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AHHOTaI_[I/ISII ]_ICJIB HCCJIICAOBAaHU 3aKIIFOYACTCs B MPOBCACHUHN aHAJIM3a MOAXOJ0B K OMPCACIICHUIO IMMOHATHUA
«KAQ4YECTBO YCIYTHU» C MIO3UIHUHU SKOHOMHUYECKOM KaTeropuu, BbISIBJICHUIO HEAOCTATKOB B HOPMATUBHO-IIPABOBOM
pEerIaMeHTUPOBAaHUM yKa3aHHOW TepMuHoJoruu. s 3Toro morpeOoBaloch pEIIEHUE CIEAYIOIIMX 3aaay:
PAaCCMOTPCHUEC B3aAUMOCBA3HU Ka4€CTBA TOProBOIo 06CJ'Iy>KI/IBaHI/I${ C KOHKypeHTOCHOCO6HOCTBIO IpCAIIpUusTUs;
000CHOBaHHE 1IeNIECOOOPA3HOCTH OICHKH KadecTBa TOPTOBBIX YCIYT KaK OTHOCHUTENBHOW BEINYHHBI,
XapaKTepmonmeﬁ o6mee BIICHATJIICHUC  TIOKYIIATCIIsI  OT COBepIHeHHOﬁ IMOKYIIKH. HpI/I J8(0)% (01105
(dhopManr30BaHHOTO METO/a pa30opa v aHAIM3a HOPMATHBHBIX U METOJUYECKHUX JIOKYMEHTOB OBLIIO 0OOCHOBAHO
OIIPCACIICHUC KaueCTBa TOPIOBBIX YCIYI' KaK OTACIIBHOI'O KPUTCPH, (bOpMI/IpyIOH_[CFO KOHKYPCHTHBLIC
IIPEUMYIIECTBA B CHCTEME MAapKETHUHIa IPEANPUATHs. Y CTAHOBIEHA TECHAas B3aMMOCBSI3b MCCIEYEMOrO
TEpMHHA C IOHATHECM «Ka4€CTBO TOBapa», OTMCYCHA CJIOXHOCTb €€ OLCHKU C IIO3ULIUH HOPMHUPYCMBIX
[1apaMeTpOB.

Annotation:  The purpose of the study is to analyze the approaches to the definition of the concept of «quality
of service» from the point of view of the economic category, to identify shortcomings in the regulatory regulation
of this terminology. This required solving the following tasks: consideration of the relationship between the
quality of trade services and the competitiveness of the enterprise; justification of the feasibility of assessing the
quality of trade services as a relative value that characterizes the overall impression of the buyer from the
purchase. Using the formalized method of analysis and analysis of regulatory and methodological documents, the
definition of the quality of trade services as a separate criterion that forms competitive advantages in the
marketing system of the enterprise was justified. The close relationship of the term under study with the concept
of «product quality» is established, the complexity of its assessment from the point of view of normalized
parameters is noted.
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