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THE COMPETITIVE CAPACITY OF TRADE ENTERPRISES 

 

The realities of the modern business industry demand the enhancement of the 

competitive capacity of trade enterprises and ensuring the economic stability of their 

development. 

For the first time, M. Porter distinguished the ability of an enterprise to derive 

profit under market relations through development of an competitive product, having 

defined the competitive capacity of an enterprise as a competitive ability to carry out 

activities and to gain profits at this, being enough for scientific and technological 

improvement of manufacturing, employee promotion and maintenance of their work 

at the high level of quality [1].  

The contemporary scientists A. Suvorov and B. Fomin consider the competitive 

capacity of an enterprise as a multilevel category, homologating the enterprise at 

large as well as production and products [2].  

Kh. Faskhiev and Ye. Popova count the following as characteristics of the high 

competitive capacity of an enterprise: 1) the readiness of the customers to buy the 

products of the said company repeatedly (the customers return, and the goods do not); 

2) the absence of claims against the company from society, shareholders, business 

partners; 3) the pride of the employees upon their participation in the company’s 

activities (the outsiders consider it an honor to work at the said company) [3].  

In our opinion, the competitive capacity of an enterprise is an ability and 

possibility to compete with other enterprises on the market of goods and services, 

being characterized by the certain level. Whereas, the level of the competitive 

capacity presents the totality of the parameters (parameters system), reflecting the 

place of the enterprise on market and enabling the fullest actualizing of its advantages 

to compare with the enterprises being business rivals.  

We are of the opinion that the principal directions of increasing the level of the 

competitive capacity of trade enterprises are: improvement of the trading format and 

refinement of the enterprise image subject to the changeable demand of the 

customers; improvement of the assortment & price policy due to adaptive strategy 

(management of the assortment of goods, harmonization of the quality of goods and 

quality of service, discounting etc.); improvement of the management of goods 

movement using the crossdocking technology (process automation, inventory 

optimization, supply channel management); improvement of sales technologies 

(increasing the product availability, ensuring the quality of goods, efficient allocation 

of the products and aftersales activities; sales promotion); the enlargement of the 

range of activities based on the regional development and owing to the enlargement 

of the available sales premises. 
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