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Resumen

La relevancia del estudio se debe a la importancia de desarrollar y probar un enfoque metodolégico
para optimizar los procesos comerciales de la empresa de la industria del cuero de la Republica del
Irag sobre la base de una serie de pasos secuenciales, que incluyen tanto la evaluacion de los
parametros individuales de la diferenciacion del competitivo estrategia e identificacion de areas
problematicas para configurar ain mas los procesos comerciales. Los resultados del estudio se
expresan en la forma de desarrollar un algoritmo de autor para identificar pardmetros de
competitividad de acuerdo con el tipo de estrategia competitiva, asi como en la forma de desarrollar
una matriz para determinar una estrategia competitiva. Al resumir la investigacion cientifica, los
autores presentaron para consideracion cientifica los principales pardmetros de diferenciacion del
modelo de negocio de los productos de cuero, asi como el esquema analitico de andlisis de costos
en relacién a su objeto de investigacion. La metodologia presentada en este trabajo se puede utilizar
tanto para construir un sistema efectivo de medidas de apoyo estatal, como puede ser utilizada en
el proceso educativo de las instituciones de educacién superior como material didactico y practico.

Palabras clave: analisis de parametros de diferenciacién, parametros de competitividad, gestion
estratégica, estrategia competitiva, enfoque de procesos, optimizacion de procesos de negocio.

Abstract

The purpose of this study was to develop and test a methodological approach to optimizing the
business processes of the leather industry company of the Republic of Irag on the basis of a series
of sequential steps, including both assessing the individual parameters of the differentiation of the
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competitive strategy and identifying problem areas for further setting up business processes. The
results of the study are expressed in the form of developing an author's algorithm for identifying
competitiveness parameters in accordance with the type of competitive strategy, as well as in the
form of developing a matrix for determining a competitive strategy. By summarizing the scientific
research, the authors presented for scientific consideration the main parameters of differentiation
of the business model of leather products, as well as the analytical scheme of cost analysis in
relation to their research object. The methodology presented in this work can be used both to build
an effective system of state support measures, and can be used in the educational process of higher
educational institutions as didactic and practical material.

Keywords: Differentiation parameters analysis, competitiveness parameters, strategic management,
competitive strategy, process approach, business-processes optimization

Introduction

A significant amount of research has been devoted to the strategic management of
companies' competitiveness. Among the authors Porter (1980) should be noted, according to which
the development of a competitive strategy consists, essentially, in finding a clear statement of how
the enterprise will compete, what its goals should be and what means and actions will be needed to
achieve these goals. Companies achieve competitiveness through one or more of three
combinations approaches: differentiation, cost minimization or focusing.” It is important to
emphasize that competitiveness in the implementation of these strategies will be reflected in
various parameters. Companies that use the differentiation strategy achieve competitiveness by
highlighting their products or services compared to competitors, making them unique.

A study of Addae-Korankye (2013) noted that, companies using a cost-minimization
strategy compete effectively on a price basis. In this case, competitiveness parameters include the
ability to reduce costs, efficiency, tight cost control, increase production to obtain economies of
scale.” In that work, it was also noted that: “a company using a focusing strategy forms
competitiveness by concentrating efforts on a specific regional market or a group of customers.

As numerous studies show, over the course of several years there has been an active
scientific discussion about the sources of sustainable competitiveness of companies with the
identification and contrasting, primarily of two main approaches: positioning and resource theory.
At the same time, in our opinion, it is important to take advantage of both approaches, but it is
necessary to start, first, from building a competent internal system of links between the developed
competitive strategy and key business processes, which should be regulated and adapted on an

ongoing basis in accordance with the adjustment of strategic competitiveness parameters company.
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Thus, the implementation of a sustainable competitive strategy should involve regular analysis and
adjustment of differentiation parameters that consider changes in the external and internal

environment.

Theoretical aspects of the study

According to Barney (1991): if a firm implements a value creation strategy that cannot be
realized by any current or potential competitors, that firm has a competitive advantage. In addition,
a competitive advantage is described as an advantage that one firm has relative to competing firms.
In other words, a competitive advantage exists when a company can provide the same advantages
as competitors, but at a lower cost (the advantage of minimizing costs) or provide benefits that
exceed the benefits of competing products (the advantage of differentiation).

Resource theory believes that the basis of competitiveness is the availability of rare,
valuable, incapable of transferring and copying resources. Also, according to Dirisu et al. (2013),
the diversity of resources and the barriers to their movement are the basis for differences in the
companies’ strategies. In other words, differences in attracted resources lead to differences in
business models, predetermining them for a long time. If a company with limited resources can
create value, and its resources either cannot be copied by its competitors or easily replaced by other
resources, then such a company occupies a dominant position and, therefore, obtains conditions
that ensure its achievement of sustainable competitiveness and excess profit.

Over the past years, many criticisms have been made regarding the positioning approach,
which as a result has led to the emergence of a resource approach based on the well-known views
of a number of authors, such as (Wernerfelt 1989; Stalk et al., 1992). Resource theory suggests
that competitiveness is achieved through the proper use of rare resources in the long run. Despite
a slight difference, there is a consensus on how resources define capabilities that create
competencies that are difficult to copy for competitors.

The ideologists of the resource approach suggested that the starting point for the sources of
competitiveness is inside the company and does not begin with a consideration of the problems
associated with the market structure. Moreover, any strategy can be considered successful, only if
it is positively evaluated by consumers. This fact returns us to the provisions of the school of
positioning.

Thus, it can be concluded that both approaches are applicable in combination with a deeper

understanding of the nature and sources of competitiveness. The use of resources and their
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respective competencies does not in any way refute the positional conditions in the market, which
in turn can be caused by these factors. In addition to attracting rare resources and forming
distinctive competencies on their basis, measures to capture a market position are also important
for the company, which corresponds to three directions of M. Porter's competitive strategy.

The ability of a firm to acquire and maintain competitiveness is closely related to the market
structure, as it can help companies achieve unexpectedly high levels of profit. At the same time,
the key parameters of competitiveness can be expressed in a certain list of characteristics, such as
focusing on customer needs; founding on the core competencies of the company; creating a system
for continuous improvement of the strategy; the formation of appropriate strategies for events and
settings at the operational level and specific key business-processes.

In continuation of the ideas presented, a theory of dynamic abilities arose, whose
representatives believed that the company's prospects are determined by primacy not in modern,
but in future markets. It is assumed that future markets do not even exist yet, but they must be
represented now and strive to form them.

Thus, Prahalad & Hamel (1997) abandoned the traditional principles of strategic planning
and coined the terms “strategic intentions” and “strategic architecture”, which mean clarifying the
contours of a future industry as it is created. In their opinion, to gain a place in the markets of the
future, one should not limit strategic goals to the resources available today but move the goals away
from resources as far as possible. If the direction is chosen correctly and all structural units move
towards the goal in a coordinated manner, then the necessary resources should be increased as we
move towards the goal.

This approach allows to take a fresh look at the problem of forming a company's
competitiveness. So, according to the views of this school, we can confidently say that ensuring
competitiveness is achieved by various unique combinations of its differentiation parameters, while
generating several options for the development of competitiveness in the future.

The approach also allows us to draw some parallel with the concept of partnerships, the
center of which is the so-called strategic partnership, aimed at mutually beneficial creation and
distribution of value Porter & Siggelkow (2008). In turn, this served as the basis for the emergence

of new scientific trends that relate to the formation of a new global market and global value chains
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that led to a more complex and dynamic form of competition, thanks to dynamic capabilities and
the so-called hyper-competition Eisenhardt & Tabrizi (1995).

In this case, hyper competition is essentially a consequence of the development of the
theory of strategic management in the context of the emergence of global and innovative
competitors. In the terms of rapidly growing competition in a turbulent and unpredictable business
environment, we can safely assume that competitiveness cannot always be sustained. In conditions
of hyper competition, the key parameter of competitiveness is the speed of the company’s
adaptation to changing environmental conditions, that is, quick and continuous adjustment of
strategies faster than that of competitors to create a continuous stream of innovative advantages
Rindova & Kotha (2001).

According to the theory of dynamic abilities, all competitiveness parameters that effectively
use the market structure are temporary, therefore, to maintain excellent performance, companies
need to concentrate on appropriate adaptation tools Economou & Chatzikonstantinou (2009) that
determine the parameters of the main business processes.

At the beginning of the XXI century, resource theory was transformed into a more dynamic
concept of the knowledge economy, characterized by achieving competitiveness by forming the
core competencies of the company (Dunning, 2002; Powell & Snellman, 2004; Hajar, 2016). This
concept, as well as the theory of dynamic abilities, is characterized by the idea that the competitive
dynamics of supply and demand gradually eliminates any possible competitive advantages.
Therefore, strategic management should focus on the formation of competitiveness parameters
based on intangible assets or knowledge, such activity parameters as the presence of strong
leadership, the presence of adaptive organizational culture, the creation of personnel development
systems, etc. come to the fore.

In the theory of knowledge economics, the main carrier of competitiveness is a creative
employee, and ignoring the development of an employee leads to the production of imperfect
company products. Thus, competitiveness is achieved through the skills, mental abilities,
organizational values that create sustainable benefits for the company. At the same time, points of
view have recently emerged that indicate the industry specifics of competitiveness. Industrial
organizations are increasingly committed to the approach outlined in positioning theory.
Proponents of this point of view believe that the company's performance is largely determined by

the structure of the industry, since production activities require significant capital investments and
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cannot function, solely relying on the creativity and adaptability of employees, as is possible in-

service organizations.

Methodology

From a methodological point of view, the implementation of the above approaches to the
development of a competitive strategy is currently being implemented using a fairly wide range of
management tools, including network and stakeholder models, a balanced scorecard, AGILE and
SCRUM technologies, quick response management, and working principles that fit into
methodology of business process management (BPM) and business process reengineering (BPR),
including also those based on the ideology of lean manufacturing.

The methodological basis of the process approach is presented by the works of such authors
as (Bordens & Abbott, 2002; Grover, et al., 1995; Zairi & Sinclair, 1995; Hammer, 2015; Vergidis,
et al., 2008; Groger, et al., 2014), who consider the problems of improving business processes
from general theoretical and logical-structural positions. Business process reengineering is used by
companies to develop new ways to increase competitiveness; however, in the methodology of the
process approach, there is nevertheless a gap between the target orientation of reengineering and
the company's competitive strategy. Schematically, the image of any process can be represented as
a logical sequence of steps or operations for converting “inputs” to “outputs”, as well as the
corresponding relationships between individual elements.

In this case, process management includes the precise definition and documentation of the
procedures for each step of the process. At the same time, specific methods that are used to control
and improve processes are statistical methods of process control, analysis of the failure mode
effects, error checking, sampling, and verification, etc.

In our opinion, the implementation of the process approach in strategic competitiveness
management should include the identification of business processes that should be evaluated and
further modified in accordance with the selected competitive strategy. In this regard, several
questions arise regarding the subject of evaluation and analysis, as well as the methodological

aspects of these procedures, including the need to form a list of measurable indicators of business
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processes, the frequency of analysis and regulation procedures, and take into account

organizational aspects. The following key steps of our developed methodology are proposed:

1. Determining the position of the company in terms of price position and costs. These
characteristics are complementary and reflect the whole range of factors affecting the
company and included in the business model of the company.

2. Construction of a competitive strategy identification matrix. Strategic reactions within
the framework of the proposed matrix should be streamlined based on the nature of the
competitiveness parameters of participants in a market, based on the unique distinctive

properties of the business model.

These distinctive properties should be so valuable to the consumer that he is willing to pay
a price that exceeds the average price for the relevant market. Companies that are able to compete
with price values above the coefficient of one should use a differentiation strategy, transforming
the business model according to parameters that are significant for the consumer: product quality,
payment methods, delivery conditions, etc. The position of such a participant will be measured by
the relative value of the overpricing, since the company forces the market to pay the price due to
the special parameters of differentiating the business model. For companies of this type, those
business processes that allow to control and improve quality, create customer switching costs, and
configure service processes will be a priority.

As a result of the proposed algorithm, a list of differentiation parameters of the company
within consumer segments should be formulated. The illustration below allows to reflect the
perception by individual segments of consumers of the differentiation parameters based on the

analysis of the perception of product attributes, see Figure 1.
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Figure 1. Differentiation parameters of a business model

It is believed that the business model is well differentiated if the commitment curves have
a small “zone of indifference”. In this zone, consumers do not care what kind of product to buy. If
there is a market segment whose preference center lies in the middle of the resulting zone of
indifference, then its consumers will not be satisfied.

Correctly differentiated companies’ “A” and “C”, indicated by solid bold lines in the
Figure, most accurately cover the requirements of consumers in the corresponding segment. The
thin line companies should review the business model to formulate clear differentiation parameters
within consumer segments. As noted above, the study of the differentiation parameters of a
business model must be supplemented by consumer assessments, which will allow adapting
business-processes for more significant differentiation parameters.

To do this, one can use the Voice of the customer methodology (Griffin & Hauser, 1993;
Aguwa, et al., 2012; Jaworski & Kohli, 2014; Plakhin, et al., 2020; Plakhin, et al., 2020a) which
allows to identify the basic parameters of a business model that are recognizable and appreciated
by customers. Another parameter of competitiveness is the ability to form a cost price below the
market average. This advantage can result from the features of attracting resources, various effects
due to the technology of organizing business-processes, institutional and infrastructural conditions,
etc. This competitive advantage allows to keep the price lower than the average for the
manufacturers of this market and is implemented as part of a strategy to minimize costs. To

summarize and analyze the link between the competitiveness parameters and the company's
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business-processes with the basic cost-minimization strategy, one can use the tools of functional-
cost analysis as well as the value chain analysis.

In addition, as parameters of competitiveness, can be identified the opportunities to attract
investment resources to scale an effective business model, which is characterized by prices higher
than industry average and costs lower than industry average, as well as other factors, including
determining the rate of exit from a business provided that it is unprofitable, or a business model is
revised using value chain analysis techniques.

The next step of the proposed algorithm requires establishing a link between the parameters
of competitiveness and the company's business-processes. This study should be carried out using
regression analysis, which will test the hypothesis that the effective configuration of individual
business processes has a positive effect on competitiveness parameters. The model used is a
multiple linear regression that associates competitive advantage variables with estimates of the
implementation of the business-process. As a result of the proposed model, four different options
are tested (see Figure 2).

Based on the results of the analysis, competitive advantages and competitive backlogs
should be determined. Comparison of indicators can be carried out by the competitive profile
method, when the best indicator is highlighted and connected by a line, which facilitates the
analysis process. Analysis can also be performed using the classic competitive polygon.

Using the presented methodology allows to interconnect the competitive strategy of the
company and the corresponding competitive advantages, and business processes of the company,
within the framework of the general methodology of the process approach in strategic management
of the company's competitiveness.
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Figure 2. Parameters for evaluating the company's business-processes
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Results

The developed methodology was tested on the example of the leather industry of the
Republic of Irag. The main companies that form the leather goods sales market in the Republic of
Iraq are represented by two types of importers: manufacturers from China, manufacturers from
Turkey, and one domestic producer, the State Company for Leather Industries, which is the subject
of this study. As a result of using the proposed algorithm, the positioning of the market participants
in the leather goods of the Republic of Iraq was carried out based on the matrix for determining the

competitive strategy, the data for the construction of which are presented in table 1.

Table 1
Parameters for the formation of a matrix of competitive strategy
. . . Chinese Turkish State Company for
Matrix construction options .
manufacturers manufacturers Leather Industries
Cost-To-Market Ratio 0,7-0,8 0,9-1 1,2-1,3
Price-To-Market Ratio 0,9 1,1 1,2-1,3

As a result of the study, we can conclude that the State Company for Leather Industries
operates within the framework of a differentiation strategy, that is, it uses competitive advantages
by creating distinctive characteristics of the product, switching costs, etc. Next, we determine the
differentiation parameters of State Company for Leather Industries products using the survey tools.

The study was conducted by the marketing department of the State Company for Leather
Industries in Baghdad at the 2017-2018 National Clothing and Textile Exhibition. More than 100
respondents took part in the survey, a five-point scale was used to evaluate the answers (5) -
excellent; (4) - good; (3) - satisfactory (mostly consistent); (2) - not satisfactory (partially
consistent); (1) - poor (did not meet expectations). The table below provides ranking data on the
differentiation parameters of companies in the market for leather products from the Republic of

Iraq.

ISSN 2312-4253(impresa) 124
ISSN 2078-4015(en linea)



Revista de Investigacion Apuntes Universitarios 2021: 11(3),114 - 132

Table 2
The ranking of the differentiation parameters of companies in the sale market of
leather products of the Republic of Iraq

- > B> o =
2c 2 = Lo Sg 2 © = O
2 0 S = <)
Product differentiation 23 £33 28 -8 28 & 22 g £
. = O = D = un c n = O N~ oL <
options cx © S g5 C T I > 04
& £5 N = g 3
5 4 3 2 1 © &
Leather quality 67 33 0 0 0 467 467 174 3
Product_ material (natural, 77 21 5 0 0 475 475 178 1
synthetical)
Product model and design 79 12 9 0 0 470 470 175 2
Sewing quality 44 52 4 0 0 440 440 164 4
Interior decoration (lining) 46 44 8 2 0 434 434 162 5
Price 16 64 16 4 0 392 392 147 6
Total 2678 100%

As can be seen from table 2, the differentiation parameter “Product Material” is the most
important for the consumer (17.8%), since it ensures the durability and reliability of the product.
The second most important parameter is “Product Model and Design”, which is of relative
importance (17.5%), it explains the client’s orientation towards style and design, reflecting
personal preferences. The following is the requirement for “Leather Quality” with relative
importance (17.4%), which reflects the client’s interest in the leather quality used and the level of
costs to ensure the required durability. The parameter “Sewing quality” is of relative importance
(16.4%), which confirms the customer’s orientation on the product's compliance with technical
requirements for tailoring leather products and the absence of defects. The parameter “Interior
decoration (lining)” is important (16.2%). Finally, the “Price” parameter (14.7%) indicates that the
customer prefers a product whose price is as high as possible with quality.

A ranking of customer preferences confirms the conclusion that the State Company for
Leather Industries uses a differentiation strategy. Customers put the quality parameters of the
product in first place, and the price parameter is considered last. Next, we conduct a competitive
analysis of the product from the point of view of customers. The comparison results allow to
position the product on the market, as well as evaluate customer satisfaction. For each product,

customers give from 1 to 5 ratings against each requirement, from “excellent” to “poor”, namely:
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(5) - excellent; (4) - good; (3) - satisfactory (mostly consistent); (2) - not satisfactory (partially

consistent); (1) - poor (did not meet expectations). Let us present a comparative assessment of the

differentiation parameters of leather products made in Iraq (State Company for Leather Industries

in Baghdad), Turkey and China, tables 3-5.

Table 3

The results of the assessment of differentiation parameters for State Company

for Leather Industries

- > 5> o =
2% 22 2t 2% »5 = BF 8
= — = X
Product differentiation options 5 8 £ & 5 % 2% 58 2 5 s 5% 5
R o = = O T > o
* % ESB N 2§ %
5 4 3 2 1 © &
Leather quality 40 42 12 6 0 416 4.16 18.1 2
Product material (natural, 38 50 8 4 0 422 422 183 1
synthetical)
Product model and design 14 40 38 4 4 356 356 154 6
Sewing quality 20 42 28 8 2 370 3.70 16.1 4
Interior decoration (lining) 16 50 32 2 0 380 3.80 165 3
Price 18 32 44 4 2 360 3.60 15.6 5
Total 2304 100%
Table 4
The results of the assessment of differentiation parameters for Chinese manufacturers
products
= o - o = O 4
Product differentiation options % 8 % > % % 2% % 8 :“: =) s 5
o ot fa e — B — I & D s > o
¥ 3 ES N =5 %
5 4 3 2 1 © ¥
Leather quality 12 24 50 10 4 330 330 152 6
Product material (natural, 10 38 36 8 8 334 334 154 5
synthetical)
Product model and design 30 42 26 2 0 400 4.00 184 1
Sewing quality 28 32 36 2 2 382 382 177 2
Interior decoration (lining) 22 26 42 10 0 360 3.60 16.7 3
Price 20 32 38 6 4 358 358 166 4
Total 2164 100%

ISSN 2312-4253(impresa)
ISSN 2078-4015(en linea)

126



Revista de Investigacion Apuntes Universitarios 2021: 11(3),114 - 132

Table 5
The results of the assessment of differentiation parameters for Turkish
manufacturers products

g >8> > =

o8 28 28 28 =5 = EBE S
— — = (O 4
Product differentiation options £ & 5 & =% 2658 & 5¢ =2 5

S =

5 4 3 2 1 © &
Leather quality 12 24 50 10 4 275 275 1430 5
Produc'g material (natural, 10 38 36 8 8 362 362 1882 2

synthetical)
Product model and design 30 42 26 2 0 217 217 1128 6
Sewing quality 28 32 36 2 2 344 344 1789 4
Interior decoration (lining) 22 26 42 10 0 380 380 19.76 1
Price 20 32 38 6 4 345 345 1794 3
Total 1923 100%

Based on the results of a consumer survey regarding the differentiation parameters of State
Company for Leather Industries products and its main competitors in the Iraq leather goods market,
the following conclusions can be drawn: State Company for Leather Industries products
significantly exceed Chinese and Turkish products in terms of material characteristics - dressing,
softness and leather durability. Baghdad mainly produces men's jackets made of genuine leather,
which meets the needs of consumers who prefer genuine leather to synthetical. In other parameters
of differentiation, Turkish and Chinese manufacturers are ahead of the State Company for Leather
Industries. At the same time, product design parameters were most appreciated by consumers for
Chinese-made products, the leather factory in Baghdad is slowly updating its lineup, has a narrow
assortment of men's jackets and does not sufficiently take into account the requirements of modern
fashion.

Consumers noted a higher quality of sewing jackets by Turkish manufacturers compared to
the quality of State Company for Leather Industries. The reason is the use of technologically
obsolete sewing machines in the production process and the lack of regular maintenance, as well
as the relatively low level of staff qualifications. Consequently, competing companies use more
modern sewing machines and have efficient staff.

Also, products of competing companies are characterized by higher quality interior

decoration and lining, the use of natural fabrics. The reason for the lag of the State Company for
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Leather Industries in this parameter is the lack of a wide selection of fabrics for sewing the lining
of jackets. In addition to the above, consumers noted the relatively high prices of Irag-made men's
leather jackets. A comparative analysis of the differentiation parameters considered is shown in
Figure 4, the data of which allow to indicate the direction of change in the main business-processes
of the State Company for Leather Industries based on the existing competitive strategy.

Price

Interior decoration (lining)

Sewing quality

Product model and design

Product material (natural, synthetical)

Leather quality

- 5.00 10.00 15.00 20.00 25.00

m State Company for Leather Industries M Turkish manufacturers B Chinese manufacturers

Figure 3. Comparative analysis of the differentiation parameters of companies in the leather goods
market of the Republic of Iraq

The conducted research shows, overall, that the State Company for Leather Industries lags
its competitors in terms of product design, sewing quality and interior decoration. The company
must consider these deviations caused by non-compliance with customer requirements by
modifying its key business-processes. The problems of manufacturing enterprises in Iraqg in recent
years are due to changes in customer preferences and increased competition from importers.

Consumer preferences change significantly under increasing competitive pressure, which forces
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the State Company for Leather Industries to adapt its products to meet the needs of potential

customers.

Discussion

The results of the study can be used to modify provisions of the Business-process
Management methodology based on the identified competitiveness parameters in accordance with
a certain type of competitive strategy. Compared with other approaches (de Morais et al, 2014,
Trkman, P., 2010, Ravesteyn, P. and Batenburg, R., 2010, Weske, M., 2007), the methodology of
which is based on a set of qualitative criteria, analysis their hierarchical structure and distribution
of roles, the proposals presented by us somewhat expand the concept of Business-process
Management, prioritizing the market conditions for the functioning of the company, and not only
the internal structure of building business processes.

The presented methodology is intended, first of all, to assess the general competitiveness
parameters used at the company level with the subsequent alignment of the organization's strategy
with operational decisions. Overcoming the limitations of the existing structure of business-
processes allows making decisions adequate to the current market situation that maintain acommon
vector throughout the entire management hierarchy, pushing operational methods such as 6 Sigma
or Lean Manufacturing to the background. In this study, based on the example of a manufacturing
enterprise, the Business-process Improvement is directly related to general, strategically oriented
approaches, which ensure the consistency of the organization's actions. Thus, the system for
evaluating management decisions within the context of the Business-process Management concept
is formed in accordance with the company's competitive strategy. In the near future, we plan to
expand the empirical base of the study and present the results obtained.

Conclusion

These conclusions are quite consistent with the provisions of Porter's concept of
competitive advantage. The novelty of the authors' work lies in the development of the concept of
the relationship between competitiveness and the improvement of business processes, the presence
of which was confirmed in this study. If a company needs to improve its position in the market, to
increase its competitiveness, then it is necessary to look for modern ways to improve business

processes. With the help of reengineering, it is possible to achieve an increase in added value,
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improve the quality of products or services, reduce costs, respectively, thereby ensuring an increase
in profits, and a reduction in production time. In fact, the business process management concept is
responsible for the operational level of the competitive strategy implementation. At the same time,
to a greater extent, the concept of improving business processes corresponds to the competence-
based approach in the strategic management of the company.

The proposed methodological approach and the analysis carried out determine the further
tasks of optimizing the company's business-processes to form the necessary competitive
advantages in accordance with the basic competitive strategy — differentiation. To improve the
market position of the State Company for Leather Industries, it is necessary to look for modern

ways to improve their business-processes.

References

Addae-Korankye, A. (2013). Total Quality Management (TQM): A Source of competitive
advantage. A comparative study of manufacturing and service Firms in Ghana.
International  Journal of  Asian  Social Science, 3(6), 1293-1305.
http://www.aessweb.com/pdf-files/ijass%203(6),%201293-1305.pdf

Aguwa, C. C., Monplaisir, L. & Turgut, O. (2012). Voice of the customer: Customer satisfaction
ratio based analysis. Expert Systems with Applications 39(11), 10112-10119.
https://doi.org/10.1016/j.eswa.2012.02.071

Barney, J. B., (1991). Firm Resources and Sustained Competitive Advantage, Journal of
Management, 17 (1), 99-120. https://doi.org/10.1177/014920639101700108

Bordens, K. S. & Abbott, B. B. (2002). Research design and methods: A process approach.
McGraw-Hill.

de Morais, R. M., Kazan, S., de Padua, S. I. D. & Costa, A. L. (2014). An analysis of BPM
lifecycles: from a literature review to a framework proposal. Business Process Management
Journal, 20(3), 412-432. https://doi.org/10.1108/BPMJ-03-2013-0035

Dirisu, Joy 1., lyiola, O. & Ibidunni, O. S. (2013). Product differentiation: a tool of competitive
advantages and optimal organizational performance (A Study of Unilever Nigeria PLC).

European Scientific Journal, 9 (34), 258-281.
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.983.4245&rep=repl&type=pd
f

Dunning, J. H. (2002). Regions, globalization, and the knowledge-based economy. Oxford
university press.
Economou, V, P. & Chatzikonstantinou, P, G. (2009). Gaining Company’s Sustained Competitive
Advantage, Is Really a Necessary Precondition for Improved Organizational Performance?
The Case of TQM. European Research  Studies, 12(3), 83-100.
https://www.um.edu.mt/library/oar//handle/123456789/32155

ISSN 2312-4253(impresa) 130
ISSN 2078-4015(en linea)


https://doi.org/10.1177%2F014920639101700108
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.983.4245&rep=rep1&type=pdf
https://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.983.4245&rep=rep1&type=pdf

Revista de Investigacion Apuntes Universitarios 2021: 11(3),114 - 132

Eisenhardt, K. M. & Tabrizi, B. N. (1995). Accelerating adaptive process: product innovation in
the global computer industry, Administrative Science Quarterly, 40 (1), 88-110.
https://acawiki.org/Accelerating_adaptive_processes: Product_innovation_in_the_global
_computer_industry

Griffin, A. & Hauser, J. R. (1993). The voice of the customer. Marketing science, 12(1), 1-27.
https://doi.org/10.1287/mksc.12.1.1

Groger, C., Schwarz, H. & Mitschang, B. (2014). Prescriptive analytics for recommendation-based
business process optimization. Lecture Notes in Business Information Processing, 176.
https://doi.org/10.1007/978-3-319-06695-0_3

Grover, V., Jeong, S. R., Kettinger, W. J. & Teng, J. T. (1995). The implementation of business
process reengineering. Journal of Management Information Systems, 12, (1), 109-144.
https://doi.org/10.1080/07421222.1995.11518072

Hajar, 1. (2016). Development of Strategic Management towards a Strategy to achieve Competitive
Advantage. The International Journal of Engineering and Science. 5(8), 13-17.
http://www.theijes.com/papers/v5-i8/C050801317.pdf

Hammer, M. (2015). What is business process management? In Handbook on business process
management.

Jaworski B. & Kohli A. K. (2014). Co-creating the voice of the customer. The service-dominant
logic of marketing.

Plakhin, A. E., Ogorodnikova, E. S., Kochergina, T. V., Guseva, T. |. & Selezneva, M. V. (2020).
Institutions of regional development in the infrastructure support of the regional economy.
Amazonia Investiga, 9(26), 356-364. https://doi.org/10.34069/A1/2020.26.02.41

Plakhin, A., Kocherian, M. & Volovik, T. (2020). Research the projects characteristics in the sphere
of universities’physical education and sports activities. Revista Inclusiones, 7(especial),
529-537.
http://revistainclusiones.org/pdf12/44%20VOL%207%20NUM%20ESPECIAL%20EUR
OASIA .pdf

Porter, M. (1980). Competitive strategy: Techniques for Analyzing Industries and Competitors
with a new Introduction. New York: The Free Press.

Porter, M.E. & Siggelkow, N. (2008). Contextually Within Activity Systems and Sustainability of
Competitive Advantage. Academy of Management Perspectives. 22 (2), 34-56.
https://doi.org/10.5465/amp.2008.32739758

Powell, W. W. & Snellman, K. (2004). The knowledge economy. Annu. Rev. Sociol, 30, 199-220.
https://www.annualreviews.org/doi/abs/10.1146/annurev.soc.29.010202.100037

Prahalad, C. K. & Hamel G. (1997). The core competence of the corporation. Strategische
Unternehmungsfihrung. Physica, Heidelberg.
https://link.springer.com/chapter/10.1007/978-3-662-41482-8 46

Ravesteyn, P. & Batenburg, R. (2010). Surveying the critical success factors of BPM-systems
implementation.  Business  Process  Management  Journal.  16(3), 492-507.
https://doi.org/10.1108/14637151011049467

ISSN 2312-4253(impresa) 131
ISSN 2078-4015(en linea)


https://www.scopus.com/authid/detail.uri?origin=resultslist&authorId=55320339900&zone=
https://www.scopus.com/authid/detail.uri?origin=resultslist&authorId=7401907586&zone=
https://www.scopus.com/authid/detail.uri?origin=resultslist&authorId=6603701448&zone=
https://www.scopus.com/record/display.uri?eid=2-s2.0-84904580053&origin=resultslist&sort=cp-f&src=s&st1=business-process+optimisation&nlo=&nlr=&nls=&sid=4d865ba2338f6fd09e8be59fcc8cfa70&sot=b&sdt=b&sl=36&s=TITLE%28business-process+optimisation%29&relpos=7&citeCnt=22&searchTerm=
https://www.scopus.com/record/display.uri?eid=2-s2.0-84904580053&origin=resultslist&sort=cp-f&src=s&st1=business-process+optimisation&nlo=&nlr=&nls=&sid=4d865ba2338f6fd09e8be59fcc8cfa70&sot=b&sdt=b&sl=36&s=TITLE%28business-process+optimisation%29&relpos=7&citeCnt=22&searchTerm=
https://www.scopus.com/sourceid/17500155101?origin=resultslist

Revista de Investigacion Apuntes Universitarios 2021: 11(3),114 - 132

Rindova, V., P. & Kotha, S. (2001). Continuous ‘morphing’: competing through dynamic
capabilities, form and function. Academy of Management Journal, 44(6), 1263-1280.
https://doi.org/10.5465/3069400

Stalk, G. Jnr., Evans, P. & Schulman, LE. (1992). Competing on Capabilities: The New Rules of
Corporate Strategy, Harvard Business Review, 70 (2).
https://doi.org/10.1002/9781119204084.ch5

Trkman, P. (2010). The critical success factors of business process management. International
Journal of Information Management,30 (2), 125-134.
https://doi.org/10.1016/j.ijinfomgt.2009.07.003

Vergidis, K., Tiwari, A. & Maieed, B. (2008). Business Process Analysis and Optimization:
Beyond Reengineering. IEEE Transactions on Systems, Man and Cybernetics Part C:
Applications and Reviews, 38(1), 1-14. DOI: 10.1109/TSMCC.2007.905812

Wernerfelt, B. (1989). From critical resources to corporate strategy. Journal of general
management, 14(3), 4-12- https://doi.org/10.1177/030630708901400301

Weske, M. (2007), Business Process Management: Concepts, Languages, Architectures, Springer.

Zairi, M., Sinclair, D. (1995). Business process re-engineering and process management.
Management decision.

ISSN 2312-4253(impresa) 132
ISSN 2078-4015(en linea)


https://www.scopus.com/authid/detail.uri?origin=resultslist&authorId=16246571400&zone=
https://www.scopus.com/authid/detail.uri?origin=resultslist&authorId=57203775028&zone=
https://www.scopus.com/authid/detail.uri?origin=resultslist&authorId=57192788469&zone=
https://www.scopus.com/record/display.uri?eid=2-s2.0-85008035398&origin=resultslist&sort=cp-f&src=s&st1=business-process+optimisation&nlo=&nlr=&nls=&sid=4d865ba2338f6fd09e8be59fcc8cfa70&sot=b&sdt=b&sl=36&s=TITLE%28business-process+optimisation%29&relpos=0&citeCnt=189&searchTerm=
https://www.scopus.com/record/display.uri?eid=2-s2.0-85008035398&origin=resultslist&sort=cp-f&src=s&st1=business-process+optimisation&nlo=&nlr=&nls=&sid=4d865ba2338f6fd09e8be59fcc8cfa70&sot=b&sdt=b&sl=36&s=TITLE%28business-process+optimisation%29&relpos=0&citeCnt=189&searchTerm=
https://www.scopus.com/sourceid/12957?origin=resultslist
https://www.scopus.com/sourceid/12957?origin=resultslist



