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THE THEORETICAL ASPECTS
OF COMPETITIVE ADVANTAGES AS AN OBJECT
OF MARKETING MANAGEMENT

The competitive advantage of the company lies at the heart of its success in the market. Competitive
advantage is the achievement of leadership in costs, the achievement of differentiation or the achieve-
ment of focus, this means that the company intends to become the best. Competitive advantages are
usually reduced to one of two basic advantages, this is the superiority in resources and positional supe-
riority. Thus, competitive advantage is defined as a significant competitive advantage over cost-sharing,
the results of which depend on the positioning strategy. The competitive war continues constantly, there-
fore there is no guarantee that competitive advantages will be maintained for a long time. In this regard,
understanding sources of sustainable competitive advantages has become an important area of research
in the field of marketing management.

The article reveals the essence and need for the formation of competitive advantages. The article
also analyzes the concept of competitive advantage. Having studied the relevant literature and analyzing
the articles of other scientists, the author emphasizes the need and development of marketing manage-
ment of competitive advantages.

The author offers theoretical models of competitive advantages, made based on models of other
authors, which will be useful in developing strategies within the framework of targeted assistance to
companies. It is important for companies to regularly monitor and analyze strategies of target competi-
tors in order to respond quickly to their actions, understand how to get ahead of them and always be in
high positions in order to survive and conquer the market.
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MapkeTnHrTik 6acKkapyAblH, MaKcaTbl peTiHAe
69ceKkeAecTiK apTbIKLUbIAbIKTAPAbIH, TEOPHUSIAbIK, acreKTiAepi

bacekeAik apTbIKLbIAbIKTAP K&CIMOPbIHAbI HAPbIKTA TAHbIMAA €Tir, HAPbIKTaFbl iC-OpEeKeT HOTUXKECIH
>KOFapbIAATbIN, 6ACEKEAIK KYLLTEP bIKMaAbIHAH KOpFaniAbl. bacekeAik apTbIKLIbIAbIKTAp OYA KOMMaHMst
Y3AiK OOAY YLLiH WbIFapMaLLIbIAbIK, CTPATErnsi KOAAAHa OTbIPbIN TOMEH LLbIFbIHAAP MEH AMddepeHLmaLms
apPKbIAbl apThIKLLbIAbIKTapFa Me 60Ay. bacekeAik apTbiKWbIAbIKTAP €Ki Herisri apTbiKWbIAbIKTapAaH
TypaAbl: OYA pecypcTapAarbl apTbIKLWbIAbIK, XOHE MO3MLUMSAABIK, aPTbIKLWbIAbIK. OHAIPIC WbIFbIHAAPbIH
TOMEHAETY apKbIAbl KOLOACLIbIAbIKKA XKETy >KOHe pPecypCTbiK, MYMKIHAIKTEPAI ManAasaHy apKbiAbl
AnddpepeHUMaUmsIAaHy CTpaTernsicbiHa CymeHy ae 6aceke KypeciHAe apTbIKWbIAbIKTAP 6epyi MyMKiH.
bacekeAecTik Kypec yHeMi >KaarFacyAa, COHAbIKTaH 68CeKkeAik apTbIKWbIAbIKTAP Y3akK, yakbIT 6oibl
caKTaAaTblHbIHA KemiAAIK >KOK. OcblfaH 06aiiA@HbICTbI, TYPaKTbl O8CEKEAIK apTbIKLIbIAbIKTAPAbIH
KO3AEpiH TYCiHY MapKeTHMHITIK 6ackapy CaAacbiHAAFbl 3ePTTEYAEPAIH MaHbI3AbI OaFbiTbiHA aiHAAAbI.

Makanapa 6acekeAik apTbIKILbIABIKTAPAbIH MOHI XOHEe OAapAbl KAAbINTACTbIPY KaXKeTTIAiri
KApacCTbIpbIAFAH >KOHEe 08CeKeAiK apTbIKIWbIAbIKTAP TY>KbIpbIMAAMaAapbiHAa TaAAQy >KacCaAfaH.
ABTOp 6acka aBTOpPAApAbIH MakKaAaAapblH TaAAar, 9AeOMeT Ke3AepiHe LWOAy >acarn 6acekeAik
APTbIKLWbIAbIKTAPABI MAPKETUHITIK 6GacKapyAbIH KQXKETTIAIMH aTarn KepceTeAi.
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TeopeTrnueckue acnekTbl KOHKYPEHTHbIX NMPEUMYLLLECTB
KaK 06beKTa MapKeTMHIOBOro yrpaBA€HUs!

KoHKypeHTHOe MpeuMyLLecTBO KOMMaHWM AEXMUT B OCHOBE ee YCMelHOW AesSTeAbHOCTM Ha
pbiHKe. KOHKYpeHTHOe MpeuMyLLLEeCTBO — 3TO AOCTMXKEHME AMAEPCTBa MO 3aTpaTtam, AOCTMXKEHUe
AndbdepeHLMaUmMn MAM XKe AOCTUXKeHMe (DOKyca, 3TO O3HauyaeT, uTo (Mpma HamepeBaeTCsl CTaTb
Aydwien. KOHKypeHTHble MNpeumyLLecTBa CBOASTCS, Kak MPaBMAO, K OAHOMY M3 ABYX 6a3oBbix
AOCTOMHCTB, 3TO MPEBOCXOACTBO B pecypcax M MO3MLUMOHHOE MPEBOCXOACTBO. Takum 06pasoMm,
KOHKYPEHTHOE MPEerMYLLECTBO OMNPEAEASIETCS KaK 3HAUMTEeAbHOE MPEUMYLLECTBO NMepeA KOHKYPEHTaMM
Mo pacrpeAeAeHMIo 3aTpaT, pe3yAbTaTbl KOTOPOro 3aBUCST OT CTpaTeruv Mo3MLUMOHUPOBAHUS.
KoHKypeHTHasi BoMHa NMPOAOAXKAETCS MOCTOSIHHO, MO3TOMY HET HMKAKOM rapaHTUM, YTO KOHKYPEHTHbIe
npenmyLLecTsa 6YAyT MOAAEPXKMBATLCS HAAOATO. B CBS3M C 3TUM NOHUMAHME MCTOUHMKOB YCTOMUMBbIX
KOHKYPEHTHbIX MPenMyLLIECTB CTAaAO BaXKHOM OOAACTbIO UCCAEAOBAHMI B 0OAACTM MapKETUHIOBOrO
yrpaBAEHMS.

B cratbe packpblBalOTCS CYWHOCTb WM HEOOXOAMMOCTb  (DOPMMPOBAHMS  KOHKYPEHTHbIX
NMPEeMMYLLECTB, CAEAAH aHAAM3 KOHLEMUMU KOHKYPEHTHbIX MPeuMyLLecTB. M3yumB COOTBETCTBYIOLLYIO
AMTEPATYPY M aHAAMBMPYS CTATbW APYTMX YUEHbIX, aBTOP MOAYEpPKMBAET HEOOXOAMMOCTb 1 Pa3BUTUE
MapKeTMHIOBOro ynpaBAE€HUS! KOHKYPEHTHbIMU MPenMyLLLeCTBaMM.

ABTOp npeaAaraer TeopeTuyeckMe MOAEAM KOHKYPEHTHbIX MPEUMYLLECTB, CAEAaHHble
Ha OCHOBE MOAEAEN APYruxX aBTOPOB, KOTOpble OyAyT MoAe3Hbl npu pas3paboTke cTpaTerunii B
pamKax LeAeHarnpaBAeHHOM MOMOLLM KOMMaHWsM. KOMMaHUSIM Ba>KHO PEryAsipHO OTCAEXMBaTb U
aQHAAM3MPOBaTb CTPATErMu LEAEBbIX KOHKYPEHTOB, 4TOObl ObICTPO pearnpoBatb Ha WX AENCTBUS,
MOHSATb, KAK MX ONEPEAUTH U BCerAa ObITb Ha BbICOKMX MO3MLMSX, AASI TOFO YTOObI BbIXKMTb 1 3aBOEBaThb

PbIHOK.

KaroueBble cAoBa: KOHKYPEeHTHbIe TpenMmMyllecTBa, KOHKYPEHTHas CTpaTternd, MapkKeTMHroBoe

yrpaBAeHue.

Introduction

Competition holds a special place in the theory
and practice of business. The concept of success
of any economic entity in the market is a paradox
with its victory in competition. The world economy
has become a conflict zone among the leading
countries, the development of the national economy
is characterized by ratings, position, shares.
Competitive companies act in the same way, but
the results of their work differ significantly. These
differences are related to the ability of companies to
resist competitive pressure or, in other words, their
competitiveness.

Every company in the market has a competitive
strategy that improves a rapidly changing business
environment and globalization in order to increase
profits and customer loyalty. The company is
constantly looking for new opportunities and the
ways to make their operations more efficient. For
some companies’ major important factors are

competitive strategies and plans for strengthening
the competitive advantage, while others focus on
the company’s growth, the number of operations
and investigations. Each company seeks to attract
new customers, and to retain them and to look for
ways for how better adapt to consumer needs and
satisfy them. The company does not need to offer
the lowest prices on the market and a better-quality
product than the competition, but it is important
to react faster than the competition in a changing
environment, adapt to market developments, as well
as innovation in the company’s activities.

Materials and methods

Competitive advantages make the company
popular in the market, increase market efficiency
and protect against the influence of competitive
forces. And what advantages should a company
compare with others in order to be competitive?
At the same time, the concept of «competitive
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advantages» is widely used together with the
concept of «competitiveness», which requires
constant improvement (modernization). But what
does this mean, what is the level and dynamics
of its definition, how is it measured and how is it
estimated?

The article purpose — analysis of the
competitive advantage’s theoretical aspects.
Research methods — scientific literature analysis,
comparison method.

Table 1 — Concept of competitive advantages

Literature review

Achieving competitive advantages, analyzing the
work of foreign scientists, raising competitiveness
of the company, shows that competitive advantages
are based on different priorities at various stages of
society development. Analyzing the evolution of the
development of modern competitive advantages,
it has allowed it to be divided into several stages
(Table 1).

Competitive advantage is at the heart of a firm’s performance in competitive markets. Competitive advantage
means having low costs, differentiation advantage, or a successful focus strategy. Competitive advantage
grows fundamentally out of value a firm is able to create for its buyers that exceeds the firm’s cost of creating it

The competitive advantage is more sustainable the greater the number of sources of cost or differentiation

The competitive advantage is considered sustainable if those resources are also nonimitable (i.e., cannot be
easily duplicated by competitors), nonsubstitutable (i.e., other resources cannot perform the same function),

Competitive advantage is a deceptively simple idea of assessing a company’s capabilities and market position
by how they give it advantage 4 relative to competitors’. Competitive advantages are ephemeral and only

Author Concept of competitive advantage
Porter (1980)
Ghemewat (1986) advantages
Barney (1997)
and nontransferable (i.e., cannot be acquired in the marketplace)
Kay (1993)
worth as much as the value that the market places on them
Hunt (2000)

Modern business strategy maintains that the strategic imperative of a firm should be sustained, superior
financial performance and the belief that this goal can be achieved through a sustainable competitive advantage
in the marketplace

Saloner, Shepard,
Podolny (2001)

Most forms of competitive advantage mean either that a firm can produce some service or product that its
customers’ value than those produced by competitors or that it can produce its service or product at a lower
cost than its competitors

Powell (2001)

Competitive advantage has generated a large volume of scholarly output, both theoretical and empirical; firms
do, by all accounts, attempt to identify, create and leverage competitive advantages; and competitive advantage
is universally accepted in strategic management courses and textbooks as an essential concept in strategy

Wang (2014)

Competitive advantage is obtained when an organization develops or acquires a set of attributes (or executes
actions) that allow it to outperform its competitors. The development of theories that help explain competitive
advantage has occupied the attention of the management community for the better part of half a century

Note: based on source (ISoraite, 2018)

Results and discussion

Lamben following the path of Porter gives the
following definition, competitive advantages are
the advantages of a particular brand of an enterprise
in comparison with its direct competitors. He says
that these qualities may be associated with the
goods themselves or with the additional services
that accompany them. These properties are relative
because they are determined by comparing their
positions in the market or in a market segment with
their competitors. It has two types of competitive
advantage.

ISSN 1563-0358
eISSN 2617-7161

1) External advantage is a distinctive feature of a
valuable product for the consumer, and therefore the
market power of the enterprise increases, so that the
company puts its price above its dominant competitor
and forces it into the market. The differentiation
strategy is based on external preferences.

2) Internal preferences are associated with
production costs and management methods. This
is important for the manufacturer, since it provides
maximum profitability, rational use of resources and
economic efficiency in comparison with the main
competitor. This is a low-cost leadership strategy
(Lamben et al., 2014).
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R.M. Grant takes a similar approach in its
work «Modern Strategic Analysis». It provides
a fundamentally clear definition of competitive
advantages: «If two or more firms operate in the
same market, one of them will have a competitive
advantage over the other, with a stable high level of
profit.» But if we compare competitive advantages
with the highest profitability, then why the concept
of competitive advantage is necessary, the author
does not describe the competitive advantages of
only high profits. A firm can opt out of profits for
the current period and conclude that it can invest

in increasing market share, technology, customer
loyalty, or bonus development.

R.M. Grant also shares competitive advantages as
Lamben on external and internal changes (Figure 1).

According to the author, in the long-term
prospect, the competitive advantage will be the
disruption of balance caused by changes. Changes
in the industry will be external and internal. In order
to provide competitive advantages for external
changes, they should not have the same impact on
the market firms (because of the firm’s resources,
capabilities, and strategic position).

How will the competitive advantages arise?

External sources of change:
—  Change in consumer demand,
—  Changes in prices;
—  Technological changes

Internal sources of changes

v

Uncertainty of resources
means a differentiated
effect

Some firms use changes
faster and more
effectively

And some companies are
more capable of creativity
and innovation

Figure 1 — Competitive advantages of the theory of R.M.Grant

The most abundant reference to the theory of
competition is M. Porter says competition is not
the size of a company, but a decisive choice of a
competitive strategy. In his opinion, itis notimportant
for a company to have a dominant position in the
market, and the right choice strategy will allow the
small company to be the industry leader. M.Porter
has led to the following three major strategies:

1) Leadership costs (according to author’s
terminology — lower competitive advantage);

2) leadership in differentiation (higher
competitive advantage);

3) concentration — loss or differentiation.

As can be seen in Figure 2, the horizontal axis
shows the highest price of the market, and the
vertical axis shows the cost of production. Both
values are expressed as a percentage of the dominant

competitor. Sitting in the lower left quadrant is
a cost leadership strategy followed by the upper
right quadrant — a differentiation strategy. Bisector
separates the positive and negative zones.

M. Porter says that these two types of competitive
advantages can not be accompanied simultaneously
because the origin is uneven and requires the
company’s skills and culture to have significant
differences from one another (Porter, 2005).

Russian scientist R. Fatkhutdinov has analyzed
M. Porter’s theoretical conclusions and concludes
that he can not be considered as a domestic one, but
as an American experience (Fatkhutdinov, 2000).
Recognizing that the author’s research is sound, we
do not fully agree with it. In our view, the strategies to
achieve competitive advantages offered by M. Porter
are of an applied nature for domestic businesses.

30 Xabapuibl. DxoHOMUKA cepusichl. Ned (126). 2018



Orazgaliyeva E.B.

In particular, achieving leadership by reducing
production costs is currently the most pressing
issue for most Kazakh businesses. Moreover,
having a specific marketplace with foreign goods
and products, relying on a differentiation strategy
using domestic resource capabilities can also give a
competitive advantage.

However, according to a study by Kim and
Robert Moborn, the experience of 1990-2000
shows that companies combining these two types
of competitive advantages have long-term benefits
from their profits. Thus, it is about why the
success of companies. According to Kim W. Chan,
Mauborgne R. the impact of competitive advantage
on a company’s strategy should be considered in
two ways to find the answer (Chan et al., 2004).

1) The structured approach is based on the theory
of industrial organization, and the structure of the
market seems to be shaped by «external» demand
and supply terms. These conditions determine
the behavior of buyers and sellers, which, in turn,
determine the overall performance of the company.
Changes are due to external factors: global economic
trends and technological innovation.

2) A restructuring approach based on the theory
of endogenous growth, according to which the forces
that change the structure of the market and determine
the situation in the industry manifest themselves
in the form of «internal» innovation. Schumpeter
«destructive effects» arise at any time due to the
implementation of new ideas of entrepreneurs in any
company.

competitor %
N

Unsuccessful
situation

The cost of the product, compared to the

The highest sale price, compared to the

competitor %
N

Flawless
situation

Figure 2 — Porter’s competitive advantages

According to Kotler, in the competition it is
important to develop competitive strategies that
would stand out from its competitors, but firstly
it is essential to know its market position, goals,
capacities and resources (Kotler et al., 2012).

Kotler distinguishes four different positions:

1. The leader — the company that owns the largest
market share in the industry. The Other company
adapts to its new products, price changes, product
distribution and support;

ISSN 1563-0358
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2. Contender for the leader its industry is in the
second position only to the leaders trying to capture
a larger market share, attacking the leader;

3. Follower — the company does not want to
change the situation in the market and will maintain
the current share of the market, fearing more to lose
than gain profit;

4. The niche filler — services to small segments
of the market, other companies go unnoticed or
ignored.
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This market position specifying the strategy take
the company or it could be viewed as a dangerous
competitor to the market leader, and it only serves
the remaining segments, which are not relevant to
large companies governing market conditions and
constantly seeking to conquer the rest of the market,
as the competitive struggle never ends.

Competitive advantage is divided
strategies:

1. Pricing strategy — important for companies
that produce and sell standardized products. The
idea is to reach a huge market and audience. In
order to take this strategy requires significant
investments that help increase productivity, and
improved product manufacturing processes of the
organization, interspersed products.

2. Distribution strategy — includes the company,
which produces and sells strongly individualized
goods. As products and services are unique, this
strategy allows the firm strongly dominate and also
promote the growing attention and an advantage
over the competition.

3 Recollection strategy — this strategy allows
the company to focus on narrow market segments
in which it will try to become superior to the
competitors, optimizing the allocation price. These
strategies take small and medium-sized firms, in
order to avoid direct contact with stronger rivals.

into 3

In summary, it can be said that competition is the
engine that encourages companies to quickly respond
to arising situations and adapt to the environment, to
follow competitors’ actions and mistakes, share and
learn from others. This is a business basis, which
drives companies to grow, innovate and of course to
meet the changing needs of their customers. Various
scientists do not agree on a precise definition of
competitive advantage but they reveal a variety of
factors, and analyze them in various aspects.

It is argued that competitive advantage is
influenced by the factors such as infrastructure, the
complexity of the business, labor and goods market
efficiency, financial market complexity, innovation,
technology, institutions of higher education and
training, and macroeconomics. It is also believed
that equally is important for both external as
internal factors. These factors determine whether
a company is able to defeat its rivals and lead the
market. Competition has its theoretical models
and competitive advantage in the development of
strategies As part of the targeted help companies
gain a competitive advantage over the competition.
It is important to regularly monitor and examine the
target competitors’ strategies to quickly respond to
their actions in order to grasp how to overcome them
and find themselves in the leadership position it, to
survive and conquer the market.

Determination Competitor Competitors'
company's * goals * strategies
competitors definition definition

Competitors' Competitors' ch'd'_“g
strengths and responses which rivals

* T e 10 T M attacking
evaluation and dodging

Figure 3 — Competitor analysis phases (Kotler et al., 2012)

The company, which wants to create an effective
marketing strategy, must get as much information
about their competitors as possible. It is important
to constantly analyze the differences between the
major competitors and their products, pricing,
sales support programs and distribution chains. In
carrying out these actions the company determines
its own potential strengths and weaknesses and
develops more effectively in its marketing campaign
against the competition.

In our opinion, these statements are not
contradictory (Lamben, Porter, Kotler, Kim and

Robert Moborne). Although each of them brings
their thoughts in a variety of words, they all say
that competitive advantages are based on external
factors or using the right internal resources.
Analysis of the work of foreign scientists
to improve the competitiveness of the company
and achieve competitive advantages showed that
competitive advantages are based on different
priorities, at different stages of the development of
society. Analyzing the evolution of the development
of modern competitive advantages, he made it
possible to divide it into several stages (Table 2).
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Table 2 — Evolution of the development of modern competitive advantages

Stages of
development Sample of competitive Features
.. Years
of competitive advantages
advantages
Stage 1 In the 70°s of the XX century BMG, McKlpsey Matrix, A resource approach as a source of
Competitive Force competitive advantages
Stage 2 80s of thg XX-th century — Reconstruction, reengincering Compliance w_1th the company’s
the beginning of the 90s «compressiony approach
From the 95s of the XX Formation of unique value through
Stage 3 century to the end of the Increased value, ecosystems improvement of production processes,
century product improvement, customer service
Joint competition, strategic Establishing partnerships with market
Stage 4 XXI century architecture, electronic participants, forming the future market,
corporate culture forming electronic culture
Conclusions can be attributed to the stages of the economy’s

Thus, as the above analysis shows, over the last
30 years, theories about competitive advantages
have been actively developed. We can conclude
that:

1) The prevailing intellectual component of the
theory of competitive advantages develops. In other
words, innovation, nonstandard solutions are of
paramount importance in competition. According to
the United Nations Development Program, currently
the share of physical capital (material wealth) is
16%, natural wealth — 20%, human capital — 61%. In
most developed countries the share of human capital
is 80%.

2) The development of the theory of competitive
advantages reflects the overall competition and
the development of the entire global economy,
and the emergence of competitive advantages

life cycle. That is why the current crisis in the
economy 1is characterized by a downturn and
requires the elaboration of appropriate competitive
strategies, such as reducing costs, reducing the
costs of companies, and implementing various
transformations. But today, these strategies require
innovative approach, based on existing practices.

3) The analysis shows that the competitiveness
of the companies is a dynamic indicator rather than
a constant indicator. In other words, one company
may always have different competitive advantages.
At present, a company with competitive advantages
over low costs may have advantages such as high
market share, high customer loyalty over a period.

4) Competitive advantages depend on external
and internal capabilities. Using those sources
rationally, combining a competitive edge with the
market, the company succeeds.
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