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Abstract: The market economy is also called a competitive economy, because its core feature 
is competition. Competition is an expression of the manifestation of free enterprise, 
entrepreneurs carrying out the activities they consider to be profitable. 
Free competition between firms favors innovation, reduces production costs, increases 
economic efficiency and consequently increases the level of competitiveness of the economy. 
Stimulated by the competitive environment, companies offer competitive products and services 
in terms of quality and price. 
At present, there are few cases of monopoly on the market by bidders of different sizes with 
different interests that can target the same consumption needs or different needs by addressing 
identical, similar or substantially different products. 
Depending on the competitors' hypostases, they may be: direct (brand competition, enterprise-
level competition), or indirect (formal competition, generic competition), monopolistic, 
oligopolistic, practicing loyal or unfair competition. 
Keywords: competition, market economy, competitive environment, leading company, 
competitive advantage 

 
Introduction 

A basic feature of the market economy is competition, which is why it is also known as the 
competitive economy. The existence and development of competition is an expression of the 
manifestation of the free initiative, the entrepreneurs developing the activities they consider to be 
profitable. 
 
The double hypostasis, the seller and the buyer, in which competing enterprises appear within the 
environment, place the competition between them in two plans. On the one hand, they disputed 
suppliers, service providers and labor availability, and on the other, customers, each aiming to obtain 
the most advantageous conditions for providing resources and placing their own products on the 
market. With some of the economic agents, the company competes only as a buyer, with others only as 
sellers and with others in both situations. The set of interaction relationships in which economic agents 
enter the struggle to secure sources of supply and markets form the system of competition relations. 

 
1. Marketing and Competition 

Organizations present at the level of market economies are permanently interested in offering the 
product or service under the most profitable conditions. The key to gaining profitability is to ensure a 
competitive competitive advantage that is superior to that achieved by competitors. Achieving superior 
performance requires three types of action. First, the company has to clearly define its products-
market, relying on market realities and full understanding of its own strengths and weaknesses. 
Secondly, the organization needs to develop business systems that give it the opportunity to overcome 
competition in producing and offering the product or service. Thirdly, management must be 
performing in overall system management activity, focusing not only on in-house relationships, but 
also on relationships with bidders, consumers and competitors. 
 
Competitors are aware of varying degrees of intensity, depending on the relationship between supply 
and demand, the extent of their balancing, on the one hand, on the strengths of the market agents, on 
the other. This explains why often the competition for the acquisition of sources of supply is insidious 
(or even actually non-existent). In our country, however, it is present for a number of raw materials 
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and materials, which the Romanian industry produces in quantities, lower than the demands of the 
internal market. 
 
The actual competition is between companies in their capacity as bidders (sellers). It takes the form of 
struggle to conquer the market, competing businesses striving as demand bearers (customers) to 
purchase their products. To achieve this goal, each competitor seeks to meet the needs of the clients in 
a superior position to the other bidders. These conditions are ensured by using means of differentiating 
and individualizing the company's actions in relation to the needs expressed by the buyers. 
 
With all their great variety, the tools and tools used in the competitive relationship can be delineated 
around the four pillars of marketing policy: product, price, promotion and distribution. Depending on 
the objectives pursued and the concrete market conditions, competitors are appealing to either of these 
elements or to a combination of them. 
 
Although there are many dimensions of a competitive strategy, it can be summed up to the desire to be 
superior to competitors in all aspects of the organization's work. In reality, however, organizations do 
not always succeed because of organizational culture or skill levels. Regardless of the level of 
competencies, the strategic planning process of marketing always departs from the identification of 
important internal and external aspects. The external issues that need to be known are related to the 
environment, the market, consumers and competitors. On the other hand, the internal aspects are either 
real (budgetary, productive) and imaginary or artificial (the can not do or will not work attitude). 
 
A number of firms conduct the struggle of competition in a brutal form, committing acts and deeds 
that have the effect of restricting, preventing or distorting competition, thus having anticompetitive 
behavior. In this way, the firm is placed in a dominant position on the market, which allows it to 
obtain advantages, seriously affecting the interests of other agents, consumers and society as a whole. 
 
The negative effects of such behavior are being tackled in most countries by normative acts aimed at 
protecting, maintaining and stimulating competition and a normal competitive environment. To 
achieve this goal, an important role is played by the affected economic agents, who have the 
opportunity, on the one hand, to refer to the institutions in charge of competition supervision and, on 
the other hand, to base their marketing policy so as to counteract such actions. In this context, 
knowledge of anticompetitive behavior is an important objective of marketing research. Anti-
competitive mergers and anti-competitive practices and acts are considered to be anti-competitive. 
 
Once the main competitors have been identified and evaluated, the firm must develop marketing 
strategies that best place the company's offer in relation to competitors' offers. What marketing 
strategies should the company use? Which of these strategies is best suited to the different divisions or 
products of the firm? These are questions to be answered by the management of the organization [6, 
82-84]. 
 
There is no universally valid strategy. Each firm needs to determine which strategy best suits it, given 
the company's position in its field of activity, the goals it has, the opportunities and the resources. 
Even within a company, more strategies are required, depending on the company's activities or the 
products made. 
 

2. Position within the Competitive Environment 
Companies competing on a particular market differ in their goals and resources. Some companies are 
big, some small. Some have higher resources, others run out of funds. Some are devoted, others are 
new and willing to act. Some will fight for a rapid increase in market share, others for long-term 
profits. As a result, each company will have a certain competitive position on the target market. 
 
The competitive advantage is conferred by the characteristics or attributes of a product and giving it 
some superiority over its immediate competitors. These attributes or attributes may refer to the product 
itself, the necessary services or accompanying it, the production, distribution or sale arrangements etc. 
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Superiority, where it exists, is generally a relative superiority, usually established in relation to the best 
placed competitor (the primary competitor) on the market or segment concerned. 
 
The factors that determine the relative superiority of a competitor can be grouped, according to the 
origin of the advantage they obtain, into two categories: internal and external. A competitive 
advantage is termed "external" when it is based on the distinctive qualities of the product that is a 
value to the buyer, either due to the reduction in the cost of use or due to the increase in performance. 
The external competitive advantage is the one that gives the enterprise an increased "market power" 
and the optimal strategy for its capitalization is the differentiated one, thus one of the most complex 
types of market strategy that put (or not) the "know -how marketing "within the company [3, 218]. 
 
The competitive advantage is "internal" when it relies on the company's ability and superiority to 
obtain lower manufacturing, management and management costs, and can thus practice lower prices 
than those of the priority competitor. The strategy that best capitalizes on the internal competitive 
advantage is that of cost dominance that highlights the organizational and technological "know-how" 
of the enterprise. 
 
The two types of competitive advantages have distinct, often incompatible nature and origins. The 
main issues that can highlight the two dimensions of the competitive advantage are: market power and 
productivity. Market power is determined by comparing the market maximum acceptable market price 
with that of the main competitor. The productivity analysis, which is inversely proportional to the cost 
per unit of product, leads to a more pertinent analysis of the profit rate, given the practice of a certain 
price level. 
 
In a general sense, the competitor of a product is all that the buyer can substitute in part or in full. The 
competitive environment of an economic asset (product, brand, etc.) can be analyzed on three levels. 
 
Generalizing, you can specify the following [8, 123]: 

 Level A refers to inter-product competition; practically it is about those competitors who 
manufacture similar products; 

 Level B marks inter-competition; 
 Generic competition occurs at level C, that those products witch, although belonging to 

different segments and markets, come to meet the same needs. 
 
Michael Porter believes that there are four main strategies for positioning in the competitive 
environment, three are winning strategies and the fourth one will lead to losses. The three winning 
strategies are [1, 112]: 

1. Domination through cost. The company aims to have the lowest production and 
distribution costs so it can practice a lower price than the competitors and gain a 
larger market share. 

2. Differentiation. The company focuses on developing differentiated marketing 
products and programs with the intention of becoming a leader in its field of activity. 
Most customers will prefer to buy these products, provided their price is not too high. 

3. Focus. Companies that adopt this strategy focus on a limited number of market 
segments and not on the entire market. 

 
Companies that follow one of the three strategies are all chances to get good results. The company that 
will best apply one of these strategies will get the most profit. Companies that do not follow a clear 
strategy - preferring to choose a middle way - will get inappropriate results. Companies that are trying 
to get good results in all the areas listed above will eventually not have a strong asset that will impose 
them on the market. 
 
Depending on the position occupied in dominating part of the structure of the market, companies are 
grouped into several categories: 

 The company - the leader; 
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 The company –challenger; 
 Firm – pursuer; 
 Specialized niche markets. 

 
Most areas of activity have a market leader, so the Romanian paper products market. The leader has 
the largest market share and is, as a rule, the first in the chapters of price change, the introduction of 
new products distribution activity and promotional expenses. The leader may or may not be admired, 
but the other companies recognize his dominance. The market leader is a central target for 
competitors, a company that must be challenged, imitated or avoided. 
 
The life of a company that dominates the market is not easy. It must be permanently alert. Other 
companies will try to match their performance or take advantage of its weaknesses. The market leader 
can easily lose the position he holds. A new product launched by a competitor can lower the market 
share of the leader. Sometimes the leading firms are overtaken by newer and more energetic rivals. 
 
Leading firms want to stay in the position they occupy. This desire involves action on three fronts. 
First of all, companies need to find ways to expand total demand. Secondly, companies need to protect 
their market share through offensive and defensive actions taken intelligently. Third, the company will 
have to seek to expand its market share, even if the size of the market remains constant. 
 
The leading company will gain more when the market is expanding. In general, the market leader must 
look for new users, new destinations for their own products, and increase the frequency of use of those 
products. 
 
Each product class can attract buyers who are not yet aware of the existence of that product, or who do 
not purchase it because of the price or lack of essential characteristics of the product. A seller can 
usually find new users in different places. 
 
A third marketing strategy is to persuade customers to use their products more often or more on a 
given occasion. While trying to expand the market, the manufacturing company must protect its 
position on the market in the face of the competitors' attacks. What can the market leader do to protect 
his position? First of all, it has to eliminate the weaknesses, which can be the target of competitors' 
attacks.  
 
The leader has to keep the costs low and the prices are in line with the customer's perceived value for 
the product. He has to "fill the holes" so as not to "jump" in them. The best defense is the attack, and 
the best response to the attacks is continuous innovation. The leader refuses to be satisfied with the 
way things are evolving and therefore will bring new products, new services, improve their 
distribution and reduce costs. The leader must become more efficient and give more value to 
customers. He takes the initiative, sets the pace and exploits the weaknesses of competitors. 
 
Rising competition in recent years has pushed managers to adopt military strategies. Top companies 
can protect their positions on the market through competitive strategies "tailored" to military defense 
strategies. 
 
Passive defense - the best defense is to build "fortifications" around the company's current position. A 
simple defense of a current position or a product rarely results. 
 
Defending the flank - When defending, the market leader must be careful of the weaker flanks. 
Intelligent competitors will normally attack the company's weaknesses. 
 
Anticipating defensive - the leader can launch a preventative counter-attack, "hitting" competitors 
before they implement their plans against him. The company drops its weaker positions and focuses its 
resources on stronger positions. globally, many businesses have diversified their work too much. In 
this case, a snag defense strategy must allow for retreat to strength [8, 68]. 
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Leaders can also expand by increasing market share. In many markets, small increases in market share 
will cause large sales growth. Numerous studies reveal that productivity increases with the increase in 
market share. High-yielding companies get significant profits from their investments to increase these 
odds. 
 
Other studies have revealed that many business areas only have a limited company or limited number 
of profitable large firms, a few profitable firms that focus on a certain strategic, and a large number of 
medium size firms with weaker performance. 
 
Large firms tend to address the entire market, gaining higher cost and market share gains on the scale 
economies they get. Small competitors get big profits by focusing on smaller segments and by 
applying special production, marketing and distribution strategies for their respective segments. 
Ironically, medium-sized firms record the weakest profits. Positioned on "nobody's realm", they are 
too big to get the benefits of small businesses out of the niche market and too small to take advantage 
of the savings that big firms get. 
 
Profitability increases as the company gains a higher share of competitors on the serviced market. 

 
Conclusions 

Organizations present at the level of market economies are permanently interested in offering the 
product or service under the most profitable conditions. The key to gaining profitability is to ensure a 
competitive advantage that is superior to that achieved by competitors. 
 
Competitors are aware of varying degrees of intensity, depending on the relationship between supply 
and demand, the extent of their balancing, on the one hand, on the strengths of the market agents, on 
the other. With all their great variety, the tools and tools used in the competitive relationship can be 
delineated around the four pillars of marketing policy: product, price, promotion and distribution. 
Depending on the objectives pursued and the concrete market conditions, competitors are appealing to 
either of these elements or to a combination of them. 
 
Once the main competitors have been identified and evaluated, the firm must develop marketing 
strategies that best place the company's offer in relation to competitors' offers. What marketing 
strategies should the company use? Which of these strategies is best suited to the different divisions or 
products of the firm? These are questions to be answered by the management of the organization. 
 
There is no universally valid strategy. Each firm needs to determine which strategy best suits it, given 
the company's position in its field of activity, the goals it has, the opportunities and the resources. 
Even within a company, more strategies are required, depending on the company's activities or the 
products made. 
 
Companies competing on a particular market differ in their goals and resources. Some companies are 
big, some small. Some have higher resources, others run out of funds. Some are devoted, others are 
new and willing to act. Some will fight for a rapid increase in market share, others for long-term 
profits. As a result, each company will have a certain competitive position on the target market. 
 
The competitive advantage is conferred by the characteristics or attributes of a product and giving it 
some superiority over its immediate competitors. These attributes or attributes may refer to the product 
itself, the necessary services or accompanying it, the production, distribution or sale arrangements, etc. 
Superiority, where it exists, is generally a relative superiority, usually established in relation to the best 
placed competitor (the primary competitor) on the market or segment concerned. 
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