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Approaches to the formation of the enterprise development strategy
(on the example of furniture production in the Pavlodar region)

Abstract

Object: The article considers new approaches to the formation of the company’s development strategy (on the ex-
ample of furniture production in the Pavlodar region). In particular, the goal of the study is to evaluate the competitive
position of the enterprise, based on the use of a spatial model (SPACE model) and the method of expert assessments,
taking into account factors of the internal and external environment.

Methods: This research adopts the method of expert assessments, including the quantitative and qualitative re-
search methods with a survey data collection technique. The initial data have been collected by a questionnaire with six
point scales, it is used SPACE-model which allows to determine the type of development strategy - the most optimal for
the enterprise taking into account the parameters of the external and internal environment of the enterprise.

Findings: The results show that the company under study is characterized by an average attractiveness of the fur-
niture market in the city of Pavlodar, a stable financial position, which is limited by an unstable external environment.
In addition, the company according to the study has aggressive competitive position in the furniture sales market, which
entails the potential ability to resist competitors.

Conclusion: Based on the results obtained, it is advisable to form and implement a strategy for intensive growth of
the studied enterprise, which assumes either a deeper penetration of the enterprise into the existing market with the existing
product range or penetration into new markets with the existing range. The authors also recommend the following strate-
gies for intensive growth: 1) the strategy of expanding the market boundaries; 2) the strategy of deep market penetration.

Keywords: strategy, SPACE model, furniture products, competitive position, intensive growth, external environ-
ment of the enterprise, internal environment of the enterprise.

Introduction

Currently, it is impossible to imagine the activities of firms without a developed and current strategy.
The modern tool of successful development of firms in the sharply changing conditions in the external envi-
ronment and the associated uncertainty is a purposeful concentration of forces and a correctly chosen strate-
gy, which is the main one for all enterprises, including the production of furniture products (Grant, 2016).
Each company is unique in its own way, that is why the process of strategy development for each company is
different, as it depends on the position of the company in the market, its development dynamics, its potential,
the behavior of competitors, the characteristics of its products or services (Malhotra, 2015). The current pace
of changes in the external environment, the increase in knowledge and information flows is so great that the
development and implementation of an enterprise development strategy is the only approach to predicting
the future problems of the enterprise and its capabilities (Mackay & Zundel, 2016).

The strategy is the Foundation for the long-term development of the enterprise, helps to find the most
appropriate ways of action, reduces the risk of making a wrong decision due to distorted or incorrect infor-
mation about the company’s capabilities (internal environment) and its external environment (Leal et al.,
2016). When developing a strategy, you need to achieve the greatest certainty, so that the company can antic-
ipate changes in the external environment in time and respond to them instantly.

Literature Review

It should be noted that currently in science there is no single definition of the concept of “enterprise
strategy”, there are many definitions:

— setting goals and developing appropriate measures to achieve them (Cattani et al., 2017);

— a strategic action plan that identifies priorities, challenges, and resources to achieve the main goal
(Nguyen et al., 2018);
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— a system of organizational and economic measures to achieve long-term goals of the enterprise
(Hyvdéri, 2016);

— the General direction of the company's activity, ensuring coordination of the goals, capabilities of the
company and the interests of employees (Radomska, 2015);

— research of the future, analysis of possible scenarios of enterprise development (Zhou, 2016);

— a system of ways to manage the company’s activity (Kral & Kralova, 2016).

Based on the above well-known definitions, we define the “enterprise strategy” as follows. According to
authors’ opinion, “enterprise strategy is a system of management influence on economic and organizational
relations of the enterprise workforce, aimed at achieving business objectives and ensuring effective function-
ing and development of enterprises in the short and long term”.

To date, the formation of the company’s development strategy is based mainly on the choice of several
alternative strategies. Each of the options is based on standard solutions for widespread situations. The most
profound question of methods for forming an enterprise strategy has been studied by scientists from the Har-
vard school: M. Porter (1997), K. Andrews (1971), K. Prahalad & G. Hamel (1990), which is still considered
a leader in this direction.

Developed by Kenneth Andrews, SWOT analysis involves developing a strategy based on assessing the
impact on the enterprise of such factors as: the company's opportunities (opportunities), threats to the com-
pany (threats), strengths (strengths), weaknesses (weaknesses). At the same time, Michael Porter evaluated
the process of forming the company's strategy in terms of its competitive position, based on an analysis of
the five forces of competition, which gives an idea of the company’s strengths and weaknesses in the market.

With all the ways of forming of enterprise strategy based on an analysis of internal and external envi-
ronment of the organization, as the organization’s capabilities and market circumstances in which there is a
company, determines the probable ways of its formation (Arrogah, 2018). It is also necessary to take into
account that time, people and information are equally important resources of the chosen strategy in modern
realities (Mao et al., 2017). Time is now being added to people as the main resource of companies. Only by
working ahead of the competition, the company is able to implement a strategy for increasing its stability in a
market where there are fewer and fewer free niches (Peres & Fogliatto, 2018).

Methods

Approaches to the formation of the enterprise development strategy involves the determination of the
methods of formation of the strategy and the results of their use. The authors used the method of SPACE
model (SPACE - Strategic Position and Action Evaluation model - strategic assessment of positions and ac-
tions) to form the strategy for the development of the enterprise (on the example “Alshynbay” LLP, which
operates in the field of furniture production). This method allows to choose the key growth factors, to deter-
mine the type of development strategy, which is the most optimal for the enterprise taking into account the
parameters of the external and internal environment of the enterprise.

At the same time, this model allows to more accurately determine the competitive strategy of the enter-
prise, since it is based on the factors of analysis of internal and external environment [Studenova A. Strategic
management at the enterprise. — M.: Finance and statistics, 2008, p. 318].

Each group of factors of analysis of internal and external environment is determined in a point assess-
ment, on the basis of which a graph is constructed that characterizes the strategic position of the enterprise
under study.

The company is assigned one of 4 strategic positions: aggressive, competitive, conservative, and defen-
sive, depending on the results shown on the resulting graph.

The overall assessment of the company’s strategic position in the industry market is represented by four
key indicators of the company’s performance:

— the financial position of the enterprise - estimated from 0 to six 6 (0 - weak financial position, 6 -
strong);

— the attractiveness of this market - estimated from O to 6 points (0 - the industry is unattractive, 6 - at-
tractive);

— competitive advantage - it is evaluated from 0 to 6 points (0 - small competitive advantage, 6 - large)
and then converted to negative value by subtracting 6 points from the obtained positive value;

— stability of external environment - evaluated from O to 6 points (0 - the environment is unstable, 6 -
stable) and then converted to a negative value by subtracting 6 points from the obtained positive value.
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To assess the strategic position in the work, the method of expert assessments is also used, including the
quantitative and qualitative research methods with a survey data collection technique. The initial data have
been collected by a questionnaire with six point scales. All received indicators at the enterprise “Alshynbay”
LLP are formulated on the basis of personal judgments and opinions of specialists of an economic profile
(186 respondents).

Results

In Pavlodar region, the market of furniture products is highly concentrated due to a significant number
of competitors. To determine the development strategy of enterprise (on the example of “Alshynbay” LLP),
it is necessary, on the basis of statistical data, to analyze the dynamics of furniture production for 2017-2019,
the results of which are reflected in Table 1.

Table 1. Analysis of the dynamics of the production of furniture products in the Pavlodar region for 2017-2019

2019 to
Indicators years 2017/2018,
percent
2017 | 2018 | 2019 2017 2018
Physical volume index of furniture products,% 111,4 | 1489 79,1 64,7 53,1
Production of cabinet furniture, million tenge 348 1008 727 208,9 72,1
- production of commercial equipment, thousand pieces 42 37 41 97,6 110,8
- production of interior items, thousand pieces 27 37 27 100,0 73,0
- production of office furniture, thousand pieces 25 38 21 84,0 55,3
The nurnbf.:r of enterprises operating in the furniture in- 67 61 52 77.6 85.2
dustry, units
Note - Compiled by the author based on data of Ministry of Education and Science of the Republic of Kazakhstan and the Bureau
of National Statistics

These tables allow us to conclude that there is a tendency for a significant decrease in the production of
furniture products in the Pavlodar region in the period 2017-2019. In 2019, the volume of production of fur-
niture products amounted to: by 2017 -117, 2 percent; by 2018 - 78.4 percent.

Based on the data obtained as a result of the analysis, it is necessary to assess the competitive ad-
vantage, the attractiveness of the furniture market and the stability of the external environment in this area in
the Pavlodar region.

1) Analysis of the competitive advantage of the furniture factory “Alshynbai” LLP.

During the period 2017-2019, the client base of “Alshynbay” LLP has been steadily expanding, howev-
er, there is a decrease in the rate of growth in sales.

It is necessary to calculate the index of penetration of “Alshynbay” LLP into the furniture sales market
in Pavlodar region and the consumer confidence coefficient [2, p. 176]

The dynamics of changes in the “Alshynbai” LLP market segment is presented in Table 2.

Table 2. Dynamics of changes in the market segment of “Alshynbay” LLP

Index 2017 2018 2019 Plan
Number of potential clients 1465 1856 1958 2100
Number of attracted clients 856 901 933 960
Number of proposed furniture items, 90 98 102 115
Market penetration index,% 58,4 48,5 47,7 45,7
Consumer confidence coefficient,% 10,5 10,9 10,9 12,0
Note - Compiled by the author based on the method of expert assessments

Based on the data obtained, it can be concluded that, despite the positive dynamics of attracting new
customers, the penetration rate on the sales market of furniture products of Alshynbay LLP is gradually de-
creasing, which is associated with high competition and is reflected in a decrease in the growth rate of the
company's market share. However, a positive fact is the growing coefficient of customer confidence in
“Alshynbay” LLP. Table 3 shows the indicators of the competitive advantage of “Alshynbay” LLP, formu-
lated on the basis of personal judgments and opinions of specialists of an economic profile.
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Table 3. Indicators of the competitive advantage of “Alshynbai” LLP

Index Quantitative assessment (0-6) Qualitative assessment
Market share 4 below average
Implementation of strategic goals 2 below average
Distinctive features of products 4 essential
Consumer loyalty (trust) 5 high
Attraction dynamics 3 medium
The average 3,6
Vector average -6 =3,6 - 6=-24
Note - Compiled by the author based on the method of expert assessments

Based on the results of Table 3, the average score for the quantitative assessment of competitive ad-
vantage was calculated, equal to 2.4. Since the competitive advantage axis is negative on the competitive
position graph, it is necessary to calculate the indicator that will be plotted along the axis as the difference
between the average and maximum score equal to 6.

2) Analysis of indicators of stability of the external environment.

Manufacturers of furniture products in the city of Pavlodar are: “Kazakhstan” LLP, “Imperial” LLP, a
number of other enterprises. To assess the competitive environment, it is advisable to single out enterprises
operating in the same market segment and producing similar assortment positions of furniture products. It
should be noted that the furniture of these manufacturers is furniture made of laminated chipboard; there are
practically no samples of furniture made of solid-cut parts of pure wood. The price of an “average” set of
furniture made of this material at the prices of the above-mentioned manufacturers is no more than 125 thou-
sand tenge.

Furniture produced by the “Alshynbai” LLP factory is competitive and differs significantly in cost.

Table 4 shows a point analysis of the competitive environment of the furniture market in the city of
Pavlodar on a five-point scale.

Table 4. Analysis of the competitive environment of the furniture market in the city of Pavlodar

Comparison parameter “Alshynbay” LLP “Kazakhstan” LLP “Imperial” LLP
Environmental Safety 4 3 3
Strength 4 3 3
Price 2 4 4
Aesthetic properties 3 4 3
Accompanying services 4 2 4
Total 17 16 17
Note - Compiled by the author based on the method of expert assessments

The comparison shows that the furniture “Alshynbai” LLP occupies an average competitive position.
Table 4 shows the results of the analysis of the competitive environment of the furniture market in the city of
Pavlodar. The main segment of end consumers of “Alshynbay” LLP products are families with an average
income.

Table 5 presents an assessment of indicators of the stability of the external environment. The assessment
is also made on a 6-point scale. According to the table, the average indicator of environmental stability is calcu-
lated, which decreases by 6 points, since the stability axis on the competitive position graph is negative.

Table 5. Indicators of stability of the external environment of “Alshynbai” LLP

Index

Quantitative assessment (0-6)

Qualitative assessment

Competitive pressure

above average

The average

Demand 4 exists
Inflation rate 3 high
The spread of prices of competing enterprises | 5 weighty
4
4

Vector

average—6=6—-4=-2

Note - Compiled by the author based on the method of expert assessments
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3) Analysis of indicators of attractiveness of the furniture sales market in the city of Pavlodar.
Table 6 presents an assessment of indicators of the attractiveness of the furniture sales market
in Pavlodar.

Table 6. Indicators of attractiveness of the furniture sales market

Index Quantitative assessment (0-6) Qualitative assessment
Growth rate 5 low
Potential profitability 5 medium
Concentration of competitors 5 high
The average 5
Note - Compiled by the author based on the method of expert assessments

4) financial position of the company-covers all aspects of the company’s activity, including optimiza-
tion of fixed and working capital, profit distribution, tax and pricing policy, etc. Based on the results of the
analysis, average score of 4.3 was calculated for quantifying the financial position of “Alshynbai” LLP en-
terprise. Based on the analysis of tables 2-6, it is possible to build a graph characterizing the competitive po-
sition of “Alshynbai” LLP in the furniture sales market (figure 1).

Financial positiﬁn of the enterprise

Aggressive

- stance
4.3

Conservative
position

v

193IRW

Enterprise competitive advantage
SO[BS IMIUINJ 3Y) JO SSOUIATIORINY

Defensive Competitive
position position

Environment stability

Figure 1. Competitive position of the furniture factory “Alshynbai” LLP
Note - Authors’ own

On each of the axes, respectively, the average values of the calculated indicators are plotted, and a quad-
rangle is constructed, characterizing the competitive position of “Alshynbai” LLP.

Thus, the furniture “Alshynbay” LLP is positioned on the right side of the graph, and almost symmetri-
cally in the right quadrants. This situation is characterized by the average attractiveness of the furniture sales
market in the city of Pavlodar, the stable financial position of “Alshynbay” LLP, which is limited by the un-
stable external environment. The position in the upper right quadrant indicates the aggressive competitive
position of “Alshynbai” LLP in the furniture sales market, which entails the potential ability to withstand
competitors.

Discussion

The results show that the company under study is characterized by an average attractiveness of the fur-
niture market in the city of Pavlodar, a stable financial position, which is limited by an unstable external en-
vironment. In addition, the company according to the study has aggressive competitive position in the furni-
ture sales market, which entails the potential ability to resist competitors.
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For the aggressive competitive position of the enterprise, to which, as the analysis has shown, the com-
petitive position of “Alshynbai” LLP. Accordingly, authors recommend the following strategies of intensive
growth:

To strengthen the intensive growth of the competitive position of the enterprise “Alshynbai” LLP, the
following strategies of intensive growth are recommended:

1) the strategy of expanding the boundaries of the market.

2) strategy of deep penetration into the market.

The choice of the optimal strategy related to the strategies of intensive growth will allow the manage-
ment of “Alshynbai” LLP to manage efficiently the development of the enterprise in the long term.

Thus, based on the results of the analysis conducted using the SPACE model, we can conclude that it is
advisable to form and implement an intensive growth strategy, which involves the following ways: 1) deeper
penetration into the existing market with the existing product range; 2) penetration into new markets with the
existing range.

In general, the efficiency of the company depends on the following factors of internal and external envi-
ronment: the enterprise’s financial position, attractiveness of this market segment, the availability of compet-
itive advantages and sustainability of external environment of the enterprise.

Conclusions

Each enterprise is a complex multifunctional system, so the functional strategy of the enterprise can be
considered a General strategy that reflects specific ways to achieve specific goals of the enterprise and its
development. In this regard, the following areas can be developed:

— functional area;

— marketing direction;

— production and direction;

— personnel management;

— innovative direction;

— financial direction.

Knowing all possible development alternatives allows the company to move on to choosing a strategic
path that will maximize the long-term effectiveness of the organization (Iazzolino & Laise, 2016).

The set of directions of the functional strategy at a particular enterprise is determined by the composi-
tion of specific goals that the enterprise sets for itself (Soosay et al., 2016). The selected direction is only
qualitative recommendations for further development of the enterprise “Alshynbai” LLP. Finally, the com-
pany’s strategy is approved in the strategic plan after calculating economic forecasts and possible options for
the company's development. Factors concerning the correctness of the choice functional strategies are con-
sistent goals that will contribute to the realization of the development strategy of the enterprise, as well as
external and internal factors showing that the enterprise has no substantial obstacles in achieving your goals,
and most factors will contribute to the implementation of the chosen strategy and directions of its develop-
ment.
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KacinopbIHHBIH JaMy cTpaTerusicblH KaJbINTACTBIPY TAciaaepi
(IlaByoaap o6abIcbiHAa skuha3 eHiMaepiH OHAIPY MbICATBIHAA)

AHoamna

Makcamul: Maxkanaia KOCIHOPBIHHBIH JJAMY CTPATETHSACHIH KANBINITACTHIPYABIH KaHa TOCUIAEPI KapacThIPBLIIBI
(ITaBnomap oOmbickiHAa kuha3 eHIMAEPIH OHIIPY MBICAIBIHIAA). ATanm alTKaHIA, 3epTTEYIiH MAaKCaThl KCHICTIKTiK
mozenbai (SPACE Monenbi) skoHE ilIKi KOHE CBIPTKBI OpTa (PaKTOpPIapBIH SCKEpEe OTHIPHII, capanTaMallbiK Oaraiay
OMICiH MalaJlaHyFa HEeTi3AeNTeH KOCIOPBIHHBIH 09CEKENEeCTIK YCTaHBIMIAPbIH Oaraiay OOJIBIN TaObIIa bl

Odici: 3eprreyne 6acTamkbl IepeKTep i any OapbhIChIHAA cayalHaMa HETi31HAETi CaHABIK JKOHE CaIalbIK 3epPTTey
omicTepiH KaMTHTHIH capanTaMaiblK Oarajay olici KOJJIaHBUIFaH. bacTamkel MoNIMETTep aiThl OalIbIK ITKaJachIH
KOJIJaHa OTHIPHII, AJIBIH aa OeKiTUITeH cypaKTapJaH KYpacTHIPBUIFaH cayajiHaMa KeMeTiMeH >KHHAIIBI, CHIPTKEI OpTa
mapaMeTpiepi MeH iIKi opTa KaFJaiblH €CKepe OTBIPHIT, KOCIOPBIH YIIiH €H OHTAIBI — JaMy CTPaTeTHsICHIHBIH
TYpiH aHbIKTayFa MyMKiHaik 6eperin SPACE mozerni naiananbliFaH.

Kopvimeinoer: YKyMmpic HaTHKenepi 3epTTeNeTiH KocimopelHHBIH [laBmomap KadacelHaarel kuhas  oTKizy
HAPBIFBIHBIH OpTAllla TAPTHIMIBLIBIFEIMCH, TYPAKChI3 CHIPTKBI OPTAMEH IICKTEITCH TYPAKThl Kap:KBUIBIK JKargaiMeH
CUNATTANATHIHBIH KopceTeni. COHBIMEH KaTap, 3€PTTEIICTiH KOCIMOPBIH jknha3 caTy HapBIFBIHAA arpecCHBTI Oocekere
KabineTTi mo3umusra ue, oy 6acekenaecTepre Kapchl TYPYABIH BIKTUMaI KaOlIETiH TyAbIpaIbl.

Tyorcoippimoama: ANBIHFAH HOTIDKENIEPTe CYHEHE OTBIPHIM, KOCIMOPBIHHBIH KOJIAHBICTAFbl HAPBIKKA HEFYPIIBIM
TepeH eHyiH HeMece KOJIaHbICTaFbl aCCOPTUMEHTI 0ap jkaHa HapBIKTApFa €HYIH KO3ICUTIH 3epTTENTeH KOCITOPHIHHBIH
KapKBIHIBI 6Cy CTPAaTETHUSACHIH KaJBIITACTHIPY JKOHE iCKe achIpy YCHIHBUIFaH. ABTOPJIAp COHOAAH-aK KapKBIHIBI ©CYyIiH
MBIHAZal CTpaTeTHsUTAPbIH YCHIHBL: |) HApBIK MIeKapachlH KeHEUTY CTPATETHCH]; 2) HapbIKKa TEPEH €Hy CTPATEeTHICH.

Kinm ce3oep: ctparerusi, SPACE mogeni, xuha3 eHiMi, 09CEKeNIK YCTaHBIM, KapPKBIHIBI ©CY, KOCIMOPBIHHBIH
CBIPTKBI OPTACHI, KOCIOPBIHHBIH 1IIIKi OPTACHI.

J.7K. Typcbinxanos, C.7K. Hypraauesa, /[.C. beknusizoBa

Hoaxoab k GopMHUPOBAHNIO CTPATErUH PA3BUTHS MPEINPUATHS
(Ha mpuMepe MPoOU3BOJACTBA MedeIbHOI npoaykuuu B [laBiogapckoii 061acTu)

Annomauusn

I]env: B craTbe paccMOTPEHBI HOBBIE MOAXO0BI K (YOPMHPOBAHHIO CTPATETHUH PA3BUTHS MPEANIPUATHSA (HA IpUMEpe
IIPOM3BOJICTBA MeOeNbHOM npoayKimu B I1aBnonapckoit obnactu). B yacTHOCTH, LIENbIO UCCIEOBAHMS SIBISIETCS OIIpe-
JIeIeHNEe KOHKYPEHTHBIX MO3ULMN MPEANpUsTHs, OCHOBBIBAIOUIEECS HA HUCIOJNB30BAaHHM NPOCTPAHCTBEHHOW MOMENH
(Monens SPACE) 1 MeTo1a 9KCHEPTHBIX OLICHOK C y4eTOM (haKTOpOB BHYTPEHHEH 1 BHEIIHEH CpPEIIbI.

Memooui: B paboTe MCTIONB30BaH METOM AKCIIEPTHBIX OIEHOK, BKIIOYAIONINN KOJINYECTBEHHBIE U Ka4eCTBEHHBIC
METO/Ibl MCCIIEIOBAaHMS C NPHUMEHEHHUEM aHKETHPOBAaHWS B KadecTBe cOOpa IMEpBHYHBIX NaHHBIX. MCXOIHBIE TaHHBIE
ObUTH COOpaHBl C MOMOIIBIO AHKETHI, COAepKalleil (UKCHPOBaHHBIE BOMPOCHI C HMCIOJIB30BAHHEM MIECTHOAIUILHOM
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mikansl, npuMeHeHa moaens SPACE, mo3Boistomiast OnpeeuTh THIT CTPATETUU PA3BUTHS — HAaUOO0JIee ONTUMAITbHBIN
JUTS IPEITIPUATHS C YISTOM MAapaMETPOB BHEIIHEH CPEIbI U COCTOSIHUS BHYTPECHHEH CPEIbI.

Pesynvmamei: Pe3ynpratel paboTHl MOKA3bIBAIOT, YTO MCCIEAYEMOE MPEIIPHIATHE XapaKTepPU3yeTcsl CpeIHer Mpu-
BIICKaTEIHLHOCTBIO PhIHKA cObITa Mebenu B ropoje [laBiomape, cTabMibHBIM (DUHAHCOBBIM TMOJIOKEHHEM, KOTOPOE OTpa-
HUYCHO HECTaOWJILHOW BHeENIHe# cpemoit. Kpome Toro, uccieayemMoe NpeanpusaTie IMEET arpecCUBHYIO0 KOHKYPEHTHYIO
TIO3UITHIO Ha PHIHKE MPOJak MeOEeIH, YTO BIIEUET 3a CO00H MOTEHIHATBHYIO CIIOCOOHOCTH MPOTHBOCTOATH KOHKYPEHTaM.

Bw1600vi: Ha 0CHOBaHUM TOYYEHHBIX PE3yJIbTATOB II€JIECO00pa3HBI (POPMUPOBAHHE U PEAH3AIHS CTPATETHH HH-
TEHCHBHOTO POCTa HMCCIEAYEMOTO MPEINpUATHA, Mpeanoaraomeii oo Oojee rirybokoe MPOHUKHOBEHUE TPEATIPH-
SITUSL HAa CYIIECTBYIONIHIA PHIHOK C CYIIECTBYIOIIMM ACCOPTUMEHTOM TPOIYKIIUH, TNOO POHUKHOBCHHUE HA HOBBIC PHIH-
KH C CYIIECTBYIOIIUM aCCOPTUMEHTOM. ABTOpaMHU TaKkKe PEKOMECHIOBAHBI CICAYIOIINE CTPATETHH WHTCHCUBHOTO POC-
Ta: pacCIIMPEHUs TPAHUI] PBIHKA U TITYOOKOTO MPOHUKHOBEHISI HA PHIHOK.

Kniwouesvie cnoea: crparerus, monens SPACE, meOenbHas MpoayKuus, KOHKYPEHTHAsI TTO3ULIUS, MHTCHCHBHBIN
POCT, BHELIHSS cpelia MPEATIPUSTHS, BHYTPEHHSS Cpeia MPepHsITHSL
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