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THEORETICAL APPROACHES TO THE DETERMINATION
 OF FIRM’S PRODUCT COMPETITIVENESS 
For firms that operate in markets of imperfect competition is particularly important problem securing its competitive position and ensure a high level of competitiveness of theirs products. In the present situation of increased competition each company should examine market conditions in order to afford the key success factors – long-term competitive advantages.

Analysis of the literature on the problem of competitiveness shows that between competitiveness of products, of firms and of countries there is a relationship and interdependence. The company can’t be competitive if its product is not claimed by market. Favorable conditions for the development of the country economy are formed primarily due to the competitiveness of the goods that determines the competitiveness of robust enterprise-producers and competitiveness of enterprises reflects the competitiveness of the country.

The competitiveness of products is an important criterion for the company functioning, its adaptation to changing environmental conditions of business, ensure its sustainable competitive advantage in the markets. Therefore, in a market economy a big role for a qualified solution to the problem of assessing the level of competitiveness of manufactured products, which is essential for the overall system management.

The final goal of supply-side of the modern enterprise is to win in the competition for customers, for markets as a natural result of its efforts to implement integrated development strategy.

"Competition" in Latin means a collision as a result of any action [1, c. 97]. It is defined as the economic rivalry or competition in the fight for the consumer. Competition – a "competition between manufacturers for the best, economically more favorable terms of production and sales" [2, p. 311].

Competition – is a form of mutual competition of the market, which hosted. The subject of the competition are products/services and target – consumers and buyers.

Separation of "subject" and "object" of competitiveness shows two spheres of influence in the competition: product (the subject) and the consumer (the object). Thus, methods of competitiveness are various as well as methods to assess the level of competition. Good or service that can be sold in profitable quantities (within a certain market) on the basis of its price, quality, and service combination preferred by buyers over that offered by competing products [3].

The competitors’ attitude to each other characterized by duality: it is a constant competition in the markets, and the need for competition as the basis for economic development and democratic society. The dual nature of competition finds its expression in the most important characteristic – competitiveness. Today, the competitiveness of the commodity markets becomes an issue of national (state) security [4, c. 9].

Take into consideration that the most important criterion for the effective functioning of the firm in the external environment is the products competitiveness, so we formulate the basic concepts and definitions of this indicator.

In a market economy the competitiveness of firms makes influence on the firm’s image and effectiveness of theirs activities. Competitiveness of enterprise is determined by competitiveness of its products. This complex property characterizes the attractiveness of products – good for the consumer (buyer, customer) and profitability for the producer (supplier, vendor) [5, p. 93].

Questions of competitiveness evaluation are very important in the formation and implementation of firm’s strategy. Starting from the design stage of the product throughout the life cycle up to the stage aging product every business should always solve the problem of the competitiveness of their products.

Competitiveness is an important criterion for the feasibility of the company, by effective implementation of trading, based on the choice of means and methods of production and economic activity, the key to the success of a market economy. One of the main conditions or warranties competitiveness is the launching of competitive products.

In a planned economy competitiveness was seen mainly within the foreign trade. But in today's market economy is necessary to focus on assessing the level of competitiveness of the goods as the external and the internal market, which primarily requires an examination of approaches to the definition of the term.

In recent years, the problem of the competitiveness of enterprises and attracted the attention of many scientists and economists in our country and abroad. Research approaches to the calculation of the level of competitiveness reflected in scientific works of  A.M. Litvinenko, M.A. Tatyanchenko, E.A. Gorbashko, I.N. Herchykova, V.F. Oberemchuk, M.N. Melnikov, R.A. Fathutdinov, A.V. Hlychev, A.N. Romanov, V.E. Demidov, P.S. Zavyalov, M.A. Lvov, G.A. Vasilyev, O. Ivanov and others [6-14].

Competitive products – a multifaceted concept, and therefore there are many interpretations to determine its effect [7, p. 68] and others. Quite often during competitive understood only complex characteristics, properties, involving consumers, separating it from the cost. In this case, competitiveness is equal to the quality and technical level. But this is not a complete description of competitiveness.

Despite the fact that the concepts of "competitiveness", "quality", "technical" level there is a close relationship, to equate them is impossible. The term "competitiveness" is much broader, and therefore the quality and technical level are the most important component of the competitiveness of the goods.

Under competitive products it is necessary to understand all that it provides advantages in the market gives an opportunity to compete over analog, promotes its successful sales in a competitive environment [8, p.80]. However, this definition does not explain the nature of competitiveness, does not disclose its effects on its composite factors.

The term "competitiveness" is multifaceted – a line of products as the conditions of the market, the particular needs of the consumer. An important component of competitiveness is the level of consumer spending to acquire and use.

Particular attention should be paid to the size of the operating costs, as these costs are often higher than the cost of production [8, p. 79-80]. The literature analyzes according to the research problem found that there no a clear definition of "competitiveness".

We can say that the most comprehensive definition of competitiveness, combining different perspectives on this issue is as follows: "The competitiveness of product – a comparative description that defines the difference between these products from competitors' products and has a comprehensive set of evaluation of its properties (some of which may have no quantitative terms) to identified market requirements or characteristics of a product "[8, p. 80]. Thus, one could argue that the competitiveness of manufactured products in an industrial plant is a relative measure, which is characterized by the degree of satisfaction of specific needs compared with the best competitive products in a specific market. It should be ensured the quality and efficiency of production at a level of a specific consumer groups according to the results of the segmentation of the market at the time of introduction of products [7, p. 68]. Since the economic literature has not produced a single concept of competitiveness of the goods, there is no unambiguous interpretation of the essence of this category, and different evaluation methods, which require the choice of an appropriate system of indicators to be evaluated.
References

1. Соколова, Л. В. Теорія і практика адаптації підприємств до мінливого бізнес-середовища / Л. В. Соколова. – Харків : ХНУРЕ, 2004. – 288 с. 

2. Business dictionary [Electronic source] http://www.businessdictionary. com/definition/competitive-product.html. – Header from the screen.
3. Лунев В. Л. Тактика и стратегия управления фирмой : учеб. пособ. / В. Л. Лунев. – М. : Финпресс, НГАЭиУ, 1997. – 356 с.

4. Селезнев А. Инфраструктура рынка и конкурентоспособность продукции // Экономист. – 1996. – № 2. – С. 9–24.

5. Примак Т. О. Маркетинг : навч. посібник / Т. О. Примак. – К. : МАУП, 2001. – 200 с. 

6. Соколова Л. В. Аналіз научно-методического обеспечения оценки конкурентоспособности товара /  Л. В. Соколова, С. П. Оксененко, Т. Р. Спевакова // Вісник НТУ «ХПІ». Технічний прогрес і ефективність виробництва. – Харків : НТУ «ХПІ». – № 20. – С. 118–126. 
7. Фатхутдинов Р. А. Стратегический маркетинг : учеб. / Р. А. Фатхутдинов.  – М. : ЗАО «Бизнес-школа», «Интел-синтез», 2000. – 640 с. 

8. Оберемчук В. Ф. Стратегія підприємства / В. Ф. Оберемчук. – К. : МАУП, 2000. – 128 с.

9. Литвиненко Е.  Конкурентоспособность украинских товаров / Е. Литвиненко, А. Старикова // Экономика Украины. – 1996. – № 10. – С. 88–89. 

10. Львов Н. А. Маркетинг – ключ к решению проблемы конкурентоспособности // Стандарты и качество. – 1990. – № 9. – С. 16–20.

11. Завьялов  П. С. Маркетинг в системах, рисунках, таблицах : учеб. пособие / П. С. Завьялов. – М. : ИНФРА – М, 2000. – 496 с. 

12. Іванова О. А. Показатели конкурентоспособности промышленной продукции и критерии её оценки // Вестн. Харьк. политехн. ун-та. Техн. прогресс и эффективность пр-ва. – 1996. – № 17. – С. 21–23.
13. Маркетинг / под ред. А. Н. Романова. – М. : Банки и биржи, ЮНИТИ, 1996. – 558 с.
14. Мельникова М. Н. Совершенствование оценки конкурентоспособности субъектов хозяйствования: автореф. дис. …канд. экон. наук. – Хабаровск, 1996. – 20 с. 

