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PRICE AS A MEASURE OF COMPETITIVENESS IN INTERNATIONAL FREIGHT SECTOR
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Nowadays the international road freight sphere has a high level of competition, numbers of seller is increasing.
Today customers can choose from a dozen competing transport and forwarding companies. One of the main
competitiveness indicators is the cost of the services, which is confirmed by the clients choice in favor of the transport
company which will offer the lowest price of transportation with all same conditions. This article analyzes the factors
affecting the formation of the cost of services in the field of the international road freight, consider an example of the
calculation of the cost, offered a sample form of comparative analysis of service providers in this field.
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Brayunoii muteparype, CMI,a Taxke HOpPMAaTUBHBIX aKTaX UCIIONB3YETCsl TEPMUH «MapKETHHIOBBIN aHaIn3y. Bme-
CTe C TEeM COZICp)KaHHe ITOr0 TEPMHUHA TPAKTYETCsI HEOJHO3HAYHO, YTO MOXKET IIPUBECTH K HEraTHBHBIM MOCIIEACTBUSIM. B
CTaThe TPOBEJICH aHAJIN3 COBPEMEHHOTO COCPKaHMS TePMUHA «MapPKETHHTOBBIN aHAJIN3» C LEIBI0 HACHTH(OUKAIINK eTO
¢ HayyHO# crienmanbHOCTRIO 08.00.12 «byXrantepckuii yduer, cTaTUCTHKay. VIConp30BaHbl HaydHbIE pabOTHI POCCHIA-
CKHX YYEHBIX-MapKeTonoroB 1 [lacropt Hay4yHBIX crienuaIbHOCTEH, pa3paOoTaHHbIN U yTBepKACHHBIN Bricieii artecta-
IIMOHHOW KoMuccHeiMuHHCTepcTBa 00pa3oBaHust M HayKH. B mporecce n3yueHus pa3inuHbIX HCTOYHUKOB OIPE/IeIICHUS
pacmpezieNieHsI 0 MPH3HAKY COOTBETCTBHS/HECOOTBeTCTBHS creruanbHOCTsIM  08.00.05 — «OKoHOMMKA ¥ yIIpaBlIeHHE
HapoAHBIM X03s1iicTBOM: MapkeTHH» U 08.00.12 — «ByxranTepckuil y4eT, CTaTHCTHKA, YITCH BKIIa]] B Pa3BUTHE TAaHHOTO
BOIPOCA y4YeHbIX U MPaKTUKOB. o pe3ymbTaTam MpoBEIEHHOrO MCCIEOBaHUSA OBbLIO CHOPMYITHPOBAHO OIpeeTIeHNE
TepMHHA «MAPKETHHTOBBIH aHaJIM3), KOTOPOE MPeuIaraeTcsi B Ka4eCcTBe pa3rpaHNuMBAOIIEro HayYHbIE CIICIHAIbHOCTH.
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In scientific literature, media, as well as in regulations is widely used the term «market analysis». However,
the subject of this term is interpreted ambiguously, which could lead to negative consequences. This article analyzes
the contemporary meaning of the term «market analysis» to identify it to scientific specialty 08.00.12 «Accounting
and Statistics». There were used scientific work of Russian scientists, marketers and scientific specialties passport,
developed and approved by the Higher Attestation Commission of the Ministry of Education and Science. During
the studying a variety of sources the definitions were distributed on the basis of pass / fail to specialties 08.00.05
- «Economy and management of a national economy: marketing» and 08.00.12 - «Accounting and Statistics»,
contributions of scholars and practitioners to the development of the issue were considered. According to the results
of the study was formulated definition of the term «market analysis», which is proposed as the boundary between
scientific specialties.
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B nacrosmee Bpems B CMU u HayuHOM IuTeparype MHUPOKO UCIIOIb3YETCS TEPMUH «PBIHOYHbIE HHCTPYMEH-
TBD), IIPUYEM I10JI JaHHBIM TEPMHUHOM, B OOJIBIIMHCTBE CIy4aeB, YacTO MpEJIararoT MOHUMATh JaJIEKUe IPYyr OT
Ipyra HoHATHs. B HacTosmied craTbe NpOBENEH aHAIHM3 TEPMHHA «PBIHOUHBIC MHCTPYMEHTHI», 000OCHOBaHa He-
00X0OIMMOCTE (hOPMHUPOBAHHS ONPEIEICHUS STOr0 TEPMHHA, YUUTHIBAIOIIEE BO3MOXKHOCTH €r0 yHOTpeOneHHus u
KOHKPETH3aLMU B PA3IMYHBIX cepax AesATeIbHOCTH; PACCMOTPEHBI STUMOJIOTHS M JMHAMHUKA H3MEHEHHs paccMa-
TPHUBAEMOTr0 TEPMHHA B IIpoliecce pa3BUTHs olIiecTBa. B mporecce u3yueHus pa3iinyHbIX HCTOYHUKOB BBISBICHBI
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JOCTOUHCTBA U HEAOCTATKU CYHICCTBYIOIIUX onpeﬂene}mﬁ, YYTEH BKJIaA B Pa3sBUTUC JAHHOI'O BOIIpOCA YUYCHBIX U
MPAKTUKOB. ITo pe3yinbTaTtaM MPOBEACHHOTO HUCCICAOBaHUSA OBLIO C(i)OpMyJ'IPIpOBaHO HOBO€ OIIPCACIICHNUE TEPMUHA
«PBIHOYHBIC HHCTPYMCHTLBD».
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Nowadays in the media and scientific literature is widely used the term «market instrument», and in most cases they
offering to understand the concepts, which are distant from each other. This article analyzes the «market instruments»
term, confirms the necessity of forming of definition of the term, which takes into account the possibility of its use and
the specification in different areas, considered etymology and dynamics of the term during the development of society.
During the examination of the various sources were detected the advantages and disadvantages of existing definitions,
considering contribution to the development of the issue of many researchers and practitioners. By the results of the
research was formulated the new definition of the term «market instrumentsy.
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PaccMarpuBaloTCst OCHOBHBIE Pe3yIbTAThl HCCIIEIOBAHHUM, IIPOBEAEHHBIX ISl pa3paOOoTKH KOHIENINH HOpMHU-
POBaHUs JOSIIBHOCTH KaK (ha3bl )KU3HEHHOTO LIUKJIA IPOEKTA, HAIIPABJICHHOI'O Ha MOBBILIICHUE KOHKYPEHTOCIIOCO0-
HOCTH OIOKETHBIX yupexaeHuii 3apasooxpanenus (bY30) ropoga Omcka. B xone uccnenoBanus mposeaeHo 0000~
[ICHUE TUIOJOTHH (HAKTOPOB KOHKYPEHTOCIIOCOOHOCTH OIOMKETHBIX YUPEKICHHH 3APABOOXPAHCHUS U aJanTalus
uX K cepe oXpaHbl 310POBBS I'PaXKIaH B CTpaTernieckoit nepcrexkruse. OcyliecTBiIeHa OIEHKa KOHKYPEHTOCIIO-
COOHOCTH OFOMKETHBIX M YACTHBIX YUPEKICHHUN 31paBOOXPAHCHHUS ropojia. BhIsBiIeHO, 4TO HanbosIee yrpaBisieMbIM
(bakTOpPOM MOBBILICHUSI KOHKYypeHTOCTIOcoOHOCTH BY30 sBIsIeTcss KOMIIIEKCHAs TOSUIbHOCTD. [pu onieHke Tekye-
r0 YPOBHsI KOMIIJIGKCHOMU JIOSIIBHOCTH OIPEJIeICHA JIOSUIBHOCTh NOTpeOUTENIel Yepe3 UX yIOBIETBOPEHHOCTD, TIPO-
BeIeHAa OI[CHKA CTEIIEHH BAXKHOCTH 1 yAOBICTBOPEHHOCTH 3HAUMMBIX JJIsl HAIUEHTOB aTpUOYTOB U MUKPOATPUOYTOB.
V3y4eHa TOuKa 3pEHHUS Bpadeil Ha Y0BICTBOPEHHOCTD MAleHTOB. OLICHEH Pa3pbiB MEXK/LY 0XKHUAAEMBIM HAIHEHTOM
00CiIy)KMBaHUEM M BOCIIPHATHEM IEPCOHAIOM IPEIOCTABICHHON yCIyrd. BbIsSBIEHbI BBICOKO3HAYMMBIC MHKPO-
aTpuOyThI JIOSUIBHOCTH, MO3BOJISIONIME MOBBIIIATh KOHKypeHTocrnocoOHocTh BY30 1 mocTymnHble At pa3BUTHS B
YCIIOBHUSIX OIPAaHUYEHHOCTH PECYPCOB.
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Here are examined the main results of the studies conducted to elaborate the concept of loyalty forming
as a phase of a project’s life cycle aimed at improving the competitiveness of the state health care institutions
(SHCI) of Omsk. The study generalizes the typology of factors of competitiveness state health care institutions
and their adaptation to the sphere of protection of public health in the long term. Conducted an appraisal of
competitiveness of state and private health institutions of the city. Revealed that the most manageable factor in
improving competitiveness SHCI, is a comprehensive loyalty. In assessing the current level of the comprehensive
loyalty is defined customer loyalty through their satisfaction , assess the degree of importance and satisfaction for
patients significant attributes and micro attribute. Studied the doctor’s viewpoint on patient satisfaction.Assessed
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