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KanOdudam eKoHOMILHUX HAYK, 6.0. doyernma

Kagedpu MiHHAPOOHUX eKOHOMIYHUX 6I0HOCUH MA MAPKeMUH2Y
Jv8i8CbK020 HAYIOHANLHO20 YHiBepcumemy nPupoOoOKOPUCMYBAHHS

Byaur O.B.
KaHoudam eKOHOMIYHUX HAYK, Q0ueHnm

Kageopu MinHAPOOHUX eKOHOMIUHUX 8i0HOCUH MaA MAPKEMUH2Y
JIb6i6¢cbK020 HAUIOHALBLHOZ20 YHIBepcuMemYy NPUPOOOKOPUCMYEAHHA

SHAPING A MARKETING STRATEGY OF ENTERPRISES
WHEN ENTERING A FOREIGN MARKET

®OPMYBAHHSI MAPKETHHI'OBOI CTPATEFIT HIAITPUEMCTBA
TP BUXO/AI HA 30BHIIIMIHIN PUHORK

ANNOTATION

It is the properly chosen and best implemented marketing
strategy that determines a company’s success at a foreign market.
Marketing is an effective instrument for business development. Alot
of enterprises which actively perform in the countries with the de-
veloped market economy plan their marketing strategy. Ukrainian
companies should study and implement the experience, as well as
develop effective foreign economic activity, because it contributes
to growth of the domestic economy. The article studies the con-
cept of “marketing strategy” used in the works of many economists.
The relationship between the stages of development of international
marketing and the stage of application of international marketing
strategy is considered. Each stage of the foreign market selection
process is analyzed and characterized. The article analyzes the
problems of forming marketing strategies of Ukrainian producers
for foreign markets. The work analyzes different ways for an en-
terprise to enter a foreign market and describes the most popular
marketing strategies for a company to achieve the goal. The au-
thors analyze and give characteristics of each stage in the process
of choosing a foreign market.

Key words: marketing strategy, elements of international mar-
keting strategy, foreign market entry, competition, enterprise.

AHOTALIA

[eHepyBaHHSI MapPKETMHIOBMX CTpaTerin nianpuemcTs y npo-
Lieci BeJeHHs1 MixXHapOAHOI QisnbHOCTi € HeOOXiAHUM KPOKOM Anst
ycnixy NignpUEMCTB Ha MiDXKHapOAHOMY PUHKY Ta NiABULLEHHS KOH-
KypeHTHUX nepesar. MeTa cTaTTi — NPOAEMOHCTPYBaTH TEOPETUY-
Hi Ta NpakTU4Hi nornaam OpMyBaHHS MapKETUHIOBOI cTpaTerii
KOMMaHii Npy BUXOAI Ha MiXHApPOAHI puHkK. B ymosax iHTerpauii
TenepilHbOi EKOHOMIKM BenvKa KinbKiCTb KOMMaHi HaMmaratoTbes
OCBOITW 30BHiLUHI PUHKM | TAKUM YMHOM MOCICTU MigupytoYi no3unuii
y cBoilt cpepi. OcKifnbKv BHYTPILLHIA PUHOK HEQOCTATHBO BENMKUNA,
LWo6 MOrMMHYTM BCH NPOAYKLi, L0 HagaeTbes, NiANpUEMCTBO
3MyLUEHE BUXOAMTU Ha KOPCTKO KOHKYPEHTHWI 30BHILLHIA PUHOK,
TOMy Ansi 3abe3neyeHHss epeKTUBHOI 30BHILLHbOEKOHOMIYHOI Aji-
ANBHOCTI  MIANPUEMCTBO YiTKO BW3HAYaE CTpaTerito PO3BUTKY.
Bunbip Havikpalloi MapKeTWHroBoi cTpaterii Ans nignpueMcTs

noBuHeH 6a3yBaTUCb Ha NMPOBEAEHOMY aHanisi PUHKY, NPOrHo3ax
Ta nepcnekTMBax po3BUTKY (PYHKLiOHYBaHHi GisHecy. MapkeTuH-
roBi cTparterii MOBWHHI OpieHTyBaTV KOMMaHii Ha BYacCHy Ta Mak-
cMManbHy aganTalito QisnbHOCTI 40 eHeprinHOro MapKeTUHIOBOro
cepenoBuLla Ans 3BEepLUEHHS NEBHUX CTpaTeriyHux Uinen. eHe-
PYBaHHS MapKETMHroBOI CTpaTerii KOMMaHii npyv BUXOAi Ha MiX-
HapoaHi pyHKKM NoTpebye KOMMNEKCHOro aHanisy, a TakoX MOHITO-
PVIHT 32 BHYTPILHIM Ta 30BHILLHIM CEPEnOBULLEM, KOHKYPEHTAMM
i puHKOM. Npn BUXOAi Ha 30BHILLHI PUHKW, BrACHUKaM KOMMaHin
HeobXigHO 3HATW, sIKi MAPKETUHIOBI 3aX0AMN NPUHECYTb NPUBYTOK i
AKi 3 UMX 3axopiB HeobxigHO BNpoBaauTK, LWo6 3anobirt BTpaTtam.
Po3rnsHyTo BMKOpPUCTaHHSA TepMiHY «MapKeTUMHroBa cTpareris» B
JocnidkeHHaX GaraTbOX eKOHOMICTIB. Y cTaTTi npoaHanisoBaHo
npobnemy hopMmyBaHHsi MapKETMHIOBKX CTpaTerin yKpaiHCbKuX
TOBapOBMPOOHWMKIB ANS 30BHILLHIX PUHKIB. BusHayeHo, Wo ynpas-
NiHHA MapKeTWMHroBOK CTpaTerierd NianpPUEMCTBA € OCHOBOK pe-
3ynbTaTUBHOCTI MOro AiANbHOCTI, KOTpa BMNMMBAaE Ha KOHKYPEeH-
TOCMPOMOXHICTb Ta PO3KPMBAE LUMAAXM MOAANBLLOTO PO3BUTKY
nianpuemctea. NpoaHanisoBaHo pi3Hi BUAM crnocoby Buxogy nia-
NPUEMCTBA Ha 30BHILLHIN pUHOK. B AaHin ctaTTi onucaHi Hannowm-
PEHiLLi MapKETWHIOBI CTpaTerii NPy BMXOA KOMMaHIi Ha 30BHILLHIl
PVHOK. PO3rnsiHyTO 3B'A30K MiXK eTanamMn po3BUTKY MiXXHApOLHOro
MapKeTUHTy Ta eTanoMm 3acTOCYBaHHS MiKHAPOAHOI MapKETWUHIO-
BOI cTparteril. [poaHanizoBaHO Ta HaAaHO XapakTepPUCTUKY KOXHO-
My eTany npouecy BUOOpY iHO3EMHOTO PUHKY.

KntoyoBi cnoBa: mapkeTuHroBa ctpateris, enemMeHT MikHa-
POAHOI MapKeTUHIOBOI CTparTerii, BUXiA Ha 30BHILLHIA PUHOK, KOH-
KypeHLisi, nignpMemcTso.

Formulation of the problem. The integration
process transforms the global economy into an
integral market environment. Foreign market
entry opens new opportunities for companies.
Therefore, more and more Ukrainian enterprises
consider the process is an integral constituent
of their successful operation. In all industries,
however, businesses face the challenge of
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developing effective marketing strategies. Thus,
they should search for the proper marketing tools
to enter a foreign market.

The proper choice of a strategy and clearly
defined targets, goals and tasks facilitate the
companies can efficiently perform at foreign
markets.

It may result in some competitive advantages
in the future. A strategy is a specified managerial
plan of actions focused on achievement of the
set goals that determines the main principles
of operation and development, as well as the
business, competitive and other functional
means and actions to get the desired results.
Development of the strategies of a foreign market
entry is characterized by some peculiarities and
should consider the laws, international standards
and traditions of the country, company or market
it is going to enter. Because of some specificity,
the strategies of a foreign market entry should
be primarily based upon the principles being
fundamental for the general strategy. However,
development, analysis and implementation of the
strategy also require applying some unique tools.
They include such methods, as product analysis,
export, and product promotion.

Analysis of recent researches and publications.
Theoretical aspects of the international marke-
ting strategy are studied in the works of the
known foreign and domestic scientists, namely
Balabanova L. [3], Khovod V. [3], Kanishchenko O.
[7], Havrylenko T. [6], Kudenko N. [8] and
many others. The issues of formation and imple-
mentation of international marketing strategies
are considered in the works of many domestic
researchers.

The problems of a foreign market entry
and business development are investigated by
modern researchers, like Balabanova L. [3],
Kanishchenko O. [7], Shtal T. [15] and others.

Highlighting previously unresolved parts of
the overall problem. Despite the fact that a large
number of scientific papers have been devoted to
international strategies, there is still a need for
a specific methodology and adaptation to certain
situations at the enterprise. It is also necessary
to take into account the peculiarities of building
an international market entry strategy, which
are determined by the legislation, international
activities and standards of the countries to which
the entry is planned.

Formulation of the purposes of the article.
The goal of the article is to develop a marketing
strategy of a company when entering a foreign
market.

Presentation of the main research material.
Since the economy has changed its character to
market relations, the companies have become more
independent, economically and legally responsible.
Competition has become the key system of business
process regulation. Thus, it is necessary for the
companies to think strategically, to develop action
plans, to set clear goals and identify the means of

the best way of their development. Development
of a strategy should maximum consider the
market environment, opportunities and resources
of the enterprises to be able to fast response to
the challenges of rigid competition.

The detailed discussion of the concept of
“corporate strategy” is presented in the works of
many known domestic and foreign economists.
By analyzing the current definitions of the notion
of “corporate strategy”, one can conclude that
its interpretation is quite broad. In particular,
some of them define the corporate strategy as a
general detailed plan of actions, whilst the others
interpret the concept as a prevailing direction of
activities focused on achievement of some long-
term goal [1, pp. 5—6].

According to the marketing strategy, toincrease
its sale, the company and its organizational
structure should primarily focus on the sale of
products intended to satisfy the market demand,
i.e. the marketing method of product sale. In that
context it is of principal importance to develop
and implement a marketing strategy, which is
characterized by a growing demand for services
and high competition level. Thus, effective
positioning, development and improvement of a
marketing complex for the market is the source
of the company’s constant competitive advantage
at the foreign market.

Marketing strategy is viewed as a system
of managerial, organizational and technical
measures intended to organize efficient
production of high quality goods to secure
profitable management of the enterprise and
its steady competitive position at the market.
The companies’ successful operation requires
they compete non-stop and establish certain
competitive advantages. Character of those
advantages depends on the market environment
and the companies’ potential [4].

To complete the process of establishment of the
international marketing strategy, it is important
to identify its input and output data. Input data
are the factors which should be analyzed before
the strategy is developed. The principal ones
are the elements of marketing environment,
mission and goals of the company. Output data
are the strategic decisions on the marketing
complex, including decisions on the product,
pricing, distribution, promotion and development
of business, for instance, how to enter foreign
markets, how to approach the market [14].

It is important to consider the comments
by Kudenko N. about the impossibility to have
a single marketing strategy approved by all
companies. One and the same goal can be achieved
by implementing different marketing strategies.
Diversity of them proves the difference of their
constituents concerning the competitive position,
goals, financial potential, staff and intellectual
provision [8, p. 11]. The most common marketing
strategies of a foreign market entry can be
grouped in the following way (Fig. 1).
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Strategy of penetration
into international markets

Used for active penetration into the market, including centralized
and differentiated mechanisms of marketing

Attack strategy

Involves increased costs for advertising, aggressive communication to expand
and gain a market share, creation of advantages over competitors and keeping
leading positions at the market

Withdrawal strategy

Means adequate exit from the market by reducing the marketing programs,
suspension of aggressive advertising, cease of communication with public that
helps to prevent bankruptcy

Low price strategy
(penetration)

Suggests setting a low price of products to enter new markets, to make significant
profit, to gain a market share and increase the price afterwards

Growth strategy

A complex of actions and plants which a company develops to expand a market
share by creating a unique and stable advantage in the competitive environment

Strategy of diversification

Diversification appears when a ¢ company is simultaneously engaged in developing
a product and consumer markets. Enterprises can diversify their activity
in the directions not related with its main involvement

Figure 1. The most popular marketing strategies of a foreign market entry

Source: [15]

Before shaping a strategy, it is necessary to
analyze a sequence of steps for choosing a foreign
market. The process can be fulfilled in five stages:
emergence of the need to enter new markets, study
of available markets, comparison of the optimal
markets, choosing an optimal market and making
the corresponding decisions (Fig. 2). Afterwards,
the process of developing a marketing strategy of
a foreign market entry can be launched.

Enterprises are often not able to implement their
strategy because of the incorrect strategic analysis
or unexpected changes occurring in the environ-
ment, which have caused unpredictable conse-
quences. The process of a strategy implementation
requires permanent control. That function can
be fulfilled by the department of supervision
and assessment of the results of strategy
implementation, which can identify the reasons
of deviation; determine the parameters to be
controlled; make corrections; assess the conditions
of controlled objects before making any decision [5].

When entering foreign markets, companies
face many problems, such as:

— to develop an effective strategic program,
to choose the way of a foreign market entry;

— to search for the foreign partners for
cooperation;

— the necessity to consider the risks of
running foreign economic activity.

Pedan M.L. says that a marketing strategy of
running foreign economic activity can be effectively
implemented by virtue of production compliance
with the requirements of the foreign market that
is ensured by a high level of competitiveness
and conformity of the products’ main functional
features to the consumers’ demands [12, p. 194].
Development of a marketing strategy is one of the
most important and complex steps of the marketing
process in conditions of constant changes of the
internal and external environment [11].

When developing a marketing strategy of
a foreign market entry, it is important for the
company to choose the best strategy to achieve
the goal. Many European companies consider the
best way of a foreign market entry is based on

assessment of the market characteristics of the
foreign market (size and prospects of growth,
competitive structure, available marketing
infrastructure), characteristics of the external
market environment (political, economic, social
and cultural, etc.), peculiarities of production
at the foreign market (availability, quality and
price of raw material, professional competence
of the staff, available transport infrastructure
and means of communication), characteristics of
the country of the company origin, industry the
company operates in, production process.

Planning to enter a foreign market, a company
should consider the main component of the macro
environment, i.e. conjuncture of the global
market. The authors of the research agree to the
opinion that the global market conjuncture should
be viewed as a specific economic situation at the
world market which is established at a certain
point in time due to interaction of a set of factors
which determine the level, dynamics of prices and
correlation of the demand and supply for goods
and services [9, p. 123].

There are several strategic variants of a
neighboring foreign market entry:

— direct exporting;

— organization of production in the desired
countries;

— establishment of a chain of distributors to
promote and distribute products at the market;

— establishment of joint ventures with those
which have been already operating in order to
create a distribution channel;

— licensing;

— organization of a network of product
promotion and sale assessment (when exporting);

— purchase of operating companies of distri-
butors and wholesalers which have effective
systems of promotion and sale or purchase of a
controlling stake of the producer [2, p. 58].

Exporters should consider most of the factors
when they analyze the necessity and opportunity
for the company to enter a foreign market, and
then make assessment according to the following
criteria:
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Choice
of a foreign
market

Choice
of an optimal
market

Necessity
to enter
foreign
markets

Study
of available
markets

Comparison
of the
optimal
markets

Figure 2. Stages of the process of choosing a foreign market

Source: [13]

1. Market factors and market potential of the
enterprises: demand and supply, elasticity, seasonal
character, market potential, life cycle stages, rate
of the company expansion, sectoral market, etc.

2. Technical and economic factors: conditions
of production capacities, level of applied
technologies, access to the market, barriers of
penetration into the market, intensity of the
market capital, investment level, etc.

3. Factors of competition: structural charac-
teristics of the sectoral market, available
competitive associations and groups, degree of
differentiation among the competitors, etc.

4. Factors of the market environment: social
culture, population, policy, law, geography,
economics.

According to the results of the conducted
analysis of market situation, the company is able
to make a proper choice of the marketing strategy
to enter the desired market.

Choice of the way of an international market
entry depends on the company’s goals, size of its
business, character of products and plans as to
sale management. It is also necessary to consider
volume of the potential sale, expenditures and
investments to organize the flow of commodities,
available human resources and other conditions.

Here are some ways for a company to enter
foreign markets:

1. Export is the simplest way for a company
to enter a foreign market. A company may
either passively export surplus of its products,
or actively participate in the export expansion.
All goods are produced in the exporting country.

2. General business activity is similarly
effective when penetrating foreign markets. It is
founded on the enterprise’s efforts consolidated
with the resources of the trading companies of
the partner-country to create production and sale

potential. Contrary to exporting, joint business
creates partnership providing some additional
opportunities.

3. Traditional way of a foreign market entry
happens by means of direct investments, i.e.
opening of the assembly or production facilities
abroad. If a company has some export potential
and the foreign market is rather large, starting
its own company abroad will create significant
advantages.

Development and implementation of a
marketing strategy is primarily determined
by its integrity and complexity. In the current
conditions of business running it is necessary
to analyze each of the factors influencing the
company’s choice. It is the only way to gain
enough profit and efficiency from the chosen
strategy implementation.

The mail problems faced by the companies on the
way of their marketing strategy implementation
include:

— limits of the sale market for a group of
consumers. However, in that case it is worth
noting that the market of information technologies
is extremely interested in developing strategic
marketing methods for attracting new consumers;

— short period for new products to enter the
market is determined by a short life cycle of goods
and by the necessity to make periodical upgrade
to meet the consumer’ wishes;

— fragmentation of the modern market causes
“ambiguity” of marketing strategies and it is
not easy to choose the most optimal product to
penetrate new markets;

— it is impossible to make precise forecast of
the potential users’ demand under the changeable
conditions of the society development.

Therefore, considering the dynamic social
development, peculiarities of modern marketing
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strategies and challenges related with their
implementation, it is proposed to fulfill the
following measures, which are expected to
improve the process of implementation of the
marketing strategy chosen by a company [10]:

1. The enterprise, which plans to enter a
foreign market and gain consumers outside its
country, should concern personal interests and
priorities and consider them when developing a
proper marketing strategy.

2. Within the framework of its policy, the
enterprise should clearly outline the boundaries
and importance of the chosen marketing strategy,
provide its effective control and coordination,
as well as operative response to the market
conditions.

3. The enterprise should organize its effective
inside interaction between the appropriate depar-
tments to adequately coordinate its technological
developments in compliance with the consumers’
demands, their solvency and willingness to pay
the cost justified for the commodity producer.

4. In the process of implementing the chosen
marketing strategy, the enterprise should identify
the factors being fundamental for application of
the new technologies in a short, medium and long
run that will increase the enterprise’s chances to
successfully perform at the market [10].

In Ukraine, it is problematic to create effective
competitive strategies because when companies
plan to enter a foreign market, their strategies
should comply with the modern requirements
and not just be focused on development of their
activities. One of the most important criteria of
an international market entry is to make effective
managerial decisions, because they determine
the enterprises’ success in implementing their
personal business aspirations in the globalization
conditions [13].

Conclusions from the research. The present
conditions require from companies to develop an
effective system of marketing, capable to manage
its strategic activity. Moreover, they should make
analysis of the market opportunities, choose
the principal markets, develop an effective and
successful marketing strategy and apply market
tools in their activity.

Thus, a foreign market entry is a complicated
process, which includes different stages,
particularly creation of a competitive product,
choice of the country, marketing research, search
for partners, development of the trading policy,
etc. Nowadays, all those functions are exercised
by the departments of international activity and
marketing in the companies. The difficulties
which are faced by a company when fulfilling the
above-mentioned tasks may finally force it refuses
to enter the international market. In that context,
it is necessary to arrange a clear and scientifically
substantiated process of the international market
entry with a proper distribution of functions
between the structural departments of the
company.
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