are dealt with in 

the works of I. Ageeva, G. Azoev, B. Andrushkiv, Y. 

Dyachenko, Z. Borysenko, A. Voychak, O. Humeniuk, J. 

Zhalila, R. Kamishnikov, L. Malyuta, O. Nikishina, R. 

Fatkhutdinova, O. Tsarenko and others. 

However, there are a number of unresolved is-

sues in the formulation of competitiveness policy as an 

object of strategic management. New approaches to the 

management of long-term competitiveness, its individual 

factors in order to determine the main directions of op-

timal use of resources have determined the purpose of the 

study. 

Forming of the aims of the research. The 

purpose of this article is to scientifically substantiate me-

thods and develop tools for managing the competitive 

potential of enterprises. 
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Giving an account of the main results and 

their substantiation. Competitiveness management is 

the formation of a certain level of a competitive potential. 

As the competitive potential management entails the for-

mation of long-term sustainable competitive advantages, 

there is a clear relationship between competitiveness 

management and strategic management. Strategic man-

agement should ensure the effective life of the enterprise. 

This means maintaining it as a business entity within the 

existing factors, creating the conditions for growth, de-

velopment, sustainability. Based on systemic, institution-

al, strategic approaches, competitive potential can be de-

fined as a complex of financial-investment, production, 

innovation and human resources that an enterprise uses to 

create competitive advantages in the long run and to re-

spond adequately to the changing environments. 

The analysis of the state of the baking industry 

showed that the main trend in this industry is the reduc-

tion of production volumes. The decline in bread produc-

tion and consumption is driven by a number of factors. 

These factors include the decrease in the population of 

the country, changes in consumer preferences, changes in 

income levels, and the decline in bread and bakery pro-

duction occurs against the backdrop of low capacity utili-

zation. 

According to the State Committee of Statistics of 

Ukraine, the production of bread and bakery products in 

2018 decreased by 9.8% compared to 2017 and amounted 

to 468 thousand tons, the production of wheat and wheat-

rye flour decreased by 8.1% and amounted to 819 thou-

sand tonnes [1]. Table 1 shows the dynamics of produc-

tion of certain types of industrial products for 2011–2018. 

 

Table 1 

Output of some types of industrial products for 2011–2018 

Product name by the nomencla-

ture of products of industry (the 

nomenclature) 

Unit 

Volume of output of industrial products  

(gross output)  

2011 2012 2013 2014 2015 2016 2017 2018 

Manufacturing 

Wheat or meslin flour mln.t 2,4 2,4 2,4 2,2 2,1 2,0 2,0 1,7 

Bread and bakery products, short 

storage 
mln.t 1,8 1,7 1,6 1,4 1,2 1,2 1,1 1,0 

Sweet biscuits (including sand-

wich biscuits; excluding those 

completely or partially coated or 

covered with chocolate or other 

preparations containing cocoa) 

thsd.t 229 241 237 184 167 163 177 171 

Waffles and wafers (including 

salted) (excluding those com-

pletely or partially coated or 

covered with chocolate or other 

preparations containing cocoa) 

thsd.t 65,4 72,4 74,6 54,3 47,9 49,5 51,0 51,2 

* developed by the author 

 

The bakery segment consists of rye bread and 

wheat-rye bread - 32%, bakery products - 25%, wheat 

bread - 42%, rye bread - 1,1%, dietary bread - 0,1%, oth-

er bread - 0.4% [1]. The bakery segment consists of rye 

bread and wheat-rye bread - 32%, bakery products - 25%, 

wheat bread - 42%, rye bread - 1,1%, dietary bread - 

0,1%, other bread - 0.4% [1]. 

Market analysts predict a further decline in 

bread consumption: "... the activity of producers should 

move to a small, filled niche of dietary bread products 

(protein, yeast-free bread), products with various useful 

additives, as the movement for healthy nutrition, which 

promotes the need for healthy food, is gaining in popular-

ity. . A partial switch to "niche" bread varieties would 

help producers offset the narrowing of the traditional 

market "[2]. 

There are currently three groups of participants 

in the bread and bakery market: 

1. Traditional producers - large and medium-

sized enterprises; 

2. Mini-bakeries; 

3. Network retail trading companies (production 

of bakery products from semi-finished products). 

About 60% of the domestic market is occupied 

by the six largest companies, namely: PJSC “Kyivkhlib”, 

LLC “Bread Holding“ Khlibny Investments ”, PJSC“ 

Concern “Khlibprom”, LLC “Bakery Complex“ Kulini-

chi ”, GK“ Formula of Taste ”, GK“ Khlibodar ” ”, Hold-

ing“ Golden Harvest ”by Lauffer Group. The share of 

mini-bakeries is 10%, and the remaining 30% of national 

bread and bakery production is provided by more than 

100 bakeries. Each group of participants has its own fo-

cus on certain segments of the market. The orientation of 

different producer groups in different segments of the 

bread and bakery market is shown in table 2.  

As can be seen from table 2, the three groups of 

market participants have different orientations for market 

segments. This is due to their competitive advantages and 

the strengths / weaknesses of the enterprise. In today's 

conditions, the operation of the baking industry, competi-

tiveness management must be based on the development 

of a long-term development strategy. 
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Table 2 

Orientation of bread and bakery market participants in market segments * 

Market segments Traditional man-

ufacturers 

Retail network-

ing 

Mini bakeries 

1. By types of products    

1.1. Bread 1 2 2 

1.2. Long loaves 1 1 1 

1.3. Small pieces and pastries 2 2 1 

1.4. Bakery products with useful additives 2 1 2 

2. By price categories    

2.1. Adjustable prices for bread of "social" demand 

(socially significant bread varieties) 1 2 2 

2.2. Unregulated prices for non-traditional bakery 

products 2 1 1 

3. By market levels    

3.1. Local markets 1 2 1 

3.2. Regional markets 2 1 3 

3.3. National market 3 1 3 

Note: 1 is the main niche; 2 - not the main niche; 3 - the manufacturer is not represented in this segment. 

* own development 

 

This will offset the weaknesses and existing 

problems of baking businesses, driven by the predomin-

ance of short-term goals. 

Enterprise competitiveness management should 

be based on a proactive approach to strategic manage-

ment. Bakeries should play an active role in interacting 

with the external environment and, in addition carry out 

monitoring of the competitiveness management strategy 

on-line. 

Increasing the competitive potential of an enter-

prise should be based on the management of strategic 

assets and competencies of the enterprise. The classic 

view of strategic assets is resources that outperform com-

petitors in terms of their assets. Strategic competencies 

have traditionally been seen as strategically relevant to a 

business unit by certain areas of activity in which it is 

most powerful. The presence of strategic assets and com-

petences provides the enterprise with a sustainable com-

petitive advantage, which in turn is characterized by its 

importance and long-term viability. 

There are quite a number of theoretical ap-

proaches to assessing the competitiveness of an enter-

prise. In this paper, such an assessment is proposed to be 

conducted on the basis of the competitive potential. The 

competitive potential of the enterprise includes: financial, 

labor, management, innovation potential, the potential of 

basic business processes. Each component of the compet-

itive potential is proposed to be evaluated on the basis of 

selected indicators, taking into account coefficients set by 

experts. The competitive potential of the bakeries sur-

veyed for 2014-2018 is shown in table 3. 

 

Table 3 

The competitive potential of bakery enterprises, 2014-2018 * 

Bakeries 2014  2015 2016 2017 2018 In average 

PJSC “Odessa Cow” 30,15 28,52 30,71 32,31 32,53 30,84 

PJSC «Nikolaevkhlib» 35,22 34,66 36,65 35,64 36,46 35,73 

Berezovsky Bakery 38,37 39,61 41,71 44,56 44,14 41,68 

PJSC "Kherson Bakery" 37,99 38,45 38,79 40,79 41,97 39,60 

* calculated by the author based on enterprise data 

 

As can be seen from Table 3, the range of fluc-

tuations in the competitive potential of bakeries is quite 

wide. Analysis of the components of the competitive po-

tential allows us to identify such trends. Regarding the 

financial potential, one can note the high level of instabil-

ity of financial resources formation. The analysis of the 

level and dynamics of the potential of major business 

processes has identified a group of enterprises that have 

significant problems in the production area, due to the 

lack of flexible production processes, automated control 

systems, low coordination of supply and sales systems. 

The level of innovation potential in most of the analyzed 

enterprises tends to increase. Enterprises are currently 

investing in innovative technological developments in 

new formulations. 

The author proposes to supplement the capacity 

assessment toolkit with its use indices. There are three 

types of competitive potential assessment: 

- possible competitive potential (MCP), which 

reflects the creation of maximum sustainable competitive 

advantages of the enterprise. 

- Planned Competitive Potential (CPA), which
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 reflects the planned level of competitive potential. 

- actual competitive potential (FCP), which re-

flects the current level of creation and use of sustainable 

competitive advantages of the enterprise. 

The indices proposed for the calculation can be 

used as a tool for strategic management of the enterprise 

competitiveness. 

In the paper the possible level of the competitive 

potential was calculated, which reflects the creation of 

maximum sustainable competitive advantages of the en-

terprise. This allowed us to determine the current compet-

itive position of the company and to calculate the index 

of actual use of the competitive potential. 

Table 4 

Indices of actual utilization of the competitive potential at bakeries, 2014-2018 * 

Bakeries 2014  2015 2016 2017 2018 In average 

PJSC “Odessa Cow” 0,49 0,46 0,50 0,53 0,53 0,50 

PJSC «Nikolaevkhlib» 0,57 0,57 0,60 0,58 0,59 0,58 

Berezovsky Bakery 0,63 0,65 0,68 0,73 0,72 0,68 

PJSC "Kherson Bakery" 0,62 0,63 0,63 0,67 0,69 0,65 

* calculated by the author based on enterprise data 

 

As can be seen from Table 4, the indices of ac-

tual use of competitive potential fluctuate on average 

from 0,50 to 0,72. Thus, enterprises have different levels 

of utilization of competitive potential, so they need to 

develop different strategies that ensure the formation of 

sustainable competitive advantages. 

Conclusions and prospects of the further 

investigations. The study allowed us to make the follow-

ing conclusions and suggestions: 

1. For enterprises with a high level of utilization 

of the competitive potential, the most appropriate one will 

be a cost-saving strategy based on the fullest possible use 

of the scale effect (a strategy of concentration and specia-

lization in the segment of socially significant bread varie-

ties). 

2. For enterprises with an average level of use of 

the competitive potential, an integration strategy may be 

recommended: production and sale of semi-finished 

products for small enterprises (mini-bakeries). In this 

case, companies have the opportunity to take a relatively 

free part of the market and create long-term competitive 

advantages. 

3. A differentiation strategy may be recom-

mended for an enterprise with a low competitive poten-

tial. 

4. A niche strategy should be one of the key 

strategies for the development of an industry that pro-

vides sustainable competitive advantages. Managing the 

competitive edge of the businesses being researched 

should be related to the product component. Enterprises 

should focus on the first segment of socially significant 

bread varieties, and there are undeniable competitive ad-

vantages in this segment. These include: 

1) many industrial bakery enterprises are state or 

municipal property, which facilitates the state's interac-

tion with these enterprises; 

2) large industrial bakeries provide higher quali-

ty bread; 

3) industrial bakeries can provide large orders 

for bread production. 

The segment of socially significant bread varie-

ties should be regulated by the state. Currently, the price 

level in this segment is regulated by the state. However, 

according to the author, such measures are not enough. 

This is due to the fact that raising prices for grain and 

flour, if the bread prices are constant, can cause losses for 

businesses. These losses are covered by the production of 

other types of bread. For businesses, it is necessary to 

create the conditions under which a sufficient level of 

profitability will be ensured. Therefore, the state needs to 

harmonize the pricing system for flour and bread in order 

to ensure balanced interests of all producer groups in this 

chain. 

5. It is established that one of the most promis-

ing segments of the bread and bakery market is the mar-

ket of large retail chains. However, many networks are 

currently creating their own bread bakeries, which they 

sell on their own network. Major bakeries do not stand up 

to competition in this segment. At the same time, the so-

called "American" model of the bread and bread market 

has become quite widespread. In this model, there are 

several big players in the market who produce bread and 

market it as a whole. The use of the positive aspects of 

the "American" bread market model in relation to Ukrai-

nian conditions allows us to identify two directions of 

strategic development: 

1) integration of bakeries in different forms; 

2) participation in the production of bread and 

bakery products for large retail chains. 

In the second direction, it is promising to supply 

semi-finished products to the bakeries for baking bread in 

their own bakeries. Bakery businesses can occupy this 

niche. This will open the prospect of winning another 

additional segment - the sale of frozen products. The pro-

duction of frozen semi-finished products requires integra-

tion with a number of industries and the creation of a 

cluster. The supporting industries of such a cluster in-

clude warehousing, transport, packaging, sugar, dairy, 

canning and flour. 

The integration of bakeries for the production of 

frozen semi-finished baked goods and baked goods will 

allow to obtain a sustainable competitive advantage 

linked to increased production and the capture of new 

markets. The integration of bakeries will improve their 

competitive advantage by increasing all the components 

of their competitive potential. 
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СТРАТЕГИЧЕСКОЕ УПРАВЛЕНИЕ  
КОНКУРЕНТНИМ ПОТЕНЦИАЛОМ ПРЕДПРИЯТИЯ 

 
Современный этап развития пищевой промышленности характеризуется повышением конку-

ренции на продовольственном рынке, на который выходят новые крупные игроки, что приводит к зна-
чительному перераспределению рыночного влияния. Так, предложение на рынке хлеба и хлебобу-
лочных изделий в настоящее время формируется не только крупными промышленными производи-
телями, но и малыми предприятиями и розничными торговыми сетями. 

Стратегическое управление позволяет предприятиям увеличить горизонт планирования, 
обеспечить эффективное управление конкурентными преимуществами. В то же время проблема 
стратегического управления конкурентоспособностью предприятий остается пока недостаточно раз-
работанной. Таким образом, практическая значимость и недостаточная научная проработка вопросов 
управления конкурентоспособностью предприятий в рыночной среде определила актуальность и не-
обходимость данного исследования. 
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Целью данной статьи является научное обоснование методов и разработка инструментов 

управления конкурентным потенциалом предприятий. 
В исследовании намечены основные стратегии развития хлебопекарной промышленности, а 

именно: для предприятий с высоким уровнем использования конкурентного потенциала будет наибо-
лее приемлемой экономически эффективная стратегия; для предприятий со средним уровнем ис-
пользования конкурентного потенциала рекомендуется стратегия интеграции; стратегия дифферен-
циации рекомендуется для предприятия с низким конкурентным потенциалом. Было подчеркнуто, что 
нишевая стратегия должна быть одной из ключевых стратегий развития отрасли, обеспечивающей 
устойчивые конкурентные преимущества. Управление конкурентным преимуществом исследуемых 
предприятий должно быть связано с компонентом продукта. 

Ключевые слова: стратегия, пекарни, конкуренция, рынок, потенциал. 
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СТРАТЕГІЧНЕ УПРАВЛІННЯ 
КОНКУРЕНТНИМ ПОТЕНЦІАЛОМ ПІДПРИЄМСТВА 

 
Сучасний етап розвитку харчової промисловості характеризується підвищенням конкуренції на 

продовольчому ринку, на який виходять нові великі гравці, що призводить до значного перерозподілу 
ринкового впливу. Так, пропозиція на ринку хліба та хлібобулочних виробів в даний час формується 
не тільки великими промисловими виробниками, але і малими підприємствами і роздрібними торгови-
ми мережами. 

Стратегічне управління дозволяє підприємствам збільшити горизонт планування, забезпечити 
ефективне управління конкурентними перевагами. У той же час проблема стратегічного управління 
конкурентоспроможністю підприємств залишається поки недостатньо розробленою. Таким чином, 
практична значимість і недостатня наукова опрацювання питань управління конкурентоспроможністю 
підприємств в ринковому середовищі визначила актуальність і необхідність даного дослідження. 

Метою даної статті є наукове обґрунтування методів і розробка інструментів управління конку-
рентним потенціалом підприємств. 

У дослідженні намічені основні стратегії розвитку хлібопекарської промисловості, а саме: для 
підприємств з високим рівнем використання конкурентного потенціалу буде найбільш прийнятною 
економічно ефективна стратегія; для підприємств із середнім рівнем використання конкурентного по-
тенціалу рекомендується стратегія інтеграції; стратегія диференціації рекомендується для підприємс-
тва з низьким конкурентним потенціалом. Було підкреслено, що нішева стратегія повинна бути однією 
з ключових стратегій розвитку галузі, що забезпечує стійкі конкурентні переваги. Управління конкурен-
тною перевагою досліджуваних підприємств має бути пов'язане з компонентом продукту. 

Ключові слова: стратегія, пекарня, конкуренція, ринок, потенціал. 
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