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                                                                                                                Aujourd’hui le marché mondial est plein de concurrence. Et pour survivre, les entreprises doivent créer leurs propres stratigies, métodes et moyens pour réussir. Ce problème touche beaucoup le domaine de joaillerie de luxe. Les marques doivent réster unique et éxceptionnelles pour leur clientèle. Alors, je voudrais ouvrire un peu le secret du succès sur un example de Cartier.

Cartier, marque française mondialement connue pour ses lignes d’horlogerie, de joaillerie et de maroquinerie, a largement marqué l’histoire du luxe. Elle en est devenue l’une des références, et un symbole de l’élégance et rafinerie à la française.

L’histoire de cette empire rémonte à la fin de XVIII siècle(1847), quand elle était fondée par Louis-François Cartier à Paris. Au debut de XIX siècle (1899) elle était reprise par ses trois fils, qui vont lui apporter le niveau intérnationale et qui vont l’installer au centre de la mode dans la rue de la Paix à Paris.

Pleine de créativité, de forces, d’un grand enthousiasme, une marque Cartier est devenue un univers à part, demandé par tout les pays jusqu’à aujourd’hui.

Mais comment cette empire française a pu  rester en  tête  face  à  d’autres  marques  de  luxe  telles  comme Dior,  Rolex,  Boucheron ou encore Chanel?   Comment elle est devenue numéro un mondial de la joaillerie et numéro deux de l'horlogerie? 
LES METHODES POUR ATTEINDRE  LE SUCCES 

1)Internationalisation et l’art collective

Ils sont trois, trois frères qui, à eux seuls, ont investi le monde. Louis a instalé  Cartier à Paris  rue de la Paix  (en 1899) ; (en 1902) Jacques a établis  les maisons en  Angleterre à Londres,  à New Bond Street ; et enfin Pierre à  New York (en 1917) ,  la 5e Avenue.  

Ils ont fait des grands voyages autour du monde, dans le golfe Persique,  en Inde, en Russie etc, pour trouver des métiers rares et distribuer sa production. Et ça a donné le résultat. Les créations de Cartier ont connu  un succès immense dans les plus hautes sphères  de la  société,  et  c’est  dans les cours royales européennes que Cartier forge sa réputation d’excellence.

Ils jettent les bases d'un véritable processus d'internationalisation, repoussent les frontières au point d'établir déjà une notoriété internationale.

2) Savoire jongler entre la tradition et la modernité, rester toujour unique

Le secret de la réussite de Cartier c’est ce qu’il maintient la tradition mais reste innovant, est rapide dans l'exécution mais durable dans l'approche de ses produits, puissant en chiffre d'affaires,mais exclusif aux yeux des clients. Les outils ancestraux et procédés de création présque inchangés depuis plus d'un siècle n'empêchent cependant pas d'évoluer et de se plier aux exigences de ses acheteurs. 

C’est grâce à une multitude de métiers rares et le travail manuel, dont chaque pièce est différente et unique, que la production de Cartier est devenue exclusive, où les prix n'ont que peu d'importance et où toute la valeur d'une pièce réside dans la qualité et artisanat.

3) La création des styles exceptionnels

Cartier a pu créer son propre stylequi permet de reconnaître les creations d'un seul coup d'œil. C’est, premièrement le style «guirlande» (1900), après le style «tutti frutti».  La joaillerie de Cartier consiste aussi les bases de l'Art déco avec ses lignes géometriques, et l’Art moderne.

De plus, créateurs ont emprunté l'émail de la Russie, les pierres gravées de l'Inde, les perles baroques d'Orient. Tout  cela forme le style et constitue aujourd'hui un patrimoine exceptionnel qui fait l'objet d'expositions dans les plus grands musées du monde : le MOMA à New York, le British Museum à Londres, l'Ermitage à Saint-Pétersbourg et le Kremlin à Moscou...

4) Innovation et les nouvelles téchniques
L’innovation est une des raisons principales de ce que Cartier est toujour avant le monde.Cette marque est plaine de créativité et  se trouve en état de la récherche de beauté. Chez Cartier, le créateur et l'artisan cherchent de concert, par curiosité ou par nécessité.
Ils sont les premiers, qui ont inventé la montre-bracelet en 1904nommée Santos(créée pour l'aviateur Santos-Dumont). En 1912 Cartier a créé les fameuses « pendules mystérieuses » dont les aiguilles semblent flotter dans le vide. 
De plus en 2009,  ils ont créé la première montre sans huile et sans réglage dont le nom est«ID Two».(L’objectif de cette nouvelle montre est d’en améliorer le rendement, de limiter la perte d’énergie.) 
5) Création des produits emblématiques
La puissance de Cartier, c'est aussi sa capacité à sortir des produits emblématiques. Cela lui permet d’etre eclusive,ent reconnue, le motif « Panthère » est devenu l’emblème de la maison. 

Les création emblématiques: 

La montre Tank est créée en hommages aux troupes américaines de combat de la Première Guerre mondiale.  Commercialisée deux ans plus tard, elle est considérée encore aujourd'hui comme l'une des plus mythiques de la maison. 

La bague — ainsi que le bracelet — aux trois anneaux réunissant trois ors de couleurs différentes appelés « Trinity » est créé inspirée d'une bague traditionnelle russe.
Le bijou « l’Oiseau en cage » est créé en 1942 comme symbole de l’Occupation. En 1944, la broche « l’Oiseau libéré » célèbre la Liberation de la France.

6) La formation professionnelle des apprentis

Toute la production de Cartier comporte une téchnologie spéciale et secrète  pour les autres marques. Et alors, il est très important de la garder et transmettre à une nouvelle génération. C’est pourqoi Cartier a formé ses propres petites écoles, ou les maîtres âgés partagent leur expérience avec des jeunes, qui vont travailler et sauvegarder les traditions de la marque.
7) Entretien du mythe

En 2012 la marque a crééson film publicitaire «L’Odyssée de Cartier» . C’est une fresque cinématographique qui retrace 165 ans d’histoire de Cartier et plonge le spectateur dans un univers onirique emprunt des codes de la Maison.  Ce film était diffusé dans une dizaine de pays dans le monde et a attiré un grand intéret des spéctateurs. 

Alors, il y a prèsque deux centaines d’années que l’empire Cartier garde son succès immense comme dans les plus hautes couches de la société ainsi aue parmis les consommateurs habituels. Le « joaillier des rois et roi des joaillers », nomé par le prince de Galles Édouard  VII(1902),  Cartier reste jusqu’àujourd’hui un modèle et une source d’inspiration pour d’autres.   La maison s’est implantée dans le monde entier, en formant un réseau de 200 boutiques.
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Avant tout il faut marquer que le tourisme n’est pas une activité comme les autres. Le tourisme est un secteur important de l’économie dans tous les pays industrialisés et constitue pour l’économie mondiale une industrie clé de services à l’exportation. Il  représente presque 30% des exportations mondiales de services.  

Nous pouvons remarquer que le secteur du tourisme est par nature très hétérogène car il se compose d’activités de transport, d’hébergement et de loisirs qui relèvent de métiers très différents. Toutefois, malgré leur hétèrogénéité, les produits touristiques sont étroitement complémentaires. Cette spécificité du produit touristique explique dans une large mesure la stratégie des opérateurs. Ceux-ci doivent coordonner étroitement leurs activités. Nous nous inétresserons au sein de ce secteur plus  particulièrement au groupe Club Med.
La rivalité et la concurrence des voyagistes au marché mondial de tourisme est énorme. Le Club Méditerranée, connu sous le nom de Club Med peut server de bon example de réussite dans le secteur touristique qui nous montre le travail munitieux et efficace des professionnels très compétents résistant à la concurrence depuis des années 50. Comment expliquer sa notoriété internationale et son suceès durable ?

L'histoire

L'histoire de la marque Club Med remonte à l’époque àprès de la seconde Guerre mondiale. C’est le 27 avril 1950 que Gérard Blitz dépose les statuts du Club Méditerranée à but non lucratif. Il crée ainsi un tout nouveau concept de vacances, le but officiel est, de “développer le goût de la vie en plein air et la pratique de l'éducation physique et des sports”. Après la terrible épreuve de la guerre, Gérard Blitz entend offrir à tous les Européens, sans distinction de classe, la possibilité de profiter de vacances à la mer et au soleil. Gilbert Trigano, qui deviendra la seconde figure emblématique du groupe, rejoint l’équipe du Club en 1954 en tant que trésorier. Lui définit le concept du Club Med comme étant le suivant:  
« Partir,  tout quitter, ranger les souliers cirés, ne plus ouvrir un journal, tout laisser et devenir un autre. Et vivre enfin, face au soleil, à la mer, au vent... ».

Le premier village de tentes est créé sur une plage déserte des Baléares et gagne très rapidement 2 300 adhérents.

Le logo de l'entreprise représente depuis 1980 un trident, attribut de Poséidon et symbole de sa domination des mers. Ce logo servant à labelliser le niveau de prestations des différents villages, de trois à cinq tridents.

Après avoir été pionnier sur le marché des vacances peu chères avec une offre « tout compris », le Club Med s’est repositionné sur le marché des vacances haut de gamme quand en 2002 Henri Giscard d'Estaing, fils de l'ancien président de la République française Valéry Giscard d'Estaing devient PDG du Club Med. 

Le Club Med se concentre désormais sur trois domaines d’activité stratégiques :

· L’activité traditionnelle. Avec en plus la création de nouveau concept de village comme les villages OYYO. Par ce concept le voyagiste s'attaque à une nouvelle cible, urbaine et branchée : les 18-30 ans, avec des slogans tous faits qui résument bien l’esprit de ce nouveau concept, comme par exemple « si tu dors t’es mort », etc.

· L’activité Tour Operating, symbolisée par le rachat de Jet tours, 4ème TO français, en 1999. Le Club Med devient donc le premier tour-opérateur français, sa notoriété reste intacte.

· L’activité de loisirs et divertissements: il s’agit de développer des activités sous la marque Club Med. Club Med propose une gamme de produits et services qu'il ne cesse d'élargir avec des services tels que: produits licenciés (montres, vêtements de sport, crèmes solaires), loisirs de proximités (Club Med Gym et Club Med World crée en 2000) Club Med Gym qui cible un public large qui sont des clubs haut de gamme. Les membre disposent de « personnal trainers. Club Med Affaires , qui consiste à accueillir des professionnels sur un de leurs sites, prendre en charge l'organisation de leur conférence et à mettre à leur disposition des salles de réunion. 

    Pour faire face à un contexte international fortement perturbé,  le Club Med agit stratégiquement sur tous les fronts. Notamment par la demande, l’offre, la rentabilité et l’innovation.

Stratégie de recentrage et de repositionnement:

Le Club Med emploie une stratégie de recentrage et de repositionnement pour profiter au mieux d’un retour à la croissance du secteur. Ainsi, le développement du Club Med est réalisé dans une politique volontariste de montée en gamme. Il s’en défend en affirmant offrir une qualité de prestations très élevée. Les exigences en termes de confort, de sécurité et de personnalisation ne cessent de s’accroître.

Le choix stratégique du recentrage du groupe sur son activité «villages de vacances», couplé avec une forte montée ne gamme de l’offre commence déjà à porter ses fruits. 

Des réseaux de distribution indirecte élargis et enrichis :

En Asie, en Amérique et en Europe, le Club Med a développé sa distribution indirecte au travers de nouveaux partenariats et d’une présence plus soutenue auprès des agents de voyage. En France, le Club s’est enrichi de 600 points de vente, grâce aux accords passés avec des réseaux comme Sélectour, Protravel, Accor, Carlson Wagon Lit, Afat, Leclerc Voyages ou les agences enseigne de Jet tours. Ces réseaux complètent un dispositif constitué principalement par les 450 agences de Thomas Cook et les 50 agences en propre «Club Med Voyages». Dans le reste de l’Europe, l’alliance du Sud accroît les positions du Club Méditerranée sur les marchés italien, portugais et belge.

Stratégie de diversification : 

Ensemble, Jet Tours et Club Méditerranée offre une palette complète de formules de vacances et de destinations, répondant aux aspirations multiples de la clientèle française. A elles deux, les marques Club Med et Jet tours gèrent 1 million de clients, constituant le 1er acteur de tourisme au départ de France. Les synergies appliquées aux transports, aux équipes commerciales, aux réceptifs, aux achats et aux services administratifs donnent aujourd’hui leur pleine mesure, permettant d’importantes économies d’échelle.

Adaptation de l’offre et du prix à leurs différentes clientèles :

La lisibilité de l’offre a été améliorée. Pour faciliter le choix des séjours, les villages sont désormais classés par «esprit»: Famille, Découverte, Zen, Sport, Fête. Chaque village possède au moins deux critères.

L’innovation comme signe distinctif du Club Med :

En 1950, le Club Med a introduit dans le marché du tourisme un concept nouveau : le village où tout est compris : hôtellerie, restauration et activités. Depuis, le concept évolue en phase avec les aspirations de la clientèle, par une mise en adéquation permanente des prestations avec les attentes exprimées. Le Club a ainsi crée en pionnier le Mini Club, l’école du cirque, les stages de sport (golf, tennis), le spa.

Ce « savoir innover » constitue une voie majeure de différenciation sur des marchés très concurrentiels.

Une nouvelle direction vouée au marketing stratégique a été crée. Celle-ci bénéficie d’un budget étude clients en nette augmentation qui vient compléter l’enquête de satisfaction menée auprès des GM (gentils membres) du Club Med après leur séjour.

Le Club Med a créé une structure vraimente unique du club, qui a sa propre terminologie des personnes qui composent un village de vacances :

· GO (gentils organisateurs): cette catégorie de personnel comprend les animateurs, mais d'autres corps de métiers sont présents (électricien, chef de partie (cuisine), maître-nageur) et la plupart des postes à responsabilité (chefs de restaurant, directeur des ressources humaines) ;

· GE (gentils employés): les serveurs, les jardiniers — les GE peuvent être saisonniers (en CDD) ou permanents. La plupart sont des employés locaux ;

· GM (gentils membres, similitude de nos jours avec « great members », programme de fidélisation): les clients.
 Nouveau modèle économique:

Le modèle économique a été profondément modifié grâce notamment à une offre plus riche et dynamique adossé à un parc de villages haut de gamme Le Club Med a largement entamé la modification structurelle de son modèle économique pour le rendre plus rentable, plus adapté à la demande et moins sensible aux aléas conjoncturels. 

Contribuer au développement local: l’installation d’un village Club Med est un puissant stimulant pour les économies locales, que le Club s’attache à gérer de façon responsable toujours en accord avec les autorités du pays. Les partenaires sous-traitants et fournisseurs sont choisis prioritairement parmi les acteurs économiques locaux.

Contribution aux progrès social : Le Club Med participe au développement social par les emplois générés et la formation.

Respectueux de son environnement : 

Acteur majeur du tourisme mondial, le Club Med se veut d’abord et avant tout un acteur local. Chacune de ses implantations l’engagent sur le long terme auprès des zones qui l’accueillent. Aussi, sa politique d’implantation obéit t-elle à plusieurs grands principes du développement durable: réussir l’intégration économique et sociale du Club dans la région et le pays; contribuer de façon volontariste, et pas seulement induite, au développement local; respecter son environnement dans tous les sens du terme.

Pour conclure, nous tenons à souligner qu’au cours de son histoire, l'entreprise connait différents dirigeants cherchant chacun à développer celle-ci suivant des axes variés, et ce, avec plus ou moins de succès. De nos jours, le Club Med s'oriente vers une montée en gamme de ses prestations unique pour satisfaire sa clientele, la renovation de stratégie de recentrage vers son métier de base qu'est l’hôtellerie, la politique de la contribution au développement local et s’étend dans les pays émergents dont principalement la Chine.
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   Today, as never before, the market has a number of competitors, and this number is constantly growing. Each year the market competition becomes sharper and fiercer. The same companies sell the same products and to attract the customer's attention to themselves, they often have to take extraordinary action. Competition in the domestic business market is like a real battle. You can win only with the help of modern weapons: fresh ideas and innovation. Those who sit up and do nothing, will simply be driven the market. Truth is, the business world is risky business. It isn't for the thin-skinned, the weak-minded or the faint of heart. And if you fit one of those colorful descriptors, sooner or later, you’re probably going to get weeded out of the entrepreneurial gene pool. [1] 
Therefore, those who wish to survive definitely need a good marketing strategy. The main goal of most companies is to be able to continuously implement innovative ideas and to generate offers on the market, which will not be able to match competitors. This goal can be achieved through the using and practice of good business philosophy and good marketing.
Marketing is your expertise that allows you to fill the gap between your products or services and your customers or consumers. It definitely provides the advantage of popularity on the market. For modern marketing planning the most important elements are: product, place, price, promotion, product, people. To judge the success of the business plan you should answer the questions: do we produce products and services that are expected by our clients, do we set the prices, how does every dollar of advertising work, do our employees work for the success of the company. By the way, advertising is a part of marketing. If you find the right marketing approach, it will lead tosales growth and the company as a whole. Now companies practice many marketing strategies. Let’s discuss some of the basics on which they built such strategies.
First, it is the company's growth strategy. Use the recommendations. If more people know and relate to the company, it is better. It is also very important to keep those people who come into the company using recommendations. One of the tools of retaining customers is loyalty program. Encourage of loyal customers can give good results. The most important, the goal is all people work for the success of the company [3].
Secondly, your customers should be considered a part of your company and know what you have going on. Use newsletters; send information by e-mail or SMS messages. The customer relationships are also important..The golden rule says: ”The customer must be satisfied”. Try to resolve conflicts, not exacerbate them. Make customers’ surveys, provide advice and guidance to consumers and clients, and ask their advice how to improve the company. Some companies develop more personalized marketing strategies. With a little additional effortand therefore giving the customers the feeling that they are valued, the company will retain these clients for a long time. Be professional. Being professional can mean all sorts of things. In this sense, it means keep your personal bias, political views, religious beliefs, and emotional issues – you know what I’m talking about – out of your business life. It has nothing to do with being nice or a jerk. Just be yourself … but keep business about business.[1]

Thirdly, you should find ways how to make your company more attractive for consumers. Consumers usually work with companies that can offer them time-saving and convenience. Today the majority of consumers have credit cards, can consider the possibility of payment by customers for goods and services through credit cards. It will give consumers and customers the ability to buy more of your products easily, thus generating more income. You can offer loyal customers the personal managers which will help your clients in difficult situations.
Fourthly, in order to survive in the competitive market and difficult market conditions, total control over all costs must be done by the company. For medium and small business in the release is the introduction of management accounting (Managerial balance, budget of revenues and expenditures, cash flow budget).
Fifthly, the aim of your efforts at the office is to make it neat and clean. The office is a place where visitors first enter. There they form their first impressions and a picture of the company.. More importantly, everyone knows where certain items. Neat appearance of the office encourages employees to store things so that everything will be available.
In addition, consumers have a hard to refuse an attractive offer. The provision of such attractive or irresistible offers is a very effective way of seducing consumers. Irresistible offers are not only an opportunity to make a profitable purchase. It must also include a reason to buy a product, more of discounts and premiums and to guarantee that the product is really worth buying.
Thus, every company must pose the questions: 
- how to make buying our goods and not the goods of competitors;
- how to reduce the conquered market share;
- how to make our products recognized among hundreds like him.
You cannot overcome 100% of all competitors and to achieve 100% market share. But you need to fight for their share of the market and for a buyer. There are many strategies and tactics of this competition. In addition, there are many marketing schemes and models. Some of them provide quick but short-term effect. Others only have an effect in the long term. These strategies and tactics differ in the cost of using and reaching effects, often their development and using does not justify the cost. The key is to think not about yourselves and only about your incomes, but primarily about your customers!
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   A competitive market is known to be the one in which the producers compete to satisfy the wants and needs of a large number of consumers.

   Leadership  is the activity of leading a group of people or an organization or the ability to do this.

   Thus   leadership involves:
- establishing of a clear vision,

- sharing that vision with others so that they will follow willingly,

- providing the information, knowledge and methods to realize that vision, and

- coordinating and balancing the conflicting interests of all members and stakeholdera.

The leader steps up in times of crisis, and is able to think and act creatively in difficult situations.

So, as the example we want to present you South Korean multinational conglomerate company – Samsung Making a Better World
Through innovative, reliable products and services talented people a responsible approach to business and global citizenship and collaboration with their partners and customers, Samsung is taking the world in imaginative new directions

Samsung’s Leadership as a World-Class Company
              From its start as a small trading company, Samsung has evolved to a world-class corporation with businesses that span advanced technology, semiconductors, skyscraper and plant construction, petrochemical, fashion, medicine, finance, hotels and more. Their discoveries, inventions and breakthrough products have allowed us to be a leader in these fields, constantly pushing the industries forward.
Samsung in Our Life, Bettering Everyday Experiences
From the innovations in consumer electronics to the developments in biopharmaceuticals, Samsung shares impactful experiences each day with people around the globe. Through their devotion to create superior products and services across all areas of our business, they strive to enhance the lives of people everywhere and bring positive change to the world around us.
Company History: 
Samsung was formed in 1938 by Lee Byung-chull as a trading company based in Su-dong. The small company started as a grocery, trading goods produced in and around the city as well as its own noodles. The company grew and soon expanded to Seoul in 1947 but left once the Korean War broke out. After the war, Lee expanded in to textiles and built the largest woollen mill in Korea.
The successful diversification became a growth strategy for Samsung, which rapidly expanded in to the insurance, securities, and retail business. Samsung was focused on the redevelopment of Korea after the war with a central focus on industrialization.
Samsung entered the electronics industry in the 1960's with the formation of several electronics focused divisions. Samsung built their initial facilities in Suwon, South Korea, where they started producing black and white television sets.
In 1980, Samsung entered the telecommunications hardware industry with the purchase of Hanguk Jenja Tongsin. Initially building telephone switchboards, Samsung expanded in to telephone and fax systems which eventually shifted to mobile phone manufacturing. The mobile phone business was grouped together with Samsung Electronics which began to invest heavily in research and development throughout the 1980's. During this time Samsung Electronics expanded in to Portugal, New York, Tokyo, England and Austin, Texas.
In 1987 with the death of Lee Byung-chull, the Samsung group was separated in to four business groups leaving the Samsung Group with electronics, engineering, construction, and most high-tech products. Retail, food, chemicals, logistics, entertainment, paper, and telecom were spun out among the Shinsegae Group, CJ Group, and Hansol Group.
In 1993, Samsung reorganized to focus on three industries, electronics, engineering, and chemicals. The reorganization included selling off ten subsidiaries and downsizing. With renewed focus in electronics, Samsung invested in LCD technology, becoming the largest manufacturer of LCD panels in the world by 2005. Sony partnered with Samsung in 2006 to develop a stable supply of LCD panels for both companies, which had been an increasing problem for Sony which had not invested in large LCD panels. While the partnership was nearly a 50-50 split, Samsung owned one share more than Sony, giving them control over the manufacturing. At the end of 2011, Samsung bought Sony's stake in the partnership and took full control.
Samsung's focus in the future is centered on five core businesses including mobile, electronics and biopharmaceuticals. As part of it bio-pharma investment, Samsung formed a joint venture with Biogen, investing $255 million to provide technical development and biopharmaceutical manufacturing capacity in South Korea.
Samsung has budgeted nearly $2 billion in additional investment to pursue their bio-pharma growth strategy and leverage the advantages of their joint venture.
Samsung has also continued to expand in the mobile phone market, becoming the largest manufacturer of mobile phones in 2012. To remain a dominate manufacturer, Samsung has earmarked $3-4 billion to upgrade their Austin Texas semiconductor manufacturing facility.
The history of the transformation leader Samsung's global mobile phone market is quite instructive. Samsung became leaders on both fronts - if you believe the estimates of bank analysts and released last week, according to Strategy Analytics. The company has estimated that in the I quarter of Samsung shipped 93.5 million to market phones (25.4% of world supply), and the recent leader Nokia - only 82.7 million (22.5%). In the segment of Samsung smartphones it was the first as well: the market has received from her 44.5 million units (30.6% of all deliveries), and from its nearest competitor Apple - 35,1 mln (24.1%).

The company has developed many successful models of middle segment (similar to the iPhone, but cheaper); Samsung has previously caught one of the first demand for phones with two sim-cards and entrenched in this niche. And yet it is hard not to notice that the rise of Samsung as a manufacturer of mobile phones has coincided with two events: a) the emergence of iPhone - a fundamentally new smartphone with touch, intuitive controls and easy web navigation; b) stagnation Nokia, who did not want (or which failed) to copy the iPhone, but has been unable to offer an adequate alternative. Hoping to put Apple asymmetric shocks, Nokia rushed into the arms of Microsoft, but the fruit of their union is not dazzling.

The Android operating system after multiple revisions won the right to be considered one of the best in the world, and it will not be an exaggeration to say that the mass market is conquered by Samsung.

 Samsung`s experience proves that sometimes it is better not to strive for aoriginality and "ride the wave", even if it is not your company that.

The key to the company's success:

Twenty years ago, Samsung was a second-class brand, products which did not differ a special quality and gathered dust on the back shelves. Kun-Hee Lee knew what to do to move forward. However, the initiative did not work because people were sabotaged on the ground. The staff used to work as it was more convenient, without thinking that the world is changing.

The essence of the "New Management" is difficult to express in one sentence, but it is more important, said Kun-Hee Lee, addressing to his managers: "Change everything but the wife and children."[2] Only constant dynamics while retaining the ability to change everything that relates to the work: functions, positions, products, mode and rhythm of work, management styles - in today's world, you can count on success. And the whole system work with the staff in the company is impregnated with this approach.

The fundamental approach to the management of Samsung is that there are no good or bad management styles, there are only more or less appropriate to the particular situation. This means that a true leader must have in its arsenal all the styles of leadership and be aware how to adapt to the circumstances, changing its own approach. The result is main aim that is really important.             
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            Competition is a major tenet in market economy, and business is often associated with competition as most companies are in competition with at least one other firm over the same group of customers. In economics, competition is the rivalry among sellers trying to achieve such goals as increasing profits, market share, and sales volume by varying the elements of the marketing mix: price, product, distribution, and promotion.

Whatever your method of managing, with business, the first thing to be aware of is that your actions will be equally as important as your words, if not more so. It is not enough to simply state that you want to be more efficient or your customers should be more satisfied. You should set clear goals and define exactly how you intend to do this.  

A good leader has the ability to make other people want to follow their example. While delegation is important, you need to make sure that you are doing your job well and offering a positive contribution to the running of a company. This does not mean doing work that other people can do, but making sure you do your fair share to the best of your ability.  

There are various ways of achieving this. The first challenge is when you first take a supervisory or management role. Some companies deliberately transfer people when they reach a management role in order to avoid people not respecting the management because they knew them when they were making everyone coffee. Being open minded is a good way to approach making major decisions or managing work colleagues. While the logical approach is to go with the way that has worked before, this approach may not always be appropriate. At the very least, you should be prepared to listen to suggestions and feedback, even if you do not agree with it.  A good leader is someone who can always be reached and approached by his or her team of employees.

If you achieve good results with the goals you have set, and you are happy with the work that your colleagues have completed, then you should give them praise and acknowledgement. Be aware that words are not always enough. If you have reached a sales target and you genuinely think that your colleagues have been a part of that achievement, then the reward should reflect that.  Each individual employee will be motivated by different things, so be sure to rotate the rewards.  

Promotions and raises should be given out on merit. Giving people rewards does not always have to be in the form of a promotion or a raise. 

The Coca-Cola Company (Coca-Cola) is a leading manufacturer, distributor and marketer of Non-alcoholic beverage concentrates and syrups, in the world. Coca-Cola has a strong brand name and brand portfolio. The Company’s strong brand value facilitates customer recall and allows Coca-Cola to penetrate markets. However, the company is threatened by intense competition which could have an adverse impact on the company’s market share.

Competition
Pepsi, the flagship product of PepsiCo, The Coca-Cola Company's main rival in the soft drink industry, is usually second to Coke in sales, and outsells Coca-Cola in some markets. RC Cola, now owned by the Dr Pepper Snapple Group, the third largest soft drink manufacturer, is also widely available.

Around the world, many local brands compete with Coke. 

In South and Central America Kola Real, known as Big Cola in Mexico, is a growing competitor to Coca-Cola.

On the French island of Corsica, Corsica Cola, made by brewers of the local Pietra beer, is a growing competitor to Coca-Cola. In the French region of Brittany, Breizh Cola is available. 

In Peru, Inca Kola outsells Coca-Cola, which led The Coca-Cola Company to purchase the brand in 1999. In Sweden, Julmust outsells Coca-Cola during the Christmas season.

In Scotland, the locally produced Irn-Bru was more popular than Coca-Cola until 2005, when Coca-Cola and Diet Coke began to outpace its sales.

In the former East Germany, Vita Cola, invented during Communist rule, is gaining popularity.

In India, Coca-Cola ranked third behind the leader, Pepsi-Cola, and local drink Thums Up.
Benefits of Coca Cola or Methods of dealing with competition
Coca-Cola’s Competitive Advantage

The cola market has been characterized in recent years by greatly increased trade and consumer promotional campaigns by the market share leaders. Constantly changing advertising campaigns that are tightly coordinated with complex promotional calendars Coca-Cola Company stands in contrast to the smaller firms who have engaged in far fewer campaigns and less complex promotional calendars. Coca-Cola Company is positioned as heavily promoted brand. Indeed, although its list prices typically exceed the list prices of the smaller share brands, its promotional efforts ensure that its products are available at a promoted price at virtually any given time in a store (Ghosh & John).

Coca-Cola has a unique position in the drink business. It has created soft-drink flavors that promote consumption by having very little aftertaste while being extremely refreshing.

Today, almost 120 years later, The Coca-Cola Company is still going strong and is one of the most sought-after stocks on the New York Stock Exchange. Coca-Cola’s competitive advantage has proven its sustainability over the last 100 years.

This can be ascribed to:

The secret recipe for Coca-Cola, which arguably tastes better than other cola drinks.

Their ability to continue developing new products and re-inventing old ones – Coca-Cola currently offers over 400 brands in 200 markets worldwide.

The world’s most comprehensive distribution system has made Coca-Cola accessible to billions of people worldwide. Coca-Cola is often available in ample supply to people in areas where other consumer goods companies would never consider delivering their products. The African continent is an excellent example – it’s fairly common to see a small shop selling cold Coke in the middle of nowhere.

Coca-Cola’s production techniques are so well developed that it costs a fraction of the selling price to manufacture their product, resulting in high profit margins.

However, based on the current economic and social trends, the Coca-Cola competitive advantage might significantly erode in the future due to the changes in the non-alcoholic beverages business environment. These include changes in consumer preferences, including changes based on health and nutrition consideration and obesity concerns, shifting consumer developments and needs, changes in consumer lifestyles and increased consumer information, and aggressive growth of the competitor’s market share.
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HOW TO SURVIVE IN A COMPETITIVE MARKET?


        In today’s competitive business environment, competition is everywhere. There are thousands of new companies launching innovative brands into the commercial marketplace every month. These new ‘kids on the block’ often have a fresh look, a new way of thinking that erodes your share of the market and takes sales directly from you.

In economics, competition is the rivalry among sellers trying to achieve such goals as increasing profits, market share, and sales volume by varying the elements of the marketing mix: price, product, distribution, and promotion. [1]

There are two types of competition: perfect and imperfect. [2]

Monopolistic competition, a type of imperfect competition such that many producers sell products or services that are differentiated from one another (e.g. by branding or quality) and hence are not perfect substitutes. 

Perfect competition, a theoretical market structure that features no barriers to entry, an unlimited number of producers and consumers, and a perfectly elastic demand curve.

To be competitive a firm shouldn't just copy the ideas of rivals. They should seek to out compete rivals. There are two main ways of being competitive. [3]

1. By selling goods at lower prices than rivals. This is possible when a firm is the market leader and benefits from economies of scale.

2. By differentiating your product from those of rivals - which enables you to charge a higher price if desired.

There are four competitive strategies: cost leadership strategy, differentiation strategy, innovation strategy and operational effectiveness strategy. [4]

I think the most winning strategy is cost leadership. The goal of cost leadership strategy is to offer products or services at the lowest cost in the industry. The challenge of this strategy is to earn a suitable profit for the company, rather than operating at loss and draining profitability from all market players. Companies such as Walmart succeed with this strategy by featuring low prices on key items on which customers areprice-aware, while selling other merchandise at less aggressive discounts.
However, innovation strategy has its own benefits too. The goal of innovation strategy is to leapfrog other market players by the introduction of completely new or notably better products or services. Apple has been a notable example of using this strategy with its introduction of iPod personal music players, and iPad tablets. Many companies invest heavily in their research and development programs to achieve such statuses with their innovations. [5]

To sum up, I’d like to note that at the very beginning of entering the market, you have to already know if you’re competitive, what strategy you choose and plan the future for your company.
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Les entreprises touristiques, comme toutes autres entreprises, cherchent à assurer leur pérennité à travers plusieurs stratégies qui s'adaptent au contexte économique dans lequel elles opèrent afin d'assurer leur mission avec succès.En effet, bien que les entreprises de tourisme sont essentiellement des PME, jeunes et dynamiques, mais faibles sur le plan capitalistique et fragile économiquement, elles génèrent la première ressource de leur pays, offre des nouveaux postes d'emplois et constitue le premier poste excédentaire de la balance des paiements.La nature et les objectifs de la stratégie des entreprises de tourisme ne sont pas fondamentalement différent de ceux des entreprises du reste du sphère économique puisque l'objectif est toujours le même : assurer la pérennité. Toutefois, les entreprises de tourisme ont rarement recours à une seule stratégie et même stratégie [1]. Ainsi, les entreprises tentent d'utiliser différentes techniques pour attirer les clients.

Selon Jean-Baptiste, les entreprises de tourisme "utilisent une palette stratégique en fonction de leurs objectifs et des contraintes du marché. Une ligne directrice n'empêche pas les entreprises d'opérer des changements stratégiques radicaux. Elles font alors la preuve de leur capacité d'adaptation et de leur aptitude à prendre des risques calculés pour se développer".En effet, les stratégies touristiques ont pris plusieurs formes issues de la théorie et inspirées de la pratique dans le secteur de tourisme. Ainsi, plusieurs stratégies ont été avancées pour enrichir la théorie touristique qui sera un référentiel pour les entreprises du domaine qui veulent assurer la pérennité, voire même la performance. Vu la situation de concurrence acharnée, la majorité des entreprises de tourisme cherchent à appliquer des stratégies concurrentielles capables d'assurer leur pérennité sur le marché [2].

Après avoir rassemblé les données économiques locales et avoir dégagé des orientations à partir de leurs analyse, l’étape essentielle consiste à intégrer ces informations afin de comprendre leurs implications sur les stratégie concurrentielles des entreprises touristiques. Certaines méthodes d’analyse stratégique peuvent aider à rapprocher les données des informations et perceptions et à en faire une synthèse permettant de comprendre ce qu’elles signifient en termes de compétitivité des entreprises touristiques [3]. Mais pas toutes les méthodes sont efficaces, il faut donc diagnostiquer les méthodes pour identifier la méthode la plus optimale.

Cependant, les méthodes d’analyse stratégique examinées sont les plus fréquemment usitées. Elles ont donc été pratiquées et testées lors d’élaborations de stratégies concurrentielles réelles. Le guide de référence synthétique du Tableau 1 passe en revue ces méthodes d’analyse en fonction de l’importance des ressources et du besoin d’expertise analytique qu’elles exigent et de leur fréquence d’utilisation.

Les quatre méthodes d’analyse concurrentiel couramment utilisées par les professionnels d’industrie touristique sont les suivantes : l’analyse FFOM,  l’analyse des problèmes, l’avantage concurrentiel, la planification par scénarios [3].

Ces quatre méthodes d’analyse concurrentiel n’impliquent pas les mêmes besoins en termes de données, capacités et ressources. L’analyse FFOM (Forces, Faiblesses, Opportunités et Menaces) est généralement considérée comme la méthode d’analyse la plus accessible, et la plupart des entreprises qui démarrent une institutionnalisation de l’évaluation de l’économie locale et qui renforcent leurs capacités concurrentielle choisissent cette approche. Le Tableau 1 passe rapidement en revue les difficultés relatives de chacune de ces méthodes d’analyse concurrentiel en fonction des contraintes de ressources, du besoin d’expertise analytique et de la fréquence d’utilisation dans les stratégies touristiques [3].
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Tableau 1. Guide de référence synthétique des méthodes d’analyse concurrentiel [5].

Un certain nombre de méthodes d’analyse concurrentielpeuvent être utilisées pour évaluer les conséquences stratégiques des données recueillies dans le cadre d’une évaluation de la cycle de vie d’entreprise touristique. La solution consiste à ajuster les méthodes d’analyse concurrentiel pour s’aligner sur les capacités disponibles et sur les besoins spécifiques d’entreprises. En fait, il est possible d’utiliser plus d’une méthode d’analyse concurrentiel pour tenir compte des publics particuliers. L’analyse FFOM représente, par exemple, une méthode d’analyse concurrentiel particulièrement efficace pour établir un dialogue avec le clientèle tandis que les méthodes d’analyse basées sur les avantages concurrentiels seront mieux comprises par les milieux d’affaires. Lors de l’utilisation de méthodes d’analyse concurrentiel plus complexes, telles que la planification par scénarios ou la prospective régionale, il faut s’assurer que le public comprend bien le processus ainsi que les impacts des résultats.[4]Et donc, nous pouvons dire avec confiance que ces méthodes de traiter avec la concurrence sont vraiment efficaces et les analogues pour ces entreprises qui utilisent des méthodes similaires ne sont passur le marché.
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Summary. The article considers the development of social media and their importance in the global economy. As the title implies the article describes how to achieve leading positions in the world market as an example of social network Facebook.. Much attention is given to the ways of saving and retaining market position.
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Introduction

     In the modern world hard to underestimate the importance of social media. Communication on the Internet has always existed, but right now it is shifted to an entirely new, global level. The main task of social media is to make the world more open and sociable, to share accumulated knowledge and culture. Give people the opportunity to communicate with anyone, no matter where they are.

     There are many different opinions about the advantages and disadvantages of using social networks. Society has always argued whether there are more risks or useful opportunities. A big advantage of social networks is, that you can stay in touch with your friends and family from all around the world, but we should  realize that every personal information that we publish will be saved on the internet forever. If you are on social networks, everyone can find you there. So, it’s a big risk of being stalked by someone dangerous. We have to be very careful and use social networks wisely.

      Individuals form beliefs on various economic, political and social variables (“state”) based on information they receive from others, including friends, neighbors and coworkers as well as local leaders, news sources and political actors. A key trade off faced by any society is whether this process of information exchange will lead to the formation of more accurate beliefs or to certain systematic biases and spread of misinformation.[1]

      Examples of the effects of social networks on economic activity are abundant and pervasive, including roles in transmitting information about jobs, new products, technologies, and political opinions [2].

 How social networks have evolved

      Modern social media have passed a difficult path of formation: from electronic bulletin boards and IRC chat. Continue their development and expansion of mutual penetration. This industry will continue its development on and on. The most famous and popular social networks right now are Facebook, Twitter, Instagram, Google+ and many others. 

       In economics, competition is the rivalry among sellers trying to achieve such goals as increasing profits, market share, and sales volume by varying the elements of the marketing mix: price, product, distribution, and promotion. Merriam-Webster defines competition in business as "the effort of two or more parties acting independently to secure the business of a third party by offering the most favorable terms." [3]  

       Let see how to achieve leading position as an example of social network Facebook. The website was launched on February 4, 2004 by Mark Zuckerberg for Harvard students, but since 2006, anyone in general aged 13 and older has been allowed to become a registered user of the website. Facebook was not created to be a company. Facebook was created in order to carry out a social mission: to make the world more open and connected. The secret of the success of  large IT-companies Facebook lies in its integrity and availability for each citizen of our planet. One interesting fact:  most youths are spending at least an hour in popular social media sites. Generally, 1 out of 7 minutes which are spent online by most of those who can access internet is spent on Facebook according to Shea Bennett.

       Video sharing sites (e.g., YouTube, Vine), social networks (e.g., Facebook, LinkedIn), dating communities (e.g., eHarmony, Match.com) represent diverse and rapidly growing categories, which often command very high valuations for relatively young firms.[4].Industry companies operate in a rapidly innovating, emerging field that is subject to significant investment and technological change. Key elements of competition include the size of a network's user base, innovative product features and integration with other websites. Major players also face competition from newly funded startups and new products from existing internet leaders (e.g. Google and Microsoft)

       In the struggle for increasing the number of visitors, many methods are used, as legitimate, and not quite. In most cases, to invent some new "trick", which has no competitors. This may be a new game application, new features within the network to its users, sign-up bonuses, competitions with good prize funds and another things like that.

       User generated content has a key role in determining the firms’ market positions. This effect can be so strong - as in the case of social networking sites - that sites with similar designs can acquire differentiated market positions. We later call this phenomenon ‘spontaneous product differentiation’. In another domain of social media, on-line dating, consumers have highly heterogeneous preferences for either long-term or short-term relationships. As such, a website’s appeal strongly depends which type of users it attracts in the first place. Also, user-generated content can either enhance or override the sites’ positioning decisions, leading to interesting situations where sites acquire ‘unintended’ market positions[5].

Conclusion

         To draw the conclusion, one can say that social media in today's world play an important role. Competition in the global market each year will become more and more, will be created promising new projects, therefore, companies have to compete seriously for leading positions.
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Annotation:  As the title implies the article describes strategies of achieving leadership on the markets. The article contains the definitions of such basic categories as “market”, “competition”, “leadership”. Special attention is given to McDonald's marketing policy. Company’s advantages are shown in comparison to its main rivals’ gains. The article is intended for the broad range of readers. 

Actuality. Today lots of companies face the problem of entering new markets. Start-up firms have to choose the most optimum strategies giving the opportunities to conquer a big market share. Experience of such companies like McDonald's seem to be really useful for commercial enterprises aimed at turning the business into success. . Thus a perfect way of achieving leadership under competitive conditions proposed by McDonald's should be considered thoroughly.  
The article is aimed at studying the methods of achieving stable results on   competitive markets. When researching the problem it is necessary to analyze the   categories of “market”, “competition” and “leadership”.

In a general sense, market is defined as an actual or nominal place where forces of demand and supply operate, and where buyers and sellers interact (directly or through intermediaries) to trade in goods, services, or contracts or instruments, for money or barter. [1] 

Scientific studies propose different approaches for dealing with the category of market. In classic theory “market” was defined by A. Smith as the allocation of labor. [3] 

According to Joseph Schumpeter, the Austrian economist and researcher, market is the act of exchange in a market economy during any of its periods.  The most complete definition seems to be the one given by McConnell and Brue, who believed that the market is an institution or mechanism which brings together buyers (presenters of demand) and sellers (suppliers) of a particular product or service. [ 2 ] 
The concept of competition has been studied during for centuries. The first approaches to  theoretical generalization of the concept  "competition" were made by the classic theory scientists in the middle of the XVIII century A. Smith, the main representative of the classic theory, compared competition with the "invisible hand of the market" and claimed that it lead to the best allocation of the labor force and capital. Joseph Schumpeter claimed that competition is a rivalry between old and new. Friedrich A. von Hayek notes that competition is the process by which people receive and transmit knowledge. [ 3 ]

In the twentieth century, the theory of competition was efficiently developing. McConnell and Brue believe that competition is the situation on the market with a large number of independent buyers and sellers and the opportunity for buyers and sellers to enter the market and leave it without problems. 
In view of that it should be mentioned that this is true only for a market with the perfect competition, but such conditions don’t seem to be characteristic for all other types of markets.

 As far as leadership is concerned, we need to note that market leadership is the position of a company with the largest market share or highest profitability margin in a given market for goods and services. Market share can be measured by either the volume of goods sold or the value of those goods. 

There are a lot of strategies of achieving leadership on the market. We will give the main ones. 

Operational excellence as a competitive strategy

An operational excellence strategy aims to accomplish cost leadership. Here the main focus is centered on automating manufacturing processes and work procedures in order to streamline operations and reduce cost. The strategy lends itself to high-volume, transaction-oriented and standardized production that has little need for much differentiation.

Customer intimacy as a competitive strategy

The customer intimacy strategy focuses on offering a unique range of customer services that allows for the personalization of service and the customization of products to meet differing customer needs. Often companies who pursue this strategy bundle services and products into a “solution” designed specifically for the individual customer.

Product leadership as a competitive strategy

Product leadership as a competitive strategy aims to build a culture that continuously brings superior products to market. Here product leaders achieve premium market prices thanks to the experience they create for their customers.

Steve Jobs, the co-founder of Apple, suggested the following strategies for anyone who wishes to become a market leader:

Own and control the relevant technology in whatever market you are in, either through the use of patent or other proprietary protections.

Adopt and implement better technologies immediately, whenever they become available, regardless of whether or not any other organizations are currently using them.

Be the first to use a technology or create a category for a product. Then, make it an industry standard.

To understand it better let us consider McDonald's methods of conquering the market

So, McDonald's is an American corporation, which was founded on the market in 1940 by brothers Dick and Mac McDonald. McDonald's started selling different kinds of food.  The first restaurant was opened in San Bernardino, California. In 1948, the world's first concept of "fast food" appeared on the market.  In 1954, Ray Kroc bought McDonald brothers to act as exclusive agent for franchising and in 1961 all company rights were fully bought by Kroc.

Since its inception, McDonalds has been actively engaged in innovating and building strong customer relations. From a chain of few restaurants to franchisees and drive  restaurants, McDonalds has lived up to its promise of maintaining convenience for its customers. Highlighting the key success areas, McDonalds label is the 'experience' as the major determinant (Long, 2006). The major factors for McDonald's success are quality, service, cleanliness and values.

McDonald's continues to be recognized as a premier franchising company around the world. More than 80% of McDonald’s restaurants worldwide are owned and operated by our Franchisees.

The main reason why McDonald's started using franchising was that its biggest competitors Burger King and Wendy’s were growing too fast on the fast-food market. 

The main reasons were in great differences between marketing strategies of these companies. The first fast-food network which used an effective strategy against McDonald's, was that of Burger King. 

A confidential internal document of McDonald's recognized that, according to consumers’ opinion "Burger King’s product quality is much higher than that of McDonald's». McDonald’s strengths were in hamburgers, their uniformity, stability and low costs. McDonald’s used a conveyer system, which helped the company to make their hamburgers quickly and cheaply. Burger King’s developed the opposite strategy: it gave customers an opportunity to order unique and individual  burger (when in McDonald’s you need to wait long  to get a special order). The slogan of Burger King’s was: “Make in your own way. No cucumbers, no spices!” 

Sales reacted to it. "Make in your own way" was a good dividing line between two networks in services. Pay attention to the fact that McDonald's lost a part of its market’s share. It could not afford to interfere in its established system to promise customers the same as Burger King did.

Burger King also made a creative advertisement. The most effective commercial was the one which said that Burger King hamburgers tasted better: they were prepared in the open fire, while burgers in McDonald's were made in stoves. The theme of "in the fire or in the stove," attracted  public attention and McDonald's lawyers sued in the court. It was the best thing that had ever happened to Burger King. The angry reaction of  McDonald's made the advertising campaign the biggest topic for discussion in all major television networks on local television stations and in newspapers all over the country.

The next strong rival of McDonald's is Wendy's. It is a fast-food network which was founded by a former vice-president of Kentucky Fried Chicken in 1969.

Wendy's was focused on "adult" sector of fast-food market. The main feature of the company was  the big portions, which were intended for adults. Wendy's has become a favorite place of teenagers. No free caps, no balloons. "Make in your own way" in Wendy's meant "no cucumber, no spices and no children." (The smallest hamburger at Wendy's weighs a quarter of a pound and it is square, so the meat is sticking out of a round bun.) Soon Wendy's profit was almost twice higher than the profit of other fast food restaurants.

Then McDonald’s started selling franchises, what helped the company to increase its market share. 

Whilst the franchisees have to agree to operate their restaurants in the McDonald’s way, there still remains some scope for innovation. Fresh ideas for new items on the menu come from the franchisees responding to customer demand. Developing new menu items is crucial to any business, even the one which has successfully relied on a limited menu for many years. Consumer tastes change over time and the company needs to respond to these changes. Innovation injects dynamism and allows the firm to exploit markets previously overlooked or ignored. The introduction of the Egg McMuffin, for example, enabled McDonald’s to cater initially for the breakfast trade. Filet-o-Fish, Drive-thrus and Playlands were all menu items or concepts developed by franchisees. 

While keeping its overarching branding consistent, McDonald's practices 'glocal' marketing efforts. No, that's not a typo. McDonald's brings a local flavor, literally, to different countries with region-specific menu items. In 2003, McDonald's introduced the McArabia, a flatbread sandwich, to its restaurants in the Middle East.

McDonald's has also introduced macaroons to its French menu and added McSpaghetti to its menu in the Philippines. This "glocal" approach has helped put McDonald's at №9 on  Best Global Brands 2014.   

Conclusion: There is no the only opinion about such categories as “market”, “competition”, “leadership” in economic theory. But doing business nowadays requires creation of a suitable marketing strategy. A good example of such approach is shown on the example of McDonald's company. It has been holding  strong positions on the fast-food market for a long time. this can be explained by using marketing methods like franchising, “glocal” policy, etc. 
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      Today, countries generally tend to be competitive in the market. In economics, competition is defined as the rivalry among sellers trying to achieve such goals as increasing profits, market share, and sales volume by varying the elements of the marketing mix: price, product, distribution, and promotion [1].       

         Once competitors have been identified, it's important to try to identify their objectives, strengths and weaknesses and their reaction patterns. This makes it easier to anticipate competitor moves and come up with successful strategies to deal with them. Depending on the particular situation, different strategies should be developed. Some of these include:

1) Intensive advertising and promotion that makes sense if a product or 

advertising message is superior.

2) Price discounts: To successfully offer a comparable product at a lower 

price, buyers should be convinced that a product is similar to that of the competitor and that the competitor won't lower prices in response. Buyers must also be price sensitive for price discounts to have an effect.

3) Cheaper products: Offering average or low-quality products at a much 

lower price can work, but his strategy is vulnerable to competitors with even lower prices.

4) Prestige products: Launching a higher quality product at a higher price 

than the market leader can work well if customers can be made aware of the quality difference.

5) Product variety: Giving buyers more choice can help build market share. 

Baskin-Robins is an example, it opened stores that served 31 flavors of ice-cream while most offered just a few.

Finally, product innovation help differentiate offerings from those of the competition as well as cost reductions that reduce manufacturing, labor or purchasing costs that in its turn can create a lot of options when it comes to dealing with competition. Savings can be used to fund advertising, promotions and other activities.

Distribution changes, using different or improved distribution channels, can give an edge. Victoria Secret became a major women's wear company by perfecting catalog sales instead of battling other firms in traditional stores [2].

          In conclusion, we can say that if adhere to these methods, success can be reached in case a good manager should be always alert and watch for both weaknesses and goals.
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                                                                                                                                                               Businesses are constantly seeking competitive advantages in the marketplace. There are many different ways in which this can be done, but many will focus on a few tried and true methods of gaining a leg up on the competition. These methods can generally be classified into about four different primary categories.

         Cost leadership is the first competitive advantage businesses often attempt to gain. Cost leadership as an advantage occurs when a business is able to offer the same quality product as its competitors, but at a lower price. Cost leadership can occur when a company finds ways to produce goods at a lower cost through the perfection of production methods or by the utilization of resources in a more efficient manner than competitors.

Differentiation is a second strategy that businesses often use to set themselves apart from competitors. In a differentiation strategy, low cost is only one of many possible factors that may set aside a business from others. Businesses that differentiate themselves typically look for one or more marketable attributes that they have that can set them apart from their competitors.

Another way for a business to gain a competitive advantage is to utilize a defensive strategy. The advantage gained by this type of strategy is that it allows the business to further distance itself from its competition by, in some sense, maintaining a competitive advantage it has gained.

Alliances сompetitive advantages can also be gained by businesses that seek strategic alliances with other businesses in related industries or within the same industry. Businesses have to be careful not to cross the line between alliances and collusion, though [1].

However, competition may also lead to wasted (duplicated) effort and to increased costs (and prices) in some circumstances. For example, the intense competition for the small number of top jobs in music and movie acting leads many aspiring musicians and actors to make substantial investments in training which are not recouped, because only a fraction become successful. Critics have also argued that competition can be destabilizing, particularly competition between certain financial institutions [2].

Finally, in a competitive market, competitors use different methods of struggle. Competition is the driving force of business and facilities management, society as a whole. As proven by many economists, competition is the driving force of social development, which is the main instrument of economic resources and improve the quality of goods and living standards.
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MAC Cosmetics leads ahead of Chanel and Dior in our social scorecard index, which ranks various social engagement factors to assess a brand’s effectiveness online. However, whilst there is little to separate the strategies of the leading brands, there is a notable difference between the third and fourth most effective brands, highlighting a significant disparity in the strategies of colour cosmetics brands.


The Colour Cosmetics Social Engagement Report, created by international digital marketing agency Stickyeyes, analyses the social media strategies of 20 of the UK’s most recognisable cosmetic brands including MAC, Clinique, L’Oreal, Chanel, Benefit, Estee Lauder, Clarins, Dior, Maybelline and Lancome. Uniquely, the report doesn’t just rank the brands that produce the greatest volume of content or have  the largest following but looks at how brands engage with their customers, where they engage with them and how brands are benefiting from this engagement.


MAC Cosmetics’ prominence is due to a highly targeted content strategy that is fulfilling the needs of consumers, earning shares and interactions on the key social media platforms including Facebook, Twitter and YouTube. 


History. MAC Cosmetics, Makeup Art Cosmetics, was founded in Toronto, Ontario, Canada by Frank Toskan and Frank Angelo in 1984 with the assistance of chemist Vic Casale.[1] The first U.S MAC store opened in 1991, in New York.            The company's products were initially specifically designed for professional make-up artists but are now sold to consumers worldwide. Long before their company history, MAC cosmetics founders directed their product line towards professionals in the beauty and fashion industry who had to rely on heavy cosmetics, cake makeup, and stage makeup to create the visual effects needed to withstand bright lighting during photo shoots. Nordstrom was the first department store in the United States to sell the product exclusively and was significant in helping the company establish a resounding financial success in the US. After a four-year contract was up, MAC began expanding to other retail stores and vigorously began opening industry stores.


Estée Lauder Companies acquired a controlling interest in MAC in 1996, then completed their acquisition of the company in 1998. Original founder Frank Angelo died in 1997 due to complications during surgery. 

Products . MAC provides a wide variety of products for the everyday consumer such as eyeshadows, lipsticks, lip-gloss, all types of foundations, concealer, nail polish, stage makeup, and mascara. Among all of these make-up products, MAC also sells fragrances, make-up brushes, and skin care products.    


Competitive Advantage. According to MKTG performing a SWOT analysis- that is, the firm should identify its internal strengths and weakness and also examine external opportunities and threats. To identify their competitive advantage. A competitive advantage is a set of unique features of a company and its products that are perceived by the target market as significant and superior to those of the competition It is the factor or factors that cause customers to patronize a firm and not the competition. There are three types of competitive advantage: cost, product/service differentiation, and niche. In the case of M.A.C cosmetics, their competitive advantage would be Product and service differentiation. There are thousands of you tube videos, and reviews of M.A.C products on the internet in 2013. But what makes this brand so popularized and talked about in make Makeup artist communities? 


I can name many reasons as to why M.A.C has a competitive advantage like how not only are the products high but their makeup has so much quality. Also how they target every type of customer, any race age or color they make it more personal. You can go into any M.A.C store, and you are assisted based off of your personal needs and wants. With many other high end competitors it can become a guessing game, where you have to buy a product and then try it at home and decide whether you like it or not, as with M.A.C you know what you're buying then and there. You would think that's the best part, but its not!

M.A.C's competitive advantage would be their limited edition collections and collaborations . Almost monthly M.A.C comes out with a limited edition line that makes all makeup fans crazy. They're known for their iconic collaborations.  Their collaborations range from  Disney with "vemous villians , to DC comics with " MAC wonder woman" We can't forget Sanrios "Barbie loves MAC " colaboration. But the latest  "Rih RIh WOO" collaboration with singer Rihana  that launched in summer 2013, has made the latest and hugest impact. The launch sold out in the first three hours ! These collaborations are what makes M.A.C different. They continue to proov that there can always be more color in the world and more innovative products.They always eave customers wanting more . 


Social responsibilities . MAC has five social initiative programs currently in place:
· MAC Cruelty-Free Beauty: MAC formerly guaranteed that no animal testing was performed by them or their suppliers, however MAC no longer guarantees its products are cruelty free. Current policy is that "Our products are not tested on animals except when absolutely mandated by law".
· Back 2 MAC Recycling: offers free lipgloss, eyeshadow, or lipstick at any MAC location (lipsticks only at MAC counters in department stores) with the return of six empty MAC containers. The only items that can be obtained free through Back 2 MAC are original Lipglass (excluding: Lustreglass, Plushglass, Cremesheen Glass,       Pro Longwear Lipglass and Dazzleglass), single (non-refill, small-size) eyeshadows (excluding Pro Longwear, Mineralize, and Pressed Pigments), and lipstick in the original black and silver bullet packaging. Viva Glam, Mineralize, Sheen Supreme, and  Pro Longwear lipsticks, as well as lipsticks in special decoration packaging,  are excluded.

· MAC Kids Helping Kids: ran from 1994 to 2013 where kids affected or infected by HIV/AIDS created images that were reproduced as greeting cards for retail. 100% of the selling price went directly to participating organizations.

· The MAC AIDS Fund:[9] supports community organizations providing direct services to men, women and children affected or infected by HIV/AIDS. To date           the foundation has raised over $295,000,000 usd since its inception in 1994.

· MAC Viva Glam: 100% of the purchase price of any Viva Glam product (lipsticks, lipglasses and holiday sets) goes to the MAC Aids Fund. Multiple Celebrities have endorsed the MAC Viva Glam products, such as: RuPaul, Lady Gaga, Lil Kim, Cyndi Lauper, Elton John, Nicki Minaj, Miley Cyrus, Christina Aguilera, Rihanna, Boy George, Ricky Martin, Dita Von Teese, Shirley Manson, Mary J. Blige and more.
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Competitiveness is the ability of a firm or a nation to offer products and services that meet the quality standards of the local and world markets at prices that are competitive and provide adequate returns on the resources employed or consumed in producing them.

There are four methods of competitive advantages: cost leadership, differentiation, defensive strategy and alliances
Cost leadership is the first competitive advantage businesses often attempt to gain. Cost leadership as an advantage occurs when a business is able to offer the same quality product as its competitors, but at a lower price.

Differentiation is a second strategy that businesses often use to set themselves apart from competitors.  Business that differentiate themselves typically look for one or more marketable attributes that they have that can set them apart from their competitors.

Another way for a business to gain a competitive advantage is to utilize a defensive strategy. The advantage gained by this type of strategy is that it allows the business to further distance itself from its competition by, in some sense, maintaining a competitive advantage it has gained.

Competitive advantages can also be gained by businesses that seek strategic alliances with other businesses in related industries or within the same industry. Businesses have to be careful not to cross the line between alliances and collusion, though. 
Today we talking about ways of achieving leadership on highly competitive markets. We want to explain to you how this makes the Mercedes-Benz

Mercedes-Benz is a German automobile manufacturer, a multinational division of the German manufacturer Daimler AG. The brand is known for luxury automobiles, buses, coaches, and trucks. 

Mercedes has 2 main competitors - BMW and Audi. Three German companies are constantly competing in the market of cars.  The consequences of this rivalry were "advertising wars". But Mercedes has refused to participate in them, ignoring BMW attacks. So while BMW and Audi have tried to outdo each other, Mercedes continued to produce a high-quality cars. Jaguar was the next who dared to challenge Mercedes. Mercedes immediately respond to a competitor.

As a result, Mercedes has outstripped its main competitors in 2014,and continues to do so in 2015. Jaguar was not even close to the German trio.

The main advantages of Mercedes are: design, innovation and new technology, safety, quality, luxury, confidence and service and their marketing policy.

Product is the strongest P in the marketing mix of Mercedes Benz. , the company currently produces a wide range of advanced luxury trucks, coaches, cars and buses in its manufacturing facilities based throughout the world.

Although Mercedes Benz marketing strategy used to focus on the luxury, safety and precision engineering of its cars, competition has propelled it to adjust its product to suit the changing consumer attitudes. Now, their marketing strategy focuses more on presenting a more energetic, fun loving and approachable side of Mercedes Benz.

In order to increase communication with its target market, Mercedes Benz has maintained accessibility to consumers through the following

· Online advertising

· Social media

· Establishing excellent customer service at its point of sales

· Offer warranty under excellent conditions

· Television advertising

· Print media
The company distributes its product through a broad network of dealers throughout the world. Mercedes Benz understands that consumers are not just interested in a buying a car that moves them from point X to point Y.  The company has a broad price structure around the world, ranging from $30,000 to up to $100,000, depending on the model.
The marketing mix of Mercedes Benz shows what a fantastic company Mercedes is. This high profile success is not an accident but hard work, patience and excellent application of effective marketing strategy all rolled into one.
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"Gloria Jeans" is a Russian company specializing in the manufacturing and trading of clothing, footwear and accessories for children aged 0-14 and young people (up to 35 years) under the brands «Gloria Jeans» and «Gee Jay».                     The company was founded by Vladimir Melnikov in 1988. As of early 2013, the company operates more than 600 stores located in the cities of Russia and Ukraine.

"Gloria Jeans" is the only one brand of clothing from fifty Russian brands, whose sales are more than 5 billion rubles a year (according to Forbes). In 2001, "Gee Jay" was the "Brand of the Year" in the category "Clothing." The head office of the company is situated in the city of Rostov-on-Don (Rostov region).

Before the crisis.     The company "Gloria Jeans" was actively developing and growing in the 2000s. By 2008, turnover has reached $240 million, the company has increased its production capacity. Therefore, Vladimir Melnikov did not want  to abandon the planned growth. Furthermore, this model of development was based on the company's wholesale sales and franchising, fall of which during the crisis    can not be avoided.
Like for many retailers, the key problem of "Gloria" was the decline in effective demand in the period of crisis in 2008-2009. Fall of the Russian clothing market in 2009 was, according to APRIM, 40%. Despite the weakening of the ruble, competition from lower-quality goods from China and Turkey put pressure on prices, as a result, the consumer could not afford to pay as much as before the crisis.

To continue to grow at the background of falling demand, the director decided to reduce prices of products by 30%. At the same time, to maintain the margins  the company has made an emphasis on improving efficiency and reducing costs:
Closing of offices: 21 regional offices were closed, having left only seven key offices. But the number of sales representatives increased from 120 to 250 they found new customers and told them about the benefits of products. Closing of offices gave about eight million dollars in savings.

Optimization of personnel costs: many employees from support staff            were transferred to manufacture, a system of individual motivation was developed and implemented. Consultants have helped to fix a system of personnel management in the store. As a result, savings on salaries has reached 40% (100 million rubles).

   However, the optimization is not a final step. Management has decided          to use the crisis to capture the market and invest in the development of its own network and localization of production.

The development of the retail network: in 2009, the company has taken               a strategic decision to abandon the wholesale and franchising to concentrate on development of its own retail network, which will monitor the development of          the brand and pricing. By the way, during the crisis very attractive (in terms of location) premises became free, the rental price has fallen by an average of 20%

Localization of production: the part of the production from China and Bangladesh was transferred to Russia. Due to the weakening of the ruble the average salary in dollars fell from 500 to 250 dollars, making it possible to reduce the price of products by 30%.

           The result. "Gloria Jeans" has overcome the crisis not only with the triumph, but also has increase market share in almost 2 times and has laid the foundation for further growth. In 2009, "Gloria Jeans" revenues has increased by 21% to 6.3 billion rubles. Moreover, EBITDA has doubled to 1.4 billion rubles. A year later, the company received 9 billion rubles and 2.3 bln rubles respectively.

The further development. "Gloria Jeans" has summed up the work in 2013. As a result, sales have grown to 27.65 billion rubles (18.6%), number of its own stores has increased to 628 (15%). All in all, "Gloria Jeans" has taken the first place - both on the dynamics of revenues and on the number of stores.

 On the threshold of a new crisis, "Gloria Jeans" also does not intend to stop. Therefore, it has launched a new development strategy. For the next five years, the company's plan is to open a flagship store with area of over 1500 m2 in all Russian cities with a population of over a million people, bringing the average selling space of 800 square meters.
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In 175 countries in which Johnson & Johnson’s products are sold, it is known as a major producer of medicines and products for body care. Brands such as Johnson's Baby,  Carefree, Clean & Clear, are firmly established in the life of           the inhabitants of different continents.

What happened? In 1982, when the company was preparing for                        the celebration of the 100th anniversary, scandal threatened to destroy all of its previous achievements. On the 30th of September  in all major mass media came the news of the death of seven sitizens of Chicago, who took one of the most popular painkillers Tylenol. Investigation revealed that the cause of death was the strongest poison - cyanide.

Sensational message instantly reduced J & J ‘s market share painkillers from 37% to almost zero. Using an unexpected opportunity, competitor’s behavior on       the market became more intense, and experts predicted disappointing with a fatal outcome to the popular brand. 

But the leadership of J & J decided to do something, what was expected least of all. As a result, the company has achieved impossible aim: it successfully emerged from the crisis with the least losses of reputation and four months later restored their status on the market of painkillers.

After the occurrence of tragic messages in mainstream media, it became clear that the well-known manufacturer is facing the biggest crisis in its history. Tylenol,in which cyanide was discovered, is a major brand name in the United States in   the category of medicinal and cosmetic products and the leading brand of Johnson & Johnson.  This preparation, which occupied about 37% of the market of analgesics of USA, brought its manufacturer annually about $ 1 billion, or 15% of all profits. The main promo messages, by which J & J has attracted new patients, were the confidence to the preparation in the professional medical environment and its incredible effectivness.

Investigation, conducted by the US investigating authorities, showed that the cyanid was contained in the Tylenol capsules, which were issued in different series and on different plants. Despite the fact that this batch of preparations delivered throughout the country, a poison was found only in Chicago. 

What did Johnson & Johnson do?

The challenge facing the leadership of the manufacturer, was to create             an action plan that allows to maintain the high reputation of J & J, and to minimize losses in the market. 

All advertising Tylenol was discontinued.

The next immediate step was to stop selling deadly preparations across            the country, which cost $ 100 million. In the laboratories of J & J in a short time samples of Tylenol, brought from different regions, were analyzed. 

Making sure that the cause of the poisoning is not in the manufacturing process, the company's management began to work closely with the police and government, strongly contributing to the disclosure of the case. In addition, it was announced the award of $ 100 thousand to someone, who will report important information about the poisoners. This appeal attracted the attention of interested groups and has become the main argument. which led to believe in the innocence of analgesic manufacturer.

The tactics of the company  - to diverte public attention from the poisoning and to concentrate attention on effective actions of J & J.

As a result of communication campaign soon J & J has achieved its aim: consumers realized that the tragic incident was the result of outside interference.

The second task was more ambitious - to change consumer’s behavior. J & J tried to restore their position on the market of medicines. Achieving this goal was not an easy task - the majority of patients began to avoid using drugs in capsules, and many of yesterday's J & J customers have switched to aspirin produced  by concern Bayer. 

Therefore the management of Johnson & Johnson was not sure that                   the majority of consumers, nevertheless will return to  Tylenol. But managers decided to go for broke. And to achieve the main goal - to return trust to                   the famous preparation – company has implemented a number of large expensive stocks and discounts.

On the 12th of October  it was reported that everyone can exchange Tylenol capsules on its analogue in the tablets for free. In commercials director of Johnson & Johnson's Medical Officer Dr. Thomas H. Gates expressed regret over the incident and appealed to the unshakable reputation of Tylenol, which it had for 25 years of its existence. The investigation showed that as a result of the television advertising a lot of customers have expressed their intention to return to Tylenol.

At the same time, more and more often people could see the senior management J & J on the TV. Company’s President James Burke in a short period has taken part in several major shows, among them - Phil Donahue program and "Good Morning America".

In the last quarter of 1982 advertising, spending on analgesics of other producers, increased a lot. It created a threatening situation: the American company could lose a promising market.

In order to clarify its position and to provide detailed information about what  has happened, leadership of  J & J has organized a press conference with                      the participation of leading national media. 

A good marketing ploy was the restart of the product in new superprotected triple package. Such innovation excluded entering of undesirable substances to           the capsule, it was demonstrated. 

After communication with the press 95% of customers of the Tylenol expressed their intention to return to the capsules if they will be sold in a well-protected box. 

Johnson & Johnson launched the largest-ever campaign of coupon’s discount. On the 28th of November 60 million coupons were presented in national newspapers, they could be exchanged on Tylenol. 

As a result of the company’s actions in February 1983 -four months after reports of poisonings - Johnson & Johnson was able to resume trust to Tylenol. The share of the updated product on the market painkillers has reached 35%. One of the most important achievements was the fact that competing brands couldn’t taken J & J's position in the market.

Our days. All subsequent years, J & J expanded, adding to the list of products more and more product lines. Also company helps the volunteers and  sponsors many projects to help children with disabilities. Today, Johnson & Johnson Family of Companies is a global network of 250 companies in 57 countries, with a turnover exceeding $ 53 billion. According to the Association «Working Mothers» J & J came in the top 100 best companies in the world. And, there’s no doubt that it is not   the limit.
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Introduction

     In the modern world hard to underestimate the importance of social media. Communication on the Internet has always existed, but right now it is shifted to an entirely new, global level. The main task of social media is to make the world more open and sociable, to share accumulated knowledge and culture. Give people the opportunity to communicate with anyone, no matter where they are.

     There are many different opinions about the advantages and disadvantages of using social networks. Society has always argued whether there are more risks or useful opportunities. A big advantage of social networks is, that you can stay in touch with your friends and family from all around the world, but we should  realize that every personal information that we publish will be saved on the internet forever. If you are on social networks, everyone can find you there. So, it’s a big risk of being stalked by someone dangerous. We have to be very careful and use social networks wisely.

Individuals form beliefs on various economic, political and social variables (“state”) based on information they receive from others, including friends, neighbors and coworkers as well as local leaders, news sources and political actors. A key trade off faced by any society is whether this process of information exchange will lead to the formation of more accurate beliefs or to certain systematic biases and spread of misinformation [1].
Examples of the effects of social networks on economic activity are abundant and pervasive, including roles in transmitting information about jobs, new products, technologies, and political opinions [2].

 How social networks have evolved

Modern social media have passed a difficult path of formation: from electronic bulletin boards and IRC chat. Continue their development and expansion of mutual penetration. This industry will continue its development on and on. The most famous and popular social networks right now are Facebook, Twitter, Instagram, Google+ and many others. 

        Let see how to achieve leading position as an example of social network Facebook. The website was launched on February 4, 2004 by Mark Zuckerberg for Harvard students, but since 2006, anyone in general aged 13 and older has been allowed to become a registered user of the website. Facebook was not created to be a company. Facebook was created in order to carry out a social mission: to make the world more open and connected. The secret of the success of  large IT-companies Facebook lies in its integrity and availability for each citizen of our planet. One interesting fact:  most youths are spending at least an hour in popular social media sites. Generally, 1 out of 7 minutes which are spent online by most of those who can access internet is spent on Facebook according to Shea Bennett.

       Video sharing sites (e.g., YouTube, Vine), social networks (e.g., Facebook, LinkedIn), dating communities (e.g., eHarmony, Match.com) represent diverse and rapidly growing categories, which often command very high valuations for relatively young firms.[3].Industry companies operate in a rapidly innovating, emerging field that is subject to significant investment and technological change. Key elements of competition include the size of a network's user base, innovative product features and integration with other websites. Major players also face competition from newly funded startups and new products from existing internet leaders (e.g. Google and Microsoft)

       In the struggle for increasing the number of visitors, many methods are used, as legitimate, and not quite. In most cases, to invent some new "trick", which has no competitors. This may be a new game application, new features within the network to its users, sign-up bonuses, competitions with good prize funds and another things like that.

       User generated content has a key role in determining the firms’ market positions. This effect can be so strong - as in the case of social networking sites - that sites with similar designs can acquire differentiated market positions. We later call this phenomenon ‘spontaneous product differentiation’.In another domain of social media, on-line dating, consumers have highly heterogeneous preferences for either long-term or short-term relationships. As such, a website’s appeal strongly

depends which type of users it attracts in the first place. Also, user-generated content can either enhance or override the sites’ positioning decisions, leading to interesting situations where sites acquire ‘unintended’ market positions [4].

Conclusion

To draw the conclusion, one can say that social media in today's world play an important role. Competition in the global market each year will become more and more, will be created promising new projects, therefore, companies have to compete seriously for leading positions.
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We all know, that we are unable to control the time. Time is something that we always need and something that is never enough.

I would like to tell you about the time management. Time management is the act or process of planning and exercising conscious control over the amount of time spent on specific activities, especially to increase effectiveness, efficiency or productivity. A time management system is a designed combination of processes, tools, techniques, and methods. 

Time management is often considered necessary because (1) available time is limited, (2) time cannot be stored: if unused it is lost forever, (3) one's goals are usually multiple, sometimes conflict, and not all goals are of equal priority, (4) goals cannot be accomplished without the application of effort, which requires the use of time.

You know the old saying (the rule of 6 P's): proper prior preparation saves poor performance or prevents poor performance. 

Plan each day. Planning your day can help you accomplish more and feel more in control of your life. Write a to-do list, putting the most important tasks at the top. Keep a schedule of your daily activities to minimize conflicts and last-minute rushes. Prepare list of tasks in the evening that you need to do tomorrow. As soon as task is finished, cross it out of the list. This will give you a sense of job satisfaction, add enthusiasm and energy charge.

Prioritize your tasks. Time-consuming but relatively unimportant tasks can consume a lot of your day. Prioritizing tasks will ensure that you spend your time and energy on those that are truly important to you. By The Eisenhower Method All tasks can be divided into 4 groups:
· Urgent and important; 

· Important but not urgent; 

· Urgent but not important; 

· Not urgent and not important.

Say no to nonessential tasks. Consider your goals and schedule before agreeing to take on additional work.

Break large, time-consuming tasks into smaller tasks. Work on them a few minutes at a time until you get them all done.

Practice the 10-minute rule. Work on a dreaded task for 10 minutes each day. Once you get started, you may find you can finish it.

Evaluate how you're spending your time. Keep a diary of everything you do for three days to determine how you're spending your time. Look for time that can be used more wisely. For example, could you take a bus or train to work and use the commute to catch up on reading? If so, you could free up some time to exercise or spend with family or friends.

Clean table - the key of productivity. People are showing good results, working at a clean table. It is observed that up to 30% of the time is spent searching for the right paper. Trash - one of the most effective tools to manage time.
Limit distractions. Block out time on your calendar for big projects. During that time, close your door and turn off your phone, pager and email.

Get plenty of sleep, eat a healthy diet and exercise regularly. A healthy lifestyle can improve your focus and concentration, which will help improve your efficiency so that you can complete your work in less time.

Take a break when needed. Too much stress can derail your attempts at getting organized. When you need a break, take one. Take a walk. Do some quick stretches at your workstation. Take a day of vacation to rest and re-energize.

The principle of balance. The basic principle of equilibrium: there is important amount of time at home and the quality of time at work.

To sum up, it’s worth saying that following these simple steps will help you to manage your time and have all your work done before it’s too late.
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                       Contemporary tourists are more experienced and demanding than ever before. Tourist market, by its dynamics, makes the offer and demand interact, condition and change accordingly. Many destinations raise their standards and tourists' expectation level by improving their tourist offer.

General aim of tourist destination competitiveness strategy is the increase of life quality. Development and competitiveness are stressed as the most important parameters of economy progress improvement [1].

Tourism competitiveness for a destination is about the ability of the place to optimize its attractiveness for residents and non-residents, to deliver quality, innovative, and attractive (e.g. providing good value for money) tourism services to consumers and to gain market shares on the domestic and global market places, while ensuring that the available resources supportingtourism are used efficiently and in a sustainable way [2].

The main methods for measuring tourism competitiveness and for weighting indicators are: 

· Benchmarking: to enable comparisons against key competitors and to 

monitor trends, initiatives and strategies adopted by competitors, internationally and intra-country on regional competitiveness;  

· Marketplace: qualitative and comprehensive data on customer awareness, 

branding, conversion path-to-purchase routes, consumption and expenditure trends, travel behaviour and visitors ‘motivations and satisfaction; 

· Industry performance: use of tourism satellite account data, economic

and labour impacts, added value of tourism, performance along the value chain, tourism GDP; 

· Price competitiveness:recognized as a domain largely outside tourism 

industries (e.g. exchange rates or local prices), but the framework should look at industry response to these developments that are the major factors driving international competitiveness; 

· Accessibility: flights and air services capacity, air passengers by route; 

border-crossing wait times; visa entrants;

· Investment: Private and public investment in tourism; Cultural and 
natural resources:inventories of tourism infrastructure (golf, nautical services,

marinas, theme parks, etc.); 

· Skills and labour: tourism workforce demographics, compensation and 

benefits practices ofbusinesses, projected labour supply and demand requirements, tourism sector labour productivity [3].

In my opinion, one of the most important aspects is using good practices in solving this problem. For example, improving product quality, price reduction, advertising, after-sales service, development of new products; equality with a competitor to achieve benefits and others. 

Quality becomes a key element of tourist destination competitiveness. Therefore, all elements of tourist offer should offer the highest possible level of quality in the segment of the tourist product specificity which they have offered in the market. 
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       Tourism business is becoming increasingly competitive nowadays. Tourism market is a global phenomenon, which consolidate supply and demand to provide the process of buying and selling tourism products and services promoting the world process of economic globalization, relations between states and general welfare. For Ukraine especially important is the question of the formation of its own economic development model, which takes account of national specificity as for the  post-socialist countries because of low economic complex adaptation to current market conditions, the look for promising areas, incentives and priorities of socio-economic development is a priority task. Being economic and technological system aimed at meeting  demand for travel services, tourist industry comprises  four main elements: 1) production of tourism services; 2) acquisition of the tourism product; 3) implementation of the tourism product or a specific service; 4) use the of tourist product (service). Economics of tourism includes: 1) The creation and provision of tourist services in the capacities and in the  periods which a point in the contract of arranging travel; 2) Effective use of existing and creation of new material and technical resource  base of tourism; 3) Provision of foreign exchange revenue to the state budget or to the particular region and a getting profit to tourism subjects; 4) Co-operation of tourism means; 5) Meeting of people diverse needs. [2].

   Nowadays there is a problem of measuring the tourism impact on the economy of the country based on various information sources. The standard economic indicators include the revenue, and the share of the gross national or domestic product. According to estimates, the share of tourism in Ukraine's GDP is less than 2%, for comparison, in developed countries it ranges from 5 to 8% and in some countries up to 50%. The share of income from the tourism industry, for example, in Sweden, is higher than the share in GDP motor-car industry .

     Consequently tourism industry exerts a huge influence over Ukrainian economics providing employment of population supporting the stability balance of payment and stimulating GDP increase.

       In fact,   considering tourist activities deeper we should emphasize  technological and organizational processes on the one hand and on the other hand - the economy of this activity. Proceeding from the regional peculiarities of recreation and resource potential and tendencies of its development, the level of tourism development infrastructure, the situation of recreational specialization, geography and structure of tourist steams in Ukraine are seven main tourist regions: the Crimea, the Carpathian, the Black Sea, the Azov Sea, the Dnieper, the Polessko-Podolsky and the Don regions. The feature of the modern period of tourism development in Ukraine is that tourism has considerable influence upon such sectors as transport, trade, communication, construction, agriculture, consumer goods and tourism is one of the most promising areas of economic restructuring. [2] Ukraine objectively has a huge tourism potential which unfortunately is not used very effectively. The reasons of this is a hard socio-economic situation in the country, not adjusted policy regarding mechanisms of stimulating tourism industry, the lack of an effective strategy for the development of the industry at both the national and regional levels. The situation in the tourism sector in recent years requires the active search for ways to overcome the crisis and improve manufacturing tourism product with the required quality. Problems that can be observed at present in the field of tourism in Ukraine are the "inheritance" that remains to our country after the collapse of the Soviet Union [4, 5]. Therefore, these phenomena are quite deep, and their solution requires a comprehensive and thoughtful approach. Thus, the  production base of the industry was formed mainly (usual) in the time of Soviet Union, so among the infrastructure is dominated by large complexes with a significant concentration of seats and low level of service. The coordinated system of qualified and competent action should be aimed at  implementing Ukraine's tourism product to the world market, which would give tangible results.  Hence, tourism in Ukraine is being formed now and  depends on all  economic processes which are taking place in the country. The best option of the tourism industry in Ukraine is the creation of tourism infrastructure.      The modernization of Ukraine's tourism infrastructure is becoming an important priority for the Ukrainian government. Tourism is recognized for its potential in generating hard currency revenues.
          Our country has ability to compete with the leaders in tourism industry because of our great potential in the sphere, which for its effective use can lead Ukraine to the category of countries with sustainable tourism demand.

      During the years of independence (since 1991) Ukraine's tourism infrastructure has been gradually changing ownership from government to private. The private sector is developing rapidly, especially Kyiv, Odessa, Crimea and the Carpathian region. To host visitors Ukrainian tourism facilities include over 1 300 hotels, motels, campsites, tourism centers, and about 3000 recreational facilities. Ukraine considers these recreational centers (sanatoriums, spas, mud treatment facilities and others) as tourism facilities, rather then medical treatment institutions. During the years of independence (since 1991) Ukraine's tourism infrastructure has been gradually changing ownership from government to private form. The private sector is developing rapidly, especially Kyiv, Odessa, Crimea and the Carpathian region. To host visitors Ukrainian tourism facilities include over 1 300 hotels, motels, campsites, tourism centers, and about 3000 recreational facilities. Ukraine considers these recreational centers (sanatoriums, spas, mud treatment facilities and others) as tourism facilities, rather than medical treatment institutions. 
        Seaside resorts, with  the center in Odesa, face a relatively short season and serious competition from other destinations. This region was the center of recreational tourism in the former Soviet Union, and is therefore flooded with outdated resorts and sanatoriums formerly managed by trade unions. 

Historic and cultural sites are concentrated in Kyiv, Lviv, Chernihiv and Odesa. Local governments in these cities are developing historic preservation programs and are seeking investors and construction firms for their implementation. Lviv city medieval downtown is included in the UNESCO Record of Historic and Architectural World Treasures. Almost half of all Ukrainian architectural relicts are located in the Lviv Oblast. There is a state program of "Lviv Downtown Rebirth", whereby the Ukrainian government will support any effort aimed at the reconstruction of the 16th0-18th century city center.

One of the advantages that Ukraine has over its neighbors, Poland, Slovakia and Hungary is that traditional styles of life continue to be preserved. In the villages of the Carpathian National Park traditional dress and farming practices continue to be maintained. Western travelers express an ongoing interest in the artisan studio tours in the Ivano-Frankivsk Oblast. Local wood and woven crafts are extremely popular with Ukrainian diaspora.

      As a whole tourism development should be given much attention in view of its significance for the country’s perspective achievements   and raising finance.
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