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STRATEGIES OF QUALITY MANAGEMENT 

IN ENTREPRENEURSHIP AND THEIR 

CONSEQUENCES FOR THE NATIONAL 

ECONOMY'S COMPETITIVENESS 

 
Abstract: In the existing scientific and methodological 

literature, at the theoretical level of scientific research, and 

based on the experience of developed countries (during 

practical studies), there formed an unambiguous view of the 

quality of products, which has to grow, while its reduction is 

treated as a negative phenomenon. The existing treatment of 

quality, first, does not conform to the realities of developing 

countries, and, second, is not sufficiently flexible to reflect on 

the real state of affairs at various sectoral markets. To solve 

this problem, we offer a new – flexible – treatment of product 

quality. Based on the proprietary treatment, we distinguish 

such a strategy of quality management in entrepreneurship as 

the strategy of skimming and market segmentation by the 

criterion of quality. 

The distinguished strategy is compared from the positions of 

its consequences for the competitiveness of the national 

economy; recommendations for improving the strategic 

management of quality in entrepreneurship in developing 

countries are proposed. 

Keywords: strategy, quality management, competitiveness, 

national economy. 

 

 

1. Introduction 
 

The measures on quality management, which 

are used by companies, are an important 

strategic decision, especially in the effort of 

optimizing the price/production quality ratio. 

Under the conditions of tension in the 

competitive global market, a wrong strategy 

might lead to the downfall of a business. The 

main goal of companies is to satisfy the 

consumer expectations of customers. The 

offer of products that are needed by a large 

number of customers and that are 

unavailable with the competing companies 

becomes more complicated.  

To understand the interpretation of product 

quality better, the theoretical views of 

quality are divided into two groups: 

1. Managerial perspectives; 

2. Critical points of view.  

Managerial perspectives are interpreted as a 

phenomenon that can be managed, while in 

the critical points of view business forms are 

also derived through sociological and 

political spheres. Sometimes, domination of 

price in the consumer analysis is the key 

factor of obtaining a competitive advantage, 

while consumers analyse certain other 

elements of business, especially quality 

management. Thus, the quality of consumer 

experience becomes one of the key strategic 



Shvakov et al., Strategies of quality management in entrepreneurship and their consequences for the national 

economy's competitiveness 
  

976                                     

goals of companies and the key factor of its 

competitiveness. Implementing quality as a 

function of improving a business system 

becomes a more frequent event. 

Achievement of a satisfactory level of 

quality is reflected in the improvement of all 

segments of the business. 

In the elements of international 

competitiveness of the system of quality 

management, quality is also treated as the 

key driver of success. Besides, foreign 

partners expect from small and medium 

companies, with which they cooperate, the 

implementation of a system of general 

guarantee of quality. Implementation of the 

system of quality management is a complex 

and labour-intensive process. Acquisition of 

quality leads to a measurable evaluation of 

products and services and the evaluation of 

quality services. The quality of business 

operations could be ensured with the help of 

several models, primarily by implementing 

the generally recognized international 

standard ISO 9001: 2015. 

This system is also the most certified system 

of management system quality. Definitions 

of quality changed over the course of time 

and the change in the needs and 

requirements of customers. Companies and 

entrepreneurs, which achieved success with 

the help of the principles of TQM (Total 

Quality Management), have customers and 

quality that are integrated into their common 

corporate scheme since any company is a 

system of interconnected items. For TQM to 

succeed, all elements within a company must 

work jointly. Certain characteristics of TQM 

are considered fundamental: modification, 

customer preference, communication, 

successive improvement, restoration 

measures, the corporate structure of the 

network type in the process of business 

management, creativity, IT, organisational 

culture, and orientation in the future. TQM is 

a means of managing the effectiveness, 

flexibility, adaptability, and aggression of 

business on the whole, which, in the future, 

should ensure the sustainability of 

entrepreneurship. 

The quality of product means to which 

extent the product satisfies the needs of 

customers and serves its purpose and 

conforms to the sectoral standards. During 

the assessment of product quality, companies 

take into account several key factors, 

including whether the product solves the 

problem, works effectively, and confirms the 

customers' purposes. Companies may also 

evaluate product quality based on various 

points of view, which show how different 

groups treat the usefulness of the product. 

The perspectives that should be considered 

during the evaluation of product quality 

include the points of view of consumers, 

perspectives of production that are based on 

the product and value, and transcendental 

points of view, which treat product value in 

relation to its value.  

The quality of products is important because 

its influences the success of companies and 

helps to strengthen their reputation in the 

consumer markets. When companies can 

create high-quality products, which still 

satisfy the customers’ needs, this may lead to 

lower production expenditures and higher 

return on investments and growth of 

revenues. 

The qualityof products is also important for 

customers who depend on the companies' 

attention to detail and consumer demand. 

Companies create products to satisfy the 

market's needs, and consumers expect that 

these products will satisfy this need since the 

company advertises them. They need 

products that will help them establish a 

connection with the brand, for them to know 

that they could rely on the companies' offers. 

High-quality products provide consumers 

with safe and effective means to solve their 

problems. 

 

2. Methods 
 

The issue of quality is a very important 

factor in marketing and management studies. 

In most of the previous studies, the 



International Journal for Quality Research, 17(4), 975–988, 2023, doi: 10.24874/IJQR17.04-01 

 

 

977 

differentiation of quality within the theory of 

games or model structure was considered.   

Product quality management (PQM) is a 

method that allows companies to determine 

the defects of a product and trace the 

customers' concerns. Then, product and 

project managers use this information to 

assuage the problem and improve the quality 

of products in the future. PQM covers four 

spheres of product quality assessment, 

including planning, control, provision of 

quality, and improvement. 

A strategy of good quality stimulates the 

successful creation and manufacture of 

products that are popular in the market. 

Organisations may use one or several 

approaches to the provision of long-term 

effectiveness, which can increase the quality 

of their products. 

The method of total quality management 

consists of several key principles: 

 Customer orientation; 

 Leadership; 

 Involvement of employees; 

 Process approach; 

 A strategic approach to 

management; 

 Constant improvement; 

 Factual approach to decision 

making; 

 Mutually beneficial interaction with 

suppliers. 

This method is also oriented toward the 

satisfaction of customers, which has an 

important role in determining the product's 

quality. Such an approach may bring many 

potential advantages, including an increase 

in profit and efficiency and a decrease in 

defects of products or reduction of 

expenditures. 

Analysis of the scientific approaches allows 

stating that Total Quality Management is a 

system of actions aimed at achieving the 

satisfaction and attraction of consumers, 

growth of employees’ capabilities, higher 

revenues and lower expenditures; 

comprehensive efforts that are made at the 

scale of the entire organization and are 

aimed at the increase in the quality of goods 

and services. The focus on the use of total 

quality management implies the 

transformation of the organization, aimed at 

quality and based on the idea of continuous 

improvement of the entire process of 

functioning, gradual and systemic 

improvement of all aspects of the 

organisation’s activities, which envisages 

hard work, discipline, intensive training and 

continuous use of certain tools and 

resources.  

Analysis of the materials of Aquilani et al. 

(2017), Anholon et al. 2017, Kulenović et al. 

(2021) and Suárez et al. (2017), Arsovski 

(2023) allowed generalising the experience 

of using the concept of total quality 

management of a company, which implies its 

development given the provision of the 

following components: 

- initiating the participation of personnel of 

the economic activities’ subjects in the 

provision of goals on the achievement of 

quality within each centre of responsibility. 

This aspect might have high effectiveness in 

the case of using the motivation of personnel 

and adoption of the corporate focus on the 

achievement of parameters of high quality in 

each sphere of the company’s development, 

which ensures high quality of products. 

According to Andersen (2018) and 

Tovmasyan and Minasyan (2020), the 

motivation of attracting personnel can have 

material and non-material character; at that, 

the company's saving on its leads to the 

growth of formalism in the sphere of quality 

management and does not stimulate 

personnel’s accepting the necessity to 

participate in the company’s development in 

this direction. In the context of non-material 

motivation, it is possible to offer 

participation in quality management at the 

level of responsibility centres of companies 

(a component of personnel growth); 

stimulation of employees based on feedback 

from customers' representatives and 

contractors; orientation of the activities at 

consumers. Consumers have expectations 

and requirements, the level of satisfaction of 
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which, ensured by the parameters of quality, 

influences the sales volumes and economic 

state of the company in the market. Among 

the expectations and focuses of consumers, it 

is possible to mention the following ones: 

accordance of the level of prices and quality 

of products (services); wide assortment of 

required products with the support of 

quality; requirements for after-sale 

maintenance with the corresponding quality 

and prices; requirements to the possibility of 

repair service (warranty repair (free) and 

post-warranty repair (paid); 

- Specifics of solving the tasks of quality 

provision at the company. This direction 

implies strategic establishment and 

implementation of the following provisions: 

the comprehensive and systemic resolution 

of tasks at the level of all spheres of the 

functioning of the economic activities’ 

subject; solving the tasks of provision of 

quality at all stages of the life cycle of 

implementing projects, managing processes 

and operations that are connected with the 

manufacture and sales of products; 

- Vectors of the key milestones in the sphere 

of quality management at a company, which 

include the following: vector of the 

integration of human resources management 

into the common system of total quality 

management; emphasis on the development 

of the responsible attitude of employees 

toward their work, including toward the 

achievement of corporate goals within the 

centres of responsibility; provision of the 

high culture of production (other spheres), 

including the focus on the parameters of 

sustainable development (achievement of the 

balance of the economic, social and 

environmental components of production 

and logistics spheres of company 

management); informal styles of 

management, etc. The above vectors of 

development are determined at the level of 

the common strategy of development of a 

company, which is oriented toward total 

quality management, and are implemented 

within the operative programmes and plans; 

- Resolution of quality problems, which 

implies the collective determination of 

complexities and threats in the achievement 

of certain parameters of quality based on 

assessments that are presented within each 

centre of responsibility; proposition of ways 

and directions to solve the designated 

problem aspects of quality management; 

determination and adoption of the 

optimisation direction according to the 

developed offers from employees and 

responsibility centres of the company; 

- Improvement of the state of development 

of HR potential, which is connected with the 

increase in the competency of the company 

employees; increase in the level of 

professional qualification. These directions 

envisage the monitoring of the level of 

development of personnel in these spheres; 

determination of the directions of improving 

competency and professional qualification; 

selection of programmes and courses to 

ensure an increase in the level of these 

indicators of personnel’s development; 

- Prevention of the emergence of problems in 

the system of quality management through 

determining possible challenges and threats 

to the system of quality in different spheres 

of company management at the level of each 

responsibility centre; 

- Continuity of the process of total quality 

management of the company, which includes 

the provision of achievement of quality at 

the level of each stage, process and centre of 

responsibility of the company, which is the 

basis of the general system of continuous 

management of this process;  

- Achievement of balance at the level of 

quality, expenditures and time. Possible 

directions for the optimisation of quality on 

the resource and time expenditures are 

determined. Within certain corporate 

strategies of development, these parameters 

could be expanded through the 

environmental parameter and its indicators, 

namely (Prieto-Sandoval et al., 2019): level 

of waste, the excess of which might 

influence the growth of environmental costs 
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for certain companies; level of 

environmental pollution and noise from 

certain types of economic activities. 

As a research method, we use the surveys for 

collection of data.  

Companies were selected through simple 

random sampling. The companies from this 

research sample have different forms of 

ownership, work in different sectors of 

business (spheres), and sell a wide spectre of 

products and services. 

 

3. Literature review 
 

For Riaz (2016), quality is an instantaneous 

perception that appears when something in 

the environment interacts with the human 

factor. Quality is defined as the sum of the 

emotional evaluation of each object by a 

buyer. This object creates the satisfaction of 

customers (Cook & Verma, 2012). Another 

definition states that quality is a level at 

which the set of inherent characteristics 

satisfies the requirements (Black & Porter 

2016). 

Although the literature on total quality 

management contains a large circle of 

business, there is no common view of the 

definition of quality. Researchers have a 

different view of the idea of quality. 

Curkovic et al. (2015), Douglas and Judge 

(2018), and Davis (2009) have their 

definitions of the concept of quality and 

general quality. Roger (2018) defined total 

quality management as a strategic, 

normative, and administrative method that is 

aimed at the participation of all employees to 

increase profitability through the provision 

of satisfaction of customers and employees. 

Stevens (2013) and Tasdan and Sievers 

(2019) define TQM as the groups of methods 

and management tools that are focused on 

the provision of a substantial value to 

customers through revealing the customers’ 

needs and reacting to their changes. 

Villasenor and Estrada (2016) define it as an 

ordered method of management, which is 

based on the processes and constant 

improvement of companies’ efficiency with 

all human resources, for satisfying the 

hidden and vivid expectations of customers 

and other interested parties. 

Tracy (2017) sees in this the philosophy of 

management, aimed at constant 

improvement of all functions of an 

organisation; this could be achieved only 

during the use of the principle of absolute 

quality. Gee et al. (2010) and Chapman and 

Al-Khawaldeh (2002) define total quality 

management as a strategy and the normative 

and administrative approach that strives for 

the participation of all employees to increase 

revenues.  

The issues of quality management in 

entrepreneurship, competitiveness and the 

national economy are considered in the 

works by Kanjevac Milovanović 

(2017),Salgado et al. (2014), and Pendiuc 

(2012).  

 

4. Results 
 

We tried to find answers to different 

questions that would allow us to determine 

one of the four elements of marketing which, 

according to companies, is the most 

important one and could be used as an initial 

point for establishing long-term 

competitiveness.  

The most important results obtained are as 

follows: 

 in international companies, 40.19% of 

all employees work in sales departments, 

while in domestic companies this number is 

24.96%; 

 average growth of sales over the last 

five years equals 33.38% in international 

companies, and 18.75% in domestic 

companies; 

 average growth of profit over the last 

five years equals 34.33% in international 

companies, and 14.68% - in domestic 

companies; 

 companies whose sales departments 

account for less than 20% of the total 

number of employees demonstrated an 
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increase in sales by 22.11% on average, 

while companies whose sales departments 

account for more than 20% of employees – 

26.29%. 

Companies use price and quality as the 

components of their strategies. The results 

demonstrate a statistically significant 

difference in the treatment of these elements 

of marketing and show which characteristics 

of products or services of companies are 

considered the most valuable. 

 

Table 1.Price/quality ratio for the group of companies. 

Claim 
MW 

test 
“p” value 

Mean 

rank 

'INT' 

Mean rank 

'DOM' 

Md 

'INT' 

Md 

'DOM' 

The companies prefer to offer 

better quality than cheaper 

products 

159.000 
p = 0.017 

< 0.05 
26.55 19.33 5.00 4.00 

The companies prefer to offer 

cheaper than 

better quality products 

169.500 
p = 0.041 

< 0.05 
18.98 24.44 1.00 3.00 

Source: Developed by the authors based on (Tasdan and Sievers, 2019). 

 

Two conclusions could be made. For 

companies, the strategy of leadership by 

expenditures is the best solution. Production 

can develop not only through the growth of 

wages but also an increase in the 

effectiveness of their use. That is why the 

problem of building an effective system of 

managing the expenditures of economic 

subjects in the context of the general strategy 

of a company, which would stimulate the 

maximisation of the rates of growth of profit 

and minimisation of expenditures, is 

especially topical today. 

A competitive approach, based on low full 

production costs, is most expedient when 

many buyers are sensitive to price in the 

industrial market. Analysis of the works of 

Kharub et al. (2019) and Kimiti et al. (2020) 

showed that the main task of this strategy 

consists in creating a sustainable advantage 

in costs over the rivals, who offer low prices. 

The competitive advantage in costs is the 

basis for opposing the rivals through 

conquering the market environment in the 

price niche with the support of the 

corresponding quality or receipt of additional 

profit from product sales. The advantage in 

costs brings profit as long as the rivals do not 

make aggressive attempts to reduce price 

parameter and raise the volumes of product 

sales; consumers do not form the level of 

demand for products of low quality due to 

the absence of solvency as to products of 

higher quality.  

For example, the leading successful agrarian 

companies in the sphere of crop research in 

Russia implement the considered strategy in 

their business. This is done due to the 

effective strategic parameters, which are 

implemented and achieved at the operative 

level in the regime of constant control; the 

absence of rivals who would set non-market 

prices. The main leading companies of 

Russian crop research that implement this 

strategy are as follows (Tadviser, 2022): 

Agricultural complex “Natural products” 

(2021 revenue – RUB 66,136 million), 

Rosagro (2021 revenue – RUB 51,572), 

Rusagro complex (2021 revenue of all 

participating companies – RUB 152,708 

million), Avangard-pro (2021 revenue – 

RUB 37,900 million), Miratorg (2021 

revenue of all participating companies RUB 

152,065 million).  

Achievement of the goals of the leadership 

strategy on costs usually means low 

production costs compared to rivals, which is 

adopted in the company's business strategy. 

However, when using this strategy it is 

important to avoid the risks of positioning 

too cheap products with low quality, which 
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may cause consumer distrust. The cost 

leadership strategy is an effective 

competitive approach when market demand 

is sensitive to price parameters. 

Analysis of Chepchirchir et al. (2018) has 

shown that the main mechanism for 

determining a company's costs is the value 

chain. A company can achieve advantages in 

costs through optimisation of costs if it 

ensures the concentration of efforts on the 

reduction of unproductive costs, search for 

ways to transform various technological and 

organisational processes and creation of the 

framework for more economically effective 

work. To reach the advantage in costs, the 

total production costs of companies at the 

level of the value chain should be lower 

compared to the similar costs of the main 

rivals. 

The main ways, due to which industrial 

companies can reach quality in the main 

spheres of management (including within the 

quality management of products) and 

advantages in costs are created through 

improving value chains, namely through the 

following (Birol, 2018; Kharub et al., 2019; 

Kimiti et al., 2020; Kimiti et al., 2020:  

− Reduction of unnecessary production steps 

and actions in the production process. This 

measure leads to a decrease in costs, 

elimination of doubling of functions that 

may influence the reduction of quality; 

− Use of simpler, less capital-intensive, more 

rational technologies. The issue of 

technologies is important in the context of 

the need for import substitution. When 

selecting technologies in this direction, 

companies, apart from the above parameters, 

have to take into account that it is necessary 

to ensure communication and consultations 

with developers for reliable technological 

management; 

− Search for the reduction of prices for 

consumables and raw materials. This 

measure could be implemented at the level 

of groups of companies that are integrated 

within certain networks, etc.; 

− Achievement of a more economical level 

of vertical integration, compared to rivals. 

Within this direction, it is expedient to 

minimise non-productive managerial tasks 

(meetings, briefings, reports can be held 

remotely, which will allow saving on rent, 

etc.); 

− Use of the optimal number of employees 

in the managerial and production sphere due 

to the implementation of robotisation, 

reduction of doubling of function and 

optimisation of work time. 

Analysis of the works by Azim et al. (2017) 

and Purwianti (2019) has shown that 

manufacturers with low costs ensure the 

achievement of competitive priorities due to 

cost saving at the level of all stages of the 

creation of the value chain. The main 

competitive advantages of manufacturers 

with low costs include corporate culture, 

based on widespread savings; intolerance to 

losses and defects; active observation of the 

norms of budget expenditures; attraction of 

personnel to the control over the level of 

expenditures; observation of balance 

between austerity and sustaining the level of 

quality of products at all links of production 

and logistics. Though companies that have 

low costs are leaders in the sphere of 

austerity, they are oriented toward high 

expenditures for the development of projects 

that imply a further decrease in expenditures. 

The competitive strategy of cost leadership 

at industrial companies should be used in the 

following cases (Azim et al., 2017); (Lin, 

2020), (Purwianti, 2019):  

- If the price competition in the specific 

market environment is particularly strong; 

- When the offered product is standard, its 

characteristics of quality conform to the 

requirements of the entire segment of 

consumers (such conditions allow buyers to 

make a decision on the purchase based only 

on better prices); 

- There are several methods of 

differentiating products to attract a buyer, 

but differences in the price for buyers are 

substantial; 

– Most buyers use the studied products in a 

similar manner, being satisfied with general 

requirements on user terms. A standardised 



Shvakov et al., Strategies of quality management in entrepreneurship and their consequences for the national 

economy's competitiveness 
  

982                                     

product fully satisfies the buyers' needs. In 

this case, prices, not characteristics, and the 

level of the quality of products could be an 

argument that influences the buyers’ choice; 

- The level of buyers' expenditures in the 

transition from one type of product to similar 

products is very low (or is absent), which 

facilitates the possibility of the search for 

replacements with lower prices and similar 

quality. The development of crisis 

phenomena in the economy and capabilities 

of the information and communication 

technologies demonstrate that buyers can 

perform a quick and effective search for the 

required products at various trade platforms, 

using clear parameters of quality and price. 

This competitive approach of ensuring low 

costs has certain negative sides. Cost 

leadership is a serious competitive 

advantage. However, it is necessary to take 

into account the possible risks of this 

strategy. If rivals start using a new 

technology, which will open a way to reduce 

costs, the leader company may lose its 

advantage, without return from previous 

investments in the sphere. Rivals may copy 

the actions of cost leader, which may 

decrease the lifespan of the achieved 

advantage. Working on the problem of cost 

saving, a company may not see other 

opportunities, which would have allowed it 

to become the leader. The change in 

preferences of buyers may also bereave the 

company of the acquired preferences. The 

focus only on low costs may lead to buyers’ 

changing their goals and focusing on other 

parameters of quality, characteristics, terms 

of delivery and terms of service during 

exploitation.  

According to Lin (2020) and Purwianti 

(2019), large investments in the reduction of 

costs may sometimes make a company a 

“hostage” to the used technology and 

implemented strategy due to the neglect of 

innovations in production processes and 

changing priorities of consumers. Thus, 

during the development and implementation 

of a cost leadership strategy, it is necessary 

to take into account other directions of 

raising the company's competitiveness.  

Domestic companies try to gain a larger 

share of the market, but they should not 

forget to show initiative in the restructuring 

of the value creation chain, to exclude 

additional expenditures and activities with 

low value added. Another conclusion is that 

a company that is stuck in the middle 

guarantees low profitability.  

Companies can ensure their future, setting 

clear goals and seeking them. Only in this 

way they can see the market opportunities 

and use them. The practical tools of 

management and the measures of planning 

and adaptation can also provide support. 

Regardless of the marketing elements that 

are regarded as the most important by 

companies, strategies should be always 

based on the desires and needs of the 

customer. Figure 1 shows the degree of the 

importance of price during the purchase of 

products. 

Correction of the strategic direction as a 

result of the constant and unpredictable 

change in the environment is the key to the 

success of market-oriented companies. 

Strategic tool and organisational 

opportunities, which provide companies with 

the advantages compared to their rivals, will 

not probably be adequate in the future. 

Therefore, companies have to realise the 

changes and manage them, as well as use 

their resources to adapt to the current market 

conditions. Table 2 shows which strategic 

tools will be used by companies to achieve 

competitiveness of the advantage in the 

market and which tools they use now. 
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Figure 1. Degree of the importance of price during the purchase of products. 
Source: authors. 

 

Table 2.The most important strategic tools for domesticcompanies. 

TOTAL RESPONDENTS 

COUNT 24 7 7 2 1 6 1 0 0 

ROW TOTAL 

% 
100 29 29 8 4 25 4 0 0 

Which tool 

for 

Price 
% 25 57 0 50 0 17 0 0 0 

achieving Quality % 29 0 86 0 0 0 100 0 0 

strategy Distribution % 4 0 0 50 0 0 0 0 0 

advantage is Marketing % 0 0 0 0 0 0 0 0 0 

one that you Customer needs % 13 0 14 0 0 33 0 0 0 

use now? Friendship % 8 14 10 0 0 17 0 0 0 

 Speed - efficiency % 21 29 0 0 100 33 0 0 0 

 Something else % 0 0 0 0 0 0 0 0 0 
Source: Developed by the authors based on (Tasdan and Sievers, 2019). 

 

An important feature of companies that deal 

with sales and are oriented at the issues of 

quality is their readiness and skill in 

connecting their main business functions 

(departments) with functions of their 

customers, to support long-term business 

interrelations (Figure 2). 

 

 

 
Figure 2. The current and expected level of interrelations between business functions. 

Source: compiled by the author based on (Waeber, 2018) 
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International companies think that all 

business functions have to be strongly 

connected in the process of the sale, while 

such attitude of domestic companies is true 

only for the departments of marketing and 

accounting. 

Besides, to solve the problem of increase in 

competitiveness, such a strategy of quality 

management as "skimming" is offered. 

Considering the ratio of economic price to 

the price of skimming, it is possible to see 

the importance of the strategy of skimming. 

The higher the economy/skimming ratio, the 

larger the interest in using the strategy of 

skimming.  

Figure 3 shows the behaviour of skimming 

and the economic price depending on α and 

þ.  

 

 
Figure 3. Skimming/price of economy ratio in point α (þ). 

Source: Developed by the authors based on (Mathur et al., 2017). 

 

We demonstrated the model of pricing given 

the strategy of skimming during the 

introduction of a new product. The optimal 

economic price is calculated in view of the 

prices of skimming.   

Let us consider the following strategy of 

quality management – segmentation of 

market by the criterion of quality. 

Segmentation of the market is complex and 

has long-term consequences for the 

organization.  The strategy of segmentation 

is the work at several segments, with 

consideration of each segment given its 

needs. It allows focusing on consumers' 

needs. Segmentation is the division of the 

targeted market into clearly expressed 

groups of buyers, each of which can 

purchase certain goods and/or services. 

Segmentation of the market is the process of 

dividing consumers into groups according to 

a range of sustainable attributes, which are 

called the marketing “segmentation 

attributes”. A market segment consists of 

consumers that react to a set of stimuli of 

marketing in the same way. The process of 

segmentation implies the formation of the 

consumer market’s segments, which are 

sustainable by their unifying attributes and 

possess a set of vivid characteristics for the 

successful positioning of services. 

The scheme of market segmentation has a 

general character and could be used during 

the planning of various directions of 

marketing activities. For successful market 

segmentation, it is expedient to use the 

approbated principles, which include the 

following:  

1. Differences between segments: 

segmentation must lead to the 

formation of different groups of 

consumers;  

2. Similarities of consumers: 

envisages homogeneity of the 

potential buyers from the point of 

view of buyers’ attitude towards a 

specific product; 

3. The large size of the segment: 

targeted segments must be rather 

large for provision of sales and 

coverage of the companies’ 

expenditures; 

4. Measurability of the characteristics 

of consumers: the principle that 

guarantees the ability to discover 

the needs of potential buyers and to 

study the reaction of the targeted 
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market to the marketing actions of 

the company through targeted field 

actions;  

5. Achievability of consumers: the 

presence of the channels of 

communication between company-

seller and potential consumers. 

Under the conditions of the determined 

intensification, manufacturers should focus 

on the group of innovators and early 

followers, since they will be the first to try 

the new product and will lead to further 

communication with other consumers. 

 

5. Discussion 
 

The role of qualityin strategic orientation, - 

as one of the possibilities for differentiation 

– is the basis on which companies can create 

sustainable competitive advantages. 

Companies that work in the production 

sector have to support continuous investing 

of resources to achieve better quality. In any 

process of decision, making regarding the 

creation of strategic design it is necessary to 

consider many variables, many of which 

cannot be expressed quantitatively. 

Customers are non-material assets and value 

added for all companies. A very important 

issue for all organizations is the 

attracted/remaining customers ratio. 

Companies have to use objective and 

subjectively oriented methods of measuring 

the satisfaction of customers and adapt their 

strategy to the requirements of the market. 

 

6. Conclusion 
 

In this paper, we focus on quality 

management in entrepreneurship. We 

performed an overview of its definitions, 

made an emphasis on quality in 

entrepreneurship, and paid special attention 

to the consequences of quality management 

for the competitiveness ofthe national 

economy.  

Using the results of the analysis of preferable 

elements of the marketing complex, which 

companies try to optimise, we conclude that 

international companies pay more attention 

to the issues of quality, using them as a tool 

of differentiation in the market. They realise 

the value that should be sent to customers to 

satisfy all hidden and vivid needs and strong 

desires. On the other hand, domestic 

companiesthink that the strategy of 

leadership by expenditures is the best option 

for their customers. It is possible to advise 

domestic companies to use a system of 

quality assessment as one of the tools and 

methods of quality management, for the 

implementation and development of quality. 

Companies should start developing long-

term strategies that are based on specific 

resources and organisational opportunities. 

Customer loyalty is the companies’ ability to 

hold satisfied customers. Supporting 

customers’ loyalty is one of the most 

complex tasks for all departments of a 

company since customers' desires change 

quicker than their needs. The policy of sales 

that always gives priority to customers' 

needs and desires is the only means of 

ensuring loyalty, which is the basis for the 

establishment of long-term business 

relations. 

Based on the results of the theoretical and 

empirical studies, it is possible to conclude 

that investments in quality, which are based 

on the search for opportunities for the 

creation and development of value added for 

customers, are a good starting point to 

implement the customer-oriented model of 

sales. This model might help companies 

raise the level of loyalty and satisfaction of 

customers. Despite strong competition in 

corporate sales, this model might help 

companies increase the quality of their 

products and become leaders in the market. 
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