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Main aspects of international marketing
activities of export companies

The subject of the research isthe theoretical and practical aspects of determiningthe international
marketing activities of export enterprises.

The aim of the research is to determine the essence of the organization of marketing activities
of exporting enterprises and find effective ways to overcome the problems of marketing support for
export enterprises in Ukraine.

Research methods. \When writing the article, a system of scientific research methods was used,
namely: analysis and synthesis; complex analysis; comparative and economic analysis.

Results of the investigation. Asaresult of writingthe article,it was determinedthat the strengthening
of the globalization of world economic processes, as well as the growth of competition in the domestic
market of Ukraine, makes it necessary for Ukrainian enterprises to search for new markets. It has been
proven that international marketing is defined as the marketing of goods and services beyond national
borders or as marketing carried out by an international company. It has been determined that entering
foreign markets with products that only partially meet their requirements generates much higher losses
and unproductive costs than conducting preliminary marketing research on these markets.

Scope of the results. Economics, marketing, management, advertising, international marketing,
entrepreneurship.

Conclusions. Because of writing the article, it was found that entering a foreign market puts a
company in a situation completely different from that which may be familiar to it from its experience
in the national market. The development of nationally oriented marketing into an international one
requires that the study of a specific product market, its segmentation and the development of a
marketing mix extend to the behavior of the company not only in trade and after—sales service, but
also on the investment activity of the company, taking into account consumers of foreign markets.
Promoting their products to international markets, and then strengthening their positions on them,
enterprises need to competently respond to market fluctuations in world markets.

Key words: international marketing activity, exporting enterprises, sales markets, foreign economic
activity, Ukrainian economy.
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OcHoBHI acnekTn MKHapoAHOI MapKeTUHrosoi
AIAJIbHOCTI EKCNMOoOPTHNX NiANnpuemvCcTB
Mpeamerom gocnigxeHHA € TeOpeTVYHI Ta NPaKTUYHI aCNeKTV BU3HaYEHHS MIXXHapOJHOI MapKe—
TWHIrOBOI [isiNIbHOCTI eKCrOPTHUX MiANPUEMCTB.

Merorw AocnigxeHHs €. € BU3Ha4YeHHS CYTHOCTI OpraHi3auii MapKeTuHroBoi gisnbHOCTI nigrpu—
EMCTB—EKCOPTEPIB Ta MOLLUYK eheKTUBHUX LUMASXIB MOJONaHHS npobriemM MapKeTUHroBOro CyrnpoBo—
[PKEHHSI eKCMOPTHUX MiANPUEMCTB YKpaiHu.

Merogu pocnipgxeHHsa. [lpy HanvcaHHi cTatTi 6yro BUKOPUCTaHO CUCTEMY METOHIB HAYKOBOro 4o~
CTIf)KEHHS, 8 came: aHarni3 i CUHTE3; KOMMIEKCHWA aHani3; MopiBHANbHWI | EKOHOMIYHWA aHari3.

Pesynbratu poboru. B pe3ynbTati HanvcaHHs cTaTtTi 6yrio BU3Ha4YeHo, L0 nocuneHHs rinobanisadii
CBITOBYIX EKOHOMIYHWX MPOLECIB, 8 TaKOX 3POCTaHHS KOHKYPEHLIi Ha BHYTPILLHbEOMY PUHKY YKpaiHn 3y—
MOBJTHOE HEOOXIAHICTb MOLLIYKY YKPAIHCHKUMM MiANPUEMCTBaMM HOBUX PUHKIB 36yTYy. [loBeaeHo, Lo MiXX—
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HapoJHWA MapKeTyHI BU3Ha4YaroTb K MAapKETUHI TOBapiB Ta rMocyr 3@ MeXaMu HalioHanbHUX Kopao—
HiB 860 5K MapKeTUHT, L0 peani3yeTbCs MIXXHaPOAHOK KOMMaHIe. BuaHa4yeHo, Lo BuXig H8 30BHILLIHI
PUIHKW 3 BUpo6amu, SKi LLE YacTKOBO 38[0B0JIbHSAKOTL MOro BUMoram abo HaBiTk He BifroBigakTs i,
rnopoaxye HabaraTo BULL BTPATU | HENPOAYKTUBHI BUTPATU, HIX NPOBEAEHHS NONepeHiX MapKeTuHro—
BUIX AOCTiXKEHb AaHWX PUHKIB.

Fanysb 3acrocyBaHHa pe3ynbrartiB. EKOHOMIKA, MAPKETUHI, YrIPaBiHHSA, peknama, MiXXHapoLaHu
MapKeTUHT, MignpUEMHULTBO.

BucHoBku. B pe3ynbTaTti HanvcaHHs cTatTi 6yrno BCTaHOBIEHO, LU0 BUXIf Ha 3apybiXKHUA PUHOK cTa—
BUTBb MIANPUEMCTBO B CUTYaLito, LLO BIAMIHHE Bif TIET, Ka Moxe byTu i 3Havioma 3 focsigy pobotu Ha
HavioHanbHoMy puHKY. [ lepepocTaHHs HauloHanbHO OPIEHTOBEHOr0 MapPKETUHIY B MIXKHapOAHWA BUMa—
rae, 1job BUBHEHHS KOHKPETHOIO TOBAPHOIro PUHKY, MOro CerMeHTalisi | po3pobka KOMIIIeKCy MapKe—
TUHIY MOLLMPHOBANMNCS Ha 0CobMBOCTI MNOBERIHKY (hipMy HE TiflbKy1 B TOPriBIi | MicsanpogaxHomy 06—
CNyroByBaHHI, ane i Ha IHBECTULIVHY OiSNbHICTb MgNpUEMCTBAa 3 YpaxyBaHHSAM IHTEPECIB CroXMBaYiB
3apybixxHUX pyHKIB. [pocyBaro4m cBoi ToBapy Ha MIXXHaPOAHI PUHKK, & MOTIM MOCUIIKKYA Ha HUX CBOI
rno3uwii, NigrnpyeMcTBa Big4yBaroTb NoTPeby B TOMY, LLJO6 rpamMOoTHO pearyBaTtl Ha KOH'HOHKTYPHI KO-
BaHHS Ha CBITOBUX PUHKaX.

Knio4oBi cnoBa: mixHapogHa MapkeTHroBa gisifibHICTb, MignpUEMCTBa—EKCIOPTEPU, PUHKMN 30YTY,

30BHILLIHLOEKOHOMIYHA [IANbHICTb, EKOHOMIKE YKpaiHy.

Formulation of the problem. In the current con—
ditions of globalization of the world economy, an im—
portant direction for Ukraine is integration into world
economic relations, in particular, participation in in—
ternational trade. The strengthening of the globaliza—
tion of world economic processes, in which Ukraine
is also involved, as well as the growth of competition
in the domestic market of Ukraine necessitates the
search for new sales markets by Ukrainian enter—
prises [1—5]. In the conditions of intensifying compe-—
tition in most world markets, only state support for
domestic manufacturers is not enough, marketing
support for the process of entering the internation—
al market by the enterprises themselves is also very
important. Modern research in this field is based on a
sufficiently detailed theoretical concept, a clear sys—
tem of data collection and interpretation of foreign
economic activity [8; 9; 10].

Domestic studies devoted to the improvement
of marketing activities in the process of enter—
ing foreign markets at the level of enterprises are
not sufficiently developed, which is expressed in the
absence of quantitative assessments of the rela—
tionship between the characteristics of enterpris—
es, the degree of their involvement in internation—
al activities, marketing strategy and the results
of international activities. As a result, the recom-—
mendations for improving the international activ—-
ities of Ukrainian enterprises appear insufficient—
ly substantiated. Therefore, for the vast majority
of Ukrainian enterprises, the results of a study of

the effectiveness of their export activity are rele—
vant, which would help determine what affects its
improvement [18; 19; 201.

Analysis of research and publications on the
problem. The following scientists considered the
process of marketing management and its impact
on the efficiency of the enterprise in many works:
T. V. Androsova, O. V. Kat, V. O. Kozub, L. O. Cher—
nyshova, N. V. Anistratenko, V. H. Rohovyi, N. H.
Hurzhii, O. A. Zinchenko, A. E. Arutiunian, S. Ya. Ka—
sian, 0. M. Kovinko, O. M. Kovinko, L. P. Serednyts—
ka, L. A. Malich, T. H. Tolpezhnikova, M. |. Balashov,
O. M. Taratorin, A. Yu. Mohylova, V. I. Dmytriiev, L.
V. Novikova, L. O. Chernyshova, O. H. Penkova, A.
0. Kharenko, Ye. M. Kulishenko, N. Pitel, N. Verni—
uk, Ya. O. Poliakova, M. V. Nadeina, N. V. Proskurni—
na, D. O. Yeresko, Yu. V. Samoilyk, N. F. Stebliuk, M.
M. Kucher, Ye. L. Saihak, R. O. Tolpezhnikov, T. H.
Tolpezhnikova and others. Despite the large num-—
ber of scientific works, in this field there is no clear
mechanism for improving marketing management
at the enterprise, there are no specific recommen-—
dations for the rational application and solution of
urgent problems of marketing management in the
foreign economic activity of the enterprise.

Presenting main material. The current stage
of Ukraine's economy is characterized by the deep—
ening of its integration with the world community,
the active entry of domestic enterprises into foreign
markets, and the intensification of the development
of new forms of international business. In these con—
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ditions, interest in studying international marketing
objectively grows [7—10]. International marketing is
usually defined as the marketing of goods and ser—
vices across national borders or as marketing car—
ried out by an international company. According to
its economic content, international marketing is a
market concept of management, which is based on
the principles of organizing the production and com—
mercial activities of an international company ac—
cording to a single program that includes R&D, pro—
duction, sales, product promotion and after—sales
service for foreign buyers, which is formed taking
into account the existing and future needs of for—
eign markets in order to most effectively ensure the
long—term interests of the company [13—151.

Another point of view characterizes internation—
al marketing as the logic of entrepreneurial think—
ing, which considers the entire world market as
a source of profit on a systematic, planned basis
[16—18]. In this case, it is distinguished by a global
and profit—oriented approach. First, the company's
international marketing activities are related to the
implementation of export operations; however, the
company is looking for any other opportunities to
make a profit. The essence of international mar—
keting is to consider the whole world as a potential
market, analyze it and meet its needs [12].

Such an important aspect of the problem as the
differences between the categories of «exporty, «ex—
porty and «international marketing», which are quite
often mixed up in domestic economic literature, also
requires consideration. Export consists in the fact
that domestic producers are limited only to the sup—
ply of their products to firms of other countries (im—
porters). Suppliers are not concerned about what
happens next with their products and how satisfied
consumers are with them. Export and international
marketing are related as a part and a whole. Export
marketing is certainly a narrower category. Export
marketing is understood as an attempt to sell prod—
ucts in another country, which differs from sales on
the domestic market in terms of sales, business
customs, national traditions, currency, and fea—
tures of the socio—cultural environment. As a rule,
the company at the same time transfers its trad—
ing practice beyond national borders, making mini—
mal changes to its components. Most of the com—
panies start their international marketing activities
with the establishment of export operations. At the
same time, the main motivating reason for partici—

pation in exports is the desire to increase sales rev—
enues. Export deliveries can be a means of mitigat—
ing excess production capacity within the country.
Finally, there are firms that see product export as a
sales diversification strategy [11; 171.

However, if the company plans to take deep roots
in global markets, one adaptation of marketing
methods and procedures, even those that have
successfully «worked» in the domestic market, will
clearly not be enough. In this case, the firm resorts
to international marketing, which involves system-—
atic, planned and active processing of internation—
al markets at various stages of product promotion
(Figure) [19—201.

The task of international marketing can be for—
mulated as an answer to the following questions
[5—10I: 1. To enter the foreign market or not?
(This issue is resolved when determining exit goals
and threats). 2. Which market to enter? (It is de—
termined which product to go with — with the old or
with the new). 3. How to enter the market and how
to find a consumer? (Alone or with a partner; as an
exporter or importer; independently or with an in—-
termediary; to deliver finished products or semi—
finished products). 4. \What marketing program
must be developed to achieve the goals? 5. What
economic, scientific and technical results can be
obtained by participating in the international divi—
sion of labor? 6. How to organize the process of
development and implementation of the interna—
tional marketing program at the enterprise? In the
table, 1 shows the main differences between the
categories of «exporty, «export» and «international
marketingy. In addition, having characterized their
essence, their sequence in the transition to global
marketing is illustrated.

Of course, international marketing activities do
not involve the use of any new marketing functions.
Setting marketing tasks, choosing target mar-—
kets, positioning products, developing a market—
ing mix and monitoring marketing activities — all
these fundamental requirements remain relevant
in the company's work abroad. It is obvious that
there can be no effective international marketing
at a company that does not follow the basic mar-
keting principles in the domestic market. Howev—
er, it should be emphasized that a certain specific—
ity, generated by the peculiarities of the functioning
of foreign markets and the conditions of market—
ing activities on them, gives international market—
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FEATURES OF INTERNATIONAL MARKETING

A 4

High risk, as international marketing requires considerable effort to
determine the method of working in the market

s

\4

Higher requirements for product competitiveness

e —

\ 4

Higher market competition and the need to consider international business

e

International marketing makes it possible to determine the target positions
of the company's business activity on the world market

> Considerable difficulties in studying the market

Main characteristic features of international marketing

ing features that national companies are obliged to
take into account [6—13].

Thus, for successful marketing activities in for—
eign markets, it is necessary to make significantly
greater and targeted efforts, to more consistently
adhere to the principles of marketing, to use mar—
keting techniques, methods, and procedures than
is required in the domestic market. As a rule, for—
eign markets have not only high, but also special
requirements for the goods, services, and adver—
tising offered on them. This is related both to the
specifics of the demand of the markets of individ—
ual countries, and to the level of competition. The
study of foreign markets, their opportunities and
requirements is the starting point in international
marketing and is usually much more complex and
time—consuming than the study of the domestic
market. If we take into account that the world mar-
ket includes more than 180 markets of individual

countries and each of them has both common fea—
tures and certain features, it becomes obvious that
more research work needs to be done on each of
the selected markets. It would seem that there is
no particular difference: studying the structure of
demand in Germany or in Ukraine.

However, the bottom line is that the need for
market information for the selected market of an
individual country is incomparably higher, but at
the same time, there are more difficulties in ob—
taining and interpreting it. Therefore, for example,
in the United States, Dun&Brandstreet publishes
information, which is updated every month, about
four million manufacturers of industrial and tech—
nical products [14—17]. In addition, when enter—
ing a foreign market, it is necessary to additional—
ly analyze complex objects that are not present in
the domestic market: for example, customs reg—
ulation, exchange rates, balances of international

The essence and stages of the transition to international marketing [2-7]

Stage | Types of marketing

Characteristic

[ Traditional export

Sale of goods abroad without further support. The exporter is
responsible only until the moment of sale and delivery and, as a rule, is
not interested in the further fate of the goods.

Il Export marketing

The exporter systematically analyzes the foreign market, adapts his
product to it, and controls the entire path of the product from the
supplier to the consumer.

1l International marketing

The exporter deeply and constantly researches the foreign market,
uses all marketing tools and various forms of foreign economic
relations: scientific and technical exchange; cooperation; joint venture;
subsidiaries etc.

Global marketing
\Y (in combination with
international management)

corporations).

It involves marketing activities abroad, which covers not only sales,
but also all areas of the company's activity (supply, R&D, finance,
personnel, etc.). Often takes place within TNCs (transnational
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settlements, etc. Finally, in international market—
ing activities, one cannot ignore the political risks
associated with entering the markets of individual
countries chosen by the national company as the
most attractive for the sale of export products, or
other forms of international marketing. Wars, rev—
olutions or acute social conflicts can lead to the
destruction of production premises, equipment,
damage to stock, and a change of political power is
dangerous due to the confiscation of the property
of a foreign investor [18; 20].

In addition, for effective activity in foreign mar-
kets, it is necessary to creatively and very flexibly
use various marketing procedures. Different mar—
keting techniques should be used taking into ac—
count economic fluctuations and the forecast of the
development of foreign markets, commercial prac—
tices and trade procedures that have developed
there, and the characteristics of the surrounding
marketing environment. It is especially important
to take into account the specifics of the socio—cul-
tural environment. It is obvious that many param-
eters of the product, which are indifferent to buyers
of one country, can be very important for consum-—
ers of another country [16—17]. To comply with the
requirements of foreign markets, or rather, the re—
quirements of potential foreign buyers, means not
only the need to comply with the sales conditions
accepted there. The development and commer—
cial production of «market novelty goods», designed
to maintain the competitive position of the national
company even a few years after entering the foreign
market, acquires fundamental importance [4—6].
World practice shows that entering foreign mar-
kets with products that only partially satisfy its re—
quirements or even do not meet them, generates
much higher losses and unproductive costs than
conducting preliminary marketing research of these
markets. The most extensive studies of this or that
market can cost a firm several hundred thousand
dollars, while losses can be fatal [13—171.

Conclusions

Therefore, entering the foreign market puts the
company in a situation completely different from
the one it may be familiar with from the experi—
ence of working in the national market. The evo—
lution of nationally oriented marketing into an in—
ternational one requires that the study of a specific
product market, its segmentation and the devel—-

opment of a marketing complex extend to the spe—
cifics of the company's behavior not only in trade
and after—sales service, but also to the investment
activities of the company, taking into account the
interests of consumers of foreign markets. Pro—
moting their goods to «foreign» markets, and then
strengthening their positions on them, companies
feel the need to competently respond to cyclical
fluctuations in world markets. Thanks to this un—
derstanding, the ability to adapt is born, which acts
as a guarantee of the effectiveness and longevity of
their presence on the foreign market. At the same
time, neglecting international marketing can lead
to very negative consequences not only in terms of
loss of favorable marketing opportunities, but al-
so in terms of real loss in competition with foreign
companies in the domestic market.
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KLYMENCHUKOVA N.S., POPOV Yu.O.

Modeling of the assessment of the financial state
of entrepreneurship under conditions of innovative

management and economics

Relevance of the research topic. The formation of a fundamentally new economy, especially in
the conditions of a turbulent environment, requires a timely assessment of the financial condition of
business entities. In this context, modeling the financial state of entrepreneurship in the conditions of
innovative management and economy becomes important.

Formulation of the problem. Increased competition and competition for leadership in the business
environment require stable financial development and minimizing the risk of bankruptcy. At the same time, most
of the methods of assessing business activity existing in the scientific world are outdated or difficult to apply in
practice. Thus, there is a need to develop one's own model for assessing the financial state of entrepreneurship
in the conditions of innovative management and economics using additive and reliable values.

Setting goals and objectives of the study — propose a model for assessing the financial state of
entrepreneurship in the conditions of innovative management and economy, as well as adapt it to reliable data.
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