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Based on the theory of strategic marketing and mana-
gement, the article deals with the classification of compe-
titive strategies of enterprises. It is explored that the variety
of strategies is quite significant, and their classification is
sufficiently branched. It has been established that under
present conditions there is no single theoretically grounded
consistent point of view regarding the logical classification
or even the correct selection and interconnection of certain
types or types of competitive strategies of the enterprise into
a holistic harmonic system. It is determined that the deve-
lopment of competitive strategics extends to a sct of strategic
actions in relation to rivals who carry out activities in strategic
business arcas of the company. It was found that enterprises
tend to either neutralize rivals, or to use them for the purpose
of strengthening their own positions, or to one and the other at
the same time. It is substantiated that, depending on the
circumstances, some companies target their actions to
completely eliminate competitors, others - to isolate them
from them, the third — to rapprochement with competitors,
the fourth — to self-liquidation on favorable terms.

The article discusses competitive strategies proposed as
foreign ones (Johnson J., F. Kotler, M. Porter, Ries A.,
Strickland A., Thompson A., Trout J., Whitton R., C. Scho-
les, A. Yudanov), as well as domestic scientists (Oborska S.,
Shershnyova Z.) in the field of strategic management and
marketing, as well as the peculiarities of their approaches to
the classification of strategies according to certain attributes.
In this regard, based on the analysis of existing types of
competitive strategies, a classification of competitive strate-
gies that takes into account the level of competitive activity
of the enterprise is proposed. Three main types of compe-
titive strategies are distinguished: high level of competitive
activity (advancing), with average competitive activity (de-
fensive) and low level of competitive activity (simulation).
It is substantiated that the proposed classification of compe-
titive strategies is the most suitable for use in the practical
activities of domestic enterprises.
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MEHE/PKMEHT I CTPATET'TYHE YIIPABJIIHHA

TEOPETUKO-METOAOJIOYHI NiAXoaun
0O KNACUBIKALIII KOHKYPEHTHUX CTPATETIN
nanPMeEMCTB

JI.B. Crpamnncbka

Hayionanvuuii ynigepcumem xapuoeux mexnHonoziti

B.I. CrpamnHcbkuii

Hayionanvuuti nedaeoziunuti ynieepcumem iveni M.I1 J[pacomanosa

3eaoicaiouy Ha mMeopilo CMpPAamecivHoe0 MAPKEeMUHEY mMa MeHeONHCMEeHmY, 6
cmammi po3eiaHymo Kiacu@ixayii KOHKypeHmuux cmpameziti nionpuemcme. J[o-
CHIOMHCEHO, WO PIZHOMAHIMMA cmpameziil € 00CUMb 3HAYHUM, d IX Kiacugixayia —
COCMAamHbO PO32aNYHCEHOI0. Bemanoeneno, ujo 6 Cy4acHux yMoeax ne icHye €ou-
HOI meopemu4Ho OOIPYHMOBAHOI HECYNnepeuiusol mouku 30py U000 N02iuHOT
raacugixayii abo e3aeani KOPeKMHO20 GUOKPEMICHHS MdA 63AEMO36 3Ky NeGHUX
8UOI8 YU MUNI8 KOHKYPEHMHUX CMpAmeziti NionpueMcmed y YilicHy 2apMOHitiHY
cucmemy. Busnaueno, wo po3podxa KOHKYDeHMHUX Cmpameeiti NOMUPIOEmMvCs Ha
KOMRIEKC CIMpameziunux Oiil CmMOCOBHO CYNePHUKIE, AKi 301lCHIOIMb OiAIbHICHb Y
cmpamezivHux 2any3ax isnecy xomnauii. 3’C08aGHO, w0 NIONPUEMCMEA NPACHYMb
abo 0o welmpanizayii cynepHuxie, abo 00 ix GUKOPUCMAHHS 3 MEMOK VKPINIeHHS
GIACHUX NO3uYiti, abo 00 00HO2O ma iHW020 O0O0HOuAcHO. (BepYHMOBAHO, UL
3a1eHCHO 6i0 0OCMABUH OOHI NIONPUEMCMEA CRPAMOBYIOMb €801 Oil Ha NoeHe
VCYHEHHS KOHKYPEHMi8, iHUuLi — Ha 8i00CO0IeHHA 610 HUX, Mpemi — HA 301UNHCEHHS
3 KOHKYPEeHMAMU, Yemeepmi — HA CaMONIKGIOaYi0 HA GUSIOHUX YMOBAX.

Poszenanymo  xowkypenmui cmpamecii, 3anponoHoeami AK  3apyOidcHUMU
(. Jconcon, @. Komaep, M. Ilopmep, E. Paiic, A. Cmpixnano, A. Tomncon,
Ibe. Tpaym, P. Yimminemon, K [Lloyns, A. FO0anos), max i 6imyuusHaHUMU GYeH-
mu (C. Obopewra, 3. Lleputnvosa) y eanysi cmpameziuHo20 MeHeOHCMeHmy i map-
KemuHzy, a maxoxc ocobnueocmi ix nioxodie do kiacugixayii cmpameziii 6i0no-
BIOHO 00 NeBHUX O3HAK. V 36 A3KY 3 YlM, HA OCHOGI NPOGEOEHO20 AHANIZY ICHYIOUUX
8UO0I8 KOHKYDEHMHUX Cmpameili, 3anponoOHOBAHO KIACUQDIKAYII0 KOHKYPEHMHUX
cmpameciil, KA 8pPAX0EYE PiGeHb KOHKYDEHMHOI aKmueHOCmi NiOnpueEMCcmed.
Buoineno mpu 0cHOGHUX MUNU KOHKYPEHMHUX CpAmecili. 3 6UCOKUM PIGHeM KOH-
KYPeHMHOI aKkmueHOCHI (HACMYNAroui), i3 cepeOHiM pieHeM KOHKYPEHMHOL aKmue-
HoCcmi (0060pOHAYI) Ma 3 HUSLKUM Di6HEM KOHKYDeHmMHOI axmueHocmi (imimayiti-
Hi). ObepyHmosano, wo 3anponoOHOBAHA KIACUDIKAYIS KOHKYPEHMHUX cCmpameziti
€ HalbinbuL NPUHHAMHOK 0N GUKOPUCMAHHA 8 NPAKMUYHIT OiNbHOCHI Gimuu3-
HAHUX NIONPUEMCNG.

Knrwwuoei cnosa: cmpameziuni eanysi 0ianibHOCHI. PUHKOe cepedoguye, KOHKY-
PEeHmMHA cmpamezis, NPoMUCIO8] NIONPUEMCIEA, KOHKYPeHmHA bopombia, oueep-
cupirayis, KOHKYPeHmMHA AKMUGHICHb.

The posing of problems. In connection with the rapid growth of competition,
globalization and the increasing complexity of the economy, the transition of
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enterprises to strategic management is the basis for their existence and successful
development in a highly competitive market environment. At present, every
enterprise needs to determine the main direction of development for its
sustainable functioning, therefore the choice of a competitive strategy is an
important task.

The analysis of recent research and publications on the theory of strategic
management and marketing regarding the classification of the main types of
competitive strategies suggests that the variety of strategies is quite significant, and
their classification is sufficiently branched. The information search shows that
under present conditions there is no single theoretically substantiated consistent
point of view regarding the logical classification or even the correct identification
and interconnection of certain types or types of competitive strategies of the
enterprise into a coherent harmonic system. But more or less successful attempts at
typology of the strategies were carried out on several occasions, in particular by
such domestic and foreign scholars as 1. Ansoff, A. Gradov, J. Johnson, F. Kotler,
S. Oborska, M. Porter, A. Ries, J. Strikland, A. Thompson, J. Trout, R. Whit-
tington, R. Fatkutdinov, A. Chandler, Z. Shershnyov, K. Scholes, A. Yudanov and
others.

The purpose of this article is to develop theoretical and methodological
approaches to the classification of competitive strategies in the enterprise
management system, which must ensure consistency between the chosen strategy
and the internal potential of the enterprise and the style and kind of management,
taking into account the level of competitive activity of the enterprise.

Presentation of the main research material. The development of competitive
strategies extends to a complex of strategic actions with respect to competitors
operating in strategic business areas of the company [2, p. 205]. Enterprises tend to
either neutralize rivals, or use them to strengthen their own positions, or to both at
the same time. Depending on the circumstances, some enterprises aim their actions
at complete elimination of competitors, others — on isolation from them, the third —
on rapprochement with competitors, the fourth — on self-elimination on favorable
terms. In this regard, particular attention is paid to the classification of different
types of competitive strategies.

In the modern literature on strategic management, competitive strategies are
classified according to various grounds: the type of competitive advantage, market
share, type of strategic behavior, consumer preferences, etc.

Consider different points of view of domestic and foreign authors on the
classification of competitive strategies.

Z E. Shershneva, S.V. Oborskaya distinguish the following reference (basic)
strategies of the enterprise: growth strategies, limited growth, reduction (Figure 1).

The growth strategy (concentrated, integrated, differentiated) presupposes the
expansion of the enterprise’s activity, increase of its assets, as well as the growth of
investment volumes. The strategy of limited growth (or stability strategy) is aimed,
first of all, at preserving market share and market niche. The reduction strategy is
aimed at minimizing the costs of the enterprise in those arcas of activity that cause
losses to it [7, p. 103].
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Reference (basic) strategies of the enterprise

/ r\

Growth strategy The strategy of limited growth Reduction strategy
: A tficient devel f th ise d
- ssumes efticient development of the enterprise due to
Consenimied growih al changes in the market and product
Integrated Growth > It is aimed at expanding the enterprise by adding new
structures
Tifferential growth » Assumes the e_ffgctlve develqpment of an enterprise with an
existing product in another industry

Fig. 1. Reference Enterprise Strategies

F. Kotler classifies competitive strategies based on the market share held by the
enterprise and identifies the strategies of the market leader, the applicant for
leadership, the follower, the inhabitant of the niche (“nisher”) (Fig. 2).

Classification of competitive strategies by F. Kotler

/ v 4 \

Niche occupant
strategy

Strategy of the | | Leadership Contender
market leader Strategy

The main objective of the strategy

Follower Strategy

| Build | | Hold | [Harvest| |Deinvest]

Fig. 2. Classification of competitive strategies by F. Kotler

The strategy of the market leader, as a rule, is used by large enterprises /
organizations that occupy the leading (dominant) position in the market / industry.
For companies that are striving to become market leaders, the candidate’s
leadership strategy is characteristic. The main goal of the follower’s strategy is to
preserve the market share. For enterprises focused on a small market share and
specializing in specific types of products / services, the “Nisher” strategy is
characteristic [1, p. 66].

Professor of the Harvard Business School, M. Porter, grouped the strategies
of competitive struggle by the type of competitive advantage, and outlines
the following strategies: leadership in costs, differentiation, and focusing (Fi-
gure 3).

74 ——  Hayxosi npayi HYXT 2018. Tom 24, No 3



BUSINESS ADMINISTRATION AND STRATEGIC MANAGEMENT

Classification of competition strategies by M.Porter

h 4 4 h 4
Leadership strategy in Strategy Qf Focusing strategy
costs differentiation
Manufacture of products Production of unique Production of products
of mass demand products focused on a narrow
market niche

Fig. 3. Classification of competitive strategies M. Porter

The strategy of leadership in costs is used by large enterprises that produce and
sell mass demand products. For companies specializing in the production and sale of
unique (exclusive) products, a differentiation strategy is characteristic. The strategy
of focusing is used by enterprises focused on a narrow market niche [9, p. 57].

American scientists J. Johnson, K. Scholes, R. Whittington in the book
“Corporate Strategy. Theory and practice™ unite all types of competitive strategics
in the so-called “strategic clocks™ and distinguish their following types: price
strategy, strategy of differentiation, hybrid strategy.

A “no-frills” strategy is a combination of low price, low product characteristics
and focus on a price-sensitive market segment. For enterprises seeking to keep
prices lower than competitors, while maintaining the same perceived characteristics
of the product / service, a low-price strategy is characteristic. The strategy of
differentiation involves the production of goods / services that are different from
competitors and attractive to buyers. For enterprises seeking to simultancously use
and differentiation, and a price lower than those of competitors, a hybrid strategy is
characteristic [4, p. 38].

Professor A. Yudanov classifies strategies of competition by the type of
strategic behavior and distinguishes between the violet, patented, exploitative, and
commutator strategies (Figure 4).

Classifica tion of competitive strategies by the type of strategic behavior

v \ /
_ _ Commutator
Wielent strategy Patient strategy Expanded strategy strategy
\/ v y ¥
Kind of output

y Y
Standard ‘ ‘ New / upgraded ‘ ‘ Innovative Legal copies of the
products of famous

companies

Fig. 4. Classification of competitive strategies by the type of strategic behavior
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Wiclentstrategy is typical for the leading industrial enterprises that carry out
mass production of standard products. Enterprises specializing in the production of
new / upgraded products for a limited number of consumers use a patented
strategy. The operational strategy is typical for enterprises that produce and sell
innovative products. For small enterprises focused on a narrow market niche, the
commutator strategy is characteristic [8, p. 59].

J. Trout and A. Ries, the founders of the consulting firm “Trout & Partners”, in
the book “Marketing Warfare” describe the so-called strategic square, which
consists of four types of competitive strategies and methods of conducting
competition (Figure 5).

Types of competition strategies for J. Trout and A. Ries

Y Y ) 4 Y
Defensive war‘ ‘ Offensive war ‘ ‘ Flank war ‘ ‘ Guerrilla war

Fig. 5. Types of competition strategies by J. Trout and A. Ries

For companies that are market leaders who seek to protect their market segment
and use different defensive strategies, a defensive war is characteristic. Offensive
warfare is typical for enterprises seeking to become market leaders using all sorts
of offensive strategies. For enterprises followers of the leader is characterized by a
flanking war. A feature of the flank war is the implementation of various flank
strategies: the use of new distribution channels, increase / decrease in prices, the
introduction of innovations in production. Partisan warfare is typical for enterprises
focused on a narrow market niche, which uses the following partisan strategies to
preserve the market share: creation of a franchise network, concentration on unique
products, concentration on customers from a certain industry [4, p. 248].

A. Thompson and A. Strickland singled out the following types of competitive
strategies [10, p.36]:

- the strategy of cost leadership — pursues the goal of attracting buyers by
minimizing production costs;

- the optimal cost strategy — is aimed at increasing consumer value due to
higher product quality than competitors;

- the strategy of wide differentiation — pursues the goal of attracting buyers by
maximizing the difference between the products of the enterprise and similar
products of competitors;

- focused (niche) strategy based on low costs — is focused on a narrow segment
of consumers and aims to drive out competitors due to lower production costs;

- the focused (niche) strategy based on product differentiation — is aimed at a
narrow segment of consumers and aims to drive out competitors by offering
products/services more satisfying the needs of customers.

Based on the results of the analysis of the classification of competitive
strategies, the following conclusions need to be drawn: first, the competitive
strategy is an effective means of maintaining the competitiveness of the enterprise.
Secondly, none of the considered strategies of competition is suitable for absolutely
any enterprise. Thirdly, when choosing a competitive strategy, it is necessary to
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take into account the size of the enterprise, its market share and consumer
preferences.

In formulating possible variants of competitive strategy, we propose to use the
classification of competitive strategies in terms of the level of competitive activity
of the enterprise (Figure 6), highlighting the following types of competitive
strategies [4, p.257]:

- Offensive — with a high level of competitive activity;

- defensive — with an average level of competitive activity;

- imitation — with a low level of competitive activity.

Level of competitive activity of the enterprise

Pow

. Defensive b :
—{ Offensive strategy | straigy Simulation Strategy
| Intensive growth | P» Differentiation P Dependencies
Concentrated : .
e arowth > Focusing > Copies
| Diversi?ed growth | »{Leadership in costs > Lgadersh_lp mn
nnovation

Fig. 6. Classification of strategies for the level of competitive activity of an enterprise

The proposed classification of competitive strategies:

- systemizes competitive strategies, combining them into three large blocks —
with high, medium and low levels of competitive activity;

- the most suitable for use in the practical activities of industrial enterprises.

An upcoming competitive strategy, or strategy of market leadership, is typical
for large industrial enterprises, specializing in the production and sale of
completely new types of products. We will outline the following offensive
strategies: intensive growth, concentrated growth, diversified growth.

Defensive competitive strategy, or the strategy of following the leader, is typical
for industrial enterprises claiming to be a leader, and involves the development,
production and sale of a differentiated (improved) version of competitors' products.
Let us outline the following defensive strategies: differentiation, focusing,
leadership in costs.

An imitative competitive strategy is typical for enterprises following both
groups of leaders, imitating their strategies. Let us highlight the following imitation
strategies: the strategy of copying, dependence and leadership in innovation.

Conclusions
Thus, in modern market conditions, the most important component of the
successful operation of the enterprise is the development of a competitive strategy.

Scientific Works of NUFT 2018. Volume 24, Issue 3 —— 77



MEHE/PKMEHT I CTPATET'TYHE YIIPABJIIHHA

The competitive strategy serves as a means of increasing the competitiveness of the
enterprise and allows to determine the current position of the enterprise in the
market and to forecast the prospects for its development, to identify the problems
that arise in the process of the enterprise's functioning and to choose the ways of
their solution. In addition, the development and implementation of a competitive
strategy can determine the basic needs of the market and extend the period of
effective operation of the enterprise.

References

1. Armstrong G., Kotler F. Marketing. General course. — K. : Dialectics, 2001. — 601 p.

2. Dyachenko TA Teoretiko-methodical bases of an estimation of the competitive envi-
ronment and a competitive position of the enterprise in the market / Marketing and management
of innovations. — 2012. — # 4. — P. 203—208.

3. Martynenko M.M. Fundamentals of Management: Textbook. — K. : Karavela, 2005. — 496 p.

4. Martynenko MAM., Ignatyeva I.A. Strategic management. — K. : “Caravel”, 2006 — 325 p.

5. Porter M. Competition / Trans. with Eng. : Tutorial. — Moscow : “Williams”, 2000. —
495 p.

6. Thompson A.A., Strickland A.J. Strategic Management. The art of developing and imple-
menting a strategy: Textbook for high schools / Trans. with English. Ed. L.G.Zaytseva, M.L
Sokolova. — M. : Banks and stock exchanges, UNITY. — 1998. — P. 47—106.

7. Shershnova Z., Oborskaya S. Strategic management. — K. : KNEU. — 1999, — P. 94—120.

8. Yudamnov A.Y. Types of competitive strategy: “biological” approach to the classification of
companies // World Economy and International Relations. — 1996. — # 10. — P. 51—65.

9. Porter M. From Competitive Advantage to Corporate Strategy. HBR, May — June, 1997. —
P. 57.

10. Thompson J.L. Strategic Management. — Thompson Learning, 2001. — P. 36.

78 ——  Hayxosi npayi HYXT 2018. Tom 24, No 3



