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Abstract: The integration of the country's economy into the world economy, the strengthening
of globalization trends have made the problem of competitiveness of economic entities especially
urgent. Taking into account the reconstruction and prosperity of the republic's economy in the post
pandemic period, today for sustainable and sustainable development, also to ensure an increase in the
income of the population in the territories liberated from occupation have a major importance
formation of a competitive non-oil sector. Also ensuring the competitive advantage of economic
entities in the republic proper management of marketing strategies and implementation issues are
distinguished by their topicality.
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The competitiveness of economic entities is possible due to the effective use from

competitive advantages. In order to ensure the competitiveness of economic entities, it is
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necessary to bring it to a superior position in sustainable competition (sustainable
competitive advantage - SCA). In addition, research by M. Porter [5] shows that the
competitive advantages gained in the domestic market allow firms to operate
successfully in international markets.
Resources that will provide a competitive advantage have to be following
features:
- Creates value for customers;
- Have unique or rare quality;
- It is impossible to be repeated by competitors [2].
Creating a sustainable competitive advantage is possible due to belong company
and easy non-repetitive resources. Porter identifies two ways for a firm to create a
competitive advantage over its competitors: “Although each company has a number of
strengths and weaknesses compared to its competitors, they can generally have two
competitive advantages: low costs and product differentiation. The importance of a
company's strengths and weaknesses is ultimately determined by its ability to minimize
costs compared to competitors and achieve greater product differentiation” [2]. This

provision is confirmed by the rating of success factors compiled by J. Beraks:

Table 1.
Rating of success factors

Success factors %

Competitive price 65.1
Quality of product 54.7
Knowing the needs and demands of the consumer 335
Presentation of roduct / service 29.6
Close contact with customers 29.2
Quick response to consumer needs 26.4

Source: [5]

As can be seen from the rating of success factors, the main success factors of
economic entities are related to the price and quality of the product. Other factors can be

related to the price and quality of the product in general.
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Cost minimization strategy. Researches [3] shows that in developing countries
such as Azerbaijan, economic entities should use a cost-cutting strategy for succeed in
the foreign trade. Minimization of costs, which are a means of gaining a competitive
advantage, affects the competitiveness of economic entities in two ways:

1. Formation opportunities for low-cost economic entities to lower prices compared
to competitors and hence have price competitiveness than competitors.

2. Low costs allow economic entities to have more free funds than their competitors
and this allows them to finance new projects and expand their businesses.

So, the main task facing businesses that want to gain a competitive advantage is
to achieve the minimum possible costs. To do this, to identify the main factors
influencing the formation of costs, to analyze them and need lowered as much as
possible. Factors affecting costs and their levels of impact from area to area and even
varies from enterprise to enterprise and it is possible them summarized as follows
(Figure 1):

i

Scale effect
Experimental effect
Use of force
Relationships
interactions
Integration
Time selection
Discretionary policy
Institutional factors

Geographical position

Figure 1. Cost minimization factors [1].

Differentiation strategy. Product differentiation differs from competing products
due to its valuable features for the customer. In this case, the company can use the
superior features of the product to set a higher price than competing products. The
factors that differentiate a company's product are almost the same as the factors that
affect costs, but their sequence of significance in terms of differentiation is different:

- discretionary policy of the enterprise;
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- relationships (internal and external);

- time selection; location area;

- mutual relations;

- exchange of experience, knowledge and technology;
- integration;

- scale;

- institutional factors.

Of course, product differentiation measures require additional costs from the
business entity and ultimate, its requires from company to set a higher price for the
product. If the differentiated features of the product are valuable to buyers enough to
pay an additional amount, then the differentiation strategy will be considered successful.
Therefore, the cost of differentiation by the company should not be higher than the
value provided by the buyers of the features provided to the buyer through the

differentiation. Figure 2 shows the general differentiation directions of the company.

Differentiation

Differentiation by
brand
According to the
According to price

Differentiation by product
According to advertising —

Figure 2. Proposal differentiation factors of proposal [2].

There is also a focusing strategy on creating a sustainable competitive advantage
and the difference between this strategy and the two strategies we have mentioned is
that it focuses on a narrow area within the field. “A company that chooses a
concentration strategy chooses a specific segment or group of segments and focuses its
activities exclusively on this segment or group of segments. It wants to achieve a certain
competitive advantage in these segments by optimizing its strategy according to the

target segments, although the company may not have a common competitive advantage
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in all areas [1]. There are two types of concentration strategies: cost focusing and focus
on differentiation. The focusing strategy has many advantages over other strategies
designed to serve a wider market and the most important of these is that a company that
implements a focusing strategy is better able to identify and meet the characteristics and
needs of a particular segment than its competitors (is considered those who present a
common strategy for the entire market).

Gain competitive advantage of economic entities in national and international
markets depends from which level they activate the determinants of competitiveness.

The success of economic entities in markets where success is achieved through
competition start through proper management at the strategic, tactical and operational
levels. In order to achieve the goals of economic they should be develop and implement

appropriate marketing strategies.
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Anomayin: Inmeepayis eKOHOMIKU Kpainu y c6imose 20Cno0apCcmeo, NOCULEHHsT MeHOeHYill
enobanizayii 3pobunu npobiemy KOHKYPEHMOCHPOMONICHOCMI CYO €KmMi8 20Ccn00apio8ants 0coOIU80
akmyanvHolo. Bpaxoeyouu 6i06y008y ma npoysimanHs eKOHOMIKU pecnyOniKu 6 noCmnaHOemMiyHuil
nepioo, opmysanHs MaKoe0 KOHKYPEHMOCHPOMONCHO20 HEHAPMOB020 CEeKMOpY HA HAWUX
36LILHEHUX MEPUMOPISIX € CbO2OOHI BANCIUBUM OJIsL CMALO20 PO3GUMKY MdA NIOSUWEeHHS. 00X00I8
HacenenHs. AKmyanbHicm0O makoxic SUOLIAIOMbCS NUMAHHS NPABUTLHO2O0 YRPAGTIHHA MA peanizayii
MAapKemuH208ux cmpamezii, wo 3a6e3neuyons KOHKYPEeHmHY nepesazy cy0 €kmié 20CnooaproéanHs 8
pecnyoniyi.

Kniouosi cnosa: xoukypenyis, KOHKYpDeHMHI nepeeazu, NiONPUEMCME0, MAaApPKemMuH208d
cmpamezis, cy0'ekm 20cno0apro8anHsi.
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