V]IK 339.138

Chorna M.

Professor, Doctor of Economics,

Head of the Department of Economics of Catering and Trade Enterprises,
Kharkiv State University of Food Technology and Trade, Ukraine;
e-mail: mv.100810@gmail.com

Pichugina T.

Professor, Doctor of Economics,

Head of the Department of Business Management

Kharkiv State University of Food Technology and Trade, Ukraine;
e-mail: men_org@hduht.edu.ua

Kushnir T.

Professor, Ph. D. in Economics,

Professor of the Department of Economics of Catering and Trade Enterprises,
Kharkiv State University of Food Technology and Trade, Ukraine,
e-mail: kushnirtamila@gmail.com

Bezghinova L.

Associate Professor, Ph. D. in Economics,

Senior Lecturer of the Department of Business Management,

Kharkiv State University of Food Technology and Trade, Ukraine,
e-mail: bezginova_l@ukr.net.

CONCEPT OF FORMATION, REALIZATION AND DEVELOPMENT
OF COMPETITIVE ADVANTAGES OF THE RETAIL ENTERPRISE

Abstract. The concept of the formation, implementation, and development of the
competitive advantages of a retail enterprise has been developed. This concept is based on the basic
foundations and principles of the theory of the competitive advantages, consumer value, life cycle,
value chain, opportunities, and lean manufacture. The concept is based on two theoretical
hypotheses: the ability to ensure and constantly maintain a high (necessary/defined) level of
competitiveness of enterprises with the existence of the competitive advantages at the active stages
of their life cycle; an adaptation tool for enterprises is the formation of a flexible set of sustainable
competitive advantages. The architectonics of this concept has been presented and the component
filling of its scientific and applied basis has been carried out. Increasing the competitiveness of a
retail enterprise has been chosen as the main idea of the concept. The object of the system vision of
the concept is the process of ensuring (formation, implementation, and development) of the
competitive advantages of the retail enterprise at the active stages of its life cycle, and the subject is
the theoretical, conceptual, methodological, and scientific-practical foundations of the formation,
implementation, and development of the competitive advantages of the retail enterprise. The
component filling of the scientific and applied base of the concept of formation, implementation,
and development of the competitive advantages of a retail enterprise has been implemented. The
competitiveness of a retail enterprise is considered by the authors as the degree of implementation
of the formed set of necessary competitive advantages in a particular segment of the consumer
market. In order to achieve a high level of competitiveness, it is necessary to have stable
competitive advantages. An integrative system of sustainable competitive advantage centers of a
retail enterprise has been formed. Its implementation allows creating a flexible set of relevant
competitive advantages and synchronizing their presence at the active stages of the life cycle for
continuous transformation in the spatiotemporal process of increasing competitiveness.

Keywords: retail enterprise, retail, concept, competitive advantage, competitiveness, life
cycle stages.
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KOHIENIIA ®OPMYBAHHS, PEAJI3ALIL TA PO3BUTKY KOHKYPEHTHUX
NEPEBAT HNIAMPUEMCTBA PO3JIPIBHOI TOPI'IBJII

AHoTauisi. Po3po06iieHo koHIemiio GopMyBaHHs, peaii3allii Ta pO3BUTKY KOHKYPEHTHHX
nepeBar MianpueMCTBa po3npioHoi TopriBmi. KoHmemnmis rpyHTyeTbcsi Ha 0a30BHX 3acajgax 1
MPUHIMIIAX TEOPidl KOHKYPEHTHHX TIepeBar, CHOXHBYOI MIHHOCTI, JKAUTTEBOTO IHKITY, JIAHITFOKKA
IIHHOCTI, COPUATIMBUX MOKJIMBOCTEH, OIIA/JTMBOTO BUPOOHHUIITBA. B OCHOBI KOHIIEMIIIi MOKIJIAIEHO
JIBI TEOPETHUYHI TilMOTE3W: MOMJIMBICTh 3a0€3MEYEeHHS 1 IMOCTIHHOTO MMATPUMAHHS BHUCOKOTO
(moTpibHOTO / BH3HAYEHOrO) PIiBHA KOHKYPEHTOCIIPOMOKHOCTI MIANMPUEMCTBA 3a HAsBHOCTI
KOHKYPCHTHHUX TepeBar Ha aKTHBHUX €Talax IXHbOTO YKUTTEBOTO IHKITY; IHCTPYMEHTOM aJanTarii
MIAPHEMCTB € POPMYBaHHS THYYKOTO KOMIUIEKCY CTIHKMX KOHKYPEHTHHX miepesar. [IpencraBiieHo
apXITEKTOHIKY I1i€i KOHIENIi Ta 3MIMCHEHO KOMIIOHEHTHE HAIIOBHEHHS ii HAyKOBOro Ta
MPUKJIAJHOTO 6azucy. 3a  maricTpallbHy  i0€l0  KOHIeNuii  oOpaHO  MiIABUIICHHS
KOHKYPEHTOCIPOMOKHOCTI HiANpPUEMCTBA po3apiOHOi TopriBii. O0’€KTOM CHCTEMHOTO OadeHHs
KOHIIEMIIii BU3HAYCHO Tpoliec 3abe3nedenns (GopMyBaHHs, peai3ailii Ta pO3BUTKY) KOHKYPEHTHUX
nepeBar MiJAMPHUEMCTBA PUTEHIIY HAa aKTUBHUX CTAJisIX HOTO JKUTTEBOTO LUKIY, a MPEIMETOM —
TEOPETUYHI, KOHIIETITYaJbH1, METOJIOJIOTTYHI i HAYKOBO-MIPaKTH4HI 3acaau (opMyBaHHS, peanizamii
Ta PpO3BUTKY KOHKYPEHTHHMX IIepeBar IiIIpUEMCTBA puTeiily. PeanizoBaHO KOMIIOHEHTHE
HArlOBHEHHS HAyKOBO-TIpUKJaaHOi ©0a3u KoHuenuii (opMyBaHHs, peanizauii Ta pO3BUTKY
KOHKYPEHTHUX TIepeBar MiANpPHEMCTBA po3ApiOHOTI  TopriBiai. KOHKYpEeHTOCIPOMOXKHICTh
pO3ApiOHOr0 MIIIPUEMCTBA PO3IMIIAJAETHCS K CTYMIHb peanizauii cdopmoBaHoro Habopy
MOTPIOHUX KOHKYPEHTHHUX TepeBar y MEeBHOMY CETrMEHTI CHOKHMBUOTO PHUHKY. s HOCATHEHHS
BHUCOKOTO PIBHS KOHKYPEHTOCHPOMOXHOCTI MOTpPiOHO MaTH CcTaOUTbHI KOHKYPEHTHI IepeBard.
Cdopmoano H—ITerpaTI/IBHy CUCTeMY IEHTpPIB CTIMKUX KOHKYPEHTHHX nepesar MiIPUEMCTBA
po3apibHOi TopriBmi. Ii BHpoBamKeHHS M03BONAE CTBOPUTH THYYKY CYKYIHICTH aKTyaJlbHHX
KOHKYPEHTHUX TepeBar 1 CHHXpOHI3yBaTH 1X HaSBHICTh HA aKTUBHUX CTAIISIX KUTTEBOTO LUKITY JUIS
0e3nepepBHOCTI Tpanchopmarrii y MIPOCTOPOBO-YaCOBOMY npotieci MiBUIICHHS
KOHKYPEHTOCIIPOMO>KHOCTI.

Knwuoei cnoea. ninnpueMcTBO pO3JApiOHOT TOPriBii, PUTEII, KOHIEMLIS, KOHKYpEHTHa
nepeBara, KOHKypEeHTOCIIPOMOXKHICTb , CTaii dKUTTEBOTO LUKITY.

®opmymn: 0; puc.: 3; Tabmn.: 0; 6i6:.: 16.
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KOHIENINUSA ®OPMUPOBAHUS, PEAJIN3ALINNA
U PABBUTHS KOHKYPEHTHBIX IPEUMYIIIECTB IPEIMPUSITUS POSHUUYHON
TOPT'OBJIN

Annotanusi. Pazpabotana KoHIemus (JOPMUPOBAHHUS, PEATU3AINH W PAa3BUTUS KOHKYPEHTHBIX
MIPEUMYIICCTB TPEIPHUSATHS PO3HHYHOM TOProBIIM. KOHIIEMIIHS OCHOBBIBAETCS HAa 0A30BBIX IMOJIOMKCHHUSIX
Y TIPHHIMIIAX TEOPUU KOHKYPEHTHBIX IMPEUMYILECTB, MOTPEOUTETBCKON IEHHOCTH, YKU3HEHHOTO IHUKJIA,
IIETMOYKA [IEHHOCTH, OJIArONPHUSTHBIX BO3MOXHOCTEH, OEpEeXkIIMBOTO TPOW3BOJICTBA. [IpencraBiicHa
APXUTEKTOHUKA 3TOM KOHIICTIIIMM W KOMIIOHCHTHOE HAIOJIHCHUE €€ HAyJdHOTO M MPHKIIAJHOro Oaswca.
CdhopmupoBaHa WHTETpaTHBHAs CHCTEMa IICHTPOB YCTOMYMBBIX KOHKYPEHTHBIX IPCHMYIIECTB
MPSANPUATHAS PO3HUYHOW TOProBid. Ee BHeApEeHHE MO3BOJIICT CO3/aTh THOKYHO COBOKYITHOCTH
AKTyaJIbHBIX KOHKYPCHTHBIX NMPEHMYIICCTB U CHHXPOHH3HPOBATh MX HAJMYUE HA AKTHBHBIX CTAJHSIX
YKM3HEHHOTO IMKJIa JUISI HEITPEPHIBHOCTH MX TPAHC(OPMAIIUH B IPOCTPAHCTBCHHO-BPEMEHHOM ITPOLIECCe
TOBBIIICHUS KOHKYPEHTOCIIOCOOHOCTH.

Kniouesvie cnosa. npennpusaTHC PO3HUYHON TOPrOBJIM, PUTCHJI, KOHLCIIMS, KOHKYPEHTHOE
MPEUMYIIIECTBO, KOHKYPEHTOCIIOCOOHOCTb, CTAIMH )KU3HEHHOTO IIUKJIA.

®opmyi: 0; puc.: 3; Tabmn.: 0; 6udm.: 16.

Introduction. The impact of worldwide globalization transformations on the development of the
national economy, the permanent strengthening of the internal competitiveness of the business
environment against the background of the fast dynamics of economic processes in Ukraine, the activation
of foreign retail, which has long experience and effective competitive technologies, in the domestic
consumer market require enterprises to constantly seek and develop sustainable competitive advantages.

The need to develop a concept of the formation, implementation, and development of the
competitive advantages of a retail enterprise is determined by the results of assessing the presence and
characteristics of the development of the competitive advantages, the transformational dynamics of the
economic situation, complex and contradictory processes of development of the national economy due to
changes in the global environment and European integration processes.

Research Analysis and Problem Setting. The methodological base for the study of the
competitive advantages was created by such well-known foreign and domestic scientists as J. Schumpeter
[1], M. Porter [2; 3], M. Treacy, F. Wiersema [4], G. Hamel, C. Prahalad [5], J.P. Womack, D.T. Jones
[6], K.W. Chan, R. Mauborgne [7], H.W. Chesbrough [8], C. Christensen [9], P. Drucker [10], B. Kholod,
V. Tkachenko [11], S. Orlov, A. Matveev [12], and others. The works of many recognized scientists, in
particular: C. Dominguez [13], A. Mazaraki, T. Mel’nyk [14], N. Yakymenko, V. Fedorova [15], O.
Blokhina [16], and others, are devoted to the study of the problems, opportunities, and prospects for the
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development of a retail enterprise, in particular, gaining the competitive advantages in an unfavorable
environment.

A comparative analysis of modern research by well-known scientists —recognized experts in the
theory and methodology of competitive advantage formation — has found that almost all existing
concepts for ensuring (forming) the competitive advantages of an enterprise are based on concretization of
certain aspects, namely: sources of formation (innovation, intellectual values, specialization) values for the
consumer; sustainability and development opportunities, and the like. The modern paradigm of the
formation and development of the competitive advantages defines the general principles, sources, and
directions of formation; it is based on a universal approach to the development and implementation of the
competitive advantages of an enterprise without taking industry specifics into account. Existing studies of
the competitive advantages of a retail enterprise are based on general principles; they are fragmented and
focused on solving fairly narrow problems. Theoretical and methodological foundations for the
development of the basic types of the competitive advantages and the development on this basis of an
integrative system of industry-specific and operational conditions of specific retail enterprise determinants
of sustainable competitive advantages require deepening and improvement.

The purpose of the paper is to develop a concept of the formation, implementation, and
development of the competitive advantages of a retail enterprise. In order to achieve this purpose, the
following tasks have been solved: a comparative analysis of modern theories of the competitive
advantages has been carried out and the most suitable ones to the requirements of the present and the
specifics of retail trade have been identified; the appropriateness of applying their basic foundations and
principles as the basis of a new concept has been justified; the architectonics of the concept of the
formation, implementation, and development of the retail enterprise competitive advantages has been built
and the component filling of its scientific and applied bases has been carried out; the necessity of ensuring
the competitive advantages of retail enterprises at the active stages of their life cycle has been proved and
an integrative system of centers of sustainable competitive advantages has been formed.

Findings. Traditionally, a concept (from Lat. conceptio — «understanding») is interpreted as a
system of views, one or another understanding of phenomena and processes, as well as the only,
determining intention. The concept is based on a certain way of understanding, interpreting processes and
phenomena, substantiating points of view on them. The concept of the formation, implementation, and
development of the competitive advantages of a retail enterprise should correspond to the dominant
modern scientific paradigm in the field of enterprise research and take into account industry specifics and
features of the modern stage of development.

In this regard, we suggest the concept of the formation, implementation, and development of the
competitive advantages of a retail enterprise as a system of views on fulfilling tasks in the field of ensuring
the competitive advantages of retail enterprises at the active stages of their life cycle in order to increase
their competitiveness, which reveals guiding ideas and a leading plan for implementing measures to
address the most important problems in this area. The concept defines the principles and directions for the
formation of decisions and the implementation of managerial influences, the main forms and combination
of support methods, tools for organizing and implementing events.

Along with this, the concept is a management construct that contains a general systematic
representation of the paths from the current position of the control object to the desired one. Its (i. €.
concept) purpose is to identify key areas of the control object, which includes identifying ways and
technologies to achieve goals with highlighting the main factors for achieving them. Based on this
position, the concept is a systematic vision of the specifics of the formation, implementation, and
development of the competitive advantages of retail enterprises at the active stages of their life cycle, due
to which the company will move from the current level of competitiveness to the desired one.

The concept contains two interconnected components — theoretical and methodological
(scientific and applied basis) and practical. The architectonics of the concept of formation,
implementation, and development of the competitive advantages of a retail enterprise are shown in Fig. 1.

The main idea of the presented concept is to increase the competitiveness of a retail enterprise.

The concept is based on the principles of such well-known theories: competitive advantage and
consumer value; value chains by M. Porter [5]; life cycle; «opportunities» by P. Drucker [14]; «lean
manufacture» by D.P. Womack and D.T. Jones [10].

The following theoretical hypotheses are the basis for the development of the concept:

1) ensuring and long-term retention of a high (necessary/defined) level of competitiveness of retail
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enterprises is possible if there are the competitive advantages at the active stages of their life cycle
(formation, implementation, development) in the coordinates of the spatiotemporal process of increasing
competitiveness;

2) the formation of a flexible complex of sustainable competitive advantages of domestic retail
enterprises is a tool for its adaptation.

The object of system vision within the framework of this concept is the process of ensuring
(formation, implementation, and development) of the competitive advantages of a retail enterprise at the
active stages of its life cycle. The subject matter was the theoretical, conceptual, methodological, and
scientific-practical foundations of the formation, implementation, and development of the competitive
advantages of a retail enterprise. The component filling of the scientific basis is shown in Fig. 1.

,,_{ THEORETICAL AND METHODOLOGICAL COMPONENT 1\

7
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AY

Theoretical foundation

~
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Fig. 1. Architectonics of the concept of formation, implementation,
and development of the competitive advantages of a retail enterprise
Source: authoring.

The implementation of the main idea of increasing competitiveness is implemented by
achieving a system of goals, which is formed within the applied basis of the concept (Fig. 2).

Due to the fact that the competitiveness of a retail enterprise (RE) is considered by the
authors as the degree of realization of the formed set of necessary competitive advantages in a
particular segment of the consumer market in order to acquire its high level, it is necessary to have
sustainable competitive advantages. This ensures the implementation of the main goal of the
concept — the creation of an integrative system of centers of sustainable competitive advantages of
retail enterprises. Its achievement is expected through the formation of an integrated system for
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ensuring the competitive advantages of a retail enterprise in the coordinates of the spatiotemporal
process of increasing competitiveness. Detailing of this process occurs due to the formation of a set
of sub goals and related tasks to achieve them.

SCIENTIFIC BASIS

_ _ Main idea: _
improving the competitiveness of a retail
enterprise

Basic theories: competitive advantages,
customer value, value chain, life cycle,
“opportunities”, “lean manufacture”

Theoretical hypotheses: _ !
1) ensuring and long-term retention ofa |
high (necessary/defined) level of
competitiveness of a retail enterprise is |

possible if there are the competitive
advantages at the active stages of their
life clycle (formation, implementation,
development) in the coordinates of the
spatiotemporal process of increasing
competitiveness;

2) the formation of a flexible complex of
sustainable competitive advantages of
domestic retail enterprises is a tool for its
adaptation

Object: the process of ensuring (formation,
implementation, and development) of the
competitive advantages of a retail enterprise at
the active stages of its LC.

Subject: the theoretical, conceptual,
methodological, and scientific-practical
foundations of the formation, implementation,
and development of the competitive advantages
of a retail enterprise

Main categories and definitions:
sustainable competitive advantage, active
stages of the life cycle, centers of
sustainable competitive advantages,
flexible complex of sustainable
competitive advantages, impulse
relationship, spatiotemporal process of
Increasing competitiveness

[METHODOLOGICAL BASIS}___

r—-——

Paradigmatic approaches:
value-oriented, situational,
system-structured, synergetic,
adaptive

4
Principles

specific:
focus on creatin scientific
greater value o validity,

the trading service, consistency,

general:

reach, focusing, = complexity,
variability, adaptability
flexibility,
dynamism,

perspective, one-
way, feedback

Logic

1) if the competitive advantages
go through all stages of the life
cycle, then it is necessary to
ensure their presence at each
separate stage at the same time to
ensure the continuity of their
transformation in the space-time
process of increasing
competitiveness;

2) if a competitive advantage
loses its properties (ceases to be
an advantage) at a certain stage
of the life cycle, then it is
necessary to use “opportunities”,
and not solve the “problems”
solely due to the competitive
advantage support system;

3) competitive advantage should
be based on a vision of
sustainable development
prospects of a retail enterprise

___________________________________________

Fig. 2. Component filling of the scientific basis of the concept of formation, implementation,
and development of the retail enterprise (RE) competitive advantages (CA)

Source: authoring.
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APPLIED BASIS

Main purpose:
Creation of an integrative system of
Centers of sustainable competitive

Scientific and methodological
approaches (SMA)

advantages (CA) of a retail
enterprise (RE)

[ Ways to achieve the main goal ]

Formation of an integrated system for
ensuring the competitive advantages of
RE in the coordinates of the
spatiotemporal process of increasing
competitiveness

E’he set of subgoals and tasks

Subgoal 1. Ensuring the competitive
advantages of a RE at the active
stages of their LC

L

»

- SMA for the development of an
integrative system of centers of the RE
sustainable competitive advantages;

- SMA for the development of
subsystems to ensure the competitive
advantages of RE at certain stages of
their life cycle (formation,
implementation, development);

- SMA for developing a system for the
coordination of impulse interconnection
and vector development of subsystems
to ensure the competitive advantages;

- SMA for ensuring the effectiveness of
impulse interconnection and vector
development of competitive advantage
subsystems

Tasks:

- development of a subsystem for
the formation of CA of a RE;

Methods / Technologies / Algorithms )

- development of a subsystem for
the implementation of CA of a
RE;

- development of a subsystem for
the progress of CA of a RE.

Subgoal 2. Ensuring the
vectorial development of the

the active stages of LC

— L

- technique of creating an integrative
system of sustainable competitive
advantage centers of a retail enterprise;

- technologies:  the  formation,
implementation, development of RE
competitive advantages;

- algorithm for determining the
effectiveness of the impulse relationship
of subsystems to ensure the competitive
advantages of a retail enterprise

Tasks:

- coordination of the CA subsystems

Methods / Models

of a RE;

- creation of an effective impulse
interconnection of the CA subsystems
of a RE;

- formation of an upward trend in the
development of CA subsystems of a
RE.

scientific knowledge, scientific and
practical approach, economic and
statistical analysis, economic and
mathematical, marginal, factorial,
systemic, comparative, selective,
coefficient, integral, etc.

competitive advantages of RE at| :

Target block J

Methodological blocg

Fig. 3. Component filling of the applied basis of the concept of formation, implementation,
and development of competitive advantages of a retail enterprise

Source: authoring.
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The achievement of the first sub goal «Ensuring the competitive advantages of retail
enterprises at the active stages of their life cycle» is achieved through the solution of the following
tasks: development of a subsystem for the formation of the competitive advantages of a retail
enterprise; development of a subsystem for the implementation of the competitive advantages of a
retail enterprise; development of a subsystem for the progress of the competitive advantages of a
retail enterprise.

The implementation of the second sub goal «Ensuring the vectorial development of the
competitive advantages of retail enterprises at the active stages of their life cycle» is achieved by
the following tasks: coordination of the competitive advantage subsystems of a retail enterprise;
creation of an effective impulse interconnection of competitive advantage subsystems of a retail
enterprise; the formation of an upward trend in the development of competitive advantage
subsystems of a retail enterprise.

The author’s conceptual vision of the specifics of the formation, implementation, and
development of the competitive advantages of a retail enterprise involves the application of certain
paradigmatic approaches:

1) the competitive advantage of a retail enterprise is the exclusive value of the trading
services of this enterprise, giving it priority among competitors due to the complete satisfaction of
consumer needs at a high quality level, which requires the priority of a value-oriented approach;

2) the formation, implementation, and development of the competitive advantages at the
active stages of its life cycle occurs in a specific situation, that is, in a specific set of circumstances
that affect the processes of providing advantages at a given time, which requires a situational
approach;

3) an integrated system for ensuring the competitive advantages of a retail enterprise in the
coordinates of the spatiotemporal process of increasing competitiveness consists of separate
interconnected subsystems (formation subsystem, implementation subsystem, and subsystem for the
development of the competitive advantages), which is ensured by the principles of a system-
structured approach;

4) the obligatory presence of the competitive advantages of a retail enterprise at the active
stages of its life cycle enhances competitiveness through the synergy effect, which necessitates the
use of a synergetic approach;

5) the life cycle of a competitive advantage is largely due to its high adaptability to the
competitive environment, which requires an adaptive approach.

In accordance with certain approaches, a set of principles for ensuring the competitive
advantages of retail enterprises at the active stages of their life cycle, consisting of general scientific
and specific ones, has been substantiated.

The general scientific principles include principles that are mandatory for any concept,
namely: scientific validity, consistency, complexity, adaptability (cybernetic). The set of basic
specific principles includes principles that are specific to the concept of the formation,
implementation, and development of the competitive advantages of a retail enterprise from the
perspective of compliance with its theoretical foundations, hypotheses, and paradigmatic
approaches, namely: focus on creating greater value of the trading service (for the consumer); focus
on opportunities; dynamism; reach and variability; optimality; flexibility of perspective (vision);
feedback.

The proposed concept is based on the theory of the life cycle, according to which the
competitive advantage successively passes through certain stages. The first three stages of the
competitive advantage life cycle (T1, T2, T3) are active. They are characterized by certain
processes inherent only to them, namely:

T1 — the stage of birth. It is the period from the idea, the justification of the relevance of the
competitive advantage and the ability of a retail enterprise to form it in accordance with the existing
competitive potential. Within the framework of this period, the processes of the formation of a
certain set of the competitive advantages in different directions and sources take place directly;

T2 — the stage of market launch. It is the period from the launch of a competitive advantage
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in the market to ensuring a high (necessary/defined) level of competitiveness of a retail enterprise
due to the combination of established competitive advantages;

T3 — the stage of growth and maturity. The period of stability of the competitive advantage
in the market, during which a high (necessary/defined) level of competitiveness of a retail enterprise
IS maintained, that is, its competitiveness is ensured,;

T4 — the stage of withdrawal from the market. Competitive advantage loses its stability
and, as a result, the level of competitiveness of a retail enterprise is reduced.

Based on the hypothesis that the provision and long-term retention of a high
(necessary/specific) level of competitiveness of retail enterprises is possible if there are the
competitive advantages at the active stages of their life cycle in the coordinates of the
spatiotemporal process of increasing competitiveness, we consider it necessary: firstly, the creation
of sustainable competitive advantage centers at each of the active stages; secondly, ensuring the
vector interconnection of centers within an integrative system for passing through all these stages
with a competitive advantage.

A center of creating the competitive advantages for a retail enterprise is created at the stage
of the «birth» life cycle, a center for implementing the competitive advantages — at the stage of
«market launchy, a center for developing the competitive advantages — at the stage of «growth and

maturity».
The elements of the integrative system of centers of the retail enterprise sustainable
competitive advantages are the subsystems corresponding to specific centers — formation,

implementation, and development, which have their own characteristics and specifics. The
subsystem for the formation of the competitive advantages is aimed at creating a set of relevant
competitive advantages of a retail enterprise based on the use of internal sources (existing
competitive potential) and external (favorable environmental factors).

Within the framework of the implementation center, the competitive advantages are
promoted at the stage of the «market launchy life cycle based on the implementation subsystem.
The implementation subsystem should ensure the process of launching to the market a set of the
competitive advantages that has developed within the center of «formationy, that is, achieving the
maximum level of enterprise competitiveness.

Within the center for the development of the competitive advantages, the competitive
advantages form the maximum level of enterprise competitiveness that is maintained for a long
period of time, that is, a competitiveness of a retail enterprise is ensured.

Thus, the introduction of an integrative system of centers of sustainable competitive
advantage at a retail enterprise will allow to create a flexible set of relevant competitive advantages
that covers all the active stages of its life cycle; will ensure the implementation of the «golden rule»
of the competitive advantages — maximizing the time lag of the benefits at the stage of «growth
and maturity»; will enable to maintain a stable competitive position in the market within the
strategic group for a long period of time.

Conclusions. The paper has developed and presented for the first time the concept of the
formation, implementation, and development of the competitive advantages of a retail enterprise,
which contains theoretical and methodological (scientific and applied basis) and practical
components. The proposed architectonics of the concept (see Fig. 1) ensures the consistency of the
scientific and methodological (see Fig. 2) and applied components (see Fig. 3), high scientific
validity of the process of formation, implementation, and development of the retail enterprise
competitive advantages, which allows to comprehensively solve the problem of acquiring a high
level of competitiveness and long-term sustainable competitive position of the domestic retailer. It
is based on the basic foundations and principles of theories of the competitive advantages,
corresponding to modern features of economic development and the specifics of retail, concepts of
consumer value, value chain, life cycle, «opportunities», «lean manufacture» and provides for the
competitive advantages of retail enterprises at active stages of their life cycle by creating an
integrative system of centers of sustainable competitive advantages of retail enterprises.

The innovation of the presented concept lies in a systematic vision of the process of ensuring

257



the competitive advantages of a retail enterprise at the active stages of the life cycle through the
upward direction of their movement due to coordination and effective impulse interconnection of
the subsystems for the formation, implementation, and development of the competitive advantages.

The application of the proposed concept of the formation, implementation, and development
of the competitive advantages will allow a retail enterprise to comprehensively solve the problem of
ensuring and maintaining a high level of competitiveness in the consumer market, namely: 1) to
create a set of multidirectional competitive advantages of the enterprise due to the synthesized use
of theories that are most relevant to the current stage of development of the global and national
economy; 2) to create the competitive advantages that are relevant specifically for modern domestic
retail enterprises by taking into account industry specifics; 3) to ensure a high level of adaptation of
a retail enterprise in the conditions of dynamic changes and adverse environmental conditions due
to the flexibility of a set of sustainable competitive advantages; 4) to synchronize the simultaneous
presence of the competitive advantages of a retail enterprise at each of the life cycle active stages
for the continuity of their transformation in the spatiotemporal process of increasing
competitiveness by creating an integrative system of centers of sustainable competitive advantages.

Further research is aimed at creating a theoretical and methodological basis for ensuring the
vectorial development of the competitive advantages of a retail enterprise at the active stages of the
life cycle and creating an effective impulse relationship between the subsystems of the competitive
advantages of trading entities.
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