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The assessment of the competitiveness of 
manufacturing companies is an important 
tool for making management decisions by 
various market participants. Competitiveness 
depends on many indicators, which compli-
cates its assessment. It is necessary to see 
the range of methods for assessing the 
competitiveness of an organization and 
choose the most relevant one. Thus, this 
article will focus on the factors of competi-
tiveness of the organization and methods for 
assessing the competitiveness of manufac-
turing companies. 
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Оценка конкурентоспособности производи-
теля – важный инструмент принятия управ-
ленческих решений разными субъектами 
рынка. Конкурентоспособность зависит от 
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дов оценки конкурентоспособности органи-
зации и выбрать наиболее актуальный. Та-
ким образом, в данной статье будет сделан 
акцент на факторах конкурентоспособности 
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All enterprises strive to obtain the highest profit, and this is the goal of all their activities. 

To survive and stay in the market in the long term, manufacturers must be competitive. The 
concept of the competition can be reduced to two definitions. Firstly, competition is the struggle 
of producers of goods for better economic conditions, obtained because of achieving better re-
sults and obtaining maximum profit [1]. Secondly, competition is an element of the market 
mechanism that ensures the interaction of market entities, i.e. enterprises in the production and 
sale of products, as well as in the sphere of capital investment [1]. 

In the economic sphere, competitiveness is a set of properties that create advantages 
for the subject of economic competition. It is worth noting that these properties can relate to dif-
ferent subjects of competitive struggle: types of services, organizations, industries, and coun-
tries. Accordingly, it is worth noting that free competition of organizations providing services is 
one of the fundamental principles of the market economy. 

The competitive potential of an organization is the real and potential ability of the organ-
ization to manufacture, develop, sell and service in certain parts of the market competitive prod-
ucts. Competitiveness is considered in the factorial and resulting planes. 
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Competition arose almost simultaneously with the provision of services, but only under 
capitalism did competition become the most important lever of market regulation of social pro-
duction. 

Business entities in a market economy have a goal consisting of ensuring the competi-
tiveness of the services provided, since the financial well-being of the organization depends on 
the presence of competitiveness. This topic is quite relevant and practical, because only a com-
petitive organization can function effectively in a market economy. Organizations can most often 
increase their level of competitiveness if they have a higher competitive potential. 

In an emerging market, spontaneous competition often spontaneous competition, ac-
companied by destructive processes: crises, bankruptcies, and others. When the market is al-
ready formed, competition becomes organized [2]. Also, the gradual integration of the country 
into the global economic community and the development of a competitive environment in the 
domestic economy creates a high problem of increasing competitiveness. Competitiveness is 
studied exclusively in groups of organizations related to one industry or providing similar ser-
vices [3]. The goals of demonstrating competitiveness are: 

a) for organizations providing services – this is the implementation of services in a short 
time frame at an optimal price; 

b) for staff, it is getting a job that meets their needs; 
c) for an organization as an object of a socio-economic system – this is the introduction 

of comprehensive security and a decent standard of living for personnel, participation in the life 
support of society, an effective reproductive policy in almost all areas, and the solution of other 
social problems; 

d) for a country as an object of the socio-economic world system - the same as in the 
point above, adding the provision of sovereignty, creating global relationships, and more. 

Competitiveness includes various factors: legal, political, environmental, technical, eco-
nomic, psychological, social, managerial and others. The number of these factors depends on: 

a) characteristics of the complex of processes for managing an object in time and 
space; 

b) complexity and individual characteristics of the object; 
c) characteristics and features of the external environment of the object; 
d) parameters of the institutional environment and infrastructure, the quality of the legal, 

customs, tax and financial-credit systems, as well as the strength of competition in a particular 
market and other factors; 

e) professional and psychological readiness of the subject to productively manage an 
object in any specific market [4, p. 18]. 

Competitive advantage is divided into external and internal: 
 Characteristics of the internal aspects of the organization's activities, i.e. cost levels, 

labor productivity, process organization, management, innovation, technology, etc. relate to in-
ternal competitive advantages. 

 External competitive advantages are based on the organization's ability to create 
more significant values for consumers of products which makes it possible to more fully satisfy 
their needs, reduce costs and increase operational efficiency. External competitive advantages 
include: informational, qualitative, design, price, sales, and so on [5]. 

Organizations try to control each other through competition. The struggle of companies 
for the consumer helps to reduce prices, reduce the costs of providing services, improve their 
quality, and strengthen scientific and technological progress. However, competition increases 
the contradictions of economic interests of organizations, entails an increase in costs, and stim-
ulates the emergence of monopolies. The state must intervene so that competition does not turn 
into a destructive force for the economy [6, p. 52]. Any product has its positive and negative 
sides, it can lose to other products of the same type in some indicators, but win in others. So the 
enterprise seeks to improve the weak points. And, remembering that the enterprise creates 
products for buyers, the entrepreneur and marketing services focus on demand, improving the 
aspects that are most important to consumers. As we know, there are quite a lot of enterprises 
and they are all ready to fight for their place. And, in turn, for this they need to be competitive. 
This is how strategies are developed aimed at increasing competitiveness. 

In global practice, all factors influencing the competitiveness of an organization in the 
industry have long been defined. Factors determining the competitiveness of services must 
have 3 characteristics: 

 improve the attractiveness of the company’s services for the target audience; 
 increase the level of profit received by the company when providing services; 
 positively influence the satisfaction of the target audience with these services [7]. 
The main factors that determine the competitiveness of a service in a particular market: 
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1. Time factor. The definition of the competitiveness of a service is examined by the 
time factor, referring to the first basic principle of the theory of finance, what is important today 
will not matter in the future. However, what is important today did not matter in the past, for ex-
ample, there was no gel polish coating for nails before. Nowadays, it is quite common. 

2. Quality of services factor. Quality of services is manifested in the "sophistication" of 
domestic demand. Only when the domestic market is open to foreign competitors, high demand 
is formed. 

One of the most important components of the competitiveness of services is the quality 
of the service. The quality of services is understood as a set of properties and characteristics of 
services, their ability to satisfy established or implied needs. The quality of services helps to win 
and maintain positions in the market, services strengthen the reliability of the organization. 

The normative basis for quality requirements are national standards and standards of 
organizations. If the main purpose of technical regulations is to protect the life and health of citi-
zens, protect property and the environment, then the application of standards is initially aimed at 
increasing the competitiveness of services [8]. 

The level of quality of services must meet the requirements established in technical 
regulations, contracts, standards, technical specifications for product development, technical 
conditions. Organizations providing services that are leaders in the market set themselves the 
task of becoming leaders, and include in their corporate standards fairly strict quality require-
ments [9, с. 43]. 

The requirements that federal executive bodies establish in standards for the bulk of 
consumer services are, as a rule, of medium or lower than average severity, since they are the 
result of a compromise between consumer demands and the production capabilities of most 
organizations in the country. In general, these requirements can be mandatory. 

All government agencies, business entities, organizations and institutions must comply 
with mandatory requirements. 

Alternative requirements contained in regulatory documents are subject to mandatory 
compliance by business entities if this is provided for by technical regulations or technical doc-
umentation of the service provider [10]. 

The quality level helps to compare the usefulness of competing services. Since the 
quality level of services is based on a comparison of the quality indicators of a given service, a 
general description of quality indicators, a study of the method for calculating the quality level, 
and a consideration of consumer quality indicators that determine the useful effect when using 
the service become necessary. 

Safety and the mass image of the service, which evokes associations with its fame, 
usefulness, and prestige, also play a role in quality. 

With the same value of the quality and price ratio of competing services, the consumer 
prefers the service with a higher image. If the quality of services is the same, then services with 
such an image are sold at a higher price. In order to conquer the market, an organization must 
surpass the quality of the services of a competing company or become popular. A high positive 
image is created rather slowly, and destroyed rather quickly. 

3. The scale factor of service provision. It is possible to reduce the cost of a service and 
improve its quality if the scale of service provision increases. When success in competition pro-
vides by high quality of service rather than low price, the level of costs ceases to play a decisive 
role. The practice of the economies of many countries shows that low costs are quite easily re-
produced by competitors. The emergence and strengthening of new competitors reduces the 
return on investment, which ultimately means that low costs cease to provide a large-scale ef-
fect. Recent studies by the United Nations Organization for International Development (UNIDO) 
show that low costs play a rather negative role for the economic development of many countries 
[11. с. 271]. 

4. The novelty factor of the service. Satisfaction of new human needs or satisfaction of 
existing needs in other ways. 

The authenticity requirement applies to accompanying documentation. For example, the 
authenticity of the certificate of conformity and its duplicate can be assessed; this authenticity 
certifies the quality and safety of the service [12]. 

5. Factor of the method of obtaining information. 
When a consumer decides to use a service, he or she seeks information about the 

competitive advantages of the service. It is worth considering that the informativeness of a ser-
vice is the ability to express its social value through information about competitive advantages 
[13]. The decision-making process for using a service includes recognizing the need, searching 
for information, and evaluating the service in comparison with possible consumption options. In 
the process of providing and consuming the service, it is necessary to use the same approach-
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es and methods of obtaining information and performing calculations. In no industry should the 
average share of advertising expenses exceed 1%. But some organizations choose a different 
tactic [14]. Magazines containing the results of consumer expertise, reference publications ded-
icated to services that have won competitions, and other sources of professional information 
have a sufficient influence on the decision to consume a service. The result of the alternative 
before consumption will depend to a sufficient extent on the information received by the con-
sumer about the competitive advantages of the service. Hence, informativeness as a criterion 
acquires significant significance in the market, which is saturated with similar services. An or-
ganization that has correctly formulated the competitive advantages of its service gets the op-
portunity to successfully distinguish it from similar services. 

6. Pricing factor. Price has a great impact on the movement of material flows. Reasona-
ble pricing tactics, as well as the corresponding pricing strategy, correctly set price are the nec-
essary components of the successful operation of any organization. 

7. Market factor. The market factor is characterized by types of markets, stability, ca-
pacity, prospects, and preparedness of markets. When an organization begins to provide a new 
service that is intended for a specific market, there is a need for a comprehensive description of 
market opportunities [15, с. 168]. 

8. Sales factor. Without effective sales, the successful provision of a new service does 
not ensure its competitiveness. 

9. The service factor is valid before the service is provided and after the service is pro-
vided. 

Forces that work to change the factors of competitiveness may include changes in eco-
nomic policy, new laws, changes in consumer expectations, new market opportunities. These 
forces are changes, so they provide good opportunities for those who act within these frame-
works. After identifying the forces, it is necessary to identify the restraining forces, that is, forces 
that resist change, which can hinder progress towards the goals in the direction. For example, 
lack of understanding, fear of technology, selfish interest, internal politics in the organization, 
intolerance to change. 

If competition intensifies, then the intensification motivates organizations to create com-
petitive services. It also makes it necessary to improve strategic decisions aimed at increasing 
the competitiveness of the business [16]. Most often, a manufacturer of goods and services is 
not able to be competitive if its activities are not carried out on the international market. Hence, 
the development of organizations significantly depends on how the conditions for attracting for-
eign economic agents are created, for example, investors, partners, consumers of services. 

There are quite a lot of domestic and foreign scientific works in the scientific literature 
on increasing the competitiveness of organizations. A. Smith, who examines the theory of per-
fect competition, K. Marx, who examines the basic law and mechanism of competition, D. Ri-
cardo, who studies the principle of comparative competitive advantages, D. Robinson and E. 
Chamberlin, who study the problems of monopolistic competition, are classics in the study of 
competition [17, с. 2]. In the current scientific literature, there is a fairly large selection of com-
petitive strategies of the organization proposed by I. Ansoff, P. Drucker, F. Kotler, M. Porter, A. 
Thomson and J. Strickland. However, it is worth considering that no classification is universal 
and does not have its own characteristics. The main tasks of the process of strategic manage-
ment of the organization concern the formation of directions for choosing strategic decisions to 
ensure the competitiveness of the organization. In economic literature, there are various ap-
proaches to classifying and ranking competitive strategies. Hence, prepared for implementation, 
strategies of leadership in diversification, cost reduction, concentration according to the theory 
put forward by M. Porter, they are also the basic directions for ensuring strategic decisions to 
increase competitiveness. These strategies are the most common and verified by practice in the 
conditions of a market economy. They include leadership strategy, diversification strategy, con-
centration strategy. When costs are optimized, a leadership strategy is formed through cost re-
duction. Following this strategy, leaders provide services that are elastic in price. Organizations 
providing services can form the lower limit of prices in the market. Protection is provided from M. 
Porter's competitive forces: organizations, suppliers, existing and potential competitors provid-
ing similar services, consumers. This strategy has a drawback, which is expressed in the focus 
on providing one service and the underdevelopment of other areas of activity [18, с. 25]. 

To improve the competitiveness of organizations, it is necessary to understand which 
part of the organization needs improvement. What can be seen by regularly assessing the com-
petitiveness of the enterprise. Assessing the competitiveness of the manufacturer is an im-
portant tool for making management decisions by various market participants. 

Initially, the top management of the organization needs the results of the competitive-
ness assessment to solve the following tasks: 
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• goal achievement research; 
• identifying competitive advantages and developing programs to improve the competi-

tiveness of the organization and services; 
• selection of a competitive strategy; 
• setting competitiveness goals; 
• investment decision-making. For lenders and investors, competitiveness assessment 

results help them make sound lending and investment decisions. 
In the country, competitiveness management entities need information on the competi-

tiveness of industries and organizations in order to make decisions on protecting national pro-
ducers from increased imports at a price that is lower than the usual price of such a service. [19, 
с. 67]. 

By assessing the competitiveness of organizations in a specific region, programs are 
developed to improve its competitiveness. Assessing the competitiveness of an organization is 
a complex multifactorial task that comes down to identifying the most significant numerical indi-
cators of competitiveness and integrating them. There are 25 requirements for competitiveness 
measurement methods that the applied method of finding the integral indicator of competitive-
ness must meet [20]. They are shown in Table 1. 
Table 1 – Requirements for competitiveness measurement methods 

Name of requirement The essence of the requirement 
1. Suitability It should measure the quality and competitiveness of products, and not something else 
2. Adequacy The measured parameter should not require other measurements and calculations 
3. Uniqueness The meter must meet the requirements and be unique 
4. Reliability  Measurement errors should be minimal, failures are undesirable 
5. Quantifiability Quantitative indicators must have a meaningful load and be understandable 
6. Integrity Must combine different parameters of an object into one 
7. Individuality The assessment must be carried out independently of other objects 
8. Flexibility The method should allow for assessment at all stages of the life cycle of various products 
9. Ease of work The method should not require large expenditures of effort and resources for its implemen-

tation 
10. Efficiency The method should allow obtaining an estimate quickly 
11. Improveability The method must be able to be improved  
12. Quantitativeness The method should allow obtaining a quantitative assessment 
13. Sameness The method must be the same in relation to different objects, situations 
14. Globality The method must “work” for a global criterion – the interests of the development of the 

entire society 
15. Uniqueness The evaluation criterion must be unique 
16. Comparability The ratings of identical objects must be the same 
17. Reproducibility The results obtained on the same object by different researchers should be the same 

When analyzing the competitiveness potential, it is appropriate to analyze the following 
aspects: 

1. The region where the service is provided in the global economy. 
2. Internal factors of development: 
 human resources: national composition, its age and gender structure of the popula-

tion, factors of population growth, migration, education, professional composition of the em-
ployed, income, wage level, unemployment level and dynamics, GDP per capita, labor produc-
tivity, income differentiation, savings, level and dynamics of physical and mental health, life ex-
pectancy; 

 economic resources: the fastest growing industries and sectors, business climate, 
degree of demonopolization of markets, state of the real estate market, level of regional plan-
ning, business infrastructure, volumes of public and private investment, composition and volume 
of municipal services, infrastructure, transport and communications, degree of development of 
small business, "export" activities of regional organizations; 

 natural resources: natural attractions, land use, presence of natural resources, rec-
reational resources; 

 cultural resources: history and historical sites, social values, norms, traditions, life-
style and others [21]. 

In the end, it is obvious that it is quite important to have a good assessment of competi-
tiveness. Let's consider the methods of assessing competitiveness: 

1. Matrix method. It is carried out by studying and evaluating services. In this method, a 
matrix is constructed, where the horizontal axis shows the growth rates and decrease in the 
number of services provided, and the vertical axis shows the relative share of the organization's 
services. 

2. Method based on the need for services. It is important that the organization's services 
are in demand by consumers. To be in demand, an optimal price-quality ratio is necessary. 
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3. A method based on the theory of effective competition. This method examines the 
work of departments. If everyone works like a well-oiled machine, then this is positive. 

4. A comprehensive method. This examines the current and probable future state of the 
organization. 

5. SWOT analysis. This method identifies actions needed to improve competitiveness. 
The organization's strengths and weaknesses, opportunities and threats are determined. 

6. Rating system. This method evaluates certain indicators of the organization itself and 
competitors. One point is the minimum score, five points is the maximum. 

If we consider matrix methods, the most popular method is the BCG matrix (Boston 
Consulting Group). The growth rate of sales is considered vertically, and the relative share of 
the product on the market is considered horizontally. Let's consider 3 companies that conduct 
assessment and examination, where the blue circle is LLC "Center for Forensic Research", the 
orange circle is LLC "North-West Regional Center of Expertise", and the green circle is LLC 
"Multi-profile Center of Forensic Expertise". An example of using this method is shown in Figure 
1. 

 
Figure 1 – BCG Matrix 

The following conclusion can be made: the higher the market share and growth rate, the 
higher the level of competitiveness of the object. This matrix does not always show the real 
state of organizations since the issues are complex and often change. Therefore, a more com-
mon method for assessing the competitiveness of several organizations is a rating system, an 
example of this method is shown in Table 1. 
Table 1 – Evaluation of companies on a 5-point scale 

Evaluation parameter LLC "North-West Regional 
Center of Expertise" 

LLC "Center for Fo-
rensic Research" 

LLC "Multi-profile Center of 
Forensic Expertise" 

Location 

3 5 5 

7 min from the metro station 
"Ladozhskaya" 

10 minutes from the 
metro station 
"Ploshchad Vosstani-
ya" 

7 min from the metro station 
"Chernyshevskaya" 

Number of services 3 2 5 
83 services 54 services 141 services 

Average prices for services 4 1 2 
6053,01 rub. 12288, 89 rub. 10211, rub. 

Website success 
4 4 5 
75,00% 76,60% 84,78% 

Website traffic 4 1 2 
67 visitors per day 4 visitors per day 25 visitors per day 

Average score 3,6 2,6 3,8 
 
Each method has its advantages and disadvantages. Therefore, when choosing a method, it is 
necessary to consider the needs of the organization itself, since there is no single approach that 
can most accurately determine the competitiveness of an organization [22]. 

References 
1. Добрынина А.И., Тарасевич Л.С. Экономическая теория / А.И. Добрынина, 

Л.С. Тарасевич. – СПб.: СПбГУЭФ, 2008. – С. 544. 
2. Финансовая политика и конкурентоспособность организации: 

https://www.stud24.ru/management/finansovaya-politika-i-konkurentosposobnost-
predpriyatiya/453614-1716169-page6.html (дата обращения: 10.04.2025). 

3. Конкурентоспособность организации: https://up-
pro.ru/encyclopedia/konkurentosposobnost/ (дата обращения: 10.04.2025). 

https://www.stud24.ru/management/finansovaya-politika-i-konkurentosposobnost-predpriyatiya/453614-1716169-page6.html
https://www.stud24.ru/management/finansovaya-politika-i-konkurentosposobnost-predpriyatiya/453614-1716169-page6.html
https://up-pro.ru/encyclopedia/konkurentosposobnost/
https://up-pro.ru/encyclopedia/konkurentosposobnost/


III. ПРОБЛЕМЫ МЕНЕДЖМЕНТА И МАРКЕТИНГА. ЛОГИСТИКА    Экономический вектор №3(42) 2025 

 

38 
 

4. Конкурентоспособность товаров и услуг: учеб. пособие / И.М. Лифиц. – 2-е 
изд., перераб. и доп. – М.: Высшее образование: http://koncol.ru/files/e_book_6.pdf   С. 385 
(дата обращения: 10.04.2025). 

5. Основные факторы конкурентоспособности продукции: 
https://studizba.com/lectures/49-menedzhment-i-marketing/820-upravlenie-
konkurentosposobnostyu-predpriyatiy/15412-sfery-formirovaniya-i-realizacii-konkurentnyh-
preimuschestv.html (дата обращения: 10.04.2025). 

6. Курс "Ценообразование": 
https://www.ncfu.ru/NCFU_PYATIGORSK/.doc/obrazovanie/OP/2017/bakalavriat/43.03.02/MD/
Metod_CvT_43.03.02_2016_KL.pdf – С. 112. 

7. Классификация критериев конкурентоспособности: 
http://powerbranding.ru/competition/konkurentosposobnost-faktory/ (дата обращения: 
10.04.2025). 

8. Статья 6 "Цели принятия технических регламентов": 
http://www.consultant.ru/document/cons_doc_LAW_40241/3db0ce74c9052d30c4ac2f7ba4043e
70cfa7b470/ (дата обращения: 10.04.2025). 

9. Учебное пособие "Конкурентоспособность товаров и услуг" Лифиц И.М.: 
http://koncol.ru/files/e_book_6.pdf – С. 385 (дата обращения: 10.04.2025). 

10. Административная ответственность за нарушение обязательных требований 
госстандартов: https://orenburg.arbitr.ru/node/1021 (дата обращения: 10.04.2025). 

11. Учебник "Общий и специальный менеджмент" А.Л. Гапоненко и А. П. Панкру-
хина: http://amac.md/Biblioteca/data/26/03/Management/Gaponenko.pdf – С. 570 (дата обра-
щения: 10.04.2025). 

12. Бюджетное послание президента Российской Федерации о бюджетной поли-
тике: 
https://www.consultant.ru/cons/cgi/online.cgi?req=doc&base=LAW&n=147552&dst=100085#Bi
OIdxSSkRBRPvOc1 (дата обращения: 10.04.2025). 

13. Информативность продукции: 
https://studme.org/153412208388/marketing/informativnost (дата обращения: 10.04.2025). 

14. Роль рекламы в условиях монополистической конкуренции: 
https://smekni.com/a/143630-3/rol-reklamy-v-usloviyakh-monopolisticheskoy-konkurentsii-3/ 
(дата обращения: 10.04.2025). 

15. Пути повышения конкурентоспособности организаций Н.Р. Давлетгареева, 
Т.Б. Давлетгареевой: https://core.ac.uk/download/pdf/53083032.pdf – С. 6 (дата обращения: 
10.04.2025). 

16.  Экономическая теория "Развитие концепций конкуренции: эволюционный 
подход" Н.С. Полусмаковой: 
http://www.volsu.ru/upload/medialibrary/b15/2_amvpvhpljvyupxepvuhhlt.pdf – С. 7 (дата обра-
щения: 10.04.2025). 

17. Книга "Конкурентная стратегия: Методика анализа отраслей и конкурентов" 
Майкл Е. Портер: https://online.kz/wp-
content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-
%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-
%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%B
D%D0%B0%D1%8F-
%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-
%D1%81%D1%82%D1%80.pdf  – С. 464 (дата обращения: 10.04.2025). 

18. Общая система налогообложения в 2022 году: https://www.malyi-
biznes.ru/sistemy/osno/ (дата обращения: 10.04.2025). 

19. Учебно-методический комплекс по дисциплине Экономика организации ТЭК 
Шевелевой А.В.: https://mgimo.ru/files/15834/15834.pdf – С.101 (дата обращения: 
10.04.2025). 

20. Анализ и оценка конкурентоспособности организации: 
https://manager.bobrodobro.ru/2315 (дата обращения: 10.04.2025). 

21. Статья "Методы оценки конкурентоспособности предприятия": 
https://apni.ru/article/878-metodi-otsenki-konkurentosposobnosti-predpr (дата обращения: 
10.04.2025). 

22. Методы оценки конкурентоспособности хозяйствующих субъектов: 
https://dis.ru/library/520/23041/ (дата обращения: 10.04.2025). 

 

http://koncol.ru/files/e_book_6.pdf
https://studizba.com/lectures/49-menedzhment-i-marketing/820-upravlenie-konkurentosposobnostyu-predpriyatiy/15412-sfery-formirovaniya-i-realizacii-konkurentnyh-preimuschestv.html
https://studizba.com/lectures/49-menedzhment-i-marketing/820-upravlenie-konkurentosposobnostyu-predpriyatiy/15412-sfery-formirovaniya-i-realizacii-konkurentnyh-preimuschestv.html
https://studizba.com/lectures/49-menedzhment-i-marketing/820-upravlenie-konkurentosposobnostyu-predpriyatiy/15412-sfery-formirovaniya-i-realizacii-konkurentnyh-preimuschestv.html
https://www.ncfu.ru/NCFU_PYATIGORSK/.doc/obrazovanie/OP/2017/bakalavriat/43.03.02/MD/Metod_CvT_43.03.02_2016_KL.pdf
https://www.ncfu.ru/NCFU_PYATIGORSK/.doc/obrazovanie/OP/2017/bakalavriat/43.03.02/MD/Metod_CvT_43.03.02_2016_KL.pdf
http://powerbranding.ru/competition/konkurentosposobnost-faktory/
http://www.consultant.ru/document/cons_doc_LAW_40241/3db0ce74c9052d30c4ac2f7ba4043e70cfa7b470/
http://www.consultant.ru/document/cons_doc_LAW_40241/3db0ce74c9052d30c4ac2f7ba4043e70cfa7b470/
http://koncol.ru/files/e_book_6.pdf
https://orenburg.arbitr.ru/node/1021
http://amac.md/Biblioteca/data/26/03/Management/Gaponenko.pdf
https://www.consultant.ru/cons/cgi/online.cgi?req=doc&base=LAW&n=147552&dst=100085#BiOIdxSSkRBRPvOc1
https://www.consultant.ru/cons/cgi/online.cgi?req=doc&base=LAW&n=147552&dst=100085#BiOIdxSSkRBRPvOc1
https://studme.org/153412208388/marketing/informativnost
https://smekni.com/a/143630-3/rol-reklamy-v-usloviyakh-monopolisticheskoy-konkurentsii-3/
https://core.ac.uk/download/pdf/53083032.pdf
http://www.volsu.ru/upload/medialibrary/b15/2_amvpvhpljvyupxepvuhhlt.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://online.kz/wp-content/uploads/2012/12/%D0%9C%D0%B0%D0%B9%D0%BA%D0%BB-%D0%9F%D0%BE%D1%80%D1%82%D0%B5%D1%80-%E2%80%93-%D0%9A%D0%BE%D0%BD%D0%BA%D1%83%D1%80%D0%B5%D0%BD%D1%82%D0%BD%D0%B0%D1%8F-%D1%81%D1%82%D1%80%D0%B0%D1%82%D0%B5%D0%B3%D0%B8%D1%8F.-190-%D1%81%D1%82%D1%80.pdf
https://www.malyi-biznes.ru/sistemy/osno/
https://www.malyi-biznes.ru/sistemy/osno/
https://mgimo.ru/files/15834/15834.pdf
https://manager.bobrodobro.ru/2315
https://apni.ru/article/878-metodi-otsenki-konkurentosposobnosti-predpr
https://dis.ru/library/520/23041/

