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Approaches to the formation of the enterprise development strategy  
(on the example of furniture production in the Pavlodar region) 

Abstract 
Object: The article considers new approaches to the formation of the company’s development strategy (on the ex-

ample of furniture production in the Pavlodar region). In particular, the goal of the study is to evaluate the competitive 
position of the enterprise, based on the use of a spatial model (SPACE model) and the method of expert assessments, 
taking into account factors of the internal and external environment. 

Methods: This research adopts the method of expert assessments, including the quantitative and qualitative re-
search methods with a survey data collection technique. The initial data have been collected by a questionnaire with six 
point scales, it is used SPACE-model which allows to determine the type of development strategy - the most optimal for 
the enterprise taking into account the parameters of the external and internal environment of the enterprise. 

Findings: The results show that the company under study is characterized by an average attractiveness of the fur-
niture market in the city of Pavlodar, a stable financial position, which is limited by an unstable external environment. 
In addition, the company according to the study has aggressive competitive position in the furniture sales market, which 
entails the potential ability to resist competitors. 

Conclusion: Based on the results obtained, it is advisable to form and implement a strategy for intensive growth of 
the studied enterprise, which assumes either a deeper penetration of the enterprise into the existing market with the existing 
product range or penetration into new markets with the existing range. The authors also recommend the following strate-
gies for intensive growth: 1) the strategy of expanding the market boundaries; 2) the strategy of deep market penetration. 

Keywords: strategy, SPACE model, furniture products, competitive position, intensive growth, external environ-
ment of the enterprise, internal environment of the enterprise. 

Introduction 
Currently, it is impossible to imagine the activities of firms without a developed and current strategy. 

The modern tool of successful development of firms in the sharply changing conditions in the external envi-
ronment and the associated uncertainty is a purposeful concentration of forces and a correctly chosen strate-
gy, which is the main one for all enterprises, including the production of furniture products (Grant, 2016). 
Each company is unique in its own way, that is why the process of strategy development for each company is 
different, as it depends on the position of the company in the market, its development dynamics, its potential, 
the behavior of competitors, the characteristics of its products or services (Malhotra, 2015). The current pace 
of changes in the external environment, the increase in knowledge and information flows is so great that the 
development and implementation of an enterprise development strategy is the only approach to predicting 
the future problems of the enterprise and its capabilities (Mackay & Zundel, 2016).  

The strategy is the Foundation for the long-term development of the enterprise, helps to find the most 
appropriate ways of action, reduces the risk of making a wrong decision due to distorted or incorrect infor-
mation about the company’s capabilities (internal environment) and its external environment (Leal et al., 
2016). When developing a strategy, you need to achieve the greatest certainty, so that the company can antic-
ipate changes in the external environment in time and respond to them instantly. 

Literature Review 
It should be noted that currently in science there is no single definition of the concept of “enterprise 

strategy”, there are many definitions: 
 setting goals and developing appropriate measures to achieve them (Cattani et al., 2017); 
 a strategic action plan that identifies priorities, challenges, and resources to achieve the main goal 

(Nguyen et al., 2018); 
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 a system of organizational and economic measures to achieve long-term goals of the enterprise 
(Hyväri, 2016); 

 the General direction of the company's activity, ensuring coordination of the goals, capabilities of the 
company and the interests of employees (Radomska, 2015); 

 research of the future, analysis of possible scenarios of enterprise development (Zhou, 2016); 
 a system of ways to manage the company’s activity (Král & Králová, 2016). 
Based on the above well-known definitions, we define the “enterprise strategy” as follows. According to 

authors’ opinion, “enterprise strategy is a system of management influence on economic and organizational 
relations of the enterprise workforce, aimed at achieving business objectives and ensuring effective function-
ing and development of enterprises in the short and long term”. 

To date, the formation of the company’s development strategy is based mainly on the choice of several 
alternative strategies. Each of the options is based on standard solutions for widespread situations. The most 
profound question of methods for forming an enterprise strategy has been studied by scientists from the Har-
vard school: M. Porter (1997), K. Andrews (1971), K. Prahalad & G. Hamel (1990), which is still considered 
a leader in this direction. 

Developed by Kenneth Andrews, SWOT analysis involves developing a strategy based on assessing the 
impact on the enterprise of such factors as: the company's opportunities (opportunities), threats to the com-
pany (threats), strengths (strengths), weaknesses (weaknesses). At the same time, Michael Porter evaluated 
the process of forming the company's strategy in terms of its competitive position, based on an analysis of 
the five forces of competition, which gives an idea of the company’s strengths and weaknesses in the market. 

With all the ways of forming of enterprise strategy based on an analysis of internal and external envi-
ronment of the organization, as the organization’s capabilities and market circumstances in which there is a 
company, determines the probable ways of its formation (Arrogah, 2018). It is also necessary to take into 
account that time, people and information are equally important resources of the chosen strategy in modern 
realities (Mao et al., 2017). Time is now being added to people as the main resource of companies. Only by 
working ahead of the competition, the company is able to implement a strategy for increasing its stability in a 
market where there are fewer and fewer free niches (Peres & Fogliatto, 2018). 

Methods  
Approaches to the formation of the enterprise development strategy involves the determination  of the 

methods of formation of the strategy and the results of their use. The authors used the method of SPACE 
model (SPACE - Strategic Position and Action Evaluation model - strategic assessment of positions and ac-
tions) to form the strategy for the development of the enterprise (on the example “Alshynbay” LLP, which 
operates in the field of furniture production). This method allows to choose the key growth factors, to deter-
mine the type of development strategy, which is the most optimal for the enterprise taking into account the 
parameters of the external and internal environment of the enterprise. 

At the same time, this model allows to more accurately determine the competitive strategy of the enter-
prise, since it is based on the factors of analysis of internal and external environment [Studenova A. Strategic 
management at the enterprise. – M.: Finance and statistics, 2008, p. 318]. 

Each group of factors of analysis of internal and external environment is determined in a point assess-
ment, on the basis of which a graph is constructed that characterizes the strategic position of the enterprise 
under study.  

The company is assigned one of 4 strategic positions: aggressive, competitive, conservative, and defen-
sive, depending on the results shown on the resulting graph. 

The overall assessment of the company’s strategic position in the industry market is represented by four 
key indicators of the company’s performance: 

 the financial position of the enterprise - estimated from 0 to six 6 (0 - weak financial position, 6 - 
strong); 

 the attractiveness of this market - estimated from 0 to 6 points (0 - the industry is unattractive, 6 - at-
tractive); 

 competitive advantage - it is evaluated from 0 to 6 points (0 - small competitive advantage, 6 - large) 
and then converted to negative value by subtracting 6 points from the obtained positive value; 

 stability of external environment - evaluated from 0 to 6 points (0 - the environment is unstable, 6 - 
stable) and then converted to a negative value by subtracting 6 points from the obtained positive value. 
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To assess the strategic position in the work, the method of expert assessments is also used, including the 
quantitative and qualitative research methods with a survey data collection technique. The initial data have 
been collected by a questionnaire with six point scales. All received indicators at the enterprise “Alshynbay” 
LLP are formulated on the basis of personal judgments and opinions of specialists of an economic profile 
(186 respondents). 

Results  
In Pavlodar region, the market of furniture products is highly concentrated due to a significant number 

of competitors. To determine the development strategy of enterprise (on the example of “Alshynbay” LLP), 
it is necessary, on the basis of statistical data, to analyze the dynamics of furniture production for 2017-2019, 
the results of which are reflected in Table 1. 

Table 1. Analysis of the dynamics of the production of furniture products in the Pavlodar region for 2017-2019 

Indicators 
years 

2019 to 
2017/2018,  

percent 
2017 2018 2019 2017 2018 

Physical volume index of furniture products,% 111,4 148,9 79,1 64,7 53,1 
Production of cabinet furniture, million tenge 348 1008 727 208,9 72,1 
- production of commercial equipment, thousand pieces 42 37 41 97,6 110,8 
- production of interior items, thousand pieces 27 37 27 100,0 73,0 
- production of office furniture, thousand pieces 25 38 21 84,0 55,3 
The number of enterprises operating in the furniture in-
dustry,  units 

67 61 52 77,6 85,2 

Note - Compiled by the author based on data of Ministry of Education and Science of the Republic of Kazakhstan and the Bureau 
of National Statistics 

 
These tables allow us to conclude that there is a tendency for a significant decrease in the production of 

furniture products in the Pavlodar region in the period 2017-2019. In 2019, the volume of production of fur-
niture products amounted to: by 2017 -117, 2 percent; by 2018 - 78.4 percent. 

Based on the data obtained as a result of the analysis, it is necessary to assess the competitive ad-
vantage, the attractiveness of the furniture market and the stability of the external environment in this area in 
the Pavlodar region. 

1) Analysis of the competitive advantage of the furniture factory “Alshynbai” LLP. 
During the period 2017-2019, the client base of “Alshynbay” LLP has been steadily expanding, howev-

er, there is a decrease in the rate of growth in sales. 
It is necessary to calculate the index of penetration of “Alshynbay” LLP into the furniture sales market 

in Pavlodar region and the consumer confidence coefficient [2, p. 176] 
The dynamics of changes in the “Alshynbai” LLP market segment is presented in Table 2. 

Table 2. Dynamics of changes in the market segment of “Alshynbay” LLP 

Index 2017 2018 2019 Plan 
Number of potential clients 1465 1856 1958 2100 
Number of attracted clients 856 901 933 960 
Number of proposed furniture items, 90 98 102 115 
Market penetration index,% 58,4 48,5 47,7 45,7 
Consumer confidence coefficient,% 10,5 10,9 10,9 12,0 
Note - Compiled by the author based on the method of expert assessments 

 
Based on the data obtained, it can be concluded that, despite the positive dynamics of attracting new 

customers, the penetration rate on the sales market of furniture products of Alshynbay LLP is gradually de-
creasing, which is associated with high competition and is reflected in a decrease in the growth rate of the 
company's market share. However, a positive fact is the growing coefficient of customer confidence in 
“Alshynbay” LLP. Table 3 shows the indicators of the competitive advantage of “Alshynbay” LLP, formu-
lated on the basis of personal judgments and opinions of specialists of an economic profile. 
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Table 3. Indicators of the competitive advantage of “Alshynbai” LLP 

Index Quantitative assessment (0-6) Qualitative assessment 
Market share 4 below average 
Implementation of strategic goals 2 below average 
Distinctive features of products 4 essential 
Consumer loyalty (trust) 5 high 
Attraction dynamics 3 medium 
The average 3,6 
Vector average -6 = 3,6 – 6 = -2,4 
Note - Compiled by the author based on the method of expert assessments 

 
Based on the results of Table 3, the average score for the quantitative assessment of competitive ad-

vantage was calculated, equal to 2.4. Since the competitive advantage axis is negative on the competitive 
position graph, it is necessary to calculate the indicator that will be plotted along the axis as the difference 
between the average and maximum score equal to 6. 

2) Analysis of indicators of stability of the external environment. 
Manufacturers of furniture products in the city of Pavlodar are: “Kazakhstan” LLP, “Imperial” LLP, a 

number of other enterprises. To assess the competitive environment, it is advisable to single out enterprises 
operating in the same market segment and producing similar assortment positions of furniture products. It 
should be noted that the furniture of these manufacturers is furniture made of laminated chipboard; there are 
practically no samples of furniture made of solid-cut parts of pure wood. The price of an “average” set of 
furniture made of this material at the prices of the above-mentioned manufacturers is no more than 125 thou-
sand tenge. 

Furniture produced by the “Alshynbai” LLP factory is competitive and differs significantly in cost.  
Table 4 shows a point analysis of the competitive environment of the furniture market in the city of 

Pavlodar on a five-point scale. 

Table 4. Analysis of the competitive environment of the furniture market in the city of Pavlodar 

Comparison parameter “Alshynbay” LLP “Kazakhstan” LLP “Imperial” LLP 
Environmental Safety 4 3 3 
Strength 4 3 3 
Price 2 4 4 
Aesthetic properties 3 4 3 
Accompanying services 4 2 4 
Total 17 16 17 
Note - Compiled by the author based on the method of expert assessments 

 
The comparison shows that the furniture “Alshynbai” LLP occupies an average competitive position. 

Table 4 shows the results of the analysis of the competitive environment of the furniture market in the city of 
Pavlodar. The main segment of end consumers of “Alshynbay” LLP products are families with an average 
income.  

Table 5 presents an assessment of indicators of the stability of the external environment. The assessment 
is also made on a 6-point scale. According to the table, the average indicator of environmental stability is calcu-
lated, which decreases by 6 points, since the stability axis on the competitive position graph is negative. 

Table 5. Indicators of stability of the external environment of “Alshynbai” LLP 

Index Quantitative assessment (0-6) Qualitative assessment 
Demand 4 exists 
Inflation rate 3 high 
The spread of prices of competing enterprises 5 weighty 
Competitive pressure 4 above average 
The average 4 
Vector average – 6 = 6 – 4 = -2 
Note - Compiled by the author based on the method of expert assessments 
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3) Analysis of indicators of attractiveness of the furniture sales market in the city of Pavlodar. 
Table 6 presents an assessment of indicators of the attractiveness of the furniture sales market 

in Pavlodar. 

Table 6. Indicators of attractiveness of the furniture sales market 

Index Quantitative assessment (0-6) Qualitative assessment 
Growth rate 5 low 
Potential profitability 5 medium 
Concentration of competitors 5 high 
The average 5 
Note - Compiled by the author based on the method of expert assessments 

 
4) financial position of the company-covers all aspects of the company’s activity, including optimiza-

tion of fixed and working capital, profit distribution, tax and pricing policy, etc. Based on the results of the 
analysis, average score of 4.3 was calculated for quantifying the financial position of “Alshynbai” LLP en-
terprise. Based on the analysis of tables 2-6, it is possible to build a graph characterizing the competitive po-
sition of “Alshynbai” LLP in the furniture sales market (figure 1).  

 

 
Figure 1. Competitive position of the furniture factory “Alshynbai” LLP 

Note - Authors’ own 

On each of the axes, respectively, the average values of the calculated indicators are plotted, and a quad-
rangle is constructed, characterizing the competitive position of “Alshynbai” LLP.  

Thus, the furniture “Alshynbay” LLP is positioned on the right side of the graph, and almost symmetri-
cally in the right quadrants. This situation is characterized by the average attractiveness of the furniture sales 
market in the city of Pavlodar, the stable financial position of “Alshynbay” LLP, which is limited by the un-
stable external environment. The position in the upper right quadrant indicates the aggressive competitive 
position of “Alshynbai” LLP in the furniture sales market, which entails the potential ability to withstand 
competitors. 

Discussion 
The results show that the company under study is characterized by an average attractiveness of the fur-

niture market in the city of Pavlodar, a stable financial position, which is limited by an unstable external en-
vironment. In addition, the company according to the study has aggressive competitive position in the furni-
ture sales market, which entails the potential ability to resist competitors. 
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For the aggressive competitive position of the enterprise, to which, as the analysis has shown, the com-
petitive position of “Alshynbai” LLP. Accordingly, authors recommend the following strategies of intensive 
growth: 

To strengthen the intensive growth of the competitive position of the enterprise “Alshynbai” LLP, the 
following strategies of intensive growth are recommended: 

1) the strategy of expanding the boundaries of the market. 
2) strategy of deep penetration into the market. 
The choice of the optimal strategy related to the strategies of intensive growth will allow the manage-

ment of “Alshynbai” LLP to manage efficiently the development of the enterprise in the long term. 
Thus, based on the results of the analysis conducted using the SPACE model, we can conclude that it is 

advisable to form and implement an intensive growth strategy, which involves the following ways: 1) deeper 
penetration into the existing market with the existing product range; 2) penetration into new markets with the 
existing range. 

In general, the efficiency of the company depends on the following factors of internal and external envi-
ronment: the enterprise’s financial position, attractiveness of this market segment, the availability of compet-
itive advantages and sustainability of external environment of the enterprise. 

Conclusions 
Each enterprise is a complex multifunctional system, so the functional strategy of the enterprise can be 

considered a General strategy that reflects specific ways to achieve specific goals of the enterprise and its 
development. In this regard, the following areas can be developed: 

 functional area; 
 marketing direction; 
 production and direction; 
 personnel management; 
 innovative direction; 
 financial direction. 
Knowing all possible development alternatives allows the company to move on to choosing a strategic 

path that will maximize the long-term effectiveness of the organization (Iazzolino & Laise, 2016). 
The set of directions of the functional strategy at a particular enterprise is determined by the composi-

tion of specific goals that the enterprise sets for itself (Soosay et al., 2016). The selected direction is only 
qualitative recommendations for further development of the enterprise “Alshynbai” LLP. Finally, the com-
pany’s strategy is approved in the strategic plan after calculating economic forecasts and possible options for 
the company's development. Factors concerning the correctness of the choice functional strategies are con-
sistent goals that will contribute to the realization of the development strategy of the enterprise, as well as 
external and internal factors showing that the enterprise has no substantial obstacles in achieving your goals, 
and most factors will contribute to the implementation of the chosen strategy and directions of its develop-
ment. 
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Кəсіпорынның даму стратегиясын қалыптастыру тəсілдері  
(Павлодар облысында жиһаз өнімдерін өндіру мысалында) 

Аңдатпа 
Мақсаты: Мақалада кəсіпорынның даму стратегиясын қалыптастырудың жаңа тəсілдері қарастырылды 

(Павлодар облысында жиһаз өнімдерін өндіру мысалында). Атап айтқанда, зерттеудің мақсаты кеңістіктік 
модельді (SPACE модельді) жəне ішкі жəне сыртқы орта факторларын ескере отырып, сараптамалық бағалау 
əдісін пайдалануға негізделген кəсіпорынның бəсекелестік ұстанымдарын бағалау болып табылады. 

Əдісі: Зерттеуде бастапқы деректерді алу барысында сауалнама негізіндегі сандық жəне сапалық зерттеу 
əдістерін қамтитын сараптамалық бағалау əдісі қолданылған. Бастапқы мəліметтер алты балдық шкаласын 
қолдана отырып, алдын ала бекітілген сұрақтардан құрастырылған сауалнама көмегімен жиналды, сыртқы орта 
параметрлері мен ішкі орта жағдайын ескере отырып, кəсіпорын үшін ең оңтайлы — даму стратегиясының 
түрін анықтауға мүмкіндік беретін SPACE моделі пайдаланылған. 

Қорытынды: Жұмыс нəтижелері зерттелетін кəсіпорынның Павлодар қаласындағы жиһаз өткізу 
нарығының орташа тартымдылығымен, тұрақсыз сыртқы ортамен шектелген тұрақты қаржылық жағдаймен 
сипатталатынын көрсетеді. Сонымен қатар, зерттелетін кəсіпорын жиһаз сату нарығында агрессивті бəсекеге 
қабілетті позицияға ие, бұл бəсекелестерге қарсы тұрудың ықтимал қабілетін тудырады. 

Тұжырымдама: Алынған нəтижелерге сүйене отырып, кəсіпорынның қолданыстағы нарыққа неғұрлым 
терең енуін немесе қолданыстағы ассортименті бар жаңа нарықтарға енуін көздейтін зерттелген кəсіпорынның 
қарқынды өсу стратегиясын қалыптастыру жəне іске асыру ұсынылған. Авторлар сондай-ақ қарқынды өсудің 
мынадай стратегияларын ұсынды: 1) нарық шекарасын кеңейту стратегиясы; 2) нарыққа терең ену стратегиясы. 

Кілт сөздер: стратегия, SPACE моделі, жиһаз өнімі, бəсекелік ұстаным, қарқынды өсу, кəсіпорынның 
сыртқы ортасы, кəсіпорынның ішкі ортасы. 
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Подходы к формированию стратегии развития предприятия  
(на примере производства мебельной продукции в Павлодарской области) 

Аннотация 
Цель: В статье рассмотрены новые подходы к формированию стратегии развития предприятия (на примере 

производства мебельной продукции в Павлодарской области). В частности, целью исследования является опре-
деление конкурентных позиций предприятия, основывающееся на использовании пространственной модели 
(модель SPACE) и метода экспертных оценок с учетом факторов внутренней и внешней среды. 

Методы: В работе использован метод экспертных оценок, включающий количественные и качественные 
методы исследования с применением анкетирования в качестве сбора первичных данных. Исходные данные 
были собраны с помощью анкеты, содержащей фиксированные вопросы с использованием шестибалльной 
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шкалы, применена модель SPACE, позволяющая определить тип стратегии развития — наиболее оптимальный 
для предприятия с учетом параметров внешней среды и состояния внутренней среды. 

Результаты: Результаты работы показывают, что исследуемое предприятие характеризуется средней при-
влекательностью рынка сбыта мебели в городе Павлодаре, стабильным финансовым положением, которое огра-
ничено нестабильной внешней средой. Кроме того, исследуемое предприятие имеет агрессивную конкурентную 
позицию на рынке продаж мебели, что влечет за собой потенциальную способность противостоять конкурентам. 

Выводы: На основании полученных результатов целесообразны формирование и реализация стратегии ин-
тенсивного роста исследуемого предприятия, предполагающей либо более глубокое проникновение предпри-
ятия на существующий рынок с существующим ассортиментом продукции, либо проникновение на новые рын-
ки с существующим ассортиментом. Авторами также рекомендованы следующие стратегии интенсивного рос-
та: расширения границ рынка и глубокого проникновения на рынок. 

Ключевые слова: стратегия, модель SPACE, мебельная продукция, конкурентная позиция, интенсивный 
рост, внешняя среда предприятия, внутренняя среда предприятия. 
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