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Volodymyr Osipov!,

Liubov Niekrasova?

ASSESSING THE COMPETITIVENESS OF A WINE-MAKING
ENTERPRISE AS A MANAGEMENT TOOL FOR ITS DEVELOPMENT

The article reveals the essence of the authors' approach and methodical tools of as-
sessment of competitiveness of the enterprise on a certain phase of its economic de-
velopment taking into account a complex of indicators characterizing all activities of
the enterprise and determine the level of its competitiveness.

Authors generalize the methodical approaches to assessing the enterprise's competi-
tiveness. The proposed combination of integral and matrix approaches significantly
expands methodical opportunities of such an assessment, and allows to prove more
deeply the structure of management decisions on ensuring the enterprise's develop-
ment. Analyzed the current condition of Ukraine's the wine-making industry, includ-
ing the factors restraining its development and prerequisites for future growth.

The article provides results of the approbation of methodical tools on the example of
five wine-making enterprises in Odessa and Mykolaiv regions. Based on the data of
expert analysis and financial statements, the authors construct the profiles of the
enterprises' competitive advantages and estimate their potential by the following el-
ements: "production, distribution and sale", "organizational structure and manage-
ment", "marketing” and "finance".

A calculation of individual indicators of products' competitiveness is made by a differ-
ential method, defined the rated values of economic indicators, and calculated the inte-
grated indicator of competitiveness. Combining the assessment of competitiveness and
life cycle stage allows displaying the position of each of the wine-making enterprises of
Odessa region in the matrix of integrated assessment of the level of competitiveness
and suggesting a development trajectory. Revealed the reserves and developed corre-
sponding recommendations on the behavior of the wine-making enterprises and neces-
sary organizational changes to raise the development stability and competitiveness.

Key words: development strategy, assessment of competitiveness of the
wine-making enterprise, product competitiveness, ADL model, the square of competi-
tive opportunities, competitive advantages
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@ V. Osipov, L. Niekrasova

Competitiveness is a determining factor in the survival, stabilization and devel-
opment of industries, as well as their individual branches, sub-sectors and enter-
prises. In the European and world markets national and industry-specific competi-
tiveness focuses on the results of the activities of enterprises and individual
industries, on the one hand. On the other hand, it focuses on competitive capacity
of enterprises and similar industries. Thus, the competitive capacity of enterprises
plays an important role in today's conditions of international integration and inno-
vation development. Today's economy defines concrete requirements for increasing
the competitive capacity of enterprises. It means the operational response to chang-
es in the economic situation in order to support sustainable development, strength-
en financial stability, continuous improvement of internal business processes in
accordance with changing in market.

In this case, the processes of competitive dynamics play a special role in the
markets of goods having a regional superiority in a certain area, for example, grape
wines for the enterprises of the South of Ukraine. The analysis of the grape wine
market in Ukraine from 2007 to 2010 is characterized by positive dynamics and
volume growth. However, from 2011 to 2014 this trend has changed with the re-
duction of production, due to the peculiarities of socio-economic development of
the country. At first glance, the decline in wine production in Ukraine may seem
the part of global trends. In 2012, the world wine market declined by 6% [1]. In
some countries, such as France, winemaking has reached the historic minimum of
the 1970s [2]. In 2014-2016 the production output of grape wine is increasing in
Ukraine by about 10% annually. In 2016 the production output of wine in Ukraine
increased to 1,2 million hectoliters (hl) as we compare to 0,9 million (hl) in 2015.
In 2017 the leader in the production output of wine materials was the Odessa re-
gion. In this region the production output of wine materials increased by 32,5% to
9,8 thousand decalitres (dal), in Kherson region — by 24,2% to 2,2 thousand decali-
ters and in Mykolaiv region it decreased by 10,6% to 6,4 thousand decalitres (dal.)
[3]. Despite significant production output of wine processing in Ukraine over the
past three years (they have been declining over the long term) and production out-
put of wine are characterized by negative trends. For example, during the last 26
years (from 1990 to 2017) the production of grape wine in Ukraine has decreased
by 5,6 times — to 1,2 million hectoliters (hl). The consumption of grape wine also
declined per capita by almost 70% [4].

At the same time, the presence at the domestic market well-known world brands
of wine products against the background of a slump in production leads to an in-
crease in the intensity of competition. The research shows that domestic vine pro-
ducers tend to adhere to spontaneously developed development strategies. They
focus on achieving tactical goals with some focus on long-term business prospects.

Consequently, the problem of increasing the efficiency of managing their com-
petitiveness is particularly significant in the management system for the develop-
ment of winemaking enterprises. The instrumentarium for solving strategic prob-
lems of increasing the competitiveness of winemaking enterprises is an integrated
approach to assessing the company's competitiveness at a particular moment of its
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existence on a certain stage of its economic development, developing an effective
model for the formation and implementation of a competitive strategy.

The analysis of recent research and publications. The issue of competitive-
ness is presented in the economic literature since the early classics, since Adam
Smith has written in 1786 his "An Inquiry into the Nature and Causes of the
Wealth of Nations". His arguments were supported by David Ricardo who intro-
duced the notion of comparative advantages of states. These advantages formed the
basis of the theory of international trade. These topics were continued by such
scholars as H. Azoiev, H. Bahiiev, O. Vikhanskyi, I. Herchykova, Ye. Holubkov,
H. Holdshtein, M. Knysh, A. Marchenko, P. Fatkhutdinov, I. Ansoff, F. Bukkerel,
A. Dayan, Ph. Kotler, J.J. Lambin, H. Mintzberg, M. Porter, A. Strickland,
A.A. Thompson, etc. The analysis of literary sources and the methods of evaluation
of competitiveness examined by them gives them an opportunity to differentiate
them into groups: matrix methods; methods of product evaluation by market share;
methods based on the theory of effective competition; methods based on the theory
of firm and industry; methods based on the theory of product quality (in particular,
on the theory of marketing); methods based on the analysis of comparative ad-
vantages [5]. However, the difficult economic situation in the country, the lack of
sufficient competition experience, the unresolved nature of a large number of
methodological and applied problems of the promotion of domestic enterprises
competitiveness — wine producers need additional research and determine their rel-
evance.

The purpose of this article is to develop a comprehensive assessment of the
competitiveness level of the enterprise; recommendations on the selection and for-
mation of trends in the development of winemaking enterprises on the basis of this
assessment.

The essence of the integrated approach to the assessment of competitiveness is
to ensure the maximum competitiveness of the research object based on the factors
taking into account the competitiveness of the enterprise. The generalization of
methodical approaches is presented in Figure 1.

The appointment of integrated assessment methods of the company's competi-
tiveness is realized in the company's available resources, assessing the effective-
ness of competitiveness potential usage and determining the level of its competi-
tiveness with respect to enterprises. These enterprises are operating in the same
industry and belong to the same product group. Thus, different methodological ap-
proaches are used to assess the competitiveness of an enterprise. It includes the
calculation, interpretation and evaluation of a set of indicators that characterize dif-
ferent aspects of an enterprise's activity, form its competitiveness using different
methodological approaches.

Each of these methods has certain disadvantages. The most significant ones are:
the absence of a clearly expressed hierarchy in terms of the significance of ele-
ments, underestimating the role of the competitive environment and the market
position of the enterprise when choosing a competitive strategy, the lack of multi-
variation of actions depending on the current conditions (algorithmization), etc. In
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this case the issue of improving the methodological support for assessing the level
of competitiveness of the enterprise and strategic planning of its development be-
come relevant.

V. Osipov, L. Niekrasova

Methodological basis for determining the level of competitiveness

A A * A
The methods Strategic Business Portfolio Analysis
for assessing
competitive- BCG —the | LITTLE | SHELL — | McKINSEY | Ansoff and
ness based on || distribution | the analy-| the analy- |— analysis of | Porter's Ma-
weak and of enter- | sis of the | sis of the firm trix — analy-
strong points prisesby | competi- | competi- | strengths |sis of strate-
compared to the level of tive posi-| tive posi- an_d attrac- | glgs_for
; . growth and | tionand | tion and tiveness individual
competitors: . . X
benchmarking the pa}rt the life sec_tora_l industries
occupied | cycle of | profitabil-
the indus- ity
try

System 1111-5555 — The
positioning according to

the level of competitive-

ness, quality and product
price

Methods of assessing the competitiveness of the enter-
prise (O. Hradov, Yu. Ivanov, M. Kyzym, V. Ponoma-
renko, O. Tyshchenko, O. Trydid, V. Shynkarenko, etc.)

Fig. 1. Methodological basis for assessing the competitiveness of the enterprise

Source: own ideas based on [6-12].

The authors proposed such a scheme for assessing the competitiveness of the
enterprise, taking into account the results of its activities (Figure 2).

There is an example of the competitiveness evaluation of the winemaking en-
terprises, using expert evaluation and financial statements of LLC "Veles" (), Pub-
lic Company "Bolgrad Wine Factory" (I1), LLC "Industrial and Trading Company
Shabo" (111), Public Company "Koblevo" (1V), Private Limited Company "Izmail
Winery" (V).

Today in Ukraine the total number of companies that produce wines is about
100. The primary winemaking enterprises of the main wine-growing regions of
Ukraine are located in Odessa, Mykolaiv, Kherson and Zakarpattia regions. There
are about 20 enterprises that form the domestic market (large and medium-sized
producers). Due to the withdrawal of the Crimean enterprises there was a slight
change of the TOP-5 largest producers. Odessa and Mykolaiv companies became
of primary importance. They partly occupied the niche of the Crimean trademarks.
Thus, according to the results of 9 months of 2018, among the first five companies
(without rating) are: "Koblevo" (wines of tradename KOBLEVO), agricultural firm
"Tavria" (capacity of the TM "Tavria", where Inkerman International is realizing
pouring of Inkerman soft wines, the company "Niva" (Tairovsk winery "Niva", TM
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Tayirov and TM Odessa Steppe), "Shabo" (TM Shabo), "Fruit Master Foods"
(Ukrainian-Hungarian enterprise "Cotnar", Wines TM Bereg Wine, TM Cotnar,
TM Vinia) [13].

[ stage
Defining goals and setting objectives of evaluation
v
11 stage Identifying the opportunities and threats of the enterprise
L2
The selection of groups of financial and economic indicators based on
III stage financial reporting
|
v v v
Technical and econom-| | The indicators of Profitability ratio
ic indicators business activity
I I
IV stage v
Analysis of product quality indicators
v
We standardize product quality indices by differential method
q; = % k where P; — the value of the i- indicator P;& — baseline value
i
k- weiglht coefficient
v
V stage We transform financial figures into dimensionless form
__ P Pign . . .. . T .
P, = P—L-.:_P!'E; where p._— i- relative indicator, Piop — lacking indicator i-
indicator, P, — Mmaster value i- indicator
v
The calculation of the integral indicator of competitiveness for determin-
ing the level of competitiveness of the enterprise
Vistage| @ = X", a,p;, where a; —weight coefficient i- indicator,
p; — relative indicator, n — the number of measured outcome
v
Selecting the stage of the enterprise life cycle
V1l stage
v
Positioning of the enterprise on the matrix in the stage Product Life Cy-
V111 stage cle/ Proguct Life-Style
The generalization of information for making decisions on a competitive
R strategy

Fig. 2. The scheme for assessing the competitiveness of the enterprise

Source: authors' development.
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Among the current trends of the wine industry in Ukraine, the following should
also be mentioned [14]:

— the preservation of the aging trend of vineyards, the shortage of table grape
and technical varieties of grapes;

— a lower level of consumption of grape wine in Ukraine compared to Europe.
If in France, Italy, Spain there is 55-60 liters per person, in Ukraine — about 6 liters
per person;

— the reduction of the grape wines production on the background of the general
increase in the consumption of alcoholic beverages;

— there is little or no support by the state of the industry in crisis conditions,
which concerns both administrative measures (for example, quotas or licensing)
and financial (duties, fees);

— Constrained tariff and non-tariff measures (excise duty on all types of wines,
including collectible, establishing quotas for ethyl alcohol).

— Opportunities and problems of the enterprise and their degree of priority
over competitors can be identified by constructing a profile of competitive ad-
vantages and potential squares.

— For example, LLC "Veles" has constructed competitive profiles for Public
Company "Koblevo™ (Table 1) and Private Limited Company "lzmail Winery", and
the square of the company's competitive capabilities (Table 2).

Table 1
Competitive profile LLC "Veles" about Public Company ""Koblevo"
e Worse Better Problem rat-
Characteristics -5 -4 |-3 |-2 |-1 0 +1(+2[+3|+4|+5 ing
1. Product price -— v
3. Product quality ///ir \Y
3. Realization network AT ]
4. Assortment &« I
5. Design of the bottle > i
Source: authors' development.
Table 2

The competitive profile of LLC ""Veles" regarding Private Limited Company
"lzmail Winery"

Characteristics Worse 0 Better Problem rat-
-5 1-4 |-3 -2 |-1 +1(+2[+3|+4|+5 ing
1. Product price AN Il
3. Product quality Y v
3. Realization network 4/// I
4. Assortment \L T
5. Design of the bottle I s Vv

Source: authors' development.
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In order to improve its competitive position in relation to Public Company "Ko-
blevo" and Private Limited Company "lzmail Winery", LLC "Veles" it is necessary
to pay attention to the problem of product implementation. The development and
implementation of the marketing policies of the company should be based on good
knowledge of the markets (external environment) and opportunities of the enter-
prise (internal environment). In other words, it is based on the material that can be
obtained as a result of a full-scale analytical and selling marketing function. Then it
is urgent to improve the range of goods. The key point in the conquest of positions
in the market with regard to numerous competitors there is a timely preparation and
organization of the production of new types of products. Next to the importance of
Public Company "Koblevo", according to the competitive profile of the company,
there are problems with the design of the bottle. On the contrary, Private Limited
Company "lzmail Winery" has significant competitive advantages due to bottle
design.

Considering that the elements of enterprise potential are always "working" to-
gether, then they can be both a common and an isolated dimension. A joint assess-
ment of the elements makes it possible to determine the magnitude of the potential.
However, this method does not give an idea of the size of its individual elements
and thereby deprives the possibility of increasing the efficiency of the formation
and use of production potential by maneuvering with the structure of the enterprise.
The separate measurement of production potential elements does not have these
drawbacks. The economic information about LLC "Veles" and other winemaking
enterprises is presented in the Table 3-6 (the evaluation was carried out using ex-
pert methods and financial reporting of enterprises).

Table 3
Manufacture, distribution and commodity marketing

Indicator k I I \Y; Vv

y |Estima-

tion Rating

1. Production volume,

ths. UAH 1,2 | 5076 5 15495| 172906 | 222 253 | 52 206

2. Product quality, % 1,25 | 90,2 2 82,3 93,2 89,9 87,8

3. Returns on assets 1,1 1,95 4 0,8 36,32 4,05 4,12
4. Capital-labor ratio 1,1 | 168,39 2 55,63 | 52,9 206,93 | 87,29
5. The number of con-

cluded supply contracts, | 1,05 | 304 4 280 678 560 378
items

6. Solvency 1,15 11 4 1,17 27,94 1,05 0,9
7. Gross profitability of 115 a1 1 0.3 19,08 13,57 38
sales, %

Source: authors' development.
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Table 4
Organizational structure and management
|
Indicator K, [Estima-|___. I I v Vv
. Rating
tion
1. Quality management, points 12| 92 2 86 94 91 90
2. The effectiveness of the organi-
zational structure, points L1587 3 86 93 89 87
3. Staff under 45 years old, % 1,15/ 65 2 45 65 72 64
i 0 1 -
4. Educatlon level, % higher edu 105 49 5 45 48 56 47
cation
5. Labor Fund, ths. UAH 12| 779 5 2974 198 568,7 | 298,7
6. Labor productivity, ths UAH 1,25/ 13358 | 4 [108,36|1921,18|838,69|360,04
Source: authors' development.
Table 5
Marketing
I
Indicator K, [Estima-]_ .. I i | v | v
. Rating
tion
1. Scope of delivery on the domestic 12 67 5 87 93 | 87 73
market, %
2. The level of compliance with con-
tractual terms with customers (fines, | 1,15| 3500 2 2800 |3900 | 4580 | 3790
UAH)
- - — ——
3. Financing advertising activity,% 115| 0,09 3 0,08 | 072|089 003
total costs
4. Corporate style, points 1,15| 67 3 58 78 | 74 67
5. Per unit production ost, UAH 1,1 36 3 375 | 39 | 35 34
6. The expenses for innovation activi-
ty, ths. UAH 1,25| 230 4 150 | 450 | 480 | 245
Source: authors' development.
Table 6
Finance
|
Indicator k, |Standard[Estima-]_ . | I | 1[IV |V
. Rating
tion
1. Liquidity adequacy ratio 1,25 2-3 0,89 3 0,85/2,57|1,05|0,74
2. Acid-test ratio 11 1-2 0,6 2 |0,53| 1,7 {0,39|0,35
_3. The turnover of material goods 1.25 15 0.83 4 l079] 452317
in stock
4. Receivable turnover 1,15 lincreasing| 8,44 1 1579733 |51
5. Inventory turnover ratio 1,1 |increasing| 0,63 5 10,91|1,54|2,34| 1,8
6. The financial autonomy ratio 1,15 until 0,7 | 0,26 4 0,17|0,72| 1 |0,48

Source: authors' development.

112 ISSN 2663-6557. Economy and Forecasting. 2019, 1




Assessing the competitiveness of a wine-making enterprise as... @

For each indicator, the optimal value is determined by taking into account the
sensitivity K, and the ranking of enterprises with the definition of the sum of rank-
ings is carried out.

For an enterprise that is analyzed there is the sum of rankings (P,) received in
the course of rating according to each function block by formula (1):

n
Py =2a; *k,, @
i=1
where Pj — the sum of rankings;
a; — matrix input information;

k,— sensitivity coefficient.

P; =1,2*5+1,25%2+1,1*4+1,1*2+1,05*4+1,15*4+1,15*1 = 25,05
P, =1,2*2+1,15%3+1,15*%2+1,05*2+1,2*5+1,25*4+1,15*1 = 21,25
P3=1,2*5+1,15*2+1,15*3+1,15*3+1,1*34+1,25*%4= 23,5
P4=1,25*%3+1,1*%2+1,25%4+1,15*1+1,1*5+1,15*4 = 22,2

The sum of rankings received during the rating is transformed into the length of
the vector, which creates the square of the potential of the enterprise. Consequent-

ly, the length of the vector that creates the potential square of the enterprise ( B, ,
ne k=1, 2, 2) (where k =1, 2, 2) is found using the formula (2):

100% 2)
>k, *n*(m-1)

B, =100% — (P; — >_k, *n)

where Pj — the sum of rankings;
k,— sensitivity coefficient;
n — the volume of indexes;
m — the number of enterprises.

B, —100% — (25,05 — 8) * —00%0_ = 46,72 %
8*(5-1)

100% =49,13 %

B, =100% — (21,25 —7)* ———— > _
7*(5-1)

0,
B, —100% — (23,5 — 7)* —00%__=41,09 %
7*(5-1)

B, =100% — (22,2 —7) *%z 54,26 %.

Having defined the length of all vectors, we create the square of the competitive
capabilities of LLC "Veles" (Table 7, Diagram 3).
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Table 7
Initial values for constructing a square of competitive opportunities

Vector length

Indicator
| 1] 1 v Vv

Distribution and marketing of 4672 17.96 78.9 64.06 3875
goods

Organizational structure and man- 4913 20,56 79,29 82,86 50,02
agement

Marketing 41,09 37,34 63,41 66,97 41,27
Finance 54,26 8,43 87,86 81,65 33,24

Source: authors' development.

Purchasing, distribution and
commggity marketing

4()

Organizational structure and
management

Finance

Marketing

Fig. 3. The square of the competitive capabilities LLC ""Veles"

Source: authors' development.

Thus, LLC "Veles" compared with other competitor companies has an average
level of competitive abilities. In particular this enterprise is characterized by the
same opportunities with the competitor of Private Limited Company "lzmail Win-
ery" in the field of organizational structure and management. In order to improve
its competitive position, an enterprise needs to increase sales volumes on the do-
mestic market by expanding the range and intensifying its export activities.

Focusing on the strengths and taking measures to eliminate "narrow places"” in
activities with opportunities and threats, this enterprise has the opportunity to func-
tion effectively in a changing market environment.

In determining the level of competitiveness of winemaking enterprises, an ob-
jective result can be obtained expert way that is based on the main economic indi-
cators that characterize the activity of enterprises. As basic indicators we will ac-
cept: production volume; worker productivity; capital-labor ratio; returns on assets;
gross profitability of sales; payroll budget; enterprise solvency; commodity mix;
product competitive power is one of the most important components that compre-
hensively assesses product characteristics and can serve as the basis for the compa-
ny to exit its products to new markets [15].
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In order to determine the level of competitiveness of vine producers, we will
evaluate the competitiveness of products using the differential method. The differ-
ential method is based on the use of individual indicators of competitiveness.

In the differential method, parametric indices are constructed according to the
formula (3) [16]:

Py
. = —k , 3
%=1 ®3)
where P — the value of the i- indicator,
F:d — indicator basic values,
k — commodity mix.

Using formula (3), let's calculate the level of competitiveness of products in Ta-
ble 8.

Thus, the most competitive products are the wines produced by "Industrial and
Commercial Company Shabo", because the company has the highest single and
aggregate indices of competitiveness; Wales produced by LLC "Veles" ranked sec-
ond in the results of the analysis of products competitiveness.

Table 8
The calculation indicators of competitiveness of products
by a differential method
I II I v \Y,
Indicators k |Pi6 I I I I I
Transparency 0,410} 9 | 0,126 | 8 |0,112| 9 |0,126| 8 |0,112|10| 0,14
Color 0,16 10|10 0,16 | 9]0,114| 9 |0,144|10| 0,16 | 9 | 0,144
Taste 021010} 02 |9|0,18 |10| 0,2 | 9] 0,18 |10| 0,2
Mass fraction of | 1 19| 9 | 0,00 |8 | 008 | 9| 009 |9 0090|009
ethanol, %
Bouquet 021|109 |018 (9] 0218 |10| 0,2 |10| 0,2 | 8| 0,16
Wholesale price 02|10|9|018 (9(018|9|018|9|018 |9 | 0,18
Product competi- 0936 | |085| |o094| |o092| 0914
tiveness

Source: authors' development.

Since the main economic indicators are measured in different units (Table 4 —
Table 5), then in this form they can not form one value. Therefore, we transform
them into dimensionless form, using the following formula (4) [16]:

P. = Pie —Pigp

, (4)
Pirt —Pigp
where p;; — i-relative indicators,
pigp — discarded (the worst permissible) value i- indicator.
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The economic indicators of the enterprise in the dimensionless form are shown
in the Table 9.

If you compile the resulting dimensionless metrics, then the aggregate indicator
will not adequately reflect the competitiveness of the enterprise, because when
compiling it does not take into account the significance of each indicator. In order
to get the integral index of competitiveness, the following formula (5) [16] is used:
relative indicators

Q =X1aDp; , (%)

where 3; — weight coefficient i-indicator,
p; — relative indicators,
n — the number of measured indicators.
Table 9
The competitiveness level of winemaking enterprises

I 1T 111 v \%

Indicators 3

Bi Q P Q of Q Bi Q Bi Q

Business 0110050005 0 | 0 [077]0077] 1 | 01 | 0,220,022
capacity
Worker

Ny 010020002 o | o | 1| 01]04]|004]|014 0014
productivity
f:t'[i’(')ta"'abor 0,05| 0,75 [0,037]0,0210001] 0 | 0 | 1 |005] 0220011
Return on 005| o | o |003l0002| 1 |0,05]0,09|0005 01 |0005
assets
Grossprofit | o1 1 1 | 01| 0 | o |048|0048 033]0033| 009 |0,000
margin

Payroll budget | 0,05| 0 0 (044|0022|0,24|0,012] 1 | 0,05 | 0,45 |0,023

Paying capacity

of the 01| o | o [001]0001] 1 | 01 |001|0,001| 0,01 |0,001
enterprise

Range of 0,15| 0,07 | 001 [0,07] 001 | 1 | 0,15 |033(0,049| 0,22 0,033
commodities

Product

competitive 0,3 10,936| 0,28 | 0,85|0,253|0,94 |0,282|0,920,277|0,914 0,275
power

Integral

o 0,436 0,281 0,819 0,605 0,392
indicator

Source: authors' development.

There are a large number of models and matrices in order to formulate and se-
lect a strategy, one of this is the ADL matrix. The basis of this approach is the con-
cept of the life cycle of the industry or business unit. According to this approach
each business unit has four development stages: introduction, growth, maturity and
decline. Another parameter is the company's competitive position: dominant,
strong, favorable, reliable and weak [12].
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LLC "Veles" is at the stage of its life cycle — decline, because it contains the
majority of indicators with the exception of profits, consumers and key marketing
tools. Public Company "Bolgrad Wine Factory" is at the stage of maturity. Profit
and cash flows are reduced. The price is reduced in order to differentiate with new
products. LLC "Industrial and Trading Company Shabo" and Public Company
"Koblevo" are at the stage of maturity of the life cycle. In this phase, profit reaches
its maximum and begins to decrease due to additional costs to maintain the com-
petitiveness of goods for advertising, sales promotion. Private Limited Company
"lIzmail Winery" refers to the phase of growth which is characterized by a substan-

Assessing the competitiveness of a wine-making enterprise as...

tial increase in sales and profit growth (Table 10).

Table 10
The stages of the life cycle of winemaking enterprises
The situation of the enterprise The stages of the life cycle

and market situation birth growth | maturity | ageing
Volume of sales LI,V I, IV
Profit/Income I v I, v 11
Cash flow I IV I, vV 11
Consumers I \Y 1L, III, IV
A number of competitors LV I, IV 11
Strategic targets, sales pattern v, v I 11, 111
Selling outlays | Y IL 110, IV
Key marketing tools I v,V I1, 111
Product LV IL, 1O1, IV
Price LIV,V 11 I

Note: I — LLC "Veles" II — Public Company "Bolgrad Wine Factory", III — LLC "Industrial and
Trading Company Shabo", IV — Public Company "Koblevo", V — Private Limited Company "lz-
mail Winery".

Source: authors' development.

Based on the calculations, we can construct an ADL matrix (Fig. 4) for the for-
mation and implementation of a competitive strategy of enterprises.

The calculations show that the largest enterprise has the highest level of com-
petitiveness — it is LLC "Industrial and trading company Shabo", because it has the
highest level of competitiveness among competitors and other indicators are at a
high level. LLC "Veles" takes the third place, giving way to LLC "Industrial and
trading company Shabo" and Public Company "Koblevo" due to the low level of
return on assets and solvency of the enterprise.

Thus, for each individual vine producer, appropriate recommendations are made
regarding its economic behavior in order to increase or maintain a high level of
competitiveness and development:

— LLC "Veles" — a favorable competitive position at the stage of growth. Rec-
ommended strategy — increasing the volume of sales in the domestic market by
expanding the range and intensifying export activity;
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Life cycle stages :>

Decline

Introduction

Competitive
capacity of
enterprises

L

- output area I-LLC "Veles"

- - the evidence zone of sustain- 1T — Public Company "Bolgrad

ability Wine Factory"
- the zone of selective devel- III — LLC "Industrial and Trad-
opment ing Company Shabo"

- - the zone of natural develop- IV — Public Company "Ko-
ment blevo"

V — Private Limited Company
"Izmail Winery"

Fig. 4. Matrix ADL

Source: authors' development.

— Public Company "Bolgrad Wine Factory" — unstable competitive position at
the stage of decline. Recommended strategy — cost reduction;

— LLC "Industrial and trading company Shabo™ — the dominant position at the
stage of maturity. Recommended strategy — maintaining positions and maintaining
market share in the manufacture;

— Public Company "Koblevo" — strong competitive position at the stage of ma-
turity. Recommended strategy — capture market niches and strong differentiation;

— Private Limited Company "Izmail Winery" — strong competitive position
at the stage of growth. Recommended strategy — capture market niches, differ-
entiation and strengthening the quality of goods. For example, LLC "Veles"
developed a model for the formation and implementation of a competitive strat-

egy (Fig. b).
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The aim of the strategy: to provide

competitive advantages of LLC "Veles"

Results: the satisfaction of consumer
inquiries more effective compared
with competitors means

The identification of the sources of

competitive adva1ntages LLC "Veles"

Results: determining the company's
affiliation to a competitive strategy:
— power strategy;

— adaptive strategy;

—niche strategy;

— pioneering strategy

' «

v v
Quality of Adaptability to
production innovations

| 1
v

Defining the objectives of the competition strategy

v

| «—

Growth of the
market share of
the enterprise

|

Diversification

Diversification

of products of markets

Results: ranking strategic tasks based
on market environment analysis and
internal capabilities:

— the growth rate of commodity
markets;

— competitive positions of enterprises
in the market;

— motives and types of competitors’
behavior;

— competitiveness of goods and
consumer preferences

v

Determining ways to implement a competition strategy

v

)

T

The expansion of
product range

The expansion of sales
in the foreign market

Results: the use of procedures:
— development strategy;

— structure;

— strategy and mission;

— staff;

— processes and technologies;
— culture, style;

— the system of reward

Fig. 5. The formation and implementation model of a competitive
strategy for LLC ""Veles"

Source: authors' development.

Also, due to increase the competitiveness of wine-making enterprises some
measures have been proposed such as: to reduce raw material shortages, to organ-
ize the production and sale of wine in the integration structure. This process in-
cludes grape producers, wine, transporters, traders and packaging enterprises. An
essential reserve for increasing competitiveness for all winemaking enterprises is
the processing of waste from winemaking, because they have valuable qualities and
bring high added value.

Conclusions

Today, the assessment of the enterprise competitiveness is an important condi-
tion for the formation of the state policy of economic security, regional and sectoral
policies. The methodical approach to the complex assessment of the enterprise
competitiveness is proposed. It is based on the analysis of its technological, manu-
facturing, financial, organizational and sales opportunities, the complex application
of the traditional financial and economic approach and the assessment of the prod-
ucts competitiveness using the differential method. This method provides the op-
portunity to obtain reliable estimates for the adoption of reasonable decisions on
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competitiveness and development orientation. The final stage of the system for as-
sessing the competitiveness of the enterprise is proposed to use the matrix of com-
plex assessment of the competitiveness level of the enterprise. It is based on a defi-
nite integral indicator of competitiveness and the stage of the life cycle of the
enterprise. The proposed matrix defines the potential of the enterprise and
measures that are necessary to ensure the desired competitive positions.

The use of the proposed methodology allowed us to assess the level of competitive-
ness of winemaking enterprises in Odesa and Mykolaiv regions and to make their rank-
ing. The leaders are LLC "Industrial and trading company Shabo™ and Public Compa-
ny "Koblevo". On the basis of a comprehensive assessment of the competitiveness of
winemaking enterprises, two ways to achieve optimal functioning and development are
proposed: focusing on the production of low-priced wines or providing new qualitative
and flavoring products, the use of new technologies, and the creation of a new brand to
meet the needs of consumers of high-priced segments. In order to solve the problems in
the wine industry, today it is necessary to focus the producers on the needs of consum-
ers, improve product quality, introduce innovations, qualitative employment of re-
sources and improvement of working conditions. The extension of vineyards space,
increasing the level of wine quality, reducing the amount of falsification, introducing
into organic wines production, developing the infrastructure of the agrarian market and
channels of product sales, solving the problems of organizational and legal nature will
contribute to improving the state of the wine market in Ukraine and will help Ukrainian
enterprises become more competitive.
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OIIHKA KOHKYPEHTOCIHPOMOXKHOCTI BUHOPOBHOI'O
HIAIMPUEMCTBA SIK IHCTPYMEHT YIIPABJIIHHS IOT'O
PO3BUTKOM

Po3kpuTO CyTh aBTOPCHKOTO IMiJXOMy 1 METOJMYHOTO iHCTPYMEHTApil0 OLIHKH
KOHKYPEHTOCITPOMO>KHOCTI BHHOPOOHOTO MiIPUEMCTBA HA TIEBHIN (a3i Horo exo-
HOMIYHOT'O PO3BUTKY 3 YpaxyBaHHSM KOMIUIEKCY IMMOKa3HHKIB, SKi XapaKTepU3ylOTh
yC1 HampsIMU JTiSUTBHOCTI MiANPUEMCTBA 1 (GOPMYIOTh PiBEHb HOTO KOHKYPEHTOCII-
POMOXKHOCTI. Y3araJbHEHO METOAWYHI MiAXOIH 0 OIIHKH KOHKYPEHTOCIIPOMOX-
HOCTI MiANPUEMCTBA, 3aIPOIOHOBAHO IMOEJHAHHS IHTETPaJbHOTO 1 MaTPUYHOIO
MIIXOMIB, O iICTOTHO PO3IIMPIOE METOAMYHI MOMIIMBOCTI OITIHKH Ta JTa€ MOKJIH-
BiCTh OUITBII TIOOKO OOTPYHTOBYBATH YIPABIIHCHKI PillIeHHS 1010 3a0e3rmeueHHs
PO3BUTKY MiANPHEMCTBA.
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[IpoananizoBaHO Cy4YacHHWA CTaH BHHOPOOHOI ramxy3i YkpaiHdh, B TOMY YHCII
(hakTopH, SKi CTPUMYIOTH 1 PO3BUTOK, Ta MEPEIYMOBHU Ui MaiiOyTHHOTO 3pOCTaH-
Hi. HaBeneHo pesynpraTul anpoOariii METOAMYHOTO IHCTPYMEHTAPIiI0 Ha MPUKIIAIL
I'STH BUHOPOOHUX mianpueMcTB Omeckkoi Ta MukomaiBchkoi oomacteid. Ha ocHoO-
Bi JAHUX €KCIIEPTHOTO aHali3y Ta (piHaHCOBOI 3BITHOCTI 0Oy 10BaHO Mpodisi KOH-
KYpPEHTHHUX TepeBar MiAIPUEMCTB 1 JaHO OIIHKY BEIMYMHH iX MMOTEHIIaTy 3a eJe-
MEHTaMH: "BHPOOHHUIITBO, PO3MOILT i 30yT mpomykmii", "opraHizamiiHa CTpyKTypa
Ta MEeHeKMEHT", "MapkeTHHr" Ta "¢iHancu". 3pobiaeHo po3paxyHOK OJUHUYHUX
MOKa3HUKIB KOHKYPEHTOCHPOMOXKHOCTI TMPOAYKIil Au(epeHIlialbHUM METOI0M,
BH3HAYCHO HOPMOBaHI 3HAYCHHS €KOHOMIYHHMX ITOKAa3HHUKIB 1 pO3paXxOBaHO iHTET-
paJIbHUH MMOKa3HUK KOHKYPEHTOCIIPOMOXKHOCTI. [10o€JHaHHS OLIIHKM KOHKYPEHTOC-
MIPOMOXKHOCTI Ta CTafil )KUTTEBOTO MUKy OTIOMOTIJIO BiJIOOPa3UTH MO3HUIIII0 KOXK-
HOTO 3 BHHOpPOOHMX miampueMcTB Omechkoi 00JIacTi B MaTpHUIli KOMIUIEKCHOTO
OLIIHIOBAaHHS PiBHS KOHKYPEHTOCIPOMOXKHOCTI Ta 3alpOIOHyBaTH TPAEKTOPIIO PO3-
BHUTKY. BUsBIIEHO pe3epBH 1 po3poOIeHO BiMMOBITHI peKOMEHIAITI] III0I0 TOBEIiH-
KM BUHOPOOHHMX TIAIPHEMCTB 1 HEOOX1THUX OpTaHi3alliiHUX 3MiH IS i IBUIICHHS
CTIMKOCTI iX PO3BUTKY 1 KOHKYPEHTOCIIPOMOKHOCTI.

Knrouosi cnosa: cmpamezis po3sumky, oyinka KOHKYPEHMOCIPOMONCHOCHI GUHOPOOHO20
nIONPUEMCMBA, KOHKYPEHIMOCTPOMONCHICIb NPOoOyKYyii, modens ADL, keadpam KOHKYpeHm-
HUX MOJICTUBOCET, KOHKYDEHMHI nepesazi
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OIEHKA KOHKYPEHTOCIIOCOBHOCTHU BUHOJAEJBYECKOI'O
HNPEANNPUATUA KAK HHCTPYMEHT YIIPABJIEHUSA EI'O
PA3SBUTUEM

PackpebiTa CyTh aBTOPCKOTO MOAX0Ja U METOJMYECKOI0 HHCTPYMEHTAapHsl OLCH-
KM KOHKYPEHTOCIIOCOOHOCTH MPEANIPUATHS Ha ONpeAesieHHOH (a3ze ero 3KOHOMHU-
YECKOT'0 pa3BUTHA C YYETOM KOMIUIEKCa IIOKas3aTelel, KOTOPbIE XapaKTepU3ylT
BCE HampaBlICHUs NESTEIBHOCTU MPEANPHUITUS U (OPMUPYIOT YPOBEHb €TO KOHKY-
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PEHTOCTIOCOOHOCTH. ABTOpaMH 00OOIIEHBI METOMUYECKHE IOIXOIBI K OIICHKE
KOHKYPEHTOCIIOCOOHOCTH pennpusrus. [IpeanaraeMmoe couetaHre HHTETPAILHOTO
U MaTpU4YHOT'O IMOJAXOA0B CYHICCTBEHHO PACIOIHUPACT METOANMYCCKHUE BO3MOXKXHOCTU
OIICHKH, TTO3BOJIIET OoJiee TITyOOKO 0OOCHOBBIBATH COCTAB YIIPaBICHUCCKUX pele-
HUHl 10 00eclevYeHnto pa3BUTUs npeanpusarus. [IpoaHamTu3upoBaHO COBPEMEHHOE
COCTOSIHME BHHOJAENHYECKON OTpaciv YKpawHbI, B TOM 4Hucle (HaKTOpbI, CAEPKHU-
BalOIIe €€ pa3BUTHE, U IPEINOCHUTKA U OyIymiero pocta. B ctathe mpuBoasITCS
pe3yNnbTaThl alpoOaluy METOJUIECKOTO HHCTPYMEHTAPUS Ha MIPUMEpE NSATH BUHO-
nenpaeckux npennpustuii Onecckoir 1 HukomaeBckoii obnacteit. Ha ocHOBe maH-
HBIX KCIIEPTHOTO aHajm3a W ()MHAHCOBOM OTYETHOCTH IOCTPOEHBI MPO(HIN KOH-
KYPEHTHBIX MIPEUMYIIECTB MPEANPHUATHI U JaHa OIIEHKA BETMYMHBI UX ITOTEHIIHAIa
MO 3JIeMEHTaM: "TIPOU3BOJCTBO, pacIpeleleHrne U COBIT mpoayKIuu', "opranusa-
IIMOHHAs CTPYKTypa M MeHemKkMeHT", "MapkeruHr" Ta "dwuHaHchel". IIpousBeneH
pacueT eIWHWUYHBIX IOKa3aTeled KOHKYPEHTOCIIOCOOHOCTH Mponykiuu audde-
pE€HIMAaJIbHBIM ME€TOJA0M, 3aTEM ONPECACIICHBI HOPMUPOBAHHBLIC 3HAYCHUS DKOHOMU-
YECKUX IMOKa3aTese  pacCYnTaH WHTeTPabHBIN ITOKa3aTelh KOHKYPEHTOCTIOC00-
HocTU. OOBeAMHEHHE OLEHKM KOHKYPEHTOCHOCOOHOCTH M CTaJuM >KU3HEHHOTO
[UKJIa JAJI0 BO3MOXHOCTH OTOOPA3UTh MO3UIMIO KaKJOTO W3 BHHOMEIHUECKUX
npeanpusaTuii Omecckoi 006JacTH B MaTpHUIle KOMITIEKCHOTO OICHUBAHUS YPOBHS
KOHKYPEHTOCHOCOOHOCTH W TPEAJIONKHUTH TPACKTOPHUIO Pa3BUTHUS. BBIABIECHBI pe-
3epBBI U Pa3pabOTaHBl COOTBETCTBYIONINE PEKOMEHIANN OTHOCHUTENHHO TOBEle-
HUSl BUHOJIEIBUECKUX TPEANPUATHI M HEOOXOJAMMBIX OpraHH3aIllOHHBIX U3MEHe-
HUM JUIs TOBBIIEHNS YCTOMYUBOCTH Pa3BUTHUS M KOHKYPEHTOCIIOCOOHOCTH.

Knrouesvie cnosa: cmpamezusn pazsumusl, oyeHka KOHKYPEHMOCHOCOOHOCTU GUHOOe by e-
CK020 Npeonpusmus, KOHKypeHmocnocooHocms npooykyuu, mooenv ADL, keadpam KOHKY-
PEHMHBIX 803MOJICHOCEL, KOHKYPEHMHble NPeUMyecmed
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