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METHODICAL PRINCIPLES FOR ENTERPRISE
COMPETITIVENESS ESTIMATION

METOAWYHI ITPUHITUIIN OIIIHKN
KOHRKYPEHTOCITPOMOMHOCTI IIIAITPUEMCTBA

ANNOTATION

In the article various modern methods of estimation of compet-
itiveness of the enterprises are investigated and the unified system
of classification of these methods is proposed. As competitiveness
is an extremely multifaceted and complex concept that encompass-
es a large number of assessment methods today, there is a broad
methodological basis for research in this area. However, despite the
number of developments, there is no single organized system of
classification of methods for assessing the competitiveness of an
enterprise. Therefore, the purpose of the study is to analyze the the-
oretical foundations and practical aspects of assessing the compet-
itiveness of the enterprise in terms of its methods. In particular, the
classification of methods into three groups is proposed and studies
of each of them are presented, the most relevant methods that be-
long to each group are analyzed. Also, as a result of effective study
of methods of assessing the competitiveness of enterprises, within
the framework of scientific work, strategies for enhancing the com-
petitiveness of organizations in the market have been identified and
analyzed. Thus, the study presents classification developments that
can be used immediately for practical implementation as a strategy
for the development of a particular enterprise.

Key words: competitiveness, enterprise, methods of estima-
tion of competitiveness, classification of methods, strategy of com-
petitiveness.

AHOTALIA

Y cTatTi JOoChiAXKYHTbCA Cy4acHi METOAM OLHKA KOHKYPEHTO-
CMPOMOXHOCTI MiANPUEMCTB Ta 3anponoHOBaHa eAyHa cucTema Kna-
cudikauii gaHux metogis. AKTyanbHICTb AaHoi poboTK nigkpecrnoe
Te, LU0 BHACMigOK BNnMBY rnobanisauinHmx Ta iHTerpauiiHux npoue-
CiB Ha CbOrofHi EANHUM KpUTEPIEM eDEKTUBHOCTI Ta 3aTpebyBaHOCTi
Byab-AKOro acnekTy CBITOBOrO rOCMOAapCTBa € MOro KOHKYPEHTO-
CMPOMOXHICTb. B ymMoBax po3BMTKY MixXHApO4HOI TOPriBMi 3arocTpto-
ETbCS KOHKypeHTHa 6opoTbba sk Ha BHYTPILLHIX TaK i Ha CBITOBUX
TOBapHUX pUHKax. Y CTaTTi BU3HAYEHO, WO OLiHKA KOHKYpeHTO-
CMPOMOXHOCTI NiANPUEMCTBA Aa€ NeBHY BiQHOCHY XapaKTepUCTUKY
30aTHOCTI NiANPUEMCTBA KOHKYpPYBaTU Ha 30BHILLHIX puHKax. Came
KOHKYPEHTOCMPOMOXHICTb BUCTYMNAa€e arperoBaHiM MOKa3HWKOM BU-
3HaYEHHS NOTEHUINHNX MOXIMBOCTEN (hipMun. 3Baxaroum Ha Te, Lo
KOHKYPEHTOCMPOMOXHICTb CbOTOAHI € HafA3BMYalHO GaratorpaHHUM

Ta CKNagHUM NOHATTAM, SIKe OXOMIIOE BENVIKY KiNbKICTb acnekTiB, iH-
CTPYMEHTIB Ta BnacHe MeTOAiB OLiHKK, iCHYE LUMpPOKa MEeTOZ0MoriY-
Ha 6a3a gocnigkeHb uiei cdepu. MpoTte, He3BaXxKaun Ha KinbkicTb
HayKOBUX HanpawutoBaHb, CbOrogHi He iCHYe €4MHOI OpraHi3oBaHoOI
cuctemm knacudikauii MeTofiB OUIHKM KOHKYPEHTOCNPOMOXHOCTI
nignpvemctea. Came ToMy METOK AOCRiMKEHHs1 Byno BuU3HaYeHO
BWBYEHHS TEOPETUYHMUX OCHOB Ta NPaKTUYHWX acrnekTiB OLHKM KOH-
KYPEHTOCNPOMOXHOCTI MignpueMcTBa Yy po3pisi ii metoais. 3okpe-
Ma, 3anpOonoHOBAHO KnacudikaLilo METOAIB Ha Tpu rpynu (MeToam,
L0 XapaKTepuayloTb PUHKOBY MO3WLIIO MiANPUEMCTBA, METOAM, LLO
XapakTepuaytoTb piBEHb YNpasiHHA MigNpUEMCTBOM, METOAM, WO
XapakTepu3ytoTb piBeHb (hiHaHCOBO-rocnoaapChKoi akTUBHOCTI Mig-
NPMEMCTBA) Ta NPEACTaBIEHO JOCMIMKEHHS KOXHOI 3 HUX. TakoX y
HayKoBil cTaTTi 6yno npoaHaniaoBaHO HanakTyanbHiLLi MeToau, AKi
BXOOATb [0 KOXHOI 3i 3ragaHmx BuLle rpyn. Buxogsum 3 pesyneraris
e(PeKTVBHOMO BMBYEHHSI METOAIB OL{iHKM KOHKYPEHTOCNPOMOXHOCTI
nignpUeMCTB, y paMKax HaykoBOi po6oTu Byno BU3HaYeHOo Ta npoa-
HanisoBaHo cTparterii NiABULLEHHSI KOHKYPEHTO34aTHOCTI OpraHisauin
Ha PWHKY. TakuM YMHOM, OOCNIMKEHHS BUCBITMIOE KnacudikauinHi
PO3pO0KK, SIKi MOXXHA BUKOPUCTATH A1 NPAKTUYHOTO BTINEHHS Y pori
cTpaTerii pO3BMTKY KOHKPETHOTO NiANpUeEMCTBa.

KniouyoBi cnoBa: KOHKYpPEeHTOCNPOMOXHICTb, NiANPUEMCTBO,
METOAM OLLIHKN KOHKYPEHTOCNPOMOXHOCTI, Krnacudikauis meTtopis,
cTparterisi KOHKYPEeHTOCNPOMOXHOCTI.

AHHOTALUKA

B cTatbe wnccrnenoBaHbl pasnuYHbIE COBPEMEHHBbIE METOAbI
OLIEHKM KOHKYPEHTOCMOCOOHOCTU MpeanpUsTAA 1 NpeanoxeHa
eaunHas cucTeMa Kraccudukaumm AaHHbIX MeToaoB. IMockonbky
KOHKYPEHTOCMOCOBHOCTb CEerogHs SIBMSIETCS Ype3BbIYANHO MHOTO-
rpaHHbIM M CMOXHbIM MOHSATMEM, KOTOPOe OXBaTbiBaeT GorbLioe
KONMMYECTBO METOLOB OLIEHKM, CYLLECTBYET LUMPOKasi METOAONOM-
Yeckas 0asa mnccnegoBaHuii aton cdepbl. OgHako, HECMOTPS Ha
KONMM4ECTBO HapabOTOK, CErofHs He CyLLEeCTBYeT eAMHOW OpraHu-
30BaHHOW CMCTEMbI KnaccuuKaLumm METOO0B OLEHKUM KOHKYpeH-
TocrnocoBHOCTU npeanpusThs. MosToMy Uenblo  UccnenoBaHus
onpeneneHbl U3yYeHWe TEOPETUYECKUX OCHOB U MPaKTUYECKMX
acrneKTOB OLEHKW KOHKYPEHTOCTIOCOBHOCTM NpeanpuaTus B paspe-
3e ee MeTodoB. B YacTHocTH, npeanoxeHa knaccudukaums Meto-
[OB Ha TPW rpynnbl U NPEACTaBIIEHO UCCNEeLOBaHNE KaXKaoMN U3 HUX,
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npoaHanuavMpoBaHbl akTyarnbHble METOAbl, BXOASLME B Kaxayto
u3 rpynn. Takke B pe3ynstate aHEKTUBHONO U3y4EHUsSI METOAOB
OLIEHKM KOHKYPEHTOCMOCOBHOCTY NpeanpUsaTUiA B paMKax Hay4HOW
paboTbl onpeaeneHsl U NpoaHanM3npoBaHbl CTPaTeriu NoBbILLEHMUS
KOHKYPEHTOCMOCOGHOCTM OpraHu3aLuii Ha pelHke. Takum obpa3om
uccrenoBaHue NpeAcTaBnsieT KnacCugUKaLMOHHbIE pa3paboTku,
KOTOpble MOXHO Cpa3y MCMonb3oBaThb Ans NPakTUYECKOro BOMIO-
LLIEHMS! B POSM CTPaTETMM PasBUTUS KOHKPETHOTO NPEANpPUATUS.

KnioueBble crioBa: KOHKYPEHTOCMOCOGHOCTb, NpeanpusiTue,
MeTOAbl OLIEHKM KOHKYPEHTOCTOCOBHOCTH, Kraccudukaumus MeTo-
[IOB, CTPATErusi KOHKYPEHTOCNIOCOGHOCTMU.

Formulation of the problem. In today’s market
environment, the criteria for successful enterprise
development predict its strategy and capabilities,
identify prospects and status of target markets.
However, the main indicator of an enterprise’s
«weight» in the world market is its level of compet-
itiveness. That is why the relevance of research in
the field of enterprise competitiveness is increas-
ing. The peculiarities of national and international
economies development have caused the necessity
and urgency of detailed researches in the field of
enterprises competitiveness. It can be stated that
we have a great need to analyze the mechanisms of
creation and implementation of competitive strate-
gies and methods of estimation of the competitive-
ness of the enterprise in various fields of activity.

The analysis of researches and publications.
The study and comprehensive analysis of the phe-
nomenon of «competitiveness of the enterprise»
were researched by such national and foreign
scientists as: G. Azoev, T. Vasyltsev, A. Dayan,
I. Dolzhansky, R. Lupak, O. Okovkin, M. Porter,
M. Sayenko, A. Strickland, J. Shkardun and other.

The authors proposed their own classification
of existing methods of enterprise
competitiveness estimation, but
without trying to systematize
them. Therefore, we consider it
necessary to carry out a system-
atization of enterprise competi-
tiveness estimation methods.

The purpose of the work is to
improve the theoretical and organ-
izational foundations of estimation
of the competitiveness of the enter-
prise to develop relevant scientific
and practical recommendations for
improving the level of competitive-
ness of the organization. Achieving
this led to the study of the method-
ological bases of enterprise compet-
itiveness and the systematization
and characterization of methods of
estimation of competitiveness by
different criteria.

Presentation of the main re-
search material. There is no uni-
fied method for assessing the
competitiveness of an enterprise
today. Most of these methods are
based on the classical theory of
international division of labor.
Basically, the methods of assess-

Ansoff
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Source: [1]
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ing the competitiveness of an enterprise are di-
vided by such criteria: the method of assessment,
the form of presentation of the result, the degree
of consideration of aspects of the functioning of
the enterprise, the ability to make strategic deci-
sions, the object of assessment, and the direction
of formation of information base.

Taking into account the large number of differ-
ent methods of assessing the competitiveness of an
enterprise, we classified them into three main groups
based on the components of the competitiveness:

1) methods that characterize the market posi-
tion of the enterprise;

2) methods that characterize the level of man-
agement of the enterprise;

3) methods that characterize the level of finan-
cial and economic activity of the enterprise.

The first group of methods for assessing the com-
petitiveness of the enterprise include formal models
of research of a particular type of activity (business)
of the enterprise and matrix methods (Figure 1).

Most of the methods that characterize the mar-
ket position of the company stand out model of Por-
ter’s competitive advantage, which is a «rhombus of
national advantages» (four determinants that deter-
mine the state of the environment within which the
competitive advantages of the company are formed)
and the product model of I. Ansoff, which repre-
sents an analytical tool for strategic management. It
is formed by two axes (the horizontal axis — «com-
pany goods» and the vertical axis — «company mar-
kets») at the intersection of which are formed four
quadrants, which determine the strategies for posi-
tioning an enterprise’s product on the market [2].

Methods that characterize the
market position of the enterprise

Matrix methods

Method of Boston
Consulting Group (BCG)

McKinsey method (model)
Shell model
Hofer/Schendel model
ADL method
PIMS method

Figure 1. The structure and varieties of methods that characterize

the market position of the enterprise
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Model of product life cycle allows us to for-
mulate a strategy for the production of a set of
products that are at different stages of the deve-
lopment of an individual enterprise. The model
preserves and consolidates the competitive advan-
tages of the enterprise. It is based on the concept
of life cycle, which gives an opportunity to assess
the level of technology development and the re-
sults of their use, which contributes to the opti-
mal allocation of funds and their investment in
advanced production technologies [2].

The Boston Consulting Group method is also note-
worthy, which is based on the BCG matrix, which is
a method of developing strategic alternatives to the
enterprise within its individual strategic economic
elements and business. It allows to determine the
strategic position for each economic element (line of
business, strategic area of management, product) of
the enterprise and, based on the analysis of this po-
sition, to choose the optimal strategy for the enter-
prise to produce and sell products between different
strategic and economic elements [3].

Formal methods are useful to analyze the special-
ized enterprises or/and to develop strategic alterna-
tives for the development of the enterprise. Matrix
methods make sense to apply, mainly, to enterprises
with diversified product range, the state of which
on the market can be determined by diagnostics in
relation to its competitors and by diagnostics of the
assortment structure of the enterprise’s products in
relation to the market situation [4].

The second group of methods for assessing
the competitiveness of the enterprise (those that
characterize the level of management of the en-
terprise) include:

— SWOT Strategic Analysis Method;

— SPACE Strategic Analysis Method;

— Expert evaluation method;

— Method of mapping strategic groups.

Considering the characteristics of these methods,
presented in Table 1, we can conclude that their main
advantage is that they allow to assess the competitive
position of the enterprise through the effectiveness

of its management. These methods show, which man-
agerial decisions have allowed to take a particular
competitive position. The methods that characterize
the level of management of the enterprise are also
used to analyze the market of the industry to which
the organization belongs. Based on the mentioned
methods, it is possible to conduct a detailed research
of the market environment in which the enterprise
operates and to identify the main shortcomings and
obstacles to its management, which reduce the com-
petitiveness of the organization.

The third group of methods that characterize
the level of financial and economic activity of the
enterprise are the methods of financial and eco-
nomic analysis and methods of forecasting the fi-
nancial condition of the enterprise:

— Extrapolation method;

— Method of terms of turnover;

— Method of budgeting;

— Method of forecasting.

The characteristics of each of these methods of as-
sessing the competitiveness of the enterprise are pre-
sented in Table 2. The task of this group of methods
is to assess the efficiency of the financial condition
and budget sphere of the enterprise and to develop
the planned budgets of the organization. It is diffi-
cult to overestimate the importance of methods of
forecasting the financial condition of an enterprise,
because without analysis of the financial component,
it is impossible to have any effective business activi-
ty and its successful and profitable functioning.

It should also be noted that the methods of
assessing the competitiveness of an enterprise can
be classified by the form of presentation of the
results of the assessment:

1) Graphic methods (based on the construc-
tion of «Radial Diagram of Competitiveness» or
«Polygon of Competitiveness»; the advantage of
this group of methods is the ease of perception
and clarity of the image).

2) Matrix methods (based on the use of matri-
ces built on the principle of coordinate system: the
vertical axis defers the growth rate of the market

Table 1

Methods that characterize the level of enterprise management

Method

Characteristic

SWOT Strategic
Analysis Method

SWOT analysis methodology identifies opportunities and threats of the external
environment, strengths and weaknesses of the internal environment, establishing
relationships between them on the basis of matrix, identifying strategic problems and
alternatives to the development of the organization. This analysis makes possible to
consider all possible pair combinations between threats, opportunities, strengths and
weaknesses. The established links will be used to shape the organization’s strategy.

SPACE Strategic
Analysis Method

In the SPACE matrix refined strategies are shown in the form of a set of typical strategic
decisions corresponding to different specific positions of the direction vector of the action
of a particular enterprise., in other words, that is a set of specific scenarios for a vector-
specific (competitive, aggressive, defensive, or conservative) enterprise strategy.

Expert evaluation
method

A method of predicting and evaluating the future results of an enterprise strategy based
on specialist forecasts. When applying the method of expert assessments, a special group
of experts (5-7 persons) is interviewed in order to identify certain variables needed to
evaluate the issue.

Method of mapping
strategic groups

Represents a map of strategic groups of competitors in order to identify the
organizations that are the closest competitors of the studied enterprise. The map

complements and specifies information about industry competition.

Source: [3—6]
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Table 2
Methods that characterize the level of financial and economic activity of the enterprise
Method Characteristic

Extrapolation consists in studying the formed sustainable tendencies of economic development

and transferring them to the future. The forecast determines the expected economic
Extrapolation development assumptions based on the hypothesis that the main factors and trends of the
methor()i previous period will be preserved for the forecast period, or that the direction of their

changes in the considered perspective can be justified and taken into account. This hypothesis

is based on the inertia of economic phenomena and processes. Extrapolation in general is

presented as a certain value of a function

It is based on the study of the duration of the production and commercial cycle: inventory
Method turnover period plus receivables turnover minus payables turnover period multiplied by one-
of terms day sales turnover. However, this method has its disadvantages, since the terms of turnover

of turnover
require forecasting and clarification.

are not normative and change under the influence of various factors and therefore also

The budgeting method is about planning cash inflows and expenditures from all activities.

g{l e(ichggnof The calculation of variances between receipts and disbursements shows the planned change in
g g cash and provides the basis for making appropriate management decisions.
Method of This method allows to identify and evaluate changes that will occur in the assets of the
forecastin enterprise and sources of their formation as a result of business transactions for the planned
g period of time. Estimated reporting can be made at the end of each month, quarter and year.
Source: [7]

capacity, the horizontal axis — the relative share of
the manufacturer of products in the market).

3) Tabular methods (represent a variation of
matrix methods).

4) Calculation methods (they are divided into
specific methods (allow to evaluate the competi-
tiveness of the enterprise on certain aspects of its
activity) and complex methods (based on a com-
prehensive approach to assessing the competitive-
ness of the enterprise).

All these methods have some disadvantages
and advantages in their practical application. It is
quite obvious that the most complete information
can be obtained only by the simultaneous appli-
cation of several methods. As a result of the co-
ordinated and creative work of a team of highly
qualified professionals, it is possible to achieve a
positive effect from the use of this or that method.

As a result of effective implementation of the
methods of assessing the competitiveness of the
enterprise, there are opportunities to develop
strategies to improve the competitiveness of the
organization in the market. In the economic liter-
ature, a number of standard strategies have been
proposed to help businesses increase their compet-
itiveness (Figure 2).

One of the most common strategies for operat-
ing an enterprise and enhancing its competitive-
ness is a market penetration strategy. This strat-
egy is used when management believes that the
existing market is not yet fully saturated with a
particular product and plans to increase the share
of sales of its products in that market. In this case,
a strategy of «market capture» may be chosen
while at the same time displacing the weakest com-
petitors. However, the application of this strategy

Market
penetration
strategy

Basic strategies of

Product and
market
development

functioning and
increasing the
competitiveness of the

Diversification

enterprise

Negative
Growth Strategy

Figure 2. Strategies for increasing the competitiveness of enterprises

Source: [8]
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must be justified by the competitive advantages of
the product from the price-quality standpoint.

The strategy of «market development» applies
if the existing markets are already fully saturated
with the company’s products, and the company has
the opportunity to increase production capacity
and production volumes. The actions of the man-
agement of the enterprise should be directed to
the search for new reliable distribution channels.
A «product development» strategy is appropriate
if the enterprise has a large number of competitors
in the industry, and the products of competitors
have the better quality at a comparable price. In
this case, the management is tasked with finding
new ways to improve the quality of products, with
the optimal change in the cost of its production in
order to increase competitiveness.

The “diversification” strategy can be used in
two ways:

1) the activity of the enterprise is directed to
the production of both new types of products and
previously produced ones;

2) penetration into new markets of production.

Whatever direction the enterprise chooses, the
process of production is already formed on the
demanded types of products, as well as the re-
alization in the existing markets does not stop.
The main advantage of this strategy is that in
conditions of economic instability, the activity
of enterprises has a certain risk, and in the case
of applying the strategy of «diversified growth»
it will be divided into different activities, which
will allow the enterprise to be less dependent on
the unpredictability of external environment [11].

The strategy of «negative growth» («reduction
strategy», «liquidation strategy») can be attrib-
uted to competitive strategies only conditionally,
since it involves the reduction of production vol-
umes and further retraining of the enterprise to
new product types, respectively, transition to new
markets [8].

In addition to the already discussed strategies
for improving the competitiveness of the enter-
prise, some scientists highlight their addition-
al options. Therefore, M. Porter puts forward a
cost-leadership strategy that makes sense to be-
come a low-cost producer of the lowest-cost prod-
ucts in the industry. The market niche strategy
of M. Porter is also worthy of note. Its meaning
is to concentrate on the main market segments,
to meet the needs and demands of a defined range
of consumers, either at the expense of low price
or high quality.

According to the so-called biological approach,
proposed by the Russian scientist L. Ramensky,
distinguish violet, patent, commutative and ex-
ploratory strategies for ensuring the competitive-
ness of the organization [9].

The violet strategy involves mass production
and delivery to the market of products acceptable
to consumers at low cost of production, which al-
lows manufacturers to set low prices based on a
large amount of demand. The violet strategy is pe-

culiar to large companies that dominate the mar-
ket at the expense of low production costs (and
therefore low prices) and high labor productivity,
which is possible when organizing mass produc-
tion of products aimed at the average customer.

The patent strategy is about serving narrow
segments of the market with specific needs based
on the organization of specialized production of
products with unique characteristics. Such prod-
ucts are designed to gain and maintain relatively
narrow market niches, within which exclusive spe-
cial-purpose and very high quality goods are sold.
Manufacturers and sellers of such goods sell them
on the market at high prices, counting on wealthy
buyers, which gives the opportunity to make sig-
nificant profits with small sales volumes [9].

A commutative strategy is intended to meet
the short-term needs of consumers for pax prod-
ucts and services. The commutative strategy
aims to adapt to the constraints of local market
demand, meet rapidly changing needs, and imi-
tate novelties. Thus, the commutative strategy
is characterized primarily by high flexibility.
Usually, such strategy is followed by non-spe-
cialized organizations with sufficiently versatile
technologies and limited production volumes,
when the implementation of this strategy does
not set the task of achieving high quality and
selling at high prices [10].

Exploratory strategy is focused on radical in-
novation and market entry with a new product.
Exploratory strategy relies on the competitive
advantages of the organization through the in-
troduction of constructive and technological inno-
vations that allow to outstrip competitors in the
launch and delivery of fundamentally new types of
products, by investing in promising but risky in-
novative projects. In the case of success such pro-
jects allow not only to outperform competitors in
terms of the quality of their products, but also to
create new markets where they may not be afraid
of competition for some time, as they are the only
producers of a unique product. The implementa-
tion of such strategy requires considerable initial
capital, scientific and production potential, and
highly qualified team. Implementation of inno-
vations is one of the radical means of obtaining
competitive advantages, which promotes market
monopolization. Examples include leaders in the
aviation, automotive, electrical, and computer in-
dustries. These are companies that emerged from
small businesses whose innovations in the past
conquered existing markets.

Thus, each enterprise, depending on the situ-
ation in the market and inside the organization,
chooses one the most suitable strategy for en-
hancing its own competitiveness.

Conclusions. Competitiveness of the enterprise
is the ability of the organization to use all oppor-
tunities and available resources in conducting effi-
cient and cost-effective management in a competi-
tive market. The competitiveness of an organization
is an extremely complex concept that is formed
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by several factors and indicators. Therefore, it
is worth noting that in the current conditions of
development and research of the competitiveness
of the enterprise there is an extensive system of
methods for its study and evaluation. Methods for
assessing the competitiveness of an enterprise dif-
fer in scope and form of presentation. Based on the
complex system of these methods, each individual
company chooses its own strategy to increase its
competitiveness in the market.

In general, the methods of assessing the com-
petitiveness of an enterprise are divided by such
criteria as: the method of assessment, the form of
presentation of the result, the degree of consider-
ation of aspects of the functioning of the enter-
prise, the ability to make strategic decisions, the
object of assessment, the direction of formation
of information base. The most common are rank
methods, SWOT analysis, graphical, M. Porter’s
competitive advantage model, Boston Consulting
Group method and others.

Due to such wide differentiation of methods
and lack of a unified system of classification, we
have decided to propose our own classification de-
velopments and unify the methods of assessing
the competitiveness of the enterprise. Therefore,
we have identified three groups of classification:
methods that characterize the market position
of the enterprise, methods that characterize the
level of management of the enterprise and meth-
ods that characterize the level of financial and
economic activity of the enterprise. We have re-
searched different methods of assessing the com-
petitiveness of an enterprise and combined them
into three groups. Achieving this allow to improve
the methodological bases of enterprise competi-
tiveness, the systematization and characteriza-
tion of methods of estimation of competitiveness.
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