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PROVIDING COMPETITIVE ADVANTAGES AND BUSINESS
BENEFITS

In the face of increased competition, one of the main means of promoting your
business, strengthening competitive positions in the market is to demonstrate to consumers
the advantages of the company, product or service and the benefits that they will receive as a
result. It has been established that preferences are formed based on the characteristics of a
product, service or company as a whole. The author believes that the benefits are derived
from the benefits provided by the characteristic, they help the client solve their problem, make
life easier, save time, money or whatever is relevant to the buyer at the moment. The
mechanism of generating business benefits is defined, which includes researching the demand
of the target customer, the formation of competitive advantages, highlighting the benefits on
their basis and demonstrating them to your customer.

It has been established that competitive advantages can be provided with the help of
price, delivery time, experience, terms of cooperation, narrow specialization, business
features, achievements, added value, responsibility for the goods (service), guarantees,

demonstrations of offers, real customer reviews. Not all companies, especially young ones
that are just entering the market, can compete with their competitors. To stay afloat, they
have to inflate prices, extend the delivery time. In such cases, special techniques are used that
help to make advantages with the disadvantages. These are facts that counterbalance
weaknesses. So, newly created companies usually have a small set of goods and services. In
contrast to this argument, one can offer a statement about narrow specialization on a
particular brand and the possibility of providing detailed advice on the specifics of the
product. That is, the disadvantages that can lead the company to failure can become powerful
competitive advantages that even firms already established in the market cannot provide.
Demonstration of competitive advantages is a fairly simple option to promote and
position your name, does not require financial investments, but it is an effective tool for
conducting competition.
Key words: competitive advantage, business, benefit, consumer, product, competitors,
competition, service.
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3ABE3IIEYEHHS KOHKYPEHTHUX IIEPEBAI' TA BUTI'OJl BI3BHECY

3a ymos nocunenHs KOHKypenmHoi 60pomvou 00HUM 13 HAUBAZOMIWUUX 3AC00i6
npOCYBanHs c8020 Oi3Hecy, NOCUIEHHs KOHKYDEHMHUX NO3UYIL HA PUHKY CIAE 0eMOHCIMpPayis
CROXMCUBAYAM Nepesas KOMNAHIL, mosapy abo nocayeu i 6u2o0, sIKi 60HU OMPUMAIOMb 8
pe3yaemami. Bcmanoeéneno, wo nepegazu popmyromscs, uxoosauu 3 Xapakmepucmux
moeapy, nociyeu abo KOMnawii 6 yinomy. Aemop esadjicae, wo 6ucoou € NOXiOHUMU nepesazi,
3a6e3neuenoi XapaKkmepucmuKorio, Wo 60HU 00NOMA2aAOMyb KIIEHMY UPIuLYy8amu ix
npoobuemy, noiecuy8amu Hcumms, eKOHOMUMU Yac, epowi abo me, wjo aKmyaibHo OJisl
NOKyNnysl 8 Oanuti Momenm. Busnauweno mexanizm ¢hopmysanms ueoo 6iznecy, aKkuil 6KI04ae
00CNIOAHCEHHA NONUMY YITbOBO2O NOKYNYS, (DOPMYBANHS KOHKYDEHMHUX Nepesaz,
BUOKDEMIIEHHS HA iX OCHOBI U200 MA OeMOHCMPAYis iX CBOEMY NOKYNYEBL.
Bcmanosneno, wo konkypenmui nepegazu moxcymo 3abe3neqysamucs Yinoio,
mepMiHamMu 00CMasKu, 00C8I00OM, YMOBAMU CRIBNPAYI, 8Y3bKOIO Cneyidnizayicro,
ocobaueocmamu 6izHecy, 00CACHEHHAMU, 000AMKOBOI0 YIHHICMIO, 8I0N0BIOAILHICIIO 3d
mosap (nociyey), eapanmicro, 0eMOHCMPAayicto NPono3uYii, peaibHUMU 8I02YKAMU KIIEHMIE.
He sci komnawnii, ocobaueo monooi, sKi miibKu 6UX00Mb HA PUHOK, MONCYMb NHOZMASAMUCSL
31 ceoimu koukypenmamu. LL[ob 3anuwmamuca Ha niagy, iv 00800UMbCs 3a8ULYBAMU YIHU,
npPoO0BIHCYBAMU MEPMIH OOCMABKU. YV MaKux sunaokax UKOPUCOBYIOMbCsL CneyianbHi
nputiomu, AKi 00NoOMazaoms 3 HeooliKie 3pooumu nepesazu. Lle gpaxmu, sAxi cmaromeo
npomueazoro cradokum micysam. Taxk, Heupo0agHo cmeopeni KOMNAHIi IK NPAsULO MAOMb
HegenuKkull Habip mosapie ma nociye. ¥ npomusazy ybomy apeymMeHmy Mo*CHa
3anponony8amu meepo*CeHHs NPo 8Y3bKy Cneyianizayilo Ha neHomy bpeHoi ma
MONCIUBICb HAOAHHS 0eMAIbHOT KOHCYIbmayii woodo cneyugiku mosapy. Toomo nedonixu,
AKI MOJHCYMb NPU3EECMU KOMAAHTIO 00 NPOBATLY, MONCYMb CIAMU HALINOMYHCHIUUMU
KOHKYPEeHMHUMU Nepedazamul, AKi He 30amHi Ha0amu Hasimv 8ice YCmaieHi Ha pUHKy Qipmu.
Jlemoncmpayis KOHKypeHmHUX nepesaz € 00CUmMs RPOCMUM 8APIAHMOM POSKPYMKU i
NO3UYIOHYBAHHS C8020 IMEeHI, AKUL He 8UMA2aE DIHaHCOBUX 8KIAOEHb, ale NPU YbOMY €
eheKmusHUM THCMPYMEHMOM OJisl Be0eHHS. KOHKYPEeHMHOI 60pombou.
Knrouoei cnosa: xonkypenmua nepegaza, 0iznec, 8u200d, CNOXCU8AY, Mosap,
KOHKYpEeHMu, KOHKYPeHYIsl, NOCay2d.

Statement of the research problem. In conditions of intensified
competition, modern business faces new challenges, among which an important
place, along with creating a brand, developing a strategy for its promotion and
development, positioning, is to ensure the competitive advantages of products,
provide services and inform their consumers about it.

It is competitive advantages that help strengthen the company's position in
the market; create prospects for sustainable growth and business continuity;
create difficulties for competitors who enter the market. And, most importantly,
competitive advantages are the main motivators for the consumer, which make

him go for the actions that the business needs. It means that they bring the most
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income. The demanding buyer wants to trust the company, to be sure that having
given his money, he can safely get what he expects. And it is important for any
company to show its potential customer its own competitive advantages,
convincing that it is precisely it that can satisfy its needs.

Analysis of recent research and publications. Theoretical and
methodological principles of competition and competitiveness of enterprises
were covered in their fundamental works by domestic and foreign researchers, in
particular: G. Azoev, I. Ansoff, A. Andriychuk, L. Balabanov, I. Blank, S. Bru,
A. Dementyev, B. Carloff, R. Campbell, M. Malik, A. Marshall, D. Mill, N.
Moiseeva, F. Knight, M. Porter, D. Ricardo, J. Robinson, P. Samuelson, A.
Smith, R. Fathutdinov, P. Heine, O. Shpychak, J. Schumpeter, A. Yudanov and
others.

To date, a considerable amount of theoretical work has been presented in
the field of the competitive advantages’ nature by such authors as Ricardo, I.
Kravis, J. Vanek, J.J. Lamben, M. Porter, K. Arrow, T. Levitt, W. Broll, S.
Heimer, S. Kindleberger, W. Premier, X. Johnson, D. Teess, R. Kavs, R. Coase,
P. Buckley, M. Casson, D. Dunning, M. Perlitz, G.L. Azoev, A.P. Chelenkov,
V.K. Falzman, E.N. Winged, NI Fokin and others.

However, in modern economic conditions, a lot of new information has
appeared on ensuring the competitive advantages of business, which requires
new research and generalization. Recent events related to quarantine measures
In connection with the coronavirus have made adjustments to the work of the
business, which employers have not yet met. The dismissal of workers, the
transition to remote work, the introduction of part-time work, taking into
account the latest legislative changes, sending employees on various holidays —
this whole panoply of measures has become the modern life of employers and

significantly affects the competitive advantage of the business.
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The purpose of the article is to substantiate theoretical and
methodological principles and develop scientific and practical recommendations
for ensuring the competitive advantages and benefits of business.

Statement of the main research material. The concept of competitive
advantage contains the advantage of a company, product, service or brand over
other existing market participants — competing companies working in one niche.
So, the classic of competition M. Porter defines competitive advantage as a
firm's position in the market, which allows it to overcome the forces of
competition and attract customers [1, p.42]. JJ. Lamben understands
competitive advantage as those characteristics, properties of a product or brand
that create a certain superiority for a company over its direct competitors. These
characteristics (attributes) can be very different and apply both to the product
(service) itself, and to the additional services that accompany the basic one, to
the forms of production, sales or sales specific to the company or product [2].

According to L. Azoev and A. P. Chelenkov, competitive advantages are
understood as concentrated manifestations of superiority over competitors in the
economic, technical and organizational fields of the enterprise; this can be
measured by economic indicators (additional profit, higher profitability, market
share, sales) [3, p. 41].

In modern business, this is often found as equivalent concepts of
advantages and benefits. And it is important to indicate both benefits and
benefits. And although they lead to a single result, they differ in value, so it is
Important to understand how, and also to know how and when to use them.

The benefits are based on the characteristics of the product, service or
company as a whole. With their help, the client understands why and why the
company is represented better and why it is better for him [4, 5].

Benefits are derived from the benefits provided by the characteristic. They
help the client to solve their problem, make life easier, save time, money or

whatever is relevant for the buyer at the moment. Despite the fact that the
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competitive advantages of the enterprise and the benefits in their specificity are
different, they are united by common requirements. Namely: stand out from the
competition; satisfy customer needs; be stable and unchanging in a changing
market; be unique and make it clear that no other company will provide such
advantages and benefits; work for the profit of the enterprise.

Competitive advantages should be based on the wishes of the target buyer,
which must be studied. Once the benefits are formed, you can highlight the
benefits on their basis and demonstrate to your customer. For example, in a
smartphone repair company, we will find out the desires of customers and
determine the advantages over competitors. What requirements can a client put
on providing smartphone repair services? First of all, they are: the smartphone
works without failures and glitches; the smartphone does not slow down or get
warm; perhaps another condition for comfortable work with your smartphone.
Along with this, the client, the recipient of the smartphones repair services, will
have certain criteria regarding these services, namely: that it is not more
expensive than the amount that he expects; so that the smartphone is repaired in
1-2 days; that original spare parts are installed; to give a guarantee for repair of
at least 6 months; unwillingness to go to the service center on your own

Based on this, it is possible to form advantages:

— Smartphone repair from 50 UAH;

— Repair period — 1-2 days;

— Installing original spare parts. Do not use Chinese counterparts and fakes;
— Warranty for repairs — 6 months;

- Courier delivery of the smartphone to the service center and to the client
after its repair.

When certain benefits, you can go to the benefits:

- Save time — repair takes a maximum of 2 days;
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— Saving money — repairing a smartphone will cost 20% cheaper than in
other service centers;
— Save energy — the courier will deliver the smartphone back and forth.

The formation and maintenance of a competitive advantage affects the
entire the enterprise mechanism related to the creation, production and sale of
products. The basic principles of the competitive advantages formation and
support are: the enterprise management the desire to improve, innovate and
change in all aspects of the enterprise’s economic activity; improving and
increasing the number of competitive advantage sources, contributes to the
preservation of their activities and sustainability; application of a systematic
approach to the formation of a competitive advantage, which covers the entire
mechanism of the enterprise.

Often, opening a business where there are already many competing firms,
it is considered that under such conditions it is difficult or impossible to single
out competitive advantages. For example, enterprises selling consumer goods
can develop such strong advantages that will set it apart from others.

Perhaps the most powerful advantage is the price. In this case, it is
important to correctly format the information. Instead of template phrases: “Low
price”, “Discounts for regular customers”, “Wholesale prices”, “Prices from the
manufacturer”, etc., it is better to indicate in the language of numbers: “20%
discount on TVs”, “prices are 25% lower market ".

Another advantage is delivery times. The client always wants to save his
time. It is important to give him such an opportunity, indicating specific dates,
and instead of the traditional phrase “fast delivery”, write, for example,
“delivery in one hour to any part of the city”.

A valuable advantage can be information about the benefits that will help
the consumer save their energy, time or increase their own productivity (for

example, when applying for cleaning services, the client pays for cleaning and
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saves his energy by getting cleanness in his house). Such customer care arouses
trust and motivates the consumer to act.

If experience is an advantage, phrases such as “we are experts in the field
... should also be avoided. Much better option would be specific information
about what has been done over 10 years of its activity. For example, opening 30
branches throughout the country and abroad, expanding production of new
product lines, completing the construction of new workshops and the like.

Terms of cooperation, any of which may also be an important advantage
of the business. This may be payment in cash or by bank transfer, which
provides convenience to the buyer and therefore increases the chances of a sale;
the possibility of producing goods on order, the geographical location of the
office near the stop of municipal transport or the metro and the like. Even the
possibility of shipment at own expense and your own warehouse or any
information that gives the client the benefit of saving his time or effort, as a
competitive advantage, can be useful by providing the buyer with maximum
comfort.

If the company operates in a narrow specialization, it is necessary to say
this to customers, because it means better service in the niche market.

When designing benefits, all the features of the business are important, so
it’s important to mention them. This could be the use of certain technology or
equipment, an assortment of products that exceed competitors’ assortment, the
purchase of raw materials in Europe, and so on.

And, of course, one should not forget about achievements. Diplomas,
certificates, a list of partner companies and large client companies with their
logos work as social proof, which has credibility in the company and is the main
goal of competitive advantages. With the help of documents that you need to
demonstrate to your potential customers, you can emphasize your experience,
status, authority. And this is very important for buyers, as it shows that the

company is working for the future, developing.
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Companies that work in a very competitive niche, or start-up companies
are more interested in advantages that, in contrast to the previous ones — natural
ones, are called artificial. First of all, this is an additional value, that is, to offer
your client something that competitors do not offer. For example, when buying a
phone — an accessory as a gift. In other words, any, even the most ordinary,
action will help create an advantage over competitors and attract the attention of
buyers.

Such an advantage as responsibility for a product (service) works well.
For example, if the seller assumes the responsibility to claim that the period of
his product use is 10 years. Buyers will respond to such an offer in case of
strong evidence.

An important competitive advantage is the guarantee for the product,
service. For example, providing the possibility of returning and exchanging
goods within 30 days, despite the fact that, by law, this can be done only within
14 days. Or guarantee a refund if the service fails.

An interesting approach, called the "demonstration of the proposal.” Its
essence is as follows: if a product or service does not have obvious advantages
(which is quite common), then you can simply show the potential customer what
he is offered in the form of a demonstration. If this is a product, then you can
shoot a video about its appearance to show a person how he really looks. If the
service is the process of its implementation. Based on the fact that a person
perceives 85% of information visually, demonstration of the video clip will be a
significant advantage for the company.

The real customer reviews are also important: video, text, where real
consumers express their opinion about the company, product or service, which is
social proof, a reason for trusting the company and its activities.

As noted above, it is not always possible to develop natural competitive
advantages, especially in very popular and saturated niches. The only way out in

this case is to create false (false advantages), there are those that work on the
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emotions and beliefs of the consumer, the company, product, service is unique.
For example, in an advertisement for Jacobs coffee it was announced that it was
“the magic of aromavelvet,” that is, the magic of velvet aroma. The concept
“aromavelvet” does not exist in nature, but such a unique selling proposition of
the brand has become its most important advantage.

Not all companies, especially young ones that are just entering the market,
can compete with their competitors. To stay afloat, they have to raise prices,
extend the delivery time through a logistics department and the like. All this can
negatively affect the business, pushing away customers, because no one wants to
pay more or wait longer for their order, when the competition is much cheaper
and faster. In such cases, special techniques are used that help to make
advantages with the disadvantages. These are facts that counterbalance
weaknesses.

For example, the inconvenient location of the office, or far from the
center, is the disadvantage of any business. In this case, the counterargument is
that the company’s office has a showroom where you can see the goods with
your own eyes; the warehouse is located on the territory; There is a convenient
parking place, including for freight vehicles. There is the possibility of self-
delivery and delivery throughout the city.

The next possible drawback is the price is much higher than in
competitors' stores. In contrast, a computer company, for example, can offer
additional features: updated to the latest version of the operating system, a
cover, headphones and a protective glass as a gift.

The disadvantage is the long delivery of the order. Counterargument — the
ability to order spare parts from the manufacturer without intermediaries, the
ability to order rare spare parts.

If a young company just appeared on the market, the lack of work

experience is perceived by consumers with caution and some distrust. In this
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case, you can offer the shipment of goods on the day of order by Ukrposhta,
Nova Poshta, free consultations, without prepayment.

Newly created companies usually have a small set of goods and services,
which is an objective factor. In contrast to this argument, one can offer a
statement about narrow specialization on a particular brand and the possibility of
providing detailed advice on the specifics of the product.

Thus, even those shortcomings that can lead the company to failure can
become powerful competitive advantages that even firms already established in
the market are not able to provide to customers.

Conclusions. In the face of increased competition, one of the main means
of promoting your business, strengthening competitive positions in the market is
to demonstrate to consumers the advantages of the company, product or service
and the benefits that they will receive as a result. Competitive advantages can be
provided by price, delivery time, experience, conditions of cooperation, narrow
specialization, business features, achievements, added value, responsibility for
the product (service), guarantee, demonstration of the offer, real customer
reviews and the creation of so-called false (erroneous) preferences, working on
the emotions and beliefs of the consumer, the company, product, service is
unique.

Demonstration of competitive advantages is a fairly simple option to
promote and position your name, does not require financial investments, but it is
an effective tool for conducting competition. Therefore, only working on your
competitive advantages, in the future you can take a leadership position in your

niche.
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