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FORMATION AND IMPLEMENTATION OF COMPETITIVE
STRATEGIES IN PHARMACEUTICAL COMPANIES

Abstract. The aim of the article is to study the features of the formation and implementation of competitive
strategies in pharmaceutical companies based on the assessment and organization of a competitiveness management
system. The paper substantiates the significance of the problems of competitiveness, pricing and marketing policy of
distribution companies in the pharmaceutical market. The authors of the article adhere to a systematic method of
research and consider the competitiveness management of pharmaceutical enterprises as a system. The object of the
study was the global pharmaceutical distribution companies present in the Kazakhstan market. By studying their
competitive strategies, the authors revealed the features of their functioning on the Kazakhstan market, as well as
identified the risks associated with changing and managing the pricing policy of the studied companies. The specific
features of the functioning of the enterprises under investigation revealed in the work made it possible to identify the
main components of the analysis of the external environment of the distribution company. The authors describe the
stages of developing a competitive strategy for a pharmaceutical distribution company and develop measures to
further operate and adjust the strategy to take into account new conditions.
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Introduction. The contemporary state of Kazakhstan pharmaceutical market imposes on its partici-
pants tough requirements on ¢laborating a behavior strategy that would ensure stable development of a
certain enterprise under the conditions of constantly changing competitive environment, enhancement of
pharmaceutical companies competitiveness, enlargement of its capabilities to operate under stiff compe-
tition.

Despite the availability of enough number of researches that contributed significantly to the deve-
lopment of theory and practice of enterprises management, the peculiarities of competitive strategics
claboration for pharmaceutical enterprises are underexplored. In addition, new market conditions, the
volume of activity types implemented by pharmaceutical enterprises, specifics of the pharmaceutical
drugs variety require more detailed investigation and elaboration of competitive strategies able for flexible
reaction on internal and external environment changes, and achievement of high level of competitiveness
in short- and long-term perspective.

Methodology of investigation. During the implementation of the work the methods of system
analysis, abstract and logical method, the method of monograph research, the method of comparative
analysis, and organizational and structural modeling were used; this allowed achieving necessary pro-
foundness of the research results and conclusion soundness.

The main body. The companies that manufacture the pharmaceutical drugs, medical goods, health
and hygiene items, galenicals etc. often apply the strategics of differentiated, undifferentiated, concen-
trated marketing [1, p.66]. Down to the beginning of XX century, there was no urgency to manage the
promotion of pharmaceutical goods and other items used in medical practice and manufactured at the
pharmaceutical market. To manufacture the distribution products it was enough to have a patent allowing
for pharmaceutical drugs advertising and selling. The initiator of marketing application in the medicine
was a professor of the pharmaceutical college of Texas University, R.A. Gosselin who in 1962 made a
proposal, and in 1966 the “Certified Medical Representation (CMR) Institute, Inc.” started the training of
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pharmaceutical sales agents [2, p.45]. During the period of the distribution products promotion to the
market a lot of pharmaceutical companies forming its sales policy due to the trade channels that include
distributers and dealers, or focused on dealers only without creation of the own sales network were
established. The dealer companies investigate the market of manufacturers and consumers to reveal free
niches for the development of new types of services. The drugs and items promotion activity manufac-
tured by the enterprises of distributor industry enlarge the market offer of the manufactured goods due to
the active operation of dependent and independent companies specializing on rendering of various trade
and mediation services (wholesale supply, small-scale wholesale etc.) [2, p.45].

The opportunities for the development of new tendencies in the trade and mediation activity on
promoting drugs and items manufactured by enterprises of distribution industry became possible due to
the current strengthening of participants interests confrontation within the format: “manufacture —
distribution — exchange — consumption” of the distributed products.

All corporations engaged in the manufacture are aimed at reimbursing of expenses spent on research
and development, and therefore strive for high profit allowing for further research works and creation of
new pharmaceutical medicines. Under the conditions of the strongest pressure on the side of companies
that copying them during the promotion the various instruments are used. The expensive promotion
causes high cost of pharmaceutical drugs and negative reaction on the side of the State that, due to this,
has to constantly increase the budget of the healthcare programs. From time to time there are corrupt
trials, these are the cases when the patients”™ health incurred grievous harm as a result of new pharma-
ceutical drugs intake, and this, for sure, influences on the reputation of this or that company, and on the
actions of the regulatory system that is responsible for the content of the game rules in the pharmaceutical
products market [3, p.41].

The foreign pharmaceutical companies during several recent decades applied a model allowing, at
common increase of demand on pharmaceutical products, profiting insignificant margin comparing to the
companies-originators. Among these companies, the leading is the world distributor company Teva that
exists in Kazakhstan market, and in the market of distributor companies of other CIS countries.

The results of the investigation on forming process and implementation of the competitive strategy of
Teva distributor company showed that under the conditions of continuing forming of pharmaceutical
market in Kazakhstan the strategy of concentrated or target marketing is less reasonable than previous. In
opinion of Reikhart D.V. the pharmaceutical companies try to avoid it as this excludes completely an
opportunity of any diversification [3, p.41]. The high level of pharmaceutical companies” infrastructure
the Head offices of which are located in the economically developed countries, plus financial stability of
these companies allow applying different options of the marketing strategies. For example, the undifferen-
tiated marketing is applied by such leaders of the world pharmaceutical business as Pfizer company
(USA) the stock of which has innovative antibiotics, anti-inflammatory medicines, psychotherapeutic
medicines, cardiovascular medicines, diabetic treatment medicines etc.; Austrian company R. Bittner
GmbH; Johnson & Johnson (USA) company that promotes the pharmaceutical medicines, diagnostics
means, medical equipment [4, p.15].

The high-tech products include the manufacture of medical equipment, healing remedies, and these
are not necessarily the medicines aimed at treatment of cancer or AIDS [5].

The development of the distributor sector in the field of high technologies is not only due to the
manufacture of pharmaceutical medicines used for treatment of cancer diseases, heart diseases and other
new medicines applied for treatment of the currently rare and fatal discases. And this is proved by the
results of WHO data analysis on the structure of medications consumption. This analysis testifies that the
largest volume of purchases falls on painkillers, medicines taken against diseases connected with different
infections, etc. Therefore, the development of high-tech manufactures of medicals for all spectrums of
action is still topical. However, the development of new manufactures as well as production of new me-
dicals under the formed distributor competitive medium is connected with high risks at the consumer
market.

Despite the high risks in the distributor activity the creation and support of this kind of manufactures
is one of the ways on ensuring the national safety the same as the national policy on medicals issuing to
persons having grave health problems and registered for medical reasons.

This approach to the national policy in Kazakhstan narrows the frames of retail sales market and
leads to strengthening of competition in promoting the pharmaceutical products that in most cases cannot
18
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be implemented by the companies itself due to high costs, but that is an integral component of the com-
mon corporate strategy.

The selling specifics of pharmaceutical companies items, due to peculiarity of products created by
them, is reflected in the mechanism of the business entity strategy development, it does not exclude the
general principles of its forming, but strengthens the significance of the effective competitive strategy
claboration that includes the integrity of definite actions of a company in the market covering the
clements of marketing together with market and volume characteristics, and are implemented under the
general corporate strategy.

Focusing on the significance of the competitive strategy for business entities in the field of distributor
activity, the motivation of this focus is that in the contemporary practice, independently on the trend and
field of activity, the competitive strategy is a weighty instrument as its implementation influences on
solving of a wide range of problems urgent for the business entity [6, p.11].

Thus, the elaborated competitive strategy of a distributor company includes, first of all, finding of
resources becoming clear during the implementation of successful projects. The successful implemen-
tation of projects reveals the possible resources also that cannot be foreseen quite accurately, therefore
while elaborating the competitive strategy the generalized phrasing of results is used.

The market tendency in the field of distributor activity shows that the traditional fields of macro- and
micro medium analysis should also include the analysis of mesic environment as the scale of competitors
activity is beyond the frame of influence at macro- and micro levels, and globalizes the significance of
companies’ activity [7]. To show the analysis components of business entity external environment in the
field of distributor sector it is necessary to construct in figure the specifics of external environment
investigation objects content.

External environment of distributor company

2 v
Direct effect factors Indirect effect factors
v v v
Micro environment Macro environment Mesic environment
v v \ 2
- CONnsumers; - political factors;
- suppliers; - economic factors;
- competitors; - social and culture factors;
-personnel, - technological factors;
- laws and national authorities - inventions and discoveries

Components of external environment analysis of business entity in the field of distributor sector.
Note: compiled by the author basing on reference [8]

The specifics of pharmaceutical manufacture is that it produces the original medicals and analogues
or generics that have not been investigated completely so far. However, the price of generics makes them
of primary demand and production due to impossibility or unavailability to purchase the originals. By
strengthening the competitive strength at separate segments of pharmaceutical market this segment of
business environment of companies requires flexible strategic policy, and thus implies the introduction of
efficiency estimation procedures of the selected and earlier developed strategy of the pharmaceutical
market entity. Therefore, while developing a strategy it is necessary to analyze the results achieved by a
company, to correct its behavior at the given niche of the selected market segment. Thus, to claborate a
strategy it is necessary to assess already introduced strategy for its total change or correction; it means that
for the active distributor company it includes 8 main stages:

1. Mission and corporate-wide strategy of a company development.

2. Setting of tasks to struggle against competitors.

3. Acquisition and analysis of data on the state of external and internal environment of the company.

4. Selection of the best strategy in view of the competition.

5. Analysis of the selected strategy.
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6. Implementation of the competitive strategy basing on the strategic plan.

7. Analysis of results.

8. Correction of the existing strategy or development of a new one that will be more successful for
implementation of tasks on achieving a company goal [9, p.187].

In general view, the activity of companies focused on the medicals promotion in the market or trade
and mediatory activity requires knowing the manufacturers of pharmacecutical medicines needed to a
consumer. If a company-manufacturer investigates the market demands to adjust the production and starts
it only when it is sure in its competitiveness, the independent dealer company also estimates the market
demand, but considering its saturation with goods — originals and analogues proposed by its direct
competitors manufacturers, and the share of definite preferences to activate the process. Therefore, the
development of the competitive strategy of companies focused on medicals and other pharmaceutical
items promotion has its own specifics and does not exclude the base that is the strategic analysis.

The strategy of differentiated marketing is applied, for example, by GlaxoSmithKline Company
(USA) providing the innovative prescribed and not prescribed medications, products for hygiene and
disease prevention, vitamin energy drinks. The pharmaceutical markets of many world countries accept
positively such medicaments of the company as Panadol, Coldrex in in different modifications. The
strategy of concentrated marketing is usually applied by companies that produce the medicals for definite
category of consumers. An example of this tendency is the distributor company Novo Nordisc — the
leading manufacturer of insulin [2, p.43].

The development of pharmaceutical market led to the strong holding of positions by the companies
from the USA, France, China, India, and other world countries. During the recent five years and in 2018
the leading position belonged to Pfizer Company (USA) with sales volume on the level of 47.6 billion
dollars. Its main competitors are Swiss companies Novartis with sales volume 42 .8 billion dollars, and
Roche with sales of 42.4 billion dollars. The following companies improved its position and kept the
competitiveness: Johnson & Johnson with sales at the level of 39.9 billion dollars, French Company
Sanofi with sales volume 38.2 billion dollars, and after that Merck&Co Company (beyond the USA —
MSD), GlaxoSmithKline, AbbVie, Gilead, and Bayer. Teva [2, p.43].

If we consider the effectiveness of the selected behavior reflected in the corporate strategies of com-
panies, it is necessary to note that if the prediction of Pfizer and Novartis Companies leading position was
fulfilled and the companies kept its positions until the end of 2018, and despite that Roche Company is
ranked third, its activity is not as operative as predicted.

Numerous unpopular management solutions lead to the fact that a range of companies, while keeping
its positions at the pharmaceutical market lost its positions by individual competitive advantages. For
example, the Isracli Company Teva experienced significant financial difficulties in 2018 to solve which it
used such unpopular measures as reduction of staff and closing of plants.

Thus, under the stiff competition at the pharmaceutical market the unpopular and ineffective strategic
managerial decisions lead to the loss of competitive advantages and positions of a distributor company at
the given market. The stiff competition at the pharmaceutical market aggravates due to appearance of new
participants producing innovative medicals using less expensive and more progressive technologies of
production.

Considering the corporative strategy of the French Company Sanofi it should be noted that its com-
petitive advantages are constructed on the base of managerial decisions focused on reduction of expenses,
and distributor products suggestions to consumers at acceptable prices. Sanofi Company should resolve
all these issues and create effective barriers to protect its competitive advantage.

The key issue of the competitive policy is confrontation to threat of new participants” appearance in
the market. The managerial board the Sanofi Company renews constantly the range of products and
extends the services provided to a consumer. At the same time, the managerial board assumes that due to
the development of new products and services, the company attracts new consumers and increases the
share of permanent consumers of its products that have a chance to choose necessary medicals among a
variety of items produced namely by this company. Despite that the enlargement of production can lead to
the scale effect, the company managers assumes to avoid it by decreasing the fixed price.

The building of capacity at simultancous decrease of expenses on research and development will
allow the company to optimize the prices. Consequently, in opinion of the company managers, new
participants less likely will enter the dynamic industry of distributor sector already having the permanent
20
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players such as Sanofi and other companies. This decreases significantly the window of extraordinary
profit for new companies putting off new players in the sector [10, p.102].

One of the instruments of the competitive strategy implementation in Sanofi Company ensuring its
leading position in the market is a work with permanent suppliers that are also leading in their segment of
the market and are able to decrease the margin that Sanofi can earn in the market. The large suppliers in
the field of healthcare use its negotiation capabilities for obtaining higher prices from the manufacturers
of medicals of the main field. The general effect of higher negotiation position of suppliers is that it
decreases the common profitability of large manufacturers. To optimize the prices for delivery of items
and raw materials for medical production, Sanofi Company constructs an effective scheme of supplies
with large number of suppliers that provides an opportunity for manceuver and selection of counterparts
with price proposals beneficial for it. The company has developed the sales policy that includes suppliers
focused on arrangement of business the only goal of which is promotion of medicals and other products of
manufacture used by the treatment practice, and specific suppliers whose business depends on the com-
pany. One of the lessons the Sanofi can learn from Walmart and Nike is that these companies developed
the outsourced manufacturers whose business depends on them only by creating a scenario when these
outsourced manufacturers have significantly less negotiation strength comparing to Walmart and Nike
[10, p.102].

As one of the main instruments of competitive positions protection and forming of the competitive
strategy, Sanofi Company uses the model of five competitive forces by M. Porter that allows obtaining the
complete pattern of the things influencing on the profitability of the organization at medical manufac-
turers of large sector. The analysis allows determining the tendencies of the status change and estimate the
competitive positions at early stage; it also allows the quick response on negative changes to use all
instruments of management to minimize the economic losses.

The effective application of the competitive strategy allows “STADA” Arzneimittel AG keeping its
position at the pharmaceutical market for more than hundred years. Despite the long activity it continues
to be the main trender for all who is engaged in producing of generics. The company, in the German
manner, is conservative and accurate, but open for innovations, that provides STADA an opportunity to
remain stable and achicve the set tasks at every issue. The main competitive advantages of the company
that it keeps to the present day are the quality and wide range of products that counts more than hundred
items that allowed the company taking the award “Global Generics & Biosimilars Awards -2018” in
2018. It should be noted that the foreign pharmaceutical manufacturers has no specific arrangement of the
sale due to the features of this market segment regulation. However, this is especially important for the
product promotion produced by medical companies as the implementation of the competitive strategy
assumes that the market capacity and other indicators estimating the prospectivity of the distributor
company activity will be fulfilled [11].

The features of the competitive strategies of pharmaceutical companies

hundred items.

from the manufac-
turers of medicals.
Strategy — price
advantage

capacity

5 Kommanrm

trat

c om;oi%:}lllts <<S_TA_DA>> Sanofi Teva GlaxoSmithKline_ (USA),
Arzneimittel AG. Novo Nordisc

Work with The main trender for | The large suppliers in | Reduction of staff Provides the innovative prescribed

permanent generics. Strategy — the field of healthcare | and closing of and not prescribed medications,

suppliers; the quality and wide | use its negotiation plants. Strategy — pro-ducts for hygiene and disease

Wide range; range of products capabilities for obtai- | optimization of staff | preven-tion, vitamin energy drinks.

Innovations that counts more than | ning higher prices of produc-tion The phar-maceutical markets of

many world countries accept
positively such medi-caments of the
company as Panadol, Coldrex in in
different modifications.

Strategy — differentiated marketing

Note: compiled by the author.

Considering the experience of forming and implementing of the competitive strategy it is obvious
(table) that it can be applied for development and establishment of pharmaceutical companies in
Kazakhstan, and it also provides an opportunity to form the activity of the business entitics on promoting
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the products produced by the leading pharmaceutical dealers making important that namely independent
dealer company is an object of investigation.

Indeed for companies carrying out the independent trade and mediatory activity the development of
the competitive strategy is a special aspect of the strategic planning. This is mostly due to the fact that
independent trade and mediatory companies are more sensitive to the appearance of new products in the
market, to fluctuation of manufacture prices, and to the lack of long-term connections or impossibility of
its operation with the manufacture companies due to regulatory barriers or even as a result of irrational
forms of supplies and its scale etc. It is clear that companies promoting the distributor products are
focused on acceptable conditions of manufacturers’ sales policy [12, p.3].

Conclusion. The construction of the effective system on managing the competitiveness of phar-
maceutical enterprises requires efforts on solving the strategic and tactic tasks of competitiveness mana-
gement aimed at ensuring the sustainable competitive position at the pharmaceutical market. Therefore,
while developing the competitive strategy it is reasonable to apply a system approach assuming the
integration of managing, managed, target, provision and functional subsystems able to fit the external
environment conditions.

All data that can be acquired and structured in the process of the competitive strategy development
provide an opportunity to the top management of the company and to those who will implement the
strategy directly to see clearly the market situation, company position in it, and really imagine the ability
to achieve the set goals. After that the competitive strategy acts as an executive document that concen-
trates all resources necessary to follow the strategic points. At the same time, on the base of the conducted
analysis on the past activity, a company can constantly improve and enlarge its sphere of activity, respon-
se to the market changes, strengthen its positions and become a possessor of new markets and niches.

P. O. ConimOaeBa, A. A. Taraii, A. bBynamoaes, K. Meiipavidex
«AmvaTsy yHEBEpcHTETI, AmMarsl, Kazakcran

®APMAIEBTHKAJILIK KOMIAHUASLTAPJBIH BOCEKEJIK
CTPATETHSUIAPEIH KAJILITITACTEIPY )KOHE KY3ETE ACEIPY

AHHOTAIHS. 3€PTTCY TAKBIPHIOBIHBIH, ©3EKTLMIT (PapMaIEBTHKAIBIK KOCIMOPBIHAAPABIH IMIK] YKOHE CHIPTKBI
OPTAHBIH, ©3TCPICTCPIHC HMKCMAICIC AJaTHIH, KBICKA JKOHC Y3aK MEp3iMAl KEICIICKTe OOCCKeTe KAOLICTTLTIKTIH
JKOFAPFBI JCHICHIH KAMTAMACHI3 €TC alaThIH OJCEKEIK CTPATeTHsIApAbl d3ipicy YIUiH, OJapAblH KBI3MET CTYIHIH
HAPBIKTHIK IAPTTAPBI MCH EPEKIICTIKTEPIH TOBIK Capajay KaXKCTTUIITIH/IE JKaThIp.

MaxkananbIH MakcaTsl — (JapMaNEBTHKANBIK KOMIAHMSIAPABIH OdCEKeTe KaOUIETTLTKTI OacKapy *oHE YHBIM-
JACTHIPY KYHCCIH OaFamay HETI3iHAC, 0JIapAbIH OOCCKETIK CTPATCTHAIAPHIH KANBINITACTHIPY KOHC iICKE achIpy CpeK-
IICTIKTEPIiH 3epTTCY. 3CPTTCY HBICAaHBI — Ka3akcTaH HAPBIFBIHAA KBI3MET CTCTIH >KahaHIBIK (hapMaICBTHKATIBIK
JACTPHOBIOTOPIIBIK KOMIAHMAIAP. Makana aBTropiaaphl KYHCIl 3¢PTTCY OTICIH YCTaHAIBI JKOHE (DapMAICBTHKATIBIK
KOCITOPBIHAAPABIH 00CCKeTe KAOLICTTUITiH OacKapy bl JKyiie peTiHae KapacTeipanbl. OxaH 6acKa, sKYMBICTHI OPBIH-
Jay OapbhIChIHAA A0CTPAKTBHUIBIK-TIOTHKANBIK OIiC, MOHOTPA(ISIBIK 3€PTTEY OMICI, CANBICTBIPMANBI TANIAAY HKOHE
YUBIMIBIK-KYPBUIBIMABIK YATUICY 97icTepl KONJAHBLIABL, Oy 3€PTTCY HOTIDKEICPIHIH KAKETTI TEPEHIIrT MEH
’KacaJ¥aH KOPBITHIHABLIAPABIH HETI3AIIITIH KAMTaMAachI3 €TYTe MYMKIHIIK Oep/i.

Makamama (papMaeBTHKA HAPBFBIHIAFH JUCTPHOBIOTOPIBIK KOMIAHHUAIAPIBIH O00CCKETe KaOiIeTTimK, Oara
KAITBIITACTHIPY JKOHE OTKI3y CasACaThl MOCCICICPIHIH MAHBI3ABLIBIFBl HCTI3ACITCH., 3CPTTCICTIH KOMITAHHUSIIAPIBIH
0oceKeNecTiK CTPATETHAIAPBIH 3EPTTCH OTHIPBIN, ABTOPIAP OJapAblH KazakcTaH HApBIFBIHAAFBI JKYMBIC ICTEY
EPEKIICTIKTEPIH aHBIKTaFaH. Ka3akcTaH ayMarblHAA KbI3MET €TCTiH AUCTPHUOBIOTOPIBIK (hapMalCBTUKAIBIK KOMIIA-
HUSTAPABIH OaFaIbIK CASACATHIH TAIAAY HOTIDKCIICPI aBTOPIAapFa 0aFa cagcaThiH e3repTyai 0aCKapyMeH OalIaHBICTHI
TOYEKEAEP/Ii AaHBIKTAYFAa MYMKIHIIK Oepi.

JKyMBICTa aHBIKTAJFAH 3EPTTEICTIH KOCIMOPBIHAAPABIH KbI3MET €Ty CPEKIICIIKTEP] AUCTPHOBIOTOPIBIK KOM-
TIAHWSIHBIH CHIPTKbI OPTACHIH TAJJAYAbIH HETi3rl KOMIIOHCHTTEPIH AHBIKTAYFa MYMKIHAIK OCpxi, al OHBIH HETI3i
PCTIHAC CTPATCTHANBIK TAAmay OmicTeMeci KOMmaHeuiasl. COHBIMCH KAaTap Makalaaa JUCTPHOBIOTOPIBIK (hapma-
LICBTHKABIK KOMIAHHSIHBIH OOCCKEICCTIK CTPATCTHACHIH O3IPICY YPAICI CHNATTAIFAH, OHBI KACAYIBIH 8§ KC3CHI
YCBIHBLIFAH, OJIAP CHII3IITEH CTPATETHAHBI Oaramayabl XKaHE TyOereini e3repryai KaMTuasl. OraH Koca, )KaHa miapT-
Tapbl €CKEPE OTHIPBIIL, O3IPICHICH CTPATETHAHBI APBI KApad KOJJAHY >KOHE TY3eTy OOMBIHIIA IApanap d3ipJiIcHICH.

Makanmama CTpaTermsaIblK 0acKapy MICTNMACPIH IYPHIC KAOBUTAAY MoceieicpiHe Oaca Ha3ap aydapbLIFaH,
OJIAPABIH THIMCI3Iri JUCTPHOBIOTOPIBIK KOMITAHHUSHBIH OCHI HAPBIKTAFBI OPHBI MEH OOCEKETIK APTHIKIIBLIBIK-
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TapblHAH AHPBUIYBIHA OKEJCTIHAIrL HerizzeireH. PapManeBTHKANBIK HAPBIKTAFbl KaTaH OJCEKENECTIK KypecTi
aBTOPJIAP OHIIPICTIH AHAFYPJIBIM >KAHA, a3 IOBFBIHIBI KAKET CTCTIH, IITEpiTeMelni TEXHOJOTHSUIAPHIH KOJNAAHY
apKbLIBl MHHOBAIWSUIBIK HMPEMapaTTap OHAIPICIH KYPAThIH ’KaHA HAPBIK KATHICYIBLIAPBIHBIH YHEMI IMaina OobI
OTBHIPYBIMECH OAHIAHBICTHIPATIBL.

DapManeBTHKAIBIK KOCIMOPHIHHBIH 0oceKere KaOiNeTTIIriH OacKapyIsIH THIMAL JKYHECiH Kypy YmIiH, dapma-
LEBTUKAIBIK HAPBIKTAFBI OHBIH TYPAKTHI OOCEKENIK >KAFAAWBIH KAMTAMACBI3 €TYTE OarbITTanFaH, OacKapyablH
CTPATETHSUIBIK >KOHE TAKTHKAJIBIK MIHACTTEPIH MIemry OOHbIHINA mapanap yYChHbUFaH. COHBIMEH KaTap O9CEKENIK
CTPaTCTHSAHBI 93ipacy OaphICHIHOA, ABTOPJApP JKYHCIIK TOCIMAI KOJMMAHYIBI YCBIHAABI, OJI CHIPTKBI OPTAHBIH
[IapTTapbhlHA YHJIECE ANAThIH, >KYHCHIH OaCKAapyIUBLIBIK, MAKCATTHL, KAMTAMACHI3 CTYIN »XoHE ()yHKIHOHAJIBIK
KYPaMIACTAPBIH BIKIAIAACTBIPY AbI O1Tipel.

ABTOpNap YCHIHFAH oMicTEME OOMBIHINA 31pIICHTEH OICEKEIIK CTPATETHHBI YHBIMIBIK-KAPJIbIK KY)KaT PETIHIC
KOJITaHyFa 00Jadpl, OHIA CTPATCTHAIBIK OAaFrAapiapasl YCTAaHY YIIH OApJbIK KAKCTTI PeCypCTap IIOFBIPJIAHATIBL
Oman 0acka, GaceKeTiK CTPaTeTrusHbI 331piey OaphICHIHAA ATBIHYbI JKOHE KYPBUIBIMIAHYBI MYMKIH JEpEKTEp KOM-
TIAHWSHBIH TOI-MCHEIKMEHTIHE /1€, COHNANH-aK CTPATETHIHBI OPBIHAAY IIBIIIAPFA Ja HAPBIKTAFBI >KAFAANIbl, OHIAFbI
KOMITAaHHSHBIH OPHBIH HAKTHI KOPYTE, COHBIMCH KAarap KOWBUFAH MAKCATTAPABIH KOJ >KETIMILTK JCHreHiH Oara-
Jayra MyMKiHDiK Ocpeni. Crtparermsaga KOMIAHHAHBIH OTKCH KC3CHICTI KBI3MCTIHC Tajmay >KYPri3iiendi, OHBIH
HOTIDKEJIEP] HETI3IHIEC KOMITAHHS KbI3MCTIH JKAKCAPTYFa KOHE KbI3MET €Ty CalajapblH KCHEHTYTC, HAPBIKTAFbI
e3repicTepre MKEM/CIyTe, HAPBIKTArbl OPHBIH HBIFAHTYFa >KOHE HAPBIKTAFbl >KAHA OPBIHAAPFa me Oomyra Oaiima-
HBICTHI [IApaJap >KacaiaibL

P. O. Camm0aera, A, A, Taraii, A. Byiam0aes, K. MeiipamGer
YuusepcureT «Amvatsy, Amvarsl, Kazaxcran

©®OPMUPOBAHUE N PEAIM3ANINA KOHKYPEHTHBIX
CTPATEI'Nd ®PAPMAIEBTHYECKHUX KOMIIAHUHN

AHHOTAINS. AKTYyaJIbHOCTh HCCIICAOBAHUS COCTOHT B HEOOXOAMMOCTH TINATEIHHOTO H3YHUCHHS PHIHOYHBIX
VCIIOBHH, CHEOU(PHKH ACATEIBHOCTH (DapMALECBTHYCCKUX MPEINPUITHH 11 BHIPAOOTKH WX KOHKYPEHTHBIX CTpa-
TETUH, KOTOpBIE MOTYT 0oJee THOKO PEearnpoBaTh HA M3MCHCHHS BHYTPEHHEH M BHEHIHEH cpeapl W OOECICYHTH
JOCTIDKCHHUE BBICOKOTO YPOBHS KOHKY PEHTOCIIOCOOHOCTH B KPATKOCPOYHOH M JOJITOCPOYHOI IEPCTICKTHBE.

Lenpto crarbu SBISIETCS HCCICIOBAHHE OCOOCHHOCTEH (POPMHMPOBAHWS M PEATH3ALUH KOHKYPEHTHBIX CTpa-
Teruil (papManEBTHUCCKUX KOMIIAHWH HA OCHOBE OLICHKH W OPTaHU3ALMHU CHCTEMbI YIIPABICHUS KOHKYPEHTOCIO-
cobHOCTHI0. OOBEKTOM HCCICAOBAHUS BRICTYIIHIN ITIOOATBHBIC AUCTPHUOBIOTOPCKHUE (PapMaIIeBTHUECKUE KOMITAHUH,
MPUCYTCTBYIOIIUE HA peIHKe KaszaxcraHa.

ABTOPBI CTaThU NPHACPKUBAIOTCSI CHCTEMHOTO METOJA HCCICIOBAHHMS M PACCMATPHUBAIOT YIIPABICHHE KOH-
KyPEHTOCIIOCOOHOCTHIO (PapMalIeBTHUCCKHUX MPEANIPUATHH Kak cucTeMy. KpoMme Toro, B X07¢ BBIIOIHEHHS paOOTHI
ObUIH WCIOTB30BAHBI AOCTPAKTHO-TOTHUECKHH METOJ, METOJ MOHOTPAa(HUHUECKOTO HMCCICIOBAHHUI, METOJ CPABHH-
TEJIFHOTO AHAM3Aa M OPTaHU3aHOHHO-CTPYKTYPHOE MOJCIHPOBAHHUE, YTO MO3BONHIO O0CCHEUUTH HEOOXOIUMYIO
TIIyOHHY pe3yIbTaTOB UCCICAOBAHMA H 0OOCHOBAHHOCTD BHIBOIOB.

B pabote 000CHOBAHA 3HAYMMOCTH MPOOJICM KOHKY PCHTOCHOCOOHOCTH, ICHOOOPA30BAHNA U COBITOBOH ITOH-
THKH JTACTPUOBIOTOPCKUX KOMIAHHWH HA PhIHKE (papManeBTHKH. [1ocpencTBOM HM3yHUCHHS HX KOHKYPEHTHBIX CTpa-
TETUH aBTOPBI PACKPBLIH OCOOCHHOCTH UX ()Y HIMOHHUPOBAHUS HA phIHKE KazaxcraHa. Pe3ynbraTel aHamm3a NEHOBOH
TIOJMTHKH TTI00ATMBHBIX AUCTPHOBIOTOPCKUX (PAPMAICBTHHECKHX KOMIAHHH, ()YHKIMOHHPYIOIIUX HA TCPPUTOPHH
Kazaxcrana, mo3Boamiam aBTOpaM BBIIBUTH PHCKH, CBS3AHHBIC C M3MCHCHHEM H VIIPABJICHHEM HX IICHOBOHM IOJM-
THKOH.

BriancHHBIC B padoTe crnienu(UIcCKue 0COOCHHOCTH (JYHKIMOHHPOBAHUA HCCICAYCMBIX (DapMACBTHICCKHX
TIPEATIPHATHH TTO3BOJNIN BBIICINTh OCHOBHBIC KOMIIOHCHTHI AHAMM3Aa BHEIIHEH CPeIbl AUCTPHOBIOTOPCKON KOMIIA-
HHUM, TP 3TOM B KadecTse Oaszuca ObLIa MCIONB30BAHA METOJMKA CTpaTerHUecKoro aHamms3a. OmmcaH mpornecc
Ppa3pabOTKH KOHKYPSCHTHOH cTparerud (PapManCBTHUCCKOW THCTPHOBIOTCPCKON KOMITAHUH, COCTOSIIAI U3 8 OCHOB-
HBIX 3TANoB, MPEATNOJIATAONMX OICHKY VK€ BHEAPCHHOM CTPATEIMH M €€ TOTAIbHOE M3MEHEHHE. Kpome Toro,
BBIPA0OTAHBI MEPHI MO JATBHEHIICH 3KCIUIYaTAUUH W KOPPEKTHPOBKU Pa3pabOTAHHOW CTPATETHH C YUESTOM HOBBIX
YCIOBHIL.

B craTse OCHOBHOE BHHMAHHC YJICJICHO BOIPOCAM AJCKBATHOCTH MPUHSITHS CTPATCTHUYCCKUX YIPABICHICCKUX
pELICHHUI, HEMOIY JLIPHOCTD U HEA((HEKTHBHOCTH KOTOPHIX MOXKET MPHUBECTH K MOTEPE KOHKYPCHTHBIX IIPEUMY IICCTB
H TO3HIAH THCTPUOBIOTOPCKON KOMIIAHHH HA JAHHOM PHIHKS. JKECTKYI0 KOHKYPCHTHYIO 00pnOy Ha (hapMmarics-
THYECKOM PBIHKE aBTOPHI O0BSICHSIOT MEPHOIMICCKIM IIOSIBJICHAEM HOBBIX YUACTHHKOB, CO3JAFOINIX MPOU3BOJICTBO
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HHHOBAMOHHBIX MPCHAPATOB, HCMOJB3YSA HOBBIC, MCHECC 3aTPATHBIC W OO0JICC MPOTPCCCHBHBIC TCXHOIOTHH IPOM3-
BOJICTBA.

Ja moctpoeHus 3()(PEKTHBHOH CHCTCMBI YIIPABICHHA KOHKYPCHTOCTIOCOOHOCTHIO (DapMAIICBTHUCCKOTO TIPS~
IpUATHA TPEAIOKCHBI MCPBI IO PCIHICHUIO CTPATCTHYCCKUX H TAKTHUCCKUX 3304 YIPABJICHUA, HAIIPABJICHHBIX HA
00CCTICUCHHC YCTOMYHBOTO KOHKYPCHTHOTO TOJIOKCHAA HA (DapMAICBTHICCKOM PBIHKS. [IpH 3TOM mpH pa3paboTke
KOHKYPCHTHOH CTPATETHH aBTOPBI PEKOMEHAYIOT HCITIOIB30BAHHE CHCTEMHOTO MOAXOJA, MPEATOIAraroIero HHre-
TPHPOBAHKNC COBOKYIHOCTH VIIPABILIIOMICH, VIPABIICMOM, LEICBOH, 0OcCneUnBaromel n (PyHKIIMOHAIBHOH MOA-
CHCTCM, CIIOCOOHBIX B CAUHCTBC a1aNITHPOBATHCA NOA Y CIIOBHA BHCIIHCH CpEAbL.

Pa3paboTanHas KOHKYPCHTHAS CTPATCTHS MO MPCTIOKCHHOH aBTOPAMH MCTOIHKS MOYKCT HCHOIB30BATHCA KAK
opraHnsauHOHHo-pacr[op;mmenbnmﬁ JOKYMCHT, B KOTOPOM MIPOHUCXOJUT KOHLCHTPAIMA BCCX H606XO£[I/IMI>IX
PECYPCOB UL CIENTOBAHUS CTPATETHUCCKUM OpHEHTHpPaM. KpoMe TOro, BCEe JaHHBIC, KOTOPHIE MOTYT OBITH IOIY-
YeHbl M CTPYKTYPHPOBaHBI B MpOLECCE Pa3padOTKH KOHKYPEHTHOH CTPATETHH, JAIOT BO3MOKHOCTH KaK TOII-
MCHCIKMCHTY KOMITAHHH, TaK U TCM, KTO HCIMOCPCACTBCHHO 6YZ[GT JAHHYH0 CTPATCTHIO HCHOJHATH, ACHO BHIACTH
CUTYaIlMI0 HA PHIHKE, MECTO HA HEM KOMIIAHWH, a TAKKE PCANBHO IMPEICTABILATH, HACKOJBKO ITOCTABJICHHBIC ICTIH
JOCTIKUMBL. Ha OCHOBAHHH MPOBCACHHOTO AHATH3A CBOCH JCATCIHPHOCTH B MPOIIJIOM KOMITAHUS MOYKET MOCTOSHHO
YIy4maTh H PaCIIUPATH CBOKO cq)epy ACATCIIBHOCTH, OTBCYATHh HA N3MCHCHHUA HA PBIHKE, YCUIIUBATH CBOH IMMO3UITUA U
CTAHOBHUTBLCSA o6na;[aTeneM HOBBIX PBIHKOB W HHUIII.
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