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The competitiveness of the pharmacy can be determined as ability to get an 

advantage in the current market situation in order to increase turnover and obtain 

maximum profit. For successful activity at the market, a pharmacy needs to attract 
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new customers and to retain existing customers. To do this, the pharmacy should 

have certain indisputable competitive advantages for clients.  

The purpose of the paper is to assess the competitiveness of the pharmacy and 

develop recommendations for its improvement. To assess the competitiveness of the 

pharmacy we used survey and expert assessments and graphical and mathematical 

method. In developing the marketing strategy of the pharmacy, a SWOT-analysis of 

the strengths and weaknesses, threats and opportunities of the enterprise was carried 

out. On the basis of the survey, pharmacy clients were segmented; the most popular 

additional services and the most valuable advantages of the pharmacy from the point 

of view of consumers were identified. The integral indicator of competitiveness of the 

pharmacy based on external competitive advantages was calculated. According to 

consumer estimates, it was 3.8 points (75.2 % of the maximum possible value); 

according to pharmacists' estimates it was 4.3 points (86.0 % of the maximum 

possible value). Evaluation of the competitiveness of the pharmacy was also carried 

out with graphical and mathematical method. According to the visitors, the 

competitiveness indicator of the pharmacy is 51.1 (68.1 % of the maximum possible 

value), according to the pharmacists' estimates it is 59.8 (79.8 % of the maximum 

possible value). SWOT-analysis of the pharmacy revealed strengths and weaknesses, 

threats and opportunities to improve its competitiveness; one of opportunities is the 

creation and strengthening of personalized relationships with customers, which 

requires the implementation of CRM-systems. 

  


