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Introduction Filling technological processes for the
UDC 685.74:319.47. production of competitive and popular footwear for
consumers in the regions of the Russian Federation is
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costly. One of the conditions for the competitiveness 7 regular marketing research during the

of an enterprise is the organization of effective
interagion with parties interested in the successful
functioning of this enterprise. Each enterprise, even
small ones, has several groups of entities with
different interests, with whom it can be in temporary
or permanent cooperation. The authors' research is
devoted to the issues of studying these interests, ways
to solve problems arising between external and
internal participants, establishing relationships
between partners, in order to guarantee all interested
parties the implementation of the main principtbe
interests of all parties are legitimate and require their
satisfaction and respectful attitude. Partnerships can
be divided into two groups: external and internal.
External partners include: buyers, suppliers,
competitors, government agencies and oizgtions,
regional and municipal government bodies, financial
intermediaries. Buyers. Strategy and tactics for
working with important customers include joint
sessions to identify the drivers of business change,
mutual efforts to develop products and méske
increase communication links, use of common areas,
and joint training and service programs. Strengthening
customer relationships often yields significant
benefits.

Internal partners include managers, employees,
owners, and the board of directors or ag@ment
board, which includes managers and owners. One of
the most important internal partners is the top
manager. Thus, the success of an enterprise is
determined by the degree to which the interests of
stakeholders are satisfied, so in order to improve
competitiveness and efficiency, an enterprise must
take into account not only its own interests, but also
the interests of interested consumers.

Main part

The following aspects can be distinguished as
the main unique aspects of the formation of a
competitive advantage of an enterprise based on
stakeholder theory, namely:

i creation and permanent expansion of a
database of interested parties;

9 formation of the necessary innovative base
(computers, peripheral devices and software);

1 organizing the actities of the division and
individual managers in managing relationships with
stakeholders;

9 development and adjustment of plans for
interaction with key stakeholders, taking into account
their business and personal characteristics;

1 regular audit of the actities of managers in
managing relationships with stakeholders in terms of
assessing the following indicators: number of
meetings, number of commercial proposals prepared,
number of contracts concluded, dynamics of the
volume of product deliveries per easkakeholder
participant;

implementation of developed activities with the
participation of stakeholders in order to identify
changes in the structure and nature of the preferences
of stakeholder participants.

Thus, theabovementioned aspects, if properly
developed, can allow light industry enterprises to form
a unique competitive advantage a system of
effective relationships between stakeholders.

Conditionally variable costs (total variable costs
per unit of output) Conditionally variable costs per
unit of output) are defined as:

Zconventional trans. unit = Cpol(5 st.s.pol.+6
st.s.pol.+7 st.s.pol.+8 st.s.pol.+9 st.s.pol.); (rublEs) (

1) Conditionally fixed costs (total fixed
costs of production and unit of outpu@dnditionally
fixed costs) are defined as:

Zcond. pos.ed = Cpol. -
(1st.s.pol.+2st.s.pol.+3st.s.pol.+4st.s.pol.); (rud).) (

The authors managed to develop software that
would make such a search justified and effective and
would allow finding the bestolution.

At the same time, as criteria for a justified choice
of optimal capacity when forming the algorithm, it
was justified to choose precisely those criteria that
have the greatest impact on the cost of finished
products, namely:

- percentage ofvorkers' workload, %;

- productivity of one worker, a pair;

- loss of wages per unit of output, rub.;

- specific reduced costs per 100 pairs of shoes,
rub.;

- shoe production, 1 fm

- equipment cost per unit of flow task (C)

- total price (Stotal);

- margin of financiakafety (MFS);

- breakeven point (BEP);

- profit per unit of output (Pr.);

- product profitability (R);

- costs per 1 ruble of marketable output (COP);

- conditionally variable costs (CVC);

- Conditionally fixed costs (CFC).

Of the criteria listed, in our opinion, ¢h
manufacturer may give preference to those that, from
his point of view, would guarantee him the production
of competitive and irdemand products, namely:

- labor productivity of 1 worker is the most
important labor indicator. All the main indicators of
production efficiency and all labor indicators depend
to one degree or another on the level and dynamics of
labor productivity: production of goods, number of
employees, expenditure of wages, level of wages, etc.,
to increase labor productivity, the intradion of new
equipment and technology, extensive mechanization
of laborintensive work, automation of production
processes, advanced training of workers and
employees, especially when introducing innovative
technological processes based on universal and
multifunctional equipment, are of primary
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importance;

i specific reduced costsan indicator of the
comparative economic efficiency of capital
investments, used when choosing the best option for
solving technological problems;

i reduced coststhe sum oturrent costs taken
into account in the cost of production and -dinee
capital investments, the comparability of which with
current costs is achieved by multiplying them by the
standard coefficient of capital investment efficiency;

i the financial safety mgin (FSM) shows by
what percentage an enterprise can reduce its sales
volume without incurring losses;

i the breakeven point allows (Tbh.u) to
determine the minimum necessary volume of product
sales at which the enterprise covers its expenses and
operates vthout loss, without making a profit, but
also without incurring losses, that is, this is the
minimum volume of product output at which equality
of sales revenue and production costs is achieved,;

i profit (loss) from sales of products (Pr) is
defined aghe difference between revenue from sales
of products at current prices, VAT and excise taxes,
and the costs of their production and sales;

i product profitability (R) reflects the
relationship between the profit from the sale of a unit
of production and itsost;

i conditionally fixed costs (total fixed costs of
production of a unit of output) (3stcond. pos. unit),
which change proportionally or almost proportionally
to the change in production volume (tstosts of raw
materials and supplies; 2st. costs of auxiliary
materials; 3st.- costs of fuel and energy for
technological needs; 4st. costs of additional and basic
salaries of production workers with insurance
contributions to offbudget funds);

i conditionally variable costs (total variable
costs 6 production of a unit of output) (3 items
conditional variable units), which do not depend or
almost do not depend on changes in the volume of
production (5 itemscosts of expenses for preparation
and development of production; 6 itemgosts of
expsmses for maintenance and operation of
equipment; 7 items costs of general production
needs; 8 items costs of general business expenses,
they together with conditionally fixed expenses make
up the production cost; 9 itemgosts of commercial
expensesAll these items- forming conditionally
variable and expenses and conditionally fixed
expenses make up the full cost, that is, conditionally
variable costs can be defined as the full cest
conditionally fixed costs, and vice versa, conditionally
fixed costs can be defined as the full cost
conditionally variable costs);

i The costs per 1 ruble of marketable output
show the relative size of profit per ruble of current
expenses, that is, this is the ratio of the cost of a unit
of output to the wholesale pdg¢ characterizing the
effectiveness of the measures taken to increase the

competitiveness and demand for products in demand
markets.

These calculations show that with 100% sales of
men's and women's footwear in the specified period of
time, not only the csts of production and sales of
products are covered, but also a profit of 3697.4
thousand rubles remains. This indicates the effective
operation of the enterprise, as well as the correct
marketing and assortment policy. The profitability of
products is 14%. The authors confirmed their
proposals with the results of calculating technical and
economic indicators using the software they
developed, which allowed them to choose production
volumes that would guarantee the manufacturer an
economic effect, in whit the complex efficiency
indicator (K) evaluating it will tend to its maximum
value, namely, to one.

For example, the name of the enterprise
"Kotofey" - the production of children's shoes in the
city of Yegoryevsk. When pronouncing "Kotofey",
you can provke an association with fast movement,
and children love to run, they need highality and
durable shoes. Another example, the name of the
enterprise MEXX. No bright associations arise, but
the name is modern and laconic. It fits well with the
positioningof the enterprise clothes for the young
with an ideal combination of "style, price and quality”.

It is necessary to note the huge number of names
that use the Latin alphabet when writing their names.
It seems to us that the roots of this phenomenomlie i
the statementsthe legacy of the Soviet era: "there is
no fashion in Russia!", "domestic means bad".
Accordingly, domestic enterprises that were the first
to enter the posBoviet market were forced to disguise
themselves as foreign manufacturers. @rggGloria
Jeans, Climona, Vereteno, Festival, ZARINAere
are numerous examples of this strategy when choosing
a company name.

The fourth method is the company logo. The
purpose of the logo in the fashion industry is instant
recognition of the brand.he logo is a symbol that
replaces the name or is its graphic interpretation. It is
interesting that in the world of fashion, the logo has
also become part of the design of clothes and shoes.

The logo serves as an identification mark for the
uninitiated crevd, who learn how much a particular
item cost from these letters. It is a cheat sheet for those
who cannot identify the silhouette of Dolce &
Gabbana, Christian Dior or
trend towards ever greater visualization, font graphics
- all kinds of signs. Signs and labelfave begun to
play an increasingly important role. The logo, as an
image replacing text, is becoming an ideal solution in
cases where it is necessary to combine decorativeness
and information.

In addition to its primary faction- a trade mark
- it plays a decorative role. This is a natural result of
the interweaving of the fashion industry and
advertising.
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Here are the reasons, namely:

the first 1 industrial i fashion for text as a
decorative element;

the second is the famn for democratic clothing,
i.e. the crisis of recognition of styles, the tying of an
item to a specific brand;

the third is about advertising. This is a shift in the
framework of "expensive cheap": it is the design of
the product, and not the quality the materials used
or the amount of manual labor that increasingly
determines consumer value. The oversaturation of
advertising information allows logos to become an
element of decor.

The logo is becoming more and more figurative,
emotional. And you caplay with images, placing it
where it was previously unthinkable. Thus, today
buyers of fashionable shoes have been made
advertising carriers of brands due to universal logo
typification.

The main thing is the correspondence between
the emotions evokediyh e pr oduct és
brandos i mage and t he
themselves.

After all, the promotion of an item must be
specific, simple, clear and bright, i.e. advertising. At
the same time, it must carry a readable, emotionally
colored imageAnd that means you can't do without a
logo.

The verbal logo of an enterprisethe name,
written in a certain way, is its most frequently used
attribute, forming the first emotional connection to the
image of the company in the consumer's mind. A
certainway of depicting the verbal logo becomes a
distinctive, original feature of the enterprise.

Another important area of the enterprise's
activity in promoting its brand is design in the trade
environment. The following requirements are
imposed here:

1 convenient location for a specific target
audience (Via Corso is a street of boutiques in Milan;
and il Duomo square with the La Rinaschente
department storeboth are conveniently located in the
center of Milan, but the consumer of these retail
spaces is different). As was already said above, a
similar community of shoe boutiques will be created
in Russia on the basis of the Paris Commune factory.
There is a need for such a base in the Southern and
North Caucasian Federal Districtsthis will allow
organizing a regional market;

1 compliance with the concept of presenting
the product image, i.e. wetthowght-out principles for
presenting the properties of the product that
correspond to the expected motivation for its choice
by the consumer;

1 figuratively, the target solution of the
environment should be oriented towards the type of
consumer. The possibilitpf trying on shoes and
getting advice from the seller should be implemented;

1 the environment should be conducive to

staying and provoke interest in the products. Pleasant
music can be played in the store, each visitor should
be given a booklet with shoednds;

1 according to the image solution, the
environment should be elevated above the ordinary,
creating a feeling of "event", "chosenness”, "fullness
of possibilities" or "accessibility". The enterprise can
introduce a system of discounts to attract coressm
again;

1 support an additional range of services
included in the consumer's circle of leisure time and
cultural interests. The buyer may be offered a gift of
shoe polish for newly purchased shoes or another
clothing accessory with the manufacturer's logo

Consumers in the market are not a monolithic
community. When buying shoes, they are guided, first
of all, by the type of shoes and the price.

For example, when choosing women's boots, the
buyer takes into account the season of the shoes, their
age charaeristics and type of work, important

a deaterest wills ben the appdamnce of the shoes:
d emnplignoe with the fashior treng, cotod matetiass of

the upper and lower parts, as well as the design
solution of the model. Buyers will also prefer a
trademark. It is tis offer of shoes to the consumer in
specialized stores or departments that will provoke an
increase in sales in conditions of unstable demand.
And if the seller, having wellhoughtout principles

of presenting the advantageous properties of each
design d women's boots, and guessing the mood and
capabilities of the buyer based on their motivated
guestions when choosing a model, can realize this
very desire, then in any case the buyer will leave
satisfied that his interests are fully satisfied, and he
himself and his friends will definitely recommend this
store, where they are always welcome guests, will be
correctly understood and where they will be given due
attention in order to make a pleasant purchase
together. Elderly people love comfort and coziness.
Both the seller and the buyea representative of the
fair half - will, of course, pay attention to the model if

it will be pleasant to wear in the snowy winter, since
it should be made of soft pile leatherelour and have

a molded sole with a largestad, since it will be very
convenient and will provide them with comfort at any
time of its wear. At the same time, it should be
affordable. Business women, whose age is over 45 and
up to 45, and who are constantly in the hustle and
bustle, of course, wWigive preference to models made
of natural materials, low heels, discreet fittings,
creating comfort for the wearer in their everyday life,
emphasizing their image and social status.

The appearance of fashionistas or high school
girls in a salon or a spet brand store will
immediately attract the attention of the salon
salesperson, who will want to offer them only the
original model with a particularly high heel with false
straps, decorated with rivets and fixed at the top and
bottom of the shaft. The $aionista will be happy that
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she bought what she wanted, and the high school girl
will be satisfied with the purchase also because she is
sure that this purchase will surprise her friends, and
for her this is the most important argument in favor of
the puchase. It is always easy for the salesperson if a
"socialite" appears in the store, since she always gives
preference only to new items or exclusive models.
These ambitions of hers can be satisfied by the model
both due to originality and due to the dessghution,

as well as due to the selected materials and decorations
in the manufacture of this very model. For girls who
love strictness, but at the same time originality, the
seller will definitely offer a model that successfully
combines materials of twoolors and textures, and
perforated details draped on the bootleg give it an
unusual look.

And the price should not be too "biting", which
is also an important argument in favor of the purchase.
These fantasies of ours, spied in life and very
effectivelyworking on demand, are justified and have
the right to be, since the ability to present your
products, work with your consumer, a competent
marketing approach form the popularity of this
boutique, store or salon among buyers and provide
them with stable assumer demand. Ultimately, well
thoughtout principles of presenting the properties of
the goods, choosing your consumer, the correct design
of boutiques and their windowsall this will allow
you to have a significant impact on the effective
results of keir work. This also fully applies to the
children's assortment.

Formation of assortment is a problem of specific
goods, their individual series, determination of the
ratio between "old" and "new" goods, goods of
individual and serial production, "scienitgensive"
and "ordinary" goods, materialized goods, or licenses
and "knowhow". When forming an assortment,
problems of prices, quality, guarantees, service arise,
whether the manufacturer is going to play a leading
role in creating fundamentally new typef products
or is forced to follow other manufacturers

The formation of the product range is preceded
by the development of an assortment concept by the
enterprise. It is a targeted construction of an optimal
assortment structure, product offering, based on
the one hand, the consumer requirements of certain
groups (market segments), and on the other, the need

to ensure the most efficient use of raw materials,
technological, financial and other resources by the
enterprise in order to produce productthwow costs.

The assortment concept is expressed as a system

of indicators characterizing the possibilities of optimal
development of the production assortment of a given
type of goods. Such indicators include: diversity of
types and varieties @foods (taking into account the
typology of consumers); the level and frequency of
assortment renewal; the level and ratio of prices for
goods of a given type, etc. The assortment formation
system includes the following main points, namely:

1 determining cuent and future customer
needs, analyzing the ways of using shoes and the
characteristics of customer behavior in the relevant
market;

i assessment of existing competitors'
analogues;
9 critical assessment of the products

manufactured by the enterprise in theng range as in
paragraphs 1 and 2, but

9 deciding which products should be added to
the range and which should be excluded from it due to
changes in the level of competitiveness; whether it is
necessary to diversify productsdligh other areas of
t he enterpriseobs produc
established profile.

9 consideration of proposals for the creation of
new shoe models, improvement of existing ones;

1 development of specifications for new or
improved models inaccordance with customer
requirements;

1 study of the possibilities of producing new or
improved models, including issues of pricing, cost and
profitability;

9 conducting tests (testing) of footwear taking
into account potential consumers in order to determine
their acceptability according to key indicators;

1 development of special recommendations for
the production units of the enterprise regarding
quality, style, price, name, packaging, service, etc. in
accordance with the results of tests carried out,
confirming the acceptability of the characteristics of
the product or determining the need to change them;

1 evaluation and revision of the entire range.
(Figures 1.)
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