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Abstract Russian enterprises operate in the market terms which dictate a constant search for strategic 

developments aimed at ensuring at the leading positions in the sector, industry and competitiveness increase. 

Success and leadership in a competitive economy are possible in the case of an objective studying and 

assessment of their own potential and the competitors’ potential, their goals and strategies, identifying the 

strengths and weaknesses of competitors. Due to this in the long term it is possible to concentrate on the 

directions in which the competitor much weaker and to expand one’s own advantages and opportunities. 

Any enterprise cannot function without competitors’ activity because all enterprises and their competitors are 

the links of one chain – economy. The indispensable factor defining the right for existence of any organization 

is the competition that allows to point out from a large number of the organizations – the leaders who are 

capable to make really qualitative and modern goods and services demanded by the population.  

With regard to the above, adoption of reasonable decisions in favor of competitiveness increase of separately 

taken organization has to be based on careful studying of features and characteristics of competitors. 

 

 

1 Introduction 
 

Nowadays, the competition and the competitiveness are the major concepts for Russian economy. It is 

considered that the competition is a driving force of the relations of market figures and evolution of their 

partnership that is one of the most creative forces of economic system (Levitt 1976; Grant 1996; Fatkhutdinov 

2000; or Porter 2005). Those enterprises which are capable to take out the competition are most successful 

participants of market relationship, the most competitive ones (Orlova et al. 2018). The leading positions of the 

enterprise directly depend on ability to provide such goods and services which precisely meet the customers’ 

needs and the market in general. 

The leadership, success, as well as ruling out possible competitors are ultimate goals of each organization, 

this victory has to be a natural result of invariable efforts. Therefore, enterprise management constantly and 

continuously looks for new tools and numerous levers which will be able to increase competitiveness in 

competitiveness for achieving the leading positions on the market (Ryckman 1985; Itami and Roehl 1987; 

Henman 2009; or Oláh et al. 2017; or Batkovskiy et al. 2018). 

The competitiveness as a multiple-valued concept includes not only the price and qualitative parameters 

of industrial goods but also depends on the created control system of financial flows, at the level of management, 

investment and innovative components of its policy (Narkunienė and Ulbinaitė 2018). Moreover, the level of the 

competition which the enterprise is occurred by other market participants, an environment which develops in 

various markets, financial stability, hardware, level of innovation implements, motivational policy and staff 

qualification, etc. influence on the competitiveness (Kotler 2015; Кrayneva et al. 2017; or Lazányi et al. 2017). 
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The administrative staff should competently manage the enterprise competitiveness in order to increase its 

level, namely: i) to systematically analyze the markets where they work; ii) to reveal advantages and 

disadvantages of competitors and to qualitatively carry out the assessment of the competitiveness level; iii) to 

use the advantages, opportunities; and iv) to exclude/fight against the disadvantages and threats. 

 

2 Competitiveness as management tool 
 

The competitiveness is the most difficult concept with various meanings. Such aspects of activity as goods or 

service and its main/distinctive properties and qualities; production technology; relevance; availability for the 

customer are included in this concept by any organization (Būmane 2018). There are several definitions of 

competitiveness and we provide some selected ones based on the short and comprehensive literature review in 

the table that follows (Table 1). 

 

Table 1. Characteristic of the Concepts “Enterprise Competitiveness” and “Product Competitiveness” 

 
Author Definition 

“European 

Management Forum” 

(Switzerland)  

(2004) 

The firm competitiveness is a real and potential ability of the companies and also the 

opportunities which are available for them for this purpose to project, produce and 

sell the goods which according to the price and not price characteristics in a complex 

are more attractive for consumers, than the goods of competitors 

Toyohiro Kono 

(Japan) 

(1987) 

Enterprise competitiveness as a set of the following characteristics: 

1) market share taken by the enterprise; 

2) enterprise ability for production, sale and development; 

3) top-management ability for goal achievement. 

Fatkhutdinov 

(Russia) 

(2000) 

Competitiveness ability – is the property of an object, characterized by the degree of 

its real or potential meeting the competitive requirements in comparison with the 

similar objects presented at this market. 

Bubnov 

(Russia) 

(2002) 

Competitiveness – is the characteristic of a product that reflects its difference from 

the competitor’s product on a degree of compliance within a specific social need and 

on costs of meeting them. 

Eleneva  

(Russia) 

(2001) 

Competitiveness – is a set of the production properties meeting the consumer 

requirements for quality and the standard-organizational and economic consumer 

requirements for acquisition and operation of this production as well. 

Ermolov 

(Russia) 

(2001) 

Enterprise Competitiveness – the relative characteristic reflecting difference of 

development of the producer from the rival producer both on the degree of meeting 

specific social need with the goods or services and on the efficiency of production 

activity. 

Source: Mironov (2004) 

 

One can see that Ermolov (2001), Bubnov (2002) and Eleneva (2001) interpreted the concept of enterprise 

competitiveness within the context of the concept of product competitiveness. According to them enterprise 

competitiveness and product competitiveness are correlated to each other as a part and the whole, i.e. the 

enterprise competitiveness is manifested through the product competitiveness as reports the certain consumer 

properties to it. It is possible to present the characteristic of enterprise competitiveness as possible quality of 

the enterprise which consists of: 

 

1. The enterprise ability to realistically assess the expectations of the target audience of customers, to 

monitor the trends in consumer behavior, which suggests that the company should be able to impartially timely 

and accurately assess the demand of buyers at the definite moment of time and to make forecasts of the 

dynamics in the future. 

2. The ability to organize the production, the results of which meet the expectations of a group of 

consumers which the manufacturer focuses on. Speaking about the results, it isn’t meant only the consumer 

quality of the product or service, but also its quality in terms of marketing assessment: the price, warranty, 

warranty service after the sale, etc. 

3. The ability to effectively implement current marketing policies. 

4. The ability to find and create the conditions to reduce the costs on supplement of productivity factors 

– raw materials, capital, the power per unit of sold goods, labor. 

5. The ability to create and maintain the technological effectiveness of production over the other 

participants of the industry structure, in this regard, it is necessary to update the technologies that are used for 

production, marketing and management. 

6. The ability to plan, organize and implement an effective strategy in all areas of production and 

marketing policy based on the innovation. 
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7. The ability to create and develop a high human resource, both at the level of performance and at the 

managerial level (World Economic Forum 2017). 

 

All of the above characteristics of competitiveness increase the potential of the enterprise and reduce its unit 

costs in the financial, raw materials and other markets which directly affects the price of goods and profits that 

the company receives. Hence, the relationship between the enterprise's ability to compete and the market 

competition is characterized as a ratio of "enterprise potential and its use". 

At the same time the implementation of 1-3 points contributes to the increase in the enterprise 

profitability at the expense of a much better understanding of consumer needs and the ability to satisfy them than 

competitors’ ones. The fourth property is to assist in reducing unit costs for the production of goods, and all 

together properties 1-4 contribute to the current economic efficiency of the enterprise and characterize the level 

of adaptation of its behavior, the ability to adapt to the requirements of the environment at the moment. 

Properties 1, 5 and 6 allow competently and accurately to carry out planning and implement ideas in the 

technological, commodity and marketing aspects, which are the basis for the competitiveness of products and 

services of the enterprise in the long term. 

The company's potential in the field of innovation is created from these properties which also allow to 

identify the trends and to predict the state of the environment in future periods, based on the conditions for 

strategic planning of successful adaptation to them. 

 

3 The effect of product competitiveness on the leadership and enterprise success  
 

The parameters of the economy are correlated with the consumer's spending on the purchased goods. These 

indicators include the following: the price of the goods, transportation costs and storage, installation and 

repairing, as well as all current costs in the process of using. Market saturation, demand and supply are the most 

important factors which affect the enterprise ability to compete. 

The consumer organizations, the ultimate consumer assesses the competitiveness of an economic entity. 

Russian domestic consumer determines the competitiveness of goods or services by "voting" with Russian ruble. 

The competitiveness criterion is the qualitative and quantitative characteristics used as the basis for assessing its 

competitive advantages. The integral quality index as the proportion of the total useful effect from the product 

use as intended and the total cost of the creation and operation of products is used as the main indicator of 

product competitiveness. 

The product ability to compete is the main component of the enterprise competitiveness. The product 

competitiveness is expressed in the ability to meet the needs of the competitive market, the requirements of 

consumers in comparison with other similar products which are presented in the market. It is determined by the 

quality properties of the product, its level of technical characteristics, consumer properties and the product prices 

determined by the sellers. In addition, competitiveness depends on such factors as fashion, advertising, sales and 

after-sales service, market conditions, and demand stability. 

Therefore, the competitive ability of the product is a set of all its advantages in the market which 

contributes to the successful sale and positive competition. This point of view is determined by the system of 

consumer, technical and economic indicators: social, functional, aesthetic and other useful properties, technical 

characteristics of the product, the purchase price and consumption costs. Comparing these indicators with 

indicators of the product-competitor it is possible to make an assessment on criteria of prospect and normativity. 

To manage the product competitiveness is possible and necessary as it helps to ensure the enterprise 

competitiveness. Planning of competitiveness indicators is carried out at the stage when the product itself is 

designed. The task for marketing specialists in this activity is to find the indicators of quality, after-sales service, 

cost which determine the product competitiveness ensuring its success. 

The ratio of the quality and price indicators to the service is the main feature to ensure the product 

competitiveness in the market. Surely, the reasons for success or failure can be the effect of such factors as 

advertising, brand prestige, etc. but the competitiveness is laid at the stage of project creation and production, 

therefore, is limited to the influence of marketing in the course of sales activities. 

 

4 Conclusions 

 
The future operation of a company depends on how much demand products will be produced by this or that 

company, that is why modern enterprise which seeks to take and maintain a leading position in the market 

should constantly pay special attention to the indicators of its competitiveness. In order to increase the level of 

organization competitiveness it is necessary to raise the competitiveness potential of the departments to the level 

of world leading manufacturers in the market of this industry. This indicator characterizes the potential of the 

company's successful work in the future. Business success at present does not guarantee a bright future. In 

addition, it is important to ensure the product competitiveness. As you know the product competitiveness is the 
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property of the production object at a certain time, to surpass the quality and price characteristics of the product-

competitors without loss for the manufacturer. 

Ensuring the competitiveness is a significant task, the solution of which is interconnected with the 

improvement of production, sales and maintenance of products that is with the implementation of targeted 

activities for the becoming, formation and maintenance of the level that is required for highly competitive ability 

in all periods of the life cycle of the enterprise and products. 

The ability of the enterprise to resist the competition in the market depends on such factors as the level of 

sales, reputation, high motivation of the team, the ability of management to establish the necessary contacts in 

the team and the business environment. High competitiveness is one of the inseparable components of the 

enterprise success.  

The companies which managed to take the top positions in the financial and economic market have a 

huge authority and can have a serious impact on their competitors, forcing them to take any rules of the market 

game. The enterprises which are unable to withstand the pressure of competitors and do not possess effective 

development of technologies, as a rule, lose their position for benefit of the competitors during "races" for profit. 

Therefore, the higher the company's competitiveness indicators are, the more likely it is to achieve a leading 

position. 
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