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TECHNOLOGY OF FORMING COMPETITIVE ADVANTAGES
OF A TRADING ENTERPRISE

M. Chorna, R. Buhrimenko, A. Zonwire

The decomposition of tasks of the system of formation of competitive
advantages of retail companies according to the process and management
functions is proposed, the technology of forming competitive advantages of the
retail enterprise is developed.
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TEXHOJIOI'USA ®OPMUPOBAHUSA KOHKYPEHTHbBIX
HNPEUMYIIECTB TOPI'OBOI'O IPEAIIPUATUA

M.B. Yepnas, P.M. Byrpumenko, O. 3oHBup3

Ipeonoocena dexomnozuyus — 3a0ay cucmemul Gopmuposanus
KOHKYDEHMHBIX NPEUMYUeCms npeonpusimuil PO3HUYHOU MOP206nu O Npoyeccy u
DYHKYUAM YNpAenenust; pazpabomana mexHono2us GopmMuposanusi KOHKYPEHNHbIX
npeumMyujecms npeonpusmusi POSHUYHOU Mopeosu.

Knrouesvie cnosa: mopeogoe npeonpusimue, KOHKYDEHmHble
npeuMyuecmsa, MexHoio2us, hopmuposanue.

TEXHOJIOI'TA ®OPMYBAHHSA KOHKYPEHTHUX IIEPEBAT
TOPT'OBEJIBHOI'O NIAITPUEMCTBA

M.B. Yopna, P.M. Byrpimenko, O. 3oHBipe

3anpononosano  dexomnozuyilo  3a80aHb  cucmemu  QOpPMyamHs
KOHKYDEHMHUX nepesaz NionpuemMcmeda posopibnoi mopeieni 3a npoyecom i
@yHKYiamu  YnpasiinHa; po3poOIeHO MEXHON02iI0 POPMYBAHHA KOHKYPEHMHUX
nepesae nionpuemcmea po30pibHoi mopziari.

Punrosi nepemeopenns 6 Ykpaiui cnpusiu OUHAMIYHOMY DO3GUMKY GCIX
6isnec-npoyecie, wo cmocyemocs i cgepu mopeieni, 30Kkpema po30piOHOL.
Topeosenvra OisnvbHicmy 30ICHIOEMbCS 3 MEMOI0 MAKCUMATILHOZO 3A0080EHHS
CHOJCUBYO20 NONUMY 8 MOBAPAX MA NOCAY2AX y 3pYUHULL ONid CROXMCUBAYA YAC, Y
HeoOXIOHOMY acopmumMeHmi ma HaxexncHoi sikocmi. Y ceoio uepey, cnoocusuuil
PUHOK 3HAYHOIO MIPOIO 6NAUEAC HA 3G2AIbHOEKOHOMIYHI NOKA3HUKY | 6U3HAYAE IX
OUHAMIKY.

Topeosenvri mepexci 3HAX00MbCA 6 KOHKYPDEHMHOMY Cepedosulyi, sKe
nocmitino 3minioemocsi. Konkypenmu 6 6invuiocmi eunaoxie eusnauarome, sKi came
mosapu abo nOCIy2u MOJICHA peanizyeamu ma 3a AKow yinow. Bio konxypenyii
3anexcams yMosu pobomu, oniama npayi, Xapaxmep 6iOHOCUH MidXC mpyoo8uM
KOJIeKMU6oM I KepiHUYmeoM.

Cucmema popmy6anHs KOHKYDEHMHUX Nepesdaz € CKIA0080I0 cucmemu
ynpasninma, 0azyemvcsi HA  3Aca0ax NPOSPecUSHUX Nioxoo0ie 00 YNpaeiinHsi
KOHKYDEHMHUMU nepegazamu NiONpueEMcms posopionoi mopeieni ma epaxosye
nesmi cyuacHi menoenyii po3eumxy nionpuemcme posopibnoi mopeigni. Cnio
8IO3HAUUMU, WO POIPOOAAMU CUCEMY HEOOXIOHO OISl KOJHCHO20 OKPEMO 835M020
nionpuemcmea po30pibHOI MOpP2i6ii HA OCHOGI 3A2ANbHUX 8UMO2, Alle 8PAX08YIOYU
tio2o cneyuiky.

Komnnexcna cucmema ynpaeninna KOHKYPEHMHUMU nepesazamu  Ha
nionpuemcmeax pos3opioHoi mopeieni — ye CYKYNHICMb  83AEMON08 A3aHUX
NPUHYUNIG, OpPeaAHI3AYIIHO-eKOHOMIYHUX 3ac00i6 ma  eleMeHmie pecypCcHO20
3abe3neuents, CHpPAMOBAHUX HA NPOSHO3V8AMHA, (DOPMYBAHHSA, NPOCYBAHHA
KOHKYPDEeHMHUX  nepegazc  NiONpUEMcmea  ma  YNPAGIiHHA — OMPUMAHUMU
pe3yremamami.
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Cucmema ynpaeninis KOHKYPEHMHUMU NePesazamu € CKIA0080I0 3a2aibHOT
cucmemu YnpasiiHHsa niOnpueMcmea po30pioHol mopeieni ma cymmeso niusac Ha
hopMy6aHHs. KOHKYPEHMOCHPOMONCHOCE MA KAIEHMCbKOT n0sinbHocmi. Heobxiono
KOpueysamu ma y3200cy8amu yini i 3a860aHHs KONICHO20 Npoyecy KOMHAEKCHOT
cucmemu  YNpaeniHHA — KOHKYDEHMHUMU  nepesazamu 3  YNPABHIHHAM
KOHKYPEHMOCHPOMOICHICIIO, KIIEHMCLKOIO JOAIbHICIIO MA 3A201bHOI0 CUCTNEMOIO
VIPAGIIHHA NIONPUEMCIBOM PO30PIOHOI MOpeiaii.

Kniouosi cnosa: mopzogenvue nionpuemcmeo, KOHKYpeHmHi nepesacu,
MexHoN02isA, PopMmy8anHsi.

Statement of the problem. Modern specificity of the consumer
market is caused by the growth of the role of the client trust to ensure not
only competitiveness, but also the very possibility of the functioning and
development of retail enterprises especially in the conditions of overcoming
of consequences of crisis phenomena. Under such conditions, increasing
customer confidence and competitiveness becomes the main purpose of
formation of the system for managing competitive advantages in retail
enterprises. To achieve this goal, we should clearly define the objectives of
the main management functional within each element of the system for
managing competitive advantages in retail enterprises including the
subsystem of formation of competitive advantages.

Review of the latest research and publications. A study of the
various views on management in the evolution of the presence of different
schools and different theoretical approaches, which is caused by the
conditions of social-economic development and management requirements
in a given period of time. Key provisions of basic management schools of
the twentieth century have defined the modern approaches to management
mechanism [1-4].

In many scientific studies, management of competitive advantages is
an important component in the overall management of the enterprise.
Methodological bases of management of competitive advantages of retail
enterprises are based on the general provisions of control theory, taking into
account socio-economic conditions, industry specifics of the retail
enterprise; and ensure the implementation of the objectives of this
functional area of management.

The objective of the research is to develop the technology of
forming of competitive advantages of retail enterprises.

Presentation of the research material. The economic essence of
management of competitive advantages is caused by the peculiarity of each
of its elements (processes). This work considers the process of formation of
competitive advantages. It is advisable to agree with the scientists [5; 6] that
distinguish the process of forecasting competitive advantage as a sub-
process of their formation. It is the process of forecasting competitive
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advantage provides the study of information flows and provides the
company certain time resources for the formation of the relevant customer
requests of competitive advantages.

Table
Decomposition of tasks of system of forming the competitive
advantages of RE in the process and functional of management

Functional Management of formation of competitive
of advantages
management
Planning — determine a set of competitive advantages of RE,

which should be formed;

— to determine the stages of formation of competitive
advantages in the context of the year schedule;

— to set the timing of formation of competitive
advantages for individual stages and overall

Organization — to set the volume and structure required for the
formation of competitive advantages of all kinds of
resources;

— to choose methods of formation of competitive
advantages of RE;
— to identify the subject of the task assignment

Coordination | — to coordinate directions and to combine the power of
all elements of the process of formation of competitive
advantages of RE

Regulation — adjustment of the scheduled operational plans for the
promotion process of generated competitive advantages
depending on current consumer requests and changes to
the competitive environment of RE

Management | — of monitoring the progress of the promotion process
generated by competitive advantages in established
temporary control points

Evaluation — the performance of synthesized output by comparing
the results of the promotion process of generated
competitive advantages of RE with their planned tasks

The process of forecasting competitive advantage provides the
company the ability to determine the characteristic features of the "future
potential customers", which determine the future competitive conditions for

50



retail enterprises. Given the above, it is necessary to define a prediction
model of competitive advantage of retail enterprises, for which source is the
information on consumer sentiment.

Table defines the tasks of the subsystem of formation of competitive
advantages in retail enterprises as a component of integrated management of
core processes and functions. Based on the submitted task decomposition,
we defined the control objects for each process of formation of competitive
advantages through an integrated system for managing competitive
advantages in retail enterprises. The management object of the process of
formation of competitive advantages, which corresponds to the forecasting
of the prerequisites for the formation are the information flows. The forecast
model is a representation of the future based on attempts to define and
evaluate the fundamental driving forces that is the basis of these laws. The
use of the forecast model will allow management of the enterprise to predict
consumer sentiment and satisfy consumer relevant competitive advantages
through timely formation.

The selection of the optimal forecasting method implemented
through the use of the method of the "decision tree".

This is due to the following:

— first, the possibility of determining the optimum forecast method
due to belonging of actual information to the evaluation or statistical
analysis (or both);

— second, ease of use (does not require special knowledge and skills
for results processing);

— third, the visualization of the results;

— fourth, when data is available in the full size, the possibility of
building a statistical model or statistical model augmented with evaluation
methods.

In practice of the evaluation of forecasting prerequisites for the
formation of competitive advantages of the network of retail enterprises,
the most spread are two types of evaluation of forecasts: those that are
based on the definition of the perspective of the consumer, and expert
evaluations. The study of their nature suggests that for determination of
consumer intentions of potential customers of retail enterprises it is
advisable to use a comprehensive analysis that allows us to match specific
estimates of the competitive advantages of the enterprise.

Among the statistical methods of forecasting, the greatest practical
importance have univariate analysis, multivariate analysis, and
econometric modeling. The choice of a particular method of analysis
depends on available information. Thus, the univariate analysis implies the
use of only the previous values of the variable that is predicted and is
recommended for short-term forecasting. Multivariate analysis, unlike
previous one, is more accurate, because it allows to use all available
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information. Forecasting assumptions creating competitive advantage with
econometric modeling allows leaders of retail enterprises to formulate
hypotheses about the relationship between the results of the
implementation of competitive advantages and prerequisites of the
formation. Limitation of econometric modeling as a method of forecasting
is the use of large amounts of data and demands for accurate prediction for
each assumption to obtain an accurate forecast of the variable.

Given the cyclical nature of economical processes, the uncertainty
of the external environment, the modern features of economy and industry
of the retail enterprises in the most optimal method of forecasting
prerequisites for the formation of competitive advantages are recognized as
the integrated prediction model. It is a combination of analytical and
statistical forecasting methods and requires the evaluation of all forecast
techniques for each situation that is predicted. Application of the integrated
model will enable the retailer company to obtain the most accurate
information with regard to future prerequisites for the formation of
competitive advantages and ensure effective management of the following
process of the integrated system for managing competitive advantages of
retail companies, namely, management of formation of competitive
advantages.

The process of formation of competitive advantages in a specific
information environment that is characterized by input and output
information flows.

To ensure high efficiency of formation of competitive advantages of
the retail enterprise, the proposed methodological approach, which is based
on the principles of the system (provides system vision) and process
(allows to identify clearly consistent business processes) approaches and
suggests a typology of actions. The developed technology of forming of
competitive advantages of retail enterprises suggests consistent
implementation of the five selected stages (Fig.).

Stage 1. The formation of the information base. It comprises the
search, collection, processing necessary information concerning the
volume and nature of demand (preferences, favors, requirements and tastes
of consumers), as well as forming the information base on competition.
This phase involves the establishment of an expanded information base in
relation to competitors, customers and existing innovations. The
achievement of the stage result is carried out using the methods of
observation, comparison, survey, systematization, generalization.

Stage 2. The forecasting of the main indicators of the volume and
nature of demand. Involves the analysis of existing competitive advantages
with the help of statistical, economic-mathematical and other methods for
getting as a result of the predicted indicators of demand based on volume,
nature, requirements, etc.
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Stage 1
Formation of the
information base

Tools/methods:
observation, comparison,
systematization, generalization

survey,

Result — the information base related to:
competitors; consumers; innovations

Stage 2
Demand forecasting

Tools/methods:

statistical extrapolation, interpolation,
regression models, and others; mathematical
methods; level of consumption; the
consumption ratio, the leading indicator, etc.

Ll

Result is a forecasted demand volume, nature,
requirements, etc.

Stage 3
Search for possible CA
of the RE

Tools/methods:
monitoring, benchmarking

1!

Result is a defined set of possible competitive
advantages

Stage 4
The identification of the
most relevant CA

Tools/methods:
expert; balance

1L

Result is the identification of the most relevant
competitive advantages

Stage 5
Formation of the CA
of the RE

Tools/methods:
support for existing CA;
further development of existing CA

Result is the formation of a new set of
competitive advantages of RE

Fig. Technology of formation of competitive advantages of RE

Stage 3. Search for possible competitive advantages of RE. It is
proposed to conduct the search on the basis of the use of benchmarking by
searching the model enterprise for certain practical examples of the
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formation of the relevant competitive advantages for their further
adaptation to the requirements of specific retail enterprises. The purpose of
this stage consists of formation a set of possible competitive advantages.

Stage 4. The identification of the most relevant competitive
advantages of an enterprise with the help of experts, determine whether the
chosen competitive advantage complies with the possibilities of RE
(related to available types and volume of resources, involvement of
investment for their formation in a certain time in the necessary volume).

Stage 5. Formation of competitive advantage according to the
selected direction of formation: support of existing competitive advantages;
the improvement of existing competitive advantages and formation of new
competitive advantages.

Conclusions. The application of the proposed technology will allow
the trading company to create actual competitive advantages, the
implementation of which will lead to increasing its competitiveness and
sustainable competitive position in the consumer market. The next stage of
development of competitive advantages is their promotion, and its main
purpose is to find new avenues of promotion. It is these issues solution that
will be addressed by future research.
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