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COMPETITIVENESS OF GOODS AND
CLASSIFICATION OF INFLUENCE FACTORS
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HE RELEVANCE OF THE OBJECTIVE CAN BE DEMONSTRATED
TBY THE FACT THAT AFTER SIGNING OF THE ASSOCIATION
AGREEMENT BETWEEN THE REPUBLIC OF MOLDOVA AND THE
EUROPEAN UNION, THE ECONOMIC AGENTS HAVE RE-ORIENTATED
TOWARDS THE EUROPEAN MARKET, ALSO THE REQUIREMENTS FOR
GOODS ON THIS MARKET ARE EXTREMELY HIGH. MOLDOVAN GO-
0DS DO NOT MEET THESE REQUIREMENTS. IN ORDER FOR DOMES-
TIC ENTREPRENEURS NOT TO FAIL ON THE EUROPEAN MARKET; IT IS
NECESSARY TO PRECISE THE FACTORS OF THE COMPETITIVENESS OF
GOODS. STRUCTURING THE FACTORS INFLUENCING THE COMPETI-
TIVENESS OF PRODUCTS IMPROVES THE PRECISION OF ASSESSING
THE COMPETITIVE ADVANTAGES OF DOMESTIC GOODS, REVEALS
THE DISADVANTAGES.

During period of trade embargoes, Moldovan go-
ods lost the Russian market. The introduction of new
economical sanctions by the US, has forced Russian
Government to promote the policy of substitution
of imports. This policy is advantageous for the eco-
nomy of this state, but it reduces the hope of Mol-
dovan entrepreneurs to regain the Russian market.
For example, in the period 2013-2017, the volume
of vegetable harvesting in the Russian Federation
increased by 1,700 thousand tons [11], while the vo-
lume of deliveries of vegetables from the Republic of
Moldova to the Russia in 2013 (before the sanction
period) constituted only 13 thousand tons [12].
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Moldovan exporters will be able to deliver their
products to the Russian market only if the com-
modities will be more competitive than the similar
merchandises offered by other Russian entreprene-
urs. Therefore, in order for domestic producers to
profitably export their goods to the Eastern market
or to the Western market, they must increase the
competitiveness of the products supplied.

In this way, there is extremely important to study
the competitiveness of goods, factors of influence and
to elaborate measures for increasing competitiveness.

The scientific approach of the topic in the li-
terature

There is no unique approach to the competitive-
ness of goods in the literature. Economists N. Safiullyn
and L. Safiullyn claim that “there should be no such
definition. The essence of the definition of competiti-
veness depends only on the object that is researched”
[7, pp. 51. In the author’s view, a broad-based definiti-
on which will include the most features of competiti-
veness cannot be elaborated, but a narrow definition
which will describe basic features can be developed.

M. Porter, G. Azoev and A. Celencov, and most
scholars in their survey study the competitive ad-
vantage of an enterprise and not of merchandise.
Although J. Lambin in his work mentions to the
competitive advantage of product, yet the object
of the research is the competitive advantage of the
enterprise. In 2016, J. Lambin and C. Moerloose pu-



blished the study “Marketing Stratégique et Opéra-
tionnel. La Démarche Marketing Dans Léconomie
Numérique”. Scientists in this book have defined
the competitiveness of goods as “the ability and
distinctive qualities of the product to better meet
the needs of the segment of market compared to
its direct competitors”[5, pp. 4]. This definition does
not take into account the period of time and profi-
tability of the commaodity for the producer.

A. Azrilian defines competitiveness as “a pro-
perty of commodity, service, or subject of market
relations to act on the market equally with similar
products, services or competing subjects of market
relations” [10, pp. 375]. The shortcomings of this
definition are that it does not specify the period of
time and does not take into account the satisfaction
of consumers’ requirements.

The author has developed the following definiti-
on: “competitiveness of goods represents its ability to
satisfy consumer’s expectations maximal and to cor-
respond technical, economic, environmental, service
and other characteristics, compared to analogue and
substitutes goods of competitors in this period and to
be profitable on the given market”[3, pp. 62].

“The definition of competitiveness of product
should integrate both the factorial approach and
approach based on the final result” [7, pp. 10]. The
developed definition meets this requirement.

Scientists applying the factorial approach distin-
guish a set of factors that determine the competiti-
veness of goods. Two factors, quality and price are
present in the approaches of most scientists, but the
other factors that are included in classification differ
from one author to another. In R. Fathutdinov’s view,
“the factors of competitiveness are: quality, price,
consumption-related expenses and quality of ser-
vice in the period of use”[9, pp. 218]. Economists N.
Safiullyn and L. Safiullyn, relying on the classification
of competitive advantages proposed by R. Fathu-
tdinov, consider that the main groups of factors of
competitiveness are: quality, price, marketing [7, pp.
13]. R. Fathutdinov, in another work entitled “Compe-
titiveness: Economy, Strategy, Management’, divided
the factors listed above into two groups: internal fac-
tors and external factors [8, pp. 153-154].

All types of classification of factors can be divi-
ded into two groups: in the first group, the price is
associated with the sales price; and in the second

group - with the total price for purchase and use
(sum of the sale price and expenses related to the
transportation and utilization of merchandise).
The author shares the opinion of those economists
whose classifications are ranked in the first group.

Panayiotis P. Athanasoglou, Constantina Backinezos
and Evangelia A. Georgiou divide the factors of compe-
titiveness of goods in two groups: price and non-price
factors. As with most scholars, Greek economists, when
studying the competitiveness of commaodity, research
the competitiveness of domestic product on the fo-
reign market and do not examination competitiveness
on the internal market. From their point of view, non-
price factors are “product quality, services related to ex-
port activity, delivery time, etc’[2, pp. 18].

Economists Marija Andjelkovi¢-Pesi¢, Vesna Jan-
kovi¢-Mili¢ and Jelena Stankovi¢ were inspired by
the work written by R. B. Chase, F. R. Jacobs and N. J.
Aquilano “Operations Management for Competitive
Advantage”. They consider that “factors of competiti-
veness can be classified into three groups: cost (price
of goods), quality and reliability (the functionality of
the merchandise and the continuous fulfilment of
the requirements of the clients), time and flexibility
(commodity is delivered on time, the launch of new
products and the implementation of modern tech-
nologies is done in a short time)"[1, pp. 152].

Although scholars believe that quality is one of
the basic factors of the competitiveness of goods,
they frequently study the quality to analyze its im-
pact on the financial result of enterprise. The resear-
ch by Serbian economists in the article “Significan-
ce of Business Quality Management for Increasing
Competitiveness of Serbian Economy”is reduced to
studying ways to improve merchandise quality as a
result of applying the concepts: Just-In-Time, Total
Quality Management (TQM), Six Sigma [1, pp. 158].

The classifications proposed by R. Fathutdinov,
N. Safiullyn and L. Safiullyn are from the second gro-
up. They claim that one of the most important com-
ponents of the product’s competitiveness is the pri-
ce factor,“which includes the consumer’s total costs
(consumer price), cost of purchase and operation of
commodity over the entire life of the product. Total
consumer costs generally include permanent and
non-recurring costs”[7, pp. 13].

Rafel M. and Rafel N., in their paper “How to Win
Customers’, suggest the idea of highlighting the fol-
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lowing groups of factors: geographic, demographic
and social. For example, geographical location of the
market of commodity, population density, buyer in-
come level, type of their activity, the way and the life-
style of the clients, the ethnic characteristics, the av-
erage age, the number of competitors and the type
of competition, etc. [6, pp. 29]. This classification is
not the best because it does not include price, qual-
ity. Scientists take into account factors that relate to
the population, the buyers, but not the goods.

The opinion of scholars differs not only in terms
of classifying factors but also in determining the
priority of one factor relative to another. The scien-
tists N. Safiullyn and L. Safiullyn from the Republic
of Tatarstan claim that “the importance of factors,
with the undoubted priority of quality, can be ex-
pressed by the ratio: 3: 2: 1”[7, pp. 13].

Serbia’s economists Marija Andjelkovi¢-Pesi¢, Ve-
sna Jankovic¢-Mili¢ and Jelena Stankovi¢ drew up a

questionnaire to assess the degree of influence of
competitiveness factors on the buyer’s decision to
buy a certain commodity from a particular producer.
Analyzing the results of the polls conducted in 2009
and 2011 showed that “quality has the greatest influ-
ence on customer choice. A great impact on custom-
er choice has its service, while price and promotion,
as a means of providing competitive advantage, are
considered less important for customers from the
point of view of managers”[1, pp. 159].

Classifying factors of the competitiveness of
goods and studying the correlation between
factors

The author considers that the factors of compet-
itiveness of goods can be divided into the following
groups: price, quality, after-sales service, marketing
elements, psychological factors (Figure 1). The last
factor has never been investigated as a factor of
competitiveness in the scientific literature.
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Figure 1. Factors influencing the competitiveness of goods

Source: elaborated by the author
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The rating of factors of the competitiveness of
goods depends on the welfare level of the popu-
lation, the expectations regarding the sustainable
development of the economy, the preferences, tra-
ditions, etc.

Gross Domestic Product (GDP) per capita is the
indicator that reflects the well-being of the indige-
nous population. This indicator influences solvent
demand and consumer preferences. The latter two
indicators together with the cost of production,
consumer value, substitute goods, scientific and
technological progress, elements of non-observed
economy and innovations influence on the factors
of competitiveness of merchandise. If the manufac-
tured goods had been more competitive, the volu-

me of production of these commodities would be
higher, volume of exports would rise, sales in the in-
ternal market would be increasing, and finally, GDP
would be rising. The figure 1 shows not only the
factors influencing the competitiveness of product
but also the interdependence between the compe-
titiveness of goods and GDP per capita.

Competitiveness is a set of consumption and
value characteristics that can be evaluated using
a set of factors (Table 1). All factors of the goods’
competitiveness are closely correlated with each
other, both directly and indirectly (Figure 1). Chan-
ging one factor generates the change of others, and
ultimately changes the level of competitiveness of
commodity.

Classifier of factors which influence the competitiveness ofT::(IJedl
Factors Components
Price Producer price, wholesale price, retail price
Quality Technical and economic parameters, ecological compatibility, design

After-sales service

Availability of spare parts and repair shops

Marketing elements

Brand, the effectiveness of advertising, the ability to buy goods through modern means
of communication (Internet, mobile telephony), the energy efficiency label (for electrical
appliances), manufacturer’s reputation

Psychological factors

Commodity patriotism (the preference to buy the domestic goods), ostentatious con-
sumption, purchasing hand-made goods

Source: elaborated by the author

Namely the price serves as a primal factor in the
consumer’s intention to buy a certain good in the
state with low population welfare and a considera-
ble polarization of the society. Also it represents a
basic factor in the analysis of the competitiveness
of merchandise. If an expensive price is set for the
high-quality good and it is higher than the value gi-
ven for this merchandise by the consumer, then the
chance of selling this commodity is null. The price
of competitive good is set at the level that ensures
the satisfaction of interests of both the producers
(the profit) and the buyers (they get a normal good
at an affordable price).

The price of the good is influenced by the cost of
production and a number of other factors (Figure
1). Although in the Republic of Moldova the labour
cost is low, which is a source of competitive advan-
tage, other factors, such as energy resources and
transport costs, are expensive, they lead to a decre-
ase in the competitiveness of commodity.

In the article “External and internal factors of
competitiveness of domestic goods in the economy
of the Republic of Moldova’, the author analyzed
the correlation between product competitiveness
on foreign market and the export price index. The
obtained result showed that“there is an inverse cor-
relation between these two indices” [4, pp. 93], i.e.
the price increase leads to a decrease in the compe-
titiveness of merchandise.

One of the pillars of competitiveness is the qua-
lity of the good (Figure 1). Product quality means
a group of immanent features of the product, the
ability of the product to meet the buyer’s needs and
expectations.

The correlation between quality and competi-
tiveness is undeniable. The higher quality of the
goods ensures the higher competitiveness of this
product. Quality criteria are parameters that reflect
the needs and satisfaction of consumers (Table 1).
Improving quality leads to increased competiti-
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veness, but spending on quality increases lead to
price increases, and rising prices reduce the attrac-
tiveness of the good to the buyer. In the case of a
competitive commodity, the ratio between price
and quality is optimal.

Consumers differ by income level and by pre-
ferences. For some consumers, mostly pensioners,
the price is primal in buying decision, but for others
- the quality. However, the majority of rational con-
sumers, in assessing the competitiveness of goods,
are guided by both criteria. The degree of influence
of these two factors on the competitiveness of the
commodity, namely the price-quality ratio, is the
highest [4, pp. 91].

The competitiveness of merchandise and the
competitiveness of the enterprise are closely in-
terrelated. On the one hand, there is the enterprise
that cannot be competitive if its production is not
competitive (attractive for the buyer), and on the
other hand, there is the manufacturer’s reputation
that is one of the factors of product competitive-
ness (Table 1).

The buyer bears the costs related not only to the
purchase of the good but also to its use. In order
not to admit excessive consumption of electricity,
the consumer will rather buy household appliances
of the upper energy efficiency class (class A +++).
More competitive is a commodity whose operating
costs are lower. Therefore, the product, whose price
is low, but the cost of operation is high, is not most
competitive one. The rational buyer believes that
the most competitive is the goods with optimal ra-
tio between price and operating costs.

Advertising influences buyers’ preferences. From
the consumer’s point of view, the low-quality pro-
duct promoted through advertising is more attrac-
tive than the high-quality commodity for the pro-
motion of which advertising is not used.

“Psychological Factors” is the fifth pillar of com-
petitiveness of goods. This pillar as a factor of the
competitiveness of goods is neither described nor
included in the classifications developed by the
specialists in the given field. In the contemporary
period, the influence of this group of factors on the
competitiveness of the merchandise increases. One
of the components of this group of factors is “the
preference to buy the domestic goods” (Table 1).
Last one is manifested not only in relation to the na-
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tion, language, culture, but also in loyalty to domes-
tic goods, in order to support the native producer.

In countries where society’s polarization is high,
the influence of another factor, namely “ostenta-
tious consumption’, is significant. In the consumer’s
view, the commodity, even of the same quality, is
more competitive if it is purchased at a higher price
in a firm store because it reflects the position in so-
ciety.

The causes of the change in the structure of
the export of domestic goods

Both the structure of output and the structure of
export depend on the competitiveness of domestic
goods. In developed countries, there is the highest
share of high-tech products and high added-value
products. The economies of these countries are
aimed at improving the competitiveness of these
particular types of goods in order to increase both
GDP and the volume of exports and the inflow of
currency into the country. In order to achieve this
goal, all factors influencing the competitiveness of
goods (Figure 1) are taken into account, both do-
mestically and externally.

Developing countries with factor-driven econo-
mies mainly produce and export raw materials and
low added-value products. Moldova belongs to this
group of countries. From the point of view of high
technology and creation of added value, Moldovan
economy is degradation. Exports of processed
goods are reduced and exports of raw materials are
growing (Table 2). Domestic manufacturers in the
promotion of their products on the external mar-
ket do not take into account all the factors of com-
petitiveness of merchandise. The main factor that
exporters take into account is the price, and the
second factor, which they are taken into account by
importance, is quality.

Itis very difficult for Moldovan manufacturers to
reduce the price of their products. They are limited
in ways to reduce prices. There are many reasons.
Firstly, the price of energy resources and fuel is very
high, so the cost of production is also high. Domes-
tic entrepreneurs cannot influence the world price
of oil and natural gas. Secondly, state subsidies in
the European Union countries are ten times higher
than subsidies that Moldovan producers receive
from their state, which initially puts Moldovan pro-
ducers at a disadvantage.



According to the data of the National Bureau of
Statistics of the Republic of Moldova exports of live
bovine animals increased by 134.09 percent and

exports of meat of bovine animals increased by
315.58 percent in January - July of 2018 in compari-
son to January - July of 2014 (Table 2).

Table 2
Exports of some goods for January - July of 2014 and 2018
Seven months of Seven months of Percentage growth,
2014 2018 %

Code Goods 5 5 5 5 N N
Net weight, Price, Netweight, Price, Net weight Price
tons $/kg tons $/kg

Raw materials

0202 Meat of bovine animals, frozen 162.68 378 676.06 3.12 315.58 -17.48

0409  Natural honey 1058.37 3.53 1524.89 3.08 44.08 -12.64

0802 Other nuts, fresh or dried, whether or not shelled 6970.62 823 923736 762 3252 737

or peeled

0808 | Apples, pears and quinces, fresh 34248.87 029 12693864  0.25 270.64 -15.70

oggg |Apricots, cherries, peaches (indluding nectark-| 1535099 1101 2481112 [047 | 5174 -53.44

nes), plums and sloes, fresh

1001  Wheat and meslin 101358.53 0.22 183935.65 0.18 81.47 -14.28

1003 Barley 33508.96 0.18  42131.71 0.17 25.73 -6.56

1206  Sunflower seeds, whether or not broken 163347.69 045 | 282953.33 0.40 73.22 -12.13

Processed goods

1101 Wheat or meslin flour 3839.72 0.29 1541.45 0.26 -59.86 -12.46

1704 Sugar confectionery (including white chocola- ;,q, ¢, 180  708.65 299  -4484 66.52

te), not containing cocoa

1905 Bread, pastry, cakes, biscuits and other bakers' ;0753 145 611373 132 939 851

wares, whether or not containing cocoa

sy | (S RS USRS | oo 073 16295 089 7693 2197

by vinegar or acetic acid

2009  Fruit juices and vegetable juices 18054.12 113 6848.71 1.06 -62.07 -5.69

2106 Food preparations not elsewhere specified or 7243 882 1862 31.29 7430 254.85

included

Source: elaborated by the author according to the data of the National Bureau of Statistics of the Republic of Moldova [12]

In the analyzed period, imports of canned meat
increased by 31.38 percent (Table 3). Thus, instead
of producing and creating added value ourselves,
Republic of Moldova export raw materials and im-
port finished products. The similar situation has
been created in the case of other product groups.
Exports of wheat and meslin increased by 81.47 per-
cent, imports of wheat or meslin flour rose by 23.58
percent. Exports of fruits grew (grapes by 463.84%;
apples, pears and quinces by 270.64; apricots, cher-
ries, peaches, nectarines, plums by 51.74%), but ex-
port of fruit juices decreased and imports of juices
increased.

In January - July of 2014, export-import ratio
of bread, pastry, cakes, biscuits and other bakers’
wares hit 120.91%, but already in January - July of

2018, imports out-passing by exports; the export-
import ratio of this kind of merchandise was 98%.
This trend appears because imports from Ukraine
have significantly increased.

Exports of raw materials listed in Table 2 increased,
while the price of exports of these goods decreased.
In the case of processed products for the analyzed
period, other trends have emerged. Although the
price of exports for some of these products has re-
duced, exports have not grown, but have fallen. The
main reason is related to the fact that prices for the
supply of these goods from Ukraine have diminis-
hed. The increase in the import of flour was influen-
ced by the fact that the price of import of flour from
Ukraine in January - July of 2018 was 0.24 $/kg, and
the price of export of Moldovan flour was 0.26 $/kg.
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Table 3
Imports of some goods for January - July of 2014 and 2018
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Seven months of Seven months of Percentage
2014 2018 growth, %

Code = Goods X X N X X
Net weight, Price, Net wei- Price, Net Price
tons $S/kg ght, tons $/kg weight

Raw materials

0202 Meat of bovine animals, frozen 273.42 3.37 90.00 3.04 -67.08 -9.73

0409  Natural honey 37.74 3.47 28.62 3.00 -24.16 -13.35

gmrn | QD OB, e @7 it WA OF MO | ooy 239 469550 305 7503 2753

shelled or peeled

0808  Apples, pears and quinces, fresh 441.04 1.05 8045.38 0.47 172420  -55.46

fege | RS disie, peedie g et o o 144 145232 082  -8300  -42.83

rines), plums and sloes, fresh

1001 Wheat and meslin 5.74 0.96 110.31 0.22 1822.65 -77.50

1003 Barley 29.27 0.87 26.97 0.70 -7.86 -19.83

1206  Sunflower seeds, whether or not broken 1559.29 9.10 2364.81 1060  51.66 16.41

Processed goods

1101 Wheat or meslin flour 18859.99 0.36 23307.20 0.26 23.58 -26.76

1704 Isugar COiEEy Ny WiieEEEs: | e ey 220 251862 234 2230 607

ate), not containing cocoa

jegy | I, [EEe, G, Al elndl ehier b poag oo 220 622949 184 1163  -1633

kers'wares, whether or not containing cocoa

2007 ~ [omatoes prepared or preserved otherwise ), 5 135 48617 106 -2191 2170

than by vinegar or acetic acid

2009  Fruitjuices and vegetable juices 1477.39 1.41 1658.98 1.32 12.29 -6.45

iy | Ol PERRIEHIe 0) GRS St | gprposy 483 417292 378 2966  -21.88

or included

Source: elaborated by the author according to the data of the National Bureau of Statistics of the Republic of Moldova [12]

Offering goods at dumping prices to the exter-
nal market, allowed Ukraine to replace Moldovan
goods not only in the external market, but also in
the internal market of Moldova.

Another reason for the growth trend of the ex-
port of raw materials is the fact that the purchase
price of enterprises is lower than the price of ex-
port, therefore, agricultural producers prefer to ex-
port their products.

Imports of processed goods listed in Table 3 in-
creased, but Republic of Moldova is able to produce
these commodities. The state using fiscal, monetary
and trade policy should create favourable condi-
tions for the development of domestic business.

Over the past five years, the share of goods
made from customer materials, especially light in-
dustry goods, has grown considerably. In the first
seven months of 2018, the share of goods made
from customer materials constituted 1/4 of total ex-
ports. Therefore, the Republic of Moldova is losing

INTELLECTUS 4/2018

its position both on the foreign market and on the
domestic market. At the beginning Moldova needs
to regain its own market.

Conclusions

Moldova is mainly an agrarian state. The compe-
titiveness of agricultural products is based only on:

v the availability of natural resources, fertile far-
mland;

v the availability of labour resources with a re-
latively low wage compared to the cost of labour in
the countries of the main trading partners.

With a limited number of competitive advanta-
ges, itis impossible to assert yourself in the external
market.

The main competitive disadvantages are:

v high energy tariff, high price of gas and fuel;

v the relatively low level of subsidies to domes-
tic producers from the agricultural sector.

v" a significant decrease in the domestic Se-
lection Fund. If earlier Moldova exported seed for



sowing, now seeds and saplings are imported. Part
of the imported saplings of fruit trees do not wi-
thstand the climatic conditions of Moldova and die;

v significant obsolescence and depreciation of
fixed assets;

v the presence of elements of the shadow eco-
nomy;

v corruption in the upper echelons of power
and in the inspection bodies.

v" To improve the competitiveness of domestic
goods it is necessary:

v improve legislation in the field of tariff, tax,
budget, investment, trade and innovation policies
that would lead to a change in the structure of do-
mestic production, increase in the share of high-te-
ch products and high added-value products;

v in developing measures to reduce the prices
of manufactured goods, rely on measures to impro-
ve production efficiency, rather than on the establi-
shment of purchase prices for agricultural products
of Moldovan farmers below the export prices of
these merchandise;

v to revive and develop selection and breeding
in Moldova (this is practically impossible without
state support);

v" domestic manufacturers in the elaboration of
measures to improve the competitiveness of their
products should take into account all five groups of
factors (price, quality, after-sales service, marketing
elements, psychological factors), and not be limited
to two.
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ABSTRACT

Competitiveness of Goods and Classification
of Influence Factors. Fluctuations of the vector
of development of the free market lead to incre-
ased competition; so the problem of increasing
the competitiveness of goods becomes especial-
ly acute. In turn, the development of measures to
improve competitiveness is impossible without
studying the factors of influence. In order to struc-
ture the factors, it is necessary to develop a new
classifier containing new components. The main
purpose of research is the elaboration of a classi-
fier that would include new factors besides those
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already known. In the process of both empirical
and theoretical research methods were used: ob-
servation, comparison, the method of ascending
from the abstract to the concrete. The study has
shown that there is interdependence between the
competitiveness of goods and the Gross Domestic
Product per capita, also the factors of competiti-
veness of goods can be divided into the following
groups: quality, price, after-sales service, market-
ing elements, and psychological factors.

Keywords: competitiveness of goods, competitive
advantage, quality, price, psychological factors, Gross
Domestic Product per capita.

REZUMAT

Competitivitatea bunurilor si clasificarea
factorilor de influenta. Fluctuatiile vectorului
de dezvoltare a pietei libere cauzeaza intensifica-
rea concurentei, devine acutd problema sporirii
competitivitatii bunurilor. La randul sdu, elaborarea
masurilor de sporire a competitivitatii este imposi-
bild fara studierea factorilor de influentd. Pentru a
structura factorii, este necesar de elaborat un cla-
sificator nou, care sa contind noi elemente com-
ponente. Scopul principal de cercetare reprezinta
elaborarea clasificatorului care ar include factori noi
pe langa cei cunoscuti. In procesul de cercetare au
fost utilizate urmdtoarele metode empirice si teo-
retice: observatia, comparatia, metoda de avansare
de la abstract la concret. Studiul a aratat cd exista o
interdependenta dintre competitivitatea bunului si
Produsul Intern Brut pe cap de locuitor, ca factorii
competitivitatii bunului pot fi divizati in urmatoare-
le grupe: calitatea, pretul, deservirea post-vanzare,
elementele de marketing, factorii psihologici.
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Cuvinte-cheie: competitivitatea bunurilor, avan-
taj competitive, calitatea, pret, factorii psihologici,
Produsul Intern Brut pe cap de locuitor.

PE®EPAT

KoHKypeHTOCnoco6HOCTb TOBApOB U Knaccu-
¢dukauma pakropos BnuAaHuA. KonebaHna Bek-
TOpa pa3BMTUA CBOOOAHOTO pbiHKa BBefyT K 060-
CTPEHMIO KOHKYPeHLUMU 1, Takum 0b6pa3om, npo-
6nema MoBbllEHNA KOHKYPEHTOCMOCOOHOCTH TO-
Bapa CTaHOBMTCA OCOGEHHO OCTpoii. B cBolo oue-
pefb, pa3paboTka Mep MO MNOBbILIEHNIO KOHKYPEH-
TOCMOCOOHOCTM HEBO3MOXHa 6e3 n3yueHus dak-
TOPOB BAMAHUA. YTOObI CTPYKTYpUpOBaTh QakTo-
pbl, HeOO6X0AMMO pa3paboTaTb HOBbIN Knaccuu-
KaTop, COAep»allnin HOBble KOMMOHeHTbI. OCHOB-
HaA uenb MCCnefoBaHMA — 3TO pa3paboTka Knac-
cnduKaTopa, KOTopbli BKoUan 6bl HoBble $aKTo-
pbl MOMMMO Yy>e U3BEeCTHbIX. B npouecce nccnego-
BaHMA ObINM 1CNONb30BaHbl CieayoLe SMIMpK-
yeckme 1 TEOpPEeTUYeCKMe MeTofbl: HabnogeHue,
CpaBHeHWe, MeTOA BOCXOXKAEHNA OT abCTPaKTHOro
K KOHKpeTHoMmy. MccneoBaHue nokasano, Yto cy-
LeCTBYET B3aMMO3aBUCMMOCTb MeXAY KOHKYpPEH-
TOCMOCOOGHOCTbBIO TOBAapa U BaslOBbIM BHYTPEHHVM
MPOAYKTOM Ha Aywy HaceneHuA. QakTopbl KOHKY-
PEeHTOCNOCOOHOCTY TOBaPOB MOXHO Pas3fenuTb Ha
cnefylolye rpynnbl: Ka4ecTBO, LieHa, MOCienpo-
[axHoe 06CnyXrBaHVe, MapKETVHIOBbIE 1eMeH-
Tbl, ICMXONTOrMYeCcKme GakTopbl.

KnioueBble cnoBa: KOHKYypeHmMocnocob6HoCmMb
moseapa, KOHKYpeHMHOe npeumywecmso, Kaue-
CMBo, yeHa, ncuxosozudeckue gakmopel, Banosoli
8HyMpeHHUU Npodykm Ha dywly HaceseHus.



