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Strengthening of competition in most industries of econ-
omy of Ukraine, acceleration of political and social changes
stipulates the necessity of providing of proof market positions
enterprises. A competitiveness of firm is possibility effectively
to dispose of own and loan resources in the conditions of com-
petition market. A production and realization of competitive
commodities are an obligatory condition of competitiveness of
firm. Actuality of theme is that nowadays, when Ukraine is
characterized by unstable political position, imperfect legisla-
tive base, tax system and many other negative factors, one of
major terms for maintenance positions on foreign markets is
knowledge of theoretical principles of competitiveness at the
market, that allows to assess the situation of the enterprise, take
measures for the increasing competitiveness in any industry.
With the development of the market mechanism, this problem
in Ukraine became more acute, and its solution requires all
market players to actively seek ways and methods to increase
the competitiveness of trade enterprise.

In the conditions of the formation of a market economy
Ukrainian enterprises, in order to increase their competitive-
ness, increase opportunities for entering new markets and con-
solidation into already existing markets, as well as for success-
ful confrontation with competing enterprises, it is necessary to
reorient to marketing and to seek systematic and purposeful
assessment of the competitiveness of the company with a focus
on meeting the needs of potential consumers.

The current state of the market is characterized by con-
stant changes in the external environment, the variability of
consumer demand, the presence of a large number of enter-
prises of different forms of ownership, increasing uncertainty
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and risk. Therefore, in order to survive, enterprises need to
monitor and respond to all changes occurring in its competitive
environment in order to maintain their position in the market
and provide competitive advantages. However, the experience
of recent years shows that not all domestic enterprises are
ready for competitive struggle. Even the possession of com-
petitive products does not allow many of them to implement
effectively this advantage because of the lack of practice of us-
ing the entire marketing mix: a flexible assortment and pricing
policy, an adequate organization of distribution channels, ef-
fective methods of stimulating sales, etc.

In current conditions modern enterprises has sharply in-
creased the importance of strategic behavior, which allows en-
terprises to survive in the competitive struggle in the long run.
One of the main problems on which the profitability of enter-
prises depends, is to raise the level of competitiveness of goods
(services) of enterprises and enterprises in general, that is, the
competitiveness of business. This indicator is a prerequisite for
successful competition of enterprises in the market [1, p.65].

The concept of competitiveness is interpreted and ana-
lyzed depending on the economic object under consideration.

Competitiveness is one of the basic concepts that is ac-
tively used in the theory and practice of economic analysis,
stands for a multi-faceted concept, which in Latin translates
means rivalry, struggle for the best results. For its characteris-
tics, the concept of comparative costs (D. Ricardo), compara-
tive advantages (E. Heckscher, B. Olin), comparison of com-
petitive advantages, factors of management and productivity of
resource use (M. Porter), the competitive status of the firm (I.
AnsofY) are used [2, p.145].

Competitive advantages determine the strategic position
of enterprises in the market, which allows them to overcome
the forces of competition and attract consumers. Consequently,
strategic management of competitiveness can be defined as
management of competitive advantage.
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Summarizing the foregoing, competitiveness can be de-
fined as the ability of some enterprises to productively occupy
a market niche and effectively hold its positions. Competitive-
ness characterizes the degree of conformity of a separate enter-
prises to certain market needs: supply (product / service) — de-
mand; marketing measures and methods — opportunities to pro-
vide competitive advantages; enterprise — security and devel-
opment prospects in a competitive market; country — an eco-
nomic and social model of nation-wide development; global-

ization — internationalization of international markets.
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TPAHC®OPMAIIIS 3AJTYYEHHSA THBEC THIIIIA
B CBITI SIK BUKJIUK JJI1 YKPATHHA

Peostoxk €.B., kano. exoH. HAYK, OOYyeHm
Y «lucmumym exoHOMIKYU ma NPOSHO3YBAHHLY
HAH Vkpainu, m. Kuig

CyuacHi (iHaHCOBO-IHBECTULIHI PUHKK € palioHalb-
HUMH, TPO30PHMH, MIBUIKOMIIOUYMMH 1 €(PEKTUBHUMH, a TOMY
VYkpaiHa Ma€ TMparMaTu4yHO 3 TEBHOIO CTPATETi€I0 PO3BUBATU
BJIACHUI PUHOK KamiTaJiB, IO B JIOBIOCTPOKOBIH MEPCIEKTUBI
MOCWIUTE 1l TOPTrOBEIbHO-CKOHOMIYHHAN TOTEHINAT B CBITI 1
chopMye MO3UTUBHUYN IHBECTHIIIHHUN KITIMAT.

3rigao 3 pocnimkens OBCE, cTan IHBECTHIIMHOTO Kii-
MaTy MOXHa BU3HAYHTH, BAKOPHCTOBYIOUX 3 3MIHHUX:

— MaKpOEKOHOMIYH1 yMOBH, 30KpeMa, (piHaHCOBO-OIOKETHA,
KpPEeIUTHO-TPOIIOBA 1 TOProBa MOJITHKA;

— SIKICTb YIIPABIIiHHS 1 HASABHICTH IHCTHTYTIB;

— CTYIiHB PO3BUHEHOCTI IHPPACTPYKTYPH.
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