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KOHKYPEHTOCIHPOMOJKHICTb BUPOBHUL TBA MMPOAVKIIT
CTOMATOAOTTYHOITAAY3I HA PUHKY YKPAIHU

A newstage in the development of the economy of Ukraine creates new requirements for managing
the competitiveness of the company’s products. Modern principles of marketing, management,
strategic approaches — by improving these components, it is possible to achieve product
competitiveness management. All this is necessary, because the competitiveness of the economy
of the entire country depends on the competitiveness of the company'’s products. Competitiveness
of production products can be interpreted as a complex problem, which includes the influence of
external and internal factors that prevent the product from successfully competing on the market.
Because of this, the enterprise must constantly analyze, adapt and look for effective solutions. The
article examines the concept of "competitiveness of products”, its criteria, the concept of "dental
implants”, their advantages, such as: aesthetics; improvement of chewing function; durability;
preservation of bone tissue; prevention of problems with neighboring teeth; comfort. The list of
implant brands that are popular in Ukraine among customers is presented, namely: Straumann; Nobel;
Bauer's; Astra. The Straumann — brand is a Swiss brand of dental implants manufactured in
Switzerland. Implants of this brand belong to the premium class. The main characteristics of the
products of this brand: innovative materials, durability, high quality and reliability, versatility, fast
implantation. The Nobel — brand is a Swiss brand produced in the United States of America. Implants
of this brand belong to the premium class. The main characteristics of the products are: special
thread, versatility, atraumatic installation, warranty and protection against counterfeiting, clinical
efficiency, made of high-quality titanium, preservation of soft tissues. The Astra — brand is a Swedish
brand produced and located in Sweden. The main characteristics of the products are:
biocompatibility, uniform load distribution, Swedish quality, conical design, rapid osseointegration.
The Bauer's — brand is a Ukrainian brand produced in Ukraine in. Dnipro. The main characteristics of
the products are: material, lifetime warranty, Ukrainian production, European standards, two types
of implants. Weaknesses, strengths, opportunities and threats of dental implants on the market in

Ukraine were studied and considered.
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Hosunii etan po3BUTKY €KOHOMIKU YKpaiHN CTBOPIOE HOBIi BUMOIN A0 YynpaBsiHHS KOHKYPEeHTOCIpPO-
MOXKHICTIO npoAaykuii nignpuemcTBa. Cy4acHi nPUHUNNU MapKeTUHTY, MEeHEAXXMEHTY, CTpaTeriyHi
nigxoau — LWJISIXOM BAOCKOHAaJ1€HHS LUX CKJ1a40BUX MOXXHA AOCSIITU yripaBJliHHS KOHKYPEHTOCMPOo-
MOXxHicTIO npoAaykuii. Lle Bce noTpi6bHO, 60 Big KOHKYPEeHTOCNPOMOXHOCTI npoaykuii nignpuemMmcrea
3aneXxuTb KOHKYPEHTOCIPOMOXXHICTb €KOHOMIKU Beiei KpaiHn. KOHKYpeHTOCNPpOMOIXXHICTb npoayKUii
BUPOBGHULITBA MOXHa TPaKTyBaTH sIKk KOMITJIEKCHY NMPo6sieMy, KOTPY BKJIIOYA€E BNINB 30BHILLHIX Ta
BHYTpPILLIHIX paKTOpiB, IKi NepeLKoAXXaloTb TOBapy ycrnilHO KOHKypyBaTtu Ha puHKy. Yepe3s ue
nignpmMeMcTBO Mae€ NOocCTiNHO aHani3yBaTn, aganTyBaTUCS Ta WyKaTu ePeKTUBHI PilLlIeHHs1. Y cTaTTi
PO3rJISHYTO NMOHSATTS "KOHKYPEHTOCIMPOMOXHOCTI npoAaykuii”, ii Kputepii, NOHATTA "CTOMaTO/Ori4-
HUX iMM1aHTIB", iX NepeBar, Taki ik: eCTeTU4YHICTb; MOKpPaLLeHHS )XyBaJibHOI PYHKLii; AOBrOBi4HICTb;
36epexeHHs KicTKOBOi TKaHUHU; NpoginakTuka npobnem i3 cycigHimm ay6amm; komeopr. NMpencras-
JIeHo nepenik 6peHaiB iMNNaHTIB KOTPi € nonyspHUMU B YKpaiHi cepe KknieHTiB, a came: Straumann;
Nobel; Bauer's; Astra. BpeHg Straumann — ue wiBedlapcbknuii 6peH 3yOHNX iMNIaHTIB 3 BUPOOGHULL-
TBOM y LLIBeiiyapii. IMnnaHTu uboro 6peHay Hanexartb Ao npemiym-knacy. OCHOBHUMU XapaKTepuc-
TUKaMu npoAykuii uboro 6peHay: iHHoBaLiliHi MaTepiann, 4OBroBiYHICTb, BACOKA SIKICTb Ta HARINAHICTb,
YHiBepcanbHicTb, LuBuAkKe npvxmneneHHs. bpeng Nobel — ye wBeiiyapcbknii 6peHa, KoTpuii BUPO6-
nseTbea y Cnonyyeuux LLtatax AMepukn. IMnnaHTn yboro 6peHay Hanexartb 4O rnpemiym-knacy.
OCHOBHUMM XapaKTepucTukamm npoaykuii €: ocobanea pisbba, yHiBepcasibHiCTb, aTpaBMaTU4YHa
yCTaHOBKa, rapaHTisi Ta 3axuUCT Big Niapo06oK, KNiHiYHa e(peKTUBHICTb, BArOTOBJ/IeHe 3 sIKiCHOIro TuTa-
Hy, 36epe>xxeHHs M'IKux TKaHuH. BpeHp Astra — ue wBeacbknii 6peHa, Lo BUPOO/ISIETbCS Ta 3HAXO-
Aantbca y LLeeuii. OCHOBHUMU XapaKTepucTukamm npoaykuyii e: 6iocymicHicTb, piBHOMIpHWiA po3nogin
HaBaHTa)KeHHSI, LUBEACbKa sIKiCTb, KOHiYHa KOHCTPYKLisi, LUBUAKA OCTeoiHTerpauis. bpeHg Bauer's —
ue ykpaiHcbkunii 6peHa, Lwo BUpoo6aseTbCa B YKkpaiHi y M. [JHinpo. OCHOBHUMU XapaKTepuUcTUKamMmm
npoAykuii e: marepian, 4OBiYHa rapaHTis, ykpaiHcbke BUpOOHNULTBO, eBponelicbki cTaHgapTn, ABa
Buav imnnaHTiB. [locnigxeHo Ta po3rassHyTo c/abki, cujibHi CTOPOHU, MOXX/IMBOCTI Ta 3arpo3u cTo-
MaToJsIOriYHUX iMNIaHTIiB Ha PUHKY B YKpaiHi.

Key words: competitiveness, product competitiveness, dental industry, dental implants, SWOT analysis, strengths,
weaknesses, threats, opportunities.

KntoyoBi c108a: KOHKYPEHMOCNPOMONCHICMb, KOHKYPEHMOCNPOMONCHICMb NPOOYKUIT, CMOMamOosIoeidyHa 2aay3b,
cmomamonoaiyni imnaanmu, SWOT-anani3, cuneHi cmopoHu, caabki cmopoHu, 3a2po3u, MoxcauBocmi.

INTRODUCTION

The problem of competitiveness of production pro-
ducts reflects the ability of domestic goods to compete
with analogues in foreign and domestic markets. The
reasons for the problem of competitiveness of products
can be the following factors: high cost of production;
import dependence; outdated technologies and equipment;
ineffective pricing policy; insufficient funding; low
innovation activity; imperfect quality management; weak
public policy; personnel problems.

The study of the problem of product competitiveness
is understood as a system process aimed at identifying
the strengths and weaknesses of products in comparison
with the competitor's analogue.

Stages of product competitiveness research are:
collection and analysis of information; Select the object to
compare formation of a system of evaluation indicators;
evaluation of the weight of indicators; calculation of the
integral competitiveness indicator. Methods for studying the
competitiveness of enterprise products are as follows: matrix
method; method based on price and quality assessment;
complex method; comparative analysis and SWOT analysis.
Based on the results of the product competitiveness study,

it is possible to determine the current level of product
competitiveness; identify the key factors that affect the
attractiveness of the product for the consumer; form
conclusions about the strengths and weaknesses of products
and identify potential opportunities for improvement; predict
the future level of product competitiveness and market trends;
develop and justify an effective competitive strategy to
strengthen market positions.

The study of the problem of competitiveness of
products was conducted by many domestic and foreign
scientists who used a variety of approaches to determine
its essence. Among the researchers who contributed to
the study of this problem, it is worth noting the works of
Yankovo O.G. [11], Bazilyuk Ya. B., Klimenko S. and others.

The article is aimed at determining the competitiveness
of the production of products of the dental industry —
dental implants in the dental market of Ukraine.

RESULTS OF THE STUDY

A new stage in the development of the Ukrainian
economy is accompanied by a number of unresolved issues,
including the achievement and preservation of the
competitiveness of products.
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According to the definition of V. Vasilkov, "The com-
petitiveness of the enterprise's products is the level of its
competence in relation to other competing enterprises in
accumulating and using the production potential of a
certain orientation, as well as its individual components:
technologies, resources, management (especially strategic
current planning), skills and knowledge of personnel, etc.,
which is expressed in such resultant indicators as, in
particular, product quality, profitability, productivity" [3, c. 41].

O. Zozuleva almost agrees with this definition — in
her works she adds "separate components", but basically
agrees that competitiveness is expressed through pro-
fitability, productivity and product quality [5].

The following definition of the competitiveness of
products can be cited by M. Sayenko, that "The compe-
titiveness of the company's products is its comprehensive
comparative characteristic, which reflects the degree of
superiority over competing enterprises in the aggregate
of estimated performance indicators in certain markets and
for a certain period of time" [1, p. 289]. The difference
between these definitions lies in the fact that Saenko
focuses on the external comparative characteristics of
products, while Vasilkov emphasizes the internal
competence of the enterprise that underlies this charac-
teristic and focuses on the processes of accumulation and
use of resources that lead to specific performance
indicators, such as profitability and quality.

Thus, the competitiveness of products is a set of
properties that show the level of satisfaction of a particular
need in contrast to the similar products represented on
the market.

Competitiveness is characterized by the conformity
of products in terms of aesthetic, informational, inno-
vative, technical, service and other parameters, market
requirements, specific segment, consumer and other
goods [8, p. 93].

Product competitiveness criteria: reliability; infor-
mation content of the goods; the price of consumption of
the goods; image of the goods; social targeting; the level
of quality of the product and its stability; consumer novelty
of the product; criterion of service availability; criterion
of service conditions; service culture criterion. The stability
of the functioning of the enterprise in the market is
determined by the competitiveness of its products,
services provided, and opportunities that ensure success
in the competition. Assessment of competitiveness can
take place according to the following methods: method of
preferences; point assessment of competitiveness;
integral estimation method; matrix method (SWOT
analysis); Profile method (graphical method) structural and
functional method [2, c. 290].

The formation of the dental market in Ukraine began
in the nineties of the twentieth century. The market is
actively expanding, changing — new dental institutions
appear, capital equipment has changed, economic
principles and organizational and legal principles of
conducting dental business have changed and improved, a
new generation of service personnel, dentists has been
formed, but consumers have become sensitive to the
quality and cost of dental services. Until recently, Ukraine
has seen an increase in demand for dental implantation
services, which at a new, modernized, qualitative level

solve the problem of prosthetics and restoration of lost
or affected dentitions. The formation of a new segment of
implantation in the dental market occurs in somewhat
specific economic conditions, such as: the instability of
the national currency; low solvency of the population;
change of legislation in the field of international trade and
taxation [4, p. 21].

The production of dental products in Ukraine, namely
dental implants, is not highly developed, because clinics
mainly use implants from foreign manufacturers, in
Ukrainian realities the emphasis is more on their installation
and prosthetics than on the production itself [7].

Despite the presence of highly qualified dentists and
the developed field of dental implants in Ukraine, the main
development in this area is focused on the introduction
and use of advanced technologies and imported systems,
and not on the local production of dental implants.

Dental implants — artificial replacement of lost teeth,
by implanting them in the jaw. They are the basis for the
installation of dentures, namely bridges or crowns, which
allows you torestore the aesthetic appearance of a smile
and one of the most important functions — chewing. It
also helps to prevent the displacement of adjacent teeth
and the reduction of bone tissue in the place where the
tooth was lost [9]. Dental implants have the following
advantages, among them: aesthetics; improvement of
chewing function; durability; preservation of bone tissue;
prevention of problems with neighboring teeth; comfort.

Aesthetics. Modern implants feel like real teeth and
look as natural as possible and thus provide a harmonious
and real smile.

Improvement of chewing system. Dental implants help
to fully chew food without limiting the force of bite, which
ensures a comfortable consumption of food.

Durability. Dental implants can serve throughout life,
of course, with proper care for them. This makes them
profitable in the long term, when compared with other
types of prosthetics.

Preservation of bone tissue. After tooth loss, bone
atrophy may occur, but thanks to implants that stimulate
bone, atrophy does not occur.

Prevention of problems with neighboring teeth. Dental
implants do not need to grind adjacent teeth, do not interfere
with them, and this allows you to keep them healthy.

Comfort. Dental implants have a fairly high level of
comfort, and in addition to the usual oral hygiene, they do
not require additional, special, separate care.

The market leader in Ukraine is the manufacturer
Straumann (Switzerland). Its products differ from others by
ahigh level of engraftment and strength due to a special alloy.

The next most popular is the manufacturer Nobel
(Sweden — USA). Their products are distinguished among
others by the fact that they are used for immediate loading,
and have their own original abutments. The three leaders
in the dental implant market also include the manufacturer —
Astra (Sweden — USA). In this product, the peculiarity is
that their implant variants have beveled edges, which may
be appropriate if the client has bone atrophies. Also on
the dental market of Ukraine there is a domestic brand of
implants — Bauer's Implants. Ukrainian manufacturer
offers dental products that are not inferior in quality to
Swiss and have a much lower price [10].
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Table 1. Internal environment of dental products

Threats include:
— regulatory changes, changes in legislation and

quality standards — can complicate the production and

registration of dental products;

— high competition — competition between manu-

facturers and clinics.

— limiting the availability of qualified personnel —
lack of highly qualified medical personnel;

production
Internal environment
Strengths Weaknesses
Factors Value Factors Value
High quality of life 2,4 Risk of complications 2
Durability and functionality |2 Long rehabilitation period 2,25
Wide range of applications | 1 High cost 1,75
Innovative materials 2,25 | Complexity of the procedure |2
Together 7,65 | Together 8

— unpredictable epidemics and crises — negatively

Compiled by the author.

Consider the competitiveness of dental implant
production in Ukraine. To do this, use the SWOT-analysis
method. First, let's define strengths, weaknesses, threats
and opportunities [6].

Strengths include:

— high quality of life — providing the client with an
improvement in the quality of life, by getting rid of physical
limitations;

— durability and functionality — implants allow and
allow to return and restore the lost functions of the body
for along time;

— awide range of applications — dentistry, orthope-
dics, cardiology;

— innovative materials — high-tech and biocompatib-
le materials that increase safety and efficiency.

Weaknesses include:

— therisk of complications — infection, rejection or
allergic reaction;

— along period of rehabilitation — recovery takes
considerable time;

— high cost — the procedure is often expensive, limi-
ting access for certain categories of customers;

— complexity of the procedure — requirements for
high qualification of medical personnel and specific
equipment.

Features include:

— entering new markets — development of new
areas of application of products, expansion of sales geo-
graphy;

— state support — aimed at the development of the
medical industry and the availability of the procedure;

— development of new technologies — the
introduction of artificial intelligence, 3D-druku, new
biomaterials for personal dental products;

— increased demand — increased awareness of
medical procedures, aging population.

Table 2. External environment of dental products production

affect the availability of medical services and the financial
capacity of the population.

Next, consider the internal environment for the
production of dental products in Ukraine (Table 1).

Weaknesses are greater than strengths, so we can
conclude that the current state of affairs in the dental industry
requires attention, because shortcomings prevail over
advantages. There is a need to develop a strategy to eliminate
it, minimize threats and use opportunities to achieve better
results. Next, consider the external environment for the
production of dental products in Ukraine (Table 2).

Threats outweigh the possibility, which indicates that
external factors that producers cannot control have a
greater impact than positive external factors that contribute
to development. It is necessary to develop a strategy to
minimize threats, and not just to use opportunities, which
can lead to stabilization, not market growth or exit.

According to the results of SWOT analysis, we have the
fact that production can survive in conditions of high
competition, paying attention to the quality of products — it
can become a defense against aggressive competition. It is
necessary tochoose adifferentiation strategy — in order not
to compete in price, manufacturers can position themselves
as manufacturers of high-quality goods. Manufacturers also
need to use their unique developments to differentiate from
competitors. Their success depends on the effective and
successful application of innovation to create a unique offering
that reduces the impact of competition.

CONCLUSIONS

The competitiveness of the production of dental
products — implants — is determined by their ability to
satisfy the needs of the consumer more than the same
products from another manufacturer that is on the market.

The production of dental implants is a competitive
industry in Ukraine, both in terms of price characteristics
and quality due to the presence of adomestic manufacturer
and world brands.

Well-known international
manufacturers of implants — Nobel

External environment

and Straumann — are represented in

Opportunities Threats Ukraine. The Ukrainian manufacturer

Factors Value Factors value | offers dentalimplants made of quality
Entering new markets 3,6 Abandonment of new markets 2,4 materials that can compete with the
State support 2 Lack of state support 3 products of international brands in
Development of new technologies 5,6 Stagnation of technology 2,4 terms of quality characteristics, but at
Growth in demand 49 Decline in demand 2,1 .
No changes in legislation and qualit; Regulatory changes, changes in legislation a more affordable price. In terms of

g g quality |, ¢ gulatory changes, chang g 6.4 oo :

standards i and quality standards ’ availability — thanks to domestic
Low competition 1,8 High competition 72 production, there are lower-cost
Availability of qualified personnel 2,7 Limited availability of qualified personnel |6,3 products on the market, which makes
Absence of epidemics and crises 0,8 Unpredictable epidemics and crises 6,3 it affordable for most customers. So,
Together 23 Together 361 | in the dental market of Ukraine there is

Compiled by the author.

awide and diverse selection of quality
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dental implants, which allows customers to choose the best
solution, taking into account their budget and individual needs.

The existing strengths that give dental implants an
advantage over competitors are not used properly or not
fully; weaknesses need immediate resolution; the pre-
dominance of weaknesses suggests that a large number
of internal problems that are combined with external
threats pose risks to the development of dental products.

The market is affected by negative circumstances, among
them: new competitors, economic downturn, technological
innovations, changes in legislation that can lead to violations
in business, social changes, which in turn reduce the demand
for products. It is worth focusing on reducing or eliminating
the negative impact of threats, among the options —
diversification of suppliers, the development of a backup plan,
the search for an alternative market or exit fromiit, if the threat
is not avoided and not overcome.

Jlitepatypa:

1. BnoHcbka B. I., Oena. H. T. MopiBHsANbHa xapaKTe-
PUCTHKA METO[IB OL,iIHKK KOHKYPEHTOCNPOMOXHOCTI Npo-
aykuii. Haykosui sichuk HITY Ykpainu. 2010. Bunyck 20.
C. 115—120. DOI: https:/ /nv.nltu.edu.ua/Archive /
2010,/20_15/115_Blo.pdf

2. bypauek I. B., binenuyk O. O. KoHkypeHTocnpo-
MOXHiCTb NPOAYKLUIT NiZNPUEMCTB: CYTHICTb, METOAM OLjiH-
KU Ta 3apybi>kHUi gocsig ynpasniHHs. [nobanbHita Hauio-
HanbHi npobnemu ekoHoMmiku. 2016. Bunyck 14. C. 288 —
293. DOI: http: / /global-national.in.ua /archive / 14-2016 /
60.pdf

3. Bacunbkos B. Opranisalis BUpobH1LTBa: HaBYaNb-
HUM nocibHuk. 2003. 524 c.

4. TanpalO. |. CermeHT geHTanbHOI iMnaaHToOrIi CTO-
MaTosIoriYHOro pUHKY YKpaiHu: oLiHKa noTeHLjiany Ta ae-
TEPMiHaHTIB NonuTy. YKpaiHCbKUI XXypHan npuKaagHoi
ekoHoMiku. 2017. Tom 2. Bunyck 2. C. 20—31. DOI: https: /
/dspace.wunu.edu.ua/bitstream /316497 /29158 /1/
128_C_17.pdf

5. 3o3ynbos O. B. Mogenb aHanisy noteHuinHOT KOH-
KYPEHTOCNPOMOXHOCTi TOBApY Mijf YaC PUHKOBOIO NO3MLLi-
OHyBaHHSA. AKTyasibHi MUTaAHHA €KOHOMIYHKMX HayK. 2025,
DOI: https: / /doi.org/10.5281/zenodo.15823768

6. Konuak H0. C., JlobyHeup T. B., Jlykoscbkuii P. 1.
SWOT-aHani3 sk Ba>kAMBUMN iIHCTPYMEHT y po3pobui cTpa-
Terii 6isHecy. EkoHomika i cycninbetso. 2024. Bunyck Ne 61.
DOI: https:/ /doi.org/10.32782/2524-0072/2024-61-
146

7. Mockoseup. [. O. AHani3 po3BUTKY CTOMATOIOrIU-
Horo BGizHecy B YKpaiHi. EKoHOMiuHui BicHUK [HinpoBCb-
koi nonitexHiku. 2024, Ne1. C. 171—178. DOI: https://
ev.nmu.org.ua/docs/2024/1/EV20241_171-178.pdf

8. CepepnuHcbka B. M., 3aropogHa O. M. KoHkypeH-
TOCNPOMOXHICTb NPOAYKLii: 3Ha4UeHHs Ta chepa 3acTocy-
BaHHs. EkoHOMika Ta ynpaBniHHaA nignpuemcteamu. 2017,
Bunyck 4. DOI: https: / /dspace.wunu.edu.ua /bitstream /
316497 /22561/1/%D1%96%D0%BD%D1%84%-
D1%80%D0%B0%D1%81%D1%82%D1%80-
%D1%83%D0%BA%D1%82%D1%83%D1%80%-
D0%BO0.pdf

9. Knidika "Amel Smart". m. OHinpo. DOI: https://
www.amelsmart.com /services /zubni-imlanti-straumann-
perevagi-czina/

10. TOB "Bauers Medical Group". M. [IHinpo. DOI: https: /
/bauersmedical.com.ua/89263_bauers?srsltid=AfmBO-
oprTpH2UPA6bDJpJ4_6BjNRi7QftsIr20IGfohQt_wiK 193ulx

11. Aukosuit O. I'. KoHKYpeHTOCNPOMOXKHICTb nignpuye-
MCTBa: OLiHKa PiBHA Ta HanpsiMu niaBUweHHs. MoHorpa-
pis. 2013. 470 c. DOI: http: / /oneu.edu.ua /wp-content /
uploads /2018 /01/monografiya_ep_2013.pdf

References:

1. Blonska, V. . and Depa, N. T. (2010), "Comparative
characteristics of methods of assessing product compe-
titiveness", Scientific Bulletin of NLTU of Ukraine, vol. 20,
pp. 115—120.

2. Burachek, I. V. and Bilenchuk, O. O. (2016), "The
competitiveness of enterprises products: the content,
methods of evaluation and foreign experience manage-
ment", Global and National Problems of Economy, Vol. 14,
pp. 288—293, available at: http:/ /global-national.in.ua/
archive /14-2016 /60.pdf (Accessed 25 Oct 2025).

3. Vasyl'kov, V.H. (2003), Orhanizatsiya vyrobnytstva
[Production organization], KNEU, Kyiv, Ukraine.

4. Hayda, Y.1.(2017), "Segment of dental implantology
of the dental market of Ukraine: assessment of the poten-
tial and determinants of demand", Ukrainian Journal of
Applied Economics, Vol. 2, no. 2, pp. 20—31, available at:
https://dspace.wunu.edu.ua/bitstream /316497 /
29158 /1/128_C_17.pdf (Accessed 25 Oct 2025).

5. Zozulyov, 0. V. (2025), "A model for analyzing the
potential competitiveness of a product during market
positioning”, Current issues of economic sciences. https:/
/doi.org/10.5281/zenodo. 15823768

6. Kopchak, Y., Lobunets, T. and Lukovskyi, R. (2024),
"SWOT analysis as a crucial tool in business strategy
development”, Economy and Society, vol. 6 1. DOI: https: /
/doi.org/10.32782/2524-0072/2024-61-146

7. Moskovets, D. O. (2024), "Analysis of the develop-
ment of the dental business in Ukraine", Economic Bulletin
of the Dnipro Polytechnic, vol. 1, pp. 171—178, available
at: https://ev.nmu.org.ua/docs /2024 /1/EV20241_-
171-178.pdf (Accessed 25 Oct 2025).

8. Seredynska, V. M. and Zagorodna, O. M. (2017),
"Product competitiveness: meaning and scope",
Economics and enterprise management, vol. 4, available
at: https://dspace.wunu.edu.ua/bitstream /316497 /
22561/1/%D1%96%D0%BD%D1%84%D1%80%-
D0%B0%D1%81%D1%82%D1%80%D1%83%-
D0%BA%D1%82%D1%83%D1%80%D0%B0.pdf
(Accessed 25 Oct 2025).

9. Amel Smart (2025), available at: https://
www.amelsmart.com /services /zubni-imlanti-straumann-
perevagi-czina/ (Accessed 25 Oct 2025).

10. LLC "Bauers Medical Group" (2025), available at:
https://bauersmedical.com.ua/89263 bauers?-
srsltid=AfmBOoprTpH2UPA6bDJpJ4_6BjNRi7Qftslrl-
20IGfbhQt_wiK193ulx (Accessed 25 Oct 2025).

11. Yankovyi, O.H. (2013), Konkurentospromozhnist'
pidpryiemstva: otsinka rivnia ta napriamy pidvyschennia
[Competitiveness of the enterprise: assessment and
directions of improvement], Atlant, Odesa, Ukraine, DOI:
http://oneu.edu.ua/wp-content/uploads /2018 /01/
monografiya_ep_2013.pdf (Accessed 25 Oct 2025).
Cmammasa naditimaa 0o pedaxyii 07.11.2025 p.




