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MARKETING AND LOGISTIC COMPONENT OF INCREASING COMPETITIVENESS OF
INTEGRATED ENTERPRISES

Topicality. The inherent element of a modern market economy is competition. It contributes to the progress of a
market economy and it is one of the fundamental economic categories. The market itself and its mechanism of action
cannot function normally without developed forms of competition.

The existence of competition ensures the development of the national economy, contributing to the fact that
entrepreneurs in competition struggle to win consumers by raising the quality and lowering the prices of goods,
expanding the range, introducing scientific and technological progress, etc., which in general contributes to the
improvement of the welfare of the whole society.

Competitiveness is one of the main indicators of successful business activity. In this regard, the substantiation of
the approaches to its study with a view to further development of a system for managing the competitiveness of
enterprises is relevant.

Today, taking into account the overall economic and political situation in the country, the issue of increasing the
competitiveness of domestic enterprises, both within the national and foreign markets, both in modern conditions and in
the future, is particularly acute.

Aim and tasks. The key categories for conducting this research are the competitiveness of the enterprise and
products, competitive advantages, as well as marketing and logistics activities, which peculiarities of theoretical
determination is a priority task.

Research results. The article observes competitive advantages from different points of view, including the logistic
approach to their formation. Also the strategies for creating competitive advantages in modern conditions are analyzed.

Conclusions. Competitive advantage can not be identified with the potential of the enterprise. Unlike
opportunities, it is a fact that is fixed as a result of the real benefits of buyers. That is why in business practice the
competitive advantages are the main goal and the result of economic activity. As it can be seen from the foregoing, all
strategies of creating competitive advantages have significant distinctive features, which allow us to conclude that an
enterprise must clearly define for itself which strategy it is planning to implement and in no case mix these strategies. At
the same time, it should be noted that there is a certain link between these strategies and this should also be taken into
account when creating competitive advantages.
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MAPKETHUHI'OBA TA JIOTICTUYHA CKJIAIOBA IIABUIIIEHHS
KOHKYPEHTOCIHPOMOXKHOCTI IHTEI'POBAHUX ITIIAITPUEMCTB

Axmyanvuicmo. Ilpumamanuum eremMeHmom CY4acHOi PUHKOB0I eKOHOMIKU € KOHKypenyis. Boua cnpuse
npoepecy puHKo80i eKOHOMIKU i € OOHIEI0 3 PYHOAMEHMANbHUX eKOHOMIYHUX Kamezopiu. Cam puHOK ma MexaHizm 1io2o
0ii He MOoJIce HOPMATLHO PYHKYIOHY8amuU Oe3 PO3GUHYMUX POPM KOHKYPEHYil.
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Hasenicmv xoukypenyii 3abezneuye po3eumox HAYiOHANLHOL eKOHOMIKU, CHPUSAIOYU MOMY, WO NIONpuemyi y
KOHKYpeHmHiti 6opomuvoi 3a60U08YI0Mb CRONCUBAYTE, NIOGULYIOUU SKICTNb [ 3HUNCYIOUU YIHU HA MOBAPU, POUUDIOIOYU
acopmumenm, 8npo8aONCYIOUU OOCACHEHHS HAYKOBO-MEXHIUHO20 npocpecy ma iHue, Wo 8 YoMy CHPUAE NOTINULEHHIO
006pobymy 8cb0o20 CyCchinbcmed.

Kounkypenmocnpomodsicnicmos € 00HUM 3 207108HUX NOKAZHUKIB YCNIWHOL OisinbHoCcmi nionpuemcmad. Y 36 ‘A3ky 3
yum oOIpyHmy8anHa nioxodig@ 00 ii 00CHONCeHHs 3 Memow NooalbWoi po3pOOKU cucmemu YNpAeiiHHs
KOHKYPEHMOCNPOMOIICHICIIO NIONPUEMCME € AKIMYATbHUM.

Ha cbo200niwnitl denv, 6paxosyrouu 3a2a1bHy eKOHOMIYHY Ma NOJIMUYHY CUMYayilo 8 Kpaini, 0coOIU80 20Cmpo
nocmaioms  NUMAHHA  NIOGUWEHHSI  KOHKYDEHMOCHPOMOICHOCMI — BIMUUSHAHUX — NIONPUEMCIG, AK Y MedHcax
HayioOHANbHO20, MAK I HA 306HIWHIX PUHKAX, SIK Y CYYACHUX YMOBAX, MAK i 8 MAUOYMHbOMY.

Mema ma 3aedamna. Knwouosumu  kameeopisimu — Ol NPOBEOEHHs  OAHO20  OOCHIONCEHHA €
KOHKYPEHMOCNPOMOIICHICIb NIONPUEMCMEA ma NpoOYKYii, KOHKYPEeHMHI nepesazu, a MAKONC MAPKeMuH208a md
Jl02icmuyHa OIAIbHICMb, 0COOAUBOCTNT MEOPEMUYHO20 BUSHAYUEHHS AKUX € NEPULOYepe08UMU 3A80AHHAMU.

Pesynomamu. B cmammi po3ensanymo KOHKYPEeHMHUI nepesazu 3 pisHux modox 30py, 8 MOMY YUCAL 102iCMUYHULL
nioxio 0o ix popmyeanus. Taxodxc npoananizo8ani cmpamezii CmeopenHs KOHKYPEeHMHUX nepesae 8 CY4acHUX yMo8ax.

Bucnosku. Kouxypenmny nepeeazy He MOJCHA OMOMOICHIOBAMU 3 NOMEHYIUHUMU MOINCTUBOCMAMU
nionpuemcmaa. Ha iominy 6i0 moowcausocmeii, — ye (paxm, o Pikcyemscs 8 pe3yibmami pedibHux nepesaz noKynuyis.
Came momy 6 npaxmuyi 0Oi3Hecy KOHKYDEHMHI Nepesasu € 20J08HOK Memow 1 pe3yibmamom 20Cno0apcbKol
oisinbHocmi. AK 6UOHO 3 GUKIAOEH020, 8CI cmpamezii CM8OPeHHs KOHKYPEHMHUX nepeeéds Maiomov CYMMEGL GIOMIHHI
0cobusocmi, Wo 00360JAI0Mb 3POOUMU BUCHOBOK NPO mMe, WO RIONPUEMCMEO NOoSulHe Oisi cebe 00Cumv 4imko
BUBHAUAMU, SIKY CIMPAMeziio 60HO 30UpacmvCsi peanizosyeamu, i Hi 6 sKoMy pasi He 3miwyeamu yi cmpamezii. ¥ moii
Jice yac cnio 3a3Havumu, wo € NeGHUll 36'I30K MIJC YUMU CIMpame2isimu i ye markodic Ciio 8paxosyeamu npu CmeopeHHi
KOHKYPEeHmMHUX nepegaz.

Knwuosi cnoea: KouKkypeHyis, KOHKYDEHMOCHPOMONCHICIb, KOHKYDEHMHI nepegazi, NIONPUEMCHEO,
cmpamezis, 102icmuKa, MapKemunz, pUHOK, eKOHOMIKA.

Problem statement and its connection with important scientific and practical tasks. Under the
current conditions of the agro-industrial market functioning, as well as taking into account the overall
economic and political situation in the country, the problems of the raise of the competitiveness of domestic
enterprises both within the national and foreign markets particularly arise. In our opinion, first of all, it
concerns the enterprises that produce agricultural products as important participants in the gross national
product of the state. Unfortunately, today it is still impossible to talk about a high level of competitiveness in
agrarian production, which is caused by a number of both objective and subjective factors. Of course, such a
thesis applies only to medium and small (sized) enterprises. However, it should also be noted that these
occupy the largest share in gross agricultural production.

Analysis of recent publications on the problem. Understanding the essence of competitiveness is
already disclosed in many scientific works, both national and foreign. The research of competitiveness is
associated with such names as V.D. Andrianov, G.L. Azoyev, |. Ansoff, D. I. Barcan, I. Vasyutin, V.M.
Vlasov, V.G. Gerasimchuk, J. Gordon, P.S. Zavialov, B.E. Kvasnyuk, R.B. Nozdryova, A. Pavlov, D.
Panasenko, P.G. Pererva, M. Porter, D. Riccardo, J. Salip, A. Smith, A. Strickland, R. Waterman, A.
Fatkhutdinov, V. E. Khrutny, F. Hayek, T. Kharchenko, P. Heine, L.G. Tsyychenko, A. Chelenkov, E.
Chamberlin, J. Schumpeter, F. Edgeworth, A.Yu. Judanov etc. This category has undergone a great
evolutionary path and was uncovered from different sides. For example, competitiveness can be seen as the
ability of an enterprise to withstand competition and to withstand competitors, or as a result of how
efficiently an enterprise meets consumer needs compared to competitors offering the same product or service
[2, 10]. Fathutdinov R.A. defines competitiveness as a property of an object, which is characterized by the
degree of its real or potential satisfaction of the needs compared with similar objects that are represented in
this segment of the market. In this case, competitiveness is the ability to withstand competition compared
with similar objects in the market [8]. According to Raizberg BA, competitiveness is the real and potential
ability of an enterprise to operate under existing conditions to produce and sell products that are more
attractive to consumers than their competitors in terms of price and non-price characteristics [6].

The introduction of the term "competitive advantage" and developed by M. Porter, the theory of
competitive advantages give the methodological basis for determining the category of "competitiveness".
According to M. Porter, the competitiveness of the economy is determined by the productivity with which a
country, region or cluster uses its labor and natural resources and capital [5].

The definition of competitiveness, which is most consistent with our research, is the theory of
Poddubny I1. and Poddubnoy Al, by which it represents the potential or realized ability of an enterprise to
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function in a relevant external environment based on competitive advantages and thus reflects its position
vis-a-vis competitors [4].

An outline of the main results and their justification. Competitive advantages can be seen as a
concentrated manifestation of advantages over enterprises - competitors in various fields of activity. That is,
it is ahead of competitors due to the successful realization of market success factors or key competencies.
From the point of view of the sources of the enterprise competitive advantages, they can be divided into two
groups: the advantages of low and high levels. Moreover, competitive advantages of a low level for an
enterprise are created by using cheap labor, inexpensive sources of raw materials available, etc. which under
current economic conditions are not stable, therefore such advantages can disappear quickly. Competitive
advantages of a high-level enterprise are formed in the presence of skilled personnel, the use of the latest
innovations, high technologies, etc. Another classification of competitive advantages divides them into
external and internal ones. External competitive advantages are based on the excellent quality of goods,
which forms the main value for the consumer, and internal ones are formed on the advantages of the
enterprise in relation to minimization of production costs in comparison with competitors.

Competitive advantages of the company in the theory is a concentrated manifestation of advantages
over competitors from the point of view of economic, technical, technological, organizational, managerial
and other activities of the enterprise. At the same time, they can be measured by general economic indicators
(reducing production costs, obtaining additional profit, increasing profitability, increasing the market share
of the enterprise and sales volumes, etc.). In terms of management, the company's competitive advantages
are the result of the adoption of optimal managerial decisions, the rational organization of production, the use
of effective methods of strategic and tactical planning, enhancement of personnel motivation and control.
From the point of view of marketing, competitive advantages are the result of the correct use of the
marketing complex in the enterprise, in particular, the strategies of commodity and assortment policy,
pricing, distribution and product promotion policies. From the standpoint of financial activity, the
competitive advantages are ensuring a stable financial position, financial sustainability and growth of the
company's own capital, attracting investment in projects that generate high returns at the lowest risk. From
the point of view of entrepreneurship, competitive advantages - are the conditions of the enterprise survival
in the competitive environment and the source of maximum profit from the implementation of the enterprise
production and economic activities.

In terms of logistics, competitive advantages are the result of economies of scale and effective use of
material resources (in their various manifestations). It is the application of a logistic approach to the
formation of competitive advantages of agrarian enterprises, as one of the ways to increase their
competitiveness, is the basis of this study.

All of the aforementioned spheres of production and commercial activity of the enterprise are
completely content-related to the implementation of marketing activities. If we consider the theory, then
marketing in the simplest sense is the management of the production and sales activity of the enterprise in
order not only to generate profit, but also as the most complete satisfaction of the needs of consumers.
Marketing activity at the enterprise is based on the use of the main four tools - commodity, pricing,
communication and marketing policies in the complex.

Combining the theory of the formation of competitive advantages and the marketing complex, the
following marketing components of increasing the competitiveness of agricultural enterprises can be
determined.

As for the competitive advantages of commodity policy, the main task is to create an assortment. The
essence of providing competitive advantages on this side is to plan virtually all activities aimed at product
selection for future production, with the aim of effective market implementation and compliance with
consumer requirements. The system of formation of competitive commodity policy advantages should
include the following.

1. Study of existing and perspective needs of consumers, analysis of ways of using products and
features of consumer demand in the object markets.

2. Estimation of similar products of competitors.

3. Critical assessment of the quality of products produced by the enterprise, but already from the
standpoint of consumers.

4. Solving product issues that should be added to the product range, and which can be removed due to
changes in the level of competitiveness.
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5. Conduct diversification of products at the expense of other possible directions of production.

6. Evaluation and analysis of the entire assortment of the enterprise products, which is an integral part
of marketing.

The complexity of the solution to such a task is the complexity of combining all the elements to
achieve the ultimate goal of optimizing the range, taking into account the enterprise's strategic market
objectives. If this cannot be succeeded, then it may turn out that the range will include products that are
introduced more quickly for the convenience of the production units of the enterprise than for the consumer.
From the point of view of marketing theory - this is a direct contradiction and can from competitive
advantages go to the category of competitive weights of the enterprise.

Under the pricing policy of an enterprise there are three strategies for creating competitive advantages.
The first strategy is price leadership, according to which the focus of the enterprise in the production of
product is the cost. The main sources of pricing competitive advantages are as follows.

1. Rational conduct of commercial activity based on accumulated experience.

2. Savings on the scale of production, by reducing the cost per unit of production with increasing
production volumes.

3. Savings account of a synergistic effect that arises in the production of various types of products.

4. Optimization of internal economic relations, which will reduce the total production and
administrative costs.

5. Integration of distribution networks and supply systems, etc.

By implementing the strategy of creating competitive advantages on the basis of price policy, an
enterprise should not forget that its products at the same time must meet a certain level of differentiation.
Only in this case, price leadership can have a significant effect. If the quality of the price leader products is
much lower than the quality of similar goods, then creation of a price competitive advantage may require
such a strong price reduction, which will lead to negative consequences for the company. However, it should
be noted that strategies for price leadership and differentiation should not be confused, not to mention that
they should not be used simultaneously.

Differentiation is the second strategy of creating price competitive advantages. With this strategy, the
company tries to provide something different to its products that from the point of view of marketing can be
liked by the consumer and for what he is ready to pay. The company does not necessarily have to use only
differentiation to obtain a premium to the price. Differentiation can help to expand sales by increasing the
number of products or by stabilizing consumption, regardless of the fluctuations in demand in the market
through the establishment of long-term relationships.

So, for the formation of competitive advantages on the basis of differentiation it is necessary the
following.

1. Have a clear idea of who makes purchasing decisions.

2. To study the consumer criteria, which makes choices when buying a product (price, functional
properties, warranties, delivery time, etc.).

3. Determine the factors that shape the consumer's presentation of products (sources of information
about the properties of the product, image, etc.).

Then, based on the possibilities of creating products of the appropriate degree of differentiation and
the corresponding price (the price must allow the consumer to purchase a differentiated product), the
enterprise can begin to produce such products.

A third pricing strategy that an enterprise can use to create competitive advantages is to focus on the
interests of specific consumers. In this case, the company produces products specifically for specific
consumers. Concentrated production is connected to the fact that some kind of unusual need of a particular
consumer is satisfied, or a specific product access system (sales and delivery system, etc.) is created. By
conducting a strategy of concentrated creation of competitive advantages, the firm can use simultaneously
the price engagement of consumers, and differentiation.

For the conduct of the company's policy of commodity sales and marketing, the formation of
competitive advantages is possible through optimization of the role of wholesale food markets in the system
of factors of increasing the competitiveness of agrarian products.

The absence of alternative channels for the implementation of agrarian products leads to a negative
development of the industry and to the crisis of the financial and economic state of commodity producers.
Therefore, one of the conditions for addressing the problem of supplying cities and effective sales of goods
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by domestic producers should be the wholesale food markets. The purpose of creating such markets is to
stimulate production on the basis of forming an effective mechanism of mutual interest of the producer and
consumer of agricultural products by establishing direct links between them, regulating production and
marketing of products, taking into account the satisfaction of the population consumer demand. The starting
point of the systematic formation of wholesale food markets is the basic concept and objective features of the
competitive environment and the position of the region in providing food to schools, educational institutions
and other social institutions. This becomes particularly relevant in the framework of the social targeted
programs implementation. The need to create wholesale food markets is due to the fact that the only system
of material and technical supply and marketing in agriculture that existed in the pre-reform period was
eliminated, and spontaneous emerging food markets have serious disadvantages. Among the latter are the
disintegration of all parts of the refineries, reduction of investments, growth of production and turnover
costs, reduction of solvent demand of the population, unregulated imports, price disparity and other negative
economic and social relations in agriculture, etc.

The logistic process in agricultural production at the level of integrated enterprises is realized by
means of flows that operate between elements and subsystems of the production enterprise, as well as
between the producer and the external environment. Enterprise management integrating a set of functions of
strategic planning, organization, motivation and control, etc., sets the parameters of the desired state of the
enterprise functioning, motivating their achievement through a system of incentives. It is these incentives
that can be defined as the competitive advantages of integrated enterprises.

Implementation of logistic management practices in business practice allows enterprises to
significantly reduce inventories, accelerate the turnover of working capital, reduce production costs and
logistics costs, and ensure consumer satisfaction as products and related services. Thus, effective logistics
management can reduce overall costs by giving the company a constant lead in cost levels in a particular
market segment, with a focus on minimizing prices and high levels of product and service quality.

The integration processes in the world and the globalization of the economy change the behavior of
the modern consumer, who, when making a decision on the purchase of goods, proceeds from a set of
expectations at the level of the best world standards, demands goods of the highest quality at an affordable
price, expects a quick response to their requests and a shortening supply cycle. Enterprises are increasingly
valued not only in terms of the quality of their products and services, but also the flexibility and ability to
comply with logistics rules: deliver finished products in a timely manner in small volumes, according to the
guantity ordered and directly to the place of consumption.

No less obvious is the impact of logistics on improving the position of enterprises in the market, which
is estimated by an increase in their share and largely depends on the competitive level of customer service.
Significant impact on working capital is provided by logistics due to stock reductions. As a result,
participants in the chain of commodity routing should be built in modern logistics channels, which will
reduce the cost of production on the basis of minimizing the cost of its delivery to the end user and the
timing of its goods turnover.

Conclusions and perspectives of further research. Therefore, it should be emphasized that the
competitive advantage can not be identified with the potential of the enterprise. Unlike opportunities, it is a
fact that is fixed as a result of the real benefits of buyers. That is why in business practice the competitive
advantages are the main goal and the result of economic activity. As can be seen from the foregoing, all
strategies for creating competitive advantages have significant distinctive features, which allow us to
conclude that an enterprise must clearly define for itself which strategy it is planning to implement and in no
case mix these strategies. At the same time, it should be noted that there is a certain link between these
strategies and this should also be taken into account when creating competitive advantages.
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