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INCREASE OF COMPETITIVENESS OF THE ENTERPRISE
(EXAMPLE OF THE OIL PRODUCT MARKET)

Abstract. Today, the issue of competition is the main problem of a modern market economy. That is why there
is a need for search and development of new methodological approaches in improving the competition mechanism of
organizations involved in various areas of production activity, and processing enterprises in particular. In the current
environment of business administration, it is necessary to develop new scientific approaches in identifying and
substantiating indicators, strategies, analysis methods and evaluating the competitiveness of enterprises. During the
period of development of the post-industrial economy there is a need in determining the formation of production
potential and increase the competitiveness of the company, which shows the relevance of the studied problem. The
aim of the study is to develop practical recommendations to improve the competitiveness of the company in the oil
market.

Keywords: competition, competitiveness, oil products market, questionnaires, SWOT analysis, marketing
research, efficiency.

Introduction. The competitiveness can be called the most important moment in reaching the top in
any entrepreneurial project that is beneficial to cooperation. This definition is very versatile, and it should
be understood as a comparison of what the company produces in the form of specific products and how
these products can meet the needs of customers.

It should be borne in mind that goods should not only fit their parameters, but also need to bring
together the requirements of the market and the commercial sector to obtain the greatest effect.

It is required to develop new scientific approaches to the identification and justification of indicators,
strategies, methods of analysis and assessment of the competitiveness of enterprises.

The way we apply the aspects that are significant for management and the conditions that enterprises
face is what makes it possible to identify how strong the company is in the field of oil products sales.

To study the theoretical provisions of the studied object, it is necessary to turn to the experience of
conducting and studying similar works in the field of increasing competitiveness in various markets of
Kazakhstan and make efforts to correctly formulate the main idea, which is associated with the importance
of such a study. A deeper study of foreign literature on improving competitiveness is necessary in order to
put into practice the best of them with the aim to an effective policy of economic development.

Without competitive products, there cannot be an effective activity of an enterprise, the success of
which is largely determined by the conditions of the region where it is located, by the involvement of
enterprises in the national economy [1].

Modern theories of competitiveness are conditionally divided into three types: theories of American,
British and Scandinavian schools of science. Developed by researchers, these approaches have quite
successfully been used in business [2]. The development of this factor in Kazakhstan determined at this
stage of development of Kazakhstani society the importance of the economic component of any life
concept. Since the economic sphere being systemically important, this fact has its own significance [3].

The concept of competitiveness in domestic economic science until recently was a poorly developed
category, due to the following objective reasons:
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- changes in Kazakhstan were not supported by research;

- the problems have become versatile;

- the industry has sufficient experience [4].

Research methods. To solve this problem, we used the methods of comparative and SWOT analysis,
conducted a selective study of participants in the target market, studied the theory and practice of
organizing management in enterprises.

The results of the study. Having set the goal of the study to assess the company's competitiveness,it
is necessary to conduct a detailed analysis of its current state. It is obvious to us that the competitiveness
of a product or service is a relative concept and we need to talk about it only in comparison with another
object. We evaluate the competitiveness of the enterprise under study using well-known practice methods.

Having covered the study with a large number of subjects and partners of a company immediately in
the entire market for these services, we can compare the competitiveness of competing firms operating in
this market.

The method includes [5]:

1) selection of assessment indicators or customer requirements for the service;

2) assessment of expected results based on the expectations of the firm's customers;

3) a comparison of the marketing aspects of the company relative to competitors;

4) determination of the main parameters to increase competitive advantages.

We used the following sources of primary data: questionnaire survey, observations and sample
measurements, data from statistical agencies on the market of fuels and lubricants of the Southern region.

For customer surveys, requirements or wishes of customers were set, which were ranked depending
on the degree of their priority by interviewing the population using the services of our company.

The study involved over 100 consumers who applied to the LLP. A questionnaire was prepared, and
the results were entered in the intermediate and final tables. The calculation was carried out by assessing
the importance of each indicator using statistical methods. The processed data obtained as a result of a
survey of the company's customers indicate that there is an elastic demand of customers for the company's
pricing policy.

Over 55% of the respondents said that the price component is important for them, for 12% - the
communication policy is important, more than 20% noted quality in the first place. To assess the
competitiveness of the company, we will evaluate its real position in the oil products market.

The surveywas conducted using the questionnaire (table 1).

Table 1 - The results of the survey

Position Rating (1-5)
Price range 4,2
Quality difference 3,9
Market Coverage Opportunities 4,33
Communication policy 4
Location 3,8

The question of how often customers resort to the services of gas stations, more than 30% noted that
once a month, 25% - once every two weeks, the largest number of customers 40% - often use the services.

As an advantage, one can note the fact that more than 80% of respondents are satisfied with the
quality of services provided by the studied company. The convenient location of gas stations was noted by
about 60% of customers.

In the age context, the main clients of the company are men with higher and secondary specialized
education aged 20 to 50 years.

The study of customer loyalty revealed that it is the price factor that is important and comes first in
the scale when choosing the services of the gas stations.

Among the factors influencing the choice of a gas station, the survey participants named the quality of
services, the price is shown below and only after that aspects such as its range and location were taken into
account.
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Competitive firms are an important factor for studying and monitoring them allows you to see the
peculiarity of the customer’s requests and respond to them in time [6].

Two networks of gas stations were identified as the main competitors of the company under study
(table 2).

The choice fell on them for the following reasons:

a) proximitytoourcompany;

b) a similar range of services for the sale of petroleum products;

¢) adequate and similar pricing policy.

Table 2 - The competitiveness of companies in selling petroleum products

Property level Score
Company A Company B Company C

Price range 0,40 5,0 5,0 4,0

Market Coverage Opportunities 0,10 5,0 4,0 4.0
Discount availability 0,10 3,0 4,0 4.0

Quality difference 0,15 5 4,5 3,8
Communications (brand support) 0,15 3,0 5,0 3,0
Location 0,10 5,0 4.0 4.0

Overall rating 1,00

The location of all firms is mainly the proximity of industrial enterprises (private firms), ease of
parking, good access and exit.

Thus, as a result of counting by the criterion, we have the following:

- Company A - 4.40 points;

- Company B - 4.55 points;

- Company C - 3.85 points.

The management of the company got the opportunity to look critically at the results of their work and
pay attention not only to the volume of sales, but also to other related tools.

The SWOT analysis is still a reliable means of assessing the status and advantages of the company,
we are used to presenting it as the ratio of the pros, cons, expectations and anxieties that certainly
accompany each company in the market (table 3).

Table 3 - SWOT analysis of company A

1. Opportunities 2. Threats
- company services should be better and provided faster - change in tax legislation
- it is necessary to pay attention to large partners - depreciation of fixed assets
- you need to work directly with a number of suppliers - the emergence of new players on the market
- promotiontothecountry - real disasters in the economy

- distrust from existing and potential partners
3. Strengths 4. Weaknesses

- good price offers - lack of marketing marketing efforts
- market segment coverage - cons in advertising
- availabilityandcustomerconfidence

This method is used in practice more and more often due to the ability to openly analyze the criteria
of the company, both from the inside and from the outside, and also to understand what the company
expects if it does not use its potential to achieve the main goals and mission.

The performed SWOT analysis gave as a result a picture of the promotion of the company to its
customers and partners, as well as suppliers, the possibility of integration and diversification.

For the company, the maximum quality of services and a competent approach to customer service
should become important for the current stage of activity.

Using the possibilities of positioning the pros and cons, the following should be noted:

- the company may have problems when a strong player appears in the market, as well as when
changing partners for the supply of goods for sale;
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- one cannot but bear in mind the impact of crisis situations in the economy; there are also industry
specifics and financial aspects.

So, having looked at the pros and cons of the company under study, as well as assessing potential
expectations and concerns, we can begin to create strategic projects and serious decisions to consolidate
the firm's market position.

Given the fact that the company operates in a developed market and the competitive potential of such
firms is evident, the company needs to focus on combinations that will yield results in the shortest possible
time and help the company to adequately present its products at any competitive sites.

The proposed approach will lead to the strengthening of competitive positions both by improving the
quality of goods sold, and as a result of the breadth of services rendered in the company, a number of
events are necessary.

Let's carry out an example of analysis of the influence of STEP - factors using two main directions for
implementing the strategy [7]:

- improvement of marketing activities;

- the acquisition of new equipment and technologies.

The moments causing the need to improve the quality of marketing (commercial) activities [8]:

- expanding the market for their services;

- increase in the number of consumers;

- increase in competitiveness;

Assessing the effectiveness of the company, we can conclude that as a result of involvement in the
process of the proposed approach, the company's place on the market will be more stable.

We will see the socio-economic effect in more detail below (table 4).

Table 4 - Theeffectsofimplementation

Suggestions Effect for society Effect for the economy

Pay more attention to | 1. The activities of the company are stable. 1. Product distribution will increase by 20%.

marketing 2. There will be motivational factors among | 2. Profitability will increase by 10%
specialists. 3. The effectiveness of employees by 30%.
3. Buyers will receive the expected result from | 4. Pay for specialists will increase by 20% +
the acquisition. bonuses.
4. The level of service will become much | 5. The company's expenses as a whole will
higher. decrease by 10%.

The main goal of company A is the quality and speed of the provision of services for the sale of fuels
and lubricants to customers. From here we can derive the main directions of increasing competitiveness
(table 5).

Table 5 - Directions for improving the competitiveness of the company

CompetitiveAdvantages Quality Maintenance Methods

Set of Services Introduction of new types of services, revision of attitude to old types of services

Outwardappeal Improvement of gas stations, changes in external and internal design

Convenience of access and | Optimal border entry and exit

parking

Pricerange Sales increase

Buying Incentives Organization of marketing companies

Informativeness Conducting an information and advertising company through social networks, local
television, newspapers, radio

At the moment, company A was able to withstand the difficult situation, but this does not mean that
the company is in crisis. On the contrary, timely measures taken to prevent strategic mistakes and taking
into account all factors will allow the company to achieve high results and will reliably occupy a market
niche in the target market.

Today, company A has every opportunity to capture the most promising market segment, for this it
has:
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1. A network of gas stations known in the city and region.

2. Material base and human resources.

The survey results showed that over 58% of potential customers have information about the non-cash
service system, but do not use it, and less than 3% of respondents said that they do not trust such systems.

The discussion of the results. Summarizing the survey data in this area, we can distinguish:

1. From year to year, terminals independent of the operator of gas stations will be introduced,
allowing the client to receive the service of refueling vehicles as comfortably as possible. Over 25% of
those who answered about the quality of service through a cashless system expect this opportunity to
appear.

2. Banking products and their cost are becoming more accessible. An important factor in choosing a
cashless service system (over 30%) customers noted the impact of these banking tools on price reduction.

3. Non-cash services will soon be used on republican routes (it is desirable to expand this area of
operation indicated by 43% of respondents).

What the company does is to be shared through social networks and other channels, both through the
placement of simple ads and through advertising calls.

The company under study in the market of fuels and lubricants, sales promotion, that is, methods to
accelerate the perception of the product by potential consumers, plays an important role in the work.

The following methods have been proposed to enhance the communication component [9,10]:

a) active advertising and promotion on social networks;

b) providing small gifts to customers;

¢) organization of contests and lotteries;

d) the use of flyers and other printed materials.

As a recommendation, it is proposed to regularly retrain company employees on such issues as:

- quality management system;

- ecology and life safety;

- culture of communication and ethics;

- marketing and promotion of goods;

- consulting;

- public relations.

Table 6 shows the methods of sales promotion in the market for the sale of finished petroleum

products.
Table 6 - Marketing activities for sales promotion

Process Advantages Disadvantages
Freedom of choice Make the client adapt to the new service | Costlyprocess
faster
Agency work Work with individual groups Need continuous monitoring
Social activity Fast customer response Much depends on user feedback.
Useofdistributionmedia Customers show interest very quickly. Need a good planning process
Salespromotion Quick and practical Interest disappears for a regular
customer
Discounts Sales will increase Addictive and lack of creativity
Bonuses Convenience in implementation The circle of clients is small

The distribution of marketing and sales promotion events in the form of coupons implementation is
becoming more and more an option of marketing communications.

Here the client receives a good discount, and he is also offered the service of re-service at the gas
station. This is usually done in order to check customer feedback [11-14].

Another option for marketing communications is working in social networks, the press and television.

Many companies are currently conducting separate advertising campaigns as a way to increase
competitiveness, which we offer to this network of gas stations.

The term for the implementation and realization of the advertising campaign is evenly distributed
over time; publications in social networks, the press and television are planned.

Conclusion. Thus, we can summarize the following results and give recommendations of the
following nature:
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a) constantly pay attention to the appearance of the gas station;

b) pursue a reasonable policy to promote services in the market;

¢) work on increasing the customer base;

d) introduce a system of discounts, conduct promotions to constantly monitor the opinions of
customers.

The organization of these events does not require special financial and labor costs, the risk for the
company is small, and the technology for implementing events will not require major changes in strategic
and tactical management.

The analysis of the competitiveness of company A revealed that the company has good prospects for
improving the efficiency of its activities in the market.

In order to obtain an adequate attitude and customer loyalty, one should use methods of
communication policy, which include advertising, communication and promotion of services.

Thus, the company will be able to enter a new round of its development, having the opportunity to
enter new markets and obtain long-term effects both in operational management and in strengthening its
competitive advantages.

JK.IILKbiasiposa', K.B.Catbiméexoa’, F.E.Kepimek, I.7K.Ypassaesa', A.A.IllagueBa’
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2MapL[aH Camap6aeB nacTHTYTHL, LIIBIMKeEHT K,. Kazakcran

KOCIOPBLIHHBIH BOCEKETE KABLTETTLIITTH APTTBIPY
(MYHA OHIMJIEPI HA PBIF BIHBIH MBICAJIBIH/IA)

AnHOTauMsA. ByriHri KyHI 0ocekenecTik Macelneci - Ka3ipri HapBIKTBIK SKOHOMHKAHBIH 0acThl MPOOJIEeMachl.
CoHIBIKTaH Jla OHIIPICTIK KBI3BMETTIH TYpJl cajajapblMeH aiHaIbICAThIH YHBIMAAPIBIH JKOHE OHJEYIi
KOCIMOPBIHAAPABIH 09CEKENeCTIK TETIrH KETUIMIPYIIH JKaHa OMICTEMENIK TOCUIIEPiH I37eCTIipy JKOHE d3ipiey
KaXeTTUIr TybiHaaiapl. Kaszipri skargaiina OuszHec oKiMIIIEHIIpYe KOCIMOpBIHAAPABIH 0dcekere KaOiaeTTUIriH
TaNgay SKoHE Oarajay KOpCeTKIIUTEpiH, CTpaTerusulapblH, OICTEpiH aHBIKTay MEH Heri3JeyAiH XaHa FbUIBIMU
TocUAepiH a3ipiey KaxeT. [IOoCTHHIYCTPHSUIBIK SKOHOMHKAHBI IaMBITY Ke3€HiHJIe KOMITAaHHMSHBIH ©HMAIPICTIK
QJIEyeTiH KaJbINTacThIPY JKoHE OaceKkere KaOUIeTTLIIrH apTThIpy KaXKeTTUIIr alKbIHAAIAab], SFHU OYJ1 3epAeieHeTiH
MOCEIICHIH ©3€KTUITiH KepceTedi. 3epTTeyHiH MakcaTbl MYHAll eHIMIepi HaphIFbIHIA KOMIIAHUSHBIH Oocekere
KaOLIeTTUITiH apTTHIPY OOMBIHINA PAKTHUKAIBIK YCHIHBICTAPABI 93ipiiey OOJBIN TaObIIa b

Tyi#in ce3gep: Ooceke, Oocekere KaOUMETTUTik, MyHall eHiMAepi HapbIFel, aHketanmay, SWOT-tannpay,
MapKETHHITIK 3epTTeyJIep, THIMALTIK.

K111 Kbmblposal, K.b. CaTbIMﬁeKOBal, I'.E. Kepumoek, I'.2K. Ypa36aeBal, A.A. llagueBa®

'FOsxmH0-KasaxcraHckuii rocyiapcTBeH bl yHuBepcuTeT nM.Ay30Ba, r.IlIsMkent, Kasaxcran;
* Muctutyr Mapnauna Canapbaesa, r.IlIsivkent, Kazaxcran

IMOBBIINEHUE KOHKYPEHTOCIHHOCOBHOCTH NNPEAIIPUATHUA
(HA ITIPUMEPE PBIHKA HE®TEIIPOAYKTOB)

AnHoTauus. Ha cerogHamHmii 1eHh BONPOC KOHKYPEHIMH - TJIaBHAs NpoOJieMa COBPEMEHHOW PHIHOYHOW
KOHOMHKH.VIMEHHO 1MO3TOMY BO3HHKAeT HEOOXOAUMOCTh B IIOMCKE M pa3pabOTKe HOBBIX METOIMYECKUX MOIXOI0B
K COBEpILCHCTBOBAHHMIO MeEXaHM3Ma KOHKYPEHLMH OpraHM3alui, 3aHUMAIOIIUXCS pa3IMYHbIMU cdepaMu
MIPOM3BOJICTBEHHOH EATENLHOCTH, U NepepadaThIBAIOLIMX NPEANPUSTUH B YAaCTHOCTH. B HBIHEHIIHUMX YCIIOBHSIX B
Ou3HEeC aIMUHUCTPUPOBAHUK HEOOXOIUMO BBHIPAOOTATh HOBHIC HAYYHBIC MOAXOJBI K BBIIBICHUIO M 00OOCHOBAaHUIO
MoKa3aTeseid, CTpaTeruii, METOJIOB aHalIN3a U OLEHKU KOHKYPEHTOCIIOCOOHOCTH NpeAnpusITuil. B mepuon pa3Butus
MOCTUHYCTPHATHHON SKOHOMHKH OIPEACIICTCS HEOOXOAUMOCTh (POPMHUPOBAHUS MMPOU3BOJICTBCHHOTO MTOTEHIIMAIA
U TIOBBIIIEHUS KOHKYPEHTOCIIOCOOHOCTH KOMITAaHUH, YTO IMTOKAa3BIBaET aKTYaIBHOCTh M3ydaeMod mpobiemsl.llensio
WCCIICIOBAHUS SBISIETCA Pa3paboTKa MPaKTHYECKUNX DPEKOMEHIAIMKA MO MOBBIIIEHUIO KOHKYPEHTOCHOCOOHOCTH
KOMIIaHUHU Ha PBIHKE HE(PTEPOIYKTOB.

KioueBble ca0Ba: KOHKYPEHIHS, KOHKYPEHTOCIIOCOOHOCTb, PBIHOK HE(PTENPOAYKTOB, AaHKETHPOBAHHE,
SWOT-ananu3, MapKeTHHTOBBIE HCCeA0BaHus, Y3PPEKTUBHOCTD.

— 192 ——



ISSN 2224-5227 6.2019

Information about authors:

Zhamilya Kydyrova — candidate of economic sciences, Associate Professor of department “Management and
marketing”,M.Auezov South Kazakhstan State University, E-mail: ms.zhamilya@mail.ru, http://orcid.org/0000-0003-2396-2264
Katira Satymbekova — candidate of economic sciences, Associate Professor of department “Management and

marketing”,M.Auezov South Kazakhstan State University, E-mail: satymbekova72@mail.ru, http://orcid.org/0000-0002-1437-
5925

Galymzhan Kerimbek - candidate of economic sciences, Associate Professor, E-mail: kerimbek2009@mail.ru,
http://orcid.org/0000-0003-0563-8399

Gulnara Urazbayeva — candidate of economic sciences, Associate Professor of department “Economical Theory”, M.Auezov
South Kazakhstan State University, E-mail: uragi 1973@mail.ru, http://orcid.org/0000-0002-2308-1195

Aigul Shadieva — candidate of economic sciences, head of department “Economy”, Mardan Saparbaev Institute, E-mail:
ms.shadieva@mail.ru

REFERENCE

[1] Filosofova T.G. Competition and competitiveness /T.G. Filosofova, V.A. Bulls. M.: Unity-Dana, 2007. 262p.

[2] Dummies L.N. Competitiveness of the enterprise /L.N. Chaynikova, V.N. Dummies V.N. Tambov: Publishing House of
TSTU, 2007. 262 p.

[3] Fathutdinov R.A. Strategic competitiveness /R.A. Fathutdino. Moscow: Economics, 2005 354p.

[4] Zamuraeva L.E. Factors ensuring the competitive advantages of the organization //: https://www.utmn.ru/contin/

[5] Kotler F. Marketing Basics. 5th European edition /F. Kotler, A. Gary. - M.: Williams, 2015.m752 p.

[6] Kuznetsova L.V. Fundamentals of marketing /L.V. Kuznetsova, Yu.Yu. Cherkasova. - M., INFRA-M, 2013.-139 p.

[7] Shekova E.L. Management and marketing /E.L. Shekova, G.L. Tulchinsky, V.N. Evlanov. - St. Petersburg: Doe, 2012.-
160 p.

[8] Tokarev B.E. Marketing research of market niches of innovative products: Monograph / B.E. Tokarev. M.: INFRA-M,
2013.272 p.

[9] Berezin A. Innovative-instrumental mechanism to increase competitiveness / ArtyomBerezin. M.: LAP Lambert
Academic Publishing, 2017. 156 p.

[10] Volkova N. Competitiveness of entrepreneurial structures /Natalya Volkova. M.: LAP Lambert Academic Publishing,
2015.-176 c.

[11] Golovachev A. S. Competitiveness of the organization /A.S. Golovachev. M.: Higher School, 2015. 907p.

[12] Konina N.Yu. Competitiveness of the company in the global world /N.Yu. Horsemeat. M.: Prospect, 2015. 419 p.

[13] Lifits I. M. Competitiveness of goods and services /I. M. Lifits. M .: Higher education, Yurayt, 2015. 464p.

[14] Ways of improvement of strategic management of region economy. Izvestiya Natsional'noy Akademii Nauk RK. Seriya
obshchestvennyk higumanitarnykh nauk. ISSN 2224-5294. Almaty. NAN RK Nel (317), 2018. P.56-63. (OnlasynovYe.Z.,
Kydyrova Zh.Sh., Urazbayeva G.Zh., Abishova A.U.) https://doi.org/10.32014/2018.2224-5294

—_

—— 193 ——



