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Тому можливо стверджувати, що роль дистанційної 
боротьби буде все більш зростати. Крім того,масові 
виступи незадоволених верств населення в поєднанні 
з діями великої кількості диверсійно-розвідувальних 
груп (ДРГ) противника стали “візитною карткою” 
“Гібридних війн”. У зв’язку з цим, особливої актуа-
льності набуває розроблення способів застосування 
угруповань військ для ліквідації загроз соціально-
політичного характеру, захисту особливо важливих 
об’єктів від впливу ССО, припинення діяльності не-
законних збройних формувань в середині держави у 
сучасних умовах. 

Висновки 
На завершення слід додати, що яким би могут-

нім не був противник, якими б досконалими не були 
його сили і засоби, форми і способи їх застосування 
у нього завжди знайдуться слабкі місця, а значить 
існує можливість його перемогти. 
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Introduction 
Formulation of the problem in general. Today 

Armed Forces of Ukraine (AFU) are acting as an ac-
tive player on the defense market. The competition 

on this market allows to improve military and techni-
cal cooperation not only for defense-oriented prod-
ucts but also for dual-use products, supplies, military 
equipment, weapons and arms. One of the main es-
sential issue for support procurement procedures in 
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AFU is a research of appropriate mathematical 
method for estimates a products competitiveness on 
the defense market. 

The purpose of the article is to develop an assess-
ment method of product competitiveness on the defense 
market based on classical methods of qualimetry. 

Statement of Materials Research 
There are three main approaches for assessment 

competitiveness of products [1 – 12]. 
The first approach considers competitive analysis 

based on SWOT-analysis which allows to determine the 
strengths (S), weaknesses (W), opportunities (O) and 
threats (T) of own products and competitor products. 

The second approach considers a determination of 
competitiveness level on the basis of qualimetric meth-
ods followed by calculation  competitiveness as a func-
tion of product quality parameters. 

The third approach is based on determining competi-
tiveness assessments by applying qualimetric methods. But 
this comparison is made with the values of parameters of 
the so-called "ideal product". The parameters and values of 
this product carried out according to the results of market 
research of potential customers needs. 

There is a fundamental issue of relations between 
"competitiveness of product" and "quality of product". 

The "quality of product" is a static category that 
depends on organizational and production conditions. 
For example, the main quality parameters for technical 
products are classified by the following groups of pa-
rameters: destination, reliability, economics, fuel and 
energy, technological, transportability, ergonomics, en-
vironmental, safety, aesthetic, standardization and har-
monization [10]. 

On the other side the competitiveness is a dynamic 
category. It can vary widely and depends on the market 
state, changing consumer's needs and demands, behav-
ior of producers, competitors and competing products, 
price fluctuations, impacts of marketing communication 
and especially advertising. 

For example, the list of product competitiveness 
parameters at the time of procurement procedures for 
the needs of AFU includes price, warranty period, after-
sales service, maintenance, quality facilities [11, 12]. 

So it is determined only by the marketing parame-
ters of products, which have a clear interest to custom-
ers and satisfy their needs. And, other parameters of 
products are not essential. Thus, the products with 
higher quality can be less competitive than products 
with lower quality. 

The third approach suggests that assessment of 
competitiveness of products is based on comparision its 
performance with product that the consumer wants to 
have. Such product is called "ideal product". A charac-
teristic feature of this product is that its parameters and 
their values should be the fullest extent (preferably 

100%) to meet the consumer needs at the "right" mo-
ment in a "right" place. 

The procedure for assessment of product competi-
tiveness consists the following stages: goal definition for 
assessing product competitiveness; selection and justifica-
tion a quality parameters of product; selection and justifica-
tion a parameters of product competitiveness; determina-
tion of competitiveness parameters values for "ideal prod-
uct" based on the results of market researches; determina-
tion of coefficients of customer satisfaction for every kind 
of products; determination of coefficients of customer sat-
isfaction for every kind of products as a whole; determina-
tion of coefficients of customer satisfaction for each prod-
uct as a whole; calculation of coefficients of product com-
petitiveness; recommendations development for purchase 
decision of certain products based on their competitive-
ness; recommendations development for improvement of 
products competitiveness; getting a decision to purchase a 
products based on their competitiveness.  

The list of product competitiveness parameters 
should be define by marketing researches. It includes 
monitoring and analysis of different kinds of informa-
tion resources such as advertising materials, profes-
sional and expert publications, a set of communications 
with a market players.  

The main methods for marketing surveys are ob-
servation as registration of consumer responses to situa-
tion changes on the market, interviews with experts and 
other market participants, panel or regular data collec-
tion, experiments as a studies of the influence some pa-
rameters on the others. The questionnaires method as a 
survey is also widely used. 

Let's describe a products on the market as a set 

p0 1 2 np {p , p , p ,..., p } , 

where рn  – the number of different kinds of products; 

0p  – the "ideal product". 
Product competitiveness parameter is a qualitative 

characteristic of its property, which is considered under 
certain conditions of its establishment, operation and 
usage. 

Let’s describe a product kp  competitiveness pa-
rameters as set kx(p ) : 

xk 1 k 2 k n kx(p ) {x (p ), x (p ),..., x (p )} , 

where xn  – the number of competitiveness parameters 
for the product kp ; pk [0, n ] . 

Each competitiveness parameter can be considered as 
a positive or negative depending on  its physical content. 

A positive parameter kx (p )
i  is a parameter xi  

that describes a situation where increasing of its values 
cause an increasing of product kp  competitiveness. 

A negative parameter kx (p )
i  is a parameter xi  

that describes a situation where increasing of its values 
cause a decreasing of product kp  competitiveness [10]. 



Загальні питання 

 177 

The set of importance weights kq(x(p ))  of prod-
uct competitiveness parameters determines on the inter-
views with an experts in the certain domain 

xk 1 k 2 k n kq(x(p )) {q(x (p )),q(x (p )),...,q(x (p ))} , 

where kq(x (p ))i  – importance weight of parameter xi  
for product kp ; x[1, n ]i .  

The sum of these weights is equal to one 
xn

k
i 1

q(x (p )) 1


 i . 

The importance coefficients are defined in points at 
the time of procurement procedures for the needs of AFU. 

Let's assume that the positive parameter of "ideal 
product" has a maximum value among the studied kinds of 
products, and negative parameter has minimum value: 

0 kx (p ) max(x (p )) i i ; 

0 kx (p ) min(x (p )) i i , 

where pk [0, n ] , xi [1, n ] . 

The calculation of the normalized values of prod-
uct competitiveness is based on the so-called "natural 
normalization". It allows to get a normalized values of 
various parameters on the basis of bringing them to a 
common dimensionless scale and a common interval 
between 0 and 1 [10] 

k k
k

k k

x (p ) min(x (p ))
x (p )

max(x (p )) min(x (p ))





i i
i

i i
, 

where kx (p )i  – the value of parameter xi ; 

kmin(x (p ))i  – the minimal value of parameter xi ; 

kmax(x (p ))i  – the maximal value of parameter xi  for 
the product kp . 

The normalized values of positive and negative pa-
rameters of product competitiveness defined as follows 

x (p ) min(x (p ))k kx (p )k max(x (p )) min(x (p ))k k

x (p ) min(x (p ))k k ;
x (p ) min(x (p ))0 k

   
 

 


 

i i
i

i i

i i

i i

 

x (p ) min(x (p ))k kx (p ) 1k max(x (p )) min(x (p ))k k

x (p ) x (p )k 01 .
max(x (p )) x (p )k 0

    
 

 
 

 

i i
i

i i

i i

i i

 

During the time of formalization of competitive-
ness parameters should be considered separately define 
normative product parameters and their limit values. It 
should be determined by international and national 
standards despite the customer needs and comply with a 
current regulatory and technical documents. 

The violations of this can lead to a dangerous con-
sequences. In general, if the product does not meet any 
standards requirements, it is uncompetitive regardless of 
the results of comparison for other parameters. 

Note that new standards can be use long-term re-
quirements for a new products that enable a competitive 
advantage to manufacturers with the opportunity to real-
ize them practically in a future. 

The calculation measures of customer satisfaction 
in terms of parameter xi  is based on the calculation of 
relationships between normalized values of parameter 
xi  of product kp  to normalized values of parameter xi  
of product mp , taking into account expert’s evaluations 
of importance weights of these parameters 

k k
k m

m m

q(x (p ))x (p )
(x , p , p )

q(x (p ))x (p )
  i i

i
i i

, 

where k m(x , p ,p ) i  – the measure of customer satisfac-
tion for the parameter xi ; k mq(x (p )), q(x (p ))i i  – ex-
pert’s evaluations of importance weights of parameter 
xi  for the products k mp , p . 

The calculation measures of customer satisfaction 
in terms of parameter ix  to the "ideal product" 
( m 0p p ) is as follows: 

k k k
k 0 k

0 0 0

q(x (p ))x (p ) q(x (p ))
(x , p , p ) x (p )

q(x (p ))x (p ) q(x (p ))
  i i i

i i
i i i

, 

where 0x (p ) 1i , it means that normalized parameter 
xi  of the "ideal product" is in a maximum to meets the 
customer needs (100%). 

In general, the calculation of measure of customer 
satisfaction by the product kp  is equal a sum of satis-
faction measures by all parameters for a  given product 

xn

k m k m
1

(p , p ) (x ,p , p )


   i
i

, 

where k m(p , p ) [0, )    – a measure of customer satis-
faction by product kp  in a general; pk, m [0, n ] . 

In a case when coefficient k m(p , p ) 1   it's possi-
ble to suggest k m(p , p ) 1  . This is a description of 
situation when measure of customer satisfaction can't be 
more than 100%. 

The calculation of summary measure of customer 
satisfaction by products on given market is as follows: 

pn

k m k m
k 1

(p ,p ) (p , p )


   , 

where k m(p ,p ) [0, )   .  
The product kp  competitiveness coefficient de-

fined as a ratio of measure of customer satisfaction by 
product kp  to a measure of customer satisfaction by 
product mp  regarding the product jp  as follows: 
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k j
k m

m j

(p , p )
(p ,p )

(p ,p )


 


, 

where k m(p ,p ) [0..1]   – the competitiveness coeffi-
cient of product kp ; pk, m, j [0, n ] . 

It describes how much the product kp  are more 
competitive than the product mp  relative to the prod-
uct jp . 

The product competitiveness coefficient k 0(p ,p )  
is a particular case that defined as the ratio of measure 
of customer satisfaction by product kp  in accordance to 
the measure of customer satisfaction by the "ideal prod-
uct" 0p . 

It coincides with a coefficient of measure of cus-
tomer satisfaction k 0(p , p )  

k 0
k 0 k 0

0 0

(p ,p )
(p ,p ) (p , p )

(p ,p )


   


. 

The total assessment of product kp  competitive-
ness relative to the product mp  is defined as a sum of 
all products competitiveness coefficients: 

pn

k m k m
k 1

(p , p ) (p , p )


   , 

where pk, m [0, n ] ; k m(p , p ) [0, )   . 

The further researches of the coefficient 
k m(p , p )  allows to get a more detailed marketing 

results about customer's perceptions regarding advan-
tages of given product kp  to the product mp . 

Conclusions 
The article considers the assessment method of 

product competitiveness on the defence market,  which 
is based on a comparison of values for given product 
parameters with a values of so-called "ideal product".  

The method allows to determine the coefficients of 
customer satisfactions relative to the normalized values 
of product parameters, the summary measure of cus-
tomer satisfaction by product in general; the summary 
measure of customer satisfaction by all products on a 

given market and a their competitiveness coefficients. 
The results of proposed method application could 

be used for development marketing recommendations 
and advices. It can essentially increase positive cus-
tomer perceptions of product's advantages. The practical 
application of this method and its components allows to 
develope much more effective decision support system 
of procurement procedures for the needs of AFU. 
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МЕТОД ОЦІНКИ КОНКУРЕНТОСПРОМОЖНОСТІ ПРОДУКЦІЇ ОБОРОННОГО ПРИЗНАЧЕННЯ 
А.О. Феклістов 

В статті розглядається метод оцінки конкурентоспроможності продукції оборонного призначення, який може 
бути використаний під час проведення тендерних процедур в інтересах Збройних Сил України. 

Ключові слова: маркетинг, конкурентоспроможність, продукція оборонного призначення. 
 

МЕТОД ОЦЕНКИ КОНКУРЕНТОСПОСОБНОСТИ ПРОДУКЦИИ ОБОРОННОГО НАЗНАЧЕНИЯ 
А.А. Феклистов 

В статье рассматривается метод оценки конкурентоспособности продукции оборонного назначения, который 
может быть использован при проведении тендерных процедур в интересах Вооруженных Сил Украины. 

Ключевые слова: маркетинг, конкурентно способность, продукция оборонного назначения. 


