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Ptashchenko O.V., Zyma O.H., Kostina K.S., Lavrinchenko M.V.

MIXKHAPOJIHUI MAPKETHUHT SIK JIIEBUM IHCTPYMEHT
HIABUINEHHSA KOHKYPEHTOCHPOMOXHOCTI HIAIIPUEMCTBA
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The main features of international marketing as a tool to
increase the competitiveness of the enterprise are considered
in the article.

Crisis phenomena of today's economy, long reforms of
national production, the formation of a new information
society and the emergence of information processes in the
economy have led to the fact that future economic growth
becomes possible only if the introduction and coordination of
modern marketing and management tools for fuller
implementation of foreign economic relations of the state,
accurate consideration of production needs for domestic and
foreign sales, coordination of export opportunities and import
needs, providing for the production of competitive products,
strengthening the impact on the international division of labor,
international specialization and internationalization of
production and, consequently, improving foreign economic
activity .

Thus, the development of marketing of international
production and the movement of entrepreneurial capital cause
uneven growth of economic potential of individual countries
and regions. The transfer of production to certain countries
leads to the fact that the shares of different groups of countries
in the location of world industry do not coincide. Competition
between TNCs distorts the system of international relations
between the world economy.

International marketing of exports and imports are two barter
transactions, through which each country is organically
connected with the external environment. These are
components of the reproduction process, which must pass
through foreign trade in order to ensure the stable creation,
distribution and consumption of national GDP. The effect of
international marketing of barter transactions or another
country can get based on the scale of production. Foreign
trade may not necessarily be mutually beneficial for all actors
in the world market. Reproductive openness of the country
when using international marketing depends on the
availability of natural resources in the country - energy
resources, raw materials for industry, food for the population.
The level of reproductive openness of the state is higher, the
higher the level of its technical and economic development
and the smaller the value of its GDP and the availability of its
own natural resources.

Keywords: marketing, international marketing, marketing
tools, tools of international marketing, globalization

Introduction. Today, marketing activities have a
significant impact on the overall competitiveness of the
enterprise in the market and is an important factor in the
implementation of foreign economic activity.

Marketing in a global sense can be considered a
"philosophy" of business, which combines not only
science but also art. In today's world it is impossible to
imagine an enterprise in which there is no marketing
activity. It can be described as the creative activity of
the enterprise, which provides a close relationship
between producer and consumer.

Marketing activities assess the needs of consumers
and, based on the assessment, form practical measures
to meet them. In a competitive environment, the role of
marketing is growing, the purpose of which is to ensure
the management of all activities in the enterprise, which
is associated with the sale of products to the final
consumer [10].

In connection with the growing
internationalization of production and the strengthening
of international interdependence of countries in the
world market, international marketing is becoming
increasingly important. This is a form of marketing,
which consists in the organization of the management
system of production and sales activities taking into
account the economic situation in the world, trends in
the internationalization of the world economy, relations
between different countries and features of foreign
economic relations. Marketing is an important catalyst
for foreign economic cooperation.

Analysis of basic research and publications.

Marketing in the international arena is very
complex because it covers not only sales but also other
areas of activity of the enterprise, including production,
research and development, supply, finance and more. In
addition, it requires a deep understanding of the socio-
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economic and national-cultural conditions prevailing in
the country where the company intends to operate.
There are differences in distribution channels, methods
of transportation and storage, legislative and legal
support, customs regulations.

Significant scientific contribution to the concept
and methodology of international marketing was made
by such well-known foreign and Ukrainian scientists as:
B. Berman, J. Evans, P. Kotler, O. Azaryan, A.Mazaraki,
T. Tsygankova, P. Chernomaz and others.

It should be noted that the processes of
globalization and integration are changing marketing
tools, accelerating digitization and giving a new impetus
to the study of this issue.

Meta. The purpose of the work is to highlight the
features of international marketing and its tools to
increase the competitiveness of the enterprise.

Martepiaan Ta pe3yJIbTaTH J0CTiTKEHHSI.

A significant difference between international and
domestic marketing is the ability to choose a market or
exit it. In international business, entering a foreign
market is not mandatory and the task of marketers is to
determine the most effective foreign market for the
company, the time of its appearance and the time of
successful exit from it.

The study of the international marketing
environment takes into account the profound changes
associated with the internationalization of the world
economy and foreign trade, with the changing
relationship between major exporting countries,
increasing the number of countries providing currency
convertibility, the gradual opening of new markets -
CIS, Eastern Europe and others. An important task is to
determine the economic condition of the country and the
potential for consumption of goods and services. To
justify the feasibility of entering the foreign market, it is
necessary to clearly define the goals and objectives of
international marketing. This is the share of total sales
in foreign markets of one or more countries according to
the nature of their economy, culture, political climate
and so on. The attractiveness of the country will depend
on the type of product, geographical factors, income
level, population and other features.

Thus, the main prerequisites for the emergence and
development of international marketing are:

independence of the world community;

international and national legislation;

excess of supply over demand, ie saturation of
goods and services of individual markets;

availability of national currency systems;

developed competition of commodity producers;

developed market infrastructure;

growth of living standards of the population of
many countries, respectively - increase in demand for
food, clothing, furniture, machinery, computers and
other durable goods;

the desire of national and transnational companies
to expand foreign markets;

market behavior of consumers in most countries of
the world;

development of international cooperation in the
production and provision of services.

The modern concept of international marketing
presupposes a comprehensive study of the world market
situation, in particular changes in the field of social
needs caused by:

development of world trade;

scientific and technological progress and relevant
structural changes in the economy;

the ratio of forces and positions of world market
participants;

use of market information to develop new types of
products that can meet the needs of the world market,
which is changing dynamically;

substantiation of optimal methods of exit and
organizational forms of the company's presence abroad
and creation of business alliances for -effective
expansion of foreign markets;

adaptation of domestic marketing strategy to the
conditions of the foreign market environment, in
particular the organization of production and sales in the
conditions of international division of Ilabor,
specialization and cooperation in order to achieve the
maximum commercial effect.

All this means that international marketing as
marketing outside the country where the company is
located, has a clear subject of study - the conditions for
successful business in other countries. International
marketing is designed to reflect the peculiarities of the
relationship of purchase and sale of goods and services
and investment activities in non-traditional types of
crops for the company. In addition, bearing in mind the
role played by national characteristics in international
marketing, which often require a significant
differentiation of the concept of marketing in foreign
markets, it is legitimate to talk about the selection, study
and development of international marketing as an
independent scientific field.

Modern scientific literature does not provide a
single definition of "international marketing". Among
the available ones there are several approaches to the
interpretation of the theoretical meaning of the term,
each of which reflects its essence and provides a
description of marketing activities in foreign markets. In
particular, international marketing is determined by:

by analogy with internal marketing as marketing of
goods and services sold abroad;

as a set of marketing activities necessary for the
successful entry and operation of the entrepreneur in the
foreign market. Formed in the process of studying the
demand, supply and development trends of target
markets in order to develop competitive goods and
services;

as a system of planning, implementation of control
and analysis;

as a system of measures, a set of actions necessary
to study consumer demand, supply and major trends in
foreign markets in order to influence and adapt to them.
This approach best reflects the essence and main
purpose of international marketing;
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as the activities of international firms;

as a philosophy or way of thinking;

as a necessary condition for the successful
operation of the enterprise in foreign markets and the
implementation of effective foreign economic policy.

Since international marketing is based on national
marketing and has a similar structure, the main purpose
of international marketing is also to meet the needs of
foreign consumers by creating more competitive goods
and services in target foreign markets. This, in turn, is
the key to the successful entry of the company into
foreign markets and the expansion of international
activities in order to achieve the goals of the company in
it.

International marketing is a specific phenomenon,
an organic subsystem of the general sphere of marketing
relations. This is a system of organizing the activities of
the subjects of the production sphere, which helps to
optimize the functional connection of production goals
and current needs of foreign consumers. Thanks to it, it
is possible to achieve optimal business performance -
profits, profitability, technical and resource support,
wages and more. In other words, international
marketing is an important condition for establishing
effective feedback between supply and demand
internationally, is a kind of guarantee that the
manufactured products, having passed all stages of the
production process, will find its way to the final
consumer abroad. The term "international marketing"
refers to the activities of international enterprises, the
scope of production and commercial activities of which
extends to foreign countries.

Thus, international marketing is an effective tool in
achieving a stable competitive position of the company
in the foreign market, which contributes to a balanced
and effective policy of internationalization. At the same
time, the peculiarities of international marketing
activities depend on the reasons for the company's entry
into the foreign market, as they mainly form the motives
for international activity.
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IItamenko O.B., 3uma O.I,, Kocrtina K.C.,
JlaBppinyenko M.B. MixkHapoaHuii MapKeTHHI K Ai€BUI

iHCTPYMEHT  NiABHINEHHSI  KOHKYPEHTOCHPOMOKHOCTI
nianpuemMcTBa

YV cmammi  poszensmymo  ocmosmi  ocobrusocmi
MIHCHAPOOHO20 MapKemuHzy AK iHCmpymenmapiio

niOBUWYEeHHs KOHKYPEHMOCHPOMONCHOCHT RIONPUEMCMEA.
Kpuzosi  seuwa exoHomiku cbo200eHHs, mMpueai
peopmu HayionanbHo20 BUPOOHUYMEA, POPMYBAHHI HOBO2O
inghopmayiiinoeo cycnirtbcmea ma uxio Ha nepuiull NiaH
iHghopmayilinux npoyecie 6 ekoHOMIYi npusgelU 00 Mo2o, Wo
Maubymue ekoHoMiune 3pOCMANHA CIAE MOJMCIUBUM TUe 3a
VMO8  YNPOBAOJICEHHS  MdA  Y3200JiCEHHA  BPAXYBAHHA
ocobnueocmeti  Cy4acHux —IHCMpYMeHmi6 MapKemuney ma
MEHEOHCMEHMY ons noeHiwol

peanizayii

306HIUHLOCKOHOMIYHUX — 36 A3KI6  Oepawasi, mouno2co
8paxXysanus nompebd y 6UNYCKy NPOOVKYii Onsl GHYMPIUHLOT
ma 308HIWMBLOI peanizayii,  V32000CEHHA MOXCIUBOCTEN
exkcnopmy Ui nompe® iMnopmy, nepeobaAuUSUIU  BUNYCK
KOHKYPEHMOCNPOMONCHOT NPOOYKYil, NOCULEHHA 6NIugy Ha
MIJCHAPOOHULI NOOIN Npayi, HA MIJNCHAPOOHY Ccheyianizayiio
ma  iHmepHayionanizayilo  eupoOHuymea i, GiON08IOHO,
niosuuyenHs eppexmusrocmi 308HIUHbOEKOHOMIYHOT
OiALHOCHII.

Taxum uuHoM, pO3GUMOK MAPKEMUHZY MINCHAPOOHO20
eupobnuymea ma  pyx — NiONPUEMHUYLKO20 — KANimany
CNPUYUHAIOMb  HEPIGHOMIDHICMb 3POCMAHHA EKOHOMIYHO20
nomenyiany —oxpemux Kpain [ pecionie. Ilepenecenns
BUPOOHUYME 8 NEeBHI KPAIHU NPU3BOOUNTL 00 MO20, WO YACMKU
PpisHux 2pyn oepaicag y posmiujenti c8imosoi npomuciogocmi
He 36icaiomves.  Komkypewmna — 6opomwvba mine THK
deghopmye cucmemy MidnCHAPOOHUX 8IOHOCUH Midic CyO'ekmamu
CBiMo6020 20cnooapcmaa.

Midicnapoonuii mapkemune excnopmy ma iMnopmy — ye
061 MoBapooOMiHHI onepayii, 3a605AKU AKUM KOXCHA Oepicasa
OpeaniyHo nos'azama iz 308HiwHIM cepedosunen. Lle cknaoosi
8I0MBOPINBANLHO2O NpoYecy, AKI NOGUHHI Npoumu uepes
308HIUNHLOMOP2OBENbHULL 000pOM 3 Memolo  3a0e3neyeHisl
CMabinbHo20  CMEOpPEeHHs,  pO3NOOLLy Ul CHOMCUSAHHSA
Hayionanvno2o BBII. Egexm 6i0 MidcHapoOHo20 MapkemuHey
Mo6apooOMIiHHUX —onepayiti ma uYu iHwa KpaiHa Modice
OMpUMAmu Ha OCHOBI Macuimady eupobHuymed. 306HiuHA
mopeigna He 0008'A3K060 Modice OYmu 63AEMO8USIOHA 015 6CIX
cyb'ekmig c6imosoeo punky. Biomeoprosanvna 6iokpumicmo
Kpainu npu  GUKOPUCTNAHMI  MIJICHAPOOHO20 —MApPKemuH2y
3aexcUms 8i0 HAABHOCMI 8 0epicasl NPUPoOHUx bazameme —
eHep2eMUNHUX — Pecypcis, CUposunu O NPOMUCTOBOCMI,
npooosonbcmea 0ns  HacenenHs. Pisenv  eiomeopiosanvHoi
8IOKpUmMocmi 0epocasu mum Guwull, 4uM Suwull pieens ii
MEXHiKO-eKOHOMIYHO20 PO3GUMKY MA YUM MEeHWa Genuduna ii
BBII i 3a6e3neyenicmo gnacuumu npupoOHUMU pecypcami.

Knruoei cnosa: MapkemuHe, MIHCHAPOOHULL
MapKkemuHe, MAPKEMUH208l THCMPYMeHmuU, THCMpYMeHmapii
MIJCHAPOOHO20 MApKemuHzy, enodanizayis
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