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BBenenue
Konuenuusa mnporecca mMO3UIUOHUPOBA-

HHS TIPOJYKIHH B 3apyOCKHBIX CTPaHaX C pas- -
BUTOM 3KOHOMMKOMN CUMTAETCS OJHOWU M3 OCHOB- -
HBIX IIPH IJIAHUPOBAHUHN WU OpraHU3allUH MapKe-
TUHTa. B OTeYeCcTBEHHON PKOHOMHKE 3Ty KOH- |
HENIUI0 TMPUMEHAET HEOONBIIOe KOJIHYECTBO -
NPEANPUATHUIA, TIOCKOJIBKY HET MEXaHU3MA TI03U- -
IMOHUPOBAHHS, AJANTHPOBAHHOTO IS HALINX -
npennpusatuii. OcBeleHne mporecca MO3HuINo-

HHUPOBaHMSI B HAyYHOH JIUTEpaType HOCHUT Ipe- .
" choice of methods for positioning goods with
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The article is devoted to the study and
analysis of practical views on the nature of the
concept of positioning, highlighting the main

overall marketing strategy of the company. In
today's market the winners are those who sets
the strategic goals and competes with the use of
theoretically justified from a scientific point of

The processes that ensure the creation of
strong positions in the market are reflected in
the methodological recommendations developed
by the author for the positioning of the product.
The effectiveness of the positioning strategy
depends on identifying the correct and accurate
target audience, analyzing competitors' organi-
zations and predicting consumer behavior. All
this allows to determine the strengths and
weaknesses of the enterprise, as well as to find
out the public opinion about this enterprise.
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- market, market segmentation, consumer pre-

no3uyuoOHUpOBaHUe, - ferences.

cmpamecust, COGpeM@HHbluv PUIHOK, ceeMerma-

JEL: M30, M31.

Introduction
The concept of the process of positioning

. products in foreign countries with developed

economies is considered one of the main ones in
planning and organizing the marketing. In the
domestic economy, a small number of enterpri-
ses apply this concept, since there is no positio-
ning mechanism adapted for our enterprises. The
coverage of the positioning process in the
scientific literature is mainly descriptive and
does not reflect the methodological problems of
determining the optimal set of criteria and the

— W



BUSINESS SI ADMINISTRARE / BUSINESS AND ADMINISTRATION

OTpaXKaeT METOMOJIOTHUYECKHE MPOOJIeMbl ompe- -
JIeNICHUsT ONTHMAIBHOTO HaboOpa KPHUTEpUEB U |
. preferences, which, in fact, determines the need
JIOCTYTIOM K MOJICITd ()OPMHUPOBAHHUS TIPU TIPOU3- -
BOJICTBE MPOAYKIUH C Y4ETOM TPEANOYTEHHS -
MOTpeOUTENEH, YTO, COOCTBEHHO, U ONpPENEsIeT -
. ments

BI:I60pa METOJ0B MO3UITUOHHUPOBAHNUA TOBAPOB C

HEOOXOAMMOCTh JaHHOI'O MCCIIEIOBaHU.
MeToabl HccaeT0BaAHHUS.

KOe HcCcliefioBaHue (HAONIOIEHUE, CpaBHEHHE);

COLMOJIOTHYECKHEe METOZBI (KCIIEPTHBIC OLEH- -
KH, OIIPOCHI); CTATUCTHYECKHE METOIbI 00paboT- -
- Merlin, Peter R. Dixon, Jean-Jacques Lamben,

KU JaHHBIX (TPYNIHUPOBKA, PEHTHHT).

Pe3yabTarsl ucciaenoBanus. B HaydHbIX -
tpynax asun ['paBenca, B. I1. Bamekuna, Croyn - P. Golubkov [1 p.26, 2 p.45-46] based on the
Mepmnun, [Tutep P. Tukcona, XKan-XKak JlamOena,
Cammn [1n66 n JImamon CumkuH, I'. JI. baruesa, -
E. Il. T'omy6kosa [1, ¢.26; 2, c.45-46] Ha ocHOBE

. tioning model based on a marketing approach,

CTPYKTYPBI IIPOLCCCa MO3MITUOHUPOBAHUS, 3TAIIOB

MO3UIIMOHUPOBAHHMS, TIOCTICAOBATEILHOCTH IIIar0B -
IpH NPOBENACHUM TMO3MIHMOHMPOBAHUA aBTOpoM - [7 p.345]:
pa3paboTaHa MoJeNb MO3UIMOHUPOBaHHS TOBapa -

Ha OCHOBC MApPKETUHIOBOI'O MOAXOJ]aA, KOTOpLIﬁ .

npeacTaBiicH B Buae 4 sranos [7, c.345]:

1. Onpenenenne 1enu TMO3UIMOHUPOBAHUS -

TOBapa.
2. TIpeamno3uIuOHHBIH TaIl.
3. Dran no3uIHOHUPOBAHHS.

4. Ouenka >(pQGEKTUBHOCTH MO3ULMOHAPO- -

BaHMU.
Ha nepeom smane yCmarnasiueaemcs yejb
no3uyuoHuposanusl moeapa. I[aHHaSI MOJCIIb

LEIU MMO3NITUOHNPOBAHUA TOBapa.

[enb MO3UIIMOHUPOBAHUSA COCTOUT B TOM,
YTOOBI MTOMOYh TOTEHIMATBHBIM ITOKYIIATEISIM

MUposanue poiHKa U 6b100P Yene6020 cecmeHma.

Jlns BEIGOpA LIENEBOTO PBHIHKA PEKOMEH- - .
HyeTCH IPHICEIKBATHCA CICIYIOMEH TOCICHO- - mended to adhere to the following sequence
o [6, p.38]:

BareJbHOCTH [6, ¢.38]:

» YCTaHOBUTH pa3Mep CErMEHTa H CKOPOCTh -

€ro M3MEHEHHS (POCTa, YMEHBIIICHIS);
> HCcienoBaTh
TENBHOCTh CETMEHTA;

EA—

B kauectse
NPaKTUYECKOW OCHOBBI B CTAaThe HMCIOJIH30BaHBI -
HayYHbIE TPYZBI 10 TEOPHH MApKETHHra W Map- -
KETHHTOBOH JEATEIBHOCTH OTEYECTBEHHBIX W °
3apyOeKHBIX YueHbIX. MeTomonoruyeckas 0asa
OCHOBaHa Ha CJIEAYIOIINX METoJax: SMIHpHYEC- .
- processing (grouping, rating).

CTPYKTYyPHYIO ~TPUBJIEKA- -

access to the formation model in the production
of products, taking into account consumer

for this research.

Research methods. As a practical basis
for the article were used the scientific develop-
of domestic and foreign scientists-
economists on the theory and practice of mar-
keting and marketing activities. The method-
logical base is based on the following methods:
empirical research (observation, comparison);
sociological methods (expert assessments, polls,
questionnaires); statistical methods of data

Research results. In the scientific works
of David Gravens, V.P. Vashchekin, Stone

Sally Dibb and Lyndon Simkin, G. L. Bagiev, E.

structure of the positioning process, the stages of
positioning, sequence of steps during positio-
ning, the author has developed a product posi-

which is presented on the basis of 4 stages

1. Determination of the purpose of product
positioning.

2. Prepositional stage

3. Positioning stage.

4. Assessment of positioning efficiency.
At the first stage it is set the goal of pro-

* duct positioning. This model is intended as a

tool to achieve the goal of product positioning.
If the enterprise has as goals: increasing

- profits, achieving profitability, return on invest-
. ment, creating an image, etc., then the positio-
npeAHa3HaueHa KaK HMHCTPYMEHT IOCTHIKCHHUS |

ning campaign is aimed at achieving these goals

- by increasing sales volumes, more complete
- satisfaction of consumer requirements

. gaining customer loyalty, the use of effective

BBIACIIUTE JaHHBIM TOBap U3 4YHCJia TOBApOB-aHa- - marketing tools for pricing, incentives and

JIOTOB KOHKYPEHTOB MO KaKOMY-JIMOO MPU3HAKY product promotion [5 p.75-77].

M OTIaThb NPCANOYTCHUE MPU MOKYNKE JAaHHOIO

TOB2pa MMEHHO 11O 3TOMY NPH3HAKY |5, ¢.75-77]. . segmentation of the market and selection of the
Ha emopom smane nposooumcs ceamen- -
- larget segment.

and

At the second stage it is performed the

To select the target market, it is recom-

» to set the size of the segment and the rate
of its change (growth, decrease);

» to explore the structural attractiveness of
the segment;

Revista / Journal ,, ECONOMICA” nr.3 (117) 2021
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» OIpeieNuTh IeIH M PeCypchl OpraHusa-

U1, OCBaNBAIOIICH CETMEHT.

Ha mpemvem smane — smane nosuyuoHu- .
- to determine the position of an existing product

poearus — IS ONPEACIICHUA MNO3UIUN CYHICCT-

BYIOIIETO TOBapa Ha PHIHKE MPEIIOKEHO B3ATH -
32 OCHOBY NOMPeOUmenbCKo-9KCHEPMHbILi METOH, -
oTpesieNIeHus] YPOBHS KOHKYPEHTOCIMOCOOHOCTH |

TOBapa.

JlaHHBI MeTOX, MO CPaBHEHHUIO C IpY- -
TMMH, UMeeT 0oJiee MPAKTHYECKYIO 3HAYMMOCTD -
U TIO3BOJISICT YYUTHIBATH KaK TPEOOBAHUS TOTPE- °
Oureneii, OLEHKY SKCIEPTOB, TaK M 3aJaHHBIE

3HA4YCHUA MapaMCTPOB HpOH3BO,[[I/ITeJIeI>'I.

Ha uemeepmom smane — 6v160p naubonee -
— - defend the chosen position, we propose to make

IhheKkmusHbvIX MAPKEMUH208bIX CPeOCma,

yTOOBI 3aHATH M 3aAIIUTUTH BBHIOPAHHYIO TMO3HU- -
- product positioning campaign carried out.

ouro, npeajaracM MnpoBECTU OILICHKY Sq)(peKTI/IB-

HOCTH TPOBEJECHHONW KaMIIaHWM I10 MO3UIHMOHH- |
poBanuto ToBapa. be3 ananmza sddekruBHOCTH -
KOMIIaHHUsI HE MOXKET PEIINTh — POIOILKATE WIH -
- [3, p.88].

HE MPOJOJKATH MPOU3BOJCTBO JAHHOTO accop-
THMEHTa ToBapa [3, ¢.88].
ABTOp TmpoBen WHCCIelOBaHUE Ha 0ase

Mooenu NO3UYUOHUPOBAHUA MOBAPA HA OCHOGE -
MapKemunz06020 n00xo0a Ha IPUMEpPE TPOAYK- -
IIMM BHHOJIE/IBUECKOro npeanpustus SA «Tomai- -
Vinex», pacnonoxennoro B ATO Tlaraysus, :
PecniyOnmuka MongoBa, KoTopasi 3aHUMaeT BTO- .
poe mecto cpenu 12 KOHKYypUPYIOIIUX TIpea- -
- produced and its share in the domestic market.

HpI/ISITI/Iﬁ peruoHa B 3aBUCHUMOCTU OT o0beMa

MPOU3BEICHHOM MPOAYKIIMK U 3aHUMAeMOW TOJH
© Vinex’

Ha BHYTPEHHEM pBIHKE.

Muccus npennpusitus SA «Tomai-Vinex» !
JIOCTH)KCHWEM  JIHIepCcTBa Ha .
- financial stability of the enterprise and satisfy

o0ycIoBieHa
BHYTPCHHEM PBIHKE M NPU3HAHWEM Ha BHEITHEM

B IIeNSAX TOBBIMICHUS (UHAHCOBOM YCTOWYH- -
BOCTH TMPEONPUATHS U yAOBIECTBOPEHHUS MOTpe-
. studied enterprise, a SWOT analysis was carried

OuTesiell KaUECTBOM BBITYCKAaeMOM MPOAYKIHH.

Jnst ompeneneHusl CHIBHBIX M CIa0BIX CTOPOH -
- tages, opportunities and threats of the segment in
aHANMM3 C IENbI0 BBIABIEHHMS KOHKYPEHTHBIX -
IPEUMYIIECTB, BO3MOXKHOCTEH M YIrpo3 cer- °
. is experiencing an

uccienyeMoro npeanpustust nposeaen SWOT-

MEHTa, Ha KOTOPOM OHO PaboTaeT.
Kak mnokazan ananms,

JJIs1 MCIIOJIB30BaHUA CTpaTeFHfI, TaKuX Kak

HWHTCHCUBHOI'O pocCTa —

Revista / Journal ,, ECONOMICA” nr.3 (117) 2021

y TpEeNnpUsITHs -
HaOJIIOIaETCs TOBBILIEHHE 00BEMOB MPOU3BOA- -
CTBA, CBUJICTENHCTBYIONIEE O TOM, UTO TIO3MIMSA -
OPEANPHUATHS MOXKET OBITh OLlCHEHa KaK UMEo-
1masi HeOOJBIIOM POCT PHIHKA, CO3JaBast yCIOBUS |
. Vinex”, it is acceptable to use the strategy of
COKpalieHHe pacxoqoB u auddepeHranms -
nponykiuu. Jlns mpeanmpustus SA  «Tomai- -
Vinex» npuemieMo HCIOIb30BAHUE CTPATETHU
CTpaTerud pPa3BUTHS

» to define the goals and resources of the
organization developing the segment.
At the third stage — the positioning stage —

on the market, it is proposed to take as a basis
consumer-expert method for determining the
level of competitiveness of the product.

This method, in comparison with others,
has a more practical significance and allows
taking into account both the requirements of
consumers, the assessment of experts, and the
set values of the parameters of manufacturers.

At the fourth stage — selection of the most
effective marketing tools, in order to take and

the assessment of the effectiveness of the
Without an effectiveness analysis, the company
cannot decide whether or not to continue

with the production of the given product range

The author conducted a research on the

. product positioning model based on a marketing

approach, on the example of the products of
the wine-making enterprise SA “Tomai-Vinex”,
located in the ATU (Autonomous Territorial
Unit) of Gagauzia, Republic of Moldova, which
ranks second among 12 competing enterprises in
the region, depending on the volume of products

The mission of the company SA “Tomai-
> is determined by the achievement of
leadership in the domestic market and recog-
nition in the external one in order to increase the

consumers with the quality of products. In order
to determine the strengths and weaknesses of the

out in order to identify the competitive advan-

which it operates.

As the analysis has shown, the enterprise
increase in production
volumes, which indicates that the position of the
enterprise can be assessed as having a small
market growth, which creates conditions for the
use of strategies such as cost reduction and
product differentiation. For the SA “Tomai-

intensive growth — a strategy for the develop-
ment of the enterprise through goods. In the
process of implementing this strategy, the
enterprise must expand its range by adding new

— =@
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HpENpUsATUs Yepe3 ToBapsl. B mpomecce BBINON- -
HEHUS JIaHHOW CTpaTEerMy MPEANPHUSITHE JOJDKHO |
. packaging, improving quality through the use of
pa3paboTKH -
HOBBIX BHJIOB BHHOJIENBYECKOH MPOMYKIMH, -
NPEIUIOKEHNST TOBapa B HOBOW YIIaKOBKE, YIyd- -
IICHUS] Ka4ecTBa 3a CYET WCIIONB30BAHUS HATY-
PANBHOTO CBHIPbA. Y TPEINPUSITHS €CTh MOJIOZbIE -
BUHOTPaJHbIC IUIAHTAIWH, 3aCaKCHHBIE CEpTHU- -
- product-driven growth strategy should start with
mel Ouonornveckoil kareropuu. HoBele mac- -
BHHOTPAJJHUKOB CO3HAIOTCS HAa OCHOBE |
Jy4YIIMX COPTOB M3 KJIOHOBOH CENEeKIUH CTpaH .
- (mainly the use of advertising, pricing policy,

pacoipiaTb aCCOPTUMCHT 3a CuéT ,E[O6aBHeHI/I}I
HOBBIX  XapaKTCPUCTHUK  TOBApa,

(bUIIMPOBaHHBIM MOCAJOYHBIM MATEPUATIOM BBIC-
CHUBBI
Hramun,

EBpocoroza (Dpanimm, I'epmanum).

Hcronb30BaHie CTPATETHH POCTA Yepe3 TOBApbI -
- in order to protect its position in the market.
clenyer -
MIPHUBIIEKATh HOBBIX IOTPEOUTENCH HATypaIbHOH |
NPOIYKIMH U aKTHBH3UPOBATH MHCTPYMEHTApHH -
MapKeTHHra (B OCHOBHOM HCIIONIB30BAHHE PEK- -
JIaMbl, ICHOBOM MOJIMTHKH, pacllipeHue cObITa B -
BU/IE UHTEPHET-MarapHa) B LEJNAX 3allUThl
. Unit) of Gagauzia market. The sample included

[ yTBEepKAEGHUS METONUKH OLCHKH -
KOHKYPEHTHBIX TO3UIUI TOBAPOB B BOCTIPUATHH -
norpeduTene U METOAMKH BBIOOpa aTpuOyTOB -
NO3ULUK TOBapa MPOBETH ONpPOC MOTpeOUTenen
BuHa Ha peiHKe ATO [araysuu. B BeIOOpKY
OBUTM BKJIIOYEHBI MY)KYHHBI U JKCHIIUHBI, TPO- -

ClleflyeT HauWHaTh C IO3WIMOHHMPOBAHMA TMIPO-
nykroB. [lpu 3TOM  mpeAnpHsTHIO

CBOCTO MOJIOXKCHUS Ha PBIHKE.

xuBatone B ATO I"araysum, crapuie 18 jer.

[ ompeneneHuss KpUTEpUEB BBIOOPKH -
aBTOP HCIONB30BAI METOA JOBEPUTEIbHBIX
BBIOOPOYHOIT |
Josie. beimu ompeneneHbl IENeBbIE CETMEHTHI -

HWHTCPBAJIOB, OCHOBaHHBIII Ha

PBIHKA BHHOJIEJILYECKOM MPOTYKIMH TO:
1) 6ospacmuomy xpumepuio. B

60 et — 9,0%;

2) no cneyuanvHocmu. JlaHHOE HCClelOBa- -
HHME [I0Ka3aj0, YTO HAWOOJBLIMH IOKa- -
3aTens — «KBanupuIupoBaHHKIl crenua- -
JIUCT ¢ BBICIINM oOpazoBanuem» — 20,8%, -

BBICITICTO |

obpazoaaus» — 14,8% wu «llpenmpurn- :

Marenb» C BBICIIAM O00Opa3oBaHHEM — -

manee — «CortpyaHuk 0e3

11,7%;

3) xpumepuro ypogHs mMamepuanbHo20 Noao-
ocerus. K HeMy OTHOCATCS PECIIOHAEHTHI

ompoce -
yuactBoBaJI0 80 4YENIOBEK, U3 KOTOPBIX
58,0% >xenuuH u 42,0% myxuuH. Pa3ge-
JWIA BCEX IIEJCBBIX MOTpEOUTENIed Ha .
CIe/yIOIIMEe BO3PACTHBIE IPpymIbl OoT 18 -
mo 30 mer — 29,0% ot 31 mo 45 nmer —
37,0%, ot 46 no 60 net — 25,0% u craprie -

product characteristics, developing new types
of wine products, offering goods in new

natural raw materials. The company has young
vineyards planted with certified planting mate-
rial of the highest biological category. New
vineyards are recognized on the basis of the best
varieties from the clonal selection of the EU
countries (France, Italy, Germany). Using a

product positioning. At the same time, the
enterprise should attract new consumers of
natural products and activate marketing tools

expansion of sales in the form of an online store)

In order to approve the methodology for
assessing the competitive positions of goods in
the perception of consumers and the metho-
dology for choosing the attributes of the position
of the goods, it was conducted a survey of wine
consumers in the ATU (Autonomous Territorial

men and women living in ATU Gagauzia, over
18 years old.

To determine the sample size, we used the
method of confidence intervals based on the
sample fraction. To identify the target segments
of the wine products market were used:

1) age criterion. The survey involved 80
people, of which 58.0% were women and
42.0% were men. We divided all target
consumers into the following age groups:
from 18 to 30 years 0ld-29.0%, from 31 to
45 years old — 37.0%, from 46 to 60 years
old — 25.0%and over 60 years old — 9.0%.

2) field of employment. The studies have
shown that the largest number is the group
“Qualified specialist with higher educa-
tion” — 20,8%, “Employee without higher
education” — 14,8%, “Entrepreneur” with
higher education — 11,7%.

3) criterion of financial standing level. It
includes respondents with incomes below
the average — 37,5% and average — 32,0%.
17,0% of the respondents are people with
low income. 14,0% of respondents have
an above-average and high income.

4) respondents’ level of education. A high
proportion of the respondents have higher
education — 43,0%. About 30,0% are
people with secondary specialized educa-
tion, 16,0% — with incomplete higher

Revista / Journal ,, ECONOMICA” nr.3 (117) 2021
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¢ JocTaTkoM Huxke cpensHero — 37,5% u -
cpenauM — 32,0%. 17,0% OnpoIIeHHbIX —
3TO JIIOAU ¢ HU3KUM J1oxoaoM. 14,0% pec-
MOHJICHTOB MMEIOT JOCTATOK BBIIIC CPel- -
- ments was calculated based on the method of

HETO ¥ BHICOKHUM;

4) no ypoeuo 06pazo08aHHOCMU PECHOHOCH- *
OTPOIICHHBIX |

C BBICIIEM .
obpazoaruem — 43,0%. Oxomo 30,0% — -
5TO JIOIM €O CPEJHHM  CIEUHATBHBIM -
16,0% — c HEmoJHBIM *
BeICIIUM, 8% — o0mmmM cpennum u 3% — -
. larity of the alcoholic drink,

moe. BI:ICOKYIO JOJIO
COCTaBJIAIOT PECIOHACHTEBI

oOpa3oBaHHeM,

9TO PECHOHACHTEI C yquoﬁ CTCIICHBIO.

CreneHb pasiuyuss MEXIY CETMCHTAMHU -
Oblla PAcCYMTaHA HA OCHOBE METOJd MOTHBA- -
uoHHoro juddepenimana. C 3TOH 1EIBIO B -
AHKETy JUIsl MOoTpeOuTeNneld OblT BKIIOYEH BOIIPOC
C MPOCHOOH JaTh OIEHKY BAXXHOCTH KKIOW W3 |
17 XapaKTEepUCTHK, KOTOpPbIC, C TOYKH 3PCHHS -
- the importance of product characteristics, a five-

PECIOHACHTOB, BJIMAKOT Ha BLI60p TMOKYIIKH

AJIKOTOJIBHOI'O HaIIMTKa: II€HAa, Ka4€CTBO, MCCTO -

H3roTOBJICHUS, PEKIIaMa, U3BCCTHOCTD, ITOITYJIAP-

HOCTh QJIKOI'OJIBHOI'O HaIIUTKa, BHCIIHUN BUI .

(ynakoBka), OOIIECTBEHHOE MHEHHE (OT3bIBHI),

HAJMYKE CTIENUATBHBIX 3HAKOB, OPEHJI AJIKOTOJb- -
HOW TPOXYKIMH, KPENOCTh MPOAYKTa, acCOpTH- -

MCHT, BKYCOBLIC CBOﬁCTBa, 00BeM Taphbl,

MNPECTUKHOCTDb, INPUBBIYKA, 6630HaCHOCTL, pac- :

education, 8% — general secondary edu-
cation and 3% are respondents with an
academic degree.

The degree of difference between seg-

motivational differential. For this purpose, the
questionnaire for consumers included a question
with a request to assess the importance of each
of the 17 characteristics that, from the point of
view of respondents, influence the choice of
buying an alcoholic drink: price, quality, place
of manufacture, advertising, notoriety, popu-
appearance
(packaging), public opinion (reviews), the pre-
sence of special marks, the brand of alcoholic
beverages, the strength of the product, the
assortment, the taste, the volume of the con-
tainer, the prestige, the habit, the safety, the
prevalence in the retail chains. In order to assess

point measurement scale was used (table 1).

MPOCTPAaHEHHOCTh B TOProBbIX ceTsx. Jlmsa -
OLEHKM BaKHOCTH  XapaKTEepPUCTHK TOBapa -
WCTIONB30BANIaCh  MATHOAIUIbHAS — IIKana W3-
Mepenus (1ab.1).
Tabnuua 1/ Tablel
CpeaHsisi OueHKa 3HAYMMOCTH, B 0ajuiax/
Average significance score, in points
HecermenTupo- CermeHnTt A Cerment b
No/ Mapamerpsl/ . .
No Parameters BaHHbIE (Cpenuuii cjioii — (ObecnevyeHHbIE —
) AaHHble (80 yen.)/ | 55 4den.)/ Segment A | 25 yein.)/ Segment B
Non-segmented data | (Middle stratum — (Well-off
(80 people) 55 people) people — 25)

A B 1 2 3

1 Ilena/Price 4,17 5 3,2
MecTto npousBocTBa/
2 Place of production 3,72 45 2.8
3 KauectBo/Quality 4,15 4 4,3
4 Buenrnunii Bu/ 333 3.5 4
Appearance

5 Bpenn/Brand 3,14 3 3

Hemounuk: cocmasneno asmopom Ha OCHoee uccnedo8anuil pecnom)enmoe./

Source: Compiled by the author based on respondent research.
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Kak cnenyer u3 taOnuiel, B cerMeHTe A
HanboJiee 3HAYMMBIM MapaMeTpoM TpU BBIOOpE
BUHOIIPOAYKTA SIBIISICTCA II€HA, a B CETMEHTE
b — xaudecTBoO.

Jns  ompeneneHus: KOHKYPEHTOCHOCOO-
HOCTH NPOM3BOJMMBIX BUH Ha MPEANpPUITHH SA
«Tomai-Vinex» mpoBenn UX CpaBHEHUE C MO00-
HBIMM BHHAaMH, BBIITYCKa€MBIMH KOHKYPEHTOM
npeanpustieM SA «Vinuri de Comrat». 3a
0a30ByI0 MPOAYKIHUIO TMPHHSIIA OPraHOJNENTH-
YeCKHeE MOKa3aTeNny TEXHOJIOTHYECKOH MHCTPYK-
uuu BUH Mepno, CoBunboH bnan, KabGepue u
Canepasu.

B wuccienoBaHMM HMCTIONB30BAIM  METO-
IUKY pacueTa OmHOCUMENbHLIX NoKazamenel
KOHKYPEHMOCNOCOOHOCU KOMNJEKCHBIM Memo-
Odom. PacdeT mpoBOIuMIICS MO3TAITHO.

BHauane mnpowusBenu pacdyeT KommieKc-
HO20 noKazamens KOHKYPeHmoChoCOOHOCmU Nno
nompebumensckum ceovicmeam no popmyne (1).

In:z q .

i=1

rue:
qi — i-ii mOKa3aTenb KOHKYPEHTOCHOCO00-
HOCTH TIO TTOTPEOUTETHCKAM CBOHCTBAM;
mi — BECOMOCTb i-T'O IOKa3aTess IoTpe-
OMTENHCKOTO CBOWCTBA B 00IIEM HA0O-
pe W3 n TmoKazarelnel, XapaKTepHu3yro-
ITUX MTOTPEeOHOCTE;
1 — YUCJIO TIOKA3aTeNeH.
PesynpraTel pacyera TpeiCTaBICHBl B
Tabnute 2.
[Janee paccuutaim KOMHIEKCHbIN IKOHO-
Muyeckuti  noxkazamenb  KOHKYPEHMOCHOCOO-
Hocmu 1o popmye (2):

rae:
3 — momHBIE 3aTpaThl MOTPEOWTENS Ha
OLICHUBAEMBII TOBap,
3y — 3aTpaTel moTpeOuTenst Ha 0a30BBIH
TOBap.

Unmeepanvhnoiti noxazamenv KOHKYpeH-
mocnocobnocmu Ky onpeaenuin Ha OCHOBaHUH
IPYNIIOBBIX TIOKa3aTelel M0 HOPMAaTHUBHBIM,
TEXHHYECKUM U OPraHU3alMOHHO-3KOHOMHYEC-
KuM mapamerpam (3):

El—

As follows from the table, in segment A
the most significant parameter when choosing a
wine product is price, and in segment B —
quality.

To determine the competitiveness of the

- products of SA “Tomai-Vinex” wines, they were
- compared with similar wines produced by the
. competitor SA “Vinuri De Comrat”. As the basic
- products were taken the organoleptic indicators of
- the technological instructions: Merlot, Sauvignon
- Blanc, Cabernet and Saperavi.

In the study was used the methodology for

. calculating the relative indicators of competiti-
- veness by an integrated method. The calculation
- was carried out in stages.

First, was calculated a complex indicator

of competitiveness by consumer properties using
. the formula (1).

(1

- where:

qi — i indicator of competitiveness by con-
sumer properties;

mi — the weight of the i consumer property
indicator in the total set of »n indicators
characterizing the need;

n —number of indicators.

The calculation results are presented in

2.

Next, was calculated the complex econo-

table

- mic indicator of competitiveness using the for-
> mula (2):

: 2

where:

3 — total costs of the consumer for the
goods being valued,

30 — consumer costs for the basic product.

The integral indicator of competitiveness
Ky was determined on the basis of group indica-
tors for regulatory, technical and organizational-
economic parameters (3):
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K=1

Hn
9

rac:

13 — KOMILJICKCHBIN SKOHOMHYECKHMI ITOKa-

3aTellb KOHKYPEHTOCTIOCOOHOCTH,

I, — XKOMIIJIEKCHBIN PKOHOMHYECKHI TOKa-
3aTellb  KOHKYPEHTOCITOCOOHOCTH IO
MOTPEOUTEIILCKUM CBOMCTBAM

1,
I

b

where:

3

petitiveness

3)

I, — complex economic indicator of com-

1, — complex economic indicator of com-
petitiveness in terms of consumer pro-

perties

Ecim K < 1, aHanu3upyemoe u3aenue
ycTymaer oOpasiy, ecnu K > 1, oHO TipeBocXo-
IUT o0paser] Mo KOHKYPEHTOCIIOCOOHOCTH, TPH
K =1 KOHKYpEHTOCIIOCOOHOCTH PaBHASI.

is equal.

If K <1, the analyzed product is inferior
to the sample, if K > 1, it surpasses the sample in
competitiveness, with K = 1, the competitiveness

IToxa3zarenn/
Indicators

«MepJio» kpacHoe, cyxoe 0,75 s/
“Merlot” red, dry 0,75 /

«CoBuHboH Bian» OeJsioe, cyxoe
0,75 a/ “Sauvignon Blanc”
white, dry 0.75/

SA «Tomai-
Vinex»/
SA “Tomai-
Vinex”

SA «Vinuri
de Comraty/
SA “Vinuri
de Comrat”

SA «Tomai-
Vinex»/
SA “Tomai-
Vinex”

SA «Vinuri
de Comrat» /
SA “Vinuri
de Comrat”

PeiHouHas 1ieHa /
Market price

82

82

80

80

Lena mpomyxiuu (1eeB)/
Product price (MDL)

70

65

70

65

KommiekcHbIl TOKa3aTennb
KOHKYPEHTOCTIOCOOHOCTH
IO MOTPEOUTEITHCKUM
cBOMCTBaM/
Comprehensive indicator
of competitiveness by
consumer properties

0,84

0,84

0,91

0,82

KommiekcHbIl 5KOHOMU-
YECKHUM MOKa3aTesb KOH-
KYPEHTOCTIOCOOHOCTH/
Comprehensive economic
indicator of
competitiveness

0,84

0,84

0,87

0,89

MHTerpanbHblil OKa3aTelb
KOHKYPEHTOCTIOCOOHOCTH/
Integral indicator of
competitiveness

1,00

1,00

1,10

0,92

Hcemounuk: mabnuya cocmagiena agmopom Ha baze pacuemos/
Source: Table compiled by the author based on calculations

Ucxonst U3 TaOIUIBI BUHO, YTO HHIEKC
KOHKYPEHTOCIIOCOOHOCTH TI0 TOTPEOUTEITECKIM
CBOWCTBaM y aHAIM3UPYEMOTO MPOJIYKTa BHHA
«Mepno» n «CoBuHbOH biian» npennpusitus SA
«Tomai-Vinex» Bemme, yeM y SA «Vinuri de

Comraty.

the
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As can be seen from the table, the index
of competitiveness by consumer properties of
analyzed wine product
“Sauvignon Blanc” from the SA “Tomai-Vinex”
is higher than that of the SA “Vinuri de Comrat”.

“Merlot” and
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HHI[CKC OKOHOMHYCCKUX MapaMEeTpPOB KOH- -

KypEHTOCIIOCOOHOCTH ITOKa3bIBaeT, YTO IIeHa

MMpeAIpusaATUC UMECT CBOU COOCTBEHHEBIE BHMHO-

COOCTBEHHOCTH.

CaMbIM KOHKYPEHTOCIIOCOOHBIM BHHOIIPO- -
- the strategic group under consideration is
- “Sauvignon Blanc” of SA “Tomai-Vinex”. This
. circumstance provided a competitive advantage

obecrieunBaeT KOHKYPEHTHOE MPEUMYIIECTBO 11O ! in terms of economic indicators, its indicator

TaK KakK ero - . .
- exceeds the indicator of the basic sample by
- 0,18.
[To OpraHoJENTHYECKUM CBOWCTBAM BHHO - il
. “Merlot” of the SA “Tomai-Vinex” loses to

- “Merlot” of the SA “Vinuri De Comrat”.

IYKTOM B paMKaX pPacCMaTpUBAaEMBIX MPEAIPHsI-
Tuit sBuserca «CoBUHBbOH bman» mpeanpusTus
SA «Tomai-Vinex». JlaHHOe O0OCTOSTEILCTBO

SKOHOMHUYECKUM TI0Ka3aTeIsIM,
MOKAa3aTeNlb MPEBBINIAET TOKa3aTellb 0a30BOTr0
obpasma Ha 0,18.

«Mepno» mpeampustast SA «Tomai-Vinex» ycry-
naeT BuHY «Mepno» SA «Vinuri de Comraty.

HuTterpanbHblif MOKa3aTellb KOHKYPEHTO-
«CoBuupoH bman» SA
«Tomai-Vinex» BbIle >1, 4TO CBUIETENBCTBYET .

0 Oomee BBICOKOH KOHKYPEHTOCHOCOOHOCTH - fifiveness of the samples over the samples of SA

06pasiloB STHX BUH 110 CPABHEHMIO © OOPasUaMU - «y/inyri De Comrat”, where this indicator does

«Vinuri de Comrat» SA, rae JaHHBIM MOKa3a- -
- not reach 1 for one sample.

CIIOCOOHOCTH  JUIA

TeJb HE IOCTHUTaeT 1 1mo oJHOMy 00pasiry.
[To3uumoHupoBaHue MPOAYKTa,

HOro0 MNpOAYyKTa, OCYILICCTBUTH BBI60p TaKuX

NapamMeTpoB TPOJIYKTa U JJIEMEHTOB KOMILIEKCa -

- from the point of view of target consumers, will

obecrieyar MPOIAYKTY KOHKY- | provide the product with a competitive advan-

- tage [8, ¢.57].
[TozuuroHupoBaHUE CpeAr KOHKYPEHTOB -

JI1 KOMITaHUU ABJISACTCA OAHHUM H3 BaXXHBIX : . . . ..
A a - pany is one of the important business decisions.

MapKeTHHIa, KOTOPBIE, C TOYKH 3PEHUS 1IeJIEeBBIX
MOTPEOUTEINCH,
peHTHBIE npenumyiecTsa [8, c.57].

OM3HEC-peIICHU.

IMpomeccrl, obecrieynBarNIe CO3JAHHE - R ,

CHJIBHBIX TIO3HIMI HA PBIHKE, OTP@KEHBI B pas- - strong positions in the market are reflected in the
b -

pabOTaHHBIX aBTOPOM METOJHYECKHX PEKOMEH-

JlalMSIX 1O TPOBEACHUIO TMO3UIUOHUPOBAHUS |

MPOAYKTA!
Oman 1. Onpedenenue coomeemcmeyio-
we2o0 HAbOpa KOHKYDEHMHLIX MO8apos, 00CHy-

YPOBHE MOTPEOHOCTEH.

El—

TaKUM |

00pasoM, 3aKJIF0YaeTCS B TOM, YTOOBI, HCXOIIS U3 .

OLICHOK TOTpeGuTeNell Ha pbiHKe ompegenen- . Of consumers in the market of a particular

> product, to select such parameters of the product

The index of economic parameters of

. competitiveness shows that the price of goods
npoaykuuu y npennpustus SA «Tomai-Vinex» |

HHKE. DTO CBA3AHO MPEkE BCErO C TeM, HTO . primarily due to the fact that it has its own

rpamKH TOMmaEI0 371 Ta cpeero Bospacta . vineyard plantations with an area of 371 hectares
. _ ; 0
(15 nier), 13 KoTOpHIX 40% — BUHOTPa KPACHBIX at an average age of — 15 years, of which 40%

copToB, 60% — Gebix copros. [Ipemnpustie SA - are red grapes, and 60% are white, and the SA

«Vinuri de Comrat» He IMeeT BUHOTPAIHUKOB B
- plantations.

from the SA “Tomai-Vinex” is lower, which is

“Vinuri de Comrat” does not have its own

The most competitive wine product within

In terms of organoleptic characteristics,

The integral indicator of competitiveness
for “Sauvignon Blanc” of the SA “Tomai Vinex”
is higher than > 1, which indicates the compe-

The positioning of the product, therefore,
consists in the fact that, based on the assessments

and elements of the marketing complex that,

Positioning among competitors for the com-
The processes that ensure the creation of
methodological recommendations developed by

the author for the positioning of the product:
Stage 1: Determining the appropriate set

- of competitive products serving the target mar-

. ket. The first stage includes identifying proposals

ACUBAIOWUX Yelle60U PbIHOK. HepBLII/I 9Tall BKIIIO- - to meet the needs of consumers as possible

HAaceT BLIABICHNC HPCIOKCHIHM JULL yAOBMCTBO- - 416rmatives. It can be competition at the level of

peHHsS HYXI MOTpeOUTENne KaKk BO3MOXKHBIX |

aNbTepHATHB. JTO pacCMaTPUBAETCS B KadeCcTBE .

KOHKYPEHIHH HA YPOBHE TOBADOB C WICHTHU- | product category; at the level of goods that satisfy

HBIMH CBOHCTBAMH; Ha YPOBHE TOBApOB, Y/IO- . the same generic need; at the level of needs.
BJIETBOPSIOIINX aHAJIOTHYHYIO MOTPEOHOCTH; HA -

- attributes. Once the competing products have

goods with similar properties; at the level of

Stage 2: Establishing a set of defining

Revista / Journal ,, ECONOMICA” nr.3 (117) 2021
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Oman 2. Yemanosnenue nabopa onpede- -
nsaowux ampubymos. Tlocie Toro Kak ompeae- |
JICHBI KOHKYPHUPYIOIIHE TOBAphbl, HEOOXOAUMO |
BBIZICJIUTh KJIFOUCBBIC XapaKTEPUCTHKH (Ompee- -

BAMSIONHME HA  BBIOOD - competing brands by defining attributes. To
- assess the perception of competing goods by key
Oman 3. Oyenxa socnpusmus KOHKypu-

PYIOWuUXx mop206blX MApoK HO ONpedensiiouum

- sary to promote two lines of wine products, such
ampubymam. C 1eIbI0 BOCIPUSTHS KOHKYPH- -

. (13 M 2 (13 2
DYIOIIHX TOBAPOB MO OCHOBHBIM ATpHOYTAM Ha as “Sauvignon Blanc”, “Merlot”, as the most

SA «Tomai-Vinex» HEOOXOANMO MPOIBHIaTh - famous and popular among consumes.
IIBa TUIA BHUHA, Takue Kak «CoBUHBOH Bian» u -
«Mepio», Hambolee W3BECTHBIE U IIOJNB3YIO- |
. of their positions. In order for the positioning

Oman 4. Onpedenenue mekywezo noio- -

JSIOMUE  aTpPUOYTHI),
noTpeOuTenei.

IIMECs CIIPOCOM Y MOTPeOUTETICH.

HCEHUSL MOP2OBbIX MAPOK 6 NO3UYUOHUPOBAHUU U

CO3HaHMM moTpeduTens SA

JICHHBIE MMHUDKEBBIE XapaKTEPUCTHKH OpeHIa.

OTHOCSITCS CBOMCTBA «KA4eCTBO» M

MbIM. Takum oOpa3zoMm mpeanpusThe

CHGHI/I(I)I/I‘ICCKI/IC CCIrMCHTHI.

poe

MM TI0Ka3aTeIsiM, HaIpsIMYyI0 COOTBETCTBYIO-
IIIMM TOBApHOW KaTErOpUU — KaYeCTBO U IICHA.
BriBoa
O GEeKTUBHOCTD CTPATETHH TTO3WITHOHU-

O6H_I€CTB€HHOC MHEHHE 00 TOM IpeaAnpruATUA.

Revista / Journal ,, ECONOMICA” nr.3 (117) 2021

been identified, it is necessary to highlight the
key characteristics (defining attributes) that
influence the choice of consumers.

Stage 3: Assessment of the perception of

attributes at the SA “Tomai-Vinex”, it is neces-

Stage 4: Determination of the current
position of brands in positioning and the strength

implemented by the brand to take a certain place

. in the mind of the buyer, the SA “Tomai-Vinex”

cunvt ux nosuyuil. C 1eIbI0 BOCHPHATHS MO3H- | must use marketing communications that support

IUOHUPOBAHUS PeaTu3yeMO TOProBOM MapKu B .
«Tomai-Vinex» -

OJDKHBI HMCIIOJIb30BAThCS MApKETHHIOBLIE KOM- - s .
& p - the positioning of competing brands are the
MYHHUKAIMH, KOTOPbIC MOJICPKUBAIOT OMpee- .. . .

Y ’ p P P - characteristics “quality” and “price”. The resear-

. ch nterpri imultan ly tri rom
K naubosnee W3BECTHBIM B IO3UIMOHU- | ched enterprise simultancously tries to promote

POBaHMM KOHKYPHPYIOLIMM TOPTOBBIM MapKaM . the product in several positions,

«uenay. . hecessarily compatible. At the same time, the

: o e .
HccnemyeMoe mpeanpHsiThs ogHoBpeMenHo cra- - SA “Tomai-Vinex” uses a fairly large number of

pacTCcd NpPOABHUHYTH HNPOAYKT IO HECKOJBKUM |
no3uausaM, ImpuiceM HE 00s13aTeNIbHO COBMECTHU- .
SA -

«Tomai-Vinex» 3anedicTByeT OONbLIOE KOMM- - trademark within the corresponding product

4eCTBO aTpuOyTOB, PACIPE/ICNINB HX Ha PAasHBIC ' category.
- “Tomai” brand to use a differentiated positio-

Oman 5. Onpedenenue mecma mop2osot : ning option, the essence of which is to select one

MapKu 8HYympu coomeemcmeyloujeli el mosap- - . .
P VIp Viou P~ or more important product characteristics. As a

Houl kamezopuu. Toprosoii Mapke «Tomai» npen- - . . e
P P P P - result, the brand gets differentiated positioning
MOYTHUTENbHEE HCIIOIB30BaTh HANpaBleHHE TUd- -

(hePEHIMPOBAHHOTO TO3HIHOHUPOBAHHS, KOTO- - according to two most important indicators that

npeaycMaTpuBaeT BBIOOp OZHOM WM .

HECKOJIBKMX 3HAa4MMBIX CBOMCTB Ipoaykra. B . quality and price.

UTOre TOProBasi Mapka moiydaer qupdepeHiu- -
POBAaHHOE MO3UIMOHUPOBAHKE TIO JBYM BaKHeii- -
- tegy depends on identifying the correct and
. accurate target audience, analysing competitors’
- organizations and predicting consumer beha-
. viour. All this allows to determine the strengths

POBAHI 3aBUCUT OT OTPCICICHIS HPAaBUIBHOU . © 514 weaknesses of the enterprise, as well as to

TOUHOM LCIICBOH - ayJIHTOPUH, aHATM3A KOHKY™ - £ 4 oyt the public opinion about this enterprise.

PCHTOB U IPOTHO3UPOBAHUA IMOBCACHU HOTp€6I/I— .

Teneil. Bece 3T0 MO3BOJISIET ONPEACIUTh CUIIBHBIE - ..
- order to protect and strengthen the position of
U ci1abble CTOPOHBI MPEANPHATHS, a TAKKE Y3HATD -

© the product is due to a change in the number of

[IpHHSTHE YIPABIEHYECKHX PELIEHHH © . competitors, their desire to take a leading posi-

LENBI0 3aIlUThl M YKPEIUIEHUS NO3ULMHA Ipo-

certain image characteristics of the brand.
It can be noted that the most popular in

and not

attributes, into different
segments.

Stage 5. Determination of the place of a

spraying specific

It would be appropriate for the

directly correspond to the product category —

Conclusion

The effectiveness of the positioning stra-

The adoption of management decisions in

tion, changes in the structure of consumer

— @
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OyKTa OOYyCJIOBIEHO HW3MEHEHHEM KOJIMYECTBa
KOHKYPEHTOB, WX CTPEMJICHHEM 3aHATh JIHIH-
pyoLIe TO3UIMH, W3MEHEHHEM CTPYKTYpbI
HNOTPEOUTENBCKUX TPENOYTCHUM, TMOSBICHUEM
HOBBIX IOTpeOUTENEil B 1IEJIEBOM CEIMEHTE.

preferences, the emergence of new consumers in
the target segment.
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