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MARKETING AS A KEY METHOD OF INCREASING
INTERNATIONAL COMPETITVENESS

At the present stage economic transformations are accompanied by deepening
globalization, socialization and digitalization of all business processes without exception.
Therefore, there is a need to constantly adapt existing strategic and operational plans for
enterprise development to new threats and challenges of the external marketing
environment. This issue is especially relevant for companies operating in foreign markets,
which are often characterized by uncertainty, greater competition and infinity.

The problem of competitiveness is central to the country’s economic policy. Creating a
competitive advantage over the opponent becomes a strategic direction of the state and its
bodies in the field of competitiveness of the national economy [1]. In spite of a large
number of factors affecting the competitiveness of the enterprise, nevertheless, the main
and determining of them remains its ability to produce competitive products and create
conditions for their promotion on the market. In this context, we believe that achieving the
competitiveness of the enterprise is impossible without the use of marketing, whose
mission is to ensure the profitability of the enterprise by meeting the needs of consumers
through a comprehensive study of their needs.

There are several ways to improve competitiveness of an enterprise: growth of sales
volumes of the product or service; improving the quality of the product; cost reduction;
benchmarking; an effective marketing strategy.

One of the directions for increasing competitiveness is the growth of volumes of
realization of the product (services or goods). It should be taken into account that the
increase in volumes of sales in itself will not bring the desired results. When organizing the
production process and volume of products in accordance with this method, it is necessary
to solve a number of issues, one of the most important of which is to determine the scope
of sales of product, which will ensure a break-even point of the production activity.

The next factor is the improvement of the quality of the output product, its constant
updating, optimization and diversification of the structure resources used in production [2].
However, in order for this strategy to be implemented in practice, management companies
should increase investment in innovative development, rearrangement of labor resources,
etc. Cost reduction is the traditional, oldest and most researched method of increasing
competitive advantages. In this case, in the advantageous position will be the enterprise
that, having applied a certain set of measures has achieved lower costs than competitors.
However, in modern conditions, it is rather difficult to maintain such an advantage as the
implementation of this method requires a clear, coordinated work of employees to improve
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production technologies, logistics and R&D, personnel management and organizational
culture.

Another tool to increase competitiveness of an enterprise is benchmarking.
Benchmarking is a systematic, continuous search and study of best practices of competitors
and players in related industries, continuous comparison of desired results and business
changes with the developed reference model. Based on the information received, it is
necessary to provide a support for a system of continual performance improvement [3].

A significant contribution to maintaining the level of competitiveness of the company
is made by the marketing strategy implemented by it. After all, the successful sale of the
products that the company conducts is a key factor of how much revenue it receives. A
marketing strategy is a special form of creation and implementation of a company’s plans,
which is designed to minimize all the risks that arise on the way to achieving the goal.
Such strategies are considered in order to reduce costs and losses. The main task of
marketing strategies is to identify the needs of consumers and use this information as
efficiently as possible in their further actions. The highly competitive marketing
environment and the ever-increasing cost of errors also require high quality marketing
research information.

An effective marketing strategy is, no doubt, a key factor in increasing the company’s
international competitiveness. Lacking the quite significant disadvantages of the other
methods listed above, it allows the enterprise to increase the volume of profit, while
maintaining a relatively high price for its production [4]. The cost of a modern marketing
strategy varies, with options available for almost every company’s income level, which is
also, undoubtedly, a significant advantage of this method of increasing international
competitiveness.

The modern consumer has great access to the market of the goods he needs, becomes
more demanding and to meet his needs the usual properties of the goods is not enough. The
company’s ability to create and develop competitive advantages is the key to international
competitiveness. Therefore, marketing plays a crucial role in ensuring the competitiveness
of business in such conditions.
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