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Urgency of the research. Rapid changes require retall
enterprises to create competitive advantages, strengthen their
competitive potential, allowing them to stay on the crest during
intensive growth of competition.

Target setting. Formation of competitive advantages is
one of the most important and complex tasks for each
enterprise of domestic retail.

Actual scientific researches and issues analysis. The
theoretical and methodological basis of scientific research in
the area of competitive advantage consists of the works of
J. Schumpeter, M. Porter, M. Tracy, F. Viersem, H. Hamel,
K. Prahal, P. Drucker, K. Kristensen, A. Matveev, S. Orlova,
V.Tsarev, in the retail sector — S. Dominguez,
A. Mazaraki, T. Melnyk.

Uninvestigated parts of general matters defining.
There is a need to deepen and improve the theoretical and
methodological foundations of the system of forming
competitive advantages of the retail enterprise on the basis of
using the internal (existing competitive potential) and external
(favorable factors of the external environment) sources.

The research objective. The justification of the process
of forming the competitive advantages of the retail enterprise,
which is represented by a number of successive stages,
deserves particular attention.

The statement of basic materials. The system of
formation of competitive advantages of a retail enterprise on
the basis of the use of internal and external sources is
considered in this article.

The authors present a step-by-step sequence of forming
competitive advantages, developed technology for the
formation of competitive advantages, a comprehensive multi-
criteria system for assessing the internal capabilities
(competitive potential) of the retail enterprise.

Conclusions. The presented system of formation of
competitive advantages on the basis of use of internal and
external sources provides practical tools for creating a set of
actual competitive advantages of the retail enterprise in order
to increase its competitiveness.
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®OPMYBAHHA KOHKYPEHTHUX NMEPEBATI
nanPMEMCTBA PUTEUNTY

AkmyanbHicmb memu QocnidxeHHs1. CmpiMKi 3MiHU
sumazarome 8i0 nidnpuemcme pumelisly ¢oOpMy8aHHS KOHKY-
PEeHMHUX repesaz, 3MiUHeHHS1 KOHKYPEHMHO20 nomeHyiany,
wo 0o3eorisie 3anuwumuck Ha epebHi xeuni nid Yyac iHmeHcu-
8HO20 POCMY KOHKYPEHUiT.

MocmaHoeka npo6rnemu. QOpMyeaHHS KOHKYPEHMHUX
rnepeesae € 00HUM 3 Halbinbw eaxnueux i ckriadHUx 3agdaHb
015 6yOb-51K020 Cy6’eKmy 8im4YU3HSIHO20 pumedurny.

AHani3 ocmaHHix docnidxeHb i ny6nikayid. Teopemu-
Ko-memodorioziyHy 6a3y Haykosux OOCHIOXeHb y 2arny3i KOH-
KypeHmHux nepeeaz ckrnadaromb ripaui W. LLlymnemepa, M.
Mopmepa, M. Tpelci, ®. Bipcema, I. Xamen, K. lNpaxana, .
Apykepa, K. KpicmerceHa, A. Mameeesa, C. Oprosa,
B. llapposa, 'y eany3i pumelny C.  [omiHeyca,
A. Ma3zapaki, T. MenbHUK.

BudineHHs1 HedocnidxeHUXx 4YacmuH 3a2ajibHOI npo-
6nemu. [lompe-6ytomb noenubneHHsi ma yOOCKOHaNEHHS
meopemuko-MemodosnoaiyHi 3acadu cucmemu opmysaHHs
KOHKYPEeHmMHUX repesaz nionpu-eMcmea pumelsly Ha OCHO8I
8UKOPUCMAHHSI 8HYMPIWHIX Oxepen (iCHyrY020 KOHKYpeHm-
HO20 MomeHujarny) ma 308HIWHIX (CApUSM-NUBUX YUHHUKIG
308HIiWHb020 cepedosulya).

IMocmaHoeka 3aedaHHs. Ha ocobrusy yeaey 3acryzosye
06rpyHmMyeaHHs1 npouecy OopmMy8aHHsI KOHKYPEHMHUX rnepe-
gae nidnpuemcmea pumelsny, AKul MpedcmasneHo HU3KOK
rnocnidosHux emariis.

Buknad ocHogHoz20 mMamepiany. ¥ cmammi po32nsiHy-
mo cucmemy popmMy8aHHS KOHKYPEHMHUX repeeaz mionpu-
emMcmea pumelrsy Ha OCHO8i 8UKOPUCMAaHHST 6HyMPIlUHIX ma
308HIWHIX Oxeper.

Aemopamu npedcmasneHo rnoemarHy rocnidoeHicms
hopMysaHHsI KOHKYPEHMHUX rnepesas, po3pobrieHo mexHo-
nozito  (hopMy-8aHHA KOHKYPEHMHUX rnepeeas, KOMIIEKCHY
bacamokpumepianbHy cucmemy OUiHKU 8HYMPIWHIX MOXIu-
socmell (KOHKYpeHmMHo20 rnomeHujasny) nidnpuemMcmea pu-
medrny.

BucHoeku. [lpedcmasneHa cucmema hopMy8aHHsI KOH-
KYPEHMHUX repegaz Ha OCHO8I 8UKOPUCMAaHHS SHYMPIWHIX
ma 308-HilWHix Oxepesn Hadae npakmu4YHuUl iHcmpy-meHmapid
w000 CMBOPEHHS CYKynHocmi aKkmyasbHUX KOHKYPEHMHUX
rnepeeaz nidnpu-eMcmea pumelny 3 Memor MiO8UUWEHHS
lio20 KOHKYPEHMOCIPOMOXHOCMI.

Kmro4voei cnoea: nidnpuemcmeso; pumels; KOHKYpeHmo-
CMPOMOXHICMb; KOHKYpeHMmHa repesaaa; KOHKypeHmHul
rnomeHuyjiarn; ¢popMysaHHsI, OUiHKa.

Urgency of the research. Retail is one of the most dynamic spheres of the economy, where rela-
tions with almost all its other actors are involved. The multimillion-dollar retail market, producers and
intermediaries, logistics and transportation companies, control and management bodies are trying to
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direct their efforts to improve the conditions for satisfying the consumers' demands. Changes that oc-
cur in any sector of the economy, certainly affect the retail market, which in turn affects all segments of
the population, most of the business community and is a reflection of the state economic policy. Such
a high socio-economic importance of retail, its key role in meeting the needs of the population in
goods and services attracts attention to solving problems in this area.

The world processes of globalization and internationalization, the chosen Eurointegration course of
Ukraine's development strengthen the competitive requirements for national retailers in accordance
with international standards and the interaction principles. At the same time, when growing competi-
tion between domestic and foreign participants, market transformations take place: optimization of the
structure of existing trade networks; new stores opening, mainly on leased areas; reformatting, for ex-
ample, selling "Billa Ukraine" stores in the regions and concentrating on the capital; gradual transition
of retail to the electronic segment; consolidation of the grocery retail market, like the purchase of the
national supermarket chain "Karavan" by French "Auchan"; the rapid development of online retail and
the emergence of omni-channels for the goods sale; creation of offline retailers, if not site projects,
then own branded online stores; the return to the market of some retailers, for example, the Nether-
lands Spar with the use of a multi-format franchise with "VolWest"; distribution of various payment sys-
tems; volume growth in non-cash payment for purchases and the number of transactions on plastic
cards; availability of a ramified transport and logistics infrastructure, etc. These and many other mod-
ern transformations are powerful drivers of active transformation of Ukrainian retail, increased compe-
tition in the market, increased aggressiveness of the competitive environment.

Such rapid changes require the domestic retailers to constantly improve the competitiveness of
their services, expand their market share by creating competitive advantages, strengthening their
competitive potential, allowing them to remain on the crest of the wave during intense competition,
meeting the needs of consumers at a higher level compared with rival retailers.

Target setting. The practice of modern retail proves that without the availability of sustainable
competitive advantages it is impossible to ensure long-term effective operation, the success of the
enterprise and its development in an aggressive competitive environment, to achieve the leading mar-
ket positions. Formation of competitive advantages in the conditions of Eurointegration changes is one
of the most important and complex tasks for any subject of domestic retail.

Actual scientific researches and issues analysis. Theoretical-methodological base of scientific re-
search in the field of competitive advantages is made by the works of well-known foreign and domestic sci-
entists: J. Schumpeter [1], who substantiated the leading role of innovation in economic development and
the creation of competitive advantages; M. Porter [2; 3], who singled out five most typical innovations,
formed competitive advantages and defined three basic strategies for creating sustainable competitive ad-
vantages; M. Tracy and F. Viersem [4], who in the theory of "value disciplines" suggest the formation of
strategic competitive advantages based on improving production processes, products or customer service
techniques as directions, create value for consumers; H. Hamel and K. Prahal [5] with intellectual values;
J. Womack, D. Jones [6] of the theory of “lean production”; W. Chan Kim and R. Mauborgne [7] with the
theory of "blue oceans"; H. Chesbrough [8] with a proposal to search for the company new ways of forming
competitive advantages in the global business environment; and also P. Drucker [9], K. Kristensen [10],
A. Matveiev, S. Orlov [11], L. Balabanova, V. Kholod [12], etc. S. Dominguez [13], A. Mazaraki, T. Melnyk
[14] and others studied competitive advantages in the field of retail.

Uninvestigated parts of general matters defining. Despite a large humber of existing scientific
developments in the field of competitive advantages, the general principles, sources and directions of
formation have been determined in the works. The universal approaches to development and imple-
mentation of the company's competitive advantages have been used without taking into account the
industry specificity. All researches of competitive advantages at retail enterprises are based on gen-
eral principles, have a fragmentary nature and are focused on solving rather narrow problems. The
theoretical-methodological foundations of the competitive advantage system of the retail enterprise
require deepening and improvement based on the use of internal (existing competitive potential) and
external sources (favorable environmental factors).
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The research objective. Special attention should be paid to the justification of the process of for-
mation of competitive advantages of the retail trading companies (RTC), represented by a number of
successive stages, namely: the formation of the maximum possible set of competitive advantages
both in all types and directions of activity and sources; creation of an information base for the for-
mation of competitive advantages of retail enterprises based on the use of external and internal
sources; determine the internal capabilities of the enterprise to ensure the implementation of individual
benefits with the set formed at the first stage by assessing the competitive potential of the trading en-
terprise according to the relevant criteria and indicators; determination of criteria for assessing the fa-
vorable conditions and environmental factors of the RTC for the ideas implementation on competitive
advantages with the set formed at the first stage; creation of actual competitive advantages set in dif-
ferent types / directions and sources of formation that can be realized by the retailer due to internal
opportunities and favorable factors of the external environment; the organization of work on formation
of competitive advantages of the retail enterprise.

The statement of basic materials. The system of forming competitive advantages developed by
the authors is aimed at creating a set of actual competitive advantages of the retail enterprise based
on the use of internal sources (existing competitive potential) and external (favorable environmental
factors). It is based on the following approaches:

— system-functional, which allows to separate the individual elements of the system - three units
that have different caseload,;

— process, through which the process of formation passes all the mandatory stages from generat-
ing an idea to creating a competitive advantage in the necessary sequence;

— value-oriented, which makes it possible to choose the ideas aimed at the formation of valuable
competitive advantages for the consumer.

Fig. 1 provides an overview of the system of forming competitive advantages of a retail enterprise.

as an internal source for the formation of

Forming possible combination of ideas "
competitive advantages

about competitive advantaaes

1~ _[ SYSTEM OF FORMING COMPETITIVE ADVANTAGES T B
I
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1 Generating the idea of a certain competitive Analysis and economic assessment of the
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I
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I

. Analysis of the favorable conditions and
Optimization of the formed set of ideas about factors of the enterprise environment
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i for the formation of competitive advantages
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retail trading company and the favorable external environ- I petitive advantages in different directions !
|

. ) : S . |
ment with an optimal set of ideas on competitive advantages and formation sources |

Fig. 1. Flowchart of the retail enterprise competitive advantages formation system

Source: created by the authors

The process of forming competitive advantages of a retail enterprise is proposed to be carried out ac-
cording to a number of consecutive stages. At the first stage, the formation of the maximum possible set
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of ideas for competitive advantages is carried out both in all types (operational, financial, investment) and
activities of the retail company, as well as in external (favorable legal framework, geographical location,
etc.) and internal sources (internal business processes, management, resources, etc.).

The second stage is devoted to the creation of information base for the retail enterprise competitive
advantages formation based on the use of both external and internal sources. The optimal information
base should provide the following [15]:

— structuralization and allocation of priority information, as well as its perception as event that
meet the needs of this type of business. For example, for domestic retail trade, when developing the
information base for identifying existing or potential competitive advantages for the current stage of the
formation of the economic system of the national, regional and micro levels, against the background of
specific features of the Ukrainian retail business environment, knowledge about the distribution of their
own brands products and mobilization prospects by attracting and efficiently using the necessary re-
sources for its provision becomes important;

— flexible structure to provide the necessary sequence of actions in a specific environment, which
is able to be transformed in accordance with various factors of the internal and external environment,
which impact has a dynamic tendency to change priorities, especially in the trading business;

— information balance through the introduction of indicative panels of various projections of the re-
tail enterprise function for business monitoring.

When creating an information base, it should be taken into account that the quality of management
decisions depends on the timeliness of information resources and the reliability of their sources, and
the introduction of information technologies at enterprises contributes to the formation of a unified in-
formation system, implementation of a number of opportunities, the receipt of various types of effects
and the potential development as a whole [16].

The third stage determines the internal capabilities of the enterprise to ensure the implementation
of individual ideas with the set formed at the first stage by assessing the competitive potential of the
trading enterprise according to the relevant criteria (Fig. 2).

The competitive potential of enterprises is considered by scientists as [12; 15-17]:

—  "complex of opportunities and resources of enterprises that provide competitive advantages in
the market and achieve strategic competitive goals”;

—  "systemic resources formation, characterized by appropriate quantitative and qualitative indi-
cators (parameters) and reflects the opportunities for active, dynamic self-development in the process
of purposeful activity in the environment, that changes rapidly”.

In other words, "the competitive potential of an organization is determined by a set of parameters
that determine the opportunity (potential) and ability of the organization to function effectively in the
market (to retain and increase its market share, to have a high level of profitability) in the future" [15].

A comparative analysis of existing developments of well-known scientists in the field of competitive
potential of the enterprise [12; 15-17] confirmed its close relationship with competitive advantages.
Thus, competitive advantages are based on the specific resources of the enterprise, which are its po-
tential [17]. At the same time, the relationship between the enterprise's potential and its level of com-
petitiveness is clear: the level of competitiveness is the realization of the potential. Consequently, "an
enterprise can not reach a high level of competitiveness without capacity, but the potential does not
guarantee its achievement, that is, the potential may not be realized." Thus, the necessary condition
for the development of the company competitive advantages is the sufficiency of its competitive poten-
tial, as one of the enterprise activities.

The conducted research shows that there are practically no differences between scientists in de-
termining the essence of competitive potential and its role in the process of forming competitive ad-
vantages. We support professor V. H. Shynkarenko’s position, that it is the availability of competitive
potential that becomes an indispensable condition for preserving and increasing competitive ad-
vantages. With such a vision, the competitive potential of the enterprise is the basis for the formation
of competitive advantages.
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I sTAGE. Creation of a ideas set for the formation of competitive advantages in the various types / directions of
the retail enterprise activities on external (ID1, ID»,..... IDn) and internal sources (I, I2,..... In).

v

Il sTAGE. Formation of the information base:
- collection of external (macro-indicators, industry, market, competitors, consumers) and internal (competitive
potential of the enterprise) information;
- formation of the initial information base (structurization, systematization);
- creation of a complex of structured necessary and sufficient information

Il sTAGE. Estimation of retail competitive potential by IV sTAGe. Estimation of conditions and environmental
the criteria assessments (CRy1, CR........ CR)). <——P|factors of the retail enterprise according to the criteria
' P assessments (CRA:.. CRA,....... CRA).

v

V sTAGE. Creation of ideas set of actual competitive advantages in different directions and formation sources

T
l

yes l1+) = CR(o+) no

i=[0; ]; j=[0; p]

ID(1+) = CRA+)
i=[0; 1]; j=[0; p]

Set of actual ideas of competitive advantages for the retail enterprise
in various types / directions and formation sources.

A 4 Y

VI sTAGE. Creation of a planned set of actual competitive advantages of the retail enterprise in different
directions and sources.

Fig. 2. Technology of retail enterprise competitive advantages formation
Source: created by the authors

It is advisable to determine the internal capabilities of a retail enterprise to create competitive ad-
vantages by assessing the competitive potential in the directions shown in Figure 3. The purpose of
this assessment is to determine the internal capabilities of the enterprise in comparison with the main
competitors. This causes specific requirements for the competitive capacity assessment system,
namely the system should be comprehensive and multi-criteria, which will provide an assessment in all
areas (complexity) and criteria; to allow to carry out an estimation concerning the basic competitors
both in a statics, and in dynamics; contain quantitative and qualitative indicators.

Directions of the retail enterprise competitive potential assessment \l
(" ] ] Resources (Rf — financial, Rm — material, Rs — spatial, Ri — investment,
» Enterprise potential RI — labor, etc.): presence

presence estimation

.

Opportunities / Competencies (Abilities / skills, experience / skills off
personnel and management, technology): presence, level

7

Capacity use effectiveness Resources by species and in general; business reputation; competitive
estimation position; value of trade services for consumers

.

Fig. 3. Directions of the retail enterprise competitive potential assessment
Source: created by the authors
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Based on specified requirements, a complex multi-criteria system for assessing the competitive po-
tential of a retail enterprise has been developed. It is a set of defined criteria for assessing the internal
capabilities of the enterprise (security, conformity, effectiveness) and the corresponding subsystems of
gualitative and quantitative both absolute and relative valuation indicators (Fig. 4).

Criteria for the retail enterprise competitive potential assessment \l
PR 2 ——
ENDOWMENT [ CONFORMITY J PERFORMANCE J
- = -~ = =
- coefficient of endowment of - conformity rate of endowment of i type| | - coefficient of performance of
i type of resource; of resource; i type of resource use;
- index of endowment of | - index of conformity of endowment off [ - index of performance of
type of resource; i type of resource of enterprise; i type of resource use of retail
- skills level of sales staff; - conformity rate of skills level of sales| |enterprise;
- index of skills level of sales| [staff of enterprise; - conformity rate of perfor
staff; - index of conformity of skills level off [mance of itype of resource
- level of management com-{ |sales staff of enterprise; use;
petence; - conformity rate of level of management] | - coefficient, rate, index off
- index of level of manage{ [competence of enterprise; conformity profitability of retail
ment competence of retail - index of conformity of level of man{ [enterprise;
enterprise. lagement competence of retail enterprise. - rate, index of competitive
position.
\/
I\ Indicators for retail enterprise competitive potential assessment \l

Fig. 4. Complex multi-criteria system for assessing the competitive potential of a retail enterprise
Source: created by the authors

The "Endowment" criterion corresponds to a set of indicators that can identify

— first, the enterprise endowment with all kinds of resources (financial, material, labor, spatial, in-
vestment, etc.). In order to provide a possibility of comparison with competitors, it is proposed to calcu-
late the relevant coefficients for such a relatively unchanged indicator as trade area of retail enterprise;

— second, the enterprise endowment level with certain types of resources, according to main
competitors within the strategic group both in statics and in dynamics. As a strategic group, according
to M. Porter's theory, there can be both a separate industry and a specific group of competitor compa-
nies operating on a specific consumer market or its segment.

According to the indicators of the "conformity" criterion, the following compliance is established: a)
the endowment of each type of enterprise resource, b) the skills level of sales staff, c) the level of
management competence of the retail enterprise by the average value in the competitive group both in
statics and in dynamics. The value of the indicators is compared with one:

— if the value of the indicator is less than one, then it is less than the average level relative to
competitors;

— if the value of the indicator is equal to one, then it is on an average level relative to competitors;

— if the value of the indicator is greater than one, then it is more than the average level relative to
competitors. In this case, the enterprise has real opportunities to form competitive advantages in the
relevant areas / sources.

At the fourth stage, the criteria for assessing the favorable conditions and environmental factors of
the retail trading companies, the implementation of ideas about the competitive advantages of the set
formed in the first stage are being determined.
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The fifth stage envisages the creation of the set of actual ideas of competitive advantages in differ-
ent types / directions and sources of formation that can be implemented by the retailer due to internal
opportunities and favorable factors of the external environment. This happens by establishing the
compatibility of the capabilities of the existing competitive potential and environmental conditions in

the implementation of certain ideas.

At the sixth stage, the work is aimed at forming competitive advantages of the retail enterprise on a
set of topical ideas, determined at the previous stage.

Conclusions. The presented system of step-by-step formation of competitive advantages based
on the use of internal (existing competitive potential) and external (favorable external factors) sources
will provide practical tools for creating a set of actual competitive advantages of the retail enterprise

with the aim of increasing competitiveness.

Further research is aimed at developing a concept for the formation, implementation and develop-
ment of competitive advantages of the retail enterprise, which contains a theoretical-methodological
(scientific and applied basis) and practical components.
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