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BCTYII

B ymoBax rno0anizanii, IHTEpHAI[IOHATI3allli Ta B3a€EMONPOHUKHEHHS
rOCIIOJIAPCHKUX 3B'3KIB, 1H(OPMATH3ALIl CBITOBOIO €KOHOMIYHOI'O MPOIIECY 1 CyC-
MJIbCTBA, O013HAHOCTI CIIOKUBAUIB PI3HUX KPAiH MIOJ0 ACOPTUMEHTY Ta BUCOKHUX
CTaHJapTIB SIKOCTI TOBAapIB Ta IOCIYr Ha CBITOBOMY PHHKY, CKJIAQIHOCTI Ta
HECTaOLIbHOCTI  B3a€EMOJIII  BHYTPIIIHBOTO Ta  30BHIMIHBOTO  CEPEIOBHIIL
MOTHBYIOTh KOXKHY KpaiHy JI0 PO3LIMPEHHS 30BHIITHHOEKOHOMIYHOI KOMEPLIAHO1
TISUTBHOCTI, @ YCIIX OCTaHHbOI SIK 1 yCHiX OYyAb-fKOi KOMIIAHII 3aJIeKUTh BiJ
MEPCIIEKTUBHOCTI OOpaHOro HAIpsiMy pPO3BUTKY. BuOip Ta MPUIAHATTI KUTTEBO
HEOOX1IHUX CTPATEriuHMX PIIICHb HAa 30BHIIIHBOMY PUHKY 3aJI€KUTh BlJ 3HAHHS
MIPUHIIMIIB Ta OCOOIMBOCTEN MI>KHAPOTHOTO MAPKETUHTY.

VY pe3ynpTari BUBYEHHS MIKHAPOJHOTO MApPKETHUHTY CTYJIEHT MOBUHEH
3HATH:

— KJIFOYOBI KaTeropii Ta TEpMIHU;

— 3MICT Ta (PYHKIIIT MapKETUHIOBOI KOHILIENIli YIPaBIIHHS MIXKHAPOIHUM
MapKETHHI OM;

— CTPYKTYpY, HPUHUMIKA Ta METOJM YIPABIIHHSI MDKHAPOIHUM
MapKETHHI OM;

— BIJIMIHHOCTI Ta XapakTEpHI1 pUCH MIKHAPOJIHOIO MAPKETHHTY;

— TEOPETUYHI Ta MPAKTUYHI MIJIXOJU 00 BU3HAYEHHS JDKEPET Ta Me-
XaH13My 3a0€3MeUYeHHs] KOHKYPEHTO3/IaTHOCTI YKPaiHChbKUX KOMIIaH1i Ha CBITO-
BUX PUHKAX;

— 0COOJIMBOCTI OpTraHizailii 1 HpOBEJAECHHS MAPKETUHTOBUX JOCIIKEHb Ha
30BHIIIHIX PUHKaX.

Bwmitu:

— BUKOPHCTOBYBATH IHCTPYMEHTHU MAPKETHHTOBOTO JIOCHIIKEHHS;

— aHaJli3yBaTH CTaH Ta TEHIEHUII CBITOBOrO PUHKY 1 BHYTPIIIHINA NOTEH-
11aJ1 TA MOYKJIMBOCTI KOMIIaHi1 3 BUXO/y Ha 30BHIIIHINA PUHOK;

— BpaxoBYBaTH aCMEKTU MIKHAPOJAHOTO Oi3HEC-Cepe/IoBUIlla MPU 3A1H-
CHEHHI MApKETUHTOBOI JIISJIBHOCTI;

— po3yMmiTu crnenu@iKy pi3HUX CIOCOO0IB NMPOHUKHEHHS HA 30BHIIIHI
PUHKH, 3HATH iXH1 IepeBaru 1 HEJOJIKHU;

— BUSBJISITU OCHOBHI 1HGOpMaLIHI JpKepenaMyu Ui TOAabIIOro
BUKOPUCTAHHS;

— OOrpyHTOBYBATHU Ta MPUNMATHU PIILIEHHS;

— pO3pO0ISATH  MAPKETHHIOBI  MpPOrpaMyd Ta  OILIHIOBATH  iXHIO
e(DEeKTUBHICTb;

— po3po0IATH 3aXOAU WIOJ0 MIJBUILEHHS KOHKYPEHTOCIPOMOXKHOCTI
TOBapy 1 KOMIIaHIi Ha 3aKOPIOHHUX PUHKAX.



Tema 1

MDXHAPO/IHUU MAPKETUHT:
3ATAJIbHUY OTJIA/]

1.1. BruiuB iHTepHanjioHas1i3alil eKOHOMIKHA
Ha BeJeHHs Oi3Hecy

[Tepm Hixk BuiiTH Ha 30BHIIMIHIA puHOK (foreign markets), gipma mo-
BUHHA JIOCKOHAJILHO PO310paTUCs B 0COOJMBOCTIX MIHJIMBOTO MI>KHAPOIHO-
ro MapKeTHUHTOBOI'0 CEPEOBUIIA, B IKOMY MOCTIHO BUHUKAIOTh HOBI MPOO-
JIEMU 1 MOXJTUBOCTI:

— IHTEpHAIlIOHATI3allis CBITOBOI €KOHOMIKH, 10 3HAXOJUTh CBOE BUPA-
EHHS B CTPIMKOMY 3pPOCTaHHI MI)XHAPOJIHOI TOPTIBJII Ta KaIiTaJOBKJIAJICHb
32 KOPAOHOM;

— MOCTyNoOBa BTpaTa JoMinyrouoro nonoxenus CIHIA;

— CTQHOBJICHHS MDKHApOJHOI (DIHAHCOBOI CHCTEMH, IO 3abe3Ieuye
OUTBIII BiJIbHY KOHBEPTOBAHICTh BAJIIOT;

— HadToB1 kpusu 70-x pp. XX CT.;

— 3POCTaHHS KUILKOCTI TOProBeIbHUX Oap'epiB, IO CTBOPIOIOTHCS IS
3aXHUCTY BHYTPIIIHIX PUHKIB BiJ] IHO3EMHOI KOHKYPEHIIIi;

— MOCTYMOBE BIIKPUTTS HOBUX BEJIMKUX PUHKIB;

— JIWHAMIYHE eKoHOMIYHe 3pocTanHs Kurato, Iumaii, Pocii Ta bpa3uiii;

— BitHu y Ilepcpkiit 3aTorr 1990-1991 ta 2003 pp.;

— nomii 11 BepecHst 2001 poky po3KOJIOJHU CBIT Ha OaraTux 1 TEPOPHUCTIB;

— «okcaMuTOBI peBomolii» B LlentpanbHiii Ta [TiBnenHo-CxinHin €Bpo-
i B 1989-1990 pp.;

— CTBOpPEHHA €JIMHOTO €BPONEHCHKOrO PUHKY Ta MOr0 PO3KOJI;

— MOTIPIICHHS €KOJIOT11, EKOJIOT1YHOI PIBHOBAr, 3arpo3a MapHUKOBOTO
edexry.

[IpuynHaMu, SKi 3MYIIYIOTh HAI[IOHAIBHUX MIANPUEMINB Ta GipMu
BUXOJWTH HA 30BHIIIHINA PUHOK, €:

— 3MiHa KOH'TOHKTYPU Ha BHYTPIIIHBOMY PUHKY (T IHHS MOMUTY Ha TO-
Bap, MPOBEACHHS aHTUIIANPUEMHHUIILKOI YPSIOBOI MOJIITUKH, BUCOKI MOAATKH,



TEMA 1. Mi>kHapoAHUM MapKeTHHT: 3araJlbHUN OTJIA[ 11

CTUMYJIFOBAHHS JE€P’KABOK BUXOAY MIANPUEMIIIB HA 3apyOlKHI PUHKH 3 Me-
TOIO 30LJIBIICHHS HAJIXO)KEHb 1HO3EMHOI BaJIIOTH);

— HapOIIyBaHHs TEMITIB BUPOOHUIITBA 1 TIOBHE 3a/I0BOJICHHSI MTOMUTY MiC-
IIEBUX CITO’KMBAYIB;

— pO3ILIMPEHHS PUHKIB 30yTy 3a PaxXyHOK 3aKOPJIOHHUX KJIE€HTIB, fKl
3/1aTHI MPUHECTH TOJATKOBUM MPUOYTOK;

— MpUBAOJIUBICTH 30BHINIHIX PUHKIB, HE3BA)KalOUU Ha J0JIATKOBI BUTpa-
TH 1 PU3HMKH Y 3B'I3KY 3 OIepalisiMU 32 KOPJIOHOM.

1.2. CTaHOBJICHHS TA €BOJIIOLiAA TUNIIB MAPKETHUHTY

[Ticna dpyroi cBiTOBOT BiiHM ITiJ BILTMBOM JiiOeparizallii Ta cIiBIparii
Ha CBITOBOMY PHUHKY BiJI0YyJ10CS MEPETBOPEHHSI BCHOI'O CBITOBOIO PUHKY Ha
€IMHUN EKOHOMIYHMM TpOCTIp, SIKMM MOXKHA BBa)XaTH O0'€KTUBHOIO
MPUYNMHOI0 BUHUKHEHHS 1 PO3BUTKY MI>)KHAPOJAHOTO MapKETHHTY.

Mixnapoanuit MapkeTusr (International Marketing) mae posrasgaTucs
K CKJAJ0Ba YaCTUHA BCi€l CHCTEMM 3HAaHb y Taiy3i MapkeTwHry. Moro
T€HETUYHOK OCHOBOIO € YUHHUKHU MPOCTOPOBOTO il reorpadiqHoro mopsiiky,
MOB'A3aH1 3 JISUIBHICTIO MIANPUEMCTB Ha PUHKAX 1HIIUX KpaiH. BiH HiOu
JOTIOBHIOE HAIllOHAJILHO-ACPKaBHUM, «dOMalHii» MapkeTuHr (Domestic
Marketing) [22]. EBomrorito Mib>KHApOJHOTO MAapKETHUHTY IIPEJICTaBICHO Ha
puc. 1.1 [29].

A /
T /
0 /
B YTBOpeHHS Ta
P ' Pe- Ha- E I J04ipHIX QipM KOMepIlifHa
£ Mic- oo 1io- K " _(THK) Z[;?l;:}:lol(?;b
w | " mame-  mame- & 5 HOJ‘[IL[GH’I(‘[S)I/I‘IHa - ;I;M
N — fi - o cucTeMa 6arato
pu- - - o HaI1OHAJILHOL €IUHUX
o | mox P p p xop April CTaH/IApTiB HAC
HOK  HOK P T
6 T 4noparrii
C -
s i B 5 "
- BuyTpinmHii KEHODITHO- 2aLato. [nobanbHuit
MapKeTHHT IMIIOPTHUH HAIllOHATbHUH MapKeTHHT
MapKEeTHHT MapKeTHHT
MDKHAPOJTHUU MAPKETHHT

Puc. 1.1. Emanu inmepnayionanizayii miscHapoonoz2o mapxemuney [29]
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1.3. OCHOBHI BU3HAYEHHA TA NOHATTHA

MapkeTuHr — ckiiajgHe, AMHaMIYHe 1 0araTorjiaHoBe SBHIIIE, 1110 POOUTH
HEMOXJIMBUM JIaTH B OJJTHOMY BU3HAY€HHI MOBHY HOT'0 XapaKTEPUCTHUKY.

B anriomoBHOMY TiyMaueHH1 CJIOBO «market» — ppuHOK, BCIMa MOBaMU
CJIOBO «MapKeT» BUMOBJISIETHCSI OJTHAKOBO 3 HAr0JIOCOM Ha MEPIIOMY CKJIaI.

Ha cporomni icuye mpubmmuszao 2000 BuzHauens. Tak, 3a T. M. Uymauen-
KO, MDKHAPOAHUN MapKETUHT — 1€ MEBHUN CMOCI0 MUCIIEHHS, HAOlp peKOMeH-
namii 10 BUOOpPY W MPUMHATTS KOPEKTHUX KOMEPIIHHO-TOCIONAPCHKUX Pi-
IICHb 13 MO3UIIT HAWOUIbII TOBHOTO ¥ €(PEKTUBHOTO 3a/I0BOJICHHS BCIX BUMOT
SIK BITYM3HSIHHX, TaK ¥ 1HO3EMHHUX CITO;KMBAYIB TOBapIB 1 mocayr [14].

MixkHapOJHUIT MapKETHHT — MApKETUHIOBa MiSJIbHICTH (IpMH 3a Me-
»KaMM HaIlloHaJbHUX KOpAoHiB [18], mpu oMy HaykoBens T. M. Iluranko-
Ba [17] mominse Horo 3a CTyIEHSIMMH 1HTEpHAII3aIlli: IMIOPTHUM, CKCIIOPT-
HUM 30BHINIHHOCKOHOMIYHHUH, TpaHCHAIIOHAIBHUN, MYJIbTUPET1OHATBHHUIN Ta
rino0anbHui («Bech CBIT — Miil pUHOK !»)).

VY P. b. Ho3znpeBoi 1e «prHKOBa KOHIIECTI{IS YIIPABIIHHS MI>KHAPOTHOIO
JISTBHICTIO (pIpMHU, OPIEHTOBAHA Ha 3alPOCH KIHIIEBUX CIIOKHBAYIB PI3HUX
KpaiH 1 ¢opMyBaHHS iXHIX MepeBar y BIAMOBIIHOCTI 31 CTpaTeriYHUMH
HUIIMH  ONTUMI3AIlli Ta PO3MMPEHHS O13HECYy B TJ00AJbHUX CBITOBHUX
Macmtadbax» [23].

MixxHapoaHUI MapKETHHT — CIIOCI0 MUCIEHHs, Pinocodis, miaxi1 KOM-
MaHii 10 MiANPUEMHUIITBA 3 MIKHAPOIAHUX, TJI00ANbHUX Mo3ullid. Bin npu-
MyCKa€ MOXJIMBOCTI MOIIYKY 1 ONTHUMI3allil Ha TJIaHOBIM 1 CUCTEeMaTUYHIHN OC-
HOBI MPUOYTKY B MaciiTabax BCi€l 3eMHOI Kyili, a HE TIILKU B MEKax Hallio-
HaJIbHO1 PUHKOBOI TEPUTOPII.

O. B. ®enoToBa MmiIKPECITIOE «KOMIUIEKCHE BUBUYEHHS MTOTOYHHUX 1 TIEPC-
MEeKTUBHUX MOTPeO 30BHINIHIX PUHKIB, CUCTEMa IUIAHYBAaHHS, OpraHizailli
1 ympaBIiHHS JISUIBHICTIO TpaHCHAIIOHAJILHOI KOpIopallii y po3pi3i Hayko-
BUX JOCJIJIPKEHb 1 po3po0sIeHHs (KOHCTPYIOBaHHS) HOBUX BHJIIB TOBapiB, iX
BUPOOHUIITBA, LIJIECTIPSIMOBAHOTO (DOPMYBAHHSI CITOKMBYOTO MOMUTY 1 30yTy
BUTOTOBJICHOI MPOAYKINi 3 METOI €()EeKTUBHOrO 3a0€3MEeUEeHHS JOBTOCTPO-
KOBHUX IHTEPECIB 1 IPUBIIACHEHHS Ha 1111 OCHOBI MAaKCUMAJIbHUX 1 CTaOLIBHUX
npuoOyTKiB» [25].

E. M. AzapsH Bu3Haua€ SIK «CUCTEMHY AISUIBHICTh MiANPUEMCTBA Ha
3apyOlKHUX PHUHKAX, IO J03BOJsiE cHOpPMYBaTH aJI€KBATHUI PUHKOBOMY
CEpEeNOBUIIY KOMIUIEKC MAapKETHHTY, CHPHUSIOUHMNA 3aJ0BOJICHHIO TOTped
CITOKMBAYiB 1 JIOCATHEHHIO CTPATET1UHMX IIiJIeH caMoro mianpueMcTBay [12].

BinpiiicTh HAayKOBINIB € MPUOIYHUKAMH «KOMILIEKCY 3aXOJiB (ipmMu 31
3MIACHEHHS 30BHIITHLOSKOHOMIYHOI ISUIBHOCTI 3a MEXaMM CBO€1 KpaiHN»
[18, 26, 27].
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OTxe, HayKOBIIl TPAKTYIOTh BHU3HAYEHHS MIDKHAPOJAHOTO MApPKETUHTY
3 TOYOK 30PY:

— ¢umocodii abo cmocoOy MUCIICHHS;

— KOHIIeNIli ympaBiiHHSA (KOMIUIEKC 1) 3a ME&XaMU HaIlliOHaJbHUX
KOPJIOHIB;

— METOJIoNIOor1i 3a0e3nedyeHHsT €(PEeKTUBHOCTI 30BHIIIHbOSKOHOMIYHOI
TisTbHOCTI [8].

[ToeHaBIM BC1 BU3HAYEHHS B OJTHE, MOYKHA C(HOPMYITIOBATH, 1110 MiKHa-
POJTHUI MAapKETUHT — 116 KOMIUJICKCHA CUCTEMa YIpaBJiHHS (TJIaHYBaHHS, pea-
Ji3aiii, KOHTPOJIO) Ta IOCTIMHOrO aHami3y 3axomiB ¢ipMu, IO 3AIMCHIOE
BUPOOHUYO-TOProBy (30yTOBY) MiSUTBHICTH Ha CBITOBOMY (TJI00aJIbHOMY)
PUHKY, I1I0JI0 BIUTMBY Ta aJamnTallii 10 KOH'FOHKTYPU PUHKOBOI'O CEpelIOoBHUIIA
3 METOI0 €(EKTUBHOTO 3a0€3MEUYEeHHS CBOIX JOBTOCTPOKOBHUX CTpPATETTyHUX
1HTEpECIB, OTPUMaHHS KOHKYPEHTHHUX IepeBar, MakCUMaJbHUX Ta CTaOLIbHUX
puOyTKiB [29].

1.4. MeTa, cy6’eKTH QYHKIII Ta IPUHLUIIU
MIXKHAapOJAHOI'0 MapKEeTUHTY

3 PO3IIMPEHHSIM 30BHIIIHLOSKOHOMIYHOI JISJIBHOCTI OaraThbOX BITUM3-
HSAHUX TIIIMPUEMCTB T4 OKPEMHUX MIAMPUEMIIB 3pOCTA€E 3HAYEHHS Ta BUKO-
PUCTaHHS MI>KHAPOIHOI'O MAPKETUHTY JIsl TOCATHEHHSI TIEBHUX I[1JIEH.

Cy0'ekTamMu M1)KHAPOJTHOT'O MApKETUHTY €:

— (13UYHI OCOOU-TIIMPUEMITL;

— HaIllOHAJIbH1 IOPUIUYHI 0COOU;

— MDKHApOJHI KOMIIaHIi, CIUIbHI HIAMPHUEMCTBA Ta TpPaHCHAIIOHAIbHI
Kopropailii ¢opmMa CTPYKTYpHOI Oprasizaiiii BeJIuKoi (ipMu, 110 3A1MCHIOE
MpsiMi 1HBECTHIIIT B Pi3H1 KpaiHU CBITY;

— i"Terpauiiini yrpynysants (ATEC, EU, ACEAN);

— rao0anbHi (MixkHapoH1) opraunizaiii WTO, MBR.

J71st Oyb-KOT0 BITUM3HSHOTO MiANPUEMIIS YU O13HECMEHA, HEe3aJIeKHO
BiJl PIBHS 3QJIy4€HOCT1 B MPOIECH MIKHAPOJIHOTO0 OOMIHY TOBapaMu 4H IOC-
JyraMu, BaKJIMBO «TJIMOOKE PO3YMIHHS MAapKETUHTOBUX IIUJIEW KOMIIaHIi,
MpaBUJIBHOI IMOCTAHOBKA 3a/iad, aJCKBAaTHHUX CHUTYyallli MI>XHApOJHOro O13-
Hecy» [14] Ta BOJIOZIHHS METOJOJIOTIEI0 Ta IHCTPYMEHTApIEM OpraHizalii Ta
3M1MCHEHHS 1HTEpHAI[IOHAIBHUX KOMYHIKQTUBHMX MPOIIECIB MPUTAMAHHHUX
MIDKHApOJJHOMY MapKeTUHTY (puc. 1.2).

Mema (purpose) midsicHapoOHo20 mapkemuHey — 3aJJ0BOJICHHS CIIOKUB-
4Oro IMOMUTY Ha 30BHINTHLOMY PUHKY MPU €KOHOMIYHO BUT1IHUX 1Jis GipMu
yMOBax, 1 BOHA TaKOX 3aJICKUTh B da3u 3aHypeHHs QipMu B MIXKHAPOTHUN
MapKETHHT.
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Komnnexc
MINCHAPOOHO20 \ 4 :
MapkemuHay Dynxyil
® JIOCIIJKEHHS
l pUHKY; .
® pospoOka IUTaHiB
Mema 3AIAYI Ta réporpaM;
e 30yT Ta
MIHCHAPOOHO20 P> MDKHAPOJHOTO | | POBIIONLIL;
MapKemuHey MAPKETI/IHFV L] peK_]'[aMa Ta
CTUMY JTFOBAHHS
v 30y1y;
; ® BIIOCKOHAJICHHS
/ Dazu CHCTEMU
_/  3aHYpeHHS 6 MapKCTHHTY
/ MidICHapOOHUiI A
/
/ MApKemuHe
/7 ®  HCOYUCBHIHMIA; \
/ ®  TIOOJUHOKUIA, \
\ ®  PCryJUSIPHUIM, ‘
o

\ JIOMI1HY KO,

k rI100aIbLHUIA

Puc. 1.2. Bzaemo3s’ 130k komniexcy, memu, 3a0ad,
Gaz ma pyHKyit MiDCHAPOOHO20 MAPKEMUH2Y

Mertoro cy0'eKTIB MIKHAPOAHOTO MapKETUHTY MOXKYTh OYTH SIK SIKICHI,
TaK 1 KUIbKICHI i (puc. 1.3).

Mera cy6'ekTiB MI>KHAPOAHOTO MAPKETUHTY
I

\ 2 \
MapKeTHHTOBI 1111 B MapkeTHHTOBI IILT1 B MapKeTHHTOBI LTI B
KpaiHi A KkpaiHi b KpaiHi B
~ = -
SIxicH1 KinpkicHi SIxicH1 KinpkicHi SIxicH1 KinpxicHi
A | S L SR y S A
AKICHI (KOMYHIKALIHHI) KITFKICHI (EKOHOMIYHI)
3pocTaHHS HPecTUKy cyO'ekTa 3pOoCTaHHsI @KOHOMITHOTO IIPECTHKY CyO'ekra
= MDKHApPOJHOTO PUHKY, IIOCHJICHHA HOTO Mi’KHApOIHOTO PUHKY , IIOCYIICHHS HOTO
IIOTEHIIMHOI Baru KOHKYpPEHTHOT'O Balr'm
\\\// \/
® BILTHE: HA, BHYTPIMIHIM T4, . 3poCcTaHHA 0OCSTIB MPOJAKy B
SQBHUMELY PUHOX BpaML, TPOLIOBOMY Ta HATYpPaJIbHOMY BHMIpaXx;
e MATPHUMKA OCBITHIX, KyJIBTYPHHX o 3pOoCTaHHS YaCTKU PUHKY B PI3HUX
. T3 1H. MIPOTPHEMCTE K B KPatHi, TaK 1 33 KpaiHaX, CerMEHTaX PHHKY 3a TOBapaMMu;
1 MOKAMIL, e  3pocTaHH] NPHUOYTKIB Cy0'eKTIB
e 3POCTAHHS MPECTHOKY; MDKHApPOJHOTO PHHKY
MIKHapOAHOTO PHHKY, TOCHJICHHS fforo
MOTCHIIAY

Puc. 1.3. Mema cy6’exmie miscHapoOH020 MapKemuney
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3arayibHi 3aBIaHHS MIXKHAPOHOT'O MAapPKETHHTY TIPEICTAaBJICHO Ha puc. 1.4.

~

* 3a0e31eueHHs €(PeKTUBHOT MIKHAPOIHOT
IISUTBHOCTI,

* MIBUIICHHS HAIIMHOCTI MIAPUEMHHUILIBKOT
TSUTBHOCT1 B YMOBaX HECTIHKOTO BaJIFOTHOTO KypCY;

* CTBOpPEHHS a00 PO3IIMPEHHS MEPEX1 30yTY;

3AZ1AUI - )
* YCYHEHHS IMIIOPTHHX OOMEKEHb;
MDKHAPOJHOI'O * CTUMYIIOBAHHS, 320X0UYEHHS i TPOCYBAHHS
MAPKETHUHI'Y {HO3EeMHHUX IHBECTHIIIi;

* 3HIDKEHHS BUTPAT Ha 3apOOITHY TUIATY,

TPAHCIOPTYBaHHS, IMOAATKU, MIPUOaHHS HEPYXOMOCTI
Ta OXOPOHH HABKOJIMIIHBOI'O CEPEOBUILA

Puc. 1.4. 3a0aui misxicnapoonozo mapkemunzay

DyHKIIT 6araTo B YoMy 3ajeXaTh BiJ 3aHYpPeHOCTI (GipMH B MI>KHAPO/I-
Huit Mmapketur. [1. C. 3aB’smoB BuAUIIE M'ATh QYHKIINH MapKETUHTY: aHaJi-
TUYHY, TPOJIYKTOBO-BUPOOHUYY (TBOpUY), 30yTOBY, (hOpMYyIOUy, YIIPaBIIHHS
Ta KOHTpoJIro (Tadmn. 1.1) [26].

Tabnuys 1.1
OcHOBHI (QyHKIIIT MI>XHAPOTHOTO MapKETUHTY [26]
AHaniTu4uHa BupoOuuua VYmpapiniHcbka
) Crumyitoroua
(TocIiTHUTIBKA) (TBOpUA) Ta KOHTPOJIbHA
— BHUBYECHHS — oprasizaris — oprasizauis — oprasizauis
30BHIIIHBOTO | BAPOOHUYIMX CUCTEMU CTpaTeTivyHOTO Ta
PUHKY; MPOILIECIB, pO3pOOKa | TOBaApOpyXy 3a OMEePATUBHOIO
— CIOXUBa- HOBUX TEXHOJIOTH; | MDKHAPOJIHUMH TUTaHYBaHHS Ta
4iB; — MaTepiajbHO-TeX- | KaHajaaMu KOHTPOJIIO;
— ¢1ipmoBoi HIYHE TIOCTAYaHHS, | PO3MOALILY; — KOOpJWHAIIis
CTPYKTYpH — yIpaBJIiHHSA — (QopmyBaHHsA BUPOOHUYO-
PUHKY; SKICTIO Ta HOTINTY; 30yTOBOI Ta
— TOBapy KOHKYPEHTOCIIPO- — CTHMYJIIOBaHHS | (IHAHCOBOI
(ToBapHOi MOXHICTIO TOTOBOi | 30yTy TUSIIBHOCTI,
CTPYKTYpH); MPOAYKIIT HaO1IbIII — OIIIHKA PU3UKIB,
— 30BHILIHBOr | TOYHO BIAIOBIIAE puoyTKY,
0 CepeJIoBUIlla | YMOBaM e(eKTUBHOCTI
MI>KHAPOIHOI | 30BHIIIHBOTO PUHKY; MapKEeTUHT'OBO1
O PUHKY — po3poOka JSITBHOCTI
ONTUMAJIb HUX
JIOTICTUYHUX CXEM
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IIpooosoicenns mabauyi 1.1

30yT Ta pO3MOLI Pexnama Ta Po3poOka miiaHiB Ta
CTUMYITIOBaHHS porpam
30yTy
BJIOCKOHAJIEHHA CUCTEMU MAPKETUHI'Y

MiXHapoAHUIT MapKETUHT 0a3yeThbCsd Ha MPUHIMIAX BHYTPIIIHHOTO
(HaIiOHAJIbHOT0) MAPKETUHTY, ajie BUX1J HA 30BHIIIHINA PUHOK BILIMHYB Ha:

— BIAMIHHOCTI Ta OCOOJMBOCTI 1HO3EMHOI'0 Ta MI>XKHApPOJHOTO 3aKOHO-
naecta [12];

— 00rpyHTOBaHMI BUOIp Ta BU3HAUYEHHS ONTUMAJIBHUX HUISAXIB JJIS J0-
CSATHEHHS CTPATEr1YHUX IIeH MisUTbHOCTI Ta PO3BUTKY MiANPUEMCTBA;

— CIPSAMOBAHICTh MIJIMPUEMCTBA HE HAa MUTTEBUI, a Ha JIOBFOCTPOKO-
BHI pe3ysIbTaT MapKETUHTOBOI M1SJIbHOCTI;

— KpOCC-KYJAbTYpPHUH aHalli3 y BU3HAUYEHHI1 BIAMIHHOCTEH Yy Oi3Hec-
KYJIbTYpI Ta KyJbTYpPl CIOKMBAHHS B OKPEMUX KpaiHax 1 perioHax;

— TMPUCTOCYBAHHS JI0 3aKOPJOHHOIO CIOXHBaya Ta OCTaHHIX TEHJICH-
11 CBITOBOTO PUHKY;

— MIJBUINEHI BUMOTH JO TOBapiB YW TMOCIYT, SKI IMPOMOHYIOTHCS Ha
30BHINIHINA PUHOK BIJHOCHO iX cepBicy, pekiamu [11] mopiBHsIHO 3 ToBapaMu
KOHKYPEHTIB;

— BENHKY MOTpeOy B HASBHOCTI HAAIMHOI, JOCTOBIPHOI M CBOEYACHOI 1H-
cbopmairii Ta ii 00poOKH JIJIs1 aHATI3Y B MPOIEC] MAPKETUHTOBOT'O JOCIIIIKEHHS;

— 30BHIIIHBOTOPrOBI Ta BAJIFOTHI OTEpallii;

— HAasIBHICTh HETPAJUIIMHUX Ta OUIBII BUCOKUX PU3UKIB, HI’K HA BHYT-
pIIITHEOMY PUHKY;

— Oprasizaiiro HayKOBO-IOCIIAHUX 1 JOCTITHO-KOHCTPYKTOPCHKHUX PO-
01T 1151 OOTPYHTYBAHHS BUPOOHUIITBA JUIsl CTBOPEHHS TOBapy (MOCIYTH), 110
HaWOUTBII TOBHO 33JJ0BOJIbHSIE BUMOTaM KOHKPETHOTO PUHKY Ta CIIOKHBAYiB;

— IMBHUJKY Ta YITKYy PEAKIII0 MI0JI0 MOTOYHUX 3MIH 30BHIIIHHOTO
cepeoBHIIa MIKHAPOTHOTO MAPKETUHTY.

Oco0JIMBICTE MIKHAPOJHOIO MAapKETUHTY MOJIATa€ B TOMY, IO HOTro
opraHizaifisg 1 METOJIU MPOBEJCHHS MOBUHHI BPAaXOBYBAaTU TYpPOYJIEHTHICTh
PUHKOBHUX BITHOCUH Ta BiIMIHHOCTI 3apyO1’KHOTO PUHKY, TOOTO MI)KHApPOIHE
MapKETHUHTOBE CEPEIOBHUIIIE.

ITutaHHs 1JIs1 CAMOKOHTPOJIIO:

1. Ha3BiTh BakiuBI IOJI1, III0 CTAJMCS HA IJIAHST] Ta BIUIMBAIOTh Ha
PO3BUTOK IJ1I00aTbHOT €KOHOMIKH.

2. Ha3BiTb NpUYMHU BUXOAY MIANPHUEMCTBA HA 30BHIIIHIN PUHOK.
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3. Ha3BiTh eTamnu eBOIOLII MIKHAPOTHOTO MAPKETHHTY.

4. Po3kpuiiTe CyTHICTh Ta OCOOJIMBOCTI MI>XHAPOHOTO MapKETHHTY.

5. CdopmymoiiTe BU3HAYEHHS MIDKHAPOAHOTO MAPKETUHTY.

6. Y YoMy MOJIATarOTh BIAMIHHOCTI Y BUSHAUCHHSX MOHATTS «MDKHa-
POAHUN MapKETUHT»?

7.  CdopmyinoiTe METy MIKHAPOIHOT'O MAPKETHHTY.

8. Ha3BiTh siKiCHI Ta KUIbKICHI 1IUJII MI>KHAPOAHOTO MApPKETHUHTY.

9. Ha3BiTh OCHOBHI Cy0’€KTH MIKHAPOJITHOTO MAPKETHHTY.

10. V yomy noJisirae B3a€MO3B’sI30K METH, 3a71a4, a3 Ta PyHKIIH MiXK-
HApOJAHOTO MapKETUHTY?

11. Ha3BiTh OCHOBHI (DYHKIIIT MI>KHAPOAHOTO MAPKETHUHTY.

12. Ha sikux mpuHIUNaxX 0a3yeThCsa MKHAPOAHUN MapKETHHT?



Tema 2

MI>KHAPOJIHE MAPKETHHTOBE
CEPE/IOBUIIIE

2.1. CyTHiCcTB Ta AOCAIKEHHS Mi>KHApPOAHOTO
MAapKEeTHHI'0BOI'0 cepea0BHUIILA

MixHapoaHe MapKeTHUHTOBe cepenoBuile (international marketing en-
vironment) — 1€ CYKYIHICTh €KOHOMIYHHUX, COLIAJIbHO-KYJIbTYPHUX, MOJII-
THUKO-TIPABOBUX Ta IHIIKMX YMOB, MPOIECIB, YNHHUKIB, SKI BIUIMBAIOTH HA
KUTTE3NATHICTh Ta MPUUHATTS YOPABIIHCBKUX PIlIeHh KOMMaHii Mpu
3M1CHEHH1 CBOET JISIIBHOCTI HAa 30BHIIIHLOMY PUHKY [1, 6-8].

Buib11icTh BYUSHUX MOJIUIE MAPKETUHTOBE CEPEIOBUILIE HA:

— BHyTpimHe (internal environment) — ¢QiHaHCOBA, TEXHOJOTIYHA,
KaJpoBa, OpraHizallisi CUCTEMH Iepeaadi iHpopMallii MK pI3HUMU PIBHAMU
yIPaBIIHHSIMU;

— 3oBHIIHE (external environment) — CyKyImHICTh €KOHOMIYHHX, TIpa-
BOBUX, MOJITHYHHUX, COIIaJbHO-KYJIBTYPHUX TP, MPUPOAHUX YMOB
1 MDKHApOJIHMX BITHOCHH Y 30BHIITHBOCKOHOMIYUHIN AismbHOCTI [1, 12—14].

Yce pizHOMaHITTS (PaKTOPiB BHYTPIIIHBOTO 1 30BHIIIHHOTO CEPEIOBHUIIL
NOAUISAIOTH Ha JIB1 TPYIIH:

— KOHTposboBaHi (controllable) (BuOip HUIBOBUX PUHKIB, LUJICH Map-
KETUHTY, OpraHizaiii Ta CTPYKTYpH MAapKETHUHTY, KEPIBHHUIITBA IJIaHAMU
MapKETUHTY, TOBapiB / MOCIHYT, I1H, pEKJIaMH, CIOCOOY ITPOCYBAaHHS, KaHAIIB
PO3IIOILTY);

— HEeKOHTpoiboBaHi (uncontrolled) (moBemiHKa CIHOXUBayiB, KOHKY-
pEHIIisl, TOJITUKA YPSy, 3arajibHUid CTaH €KOHOMIKH, COIIIOKYJIbTYpHE Ccepe-
JIOBUIIE; BIUIMB TeorpadiuyHUX Ta KIIMaTUYHUX (aKTOPIB; PIBEHb PO3BUTKY
TeXHOoJori) [23].

VY MDKHApOJHOMY MapKETHHTY JOCIIHKECHHS MaKpO-CEpeIOBHIIA 3/T1i-
cHoeTbea 3a cxemoro SLEPT- ab6o PEST-anmamizy [17], 3MmicT Ta ix
MOCJI1IOBHICTh TIpeICTaBieH] B Ta0. 2.1.
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Tabnuys 2.1
3wmict Ta nocainoBHicTh SLEPT- ta PEST-ananizy
MI>XKHApPOJIHOI'O MApKETHHTY
[MocmimoBHICTE 3MmicT 3MmicT
S | Social/cultural | comansaO- P | monitTu4HOTO KJIiMaTy Ta HOTO
KYJbTYPHOTO BILJIMBY HAa PO3BUTOK O13HECY
L | Legal IIPaBOBOTO E | ekoHOMIYHUX YMOB JIiSIJILHOCTI
E | Economic €KOHOMIYHHMX YMOB S | collaIbHO-KYJIBTYPHOT'O
IISIBHOCTI
P | Political MOJIITUYHOTO KiIiMaTy | T | TEXHOJOT1YHI YUHHUKH
Ta MOT0 BIUIMBY Ha PO3BUTKY O13HECY
PO3BUTOK O13HECY
T | Technological | TexHonoriuH1
YUHHUKUA PO3BUTKY
013HeCy

ComianbHO-KYIbTYpHI (haKTOPH 30BHIITHBOIO CEPEIOBHIINA BIUIMBAIOThH
Ha BCl IHCTPYMEHTH MapKETHHTY, 3MIHIOIOYH BU/I, SKICTh, CITOCIO I THECEHHSI
TOBapy, MOro 1iHY, pekiiaMmy, GopMy MPOCYBaHHS 1 pO3MOJILITY TOBAPY.

MeToro A0CIIIKEHHS TOMITHKO-TIPABOBOI'O CEPEJIOBUINA € BU3HAUCHHS
PiBHS MOJITUKO-IIPABOBO1 CTaOUILHOCTI, BIUIMBY Ha Oi13HEC Ta X PU3UKIB IS
PO3pPOOKHM CTpaTeTii 11010 MiHIMI3alIii.

Po3ristHeMo O1Ib1II IeTalbHO KOYKEH 3 €TarliB.

2.2. ConioKy/JbTYypHeE cepeaoBulLe

Kynbsrypa (culture) — 1ie ckiagHe MOHATTS, SIKE€ BKJIIOYa€e B ceOe 3HAH-
HS, BIpYy, MHCTEIITBO, MOpaJib, 3aKOHH 1 3BH4Yai, 0COOJIMBOCTI B YMOBaX >KHT-
T, TOTPeOU HAOYTI JFOJIMHOIO SIK YWICHOM CYCILJILCTBA.

CBITOBI KyJbTYpH TepeOyBalOTh y MOCTIHHOMY, XO4a ¥ MOBUILHOMY
PO3BUTKY, IIPUCTOCOBYIOYHCH 10 HOPM 1 IIIHHOCTEH Ta JICIIO BiJICTAIOUM Bij
HuX. YUuMm raubine npoHukae ipma Ha 3apyOiKHUN PUHOK, TUM PETEIIb-
HIIIOTO BUBYECHHS BHMAararTh COLIOKYJIBTYpHI (sociocultural) dakTopu 30B-
HIIIHKOTO cepeoBuia (puc. 2.1).

DakTOpU COIIOKYIHTYPHOI'O CEPEJAOBUINA MI>KHAPOJAHOTO MAPKETHUHTY
MOXKYTb OyTH IIPEACTABJICHI TAKUMH TPyTaMHu:

1. Kynemyphi yunnuku, K1 BKIIOYAIOTh:

— penirito (OCHOBHI PENITiiiHI MPUHIIMIIY 1 IX BIUIMB HA HACEJICHHS, SIKE
CKJIJIa€ IIITLOBUM PUHOK (PipMM);

— 3aco0M KOMYHIKaIli (MoOBa, >KECTH, JUCTaHIS MDK JIIOJIbMH,
nepeBary y KoJibopi, MyHKTYaJIbHICTD);
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— eTHKY 1 eCTeTUKY (0COOJIMBO MijJ Yac po3pOOKH pEeKJIaMH, IIPU pea-
Ji3allii ToBapiB, y MPOIEC CIJIKYBaHHS TOIIIO);

— YMOBU XUTTA (3BUYKH, TUIIOBUW paIliOH Xap4yyBaHHS, PIBEHb CIIO-
KUBAaHHS TPOJYKTIB, iX AKICTh, CTHJIb OJSTY, KUTJOBI YMOBH, TPaJMIlINHI
BHUJIM MIPOBEJCHHS JI03BULJISL, OXOPOHA 3/I0POB'S, PO3BUTOK CIIOPTY TOIIIO);

— HayKy 1 MUCTEUTBO (CepellHIi piBeHb OCBITH B KpaiHi, 3a0e3neue-
HICTh HACEJICHHS KpaiHU CEpeJHIMHU Ta BUIIMMH HABUAJLHUMH 3aKJIaJlaMU,
o0'eKTaMU KYJIbTYPH, JIOBIOCTPOKOBI TEHJICHIIIT PO3BUTKY B 00JacTi KYJIb-
TYpPHHUX LIIHHOCTEW);

— KYyMiBeJIbHI 0COOJMBOCTI (Tpajullli CIIOXKUBAHHS TOBapy 1 0COOJIH-
BOCTI CIPUHHATTS HACEJICHHSIM PI3HUX BUJIIB TOBApPIB TOIIO);

— TpaauIlii BeJeHHs Oi13HECY;

— CTaBJICHHS JIIOJEH 10 HAaBKOJIMIIIHHOTO CBITY.

3aco0u KOMYHIKaIfii, Peniris, Taly, JIyXOBHI I[IHHOCTI,
MOBa pUTyaIU TpaJuIlii, 3BHuai
CyCHiﬂblﬁxbL/y
- MOBH JKHUTTS Ta
oprasizarii,
CoIliaIbHi > COCL]E:IPO];( y(J)I];E YI];HE < TPAIMLIT BE/ICHHS
iHCTHTYIT J 1T Oi3HECY

— mynbwpa

TEXHOJIOT19H1
IHHOCTI

OcBiTa, HayKa, MECTEI[TBO

Puc. 2.1. ®akmopu coyio-Kynbmypro2o cepedosuiya

2. JIooceki ¢hakmopu, 1m0 BKIIOYAIOTH (i3UYHI OCOOJIMBOCTI JIFOJEH
(30BHIIIHI J]aH1, OCOOJIMBOCTI HIOXY 1 JOTHKY) Ta crienudidyHi 0COOIMBOCTI
MTOBEIIHKH, 1110 BU3HAYAIOTHCS BUXOBAHHSIM, MOPAJIIIO 1 MPUHAJEKHICTIO JI0
TI€1 YU 1HIIOT TPYIIH.

KynpTypa BHU3HAYaETHCS SIK «KOJEKTHUBHE MPOrpaMyBaHHS MUCIICHHS
[30]. Jast po3yMiHHS KPOC-KYJIbTYPHHUX OCOOJHMBOCTEH MOBEIIHKH CIIOXKH-
BayiB Ta MAapTHEPIB MO OI3HECY BUKOPUCTOBYIOTHCA TaKl CXEMHU, SIK1 MOJILIIS-
I0Th 3a PIBHEM MI>KOCOOMCTHX BIJIHOCHH Ta 3a KpuTepismu (Tadi. 2.2).

[Topsig 3 momiOHICTIO KpaiH 3a aTpuOyTamMu KyJIbTYpU (MOBH, PEJIrii,
reorpaiuyHOMYy TOJIOKEHHIO, €THIYHIA HAJIEKHOCTI, PIBHEM E€KOHOMIYHOI'O
PO3BUTKY TOIIO) HA CTHKY PI3HUX KYJIBTYp ISl YCHIIIHOTO KEPIBHUIITBA
O13HEeC-IIANPUEMCTBOM HEOOX1THO HaJIaBaTH OIIHKY BJIACHOTO JOCBIIY:

— BHU3HAuYaTHU METY O13HECY B pO3YMIHHI K€PIBHUIITBA KOMIIAHIEIO;

— JII3HABATHUCSH, K BU3HAYAIOTH II0 METY a00 mpoOJeMy JItOIu, K1 3Ha-
I0Th KYJIbTYPHE MICIIEBE CEPEJOBUILIC Ta HOPMHU BEJCHHS O13HECY;
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— BUBYATHU BIIMIHHOCTI ¥ CIpoOYyBaTH MOSICHUTH iX y CBITJII KPUTEPIIO
OILIIHKH 1ITa0 KBAPTUPH;

— meperjsAaTy Il Ta NpoOJieMH TaKUM YUHOM, 11100 Hamipu IITad-
KBapTUpH OyJIM BUKOHAH1 HAKpaIIuM CIIOCOOOM.

JIJ1st TICHOTO CIIBICHYBAHHSI 3 MPEJICTAaBHUKAMU 1HIIMX HAI[IOHAJIBHOC-
TeW CJIiJ MparHyTy 3/IaTHOCTI CIIBUYBATHU 1 MOBaXaTH iX KYJIbTYPY, HEOOXiI-
HO MOBOJIUTHCS, TaK 1100 Ballli Jii Oy/IM NPUPOTHUMU Ta MPUHHATHUMU JJI51 HUX.

Tabnuys 2.2

Kpoc-kynbTypHi 0COOIUBOCTI MOBEIIHKH CTIIOKHBAYIB

Mi1x0c0o0HuCTI BIJTHOCHHH

Kpurepii

"Bucokuii koutekct"(HC) —
BaXKJIMBY POJIb BIJITpAE THTYILIS Ta
CUTYaIlisl, a TAKOXK TPaJHIIii, HEMae
0Cc00JIMBOI HEOOX1THOCTI B
MMCbMOBOMY KOHTpPAKTi (apaOchKi
Ta a31MChK1 KpaiHM)

"JloBxuHa iepapxiynoi rpajamii” (PDI) —
BIJIHOUIEHHS 10 CIIPUMAHSTTS PIBHOCTI M1k
J0ABMHU 200 MIapamMu B CyCHuIbCTBI. Ynum
OUIbIIIE PO3PUB MK «BEPXaAMU»

1 <HU3aMW», TUM JIOBIIIA i€papXiyHa
npabuHa

"Huzpkuit konreker" (LC) — ainosi
CTOCYHKH PETYJIIOI0ThCS
KOHTpAKTaMH, K1 IOBUHHI OyTH
c(opMysIbOBaHI YiTKO 3a BCiMa
JeTalIsIMU, 1100 1X MIT 3p03yMITH
CTOPOHHIH OpUCT (IHIYCTpiaJbHO-
PO3BUHYTI KpaiHU 3aX01y)

"BigazepkanieHHsl CTaHy HEBU3HA4€HOCTI"
(UAI) — cTaBieHHs JIIOJIeH 10 CBOTO
MaiiOyTHBOTO 1 O CIIpOO B3STU JIOJIIO

y CBOi pyku. UuM O1J1b1lIe MPUHMAETHCS
CIIpo0 TIaHyBaTH Ta KOHTPOJIIOBATH 11,
THM BUILIHMN piBEHb CTAaHY HEBU3HAYEHOCTI

"ITnguinyanizm" (IDV) — uum Ounbiie

nepesara y 61k ocooucToi cBoOO 1M Ta
0co0MCTOI BIAMOBIIAIBHOCTI, TUM BHIIHAI
CTYHIHb 1HAUBIYaJIbHOCTI

"Mackymnizm" (MAS) — yum 3HayHiIIE
YOJIOBIYMI TOYATOK, TUM BHUIIE MYCKYJIi3M

[IpoHMKHEHHS Ha HOBUM PUHOK BUMArae:

— HaMITUTHU CXeMYy MOXJIMBUX Oap'epiB (Tpaaullii, Taby TOIIO);

— copTyBaHHs 0ap'epiB Ha mepeOOPHI Ta HenepeOOpHi;

— po3poOKa 1 apobarllis HalIoi MPOIO3HUllii B peaJbHOMY KYJIbTYPHOMY
OTOYEHHI (JIONOMOTa MICIIEBUX PAJHUKIB B YXBaJEHHI PIIICHHS 1 MPOIEC]
arpooarrii);

— MOUIYK MICIIEBUX TapaHTIB JIsl HOBOT IPOIO3UILii (O€3KOIITOBHI MPO-
OH1 TOCTaBKH JIJIs 3aBOIOBAHHS PUHKY);

— MOOLTi3aIls Kpalmux MicleBux (axiBiiB MpU IUIAHYBAHHI JOBIO-
CTPOKOBUX MapKETUHIOBUX KOMYHIKaIlii (3acoOu macoBoi iHdopmarlii Ta
KaHaJud pPO3MOAUTY peKIaMu, IMO00 JOMOITHCS JOOPO3UUIMBOCTI Ta JOBIpH
3 OOKY CITOKMBayviB);
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— MOJI0JIaHHS BJIACHUX KPUTEPIiB OLIHOK JOCBIY B MApPKETUHTY, OTPH-
MaHOTI0 BiJ] ofepalliif MpoBeeHUX Ha BHYTPIIIIHHOMY PUHKY.

2.3. IlosliTUTUKO-TIpAaBOBeE cepeaoBUILE

ITomituune Ta mpaBoBe cepenonuiie (The political and legal environ-
ment) B PI3HUX KpaiHaxX MOXYTh OyTH MPEJICTABJICHI HAaBEJACHUMHU HIKYE
dakTopamu (puc. 2.2).

[TOJIITUYHI PAKTOPHU ] [ I[TPABOBI PAKTOPHU

g 4
3MaTHICT AEMOKP aTHHYHHX T1€p €TBOPEHb HasBHicTh defiepanbHHX NMPABOBUX aKTiB,
y KpaiHi PEryIIOI0UHX 30BHIIIHbOEKOHOMIUHY TisUTBHICTh
9 4
[ LS . . e A
VIMOBIPHICTb TOBEPHEHHA 10 MHAHY 101 HasiBHicTb defiepanbHoi rp orpaMH CTBOP €HHsl [PaBOBOi
TOHTH Aok CHCTEML Ziep7KaBH i CIIaJIKOEMHICTh [TPABOBOTO 326 e3Me eHHs 110
) BEPTHK AT Ta NOPH3OHTaI1
o
. = 4
KpumiHanbHa 06cTaHOBKA B KpaiHi ,
HaspHicTh $efepanbHHX P aBOBHX aKTiB I10
9 CTaHAapTH3aLlii, METP OJIOT1i, 3aXHCTY MpaB CIIOKUBaYIB,
{ . . . e .
. . oo AHTHMOHOITOJIBHOI MOMITHKH, cep THIKaLii; yIpaBiIiHHA
KinbKicTb NOMITHIHIX dparLiit AKICTIO, OXOPOHI HaBKOJHIIHBOTO CepeIOBHIIa TOIO
¥ 3aKOHOAaBYiH BN %
\ J L 2
9 A

SIKiCTb P OKY pPOPCHKOTO HAIVIAAY 32 ZI0AepsKaHHM

HasiBHiCTb CTPaMfiKOBOTO PYXy B KpaiHi, deenAIBHIK TIDABOBHX AKTIR

KiJBKICTh CTPaiKiB 3 KiJIbKICTIO ¥ YaCHHKIB
Ginbine 100

Puc. 2.2. ®akmopu nonimuxo-npagogoco cepedosuuja
MINHCHAPOOHO20 MAPKEMUH2Y

Jlo TOMITHUYHUX CHUJI KpaiHW, $KlI JOCHIUKYIOTHCS TIPU BUBYEHHI
MOJIITUKO-TIPABOBOTO CEPEOBUIIA MIKHAPOITHOI'O MAPKETUHTY, HAJICKATh:

— MOJITUYHUHN KIIMAT — CTATUCTUYHUN OaraTOpiyHUN PEKUM TMOTITHY-
HOI'O CTaHy KpalHu;

— ypaz;

— BWIII OpraHu BUKOHABYOI BJIAJIH;

— HAIlIOHAJIbHUH CYBEpPEHITET — HE3aJIeKHICTh JIep)KaBU B 30BHIIITHIX
1 BEpXOBEHCTBO y BHYTPIIIHIX CIIPaBaXx;

— HaIllOHaJbHa Oe3IeKa — KOMINICKC 3aXO/iB, IMOB'I3aHI 3 3aXHCTOM
1 000pPOHOIO JIEPIKABH;

— HAIlIOHAJIbHUHN JIOX1J — Yy3arajbHIOIOUHMM ITOKa3HHK EKOHOMIYHOTO
PO3BUTKY KpaiHU;
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— MPECTUX — aBTOPUTET, BIUIMB KpaiHU HA 30BHILIIHbOMY PUHKY;

— 1001 — cucTeMa KOHTOp 1 areHTiB MOHOMOJIN, PI3HUX OpraHizarlii
IIPY 3aKOHOJABUMX OpraHax KpaiHH, K1 YMHATH TUCK Ha 3aKOHOJIABIIIB 1 YH-
HOBHUKIB.

[IpaBoBe perystoBaHHs IHCTPYMEHTIB MI>KHAPOJTHOTO MapKETUHTY B y3a-
raJlbHEHOMY BUTJISAJII PEJICTAaBICHO B Ta0. 2.3.

Tabnuys 2.3
[IpaBoBe perystoBaHHs IHCTPYMEHTIB MI>)KHAPOAHOTO MapKETUHTY
[HCTpYyMEHTH O61acTi MPaBOBOIO PETYJIIOBAHHS
Tosap — CTaHJapTH SIKOCTI;

— aTpuOyTH YyNaKOBKH, MapKyBaHHS;

— mNepBUHHA 1HGOpPMaLlis Ha YIaKOBIIi;

— Oe3neka

ina — BEPXHS 1 HUXKHS MEX1 PyXY I1H, 3aKpIIUICHHS a00
00OMeKEeHHS BUIbHO BCTAHOBIJIFOBAHUX IIiH;

— pO3MipH HalllHKK TOPTOBUX OpraHizaliii;

— 3aKOHM PO KOHKYPEHII1I0, aHTUMOHOIIOJIbHI OOMEKEHHS
IIpocyBaHHsg | — 3a0e3mne4eHHs] OJHAKOBUX MOXKIIMBOCTEN Cy0'ekTaM

TOBapy MINPUEMHUIITBA Y TaTy31 30BHINTHBOEKOHOMIYHOI JIISTbHOCTI
He3aJIeKHO BiJ 1X (JOpMH BIACHOCTI,

— 3aKOH MPO peKIIaMy, 3aKOH PO KOHKYPEHIIIIO;

— NiSUTbHICTh AHTUMOHOTIOJIBHOTO KOMITETY;

— MOJKJIUBICTb €KCKIIFO3UBHOIO 30yTY;

— HasSBHICTH IPaB CIIOKUBAYIB: Ha 0€3IeKy, Ha BUO1p, Ha MOB-
HY 1HOOPMATUBHICTb II0JI0 PU3UKY NPU CIOKUBAHHI TOBAPY
Poznonin OCHOBH1 YMOBH MOCTABKH Ta YHi(iKallli TOProBeIbHINI

TOBApY tepMmiHoJorii (Incoterm — 2000)

VY npaBoBiil mpakTuUIll KpaiH CBITY MPUNHATO BUIIISATH:

— zarasibHe TpaBo (Common Law) — BupimanbHy poJib BIIICParOTh
apoitpaxkui cyau, (CILLIA, Benuka bputanis ta kpainu, 1o nepedyBaiy i
iX KOJIOH1aQJIbHUM BILIMBOM);

— nuBuIbHE npaBo (Civil Law) — koaudikoBaHa nmpaBoBa cUCTEMa, SKa
0a3yeThCs Ha JIETAJIBHO PO3PO0JIECHOMY KOMILJIEKC] 3aKOHIB, 00'€THAHUX B KO-
nekc (B Ourein HixK 70 kpaiHax cBity: Himeuunna, ®@paniis, Amonis, Pocis,
VYkpaina);

— teokpatuuHe mpaBo (Theocratic Law), sika IpyHTYETbCS Ha pelli-
rifHUX HOpMax Ta BUMorax (HalKpalluM NpUKIaJoM € MyCYJIbMaHChKe Ipa-
BO). Jlominyroua cuctema B 19 3 30 MyCcyIbMaHChKHUX KpaiH.
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2.4. EKOHOMIYHe cepeaoBUILE

Exonomiune cepenoBuiiie (Economic environment) Mib>KHaApOAHOTO Map-
KETUHTY CTBOPIOETHCS CUCTEMOIO MIKHAPOHOI TOPIiBJIl TOBapaMH 1 MOCITyra-
MU. Y CTPYKTYp1 MIKHAPOJIHOTO €KOHOMIYHOTO CEPEIOBHUIIA JOCTIIKYIOThCS:

— THUII Ta CTPYKTypa €KOHOMIKH;

— CTaH 1 TEHJEHIIII PO3BUTKY OCHOBHUX MaKpPOEKOHOMIUYHUX IMOKA3HU-
ki (BBII, BBII na nymy HaceneHHs, iHQIALIS, TEMIU EKOHOMIYHOIO
3pOCTaHHS, CTPYKTypa BUPOOHUIITBA TOIIO);

— CTYHIHb JIEPKABHOT'O BTPYYaHHS B €KOHOMIKY;

— CTaH IUIaTKHOTO OajlaHCy 3apyOKHOI KpaiHu;

— 30BHIIIHbOEKOHOMIYHA Ta 30BHINTHLOTOPIOBEIbHA MOITHKY;

— nemorpadiuHi MOKa3HUKW: HACEJICHHS, HApO/XKYBaHICTh, 3aHATICTb,
0e3pO0ITTS TOIIO;

— 1HBECTUIIMHUH KJIIMAT;

— HasBHICTH BUIbHUX €KOHOMIYHHUX 30H,;

— BIUIMB MDKHApOIHUX OpraHi3allii;

— MpolIeCH MDKHAPOIHOI €eKOHOMIYHOI 1HTeTparii (puc. 2.3).

EKOHOMIYHI ®AKTOPHY 30BHILITHBOT'O
CEPEJIOBUILIA

® plBeHB pOSBI/ITKy E€KOHOMIKH 1 11 raﬂyseBa CTPYKTypa, Y4aCThb
y 30BHIIITHLOECKOHOMIYH1M IIIHJIBHOCTI YaCTKa CUPOBUHHUX pecypc:1B
B CKCHOpTl KpalHI/I

* IUTOMA Bara KOHKYpPEHTOCITPOMOXKHOI MPOAYKIIii KpaiHU Ha 30BHIITHBOMY
1 BHYTPIITHBOMY PUHKAX;

* nediuuT OIOMKETY KpaiHH, CepeHbOPIYH] TeMIU 1H IALIIT;

* yacTKa MPHUBATHOI BJIACHOCTI Y BJIACHOCTI KpaiHu, HAsBHICTh CTpaTerii
nepexoay KpaiHd Ha pUHKOBI BITHOCUHM 1 iX PO3BHUTOK;

* MOKa3HHMKH 30BHINIHLOCKOHOMIYHOI JISTIBHOCTI, 1i TMHAMIKA, ITOKa3HUKU
MOJIaTKOBO1 CUCTEMH, PIBEHb PO3BUTKY (hiHAHCOBOI c(epu KpaiHu;

* CTPYKTypa pO3MOJLUTY J0XO/IB HaCEJIECHHS

Puc. 2.3. Exonomiuni ¢pakmopu 306HitHb020
cepedosua MINCHAPOOHO020 MAPKEMUH2Y

JIisi BpaxyBaHHSI €KOHOMIYHMX YWHHHKIB, SIKI JIIOTh B 3apyODKHHX
KpaiHax, HE0OX1/THO BUBHAUUTH BIIKPUTICTh €KOHOMIKH I111€1 KpaiHu, ii Bpas-
JIUBICTh, IIUKJIIYHICTh MI)KHAPOJIHOTO O13HECY Ta 1HO3EMHUM BIUIMB Ha HHOTO,
MIPOMUCJIOBY aKTHUBHICTh KpaiHH, piBE€Hb IIH HA TOBApH 1 MOCIYTH, & TaKOX
3arajibHi YMOBH 3A1MCHEHHS] MIKHAPOIHOT €KOHOMIYHO1 A1STTbHOCTI.
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Jlep’kaBHa €KOHOMIYHa IIOJITHKA (government economic policy)
B1I0Opakae€ThCsl B CTaHI 3aKOHOJJABCTBA, I[0 PETYIIOE TOCIOIAPCHKY HisiIb-
HICTh Ta SIBJISIE€ COOO0I0 MOETHAHHS JBOX IMOISPHUX TCHACHIIM: CBOOOIU TOP-
riBm (free trade) ta mpoTekimioHi3mMy (protectionism). Y mHpakTHulll peryito-
BaHHS 30BHIITHLOSKOHOMIYHOI JISUIBHOCTI BUKOPHUCTOBYIOTHCSI TaKl IMPaBOBI
PEKUMU: HAIIIOHAJIBHUM Ta PEKUM HAUOLIBIIIOTO CIIPUSHHSI.

OcCHOBHI 1HCTPYMEHTH Ta (POPMH 30BHIITHEOCKOHOMIYHOI MOJITUKHU JIEP-
’KaBU MPEJICTABIICH] Ha puc. 2.4.

3OBHINTHLOTOPI'IBEJILHA ITOJITUKA JTEPKABHU

dopmu [HCTpYMEHTH Oco0mmBOCTI
v
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Tapudue peryoBaHHs Herapugne peryiaroBanus
Muto KBoTyBanHus
MurtHui Tapud JliteH3yBaHHS

Puc. 2.4. Ocnosni incmpymenmu ma gpopmu
308HIUHBOEKOHOMIYHOI NOJIIMUKU 0epiHcasu

[lin BIMBOM IHTEpHAIlIOHAJI3AIlli TOCIOAAPCHKOT TISITLHOCTI Ta B 1H-
Tepecax OTPUMAaHHS JOJIaTKOBOTO MPUOYTKY 3a KOPJOHOM 30UIBIIYETHCS
3HAYEHHS 1 MaciTabu BUBO3Y KaIliTaily, 110 SIBJISE COOOIO IiJIECIIPIMOBAHE
MepEMIILICHHSI KOIITIB 3 OJIHI€] KpaiHu B iHITy. BuBI3 Kamnitany 371HCHIOEThCS
y ¢opmi npsiMux 1 HOpTHETbHUX 1HBECTHULIIM Ta MO3UUYKOBOTO KariTaty.

[IpssMUMHM 1HO3EMHUMH 1HBECTHUILIISIMU HA3UBAIOTHCS KaIliTaJOBKJIA/ICH-
HS B 3aKOPJAOHHI MiAIPHUEMCTBA, 110 3a0€3MEeUyIOTh 1HBECTOPY KOHTPOJIb HaJ
HUMH. 32 YMOBH, KOJIU 1HO3EMHHUN BJIACHUK BOJIOJIE€ HE MeHII HixX 25 % cra-
TYTHOT'O KaIiTady akI[iOHEPHOro TOBAapUCTBA (3T1THO 3 aMEPUKAHCHKUM 3aKO-
HogaBCcTBOM — He MeHIe 10 %, y kpainax €Bporneiickkoro Corosy — 20-25 %,
y Kanani, ABctpauii 1 Hosi#t 3enanaii — 50 %) [8].

IToprdenpHl iHBECTHINI — 1€ BKJIaACHHS KamiTajay B 1HO3EMHI aKIlii,
oOJmirarii Ta i1HIII I[IHHI TanepH, 10 3/IHCHIOIOTHCS B PO3PaXyHKY Ha BUCOKI
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JUBIICHIU, OTpUMaHHs MPUOYTKY Ha BKJajeHud Kamitai. [loprdenbHi iH-
BECTHUIII1 HE TAI0Th MPaBa KOHTPOJIIO HAJ[ T1IPUEMCTBOM.

BuBi3 mo3nyKoBOTo KamiTany — e HaJaHHsI CEPEIHbOCTPOKOBHX 1 JTOB-
TrOCTPOKOBHUX KpeauTiB (TpoIIOBUX a00 B TOBapHiil (opMi), 1m0 371HCHIO-
IOThCSL B PO3PAXyHKY Ha OTPUMAaHHS MPUOYTKY 32 PaXyHOK BHUCOKOIO TIO-
3UYKOBOT0, KPEJIUTHOTO B1JICOTKA.

BuBi3 mianpueMHHUIILKOTO KaIliTany SBJIsS€ COO0I0 TOBIOCTPOKOBI 3apy-
OKHI 1HBECTHIIIi B MPOMHUCIIOBI, TOPTOBl Ta iHI MignpuemcTBa. CTyMiHb
MPUBAOIUBOCTI KpaiHU JIJIsi PO3MIIICHHS B HIll 1HO3EMHUX KalliTaJlOBKJIAIEHb
BU3HAYAETHCS TaK 3BAHUM «IHBECTHUIIIMHUM KiiMaToM» (investment climate),
SIKMW XapaKTEPU3YEThCA:

— XapaKTepoM 3aKOHOJIaBCTBA PO 1HO3E€MHI1 1HBECTHIIII;

— HasIBHICTIO 3alaciB MNPUPOAHUX PECypCiB Ta KBamidikoBaHOI poboO-
401 CHJIY;

— €MHICTIO MICIIEBOT'O PUHKY;

— KOHBEPTOBAHICTIO HAI[IOHAJBLHOI BaJIIOTH;

— TapaHTISIMA BUBE3€HHS MPUOYTKIB, HEHAI[IOHATI3AIIEI0 MIAMPUEM-
CTB TOIIIO.

dakTopH, 1110 CIPUSIOTH MI)KHAPOITHOMY 1HBECTYBAHHIO:

— CTaOUIBHICTh JIEPKABHOI TMOJITUKA CTOCOBHO MIATPUMKH ITiJIIPHU-
€MHUIITBA;

— IJIBIOBUM MOJTATKOBHI PEKUM;

— 3aXO0/IH, 10 CIPUSAIOTH MPUTOKY (hIHAHCOBUX KOIITIB y chepy Oi3Hecy;

— CTBOPEHHS 1HHOBAIlIMHUX IICHTPIB;

— po3BHHEHa Mepexka (ipMu a8 HamgaHHA (HIHAHCOBOI JIOIIOMOTH
1 ATPUEMIISIM;

— KOHCYJIbTaTUBHI LICHTPH;

— e(eKTUBHA CUCTEMa 3aXUCTY IHTEJIEKTYyaIbHOI BJIACHOCTI;

— CIIPOIICHHS MPOLIEAYP PETYI0BaHHS TOCIOAAPCHKOL MISIbHOCTI;

— TI1JBUIIEHHS SIKOCT1 pOO0YOi CHIIH.

— 3a0e3MedeHicTh 1H()OPMAIIHOI TEXHOJIOTIEI0 1 3ac00aM1U KOMYHIKAITii;

— OpIEHTUPH Ha JOCSITHEHHS YCIIXY;

— ¢cB00O1a TBOPYOCTI TOIIIO.

OpHi€ero 3 MOMMUPEHUX HOBUX (DOPM 30BHINIHBOCKOHOMIUHHMX BITHOCUH
B OCTaHHI JECATHIITTS € CTBOPEHHS Ha TEPUTOPIi KpaiHU BUILHUX €KOHO-
MiuHUX 30H (free economic zones) — 0OMEKEHUN pailoH, YaCTUHA TEPUTOPIi
KpaiH¥, B MeXaxX $KOi Jli€ MUJILIOBUN PEKUM TOCIOJAPIOBAHHS Ta 30BHIIII-
HbOEKOHOMIYHOI ISUTbHOCTI, MIAMPUEMCTBAM TpECTaBIeHa OUIbII MIHUPOKA
CcB000/1a EKOHOMIYHUX 1.
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2.5. TexHoJ10TiYHE CepeaoOBUlLE

Texnomoriune cepenosuie (Technological environment) € BaxxinBuM
Ta HalUHAMIYHIIIAM €JIEMEHTOM MIXXKHApPOJHOTO CEpPEeIOBUINA, OCKIIBKHU 3a
Cy4aCHUX YMOB T€MIIM HayKOBO-TEXHIUYHOI'O MPOTPECy Pi3KO MPUCKOPUIIUCH.
TexHoMoT1YHUM piBEeHb KpaiHU, 3 OAHOTO OOKY, BU3HAYAE CTYIIHB ii €KOHO-
MIYHOT'O PO3BUTKY, a 3 1HIIOTO, — € BAKJIMBUM MOTHBOM BXOJY JI0 IIi€1 Kpai-
HU TpaHCHAI[IOHAJIBHUX KOpropailiii. AHaii3 TEXHOJOT1YHOIO PIBHSA KpaiHu
a00 pUHKY TIepeadayac:

— piBEHb 3a0€3MEUCHHS EHePreTUYHUMU, TPAHCIIOPTHUMHU Ta 1HPOpMa-
IHHUMU pecypcaMu;

— CIIOYKHMBaHHS €JIEKTPOCHEPT;

— CTYIIHb PO3BUTKY IPOMHUCIIOBOI IHPPACTPYKTYPH;

— PO3BUHYTICTh 3aC001B KOMYHIKaIIi1 Ta 3B’ S3KY;

— HAYKOBO-JIOCJII/IHI POOOTH, K1 IPOBOJATHCS Y HAYKOEMHHX TaTy35X,
MarTh MYJIbTUILTIKATUBHUHN €(EKT;

— CTYHNIHb PO3BUTKY HAyKH, CTPYKTypa Ta BUTPATH y cdepl NPUKIaI-
HUX Ta QyHAAMEHTAIbHUX JOCI1KEHb.

BruiuB 3MiH TEXHOJIOTTYHOTO CEPEIOBHIIA TIOJIATAE V:

— BUKOPHUCTaHHI HOBUX MarepiajiB Ta MPUCTPOIB (CKaHEPIB, JIHIMHUX
MPUCKOPIOBAYIB, KOMITIOTEPHUX TOMOTpadiB TOIIO);

— 3aCTOCYBaHHI BHMCOKHX TEXHOJIOTiM (010TeXHOIOri, MOJEKYJSpHI,
HAHOTEXHOJIOT1 TEeHHOi 1HXKEHepli TOIO0) Yy MPOMHCIOBOCTI, TOPTIBIIL,
OXOPOHI 3710POB’S;

— MepexiJ Ha HOBI €KOJIOT14H1 JKepesa €Heprii;

— IITYYHUH THTEJEKT;

— aBTOMAaTH3allis Ta eJEKTPOHI3aIlisl TEXHOJOTTYHUX, BUPOOHUUUX, YII-
PaBIIHCHKUX Ta OCBITSHCHKHUX ITPOIICCIB;

— enekTpoHHI po3paxyHku (E-cash) uepes Internet;

— tenexkomyHikaii, Wi-Fi, 3G.

2.6. Pu3uKu npu BUX0/i Ha 30BHILUIHIA PUHOK

[Ipu 3a1liCHEHHI MIKHApPOJIHUX MPOEKTIB MIIMPUEMCTBA PUUKYIOTh
OUIBIII, HIJK HA MPAIIOI0YX HA BITYU3HSHOMY PUHKY. Buau pu3ukis;

— PUHKOBI (30yTOBi) — 3HW)KEHHS TMOMUTY HA OOpaHUX MIKXHAPOIHUX
a00 3HIKEHHS CBITOBUX I[1H;

— TMOJITUYHI (BBEJACHHS 00MEXKEHb, eMOapro TOIIO);

— KOMEPIIiHI (HeMmIaTOCIPOMOKHICTb MOKYIILIS);

— BUpPOOHUYI1 (HerepeOOpHI B opraHizailii BApOOHUIITBA, HOT0 HAJIAr0/1-
»KE€HHS, II1JIrOTOBIII KaJpiB TOIIO);
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— HAYKOBO-TEXHIYHI (JIILIEH31MHUM OOMIH, OCBOEHHSI HOBHX TEXHOJO-
rii, criibH1 HJJIKP Tormo);

— 1HGAAUIAH] (3pOCTaHHS BUTpPAT HA CUPOBUHY, MaTepiaiu, 3apoOiTHY
IJIaTy TOIO);

— BaJIIOTHI (3MIHU BAJIIOTHOTO KYPCY);

— 1HBECTHIIINHI;

— (opc-maxopHi (coliaIbHO-€KOHOMIYHI, TPUPOJIHI JTUXa, KPUMIHA).

AHanizyrouu 3apyOi’KHI PUHKHM Ta OI[IHIOIOYW PU3UKH, CIIJ MEpeayciM
Opatu 10 yBaru Taxi nuta"us (tadma. 2.4) [7].

Tabnuys 2.4
Toproo-noniTuyHa — TOProBOTr0 JOTOBOPY 3 KpPaiHOIO HE ICHYE;
CHUTYyallis — TOProBUH JOrOBip iICHY€E + 0OMEXKEH1 3B’ A3KH;
— TOproBa JOMOBJEHICTh + PO3BUHEH1 TOPTOBI

KOHTaKTH;
— TIPOTOKOJ PO TOPTIBIIO + CTaOUIBHI,
JIOBFOCTPOKOBI 3B’ S3KHU

HasBHICTb OOMEXEHb HA | — PEXHM HAHOUIBIIOTO CIPUSHHS;
TOPTiBI1 (TUI — OKpeMi IPOTEKIIiiHI 3aX0/IH;
30BHIIIHBOEKOHOMIYHOI | — 4YacTKOBE eM0apro;

TOJITUKH W00 €T — eKOHOMiYHa GJIoKaja

KpaiHu, KOMIIaHii,

IPOYKTY)

Crocynku — padile Toprieii He Oyno (koMmnaHis Ta il
3 MOTEHLIIHHUMU MPOAYKI[iSl HA PUHKY HE B1JIOMI);
CIO’KMBaYaMHU — TOpriBis OyJia HE3HAUHA, eMi30JUYHA;

— AaKTHUBHO PO3BUBAIOTHCS JOCUThH CTAOLIbHI
MapTHEPCHK1 BITHOCUHU

Mo>XuBICTh €PEKTUBHOI | — BiJACYTHICTH PEKIAMHU;

peKiIaMu — HEPO3BMHEHI KaHAIIM nepenadi iHhpopmaii;
— 1icHye 0araro pi3HUX Ta JOCTYIHUX KaHaJIB
NOMIMPEeHHs 1HPopmali

[Hdopmarlis npo puHOK — MPAKTUYHO BIJICYTHA Ta BaXXKOJOCTYITHA;

— (¢parMeHTapHa 1 HeHaliiHa;

— JIOCHUTH IIOBHA 1 HaA1MHA

[ToTpiOHUI 0OCST — BEJIMKHM / cepeHid / Malnuii 3a 4acowm;
PUHKOBUX JOCIIII)KEHb — BEJIMKHM / cepeHii / Manuii 3a 00CSITOM BUTpaT

dopMalibHUM OOJIIK PU3UKIB Yy TEXHIKO-€KOHOMIYHUX PO3paxyHKax
MOXK€ OyTH 3JIIMCHEHO 3a JOIMOMOTOI METOJIB Teopli WMOBIPHOCTEH 1 Ma-
TEMaTU4YHOI CTAaTUCTUKHW. Hampukian, HiIMEmbKe MiAIPUEMCTBO Xexcm
(Hoechst AG) BupoOnse mpoaykiiii Outbmn HiXK Ha 50 MIpA HIMELBKHX
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Mapok: 80 % —peamizyeTbcsl 32 KOPJIOHOM, BHUILIATH CTPAXOBUM KOMITaHISIM
ctaHoBJATh ToHAT 300 mutH mMapok, 40 % 11i€l CyMH 3aIUIIAETHCSA Y JBOX
BJIACHUX CTPAXOBUX areHTCTBAX.

Metoau yripaBiiiHHS pU3UKaMU:

— CTpaxyBaHHS,

— XeJKyBaHHS,

— (opMu 1 METOIU PO3PAXYHKOBO-KPEIUTHUX BIIHOCHH;

— aHaJli3 Ta IPOTHO3YBAHHS KOH'TOHKTYPH (TIOINHUTY, MPOIMO3HUIIii, I[IHN).

ITutaHHs 1J1s1 CAMOKOHTPOJIIO

1. JlaifTe BUBHAUYCHHS MI>)KHAPOJIHOTO MAPKETUHTOBOTO CEPEIOBUIIIA.

2. Y yomy mojsira€ MeTa JOCTIHKEHHS MIXKHAPOJIHOTO MAapKETHUHIO-
BOT'0O CepeI0oBHUIA?

3. Ha sxi ckiIagoBl TOAUIAETHCS MDKHAPOIHE MAapKETUHIOBE
cepenoBuie?

4. 1o BXOAUTH B IOHATTS «KYJIbTYpay»?

5. Ha3zBith (hakTOpH COIIOKYIBTYPHOTO CEPEIOBHIIIA.

6. UYu maioTh BIUIMB HA TMOBEIIHKY CIIOXHBAaydiB KPOC-KYJIbTYpHI
0COOJIMBOCTI, HABEAITh MIPUKIIAI.

7. Ha3BiTh (hakTOpU MOJTITUKO-ITPABOBOI'O CEPEOBUIIIA.

8. IIpaBoBe perynoBaHHs IHCTPYMEHTIB MiKHAPOJIHOI'O MapKETUHTY
BKJIIOYAE ... (HA3BITH iX).

9. Ilpu BUBYEHHI MIXHAPOJHOIO €KOHOMIYHOTO CEpeOBHINA 0CO0-
JIMBOI yBaru noTpeOye aHali3 TaKUX MOKA3HUKIB ... (MIEPEIIYITh).

10. 3a gOmMOMOromw SIKMX OCHOBHMX 1HCTPYMEHTIB Ta (popM 31MCHIO-
€THCSI PETYIIOBAHHS 30BHIIITHLOEKOHOMIYHO1 ITOTITUKH ASp>KaBU?

11. IIlo BXOauUTH B aHAJII3 TEXHOJOTIYHOTO PIBHA KpaiHu abo pUHKY?

12. Ha3BiTh OCHOBHI PU3UKH MPHU BUXO/1 (hipMU HA 30BHIIIHINA PUHOK.



TeMma 3

BUDBIP 3APYBI’KHHUX PUHKIB
TA CECTMEHTAILIA

3.1. ETanu Ta cnoco64 BUXO0AY Ha 3apyO0i>KHUU PUHOK

VYXBaJieHHIO PIllIEHHS TPO JTOIIIBHICTh BUXOMY (PipMU Ha 30BHIMIHIN
PUHOK Ma€ MepeyBaTu:

— MPOBEJICHHS aHaATI3y MPUYMH, IO CIOHYKAalOTh (ipMy BUXOAUTH Ha
30BHIIIHIN pUHOK (puc. 3.1);

g P vy
HacuueHHSs BHYTPiIIHEOTO > L 3MiHH KOH IOHKTYDH HA
PHHKY BHYTPiIIHEOMY PHHKY
[TocuyieHHS KOHKYPEHIlii Ha
. YPeHI > IIpoBeAeHHHS YPSIIOM
BHY IDIIMHEOMY: PHHICY AHTHUIIIPUEMHHAITBKOT TIOJII THKH
Tpynasomi foTpuMaHHs [, < Bucokwuii piBeHb IOJATKiB

HaI_IiOHa.]'IbHOI‘O 3aKOHOJaBCTBa

AKTHBHICTH 3apyO13KHOTO
napTHepa

HeoOxiaHICTh MATPUMKH IMIKY

1

CTHMYJTIOBaHHS JISPKABOIO BUXOTY
MIPUEMIIB HAa 30BHINIHI PUHKH

HaporyBaHHS TeMIIiB BUPOOHHUIITBA

ITogonaHHs 3aJIeKHOCTI BT PORMBPEHEL PHHKIR 0¥
BHYTPIITHBOTO PHHKY ' : :
[IpuBaGnuBicTh 3apyO13KHOTO
Po3oIil pU3HKY —> PHHKY
«— 3MiHa KyIiBeJIbHOI CIIPOMOKHOCTI

Ce30HHI KOJIMBaHHS MIOMUTY HA
BHYTPIIIHBOMY PUHKY

[Tpyauay Buxoy (ipMu Ha 30BHINIHIA PUHOK

JlocTyn 10 HOy-Xay

A

HasiBHICTh HEBUKOPHUCTAHUX
BHPOOHUYHUX MOTYKHOCTEH

Puc. 3.1. I[Ipuuunu 6uxoody ¢ipmu na 308HIUHIN PUHOK

— BU3HAUEHHsS EKCIOPTHOI YacTKU BiJl 3arajbHOro OOCATY BIACHHUX
npojaxiB (pipMu 1 OOIpyHTYBaHHS NMUTAHHS — 4u Oyzae ¢dipma 3aiimaTtucs
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MapKeTUHTOM B OJIHIM a00 B 0aratbox 3apyOlKHUX KpaiHax, Y TOMY YHUCI1
YiTKEe BU3HAUCHHS O2)KaHOT'0 TUITY KpaiHM 3apyO1’KHOTO pUHKY [7, 14].

Etanu Ta cmocobu BUXONy Ha 3apyOlKHUN PUHOK MPEJICTABJICHI Ha
puc. 3.2 ta 3.3.

BUBYEHHA CEPENOBUIINA MDKHAPOJAHOI'O MAPKETUHIY
a4

PUMHATTS PILUEHHS ITPO JIOLIJIBHICTh BUXO/Y HA 30BHIIIHIM PUHOK

BUBIP [NEPCIIEKTUBHUX PUHKIB 1JI51 BUXOAY

a

BUBIP METO/IB BUXOAY HA PUHKY

a

[ OPT'AHIBALIA CJIYXBU MAPKETUHI'Y ]

a

O®OPMYBAHHS CTPYKTYPU KOMIUJIEKCY MAPKETUHIY

.
PEAJIIBALIl MAPKETUHI'OBOI CTPATETII 1 KOHTPOJIb if PE3YJIbTATIB

Puc. 3.2. Emanu euxo0y gipmu na MidcHaApOOHUL PUHOK

[Ipoax roToBux JlisIpHICT Ha 3apyOikHe
TOBApPIB/TIOCITYT ”|  JIOTOBIpHHX 3acajax ) 1HBECTYBaHHS
[Ipsvuit
Omnocepen- p 3aBont
— KOBaHHH CKCIOpT MixHapoaHe CninbHe 3i
eKCIIOPT —| JrineH3yBaHHA BOJIONIHHSA [ [P 36ipku
3apyOixkHi
Heperymsap- Py
— i exc- [| xomizospiep , [loBne [loBHe
Yrpagiin- : <«
HOPT 4epes gy BOJIOJIHHS BUPOGH
BiTUH3HSI- HIITBO
i — KOHTPAKT
ONTOBHKIB | b 3apyOixHi
areHTH )
[ligpsigae
»{ ExcnoptHO-
: . BUPOOHHIITBO
IMIIOpTHA | | 3apyOixkHi
KOMIIAHIA JUCTPUO'IOTOPH
MizkHapo- 5
Suanl = Toproea ¢imist
— Ha TOproma
KOMITAHIS

Puc. 3.3. Cnocobu suxooy na 3apybixcHuil puHox
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3.2. CyTHIiCTB, MeTa Ta NPUHLIMIIA CErMEHTAllil pUHKY

TepMiH «cerMeHTallis puHKy» (market segmentation) Brepiie 3acTocy-
BaB Yenjaemn Cmit y 50-X pokax y 3BI3Ky 3 posmnoBcropkeHoro y CIITA
CTpaTeri€l0 BUPOOHUKIB, K1 MParHyIx 3MIHUTH SIKICHI XapaKTEPUCTUKU CBOIX
TOBApIB BIJIMOBIAHO /10 3aMUTIB PI3HUX TPYI MOTCHIIMHUX CTIOKUBAYIB.

[1i cerMeHTallier0 po3yMIEThCS MIPOIIEC BIOPSAKYBaHHS 1H(GOpMAIIii ITpo
BHYTPIIIHIO HEOHOPIIHICTh PUHKY CTOCOBHO MEBHUX O3HAK, B PE3YJILTATI YO-
ro PUHOK PO3JUIAETHCS HA YACTUHU (CETMEHTH), KOXKHA 3 SIKUX BBAYKAETHCS Of1-
HOPIHOIO 32 XapaKTepOM peakiiii Ha TOM 4d 1HIIHK ToBap a00 MOCIYTy 1, 0TKeE,
BHMarae 3aCTOCYBaHHsI IEBHOT'O IHCTPYMEHTaPi0 MapKeTUHTy (puc. 3.4) [29].

Qaxropu

HIHbOBHﬁ CIIOJKHUBYOTO IIOIIUTY
PHUHOK

— KYJIBTYPHO-ICTOPHYHI,

— IIOJITHYHI,

— CKOHOMIKOTeOoTpadivHi;

— JemMorpadiyHi;

— IICHXOJIOTIYHI,

— KOHKYPCHTHI,

— 1HAUBIYAJIBHOTO JOCTATKY,

— noTped (MPUXUIBHOCTL),

— BIJJHOCHOI HMOBIPHOCTI,

— TApaMETPAIBHOT IKOCTI TIPOTYKIIL

Puc. 3.4. ®akmopu ceemenmayii 3apybisxcrozo punxy [29]

['omoBHa MeTa cermeHTallli — 3a0€3MEUUTH aJIPECHICTh TOBapy, KU
PO3pOOIISIETBCS IS BUITYCKY Ta peami3arii. ICHyIoTh TpH pi3HI METOAUKH
MDKHApOIHOI CerMEHTaIlli:

— Yy BUIJISA1 CETMEHTIB TPyl KpaiH, II0JI0 OJHOPIAHUX Yy COIlajbHO-
€KOHOMIYHOMY 1 KYJABTYPHOMY IUJIaH1, 10 BIAPI3HSIOTHCS MOMKUTOM Ha CXOXKI
ToBapu (Hampukiaa, kpainm CkaHauHaBIi, 1ICTIAHOMOBH1 KpaiHu JlaTHHCBHKOI
Amepuku Toio). OnHak el miaxig Mmae oOMEKEHHsI, OCKUIBKU TNepeadadae
BHUCOKHI PIBEHb OJHOPITHOCTI B MEXKaX 0OpaHUX KpaiH, 10 HE TOTPUMYETh-
cs B IIMCHOCTI;

— BUJUICHHS YHIBEPCAJIbHUX CETMEHTIB CIIOKHBAyiB, MPUCYTHIX Y JIe-
KUIbKOX KpaiHax. TeHpeHIlli riobamizaiiii CBITOBOi €KOHOMIKH IMPU3BOJSATH
JI0 TOTO, 110 0araTo TOProBEJILHUX MAPOK BiJIOMI Ta MPUMHSATI B MaciiTabax
CBITOBOT'O PUHKY;

— BUJUICHHS PI3HUX CETMEHTIB y pi3HUX KpaiHax. e migxin Bumarae
Cepilo3HOl afanTallii crpaTerii KOMyHIKaIli Ta MpOJIaXKiB 1 3aCTOCOBYEThCS
JUTSI JIETKO MOJIM(DIKOBAaHUX TOBAPIB JI0 MICIIEBUX YMOB.
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VY nioMy cerMeHTallisl pUHKIB 301HCHIOETHCS Y BIATIOBIIHOCTI 3 TaKH-
MU TTPUHITUTIAMH:

— CErMEHTH IOBMHHI OyTH YITKO OKpECleHl Ta 3a0e3IeueHi J0CTat-
HBOIO, JOCTYITHOIO 1 HE 3aHAATO JOPOroro 1H(OPMAIII€TO;

— JIOCUTh 3HAUYIIUMHU, 11100 MPUHOCUTH TPUOYTOK;

— JIOCTYIHUMU ISl MAPKETUHTOBUX Mii.

OCHOBHMMH KpHUTEPISIMU CETMEHTallll 3apyO0i’KHOIO PUHKY € 1CTOT-
HICTh, JOCTYIIHICTb, IMOMITHA BiMIHHICTbh a00 CXOXICTh CIIOKUBYHX TIEpe-
Bar, MpuOYTKOBICTh, 3aXUILEHICTh B1J KOHKYPEHIIII Ta CYMICHICTh CETMEHTY
3 PUHKOM OCHOBHHMX KOHKYPEHTIB, BHUMIpPHICTh, €(PEKTUBHICTH POOOTH Ha
00paHOMY CETMEHTI CBITOBOI'O PUHKY.

3.3. IIponec Ta eTanu cerMeHTalii 3apyo6i>KHOr0 pPUHKY

IIporec cermenTaliii sABJIsIE COOOI0 TIEBHY MOCIIIOBHICTD i (puc. 3.5).

> Bubip arperopaHoro puHKY 1 JOCII/KSHHS CTPYKTYPHU HOMUTY
B PETPOCIIEKTHBI, TaK K «CTApHUI» PHHOK € MMOYATKOM «HOBOTO)

v

BusiBiIeHHSI OCHOBHHUX 3MiH B CTPYKTYP1 IIOMMHUTY 1 aHAJI3 YAHHUKIB
(KpuTepiiB), MO 3YMOBUJIH 111 3pYIISHHS

v

BuzHaueHHsT HAWO1IBII 3HAYYITUX TSI KOHKPETHOT'O PHHKY
mapaMeTpiB CerMeHTAIli1

v

Braacue CCFMCHTal_Iiﬂ — CKJIaJJaHHA Ta6J'II/II_Ib 1o CCFMGHTaHi'l. PHHKY

v

AHauTi3 SIKICHOT CTOPOHH CIIeNU(DIKU TOMUTY CETMEHTIB

v

AHaJi3 KUTbKICHOT OOKY ITOTIUTY CeTMEHTIB
(BU3HAYECHHS €MHOCTI, HACUYEHOCTI 1 T.I1.)

v

Bin0ip cerMeHTiB, B SIKUX BHSBJICHI HAHOUTHII
CIPHUATIUB] YMOBH JUISL TiSUTbHOCTI pipMu

3 Y
Po3po6ka cTpaTerii i TAKTUKH MapKeTHHTY JUISL [ Pospobxa 5
KOKHOTO CEIMEHTa ¢~  DPSROMGOHIAIM
7 3 TOBAPHOTO
: , . MapKeTHHT
AHaJli3 CHJIBHMX i cJIaGKHX CTOpiH CerMeHTallii

Puc. 3.5. Emanu ceeamenmauyii 3apy6iscrnoeco punky [1]
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3a macmTaboM pUHKY PO3PI3HAIOTh CErMEHTAITiIO:

— CBITOBOTO PUHKY 1 MOr0 BEJTMKUX YaCTUH (TPYI KpaiH) — IJ100aabHUN
piBEHb (MaKpOPIBEHB);

— PUHKY KpaiHM Ta i1 BEJUKHX PErioHIB (€KOHOMIYHUX pPaMOHIB) —
perioHaibHUM piBEHb (ME30PIBEHB);

— CerMeHTallisl pUHKY HEBEJIMKOro paioHy (001acTi), HaCEeIEHOr o MyHK-
Ty 200 KOHKPETHOI'O MICIIEBOTO PUHKY — JIOKJIbHUI PiBEHb (MIKPOPIBEHB ).

CerMeHTyBaHHSI 3apyODKHUX PHHKIB PO3KPUBAE MOXKIJIUBOCTI PI3HUX
CErMEHTIB PUHKY, Ha AKUX MMOBUHEH OyJie PYHKIIOHYBATH MpojaaBelb. [1icis
1bOro pipmi HEOOX1THO BUPIIIUTHU JBA OCHOBHUX MUTAHHS:

1. CKUIBKH CETMEHTIB CJI1J OXOITUTH?

2. Sk BU3HAQYUTHU HAWBUT1IHIII CETMEHTH?

IHoTenuian 3apyoixnoro punky (Potential of foreign market) Bumi-
PIOETHCS TOKA3HUKAMM:

— emnuicmw punky (C,,) (market capacity) — 3aranpHuii 00csr (pakTHIHOI
ab0 MOXJIMBOI peajtizalliii ToBapiB (MOCIYT) MPOTATOM IIEBHOTO BIIPI3KY Yacy:

Co=P+R—-E+1+D-M-E+I, (3.1)

ne P — HarioHanibHE BUPOOHMIITBO IILOTO TOBAPY B 111 KpaiHi;

R — 3anumiok TOBapHUX 3amaciB Ha CKJIaJax MiJNPUEMCTB — BUPOO-
HUKIB Y 1i¥1 KpaiHi;

E — excriopt; I — imMmiopT;

D — 3umxenHsa (M — 301IblIeHHS) 3amaciB TOBapiB y MPOAABIIIB 1 CIO-
’KUBaUiB y 11 KpaiHi;

Eo — menpsimuii ekcriopt; Iy — Henpsimuit iMnopt (HenmpsiMuii ekcroprt /
IMIIOPT) — CHUTYyallisi, KOJM TOBAp BXOJUTH CKJIAJOBOK YACTHHOIO 1 BKJIIO-
YEHUH y BapTICTh 1HIIUX TOBAPIB, 1110 BBO3SATHCS / BUBO3SITHCS;

— Hacuuenicmb puHKYy (S,,) — MOKAa3HUK, 1110 BiA0Opa)xae MepcreKTUBU
MOTTUTY:

C
S, = X100 %, (3.2)

ne Cy — KUIBKICTB MOKYIILIB, SIK1 BXKe MPUAOaIN TOBap;

C — 3aranpHa KUIBKICTh CIIOKHBAYiB.

AHaAJI3 NONNUTY HA AYLLY HACEJEHHS BU3HAYAETHCS SIK:

— PiBeHb CROJICUBAHHA HA OyuUly HACENeHHA (q), BUMIPIOBAaHUHN y HaTYy-
paJibHOMY a00 BapTICHOMY BUPa’KECHHI:

=3 (3.3)

ne Q — 00’eM IOKYIIOK;
N — cepeHs 9MCeNIbHICTh HaCeICHHS;
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— Ounamixka piena cnoxcueanna (I)) y BapTICHOMY BHpa)KeHHI
O0OYMCITIOETHCS Y MOPIBHAHHUX I[1HAX:

Z%Po
Iq=L 34
Z%Po ’ ( ' )
Ny

1€ Jo, 1 — KIJIBKICTh TOBapiB BiAMOBIIHO 0Aa30BOTO 1 3BITHOTO MEPIO/IIB;

Po — I1iHA TOBAapy B 0a3MCHOMY POIIi;

No, N| — cepenHbopiuHa YUCEIBbHICTh, HACeJCHHS B 0a3MCHOMY 1 3BIT-
HOMY Iepiojax;

— Koe@hiyicum enacmuunocmi oazucnuii (E;):

yl_yo yo
Eo= Y —x ‘%
1~ 4o 0

(3.5)

ne Yo, Y| — IonuT BIAMOBIAHO Oa3UCHOMY 1 3BITHHX IepiofaX BiIITOBITHO;
Xo, X1 — (pakTOpHI O3HAKH.
— Koeghiyienm enacmuunocmi nanyro2osuit (E,) nns i-oi rpynu:
_ Vi=Vi, 2
XX X (3.6)

,
ne Y — MOMuUT B i-1i rpyi;
V.1 — IonuT B MONEpEeIHIi rpyIi;
Y — cepenniii piBeHb MONHUTY;
X;, Xi.1, X — (akTOpHi O3HAKM BiANOBIiAHO B i-ili, (i-1)-iii rpymax Ta B
CepeaHhOMY Y BCIX Tpymax;
— emnipuunuil Koegiyicum nepexpecnoi enacmuunocmi (E, ,):

_Agq. .95
Y = Aqy'ara

Ex (3.7)

6

ne A gx — IpUpICT MOMUTY Ha TOBAP X;

A @y — IpUpiCT MONMUTY HA TOBAP ),

Px, Py — LIIHU HA TOBAp X U y BIIOBIIHO.

AHali3 KOHKypeHTOCHpPOMO:KHOCTI TOBapy (C, — iHTerpajgbHUi
MOKAa3HUK KOPUCHOTO e(eKTa, 0JIepKaHOTO BiJl BUKOPHUCTAHHS TOBApY 1 BUT-
part, MOB'A3aHUX 3 KYIIBJICIO Ta MOJANBIIOK EKCILTyaTalli€lo:

co= et U (3.8)
Pc

ne Qg — AKICTh TOBapYy;
Qas — AKICTH MICTS MIPOAAKHOTO 00CIYrOBYBaHHS (CEPBICY);
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P. — 11iHa CIO’KUBaHHS, KA CKJIAJAE€THLCA 3 I[IHA TOBAPY HA PUHKY 1 BUT-
paT, MOB'sI3aHUX 3 MICIS MPOJIAYKHOIT EKCILTyaTaIl1€0 BUPOOU:

Pe=Pu+ Y p,, (3.9)

ne P, — 11iHa TOBapy Ha PUHKY;
Pi — KOIIITH, SIK1 HEOOX1THO BUTPATUTHU T10 KOXKHINA CTATTI BUTPAT,
n — KUJIBKICTh CTaTel BUTpaT.
Cryninb 3210B0OJIEHHSI OTPeOU MOKYIIIA OIIHIOETHCS 32 JIOMIOMOT'OIO:
— 36e0eH020 napamempuunozo inoekcy (I,) 1 po3paxoByeThCs 3a
dbopmyIoro:

In=>Ya,,, (3.10)

JIe N — YUCJIO aHAJII30BaHUX KIJIbKICHUX IMapaMeTpiB;

a; — Bara j-ro napaMeTpuyHoOro 1HJEKCY;

1j — mapaMeTPUYHUM 1HAEKC j-TO mapaMeTpa;

— 36€0€H020 IHOEKCY KOHKYPEHMOCHPOMOMNCHOCMI moeapy 34
eKkoHomiuHumu napamempamu (1.):

m

=2, a,i,, (3.11)

i=1

7€ m — KUIBKICTh aHaI130BaHUX €KOHOMIYHUX TTapaMeTpiB;

@; — Bara i-ro rnapaMeTpuyHoOro 1HJEKCY;

i; — MTapaMeTPUYHUN 1HJIEKC i-T0 TapaMeTpa.

3Be/ieHI 1HJIEKCH KOHKYPEHTOCIPOMOXHOCTI 3a CIHOXXKUBYMMH Ta
€KOHOMIYHUMHM TMapamMeTpaMu Jal0Th IHTETPaJbHUN MOKA3HUK MOPIBHIBHOI
KOHKYpPEHTOCITPOMO>KHOCTI (C;) IbOTro BUPOOY BITHOCHO 3pa3Ka:

C=1,: L (3.12)

Sxmo C; > 1, To aHanizoBaHuil BUPIO MEPEBUIIYE 32 KOHKYPEHTOCIIPO-
MOKHICTIO 3pa30K;

skiio C; < 1, To mocTynaerbcs;

akio C; = 1 — 3HaX0AUTHCS Ha OJTHAKOBOMY PiBHI.

3.4. Buau pyuHKOBUX cTpaTerii Buxoay ¢ipm Ha
Mi>KHApOJHUM PUHOK

3ajeKHO BiJl MOCTABJICHUX IiJIeH y Teopii MI>KHAPOIHOTO MAPKETHH-
Iy BUAUISIOTH KUIbKa BHUJIB PUHKOBUX CTpaTerii Buxomy (gipM Ha MIXK-
HApPOJHUM PUHOK:
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— CcTpaTeris 3aBOIOBaHHS a00 pO3IMIUPEHHS YaCTKU PUHKY;

— CTpareris IHHOBAIIIi,

— Tpareris audepeHIianii TpoayKIii;

— cTpaTeris 3HUKEHHSI BUTPAT;

— CcTpaTeris BUUiKyBaHHS,

— cTpaTeris IHIUBlAyaTi3allii CrioKuBaya.

[Ipu BUOOpP1 MEBHOT CTpaTerii BaKJIMBO BPaXOBYBATHU XapaKTEPUCTUKU
KOHKPETHOTO PUHKY: TOBApHY CTPYKTYpPY, THI KOHKYPEHIlli, 0COOJIUBOCTI
TOBapy, SIKMH Mae mpojaBatucs. ICHye Tpu cTpaTerii OXOIJIEHHSI CBITOBOTO
pUHKY (puc. 3.6).

HEJJU®EPEHIIIMOBAHUN MAPKETUHT

KoMmmieke MmapkeTuHry
dipvt (KM) ‘ Prriox

JTNO®EPEHLIIMOBAHNI MAPKETHHT

(KM) — BapianrT 1 Cermenr 1
(KM) — BapianT 2 Cermenr 2
(KM) — BapianT 3 Cerment 3

KOHIIEHTPOBAHUI MAPKETUHT

KOMIUJIEKC MAPKETHUHTY
®IPMU (KM)

Cermenr 1 CermeHr 2 Cermenr 3

Puc. 3.6. Mapxemuneosi cmpameeii, cnpsamoeani Ha oxonienHs purky [1]

Crpareris HeaudepeHiiiioBaHoro (MacoBoro adbo CTaHAapTHOTO) Map-
KETUHTY 7103BOJIsi€ (DipMi HEXTYBaTH PO301KHOCTSIMU B CErMEHTax 1 3BepTa-
THCS 10 3apyODKHUX PUHKIB 3 Ti€lO K mpornosuiliero. [{g crpareris npumyc-
Kae, 110 (pipma MpomnoHye JJIsi 30BHIIIHBOI'O0 PUHKY TOBApH, SIK1 MPOIaBaIUCS
Ha HalllOHAJLHOMY PUHKY 0e€3 Oyab-SKUX 3MiH 1 MparHe MPUBEPHYTH 10
HbOT'0 HAWOUIBIIY KIUIBKICTh MOKYIIIB Y PI3HUX KpaiHaX, BUKOPHUCTOBYIOUU
CTaHJapTHY MPOrpaMy MapKEeTHHTY.
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Crpareris audepeHIiioBaHOT0O MapKETHHTY (cTpaTeris auBepcudi-
Kallli MapKETUHIOBUX 3YCHJIb) JI03BOJIsi€ (hpipM1 BUCTYMATH Ha JCKUIBKOX
CErMEHTax CBITOBOI'O PUHKY Ta PO3POOJISATA OKPEeMY MPOMO3UILII0 JIJIS KOXK-
Horo 3 Hux. Llg cTpareris 3acHOBaHa Ha aHaJi31 OCOOJMBOCTEW MOMUTY Ha
TOBap Ha PI3HMX 3apyODKHUX PUHKAX 1 TOTOBHOCTI (pipmu MoaudikyBatu
TOBapW Ta Mporpamy 3axojiB 3 IX MPOCYBaHHS 3 YpaXyBaHHSIM CIEHU(IKH
KOHKPETHHX PHHKIB. Ii BHUKOPUCTAaHHS NPU3BOJUTH 1O 3POCTAHHS BUTPAT
¢bipMu, ajie KOHKYPEHIlIs] 3MEHIIYEThCs 1 (ipMa MOXKE CIOAIBATUCSA, IO
J0JIaTKOB1 BUTPATU OyYTh MEPEKPUTI 3POCTAHHAM MPOJIAKIB Ta MPUOYTKY.

KoHiienTpoBanuii MapkeTHHT (11JIbOBUI) 103BOJISIE (hipMi KOHIIEHTPY-
BaTU 3yCWIIS Ha OUIBIIIA YaCTUHI OJHOTrO a0o0 JEKUIbKOX cyOpuHkax. I[s
CTpaTeris AOMyCKae 30Cepe/KEHHS 3YCHJIb 3 BUPOOHHUIITBA Ta peaiizarlii
HalOUThIT 0araTooOIIAI0YNX, ajie OOMEKEHUX PEerioHaX CBITOBOTO PHUHKY.
Crpareris KOHIICHTPOBAHOTO MAapKETUHTY OOMEXYE HE TIUIbKU KUIBKICTh
PUHKIB, a ¥ BUAM MIPOMOHOBAHOI MPOJIYKIIIi Ta MOCIYT 1 BECh KOMIUIEKC Map-
ketuHry. [Ipu it crpaterii gipma npuaIse yBary OJHOMY CErMEHTY PUHKY
(a00 Ay»e HEeBENMKIA KIJIbKOCTI CErMEHTIB), PO3YMIIOUM, IO L€ CErMeHT
HaiinepcrekTuBHimMi. ToBap 1 mporpaMa MapKeTHUHTY IPUCTOCOBYIOTHCS 10
1uXx yMoB. CTpaTeris € XapaKTepHOO I (HipM 3 00MEKEHUMHU PECYPCaMH.

AJnbTepHaTUBHI CTpaTerii MPOHUKHEHHS Ha 30BHIIIHI pUHKHU (puc. 3.7).

S CTPATEI'Tl [IPOHUKHEHHS
BJIACHOCTI
Excnopr
Coro3n
CIbHI 3apyOiskHe BUPOOHUIITBO HerHMIfH
_ _ [Ipsammii
IMAIPHEMCTBA JlineH3yBaHH
OpaHIai3uHT
KonurpaxtHe BUpOOHUIITBO
30upanns

MICIIEBOTO BUPOOHUIITBA

AHAJII3 ITPOHUKHEHHA

AXTHBH, IPUOYTKOBICTh, BUTPATH, HaKTOpU
PH3HKY

Puc. 3.7. Anemepnamueni cmpamezii NpOHUKHEHHS HA 3068HIWHI PUHKU
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[Tpu BuOOP1 cTpaTerii OXOIJICHHS! PUHKY BPaXOBYIOTh TaKi YNHHUKHU:

— pecypcu pipmu (0OMEKEH1 — KOHIIEHTPOBAHU MapKETHHT);

— CTYIIHb OJHOPIIHOCTI MPOAYKINT (HeauepeHIiioBaHU MapKETHUHT);

— eTall JKUTTEBOTO IUKIYy TOBapy (Ha eTari BNPOBaKEHHS — Heaude-
peHIiiioBaHui ab0 KOHILIEHTPOBAHUM MApKETHHT; Ha €Tamax 3pulocTi Ta
3pocTaHHs — AUdEPEHITIHOBAaHU MaPKETHHT);

— CTYHNIHb OJHOPITHOCTI PUHKY (SIKIIO y BCIX CIHOXKHBAyiB OJIHAKOBI
CMakKH, TO BUT1IHUM Henu(pepeHIIIHOBaHUN MAPKETHHT);

— MAapKETUHTOBI CTpaTerii KOHKYPEHTIB (SKIIO0 KOHKYPEHTH 3aCTOCOBY-
I0Th HeaudepeHiiioBaHui MapKeTUHT, TO dipMa MOXKEe OTpUMATH BUTOIY
B11 1udepeHIiiioBaHOr0 a00 KOHIIEHTPOBAHOTO MAPKETHUHTY).

ITutaHHs 1J1s1 CAMOKOHTPOJIIO

1. OcHOBHMMM IPUYMHAMH BUXOAY (IpMU HA 30BHIIIHIA PUHOK € ...

2. JlaliTe BUBHAUYCHHS MOHATTS «PUHKOBA KOH'IOHKTYpay.

3. TlepepaxyiiTe MOXJIMBI MAXO0AU (GIPMU O TPUNHSATTS PILIEHHS PO
JOLUTHHICTh BUXO/Y Ha 30BHILTHIA PUHOK.

4. Ha3BiTh OCHOBHI eTanu BUxoay ¢hipMu Ha MI>KHAPOHUNA PUHOK.

5. Jlo crioco6iB Buxoay ¢ipMu Ha 3apyO1’KHHUM PUHOK HAJIEKATD ...

6. Y doMy moJiirae CYTHICTh TEPMIHY «CETMEHTAIllsi PUHKY» Ta XTO
HOro 3aCTOCyBaB Brepiie?

7. IlepepaxyiiTe pakTOpu cerMeHTallii 3apyOi’>KHOTO PUHKY.

8. Ha3zBiTh OCHOBHI KpUTEpIi CErMEHTaIlil 3apyO1>KHOT'O PUHKY.

9. Ha3BiTh OCHOBHI €TaIM MPOIECY CerMEeHTAaIlli 3apyO1’KHOTO PUHKY.

10. SIx1 MOKa3HUKHU 3aCTOCOBYIOTHCS JUIsl aHAJI3y MOTEHIIaly 3apyoi-
’KHOTO PUHKY, HABEITh (POPMYIIH.

11. SIx1 MOKa3HUKHU 3aCTOCOBYIOTHCS JIJI aHAJi3y MOIMMUTY CIOKHBAYiB
3apyO1>KHOTO PUHKY, HABEIITh POpMYITH?

12. Ha3BiThb cTparerii Buxoay GpipMu Ha MiKHAPOJIHUN PUHOK.

13.8Ix1 Buau puHKOBUX cTpaterii Bu 3Haere? Jlaiite iXx Xxapak-
TEPUCTUKY?

14. HaBeniTh YNHHUKH, SIKI BPaXOBYIOTHCS MPU BUOOPI CTpaTerii 0Xor-
JICHHSI PUHKY.



Tema 4

MI>KHAPO/IHI MAPKETUHTOBI
JNOCJIKEHHS

4.1. HanpaMu Ta eTany MapKeTUHIOBUX AOCAiA)KEeHb PUHKY

Mixicnapoone mapkemunzoge oocnioxncenna (International marketing
research) siBiisie co0oro Halip omepalliid, fKi 3B'I3yIOTHCS 3a JTOMOMOTOIO
iH(opMallii MapKeTOJOriB BIIHOCHO PHWHKIB, JJI NPUHHSATTSA aJeKBAaTHHUX
MapKEeTHUHTOBUX pilieHsb [1].

[Iporiec Mi>KHAPOJHOTO MApPKETHUHIOBOI'O JOCHIKEHHS MTPUHIIUIIOBO HE
BIJIPI3HAETHCS Bl MAPKETUHTOBUX JIOCIIDKEHb BHYTPIIIHBOTO PUHKY, MPOTE
Mae€ BEJIMKI MaciTabu, NIMPOTY OXOIJICHHS, a 3HAYUTh, MOTPEeOy€e BEIMKUX (Pi-
HAHCOBUX pecypciB (puc. 4.1) 1 MOOKOTro po3yMiHHS IPUYUH ITUX BUTpAT.

JocnpKeHHS 30BHIIIHBOTO PUHKY JocmimKeHHs
MOTEHI{IAHUX
/ \ MOYKITHBOCTEH
BuBYcHHS Ta aHa3 YMOB Busuenns cy6'ekTiB opm TANpHEMCTBA
30BHIIHBOTO PHHKY 1 METO/IIB TOPTIBII1
BHBUYCHHS 3aTaIbHHX AHaJTi3 Ta OIIHKA JISUTBHOCTI Amams Pe3y/IbTaTIB
: . TOCHOAPCHKOT
YMOB (dipM — MOCTAYATPHUKIB : :
JUSUTBHOCTI
Amasis monmTy Anami3z pipM-CIIOKHBaUIB TOBAPY :
Amnanis
. } .- ; KOHKYPEHTOCIIPO-
e c .
AHarmi3 npono3umii OmuiHKa KOMEPIIHHOT IISUTHHOCTI MOYCHOCT] TIPOYKIE
AHaJTi3 BUMOT CIIO’KHBAaYiB BuBeHHA TPaHCTIOPTHIX YMOB
JI0 TOBapy

AHasmi3 HOpMaTHBHO-TIPaBOBUX
YMOB

AHaJm3 IEpCIEKTHB
PO3BHTKY 30BHIIIHBOTO
PHHKY

BHBUCHHS TOProBO-TIOTITHUHHX
YMOB

Puc. 4.1. Cmpyxkmypa misichapoOHo20 MapKemuH208020 00CIIOHCEHHS
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HaiiOisb1r akTyaqlbHUMHU HANpsSMKaMH JOCTIKEHb B MIKHAPOIHOMY
MapKETHHTY €:

— KOMIUIEKCHE BUBYEHHS 3apyO1’KHUX PUHKIB,;

— BUBYEHHS MDKHAPOHOTO MapKETHHTOBOT'O CEPEIOBUIIIA;

— BUBYEHHS MMOBE/IIHKHU, TOTPEO 1 epeBar 1HO3EMHUX CIIOKUBAYiB;

— BUBYEHHS TOBAPHOI'O ACOPTUMEHTY 30BHIIIHIX PUHKIB;

— BUBYEHHS KOHKYPEHTIB, A1I0OYMX 30BHIIIHIX PUHKAX;

— BUBYEHHSA KaHAJIIB TOBApOPYXY, TOPrOBUX IOCEPEIHUKIB, IO
peaizyloTh TOBapH Ha 3apy01’KHOMY PUHKY.

Bbynb-sike MapkeTHHTOBE JOCIIKEHHS BKJIOYae Taki eranu (puc. 4.2)
[3, 10, 12].

) )
Po3pobka ruiany HOCHIDKEHHS BKJIIOYAE:

BuzHaueHHS | *BUOIp THITY JOCITIKESHHS;
npobiemu * BU3HAYEHHS JKEpET OTPUMaHHS 36ip

1 Lineit iH(opMaIrii; iHpopMarrii
JOCIIIJOKCHHA ) *BH3HAYCHHS METOIB 300py
iHpopMmarii

J
4 )
OriHKa pe3yabTaTiB ‘ A
e pesy . InTepnpera
3IIMCHEHHX 3aXO/IiB,
. Buxopucranu s1 OTPUMAHUX .
B)KMTHX Ha OCHOBI - . Amnamniz
OB S pe3yJIbTaTiB pe3ylbTatiB .
POBENEHUX ? L iH(opMarii
: JOCITIKCHHS 1 MroToBKa
JOCITiIKEHb 3BT
(«3BOpOTHUHA 3B'SI30K») Y
. J

Puc. 4.2. Emanu mapkemunz068020 00Ci0NCEHHS

4.2. TUNoJI0TisI MAPKETUHIOBUX AOC/IAiA)KEeHb

Tumnosoris MapKETUHTOBUX JIOCHIIPKEHh Ha 3apyOKHOMY PUHKY
npecTaBieHa YOTUPMA TPYyIIaMHu:

— 3araJibHi Ta MOMEPeIHI TOCTIKEHHS 3apyO1’)KHOTO PUHKY;

— JIOCIIPKEHHS, 110 JTI03BOJIAIOTh BUSBUTU OCOOJIMBOCTI (DYHKIIIOHYBaH-
H$1 30BHIIIHHOTO PUHKY;

— TECTH;

— creriaiabHl JOCIIIKEHHS.

MapKeTHHroB1 JOCIIDKEHHS 3aJI€KHO BIJI ITIOCTABICHOT METU JIUIATHCS
Ha MOTOYHI (OIlIHKAa CHUTYyallli Ha JaHW MOMEHT) 1 MPOTHO3H1 (oJIepKaHHs
MEePCIEKTUBHUX 3HAYCHb MAPKETUHIOBUX NapaMeTpiB). Pe3ynbTaTi ocTaHHIX
BUKOPUCTOBYIOTHCS ISl pO3POOKHU CTpaTerii MapKeTUHTOBOI JisSIbHOCTI.
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IToToyH1 MapKeTHHrOB1 JOCIIKCHHS:

— PO3BIAYBaILHUN THUIT (TONEPEIH1 TOCHIKEHHS) — 00'€HY€E JOCHTI/I-
’KEHHsI, CIIPSMOBaHI Ha 301p monepeHboi iHhopMarlii, MpU3HAYEHOI IS yTOY-
HEHHS IPOOJIEM 1 MEPEBIPKU BUCYHYTHX MTPOMO3UILH (TiOTE3), YTOUHEHHS Tep-
MIHOJIOTII Ta MPIOPUTETHOCTI 3aBAaHb JOCIIIKCHHS, BU3HAYCHHS KOMEPIIii-
HOTO IHTEPECY, IKUN MOXKE MPEACTABIISATH SIKUA-HEOYIb 3apyO1’KHUIN PUHOK;

— ONUCOBUM (IECKPUNTUBHUI) TUIT — 00'€IHYE JOCIIJKEHHS, SIK1 TOJIsI-
raroTh y MPOCTOMY OMHUCI THX YU 1HIIUX 00'€KTIB, sIBUIIl a0O MPOIECIB, IO
BIUIMBAIOTh HA MapKETUHT. JJi1 MPOBEIEHHSI IIbOTO TUITY JOCIIIKEHHS HE00-
X1JTHO AT BIAIOBIII HA MUTAaHHS, IO MOYMHAIOTHCS 31 CIIB: «XT0?» «ILlo?»
«J1e?» «Komu?» «Sx?» «Cxinpku?» Tomo. OgHak 1l JOCIIHKCHHS HE Taf0Th
BIMOBI1 Ha muTaHHA: «HoMy?» BoHU € nuIie 0CHOBOIO, Ha SIKii OyIyIOThCS
JOCIIIJIPKEHHSI HACTYITHOT'O THUITY;

— Ka3yaJlbHUH TUI — 00'€THY€E TOCIIHKEHHS, CIIPSMOBaHi1 Ha OOTPYHTY-
BaHHS TIMOTE3, 0 IPYHTYIOTHCSA Ha BUSIBICHUX MPUYMHHO-HACIIIKOBUX 3B'S3-
KaX. DakTopH, K1 BUKIUKAIOThH SKICh 3MIHH, HA3UBAIOTh HE3AJIC)KHUMU 3MIH-
HUMH, a BJIACTUBOCTI, 110 3MIHIOIOTHCA MiJ Ji€r0 1MX (aKTOpIB, — 3aJICKHUMU
3MiHHUMH. [Ipyu mpoBeAeHHI AOCTIKEHb LIOTO TUITY IIMPOKO BUKOPHUCTOBY-
IOThCSl EKOHOMIKO-MaTeMaTHUYHI METO/IM 1 METO/IU €KCTIIEPTHUX OIIHOK.

4.3. MeToaM 360py MapKEeTHUHIoBOI iHpopMalii

Ilicns Bu3HAUEHHS THNY JOCIIDKEHHS Ciij oOpatu mkepena iHQop-
Mallii Ta METO/IU ii 300py, K1 MOISIOTh Ha IEPBUHHI Ta BTOPUHHI.

[TepBunHy 1H(pOpMaIIiO («M'SIKY») OTPUMYIOTh Y PE3YyJIbTaTI CIelialb-
HO MPOBEJECHUX JIJISi BUPIIICHHS KOHKPETHOT MapKETUHTOBOI MPOOJIEeMH TO-
JHOBUX (HEKaOIHETHUX) MaPKETUHTOBUX JOCIIIJIKEHb.

Mertoau 360py nepBUHHOI 1HGOpMAIllT MOXKHA PO3ALUTUTH Ha JAB1 TPYIIH:

— KUIBKICHI METO/H, B XO/1 SIKUX IIMPOKO BUKOPUCTOBYETHCS MaTeMa-
TUYHUN TAPaXyHOK JOCHIIKYBAHHUX SIBUIIL 1 TPOIIECIB 3 METOIO MOAANIBIIOTO
KUIBKICHOTO aHali3y OTPMMAaHUX JaHUX: ONMUTYBAHHS BEJIMKOI BUOIPKHU pec-
MIOHJICHTIB, 1[0 BIJIOBIIAIOTh HA OJIHI M Ti K TaK 3BaHI «3aKPHUTI MUTaAHHSI;
MaHEeJIbHUNU METOJT OOCTEXKEHHS — BHOIPKOBA CYKYIHICTh OIMTYBaHUX OCiO,
0 MJAAI0THCS MOBTOPIOBAHUM ONMUTYBAaHHSM 3 TPUBOAY KOHKPETHOI'O
npeaMeTy JOCIIJKEHHs; ONUTYBAaHHS MOXYTh MaTH TMOCTIMHUHN (10JCH-
HUKOBI 3allMCH) 1 TUMYAcCOBUU xapakTep (IHTEpB'OBaHHS: MpUBATHE, MOII-
TOI0, TI0 TeJIEPOHY); EKCIIEPUMEHTH);

— SIKICHI METOJM: TIMOMHHE IHTEPB'tO, B XOJ1 SKOr0 KBami()iKOBaHHUI
IHTEPB'IOEP 3a/1a€ PECIOHACHTY 30HIyBaJbHI MUTAHHS, [0 HE MPUITYCKAIOTh
OJTHO3HAYHOCTI Ta 3a3/ajierip 3aJlaHuX BapiaHTIB BiAMOBIJICH, 3 METOIO 3pO-
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3yMITH, YOMY IHTEPB'TOMOBaHI TMOBOASTHCS TAaKMM YMHOM ab0 III0 BOHU
IyMalTh PO TpobJieMy, sKa pO3B'I3yeThCs. SKICHI JaHl MOTIM MOXYTh
OyTH TepeBejieH] B KUIbKICHY (OpMY 3a JOMOMOI'0I0 J0JIaTKOBOTO aHATI3Y.

Bropunny iHpopMaliito («KOpPCTKY») OTPUMYIOTH IUISIXOM MPOBEICH-
HS KaOIHeTHMX MapKETHHIOBUX JOCIIKCHb Ta SBJISIIOTH COOOIO AaHl, sIKi
OyI10 Bike 310paHo paHillle A1 BUpilIeHHs iHmuX 1ineif. Ii noxinsioTs Ha:

— BHYTPILIHIO, SIKY 30MpaloTh BCEPEANHI CaMOi opraHizariii;

— 30BHIIIHIO, SIKA 3HAXOJUTHCA 3a MEXaMHU CaMOi OpraHizallii 1 Xxapak-
TEepU3Y€E CTaH 30BHIIIHHOTO MAPKETHUHIOBOT'O CepeIoBUINA. B poiti 30BHIIITHIX
pkepen 1H@opMailii HaidacTille BHUCTYIMAIOTh 3BITU MDKHAPOAHUX Opra-
Hizaniit (OOH, IOHIZO, BOO3, FOHECKO, I'ATT, MixHnapogHoro Ba-
moTHOTO (hoHay, CBiTOBOro OaHKY TOIIO); HAIlIOHAJIBbHI CTATUCTUYHI JOBII-
HUKU; TEPIOUYHI BUJIAHHS KpaiHHU, IO MICTATH 3arajJbHOECKOHOMIYHY 1 KO-
MepliiiHy 1H(opMaIlito; eIeKTpOoHH1 3aco0u MacoBoi iH(opMarlli, BUAAHHS
TOProBO-MIPOMUCIIOBUX MajaT 1 IEHTPIB HAYKOBO-TEXHIYHOI 1H(OpMAaIlii;
nyOJtiKallii 30BHINTHLOTOPTOBEILHUX 1 MAPKETUHIOBUX OpraHizalliii; creria-
J130BaHl KHUTH Ta TMEPIOJANYHI BUJAHHA, MyOsikallii rpoMajchbKUX Oprai-
3aIliii, MI>)KHApPOJIHI BUCTABKH, SPMApKH, MPE3CHTAIlli MPOIYKIIT MPOBIAHUX
¢bipM; KoMepIIiitHI 0a3u TaHUX; PEKJIAMHI ITyOTiKaIlii.

30BHIIIHS 1HPOpPMAIIis TOAUISIETHCS HA 3arajibHOJOCTYIIHY, sKa MyO0Ti-
KYeTbCsl O(iLIiHO, Ta CUHANKATUBHY — HEIOCTYIHY JIJIsl IIUPOKOT MyOJIiKH, SKa
KYIYETHCS Ta MOIIUPIOETHCS CIIEIaIbHUMH OpraHi3allisiMyd Ha 3aMOBJICHHS.

JIyist aHami3y TOKYMEHTIB 13 BTOPUHHUMU JTAHUMH BUKOPHUCTOBYIOTHCS
TaKi METO/U:

— TpaJUIIAHUKN aHalli3 — 1€ JIAHI[I0’KOK PO3YMOBHX JIOTIYHHUX MOOYIOB,
CIPSIMOBAaHMX HAa BUSIBJICHHS CYTI aHaJlI30BAaHOI'O MaTepialy, IO I[IKaBUThb
JOCHTIAHUKA TIOTIISIAY;

— ¢opmanizoBaHUM aHal3 (KOHTEHT-aHANN3) — 3HAXOJKCHHS JIETKO
M1JJpaXxOBYBaHUX O3HAK, PUC 1 BIIACTUBOCTEH JOKYMEHTIB, SIK1 Bi1oOpakaroTh
MEeBH1 CYTTEB1 CTOPOHU 3MICTY BIAMOBIIHO /10 3aBAaHb JOCIIIKEHHS.

4.4. Bumoru a0 inpopmariii

VY mporeci 360py iHpopMarIlii HEOOXITHO JTOTPUMYBATHUCS HOPM 1 Ipa-
BUJI «MIKHApPOJIHOTO KOJIEKCY 3 MPAKTUKKW MApKETMHTOBUX Ta COIIAJIbHUX
JIOCIIIJIPKE€HbY, MIATOTOBJICHOTO 1 BUJIaHOT0 MIKHAPOIHOIO TOProBOIO Maja-
toto (MTII) Ta €BponeiickkuM TOBapUCTBOM 3 BUBUEHHS CYCIIUIBHOI JYMKHU
1 mapketury (ECOMAP).

310pany 1H(pOpMAaITiIO MiITal0Th aHaJli3y 3a JOMOMOTOI CTAaTUCTUYHHX,
€KOHOMIKO-MAaTeMaTUYHUX Ta €KCHEPTHUX MeToj1B. Haibuibmn icToTHUMU
3 HUX Y MPAKTHUIl MAPKETUHTY €:
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— perpeciiHuii — CTaTUCTUYHHUM METOJI aHalli3y, IO JI03BOJISE BH3HA-
YUTH 3aJICKHICTh SIKOI-HEOyIb 3MIHHOI BIiJl OAHIET (IIpocTa perpecis) ado
JEKUIbKOX (OaraTodakTopHa perpecis) He3aJIeKHUX 3MIHHUX;

— JIMCTIEPCIMHUI — METOJ MIiITBEP/KEHHS a00 CIPOCTYBaHHS BIUIMBY
JIOCIIIJPKYBAHOTO (pakTopa Ha MEBHI €KOHOMIYHI TOKa3HUKY;

— BapialliiHui — METO/1 MEPEBIPKU CYTTEBOCTI BIUIMBY 3MIHU HE3AJICHK-
HHUX 3MIHHHMX Ha 3aJICKHI,

— JUCKPUMIHAHTHUM — METOJ] BU3HAUCHHS XapaKTEPUCTUKU 00'€KTa
JUTSI BITHECEHHS MOT0 /10 TI€T YU 1HIIOT 3a3/1aJIeT1b 3a/1aHii rpyIi;

— (paKTOpHUI — METOJ JOCIIPKCHHS B3a€EMO3B'SI3KY MIK 3MIHHUMH
3 METOI0 3MEHIICHHS KUIBKOCTI JOCHIKYBAaHUX (DaKTOPIB BIUIUBY 10 Haii-
OUTBIII CYTTEBUX;

— KJIACTEPHHI — METO/I, 1110 J03BOJIsIE 00'€THYBATH 3MIHHI 200 00'€KTH
B rpynu (KJIacTepu) TaKUM YMHOM, 11100 BIAMIHHOCTI MiX 00'€KTaMH, 1110
BXOJISITh B OJIUH KJIacTep, Oyau O MeHIle iX BiAMIHHOCTEH Bia OO'€KTIB, 1110
BXOJISITh B 1HIII KJIACTEPH;

— merop Jlenbdi — MeTo1 ONUTYBaHHS €KCIIEPTIB, IPU AKOMY iX aHOHIM-
H1 BIJITIOBI/I1 30MPAIOTHCS 1 BUBOJUTHCS IPYIOBA OIIHKA IIKABUTH MIPOLIECY.

ITutaHHs 1J1s1 CAMOKOHTPOJIIO

1. ¥ d4omy monArae CyTHICTb MDKHApOJHOIO  MAapKETHHIOBOTO
JOCTIJHKEHHS?

2. JlaliTe  BU3HAUEHHS  TOHSITTS  «MDKHAPOIAHI  MApKETHUHTOBI
JOCTIIKEHHSI.

3. SIki HampsMK{A MIDKHApOIHUX MApPKETUHTOBUX JOCIIJKEHb Haii-
OUIBIIT YACTO MPOBOJATHCS ?

4. Ha3BiTh 1l MDKHAPOIHUX MapPKETUHTOBUX JTOCTIKEHbD.

5. Ha3BiTb OCHOBHI 3aBAaHHS MAapKETHHIOBUX JIOCTIIKCHbh Ha
30BHIIIHIX PUHKAX?

6. SIki OCHOBHI €Tamu MpPOIECy MINKHAPOJAHOTO MAPKETUHTOBOTO
JOCITIJIPKEHHST ?

7. 3 SKOK METOI  TPOBOMASTHCSA  MOIMEPEHI  MapKETUHIOBI
JOCIIIJIPKEHHST ?

8. JlaliTe xapaKTEpUCTUKY CIEIIAJIbHUX MapKETHHTOBUX JOCHIIKCHb
30BHIIIHBOTO PUHKY.

9. OxapaxTepusyiiTe OCHOBHI TUIIH aHAJI3y 1HPOpMAIIii.

10.3nauenHss Mepexi IHTepHeT Uil TPOBEACHHS MIKHAPOIHUX
MapKETUHTOBUX JTOCIIIKCHb.

11.Ha3BiTh OCHOBHI METOAM TPOTHO3YBAaHHS B MIDKHAPOIHOMY
MapKETHHTY Ta KOJIM BOHU 3aCTOCOBYIOTHCS?



Tema 5

MI?KHAPOZIHA TOBAPHA ITOJIITUKA

5.1. MizKHapOoJHU N MapPKETUHIOBUM KOMILJIEKC

Toap (Product) € ceprieBUHOIO BCHOTO KOMILUIEKCY MIKHApPOIHOTO
MapkeTuHTy (complex international marketing) [14]. Ha cboroani icHye
BeJIMKa KIJIbKICTh MAPKETUHTOBUX KOoMILIEeKCIB (Tab:. 5.1) [30].

Tabnuys 5.1
Ck1aioB1 €JIEMEHTH Cy4aCHUX PI3HOBHIIB KOMILUIEKCY MAPKETHHTY
Ha3Ba. Cxkya/10B1 KOHIICTIIIIT MapKETUHT-MIKCY ABTOp
Mozel
4P — ToBap (product): JIx. MakkapTHi
— 1iHa (price);
— mnpocyBaHHS (promotion);
— KaHaju po3noainy (place)
SP ynakoBka (Packaging) JIx. T. Paccen,
VY. P. Jleitn
cpuiinatts (Perception) H. Xapt
6P — cycniuibHa gymka (Public opinion); @. Komiep
— nodgituka (Politics)
7P — moau (People — nmepconain); . EnnByn
— mporiec (Process — nporiec npojaxia) ;
— ¢13uunHe oroueHHs (Physical Evidence —
o0cTaHOBKa (PIPMOBHUI CTHUIIb)
8P temi (Pace — koopauHaliis y 4aci) JI. TBige
12P — 100pOBUILHICTH CITIKYBaHHs (Permision); C.Tomn
— napaaurma (Paradigm — cTBopeHHsI HOBUX
paBu);
— nepenait nami (Pass along — pexiama
«13 BYCT B yCTa»);
— mpaktuka (Practice)
12P +4A | — agpecHnicth (Adressability — BuGip 1inpoBoi C. Penm,
ayurTopii); Y. Maprin
— BUMIpPHICTB pe3yibTaTy (Accoutability);
— MoxJuBicTh peanizanii (Affordability);
— JIOCTYIHICTH IIJIbOBO1 ayauTopii (Accessibility)
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3axinuenns maon. 5.1
4C — I[IHHICTb, HOTPEOH 1 3aMUTH CHOKUBAYA P. Jlate6opH
(Customer value, needs and wants);

— Butpatu (Cost);

— JOCTYHHICTB 11 criokuBaya (Convenience);
— komyHikauii (Communication)

4D — yIpaBJiHHA 023010 JaHUX KIIIE€HTIB A. llIpomHik
(Data base management);

— cTpareriunuii nu3aiiH (Strategic design);
— npsimuii MapkeTur (Direct marketing);
— mudepenuiaris (Differentiation)

2P +2C | — mepconamnizanis (Personalization) O. Otnakan
+38S — npuBatHicTh (Privacy);

— oOcnyroByBanHs kiieHTIB (Customer Service);
— cnuipHoTa (Community);

— cair (Site);

— Oesneka (Security);

— CTUMYJIOBaHHs npoaaxis (Sales Promotion)

VY cydacHOMYy MapKeTHHTY, HaWOUIbIN MOIIMPEHUMH 1 YacTO BIKHU-
BaHMMHU € KoHIenIlis marketing-mix «5P», monens «7P» — sika OiibI cydac-
Ha, 1 HAMOUIBIIOI MIPOIO BIAMOBIJAE HeMaTepialibHIM cdepl MISIBHOCTI,
a TaKoX MoJielb «4C».

®dipma, sika BUCTYMA€E HA OAHOMY a0 JEKUIbKOX 3apyOlKHUX PUHKAX,
MOBUHHA BUPIIIUTH TUTAHHS TMPO NPUCTOCYBAHHS CBOTO KOMILIEKCY
MapKEeTUHTY JI0 MiCIIeBUX YMOB. J[0 THUIMIB MI)KHApPOJHOTO MapKETHUHT OBOT'O
KOMILIEKCY HaJIe)KaTh aJlanTailisi, cTaHAapTU3allis Ta iX KoOMOIHYBaHHS.

Aoanmauia (moougpikauis) — TPUCTOCYBAHHS €JIEMECHTIB KOMILJIEKCY
70 crienr(iKu KOKHOrO OKPEMOTo IIIJILOBOI'O PUHKY (CErMEHTY). AnmanTartis
MOXe OyTH BHMYILIEHOIO a00 HEOOXITHOK 3aJeKHO BiJ (PI3UUYHUX Xapak-
TEPUCTHK TOBapy.

[lepeBaru cmanoapmu3zoeanozo Komnaekcy MIKHApOJAHOTO MapKe-
TUHTY TOJATal0Th B €KOHOMIi KOIITIB 3a PaXyHOK BEJIMKHUX MAaciTaliB
BUPOOHMIITBA, OpraHi3alii €IUHOI CHUCTEMU PYyXy TOBapy 1 CEpBiCy; CTaH-
JapTu3allii ToBapiB, sSKa € IMepeIyMOBOIO II100aIbHOT MApKETUHIOBOI CTpaTe-
Tii; MOXJIMBOCTI IIBUIKOI OKYITHOCTI 1HBECTHIIIM, BKIAJEHUX Y CTaHIapTHHMA
TOBAp 3 MOJAJBIIOK peaIizalli€lo Ha PI3HUX 3apyODKHUX PHUHKAX; CIPOIICH-
HS YOPaBJIIHHSA 3 OISy OpraHi3allii Ta KOHTPOJIIO.

Henoniku npeacraBiieHi BIICYTHICTIO THYYKOCTI MApKETUHTY Yepe3 He-
MOJIMBICTh MIPUCTOCYBATU TOBAP JI0 NMIEBHUX MICIEBUX BUMOT; OOMEKECHHIM
PO3BUTKY TBOPYOTO MIIXO0Y 1 IPArHEHHSM JI0 HOBOBBE/ICHb.

Komobinosanuit — onHovyacHe MOEAHAHHS METOJIB CTaHAapTHU3allli Ta

nudepeniiarii.
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5.2. OCHOBHI eJIeMeHTH TOBapy

VY Teopii MIKHApOIHOTO MApPKETUHT'Y €KCIIOPTHUM TOBAapOM Ha3WBa-
€ThCS TOBAp, KUK 3/1aT€H 3aJI0BOJIBHUTH BUMOTH BIJIMOBIJHOIO CErMEHTa
PUHKY Ti€l KpaiHu a0o Tpynu KpaiH, KyJau ¢gipmMa Mae HaMip peryJspHO HOro
MOCTABJIATH.

XapakTep ToBapy BKJItoUae B cede Taki oco0muBocCTi (puc. 5.1).

* JIesIK1 TOBapHU 3a CBOEIO PUPOOI0 MAIOTh IIMPOKHI MOMUT Ha
CTiHs CBITOBOMY PHUHKY 1 HE BUMAraroTh Oyab-aKoi Judepenuianii,
npuBabIIMB | * iX ajanranis 10 MICLEBOIO PUHKY BUSBJIAETLCS MiHIMAJILHOKO
OCTI
* TOBapH, 110 BUMAraloTh 3HAYHOT0 00CATY TEXHIYHOTO
HeoOXinuu| OOCTYroBYBaHHS Ta yBaru (JI0 i MC/isi MOCTABKM CIOKMBAYCBI),
i piBeHb 3a3BUYall BIAPI3HAIOTHCS BUCOKUM PIBHEM CTaHAApTU3aLii
cepBicy
* Y BUMAJKY, SAKIIO (ipMi BAATOCSA CTBOPUTH (YipMOBY MapKy, sika
3apeKOMEH/yBalIa ceOe B MIKHAPOAHOMY MaciiTabi, GesnepedHo,
ToproBa | 14 gepx Gepe cranpapTH3aLis Haj aaNTALIEK
Mapka
oerod | © BHPIO, BUDOOHHITBO SKOTO MOB'SI3aHE 31 CKIIAMHUMH }
a60 TEXHOJIOTTYHUMHU MPOLIECaMU, MEHIIIOI0 MIPOIO CIIPUSIE
CKJIAJI- MPOBEJICHHIO MOJITUKHU aJlanTallli, HDK TOBap, 110 BIAPI3HAETHCS
HICTb MPOCTOTOIO0 BUTOTOBJICHHS
BUPOO-
UITB
* 3MYIIYIOTh 3aCTOCOBYBATH CTpaTeriIO ajanrailii, BIJIMBaIOTh
Tpagosi HacaMIIepe/l Ha IN3aifH TOBapy, HOro yImakoBKy, po3(hacoBKy
obMe- 1 CYIIPOBIJIHY JIOKyMEHTAIII0
KEHHSI
OtcoGufi- | ¢ 9AM BiH KOPOTLIHH, TUM PU3UKOBAHIIIE BKIaIaTH KOLITH }
BOCTI B aJIaNTaIlll0 TOBapiB J0 3apyOlKHUX PUHKIB Y CBITJII BUMOT
JKUTTEBOTO OKYHHOCTI BKIIAICHDb
LUKITY
TOBapy,

Puc. 5.1. Xapaxmepni ocobausocmi mosapy
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J10 OCHOBHMX €JIEMEHTIB TOBapY B MI>KHAPOIHOMY MapKETUHTY HaJICKaTh:

— CIIOKMBYA I[IHHICTh TOBAPY, sIKa PO3TIIANAETHCS K CYKYITHICTh BJac-
TUBOCTEH, MOB'SI3aHUX OE3MOCEPEIHBO 1 3 CAMUM TOBAPOM, 1 3 CYyTHIMH H0-
MY MOCITyTaMu;

— YiTKa OpIEHTAIllsl TOBAapy Ha 3a3Jajeri/ib BUSBJICHY IUJIbOBY TIPYIy
CIO’KMBaYiB (CErMEHT PUHKY);

— KoMmepIliaii3ailis ToBapy, TOOTO yCHIIIHE 3aBEPIIEHHS BCIX HEOOX1I-
HUX BUIMPOOYBaHb, BKJIIOYAIOYM PUHKOBI; OTPUMAaHHS BIAMOBIAHUX cepTUdi-
kaTiB Ta 1Hmoi HTJI; ocBoeHHS B CepliHOMY BUPOOHHUIITBI; CTBOPEHHS MEpe-
1 00CIIyTOBYBaHHS TOIIIO;

— kiacudikallisg TOBapiB 3a XapaKTEPOM CIOKUBAHHS;

— KOHKYPEHTOCIPOMOXKHICTh TOBapYy.

Ha MibKHapoIHOMY PHUHKY KOHKYPEHTOCIIPOMO>KHICTh TOBapy BH3HA-
YAEThCS CYKYIMHICTIO TAKUX TEXHIKO-€KOHOMIYHUX MapaMeTpiB:

— I[1Ha CIIO’KMBAHHS TOBapYy, 1110 JOPIBHIOE CyMi MpUI0aHHS (MPOAaKY)
TOBApY 1 eKCIUTyaTalliiHUX BUTPAT y CIIOKUBAYa 3a TEPMiH CITy>KOU TOBapy;

— KJac TMpOAYKIli, B paMKax SKOTO BHU3HAYAEThCS KOHKYPEHTO-
3JaTHICTE;

— TEeXHIYHI MMapaMeTpH, 0 XapaKTEePU3YyIOTh MPU3HAYEHHS, KOHCTPYK-
TUBHO-TEXHOJIOT1YHI OCOOJMBOCTI, HAaJIMHICTh, JOBIOBIYHICTH, PEMOHTO-
31aTHICTh BUPOOIB;

— HOpPMAaTHBHI MMapaMeTpH, 110 MOKa3yITh BIAMOBIHICTh TOBAPY CTaH-
JapTaM 1 HOpMaM, sIKi BU3HAYalOTh MAaTEHTHY YUCTOTY Ta MPaBOBY 3aXHUIIIE-
HICTh BUPOOY Ha nepen0auyyBaHOMY €KCIIOPTHOMY PUHKY;

— EpProHOMIYHI MapaMeTpH, 10 BIJOOPaKaAIOTh PIBEHBb «IPY>KHOCTI»
TOBapy /10 KOPUCTyBaya,;

— ©CTETHYHI MapaMmeTpu: pIiBEHb Au3aiiHy, BIAMOBIJIHICTH BHMOTaM
MOAM (17151 TOBApiB HEBUPOOHUYOTO MTPU3HAUCHHS);

— OprasizaiiiiHi napaMmeTpu, 10 SKUX MOKHa BIJIHECTH CEPBICHI IOC-
JyTU, TapaHTii, yMOBH (p1HAHCYBAHHS MOKYIKH TOLIO.

5.3. Kiracugikanisa ToBapis BiJHOCHO IIONUTY

3aieXHO BiJI XapaKTepy KYIIBEIbHOI MOBEAIHKH CIIOKUBAYiB TOBapH
MOISIOTh Ha:

— TMOBCSKJEHHOI'O TOIHUTY;

— MONEepPeaHLOI0 BUOODY;

— 0COO0JIMBOrO TMOMUTY;

— MAaCUBHOTO IIOIHUTY.
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Po3nozin ToBapy Ha rpynu 3a 00'eJHYBaIbHOIO O3HAKOIO HABEIECHUN Ha
puc. 5.2.

O3Hal}%r§1?$aHHﬂ I'pynu ToRapis
> ®opma > [IpoaykTH, TOBapH, OCIYTH <

BupoGHuUoro npusHaueHHS
CHoXUBYOTO MOTIUTY

Y
A

—> [IpuznavyeHHs

CuporuHa, HaniB(paOpUKaTH, TOTOBI BUPOOH
(B TOMY YHCJII IPOMDKHOTO TIPU3HAYCHHST)

A 4

—> Cryninb 06poOku

KopoTKoCcTpOKOBOTO KOPUCTYBAHHS
TpuBanoro KOpUCTyBaHHS

A 4

4
A

TepMiH BUKOPHUCTAHHS

A 4

CranapTHa NPOAYKIIist
YHiKaJIbHa MPOTYKITist

p»  Crioci6 BUTOTOBJICHHS

A

[ToBesIKACHHOTO MOTUTY; BUOIPKOBOTO
HOMUTY;IPECTHKHI TOBAPH; MPEJMETH PO3KOIII

XapakTep HOIUTY

A 4

Puc. 5.2. Po3nodin moeapie na epynu 3a 2pynoeor 03HaKowo

5.4. ToBapHa noJIiTUKA Ta cTpaTeria ¢pipMmu

MixHapoaHa TOBapHa TOJITHKA — MEBHUM Kypc il BUpOOHHKa (EKc-
MopTepa), BUKOPUCTAHHS TaKWUX TMPHUHIUIIB, 3aBISKH SKUM 3a0€3MeUyeThCs
edeKTUBHE, 3 KOMEPLINHOI TOYKU 30py, (DOPMYyBaHHS ACOPTUMEHTY TOBApiB
JUI BU3HAUYEHOTO 3apyO1KHOTO PUHKY (CerMeHTa CBITOBOro pUHKY) [17].

MixHapoaHa TOBapHa IMOJITHKA K CKJIaJIoBa YaCTHHA MDKHApPOIHOTO
MapKeTHHTY BKJIIO4ae y ceoe:

— (hopMyBaHHS aCOPTUMEHTY, HOMEHKJIATYPH Ta YIIPABIIIHHS HUMHU;

— MIATPUMKY KOHKYPEHTOCIIPOMOXKHOCT1 TOBApIB;

— 3HAXOJIPKEHHSI TOBAPHUX HIIII 1 CETMEHTIB;

— pO3pOOKY cTparterii ymakoBKH, MapKyBaHHS JI0- 1 MICISAIIPOIaKHOTO
00CIIyroByBaHHS TOBapiB.

B pamkax ToBapHOi MOJITUKH pO3POOIIIETHCS:

— 1HHOBAIlIMHA MOJIITHKA;

— MapoyYHa MOJIITUKA;

— MOJITUKA YIIAKOBKH 1 IU3alHY;
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— MOJIITHKA MO3UIIOHYBaHHS TOBapYy;

— aCOPTUMEHTHA IOJITHKA;

— CEpBICHA MOJIITHKA.

[Ipu po3poOIIl Mi>KHAPOAHOT TOBAPHOI MOJTITUKH CJIIJI MAaTH HA YBa3i:

— num ¢ipmu — dipma, sika TmparHe A0 MakcuMizalii IpuOyTKy 1 He
CTaBUTh 32 METY IITUOOKE JIOBIOCTPOKOBE MMPOHUKHEHHS Ha 30BHIIIHI PUHKH,
IIBHUJIIE 3a BCE Oy/Ie TSOKITH 0 CTaHAapTH3allil TOBapy;

— PUHKHM Ta IXHI BUMOTHM — BPaXOBYEThCS crelu@dika MIKHAPOIHOTO
MapKETUHTOBOI'0 CEpPEOBUINA: YMM OLIbII CXOXI PHUHKH, TUM BHTI1JIHIIIA
CTpaTeris CTaHAapTHU3allii, SKIIO PUHOK MEHII PO3BUHEHUN, BUKOPUCTOBY-
€ThCS CTpATErisi 3BOPOTHOTO BUHAXOAY;

— pecypcu (dipmu — dipma, sika Iparie MaKCHUMalbHO 3aJI0BOJIbHUTH
noTpedu 3apyOiKHUX PUHKIB IIJISIXOM CTpaTerii ajamnTaiiii ToBapy, NOBUHHA
BpaxyBaTH, L0 1€ MOTpeOyBaTHUME BKJIAJICHHS 3HAYHUX KOIITIB y pPI3HI
KOMITOHEHTH CUCTEMHU MApPKETHUHTY.

Pi3HOBU1aMM €KCTIOPTHOI TOBAPHOI TOJIITUKY €:

KoHueHTpu4HAa — B TEXHOJIOTIYHOMY 1 PUHKOBOMY BiJHOIIIEHHI TOBap
«CIIB3BYYHHI» HasIBHUMH. MeTa 3a1ydyeHHs] HOBUX IMOKYIIIIIB.

T'opu3oHTa/JLHA — TOBAp € MPOJOBKEHHSIM TOTO, 110 BUITYCKAETHCA,
MOKYIIII T1 %, BUPOOHUIITBO — O€3 3MIH.

KonrsioMmepanTHa — HOBUil TOBap, HOBAa TEXHOJIOT15, HOBI PUHKH.

Buxin BupoOHUKA Ha 30BHINIHIN PUHOK, SIK MPABUIIO, CYITPOBOIKYETh-
Csl KOMILUIEKCOM 3aXO/JIiB, 1110 CKJIQJIal0Th MOHSTTS CTpATerii IJIAHYBAaHHS TO-
Bapy, abo ToBapHOi cTparerii.. [Ipu BUOOpP1 HINBOBUX PUHKIB Y MiXKHAPOJI-
HOMY MapKETHUHTY (hpipMa MOKE€ BHKOPHCTOBYBATH TaKl METOJM 3MIITHECHHS
CBOIX MO3UIIIM Ha MI>XKHAPOJHOMY PUHKY:

— «CTapuil pUHOK — cTapyil ToBap» (MMPOHUKHEHHS HA PUHOK BIJIMO) 3a pa-
XYHOK CKOPOYEHHSI BUTPAT, 00IT'y 1 BUPOOHUIITBA, aKTUBI3AIIIS PEKJIaMU, 3MIHH
I1JIeH 32 paXyHOK PO3IIUPEHHS 00JIaCTi 3aCTOCYBAHHS BUPOOJIEHOTO TOBAPY;

— «HOBUH PHUHOK — CTapuil TOBap» (pO3LIMPEHHS MEX PHUHKY 3a pa-
XYHOK OCBOEHHS HE TUIbKHM HOBHMX reorpadiyHUX PUHKIB, ajie 1 HOBUX Cer-
MEHTIB PUHKY, TOIO. 3M1MCHIOETHCS PO3MIMPEHHS 1 TTOTJIMOJICHHS TPYH CHO-
’KUBaUiB IIbOTO TOBAPY);

— «CTapuil pMHOK — HOBHUH TOBap» — PO3IIMPEHHS, PO3POOKa, OCBOEH-
Hsl, BUIYCK SIKICHO HOBHX TOBAapiB JIJIsl IbOT'O PUHKY;

— «moaudikaIis» Ta BOIPOBAIH)KEHHSI HA PUHOK HOBUX TOBapiB B YMO-
BaxX 3aCTOCYBaHHS SIK NPSIMUX, TaK 1 MPUXOBAHUX METOMIB KOHKYPEHTHOI
00poTHOU (3HMIKEHHS 111H, MPOJIaXK TOBAPIB KPaIloi SIKOCTI 3a TUMH X IIHA-
MU, HaJIaHHS TIOKYIII0 TPUBAJIUX TapaHTIM, CIIOKUBUYMX KPEAUTIB, OE3KOIII-
TOBHMX CYIYTHIX MOCIYT TOIIIO);
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— «HOBUU PUHOK — HOBUI TOBap» BMMAarae 3Ha4HUX PECypcCiB 1 BUPOO-
HUYUX TOTYXKHOCTEH, HEOOX1THUX JIJIT MaCOBOT'O BUITYCKY HOBOT'O BUPOOY Ta
30yTy MOr0 Ha pUHKaX, MOKH III€ HE 3aXOIICHUX (HipMOIO-KOHKYPEHTOM.

[cHytOTh Taki piBHI HOBU3HHM MPOAYKTY, SIKI BiJIOOPa)KarOTh CTYITiHb
HOBOBBEJICHb:

— «TOHEPHA MPOMYKILis» — 11 3aBAaHHS — 3aBOIOBATH JIIJIEPCTBO HA PUHKY;

— «BHUPOOHUIITBO HOBOI MPOJYKIII(» — MPOCTIIIE TOBAP, OPIEHTOBAHUM
Ha KpaiHu, 1110 PO3BUBAIOTHCA (PYy4Hi KacOBI amapaTH, HeeJIEKTPUYHI IIBEHH1
MAIIIMHKH );

— «TOBAp PUHKOBOI HOBHU3HW» — TOBap, 3[aTHUM MIJHATHU HA HOBUH
AKICHUM 111a0esib, 3aJI0BOJICHHSI 3BHYAHOi (B1IOMOI) MOTpeOU BIAKPUTH
nepesl OJHUMH CIIOKMBAYaMH MOKJIUBICTh 3aJI0BOJIbHUTH aOCOJIOTHO HOBI
noTpedu, repes| IHIUMHU — BIIOMY MOTPeOY Ha O1IbIIT BUCOKOMY PIBHI.

[lepiogu4yHO CIiJ OI[IHIOBATH ICHYIOUY NEPCHEKTUBHY KOHKYPEHIIIIO
TOBapy 1 MOpUiIMaTH pIlICHHS MPO TMOAaNbIIe BUPOOHUIITBO TOBApYy Ha
EKCIIOpPT, MOro MOJEpHI3allilo [JIsi TMEPETBOPEHHS Ha TOBAp PUHKOBOI
HOBU3HHU, 3HITTS 200 3aMiHY HOBUM TOBapPOM.

ITutaHHs 1J1s1 CAMOKOHTPOJIIO

1. OxapakTepu3ylTe MI>XKHAPOIHUN MapKETHHTOBUI KOMILJIEKC.

2. CKUIbKM €JIEMEHTIB BXOJUTh JO KOMIUIEKCY MIXKHAPOJIHOTO
MapKETHUHTY?

3. JlaiiTe XapakTepUCTUKY €JEMEHTIB TOBAapy B MIXKHAPOJIHOMY
MapKETHHTY.

4. Ha3zBiTh rpynyBalibHI O3HaKW TOBAPY B MI)KHAPOJHOMY MAapKETHHTY.

5. JlaiiTe BU3HAYEHHS €KCIIOPTHOTO TOBAPY Ta MIKHAPOIHOI TOBAPHOI
TTOTITHKH.

6. Uu icHye 3B’SI30K €JIEMEHTIB TOBapy 3 MOro KOHKYPEHTOCTIPOMOXK-
HICTIO Ha CBITOBUX puHKax? B womy BiH nossrae?

7. Po3kpwuiiTe CYTHICTH 1 Ha3BiTh BHUJM TOBAPHOI MOJITHKH B MiXKHa-
POJTHOMY MapKETHHTY.

8. Ha3zBiTh BUIM TOBAPHOI MOJITUKY Ta ii OCOOJIUBOCTI.

9. JlaiiTe BU3HAYEHHSI MI>)KHAPOAHOI TOBAPHOI CTpaTerii.

10. Ha3BiTh TUIM TOBapHUX CTpaTETii.

11. Y yomy nepeBaru Ta HEJIOJIIKK CTaHIAPTU3AIII1?

12. [llo Take amamTailisi ToBapy s 3apyOiKHOro puHKy? HapeniTh
MIPUKJIA]IN.

13. SIxi piBHI HOBU3HM MPOAYKTY, IO BiJOOpa)kat0Th CTYIIHb HOBOB-
BeJlcHb Bu 3Haere?



TeMma 6

MIKHAPOZHA 3bYTOBA ITIOJIITUKA

6.1. Po3po6Kka Ta oprasisaiiis 36yToBOi IOJIITUKHA

30yroBa moiiTHKa (ipMH TOBAPOBUPOOHHKA HEPO3PUBHO TOB'I3aHA,
3 0IHOTO OOKY, 3 po3MipamH, AUHAMIKOI, CTPYKTYpPOIO MOMUTY CIIOKHUBaYiB
Ha IIJIbOBOMY PHHKY, 3 IHIIIOTO — 3 BJJACHUMH BUPOOHUYHNMH MOKJIMBOCTSIMHU.

[Tonituka posnoauty (30yTy) B MIXKHAPOJAHOMY MApKETHUHTY — 1€
CYKYITHICTh 3aXO0JiB, HEOOXITHUX BUPOOHUKY JJII JOCTaBKM TOBApIB Ha 3a-
PYODKHHUN PUHOK MPSIMHUM a00 HEMPSIMUM IIISAXOM (CaMOCTIiHO abo 3a JI010-
MOT'010 ITOCEPETHHUKIB).

[istMA MI>KHApPOJIHOI CUCTEMHM PO3TOJILTY TOBAPIB / TIOCHYT €:

— MakcuMizalisi 000poTy;

— 30UIbIICHHS PUHKOBOI YaCTKU (PipMu;

— MiHIMI3a1lig 30yTOBUX BUTPAT;

— CTBOPEHHS Ta MIATPUMKA MIPECTUKY 0OpAHOr0 KaHay 30yTY;

— JIOBFOCTPOKOBI 3B'SI3KM yCEpPENIUHI KaHaly TOBApOPYyXY 31 30€peikeH-
HSIM MOr0 THYYKOCTI;

— ONTUMI3allis KIJIBKOCTI 30yTOBUX MOCEPEIHHKIB, Ki O€pyTh y4acTh
y MPOIIEC1 PO3IOJILTY TOBApY.

3aiadi MOJITUKYU PO3MOJILTY MOIATaI0Th Y BUOODI:

— CHCTeMH po3noainy (IeHTpali30BaHui a00 JeIeHTPaIi30BaHUM );

— (¢opMu oprasizaiiii po3nojiuty (BjacHi a00 CTOPOHHI OpraHu MPOaaXKYy);

— KaHay 30yTy (IpsIMUN 9U HENPSMUIA).

OcHoBHa (yHKIIIsS 30yTY — IOBEJICHHS TOBAPy J0 KIHIIEBOT'O CIIOJKMBAYA.

[TigmpreMCTBO MTOBUHHO MPArHyTH 3BECTH BUTPATH HA 30yT J10 MiHIMY-
My, TIOTIEPETHHO TTPOIPAIIOBABIIY TaKi MATAHHS MAPKETHHTY, SIK BU3HAYCHHS
moTped IOKYIIIIB, pO3p0oOKa 1 BUITYCK HEOOXIJHMX TOBApiB, BCTAHOBIICHHS
MPUHHATHOIL LIHY, TOMTHPEHHS BIIOMOCTEH PO JTIOCTOIHCTBA TOBApY.

Po3pobka MixHapoaHoi 30yToBOi momiTHKU (sales policy) mMae Ha MeTi
BHU3HAUEHHS ONTHMAJIbHUX HAIpPSIMKIB 1 3ac001B, HEOOXITHUX JJIs 3abe3rie-
YeHHs HaOLIBIIO1 €(heKTUBHOCTI MPOIIeCY MPOHUKHEHHS Ha 30BHIIIHIN PUHOK.
VY mportieci po3poOKu MIXKHAPOIHOI MOJIITUKK 30yTy (pipMa MOBUHHA MPUHAMATH
1 peayli3oByBaTu PIIIEHHS MPO KaHaIM a0o0 NUIIXH 30yTy, TOOTO poO3po0IsTU
cucteMy (hi3UYHOro MepeMillieHHs TOBapy 0OpaHUM KaHAJIOM 30YTY.
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Oco0nuBOCTI OpraHizalli M>KHAPOAHOTO PO3MOIiLTY TOBapIB 3 YpaxyBaH-
HSIM TJ100ami3alli MiXKHapOJHOTO MapKETHUHTY IIpeJICTaBlieH1 Ha puc. 6.1.

— > [Tporec po3poOku cTparerii Mi>KHApOAHOTO PO3MOALUTY TOBAPIB
AHaii3 B,H619v . YrpaBninus
tbaxTopis, 1m0 »| oOpraizamiifHO1 > KAHATIOM
BILIMBAIOTh Ha bopmu Ta pO3MOILTY
| BuOIip KaHamy yqaCHm(lB B MDKHApOJHOMY
KaHaIIiB
TOBApPOPYXY MapKETUHTY
TOBApPOPYXY
- OTpuMaHHA JOCTYIY 0 KaHaJlB MIKHAPOIHOTO PO3IOALTY TOBapiB

|

MuikHapo/aHa joricTuka (IPOeKTYBaHHS 1 peaji3alis
JIOTICTUYHUX MPOIIECIB)

OO0k TeHJEHIIH Y pO3BUTKY INI00AJILHOTO PO3MOILTY TOBapIiB
Y MDKHapOJIHOMY MapKETHHTY

Puc. 6.1. Ocobrusocmi opearizayii MiscHapoOH020 pO3N00iLy Mmosapis

Po3pobxka it 06rpyHTYBaHHS M1)KHAPOIHOI 30yTOBOT MOJIITUKU JTIO3BOJISIE
BUPIIINTH TaKl MUTAHHS CTOCOBHO KOHKPETHOI'O TOBAapy abo IpyIu TOBAPIB:

— BUOIp 3aKOPAOHHOIO I1JILOBOTO PUHKY 200 HOTr0 CEerMeHTa;

— BHOIp cucTeMu 30yTy Ta BU3HAYEHHS HEOOX1THUX (pIHAHCOBUX BUTPAT;

— BUOIp KaHaJIB Ta METOIB 30yTY;

— BHUOIp CIIOCcO0y BUXOY;

— BUOIp Yacy BUXO.Y;

— BU3HAUYEHHS CUCTEMM MIXHAPOJHOI'O0 TOBapooOOIry 1 BUTpaAT Ha JOC-
TaBKYy TOBapy CII0KUBaYY;

— BU3HA4YCHHsS (POpM 1 METOAIB CTUMYJIIOBAHHS 30yTy Ta 00CATY HEO0O-
X1HUX JUIs 1IbOT0 BUTpAT [ 14].

3niiicHeHHssT 30yTOBOi TMOJITUKU CYO'€eKTaMH PUHKY 3J1HMCHIOETHCS
B K1JIbKa €TalllB, a caMe:

— IOCTAaHOBKA 3aBJaHb 30yTOBOI MOJITUKHY;

— BHMOIp KaHaJIB pyXy TOBapy;

— BUOIp METOIIB 30yTY;

— BUOIp MOCEPETHUKIB;

— BU3HauYeHHs (GOpMH poOOTH 3 TOCEPETHUKAMU.



54 MDKHAPOJHWH MAPKETHUHT

6.2. MeTo¥ Ta KaHaJ/IX PO3MNOAINY

Metoau 30yTy B MIXKHApPOJHOMY MAPKETUHTY MOAUISIOTHCS Ha:

1. IIpsamuii (Oe3mocepeHiin) 30yT mepeadadae, mo BUPOOHUK ITPOTYK-
i BCTynae B 6e3mocepeHi BIIHOCHHU 31 CIIOKMBayaMU TOBAPIB Ta MOCIIYT
Ta HE BJIAETHCS JI0 TTOCITYT HE3AJIEKHUX MTOCEPEIHUKIB (METOI MOIIUPEHUI Ha
MaJUBHOMY, MAllTUHOOY/IIBHOMY, CHDOBUHHOMY Ta 1HIIIMX PUHKAX).

[lepeBaroro € MOBHUI KOHTPOJIb MPOIECy 30yTy BUPOOHUKA Ta MOMKIIH-
BICTh IIBUKOTO PearyBaHHs Ha 3MIHU CIIO)KMBYOTO PUHKY.

HenonikoM € oOMexeHe KOJI0 CIOXKHBaudiB TOBApPY, MIPUUOMY CTBOPEH-
HA BjacHOi 30yTOBOi Mepexi Ha iX OOCIyroBYBaHHS BUMAara€ BEIUKHX
BUTPAT MOPIBHSIHO 3 OYIKYBAaHUMU 00CSITaMH MPOaxKiB.

2. Henpsmuii 30yt nepeadauae, 1m0 BUPOOHUK TOBAPIB KOPUCTYETHCS
TUTLKYU TIOCIIyTaMU PI3HOT'O POIY HE3ICKHUX MTOCEPEIHUKIB.

3. KombinoBanu#i (3minranuii) 30yT, Mpu SKOMY BHUPOOHUK BUKOPHC-
TOBYE MOETHAHHS SIK MPSIMOT0, TaK 1 HEMPSMOT'O METO/IiB 30YTYy.

Kanan po3nonauty B Mib>KHapOJJHOMY MapKETUHTY — 1€ CYKYIHICTh (ipM
abo okpeMux oci0, 0 OepyTh y4acThb Yy MpPOIIECl MPOCYBaHHS TOBApYy BIJ
BUPOOHUKA JI0 criokuBaya. KaHanm XxapakTepu3yeThbCsl TAKUMH MapaMeTpaMu,
SK PiBE€Hb, IPOTSHKHICTD 1 ITUPHUHA.

PiBeHb kaHally — 1€ YYaCHUK PYyXy TOBapy, 110 BUKOHYE Ty UM IHIILY
G yHKIII0 3 HAOIMKEHHSI TOBAapy JI0 CIOXKKUBava. | cam BUPOOHMK, 1 CTHIOKHU-
Bau, BKJIFOYAIOTHCS JI0 CKJIaay OYyJb-IKOTrO KaHaly SIK HYJIbOBUH a00 OCTaH-
HIM piBHI BIJMIOBITHO, OCKIJIbKH BUKOHYIOTbH IIEBHY POOOTY.

VY Teopii MiXKHAPOTHOT'O MAPKETUHTY PO3PI3HSAIOTH TPU TUIH YYaCHUKIB
(piBHIB) KaHAIIB TOBAPOPYXY:

— BJIACHI OpraHu 30yTYy;

— CTOPOHHI 30yTOB1 MOCEPETHUKY CBOET KpaiHH;

— 30yTOBI ITOCEPETHUKH 32 KOPJIOHOM.

[IpoTsxHICTh (HOBXMHA) KaHATy — II€ KUIBKICTh IMPOMDKHHUX PIBHIB
(OCepeTHUKIB).

[MupuHy KaHady XapakKTepu3ye KUIbKICTh HE3AJIC)KHUX YYaCHUKIB
30yTy KOHKPETHOTO piBHS. M1KHAPO/IHI KaHAJIM TOBAPOPYXY BUTJISIAIOTh, SIK
MPaBUJIO, TAKUM YMHOM (puc. 6.2).

OOpani kaHaIU PO3MOLTY MOBUHHI 3a0€3MEYUTH BUPOOHUKY TEPUTO-
plajbHE OXOIUICHHS I[IJIbOBOTO PUHKY (200 CErMeHTa) MPU HANMEHIIUX BUT-
paTax pyxy TOBapy, Kl po3paxoBYIOThCA 10 GOPMYJIOL:

N=T+C+H, (6.1)

ne /1 — cyma BUTpaT TOBapOpyXy;
T — TpaHCTIOPTHI BUTpATH;
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C — ckJ1aJIchbK1 BUTpATH;
H — BapTicTh 3aMOBJIeHb, HEBUKOHAHHMX Y TapaHTOBAH1 CTPOKH.

Bupobuuk Bupo6uuk Bupobuuk || Bupobuux BupoOuuk BupoOuuk
v v
Excnoprep || Excnoprep
A v
ImmopTep ImmopTep
A v A A 4
3apyOixkuuii 3apyOiKHH 3apyOikuuii || 3apyOibkHMIMA
OITOBHiA i1 onToBMi ONTOBUIA ONTOBUIA
TOPTOBEIL TOPrOBELb TOPrOBEIBTO TOPT'OBELIBT
A 4 A 4 A 4 v v
3apyOixHuit 3apyOixHuUi 3apyOixHuit 3apyOixHuit 3apyOixHuit
o o 031piOHUH 03ApiOHUH 031ApiOHUH
po3apioHMI po3npioHMIA po3Ip po3Ip po3apio
TOPTOBCUb TOPTOBCUb TOPTOBCUb
A 4 v v A 4 v v
CnoxwuBau || CnoxwuBau || CnoxuBau || CrnoxuBad CnoxxuBau CnoxxuBau

55

Puc. 6.2. Buou xananie pyxy moseapis y MidCHaAPOOHOMY MAPKEMUH2)

Jlo HalOUIBII MOMIUPEHUX KPUTEPIIB BUOOPY KaHAIIB 30yTy, Kl BUKO-
PUCTOBYIOTHCS ITPU OOIPYHTYBAHHI CTPATET1i pO3MOIIJICHHS, HaJeKaTh:

— BUTpATH (OIJIaTa MOTOYHOI AiSTIbHOCTI TTOCEPETHUKIB);

— KOHTpOJb (ipMH 3a AISUTHHICTIO TOCEPEIHMKA 1, BIJAMOBIIHO, HOTO
KOHTPOJIb 32 CTAaHOM PUHKY;

— OXOIUICHHSI PUHKY (MOXKJIMBICTh JOBEJCHHS MPOAYKII 0 IeBHOI
KIJIbKOCT1 CIIOKMBAYiB).

VY MDKHApOAHIN MPaKTUIll CYKYIMHICTh IIUX KPUTEPIiB OTpUMaia Ha3By
koHrenmii «3C» 30yTy: cost — BUTpaTu, control — KOHTponb, coverage —
OXOIUICHHS. BunbIl rpyHTOBHUM MiIXiJ A0 BHOOPY KaHaly 30yTy OTpuUMaB
Ha3By «6C».

VY npomy Bunajzky no eiaeMeHTiB «3Cy» n1oaar0ThCs:

— capital — HeoOXi1H1 IHBECTHUIIIT AJ11 CTBOPEHHS (MO0YI0BU) KaHATY;

— character — xapakTep kaHaiy, HOro BIANOBIIHICTH BUMOTaM TOBapy,
(bipMU-TTPOJIABIIS Ta PUHKY;

— continuity — cTaOUIbHICTh, OpIEHTAIllS MOCEPEIHUKA HA JOBIOCTPO-
KOB1 BIJJHOCHHH.

Kpurepiem edexkTuBHOrO BUOOPY KaHaiB 1 METOAIB 30yTy TOBapiB Ha
30BHIIIHEOMY PHUHKY € HIBUJIKICTh TOBAapoOOIry, piB€Hb BHUTpPAT 0OOOPOTY,
o0Ocsru peamizarii NpoAyKIlii, oOpaHa MMOJITUKA PO3MOLTY ToBapy [14].
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6.3. 30yTOBi MApPKETHUHIOBi CHUCTEMH

[Ipu B3aemofli «BUPOOHUK—CIOXKHUBAY» BUJIUISIOTH MapPKETUHIOBI
CUCTEMHU:

1. Tpaouuinuni nependayaroTh BIJICYTHICTh KOOPAMHAIIIMHOTO LIEHTPY
Ta/a0b0 cremiajlbHO CTBOPEHOI0 MEXaHI3MY Y3TOJIKEHHS /il yYaCHHUKIB KaHa-
Jy PO3MOLTY.

2. Bepmukanvni mapkemunzoei cucmemu (BMC) nepenbadaroth
MMOBHY a00 YaCTKOBY KOOpJWHAIlIO (DYHKIIA y4aCHUKIB KaHAy PO3MOALTY
3 METOI0 €KOHOMIi Ha omepalisix i MOCUJICHHS BIUIMBY Ha PUHOK. ICHYIOTH
Tpu GOPMH BEPTUKAIBHOI KOOPAUHAITI:

— KOpnopamusHi (iHmezpoeamni) 6epMUKAIbHI MAPKEMUH208I Cucmemu
(SIK1 HAJIEXKaTh KOMIIaH1sIM) Tiepe10ayaroTh KOHTPOJIb OJHUM BJIACHUKOM CHC-
TEMH PO3MOJILTY, SKOMY HaJIe)KaTh pO3JApiOHI Mara3uHM, 3a BciMa CTadisIMH
BUPOOHUIITBA 1 30yTY;

— AOMIHICMPaAmMueHi  (KOHMPOJLOBAHI) BEePMUKANbHI MAPKEMUH2O08I
cucmemu — dopma 1HTErpamii (QyHKIH po3Moally, fSka He mnepeadadae
JOTOBIPHUX 3000B'I3aHb Ta ICHYE 3aBISKH BUCOKIN peryTallii OJHOro 3 yJac-
HUKIB cucTeMu. Ponp jigepa mpu 1bOMY HAJIEKUTh OJHOMY 3 HailMo-
ryrHimux ydacHukiB cucteM (L'OREAL, PROCTER & GAMBLE Tomio).
[Ipu upomy mdifiep OTpUMYE MIATPUMKY MPOJABIIB Yy BUTJIAAI BUIIJICHHS
TOPrOBEJILHOI TUIOIII, OpraHi3alii eKCIOpTy TOBapiB, 3aXOJIB IIOJO0 CTH-
MYJIFOBaHHS 30YTY;

— 00206IipHi (KOHMPAKMHI) 8ePMUKAIbHI MAPKEMUH208l CUCmeMu —
HE3JIC)KHI YYaCHUKU KaHally (BUPOOHHMKU ab0 MOCEPETHUKH) MIIMUCYIOTh
KOHTPAKTH 3 IHIIMMHM TOCEPEIHHKAMH, B SIKMX JOKJIAJHO BU3HAYAIOTHCS
IpaBa Ta 000B'SI3KM YYACHHKIB 3 METOI KOOPAUHAIT (PYHKIIIN pO3TOALTY.

Oco06ymBo0  (OpMOIO  JTIOTOBIPHUX BEPTUKAIBHUX MAaPKETHUHI OBUX
CUCTEM € (ppanwmusni (ppanuaiizunzosi) cucmemu (Bia gpani. franchise —
nuibra; Bia aHri. franchising) — mepenbadaroTh nepenady (QpaHIIu3epoOM
(BupoOHUKOM abo0 mpojaBieM) dpaHmm3u (JIileH3ii) Ha MpaBoO MPOJIAKY
CBO€T TIPOJIYKIIIT M1 HA3BOIO KOMIaHIi ydaCHUKaM KaHaiy (ppaH4aii3i, HaIl-
pUKIIaZl, PO3APIOHMM MarasuHam), SKMM 4YacTO HaJalOThCS EKCKJIFO3UBHI
MpaBa Ha MEBHINA TEPUTOPIi.

3. I'opuzonmanvhi mapxkemunzosi cucmemu (I'MC) — nepenbadaroTh
o0'eTHAHHSI 3YCHJIb KOMIIAHIM OJHOTO PIBHS ISl OCBOEHHS HOBUX MapKe-
TUHTOBUX MOKJIMBOCTEM.

4. bazamokananvHi MapKemMuHz06i cucmemu — KOMOIHOBaHA MapKe-
THHIOBa CUCTEMa siKa nepeadayac BUKOPUCTAHHS KIJIbKOX KaHAJIB PO3MOJILTY
JUTSI OXOTUICHHS PI3HUX CETMEHTIB PUHKY.



TEMA 6. MixxnapojHa 36yToBa MOJIiTUKA 57

6.4. MixkHapoHi cTparerii po3noainy

[Ipu BuOOpI HEMPSIMOIro KaHAy PO3MOALTY MiANPUEMCTBA-BUPOOHUKU
0o0MparOTh TaKi CTpATErii OXBaTy 3apyO1’KHOT'O PUHKY:

— IIUPOKOTro (EKCTEHCHUBHOT0) 30yTy — PO3MIIICHHS 1 peaizalis
TOBapy Ha OyIb-IKUX (ipMaxX-ocepeaHUKaX, K1 MalOTh OakaHHS Ta 3/JaTHI
30yBatu ToBap. Came Tak HaiyacTillie MOMMUPIOIOTHCS TEXHOJIOTTYHO MPOCTI,
IpiOH1 Ta HEJIOPOT1 BUPOOU MacOBOTO MOMHUTY;

— BUOIPKOBOTO (CEJIIEKTUBHOI0) 30yTy — BUOIp OOMEXEHOI KUIHKOCTI
MOCEPEAHUKIB 3aJIEKHO BIJ] XapakTepy iX KIIEHTYPH, MOXKJIUBOCTEH 0OCIy-
TOBYBaHHS 1 PEMOHTY MPOMAYKIIii, piBHS MIATOTOBKM TepcoHany. Lls gopma
3aCTOCOBYEThLCS TOJ1, KOJU TOBAPU BUMAraroTh CIEIiaIbHOTr0 00CIyroByBaH-
Hs, 3a0€3MEeUCeHHs 3am4acTUHAMU, CTBOPEHHS PEMOHTHUX MalcTepeHb abo
CEPBICHUX ILIEHTPIB, CHEIialbHO HABYEHOTO CEPBICHOTO nepcoHany. Bona Bu-
rigHa npu 30yTi AOPOTHX, MPECTUKHUX TOBAPIB, 110 BUMAararTh BIJIIO-
BIJTHOI'O OTOYEHHS,

— BUHSTKOBOTO (€KCKJIFO3UBHOTO) 30yTy — BUOIp OJTHOT'O TOPTOBOIO I10-
CEpeIHUKA B IIbOMY PET10HI, SKOMY HaJIa€ThCsl BUKIIIOYHE MPABO MPOJIaBaATH
MPOAYKIIII0 BUTOTOBIIOBada. OCoOIMBOIO (POPMOIO €KCKJIIO3MBHOI CTpaTerii
€ (hpaHYaM3HHT.

ITutaHHs 1151 CAMOKOHTPOJIIO

1. 'V domy nossirae posib 30yTOBOI MISUTbHOCTI MIKHAPOIHOTO MAPKETHHTY ?

2. JlaiiTe BUBHAYCHHS MOHATTS «30yT» Ta «30yTOBA MISUTHBHICTBHY.

3. JlaiiTe BU3HaUEHHS MOHSTTS «30yTOBA MOJTITHKAY.

4. OxapakTepusyiTe 3aBJaHHS 30yTOBOi ITOJITUKHU 1 il METOAU B MiX-
HapOJHOMY MapKETHHTY.

5. ¥V yomy nmossirae MeTa Ta 3ajiaul M>KHAPOJAHOI 30yTOBOI MOTITUKH?

6. Ha3BiTh eTanu 311iiCHEHHs 30yTOBOT MOJIITUKHU.

7. llepeniuiTh BUJM KaHAIIB TOBAPOPYXY 1 METOIU PO3MOJLIY B MIXK-
HapOJHOMY MapKETHHTY.

8. OxapakTepu3yiTe KaHaJu PO3MOALTY B MKHAPOIHOMY MAapKETHHTY.

9. Slki kpuTepii BIUIMBAaIOTh HAa BUOIp KaHAIB 1 METOIB 30yTy?

10. Ha3BiTh BUIU MApPKETUHTOBUX 30yTOBUX CHUCTEM.

11. Ha3BiTh cTparerii, 1110 BUKOPUCTOBYIOThCA Y MIKHAPOAHIN 30yTOBIM
TIAIBHOCTI.



Tema 7

[HIHOBA ITOJIITUKA

7.1. IIoHATTSA Ta 0COOGJIMBOCTI CBITOBUX IIiH

[{ina — 11e TpoIIOBUI BUpa3 BapTOCTI TOBapy, TOOTO KIIBKICTh TPOIIIO-
BUX OJIMHUIIH TIEBHOI BAJIOTHOI CUCTEMH, SIK€ MA€ CIUIATUTH MOKYIIEIh MPO-
naBIio 3a ToBap. L{iHu 1 I[IHOBA MOMITHKA € OJHUMH 3 TOJOBHUX CKIJIQJIOBUX
MapKETHUHTOBOI JISJTbHOCTI.

3oenimunbomopzosenvna yina — 11Ha TOBapy, 3a SKOKO BiH peai3y-
€ThCS HA 30BHIIITHLOMY PUHKY.

OCHOBOIO )11 PO3PAXyHKY €KCIOPTHUX UM IMIIOPTHUX I[IH y 30BHIIII-
HbOTOPTOBEJIbHIM MPAKTUI[l BUCTYMAIOTh I[IHU OCHOBHUX TOBAPHUX PUHKIB,
K1 € TOKa3HUKaMH, 110 BIJOOpakaloTh CEPEIHbOCBITOBI YMOBH BHPOO-
HUIITBA, peajizailii Ta CIOXUBAaHHSI KOHKPETHUX TOBApiB. 3 METOK OOMIHY
Ha €KBIBaJICHTHIN OCHOBI TOBapH OIIHIOIOTHCS B I[IHAX CBITOBOTO PHHKY.

[lix CBITOBOIO I[IHOIO PO3YMIIOTH TPOIIOBE BUPAKEHHS 1HTEPHAIIIO-
HaJIbHOI BapTOCTI Peaji30BaHOI0 Ha CBITOBOMY PHHKY TOBapy.

Ha mpakTuili cBiTOBUMU I[IHAMHU Hal4yacTillle BBAXKAIOThCS €KCIOPTHI
I[IHM OCHOBHMX IMOCTA4YaJbHUKIB TOBAPY Ta IMIIOPTHI I[IHU B HAaWBaKJIUBIIITNX
IEHTpax CHOKUBAHHA 1ILOTO TOBAapY, a TAKOX I[IHU TOPTiB HA BEJIIMKUX Oip-
ax a0o aykimioHax. Ha piBeHb CBITOBHX IIiH BIUIMBAIOTh BaJIOTA IIATEXKY,
YMOBH PO3PAaXyHKY 1 ITIOCTABKH, MICII€ Ta Yac MPOAAXKY i 1HIII (haKTOpH.

Oco06JMBOCTI CBITOBHX I11H:

— CBITOBA I[1HA BIIXWISIETHCS BiJ] BHYTPIIIHBOI. BHYTpIlIHI 1iHU TPYH-
TYIOTBbCSl Ha HalllOHAJbHIM BapTOCTI, @ CBITOBI Ha IHTEpHAIllOHAIBHIN. SIK
MPaBUJIO, CBITOBA IliHA HWKYE BHYTPIHBOI (pubauzHo 30 %), 1mo mnos's-
3aHO 3 BHUCOKMM piBHEM TapudHuxX 1 HeTapudHUX Oap'epiB mpu BBE3EHHI
TrOTOBOI IPOIYKIIIi;

— MHOXXHHHICTh CBITOBHUX IIiH Ha OJIHI1 ¥ Ti ) ToBapu. L{e 06ymoBiIeHO
PI3HOIO SKICTIO, PI3HUMH YMOBAaMH 1 TEpMiHAMHU MTOCTABOK, YITAKOBKOIO TOIIIO;

— MBHUJKE «CTApiHHS» CBITOBUX IIiH, IO BigoOpa)kae 3pyIISHHS
B KOH'IOHKTYp1 TOBapHMX PHUHKIB. Tak, Ha JesiKi pyXJuBi1 Oip>KOBI TOBapu
IIIHU TIPOTSTOM JHS 1HO/1 KoJMBaroThes B Mexkax 100 % 1 OiibIie.
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CyTb 1 npu3HAYEHHS [IHOBOI MOJIITUKU B MIKHAPOJIHOMY MapKETUHTY
noyisirae 'y (opMyBaHHI THYYKOi IIHM Ha TOBapH BIAMOBITHO 1O BUMOT
CIIOKMBAYiB, IO MOCTIMHO 3MIHIOIOTHCS, sKa O 3abe3reunsia KOHKYpEHTO-
CIIPOMOKHICTb 1 CTaOUIbHE MOJIOKEHHS HAa PUHKY IIbOMY TOBapy (puc. 7.1).

BusHaueHHs LUTBBOTO PUHKY (CETMEHTa CBITOBOTO PUHKY)

A4

AHani3 CIpURHATTS TOPrOBEIbHOT MAapKU

\Z

Kputnununii anami3 iHIIAX €IEMEHTIB MAPKETHHIOBOTO KOMILIEKCY
(ToBap, MPOCyYBaHHS, KaHAJU PO3MOALTY)

NS

@dopMyBaHHS 3arajbHOi MOMITUKHU LIHOYTBOPEHHS

2

BusHaueHHs 1iied IHOyTBOPEHHS

2

JlocmimkeHHs: 00OMEKEHb

2

Bubip Metony po3paxyHKy LiHH

2

dopmyBaHHS I[IHOBOI CTpaTerii

2

BcranoBiieHHS [IHA

N/
PEAJII3AIIA IIIHOBOI CTPATET'I

Puc. 7.1. I[locnioosnicme mapxemuneo8ux Oitl

[HTepHalioHaIbHA BAPTICTh — 11€ CYCHIJILHO HEOOXIJIHI BUTpaATH Iparl
Ha BUPOOHUIITBO TOBApy IPHU CEPEIHHOCBITOBUX YMOBaX BHUPOOHUIITBA 1 Ce-
PEIHBLOCBITOBOMY PiBHI MPOAYKTHUBHOCTI TTpaIll.

dakTUYHA CBITOBA IliHA — II€ I[IHA Y BUIBHO KOHBEPTOBAHINA BaIOTI,
3a SIKOIO 3JIIMCHIOIOTHCS BEJIUKI €KCIOPTHI Ta IMIOPTHI oreparlii B OCHOB-
HUX IIEHTpPax CBITOBOI TOPTiBJI Ha yMOBaX, 3BHYAMHUX IS OUIBIIOCTI
TOBapHUX PUHKIB.



60 MDKHAPOJHWH MAPKETHUHT

7.2. BUuau CBiTOBMX IIiH

[{inu B M>KHApOJHINA TOPTiBJI1 3aJ€KHO B1Jl OCOOJUBOCTEH PUHKIB, 1€
BOHU 3aCTOCOBYIOTHCS, MOAUISIIOTHCS Ha I[IHM BUIBHOIO PUHKY 1 IIIHU 3aK-
PUTHUX PUHKIB.

J10 11iH BITLHOTO PUHKY HaJIEXKAaTh:

1. JloBigkoBi LiHK — O(IiAHO OMyOJIIKOBaHI I[IHU TOBapiB y BHYT-
PIITHIM onTOBI1H a00 30BHIIIHIN TOPriBII 3apyOi>KHUX KpaiH.

2. Bip:kOB1 KOTUpPYBaHHS Ta ILIHU AYKI[IOHIB — I[IHU peajJbHUX YroJl Ha
Oip>kax M aykIlioHax, IO 3JIMCHIOBAIIMCS Ha YHI(IKOBAaHMX yMOBax MO0
SAKOCTI TOBapy, OOCSTIB 1 TEPMIHIB IOCTAaBKH, BAJIIOTH IUIATEXKY TOIIO.
3aCTOCOBYIOTHCSI B CBITOBIM TOPTIiBJIl JjIsl ITUPOKOTO KOJIa CHPOBUHHUX TOBA-
PiB MIHEPAIBHOTO 1 CLILCHKOIOCIOIAPCHKOTO MOXOKEHHS.

3. IliHM MDKHApOAHUX TOPTiB, $IKI 3aCTOCOBYIOTHCS TIPU TOPTiBIi
rOTOBUMU BHPOOaMH, OCOOJIMBO MaIlIMHAMU Ta 00JIaTHAHHSM.

4. I{iH1 mpomno3uIliii BeIuKkux (ipM, Mo CyTi, MalOTh XapakTep JOBij-
KOBHX IIIH 1 Mij 4ac MEeperoBOpiB 3HWKYIOThCS (3a3Buuail B Mexax 10 %).
AJie BOHM BC€ X BIJIPI3HSIOTHCS BiJ I1iH, III0 HABOJSATHCS B MPEUCKypaHTaX
1 karamorax (¢ipMm, TUM, IO OPIEHTOBAHI HAa KOHKPETHOTO MOKYIIS ¥ iXx
MyOiKaIlis Ma€e MEHII PETryIIpHUM XapakTep. 3'SIBISIOTHCS B OCHOBHOMY
B CIICITIaJII30BaHIi rajry3eBiil mpeci.

5. Ilian GaKTHYHUX YTOJ, K IPABUIIO, HE PO3TOJIOMIYIOThCS. IX MOXKHA
J3HATHUCS JIMIIE PETYISIPHO BUCTYIMAKOYM HA BUIBHOMY MIKHApPOJHOMY PUH-
Ky B POJI HE3aJCKHUX IMPOJABIIB a00 MOKYMIlIB. 3IiCTaBJICHHS LHX IIIH
3 JIOBIIKOBUMH JIa€ MOYKJIMBICTh OLIBII IMPaBUJILHO BCTAHOBUTH PIBEHB IIIHH
B KOHTPAKTI.

6. Po3paxyHKOBI 111HH 3aCTOCOBYIOTHCS TOJI1, KOJIM BIJICYTHSI HEOOXiHA
IiHOBa 1HQopMaillis, aHaji3 $KOi J03BOJsiE€ 3pOOUTH OOIPYHTYBaHHS
30BHIIIHHOTOPTOBEIILHOI IIIHU 110 KOHKPETHIM orepartii.

[{inu 3aKpUTUX PUHKIB OAUISIOTH HA:

1. Tpancdepni 1iHu (TOProBi IiHU B cepenuHi ¢ipMu), sKi 3aCTO-
COBYIOTHCSI B yrojax, fKi € y pi3HUX KpaiHaxX MiJApo3JuJIaMHU OJHI€T U Ti€l kK
MIDKHAPOJHOI KOPIOpaIlii 3 METOI PE3yIbTYIOUOro BUTpAIlly B IPUOYTKY 3a
paxyHOK MiHIMi3allil MOJaTKiB 1 Tapu(iB.

2. PerioHanpHi IIHU, SIKI BHUKOPHUCTOBYIOTHCS PI3SHUMU TOPTOBUMU
0JIokamMu B yrogax Mk KpaiHaMH, 110 B HUX BXOJISTb.

3. Ilpedepeniiitai (MJIbroBi) MiHH, BCTAHOBIIOIOTHCS MDKYPSIOBUMHU
yrojiaMM II0JI0 MOCTaBOK TEBHUX BHUIIB ToBapiB. OCOONMBICTIO TaKUX IIiH
€ 1X MiHIMaJIbHUI Pi1BEHb.
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7.3. MeTOoAM 1IiHOBOI NOJIITUKH

MixxHapoaHa MOJITHKA [IHOYTBOPEHHS — 11€ MEBHUN KypC 1 BUPOO-
HUKa, BUKOPUCTAHHS TaKUX TMPUHIIMIIB, 3aBISKH SKUM 3a0€3MeUyl0ThCs
e(eKTUBHI 3 KOMEPIIIHHOT TOYKU 30pY MIAXOAM A0 NPUUHATTS PipMOIO 1IHO-
BUX PIIIEHh CTOCOBHO 3apyO1’KHUX PUHKIB.

I{inoBa mojiTuKa GipMHu MOJIATacE y BCTAHOBJICHHI 3aJIEKHO BiJ] KOH'FOH-
KTypY Ha PUHKY TaKUX I11H Ha TOBApH Ta MOCIYTH, sIKi IIOBUHHI 3a0€31eUUTH
HaMI4Y€HHI 00CSAT MpUOYTKY 1 BUPIMICHHS 1HIIMX CTPATETIYHMX Ta Ormepa-
TUBHUX 3aBJIaHb.

Metoauka 1iHOyTBOpeHHsI (pipMH, sika BUPIIIMIIA BUHTH Ha 3apyOikH1
PUHKH, SIK TTPABUJIO, BKJIFOYAE TaKl €TaIu:

1. [ToctaHOBKa 3aBAaHb I[IHOYTBOPEHHS:

— 3aBOIOBAaHHS MAaKCHMAJIbHOI YaCTKU PUHKY — Y pO3paxyHKYy Ha
JOBrOTPUBATY IPUOYTOK MiAMPUEMCTBO 1€ HAa MAKCUMaJIbHO MOXKJIMBE 3HHU-
’KEHHS 111H, TOJIOBHUM YHHOM, 32 PaXyHOK 3HIKCHHS BUTPAT BUPOOHUIITBA.
Peanizyetbes, sik npaBuiio, Ha panHix craaisx KT nHoBux ToBapis;

— 3aBOIOBaHHS JIIEPCTBA 3a SKICTIO TOBAapy — 100 MOKPUTHU BUTPATU
Ha JIOCATHEHHS BUCOKOI SIKOCTI Ta mpoBeaeHHs noporux HJIJIKP, BctanoB-
JIIOE€THCS IOCUTh BUCOKA I1iHA, aJie TaKe MiJBUILECHHS PO3TISIAETHCS CIOXKH-
BayaMH SIK IIJTKOM JIOMyCTUMa KOMITCHCAIT1S 3a SIKICTh;

— MaKCHUMi3allisi TOTOYHOTO MPUOYTKY — MOTOYHI (PIHAHCOB1 MOKA3HUKU
MIJIIPUEMCTBA CTaBJISATHCS BUIIE JOBTOTPUBAIIUX 1 BUOMPAETHCA BUCOKA I11HA,
dka 3a0e3neyye HaOUIbIIUKA MPUOYTOK Ta BIAIIKOAYBaHHS BUTPAT Y Mak-
CUMAJILHO KOPOTKI TepMiHHU. PeaiizyeTbcsi TO/I1, KOJIM MOMUT HA TOBAp 3HAU-
HO TIepeBEpIIye MPOIMO3UIIII0 a0 MIAMPUEMCTBO MPOMOHYE YHIKAJIBHUHN TO-
Bap, BIJICYTHIN Y KOHKYPEHTIB;

— 3a0e3MeUeHHs BUYKMBAHHS 3 METOI0 YTPUMATH TMO3UIIIT HA PUHKY 1T~
MIPUEMCTBO BCTAHOBIIIOE HU3bKI I[IHU, 1HO/1 HaBITh COO1 B 30MTOK (aJjie HE Ha
TpUBAJIMMA 4Yac). BUKOPUCTOBYETHCS, KOJIU MPOIO3UIIIS 3HAYHO TMEPEBHUILYE
MONUT, Ha PUHKY 0araro KOHKYPEHTIB YU PI3KO 3MIHIOIOTHCS TOTpeOu
MOKYIIIIB. Y TaKWX BUIIAJIKaX BIKMBAHHS BAXJIUBIIIE TPUOYTKY.

2. OO0k 111HOBUX (haKTOPIB:

— MOMNUT («CTEeJs» IIHU) — 00 BU3HAYUTH, HACKUIBKU YYTJIIMBUU MO-
AT J0 3MIHU I[IHM, CIIJ I KOXKHOT'O TOBAPY BUBECTH KPHUBY IOIMHUTY 1 PO3-
paxyBaTH MOKa3HUKU €JIACTUYHOCTI. Y pa3l HEeIaCTUYHOTO MOIMUTY MiAIpH-
€MCTBY BUTIJHO IIJBUIIYBAaTH I[IHY TOBapy, 00 BUpy4YKa 3pocTae€, a B pasl
€JaCTUYHOrO TMOMUTY BUTHO 3HIDKEHHS IiHU, 00 3pOCTaHHS 00CsTy
MPOJIaKiB 301IBIITYE BUPYUKY;
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— BuTpatd («hyHAaAMEHT)» I[IHU) — SKIIO MOMUT BU3HAYAE MaKCUMaJlb-
HYy LIIHY TOBapy, TO MiHIMaJbHa I[iHA BU3HAYAETHCS BUTpPATaMU BUPOOHHUII-
TBa, PO3MOALIY Ta 30yTy, BKIIOUAIOYH HOPMY IPHOYTKY 3a JOKJIAJCHI 3Yy-
CUJUISL Ta PUBHK;

— npono3ullisl (KOHKYpeHIlis) — (pipMa MOBUHHA BUBYUTH ILIIHU U SKICTh
KOHKYPYIOUHX TOBapiB, IPOIIOHOBAHUX PUHKY.

3. Jlep>kaBHa I[1HOBA MOJITUKA MO0 IIHOYTBOPEHHSI:

— perynbpOBaHi I[IHUA — JiepKaBa BCTAHOBIIIOE MpaBuja IS I1AIPUEMCTB
(TpaHUYHUN PIBEHb I11H, MAKCUMAaJIbHA PEHTA0EIbHICTh, TPAHUYHUIN PIBEHb
pPa30BOro IMiJIBUIIEHHS I1H TOIIO), BIAMOBIAHO 0 SKMX OCTaHHI cami BCTa-
HOBJIIOIOTH I[1HH;

— BUIbHI PUHKOBI IIIHU — JIepyKaBa BCTAHOBIIIOE TIPAaBHIIa «PUHKOBOI TPH,
BBOJSIYM HU3KY 3a00pOH Ha HEIOOPOCOBICHY KOHKYPEHIIIIO 1 MOHOIIOMI3AIliI0
pUHKY (3a00pOoHa 3MOBM JIBOX Ta OUIbIIIE KOHKYPEHTIB IMPO IIHY, JEMIIIHTY,
HaB'I3yBaHHS I[1H TOIIIO).

4. Bubip meToay IIHOYTBOPEHHS HA OCHOBI I[IHOBUX (DaKTOPIB:

— Ha OCHOBI1 MOMUTY 31ACHIOETHCA MIJISAXOM CYO'€KTUBHOI OLIIHKU TO-
KYIILIEM I[IHHOCTI TOBapy, HOTo SKOCTI;

— Ha OCHOBI BUTpAT — «CEPEJIHI BUTPATH ILIIOC IPUOYTOK»;

— Ha OCHOBI MPOMO3HIIii, OPIEHTOBHO Ha PIB€Hb KOHKYPEHIIIT;

— METOJ MOTOYHOI I[IHK — (pipMa BiINITOBXYETHCS BiJI IIiH KOHKYPEHTIB;

— METOJ «3alle4aTaHoro KOHBEPTY» — BCTAHOBJICHHS I[IHU B XOJ1 3aK-
PUTUX TEHJEPHUX TOPriB (1100 JAOMOITHCS BUTIIHOIO KOHTPakTy, (ipMma
BCTAHOBIIIOE I[IHY SKHaWHM)KYE, BIJIIITOBXYIOUHCH BiJI OYIKYBaHUX IPOIO-
3UIIH KOHKYPEHTIB).

5. Po3po6ka 11iHOBOi cTpartertii.

7.4. CTpareria Mi>KHapO/JHOTrO L[iHOYTBOPEHHA

Crpareris 1IHOYTBOPEHHS — 1€ Tiepea0adyBaHHMM CIIOCIO 3MIHK BUX1THOI
I[IHK TOBapy B YMOBAaX PUHKY, KU HalKpaIle BIIMOBIAA€E IIUISIM BUPOOHHUKA:

— CTpaTeris «3HATTS BEPILKIB» — MPOJIayK TOBAPY CIIOYATKY 3a SIKOMOra
BHIIIOIO IIHOO, 1[0 3HAYHO MEPEBUIIYE I[IHY BUPOOHUIITBA. Y MIPy OCBOEHHS
BUPOOY Ta PO3IMIMPEHHS MACIITa01B BUITYCKY HMOro IiHa Majaae (K MpaBuio,
[0 CTpaTeril0o BUKOPUCTOBYIOTh (DipMH, $IKI MarOTh YHIKaJbHUM 1HHOBa-
IMHUI TOBap, BUMYCK SIKOI'O B CHJIy TE€XHOJIOTIYHUX MPUYUH HE MOXKYTh
IIBUJIKO OCBOITH KOHKYPEHTH);

— cTpaTeris NPOHUKHEHHS (MIIHOTO BIIPOBAPKEHHS) — CIIOYATKY BCTa-
HOBJIIOETHCSl TOPIBHSHO HU3bKA IIHA JUIS 3a]y4€HHsI SKOMOTa OUIBIIOI
KUTBKOCTI MOKYIIIIB 1 YCYHEHHS OLIBIIOCTI KOHKYPEHTIB, @ Ha CTafli poOCTy
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¢dipMa miABUIILYE I[IHY HAa TOBAP IO HOPMAJIBHOTO PiBHS (3aCTOCYBaHHS JAHO1
CTpaTerii MOXJIMBE JIUILE TOJI, KOJM MIJNPUEMCTBO 3JaTHE BUKUHYTH Ha
PUHOK BEJIMKY KIJIbKICTh TOBapy 3 HU3BKOIO COOIBAPTICTIO Ta € MPUIHHATHOIO
JUTSI PUHKIB 3 BUCOKOIO €JIaCTUYHICTIO TTOMUTY);

— CTpaTeris BUTICHEHHSI — BIJPIZHAETHCA BiJl MOMEPEIHBOT TUM, IIO
KOMIIaHisl 3aCTOCOBY€ BKpail HU3bKI I1HU, MPAKTUYHO BUKJIIOYAIOUYHU TOSBY
aHAJIOTIYHUX TOBApIB KOHKYPEHTIB (3a paxyHOK €KOHOMIi Ha maciTabi Ta
HaJaroKeHHs MacOBOI'0 BUPOOHHUIITBA TOBApPy HU3bKO1 COOIBAPTOCTI 3 JI0-
CUTh BUCOKOIO SIKICTIO Ta 3aCTOCOBYETHCS JIMIIIEC BEIUKUMU MPOMUCIOBUMU
bipmamn);

— CTparterisi OpieHTAIlll Ha I[IHOBOIO JIiJiepa — OOJIK MOJITHKY IIiH JiJepa
PUHKY, YacTKa SKOro HalOLIbIN 3HAYHA (BUKOPUCTOBYETHCS (hipMaMH-IIOC-
JIOBHUKAMM Ha PUHKAX, /i€ JIOMIHY€ HEBEJIMKa KUIbKICTh (3a3BU4ail 3-5)
bipm-iaepiB);

— CcTpaTeris NPeCcTKHUX I[IH — MPOoJa)x TOBapy 3a BUCOKUMH I[IHAMU
3 pO3paxyHKy Ha CETMEHTH PUHKY, K1 3BEPTalOTh OCOOJIMBY yBary Ha SIKICTh
TOBapy Ta TOBapHy MapKy, a TaKoX YYyTJIMBO pearyoTh Ha (HaKTop
MIPECTUKHOCTI;

— cTpaterisa qudepeHIiioBaHuX I1H — MPOJIaK OJHOTO 1 TOTO K TOBapy
3a PI3HUMU LIHAMU JJISl PI3HUX CIOKUBAYIB 3QJICKHO BiJl iX XapaKTEPUCTHK
(HampuKiIad, TPOKUBAIOTh B PI3HUX KpaiHax abo0 HalexaTh 10 PI3HUX
cermeHTiB). Lls cTpateris npuitHsATHA, SKII0 pPUHOK MOXKHA YiTKO PO3OUTH Ha
TEPUTOpIAJIbHI a00 CIOXKHBYl CETMEHTH 3 PI3HOIO I[IHOBOIO E€JaCTUYHICTIO
MIOIUTY, PO31JEHI MK CO00I0 TIeBHUMHU Oap'epaMu (TOOTO CErMEHT 3 HU3b-
KUM PIBHEM I[IH HE MEPEnpoaaBaTUMYTh TOBAp CETMEHTY 3 BUCOKUM pPIBHEM
miH). B ymoBax rmoGamizaiii TOpriBii, MiJABUILECHHS 1H(MOPMOBAHOCTI
reorpaiuHO PO3PI3HEHUX CIIOKMBA4UiB MPO TOBAapU (OCOOJMBO 3a JOMO-
Moror [HTepHET) 1 MOCWICHHS! MI>KHAPOHOT KOHKYPEHIIIT 1151 CTpaTeris moc-
TYIOBO BTpaya€ CBOIO aKTYaJIbHICTh, 32 BUHATKOM BHYTPi(hipMOBOiI TOPTiBJI
(TpaHCchepTHOro IIHOYTBOPEHHS);

— CTpaTeris CTUMYJIIOBAaHHS KOMIUIEKCHHUX IMPOJAXKIB MOJISITa€ B MpPHU-
3HA4YE€HH1 HU3bKOIO (1HO/1 HaBITh 30MTKOBOIO) I[IHA HA OCHOBHHUM TOBap Mpu
OJIHOYACHOMY BCTAQHOBJICHHI BUCOKHUX I[IH Ha JOJIaTKOBI KOMIIOHEHTH, KOM-
MJIEKTYI04U1 a00 BUTPATHI MaTepialiy.

BigHocHo ToBapiB 1HAWBIAYaJbHOTO CHOXXKHMBAaHHSI Ha 3apyO1’KHOMY
pUHKY (ipMa MPOBOJIUTH I[IHOBY IOJITHKY, 110 BPaXOBYE IMCUXOJIOTIYHUN
BIUIMB I[IH Ha TIOKYTIIIS, a caMe:

— TMOJIITHKA «I1aJIaf0uoro Jijaepay, KOJIu IiHy Ha OJIUH 3 TOBapiB PI3KO
3HUKYIOTh, PO3PAaXOBYIOYH, IO 3aJIy4eHl UM MOKYIIl MpUa0arTh SKICh
1HIII1 TOBAPH 32 LIHAMHU, SIK1 MalOTh MOHOIOJIbHUH TPUOYTOK;
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— MOJITUKA MIKCE30HHUX PO3IMPOIAKIB, KOJU 3HWKEHHS 11H 311MCHIO-
€THCS 3 METOIO 3MEHIIICHHS BUTPAT Ha 30epiraHHsl TOBApiB MUHYJIOTO CE30HY;

— MOJIITHKA «IiHII IiH» — 03HA4Ya€, 10 BC1 TOBApH OJHOI'O BHUIY, He3a-
JICKHO B1J COOIBapTOCTI, PO3TAIIOBYIOTHCS 3a TEBHOKO IIKAJIOK, MPUUOMY
0CcOOJIMBE MUCTEIITBO TOJISATAE Y BUOOP1 CXOIMHOK II1€1 IIKAJIH.

Peamizaris 11iHOBOi cTpaterii 06a3yeThCsi Ha BUKOPUCTAHHI OKPEMHUX
IHCTPYMEHTIB Ta B X KOMO1HAIIii:

— BCTaHOBJICHHS CTaHAAPTHUX 200 3MIHHUX ITiH;

— BUKOPHUCTAHHS €JIMHUX 200 THYYKUX IiH;

— 3aCTOCYBAaHHS OKPYTJIEHUX Ta HEOKPYIJICHUX I1H;

— BUKOPHUCTAHHS 3aJI€KHOCTI «I[1HA — SKICThY;

— 3aCTOCYBaHHS aJlalITUBHUX 1HCTPYMEHTIB.

IIutaHHs 1J151 CAMOKOHTPOJIIO

1. JlaiiTe Bu3HAYEHHS TEpPMIHA «CBITOBa IlIHA», «IHTEpPHAIllIOHAJIbLHA
BapTICTHY.

2. OxapaxkTepusyiTe I[IHU MI>XHAPOHUX TOPT1B.

3. YV domy mossrae cyTh Ta MPU3HAYCHHS I[IHOBOT IOJITUKH ?

4. Po3KpuiiTe CYTHICTH I[IHM MPOMNO3Ullii Bedukux ¢GipM 1 1iHU (Dak-
TUYHUX YTO/I.

5. llepepaxyiite (hakTOpH 30BHIIIHBOIO PHHKY, 110 BIUIMBAIOTh HA IOJII-
TUKY €KCTIOPTHUX I[iH.

6. ki 3aBgaHHA TEpeciiye I[IHOYTBOPEHHS B MIDXKHApOIHOMY
MapKETHUHTY?

7. BkaxiThb METOIM IIIHOYTBOPEHHS B MIXKHAPOJTHOMY MapKETUHTY.

8. HasBith cTparerii Mi>kHapOHOTO IIHOYTBOPEHHS.

9. ki iCHYIOTh BUJIU BIAKPUTHUX TOPTiB?

10. IlepeniviTh BUAM 3aKPUTUX TOPTIB.



TeMma 8

KOMYHIKATHUBHA TTOJIITUKA

8.1. Oprani3sanis Ta piBHI KOMyHiKaL i1

KomyHnikaTtuBHa noJituka (communication policy) B cucteMi Mixk-
HapOJHOT0 MapPKETUHTY — II€ IEPCIEKTUBHUMN KypcC Al hipMu, CIpsIMOBAHUN
Ha GOpMYBaHHS MOMUTY 1 CTUMYJIIOBAaHHS 30yTy TOBapiB (ITOCIYT) Ta iX Mpo-
CyBaHHS Ha 30BHIITHbOMY PUHKY.

Y MDKHapOJAHOMY MapKETHUHTY BUJIUISIOTh Takl PIBHI KOMYHIKAITIH:

— 3arajbHy KOMYHIKAI[II0 — PO3p00Ka KOMYHIKAIIMHOT MOMTUKU (ipMH,
BU3HAYEHHS CTPATETr1yHOI HLJILOBOI YCTAHOBKH 1 0a30BUX IHCTPYMEHTIB peajti-
3al1ii KOMYHIKaIliii, opratizaiiisi Ta yrpaBIiHHs HEIO MOKJIAIal0ThCs Ha MEHE/I-
’KEPIB BUILIO1 JJAHKW KEPIBHUIITBA (PipMHU;

— KOMYHIKaIlISl CTPYKTYPHUX MIIPO3AUTIB (peKJiaMy, CTUMYJTFOBAHHS 30Y-
Ty, 3BSI3KH 3 TPOMAJICHKICTIO, BHYTPIIIHLO(PIPMOBUX KOMYHIKaIlIl, CIIOHCOP-
CTBa TOINO) — IUIAHYBaHHS Ta peaizallisa 0e3mocepeHiX pillleHb 00 BUKO-
pPUCTaHHS apceHaty 3aco0iB (IHCTPYMEHTIB) peaii3allii KOMyHIKaTUBHOI IO-
JITUKU B paMKaxX MPUAHATOI CTpaTerii Ta TAaKTUKU 3/1ACHEHHS 3arajibHOI KOH-
HEeNnIii KOMyHIKaliiHO1 JisuTbHOCTI (pipMu. BiAmoBigaibHICTh 32 BUKOHAHHS
3aBAaHb IILOTO PIBHS IOKJIAAETHCS HA KEPIBHUKIB BIAMOBITHUX ITiIPO3ILTIB
(B1ALTIB, TPYM).

BaxxJMBICTh KOMYHIKAIIHOT MOMITUKA B MI>KHAPOJTHOMY MapKETHHTY
IPYHTYETHCA HA TOMY, II1O:

— KOMYHIKaIII1 € JKEPEJIOM 1 HOC1eEM 1H(pOpMAIIii;

— YYaCHUKM KOMYHIKAIlli OTPUMYIOTH 1H(OpMaIiI0 3a JOMOMOIOI0
CIIJIKYBAaHHS SIK BCEpPEAMHI, TaK 1 11032 MEKaMH CBOIX OpraHizailiii;

— KOMYHIKaIlli BUCTYMAIOTh K IHCTPYMEHT CTaHJapTU3allii JJs OTpHU-
MaHH$ BUCOKOI €(PEeKTUBHOCTI IIPU pealtizailii po3poOItOBaHUX CTPATET1id KOMII-
JIEKCY MApKETUHTY Ta MI>KHAPOIHOTO M1MTPUEMHULITBA.

3aBJaHHAMH MIDKHAPOJHOI KOMYHIKaTUBHOI TOJITHUKUA € (POPMYBaHHS
Ta YIpaBJIIHHS MpoIecaMH 3a0e3MeUeHHs Cy0'eKTIB MIXKKHAPOJHOrO Oi3HECY
HEe0OX11HO 1HOpMaIli€to, 0 BiIoOpakae CTaH Ta MEPCHEKTUBU BHYTPIIII-
HbOT'0 Ta MIXKHAPOIHOTO PUHKIB 30yTY.

[Iporiec KOMYHIKATMBHOI MOJITUKKA B MIXKHAPOJHOMY MAapPKETHUHTY
BKJIIOYA€E B ceO€ CYKYIMHICTh J1i (pIllIeHb), BUKOHAHHS SKUX JIa€ MOYaTOK
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KOMYHIKAIIHHIN B3a€MOJI11 MIXK BIIMPAaBHUKOM Ta OJiepKyBadyeM 1HGOpMaIIii.
Ak 3acobu (1HCTpYMEHTH) peaiizailii KOMYHIKAIIHOT MOJITUKH BUKOPHC-
TOBYIOTBCSl peKjiama, CTUMYJIIOBaHHs 30yTy, MEPCOHANbHI MPOaaxi, Madik
pineia3 (I1P) 1 rno6ansHa koMn'toTepHa Mepexa [HTepHer.

VY MDKHapOoJIHOMY MapKETUHTY peKjiama BiJIIrpa€e He3PIBHAHHO OLIbITY
pOJIb, HK Y BHYTPIIIHHBOMY MAapKETHHTY, 3aJIe)KHO BiJ 11 BJIAaCTUBOCTEH
BUJIUISIIOTH Taki 11 Buam (puc. 8.1).

Pexmama Pexiama Pexiama, sika
iH(popMaItiiitHa HaraJyBajibHa MepeKOHy€
1 ]
x 1
I B obmacTi 36yTy i B o6acTi KOMyHiKaIliH
| |
3a NOCTAaBJIEHUMH I1IJLIMU
Topapna | 34 06’ CKTOM PEK.%IAMA Ta Beznocepenns
B Mi’KHa-
< pexiamy- |& poHOMY ®| crnocoGamu '{
ImioreBa BaHHA MAPKEeTHHTY , [ofaHl - Hempsima
iHpopMarrii
v
3A 3BACOBAMH PO3IIOBCIXO/[2KEHH S
I I
Pekiama B mipeci Pekstama qpykoBaHa (JIACTIBKH, AynioBizyaibHa
agimi, OyKJIeTH, IPOCIICKTH, pexiaMa
KaJICH/Tapi, KaTaJIOTH)

| |

Pexmama [Ipsima momrToBa PemaMa 3oBHIMIHS peKTama
B eJiekTpoHux 3MI (AupexT-Metin)
v
InTepHeT-pexsiamMa BucTaBKOBO-sIpMapKoBa JisIbHICTh CyBeHipHa peKjlama

Puc. 8.1. Buou pexnamu 6 MislchapoOHOMY MAPKEMUH2Y

JIJi1 noBeneHHsT peKJIaMHUX BIJOMOCTEH 110 CIOKHUBA4IB 3aKOPJAOHHOTO
PUHKY MPOBOJUTHCS MI>KHAPOIHA PEKJIAMHA KaMITaH1s — KOMIUIEKC PEKJIaMHUX
3ax0/liB, 3AIMCHIOBAHUX 332 MEKaMU KpaiHM peKJIaMOMAaBIls. Po3pi3HSIIOTE TpH
METO/TU YIIPABJIIHHS MDKHAPOAHUMH PEKJIAMHUMU KaMITaH1SIMU:

— LIEHTPaJII30BaHUM, MIPHU SIKOMY CTpaTEeriuHi, TAKTUYHI Ta TBOPY1 PIllICH-
HsI IPUMMAIOTHCS B PEKJIAMHOMY areHTCTBI, IKOMY CTBEPJIXKYE 111 PIllIEHHS PEK-
JaMOZAaBellb IPU3HAYAE POJIb LICHTPY YIIPABIIIHHS PEKITAMHOI0 KaMIIaHI€IO;
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— JISIEHTPaII30BaHUM, KOJIM PIIIEHHS MPUIMaIOThCS ABTOHOMHO PEKJIaM-
HUMU areHTCTBaMHU, 10 3/IIMCHIOIOTh pEKJIaMHI 3aX0/I1 B KpaiHax 1 perioHax;

— 3MIMIAHUNA, IPU SKOMY PIIIEHHS TPUINMAaIOThCS PEKJIAMHUMU areHT-
CTBAMH Ha MICIISX, aJI€ Y3TOKYIOThCS 3 IICHTPOM.

Ha cboromHi Ha CBITOBOMY PUHKY PEKJIAMH CIIOCTEPITAETHCS TEHSHIIS
BIJIXO/IY BIJl IIEHTPATI30BAHOIO YIPABJIHHS 3 METOK YHUKHEHHS Hee]ek-
TUBHUX aBTOPUTAPHUX PIIICHb.

3niiiCHEHHSI MI>KHAPOIHOI PEKJIaMHOI KaMITaHii MPOBOIUTHCSA B JCKLUIb-
Ka eTariB (puc. 8.2).

. Llimi B o6macTi 36yTy (TIpHpicT obcary 36yTy)
LT N BITISPVIA‘IEHHH n
TTeH-PERITAMA | | iz B onacti KomyHiKamif (opMyBaHHs ibi/Ky,
3MIHH CIIOKHBYHX 3BHYOK )
A
» Po3pobxka 3micT 3micT 3micT
N PEKTaMHOTO P pexmammoro [P pekmammoro [P peKTAMHOrO
3BEpPHEHHST 3BEPHEHH S 3BEPHEHHS 3BEPHEHHS
[ I 1T 1 I I [ 1 ] [ 1 | ]
>
I~ e
1k
o & ]
g || E| B
g 25| 8| 3| « 3 5
E- £ ] E : ft 5 = :E E )
=lsl 25| S| 2] 2|8 E| || g 5|EE ¢
B s g ol <~ = e 8 = El &8 =
g%=§’§§§giiﬁ%§?§%‘§
o = T ] = =]
AN I A
2] = = S| = E = g < <] = R = &
& 5] =] 5 3] 5 Y = 8 S| .= A
o = g 8 E r E 2] = el 2| & 5| B
I Sl ~| = S| 5| g| & ol = =
5 2| 5| 8| 3 i &
2 S|l ® =
> :|
% =
o =
Oxsat
- - PimreHHs mpo
Bubip 3acobis OCHORBHI
deram |yl posmoeciomkenns [P mapamerpn Hactora
PeKITaMH PpexIaMu
Cuia BILIHBY
C. : .
Po3pobka Agq =—; Aq— BapTiCTh PEKITaMH;
deran [  peKIAMHOTO s )
GIOIKETY C — 3aranbHi BHTpaTH Ha peKIaMy 3acoly
PO3MOBCIOIKEHHS; S — ay IUTOPiT
OriHKa ExoHOMIUHa: R=i; R — peHTaOeIbHICTE;
Seran | e(exTHBHOCTL i
PeKITamMHOl Aq —BapTicTh peKIaMu; G, — IPHPICT IIPOAIAXKIB.
ALUIBHOCTL [ICHXONOTiUHA: TeCTH HA 3aaMATOBYBAHHSI T
BIIi3HABAHHS, OIHTYBAHHA CYCILIBHOI JTyMKH

Puc. 8.2. Emanu 30iticnenus MidCHApoOHOI peKiIaMHOI KAMNAHIT
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8.2. Peastizania KOMyHiKaliiHOI NOJIITUKHA

[Ta6uik pineiiH3 BKIIIOYAE B ceOe peKiaMmy He TUTbKH TOBapy, a i camoi
bipmu. Ilponaryrotbest nocsrHeHHS (DIPMU-BUPOOHUKA B HAYKOBUX JOCHIJI-
KEHHSIX, Cy4aCHOMY ITPOEKTYBaHHI, B MPOrPECUBHUX METOJaX BUPOOHHUIITBA
1 OCHAIIICHOCTI HOBITHIM yCTaTKyBaHH1, B YM1JIOMY 0OCITyTOBYBaHHI IMOKYTIIIIB.

Pexnama B Intepuer. [losBa 1 mmpoke MOMMpPEeHHS Mepexi [HTepHeT
CTaJ0 TMPOPHUBOM Yy PO3BUTKY I1H(MOpPMALINHUX TEXHOJIOTIH 1 Oe3mepedHo
HOBUM, XO04a ¥ MOKH HE JIOCUTh OCMHCIICHUM €TarioM Y PO3BUTKY MaCOBHX
KOMYHIKAaIII 1 MAPKETUHTOBUX KOMYHIKAIIIH SIK 1X CKJIaJIOBOT YaCTHHHU.

Mepexka 103BoJIsIE TOCATTH HEOAUEHHMX DaHIllle KOMYHIKAIIHHUX MOX-
JIMBOCTEMN: MpaIfoBaTd 3 OyIb-IKUMHU TUNIAMU 1H(OpMaIlii BiJ TEKCTOBOI 10
MyJbTUMEAINHOI  (Tpadiunoi, aymio- Ta BigeoiHdopMallli), OTPUMYBATU
1H(hOpMaIIlI0 B PEKUMI pEeabHOTO Yacy 3 OYy/b-IKOi TOYKH 3€MHOI KYyJIl Ta Io-
HIMPIOBATH 1H(OpMAIIiIO IS HEOOMEKEHOI KIJTbKOCTI criokuBaviB. Kpim Toro,
iHdopMarlliss B [HTEpHETI KOPCTKO CTPYKTYpOBaHa, ii mojadya Ta OTPUMAHHS
3MIIACHIOIOTHCS B CTUCIIHN opMi, siKa rependavyae HassBHICTb MTOCHIIaHb Ha JKe-
pelio, 110 MICTUTh OUIbII AeTanbHy 1H(popMarliito. TexHomorii [HTepHeTy Takox
HAJAI0Th MOXJIMBICTh 3IMCHIOBATH IIUIECIIPSIMOBAHUN TMOIIYK HEOOX1THUX
1H(opMaLIfHUX pecypcCiB.

VY kpaiHax 3 poO3BUHEHOIO PUHKOBOIO €KOHOMIKOK MPUALISIETHCS BEJIH-
Ka yBara CTUMYJIIOBAHHIO 30yTy («CEiI3 MPOMOYIIHY»), B HaIlPsIMKaX:

— CIpUSIHHS peastizallii BUpoOiB ad0 MOCIyT, MPOIIOHOBAHUX PEKJIAMO-
JaBIIeM, IUISIXOM aKTHBI3aIlii poOOTH TOBApOIMPOBIIHOI Mepexki (KOMepIriii-
HUX areHTIiB, ONTOBUX MOKYIIIIB, PO3ApIOHMX TOPrOBIIIB Ta IHIIUX OCi0, BiA
AKUX 3aJICKUTh KOMEPLUINHUHN yCITiX);

— poboTa 31 CIOKMBavYaMH.

ExoHOMIuHUI €deKT 3aX0/1B «CEHI3 MPOMOYIIIHY 3aJICKUTh BiJl CTYIIE-
HS 1HIUB1Ayasi3amii poOOTH 31 CIIOKUBAYaMHM, PIBHS IICHUXOJOTTYHOTO BILIH-
BY, IOBTOPIOBAHOCTI Ta MEPEKOHINBOCTI PEKIJIAMH.

OCKUIbKU «CEHI3 IPOMOYIIIHY» — II€ JIOTIOBHEHHS /10 1HIIUX BUJIB PEK-
JIAMHOI J1SUTBHOCTI, Y TOMY 4HCIl 10 pekiamMu 3MI, 3axoau 30praHizytoThCs
TaKUM YHHOM, 00 MIATPUMATH KOMIUIEKCHI pPEKJIaMHI KaMIlaHii, OyTu
CKOOPJIMHOBAaHUMH 3 IHIIUMH BUJIAMH PEKJIAMU JJI CHUIBHOTO JOCSTHEHHS
3a/laHuX IUIEH.

8.3. MixxHapoaHi cTparerii KOMyHiKaItii

Crparerii KOMyHIKaIlii:
— CTpaTeris «BTITYBaHHS» — OCHOBHI MAapKETHUHTOBI 3yCHJUIS TOBapoO-
BUPOOHUKA 3BEPHEHI JO MOCEPEIHUKIB, 1 3a JONOMOrow ix ¢GopmyBaTH
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KyIiBeJIbHY TiepeBary. [Iporonye 3HauH1 (piHAHCOBI BUTpATH Ha pEKJIamy,
BUCTABKH, KOMEPIIIHI IpMapKH;

— CTpaTeris «BIITOBXYBAaHHS» — HEOOXIJHA JIsl 3a0€3MEUCHHS B3a€-
MOJIl 3 TUMHU 30yTOBMMHM TOCEpPEIHUKAMH, K1 3a0e3IeuaTbh TOBAPOBUPOO-
HUKY IIUPOKUHM 1 BUTITHUNA JOCTYM A0 puHKY. Ha punkax 30yTy came moce-
PEIHUKHU BU3HAYAIOTh YMOBH CITIBIpAIli;

— 3MilllaHa CTpaTeris — BKIIIOYA€E eJIEMEHTH MomnepeaHiX. AHATI3Y€EThCs
iX CIIBBIJTHOIIEHHS 1 OI[IHIOIOTHCSA 30yTOBI BUTPATH;

— IHTEPAKTUBHUI MAapKETUHT — BCTAHOBJICHHS MPSAMUX KOHTAKTIB 3 KJIi-
€HTaMU 3 BUKOPUCTAHHSIM HOBHUX 3ac00iB KOMYHIKaIlli (€JIEKTPOHHI 3aco0u
3B'13Ky) 0e3 mocepennukiB. [{el Bu BuMarae xopoioi iHdopmariitHoi 6a3u
1 TOCTIMHOT OIIHKHU MOKYIIIIIB.

8.4. Mi>xxHapoaHi ApMapKH, BUCTABKHU Ta CaJIOHU

BaxyuBuM eleMEeHTOM MIXHApOJHUX 3aCO0IB KOMYHIKaIlll € MiKHa-
POJIHI sIpMapKH, BUCTABKU Ta CAJIOHHU.

MixHapoaHUI SIpMapoOK — MEPIOJUYHO BIIAIITOBYETHCA 371311 MIKHA-
POJIHUX TOPTrOBEJIBLHUX 1 MPOMMCIIOBUX OpraHi3aliii KOMEpCaHTIB, TPOMHUC-
JIOBIIIB MEPEBaXXHO JUIsl ONTOBOIO MPOJIaXKy Ta 3aKYIIBJII TOBApIB 3a BUCTAaB-
JICHUMH 3pa3KaMHu.

3a CKJIaJIOM YYacCHUKIB 1 €KOHOMIYHMM 3HAYEHHSIM PO3PIZHSAIOTH SIp-
MapKH, BUCTABKH Ta CAJIOHU HAI[lOHAJIbHI Ta MI>)KHAPOIHI.

Ha HnaimioHaysibHi sSipMapKy, BUCTaBKU Ta CaJOHH, IO MPOBOASITHCS
B CBOiMl KpaiHi, TOMYCKaIOTHCS 1HO3EMHI MOKYIIII, aji€ MPaBoO MPOJAXKy YITKO
3aKpITJICHO 32 HAIlIOHAJILHUMH (p1pMaMHU.

MixHapoaH1 BHUCTaBKH, SIPMapKu, CaJoHM — I creuudiuHi Gopmu
MDKHApOAHUX PUHKIB, III0 OOCTYTrOBYIOTh MI)KHAPOJHY TOPTIBJIIO 3 METOIO
MOJICTIIMTY MiATOTOBKY Ta yKJIaJaHHS 30BHINTHbOTOPTOBUX YroJl, OJHOYACHO
€ BQXJIMBUM  IHCTPYMEHTOM  MAapKETUHIOBOi,  TOPTrOBO-PEKJIAMHOI,
KOMEPIIIMHOI Ta TEXHIKO-€KOHOMIYHO1 JisSJTbHOCTI.

OcHoBHa nepeBara MKHapOJAHUX sIPMapKiB, BUCTABOK Ta CaJIOHIB — 30-
CEpEeKCHHS 3pa3KiB BEJIMUYE3HOI KUIBKOCTI TOBapiB, OOJaJHAHHS, HAYKO-
MICTKOT MPOAYKIII€I0, BUPOOJICHUX B PI3HUX KpaiHax, 3a0e3neuye MoKyIieBl
MOXJIMBICTh Y KOPOTKMM 4Yac O3HAHOMUTHUCS 3 ICHYIOUMMH Ha PHHKY
MPOTMO3UIIAMH, OTPUMATH HEOOXITHY IH(POPMAIlII0 Ta KOHCYJbTAIIO Bij
¢daxiBiiB, 3poOUTH HEOOXIJHI 31CTABJIEHHS IIH 1 SKICHUX XapaKTEPUCTUK,
MIPOBECTH TMEPErOBOPU 1 BUTOPTyBaTH KOMEPIIHHI YMOBH 1, 3PEIITOIO,
M1IMKCAaTH KOHTPAKT.
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ITutaHHs 1J1s1 CAMOKOHTPOJIIO

l.

JlaliTe BU3HAUCHHS «KOMYHIKaTHBHA IOJITHKAY, HA3BITh ii 3aBJIaH-

HSMHU Ta PIBHI.

2.
3.
4.
5
6

7.

Ske 3HaYeHHA peKJIaMH Y MIXKHAPOJITHOMY MapKETUHTY?

Ha3BiTh BuIM pekiiamu 3a 3aco0aMu pO3MOBCIOKEHHS.

HageniTh knacudikaiiiro BUIiB peKjIaMu 3a IUISIMHU.

HageniTh eTanu 311iiCHEHHS! MI>KHAPOAHOT pEKJIaMHOT KaMITaHii.

VY yomy nossirae peasizailiss KOMyHIKaTUBHOI MOJITUKH Ta 11 epekT?
MixxHapoaH1 BUCTaBKH, IPMapKH, CAJIOHU Ta iX poJib B MIKHApPOJI-

HOMY MapKETHHTY.

8.

Ha3BiTh BUM MI)KHAPOIHOI CTpaTErii KOMyHIKaIlii.



TeMma 9

YIIPABJIIHHA MI2DKHAPOJHUM
MAPKETHUHI'OM

9.1. 3arasibHa Mi)KHapo/JHa cTpaTerisa

CyTHICTh MDKHApOJHOI MapKETHMHIOBOI CTpaTerii moJyiirae B po3poOiii
3araJIbHOTO TUIAaHY JISUTBHOCTI (ipMH 3 METOI0 MalOyTHBHOTO 3pOCTaHHS Ha
MDKHApOAHOMY PUHKY 3 YpaxXyBaHHSIM BUSIBIICHUX MOJIMBOCTEU y KOXKHIN
KpaiHi Ta 3/aTHOCTI KOMIIaHIii peanizyBaTu iX. Kito4uoBi MIKHApOIHI Map-
KETUHTOB1 CTpaTerii 00 MPOAYKTIB 1 PUHKIB MOXYTh OyTH TJI00aIbHUMU
(cTanaapTU30BAaHUMHM) a00 aJanTUBHUMHU (OaraToHAI[IOHATIBHUMU).

I'nobansna cmpamecia nae MOXIUBICTh (ipMi OTPUMATU 3HAYHY KOH-
KYpPEHTHY IepeBary, po3Millyloud CBOIO MISUIBHICTh y HAWOLIbII mpuBad-
JMBHUX KpaiHax 1 KOOPJWHYIOUU CBOI CTpaTeriyfi Jii B ychoMy cBiTi. B oc-
TaHHl 20 POKIB y MIXXKHApPOJHOMY MapKETUHTY Oysa xapakTepHa TEHICHIIIS
OlbIIOl riobamizalli pexkjiaMoBaHMX TOBapiB. BcecBITHS Mapka J03BOJISE
¢GipMi YHUKHYTH BEJIMKHUX BHUTpPAT Ha PO3POOKY MApOK 1 PEKIAMHHUX KaM-
naHi juist pi3HUX Kpaid. [IpoBojsun pekiaMHy KamIaHIl0 Y BCECBITHbOMY
Macitadi, gipma 31aTHa 3alHATH JOMIHYIOUYE MOJOKEHHS B Oararbox Kpa-
iHax, 110 3a0e3Mmeuye iii epeBary B KOHKYPEHIIIi.

HeoOxiaHICTh Y 6azamonauionanvHiii cmpamecii BAHUKAE Yepe3 MpH-
CYTHICTh ICTOTHUX BIJMIHHOCTEH Yy KYJIbTYPHUX, €KOHOMIYHUX, MOJITUYHUX
1 KOHKYPEHTHUX yMOBaXx, IO CKJIAJIKUCS B PI3HUX KpaiHax. Yum OuIbII pi3-
HOMaHITHI YMOBM HalllOHAJLHUX PHUHKIB, TUM Kpalla OaraToHallioHajJhbHa
CTpaTeris, B K1 KOMIIaHisl 3aCTOCOBYE CTpaTEriYHUM MiAXiJl 10 KOHKPETHOI
CUTYyaIlii Ha PUHKY KOXKHOI KpaiHH, a 3arajibHa MKHapOJHa CTpaTerisi KOM-
TaHii siBJsie COO0I0 CYKYITHICTh CTPATETii 3a KpaiHaMHu.

Kommpomicom € mudepeniiiioBana crangapTuzamis, ska (HOPMYIIOE
rJ100abHI CTpaTerii MapKEeTUHTY, HAJlal0uM MPaBO KEPIBHUKAM Ha JIOKAJIb-
HUX PUHKaX, 3HAIOUMM HalllOHaJIbHI OCOOJIMBOCTI Ta 3BUYAi, BapitOBaTH pea-
J3aIlio cTpaTerii MapKeTUHTY.

[Topsimok BHOOPY MIKHAPOJHOI MApKETHHTOBOI CTpaTerii MmpeacTaBiie-
HUil Ha puc. 9.1.
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Bubip kpainu-BupoOHMKa

1.2. BuzHaueHHs pU3UKiB IPH BUXO/1 HA PUHOK

1.1. Bu3Ha4yeHHs pUHKOBOI KOHIIEMIIii TOBapy wiei kpainm

BusiBiieHHs1 HE3a/10BOJICHUX CIIOKUBAYiB Ha PUHKY ITI€T KpaiHU
(Bu3HauMTH BU Moaudikallii 1bOro ToBapy)

OriHKa MOXKJIMBOCTI peaJi3allii 1i€i cTparerii

BusnauenHs HaOUIbII TUIIOBUX (POpPM peanizalii cTparerii

Puc. 9.1. I[lopsiook eubopy mixcHapoOHoi mapkemuH2080i cmpamezii npu
peanizayii mosapy 3a KOpOOHOM

BianmoBimiro Ha MUTaHHS «4M CJI1J HAMAraTucs MPOHUKHYTH Ha PUHKU
AKOMOTa OUIBIIOT KUIBKOCTI KpaiH a0o 30cepeAuTHCss Ha HebdaraThoX
OCHOBHUX KpaiHax», € JiBa BaplaHTH MDKHAPOHOT MAPKETUHT OBOI CTpaTerii:

— BCECBITHS aJamTaris;
— aJlanrailisi Ha KJIFOYOBUX PUHKAX.

Crpareris BCECBITHBOI ajamnTallii € HalOUIbII JOPOrOr0, OCKUIBKU Mepe/-
0auae MpoAaK PI3HUX BapiaHTIB TOBApy B KOXKHIN KpaiHi CBITY B 3B'SI3KY 3 BiJI-
MIHHOCTSIMU B 3allMTax CrokuBadiB. CTpaTeris aganTarii Ha KIIFOYOBHX PHH-
Kax sIBJISIE COOOKO CTPATETiI0 3pOCTaHHS, IIPH SAKIKM ipMa KOHIIEHTPYE pecypcu
B OOpaHUX HEIO KpaiHax.

9.2. CyTHIiCcTBh OpraHisanii MizZkKHApOZHOI0 MAPKETHHTY

CyTb ympaBiaiHHS MDKHApPOAHUM MapKETHHTOM IIOJISTa€ y BU3HAYCHHI
I PO3BUTKY HAYKOBO-TEXHIYHOI 1 BUPOOHUYO-30YTOBOI JISUTBHOCTI (hipMH,
CIpSIMOBAHOI Ha 3a0e3MeyeHHs] MPUOYTKY Ha OCHOBI BpaxXyBaHHS BUMOT CBI-
TOBOI'O PUHKY M BIOOpa)KEHHS iX y IUIaHAX PO3BUTKY (ipmu. Mi>KHapOIHUIA
MapKETUHT PO3MIISIAETHCS SIK creludiyHa QyHKIIIS YIpaBIiHHS, sKa € OJ13b-
KOIO BEJMKUM MDKHApoaHuM (pipmam. BuzHauyanbHa poib y CHUCTEMI YIpaB-
JIHHS MDKHAPOJTHUM MapKETUHIOM HAJICKUTh OpraHi3allii MapKEeTHHTY.

Mertoro ynpaBiiHCBKOI JiSTILHOCTI MapKETUHIOBOI Opi€HTAllll € Crpsi-
MYBaHHsI BUpOOHUIITBA HA BUTOTOBJICHHSI KOHKPETHUX TOBAPIB ISl Oararbox
PUHKIB, a BUKOHAHHS HUX (DYHKIIN 3 yOpaBJIiHHS TMOKJIAJEHO Ha CIIYXOy
MapKETUHTY M1AIPUEMCTBA.
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OCHOBHHMHM 3aBAaHHSIMH OpraHizaiiii MDKHAPOIHOTO MAPKETHHTY €:

— BU3HAYEHHS CTPYKTYPH YIIPABIIHHSI MIXXHAPOJIHUM MapKETUHIOM;

— miadip 1 pPO3CTaHOBKA KaJpiB BIAMOBIAHO A0 OOpaHOI CTPYKTYpH
yIPaBJIIHHS;

— BCTaHOBJICHHS IpaB 1 OOOB'I3KIB CIIBPOOITHUKIB CIY>KOU yHpaBJIiH-
HS MDDKHApOJHUM MAapKETHHTOM;

— CTBOPEHHSI HEOOX1AHUX YMOB JIJI1 HOPMaJIbHOT pOOOTH CIIBPOOITHHU-
KiB, 3aHATUX PIIICHHSIM MapKETUHIOBUX 3aB/IaHb;

— BCTaHOBJICHHSI HEOOX1THOT B3a€MO/III MIXK BIJIJIIJIaMU CITYKOU yIpaB-
JHHS MDKHapOJHUM MAapKETUHTOM Ta 1HIIMMU MiAPO3JUTaMHU Ta BiAALIaMU
yIpaBiIiHHA PipMOIO.

OyHKIIOHATBHA CTPYKTYpa YIPABIIHHS — AISUTLHICTh KOXKHOTO 3 (paxiB-
1[IB CKOHIIEHTPOBaHa Ha BUKOHAHH1 MEBHOI ()YHKIIIT MapKeTUHTY. Buau:

— TOBapHa CTPYKTypa YIOpPaBIIHHS — nepez[6aqae HasBHICTh MEHEKe-
piB 3 TOBapiB 1 OKPEMHM aCOPTHMEHTHHX MO3MUIIIH, sIK1 B MEXaX CBOIX MOBHO-
BaXEHb HECYTh BIANMOBIIAJIBHICT, 3a TEBHI TOBApM B pPaMKaX OKPEMHX
ACOPTUMEHTHUX TPYII 1 MO3UIIIN;

— perioHajbHa CTPYKTYypa yIpaBJIiHHS — Mependayae HasBHICTh MEHE/I-
KEPIB 3 MAPKETUHTY B OKPEMUX PErioHax 1 KpaiHax;

— MaTpuyHa CTPYKTypa YOpaBIiHHS — i (pipMm, 10 BUPOOISIOTH
IIUPOKUN aCOPTUMEHT TOBApiB 1 MPOIMOHYIOTh iX ISl MPOJa)Xy Ha PUHKaX
0araTbox KpaiH;

— KOMOIHOBaHa CTPYKTYpa yIpaBiiHHA ((DyHKIIOHAILHO-TOBapHA; (DyHK-
I[IOHAJILHO-PET1OHAIbHA; TOBAPHO-PETiOHANIbHA; (YHKIIIOHAIBHO-TOBAPHO-
perioHanbHa).

9.3. Ill1aHyBaHHA MI>KHApPOAHOI'0 MapKETHUHTY

[InanyBaHHS MI)KHApPOJHOT'O MApKETUHTY — 1€ JIOT14HA IMOCIIJOBHICTb
Jii, COpsIMOBAaHWX HAa BHU3HAYEHHS IUJIEH MIXKHApPOJHOTO MapKETUHIY Ta
3ac001B 1X JIOCATHEHHS, BUXOJSIYU 3 ONTUMAJIBHOTO BUKOPHUCTAHHS HAsSBHUX
y oprasi3aiiii pecypcis (puc. 9.2).

[IporpamMa MiIKHApPOJHOTO MAPKETUHTY SIK CYKYIHICTh CTPAaTET14HOIO
1 JOTMIOMDKHUX TIUJIaHIB MapKeTHHTY BU3HAuae€ [1i opraHizaiii 3 peasizarli
oOpaHoi cTpaTerii 1 Mae He JUPEKTUBHUM, a IHAUKATUBHUMN XapakTep. Y Hei
MOCTIMHO BHOCSTHCA KOPEKTHBU B MIpy peatizaiii Ta 3MiHHM BiJHOCHO
MOXJIMBOCTEHN (ipMU Ta MapaMeTpiB MAPKETUHTOBOI CEPEIOBUIIIA.

VY MIXkHapOJHOMY MapKETUHT'Y BUKOPUCTOBYIOTHCS TPU OCHOBHI KOH-
ETI] TUIaHyBaHHS:

— IUIAHYBaHHS «3BEPXY BHU3)», KOJIU BUIIE KEPIBHUIITBO KOMITaHI1 BU3-
Havae I1J11 Ta BIAMOBIIHI iM CTpaTeriuHi Ta TAaKTUYHI TUTAHU JJIs T1IpO3/I1LTIB
HIDKYOI JJAaHKHU: TANPHEMCTB, (Q1I1i, BIIIUIB TOIIIO;
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— IUTAHYBAaHHS <GHU3Y Bropy», KOJU MiJIPO3/IIM KOMIIaHIi CTaBJISATh
BJIACHI 11111 Ta pO3pOOJIIOTH BIAMOBIIHI TUIAHU, IO IPYHTYIOTHCS HAa THUX Pe-
cypcax 1 MOXJIUBOCTSIX, SIK1 Y HUX €. POJIb BUILIOTO KEPIBHUIITBA TOJISITAE JIUIIIE
B TIOJIAJTBIIIOMY 3aTBEPIPKEHHS IIUX TUTaHIB 1 KOHTPOJI 32 iX BUKOHAHHSIM;

— IUIaHYBaHHS «ME€Ta — 3BEPXY, IUIaH — 3HU3Y», 1110 SBJISE€ COOOI0 KOMII-
POMICHHUH BapiaHT IEpIIMX ABOX. BHIle KepIBHUIITBO BU3HAYA€E CTPATETI1UHI
IIJI1 KOMIIaH1i, a OKpeMi MIAPO3AUIHA JJI X JOCITHEHHS pOo3pOOJISIOThH IIaHU
CBO€1 JIISITBHOCTI, SIK1 3aTBEPIKYIOTHCS «HATroOpi».

JloBrocTpokoBi mui

v

oprasizarii
A
| MoBrocrpoxosi cTparerii |
"l oprasizariii N
o MixHaponaHe ¥ Crpateriunuii mwiaH L Pecypen
e MapKeTHHTOBE MDKHApOJTHOTO 1 MOKJIUBOCTI =
cepeIoBHUINe MapKEeTHHTY oprasizaii
A
. KOPOTKOCTPOKOBI LI
OPI'AHIBAIIII
\ 4 A A
[imsoBHiT pUHOK A [insoBuit puHok B Iinsorwii punok C
Kommexe Kommieke Kommexe
|  mapkermnry A MapkeTHHTy B MapkeTunry C |«
v v v
IInan [Inan [Inan
»  MIKHApPOJIHOTO MIKHAPOAHOTO MI3KHAPOTHOTO
MapKEeTHUHTY JIJIS MapKeTHUHTY IS MapKEeTHHTY IS
PUHKY A punky B punky C
y
IIporpama MXKHApOIHOTO MAapKETHHTY

v

KoHTpoJis BUKOHAHHS IPOrPaMU Mi’KHAPOAHOTO MAapKETHHTY

Puc. 9.2. [Inanysanus miscHapooHo2o mapkemuney

[TocigoBHICTH MPOIECY IUIAHYBAHHS MOXE OyTU MpeJ/ICTaBJIeHA TaKu-
Mu etanamu (puc. 9.3). Ilnan MapkeTUHTY MOXe OyTH CTpaTeriyHui (J10Bro-
CTPOKOBHI) a00 TAKTUYHUH (IOTOYHUH, OTIEPATUBHUI).
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Mixknaponne Or1iHKa MD>KHApOJTHOTO MapKETUHIOBOTO CEPEIOBUIIA
TJIaHyBaHHS
Ha piBHI dopMytoBaHHSI METH MI>KHAPOJTHOTO MapKETHUHTY
KOMMaHi1

PimenHs mpo BHXiJ Ha PUHOK
BusHaueHHs cTparerii BUXOAy Ha pUHOK

Po3po0Oka cTparerii 3pocTy Ha MDKHAPOJHUX PUHKAX

SR E dopMystOBaHHS CTparerii MAapKETUHTY
TJIaHyBaHHS

Ha piBHI i o

TOBApY O1iHKa Ta KOHTPOJIb PE3YJBTaTIB MIKHAPOJHOTO MAPKETHUHTY

Puc. 9.3. [locnioosnicmov niany8anHs MidHCHAPOOHO20 MAPKEMUH2Y

Crpareriynuii miaH po3poOJsieThcs Ha 3—5 1 OUIbIIEe POKIB, OMUCYE
rOJIOBHI YMHHUKHU Ta CWJIM Oprasizallii, MICTUTh JOBIOCTPOKOBI IlJII Ta ro-
JIOBHI MApKETHUHTOBI CTpaTerii 13 3a3HAYCHHSIM PECYpPCIB 1 MOXKIJIUBOCTEH,
HEOOX1THUX IS 1X peai3arlii.

TakTUuHMIA TJIAaH MApPKETUHTY PO3POOJISIETHCA HA PIK 1 MEHIIE (MiBPO-
Ky, KBapTaJj, MICSI[b TOIIO), ONMKUCYE MOTOYHY MAPKETUHIOBY CUTYaIlil0, KOH-
KpPETHI LTI MApKETUHIOBOI MIsUIbHOCTI Ta 3aco0u iX mocarHeHHs. [{o Horo
CKJIaly TaKOXX BKJIIOYAIOThCA TMporpamMa [ii (omepaTUBHO-KaJeHIapHUN
1J1aH), OFOPKET MapKETUHTY, 3aX0/H 1010 KOHTPOJII0 MapKETHUHTY TOIIO.

[Ipu BUOOPI cTpaTeriii MIaHyBaHHS B MIXKHAPOJHOMY MapKETUHTY KO-
puctytotbest moneinto EPRG (eTHoneHTpu3Mm, MOTIEHTPU3M, PET1OHOIICHT-
pHU3M, TEOLIEHTPHU3M).

Etnonentpu3m (ethnocentrism) mpumyckae, 1mo MapKeTUHT 1 MEHe-
KMEHT Ha 30BHIIIHbOMY PUHKY BU3HAYaIOTHCS JJOCBIJIOM JIsUIbHOCTI OpraHi-
3aIlii Ha PUHKY BHYTPIIIHBOMY 1, SIK MPaBUJIO, KOMIIOOTHCA. MixkKHapOIHUN
PO3BUTOK JAPYTOPSJIHUIN BiTHOCHO BHYTPIIIHLOI €KCIIAHCIi, a 30BHIIIHIN pH-
HOK PO3IJISAAETHCS K MOTJMHAY HAJUIMINKIB MPOAYKI, IS SKUX HE 3HaM-
[IUIOCS CTIOKMBAYiB yCEpEIMHI KpaiHHU.

Hoainentpizm (Politsentrizm) nepeadayae, 1m0 cucTeMa MapKEeTUHTY Ta
MEHE/PKMEHTY TPUCTOCOBYETHCS JI0 KOXKHOIO 3apyOKHOTO PUHKY (SIK Ipa-
BUJIO, TAKWX PUHKIB HE JyKe Oararo). [ImanyBaHHsS MapKeTUHTY 311MCHIOETHCS
32 TEPUTOPIAUTLHUM TMPUHITUIIOM, MPUUYOMY aKIEHT POOUTHCS HE CTUILKH Ha
CXOXKOCTI perioHaJIbHUX PUHKIB, CKUIBKH HA BIIMIHHOCTSX MK HUMHU.

Periononentpusm (Region centryzm) po3risgae CBIT SIK CYKYITHICTb
PUHKIB PETiOHIB, 1110 MAIOTh MEBHI CXO0K1 XapaKTEPUCTUKU. Y MekKaxX KOKHO-
ro perioHy opraizaiiisi po3po0Jisie CBi MJIaH MAPKETUHTY.
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I'eonmentpusm (Geocentrism) TpakTye CBIT K €IMHUN puHOK. [lnany-
BaHHS MapKETUHTY Ma€ CTaHIAAPTU30BAHHMK XapakTep (€auMHa Mapka TOBapy,
3arajibHa TOHAJBHICTh PEKJIAMH, CX0K1 METOJIM TOBAPOPO3MOALTY Ta 30yTY).

9.4. KOHTpPOJIb MI2KHAPOAHOI'0 MAPKETHUHTY

KoHTpoJib Mi>KHAPOTHOT'O MAPKETUHTY BKJIIOUAE TaKi €Taru:

— BCTaHOBJICHHS IOCSTHYTOTO PIBHS BUKOHAHHS 3aBJIaHb, MOCTABJICHUX
y Mporpami MiKHaAPOJHOT'O MAPKETUHTY;

— BUSIBJICHHSI BIIXWICHb BIJl HaMIY€HHMX ITOKA3HUKIB PO3BUTKY MIXK-
HapOJIHOT'O MapKETUHTY;

— BU3HAUYEHHS CTYMNEHS JOMYCTUMOCTI IIUX BIJIXWJICHb 3 MOTJIAY CTpa-
TEr1YHUX I[1JIeH, 3aKJIaJICHUX y IPOorpaMi MixKHAPOITHOTO MAPKETUHTY;

— BCTQHOBJICHHS 30BHIIIHIX 1 BHYTPIIIHIX IPUYUH BIIXUJICHB;

— BUPOOJICHHSI peKOMEHAIIN /JIi TOBHOTO BCTAHOBJICHHS BUSBJICHUX
BIIXHJICHBb a00 7K X IIOM'IKIIIEHHS, SIKIIIO BOHU BUKJIMKAH1 HE3aJIE;)KHUMU Bl
oprasizarlii 30BHIITHIMH 00CTaBHHAMH.

Ha mpakTuiili KOHTPOJIb MI)KHAPOJHOTO MApPKETHHTY IOJISTae B MEPio-
auyHoMy (1-2 pa3u Ha pik) MPOBEACHHI PEBi3li MapKETUHTy, ab0 MapKe-
TUHTOBOT'O ayJINTY, IKUM SIBJIIE CO0O0I0 «MOMEHTaIbHY (hoTOTrpadiro» Misib-
HOCTI1 Oprasizailli y 30BHIIIHHOMY CEPEIOBUII JJI MOPIBHSIHHS PUHKOBHUX
YMOB 1 pECYPCHHX MOXKJIMBOCTEH KOMITaH1i, 3 METOIO BHECEHHS HEOOX1THUX
KOPEKTHUB Y MapKETHUHI-TUIaH JUIS TOJIMIICHHS (DIHAHCOBO-TOCIIOAAPCHKUX
MOKAa3HUKIB. MapKeTUHTOBHI ayAauT J03BOJISI€ OLIIHUTH ISUIBHICTH Opra-
Hi3alli Ha 3apyOKHUX PUHKAX, MOOAYUTH 1i yCMIXU 1 HEBAAdl, BU3HAYUTHU
NPUYMHU THUX Ta I1HIIMX, BCTAHOBUTH KOMIIETEHTHICTb CIIBPOOITHUKIB
1 €(heKTUBHICTH X pOOOTH.

[Ipu npoBeieHHI KOHTPOJII0 MIXHAPOJIHOT'O MAPKETUHTY CJIi/I BPAaXOBY-
BaTH JICSK1 OCHOBHI MPUHITAIIA KOHTPOJIIHTY:

— MPUHIMI PyXy 1 TAJIbMyBaHHS TICHO TOB'SI3aHUM 3 MOHATTAM «IHHO-
Ballis» Ta nependavyac akTUBHUN BIUIMB Ha THUX IMpalliBHUKIB OpraHizailii, sKi
B CHJIy IPHUPOJTHOTO KOHCEPBATU3MY (SIK BJIACTUBOCTI NMCUXIKH) TAIbMYIOTh
MIpOrpec, 3apoBaKEHHS HOBOTO;

— MPUHIMI CBOEYACHOCTI MOJISATAE B MPAarHEHHI CKOPOTUTH JI0 MIHIMY-
My TUMYacOBO] Jiar, KMl BUHUKAE MK MOSBOI HOBOTO IIAHCY a00 PUBUKY
1 BIJIMOBITHOO PEAKIII€I0 OpraHizailii Ha HbOTO;

— MPUHIMI CTPATETIYHOI CBIIOMOCTI peali3ye€ThbCsl TUIBKUA TOJ1, KOJIU
Oynb-siKe piIeHHs a0o il opraHizaiii OLIHIOEThCS 3 MO3MUIIHN X BIAMOBIA-
HOCTI CTpPAaTEeT1YHUM IJIAaHAM M1KHAPOJIHOTO MAPKETUHTY;



TEMA 9. YnipaBJ/1iHHA MIXKHapOJHUM MapKeTUHIOM 77

— NPUHIMI JOKYMEHTYBaHHS MOJSrae y HaJaHHI HEoOXiaHO1 1H(op-
Mallii CUCTEMaTHYHO, HAMOLJIBII ITOBHO, HA0YHO Ta 00OB'I3KOBO B IMMCHMOBO-
MY BHUIJIS1 3a CIelialbHO BU3HAYEHOK Ta po3po0jeHo cxemoro. Lle mo3-
BOJIUTD y OYJb-IKMM MOMEHT BCTAHOBUTH HE TIIBKH 3MICT MepeaaHoi iHdpop-
Maillii, a i 1l aBTopa Ta oJiepKyBaya, a TaKOX JaTy Mepeaadi, CIOHYKalouu
THM CaMHM J10 OLIBIIIOI BiIIOB1TaJIbHOCTI.

ITutaHHs 1J1s1 CAMOKOHTPOJIIO

1. TlosicHITH CYTHICTh MIXKHapOJHOI MapKETHHTOBOI Ta IJI00aIbHOI
cTpaterii.

2. Y 4oMy MoJIAra€e CyTHICTb YIPaBIiHHSI MIKHAPOIHUM MapKETHUHIOM?

3. Sxi ocHOBHI (GYHKIII yNpaBiIiHHSA MIDKHAPOJHUM MapKETHHIOM
PO3TIISIAAIOTHCS 3a3BUYAN?

4. Illo Take CTpyKTypa ynpaBiiHHSI MI>KHAPOJHUM MapKETUHTOM?

5. SIKi CTpyKTypH ympaBiiHHS MDKHAPOJIHUM MapKETUHIOM 3a3BHUYail
PO3TIISIAAI0Th?

6. JlaiiTe Bu3Ha4YeHHS (PYHKIIOHAJIBHOI CTPYKTYPH YINPABIIIHHS MiXK-
HapOJIHUM MapKETUHIOM.

7. Ha3BiTh nepeBaru MaTpuyHO1 CTPYKTYPH YIIPABIIIHHS.

8. Ha3BiTh OCHOBHI NPUHIIUIIK MOOYAOBU MI>XHAPOJHUX OpraHizariii-
HUX CTPYKTYP.

9. OxapakTepu3ylTe OCHOBHI KOHIICMI{li MI?)KHApOHOI'0 MapKETHUHIO-
BOT'O IJIAHYBaHHS.

10. SIki OCHOBHI €Tany BKJIKOYAE MPOLIEC PO3POOKHU TUIaHY MAPKETUHTY?

11. Ha3BiTh TUNM IUIaHIB B Taly3l MDKHApPOJHOTO MapKETUHIOBOTO
TJIaHyBaHHS.

12. Tlopsimok BUOOpY Mi>XKHApOIHOI MAapKETUHIOBOI CTpaTerii Ta Horo
eTaru.

13. Y yomy CyTHICTh MAapKETUHIOBOr0 KOHTpOJt0? Ta Moro 0CHOBHUX
eTamiB?

14. SIkvuM YMHOM 3IIMCHIOETHCS PEBi3isi MIXKHAPOIHOT'O MAPKETUHTY?






INTRODUCTION

In terms of globalization, internationalization and interpenetration of eco-
nomic relations, informatization of the world economy and society, consumers
from various countries’ awareness of the range and high quality standards of
goods and services in the world market, complexity and instabilities of
interaction between internal and external environments make each country
expand foreign commercial activities. Selection and acceptance of vitally is
necessary for strategic decisions on the international market is depend on the
knowledge of the principles and characteristics of international marketing.

On completion of this course the student should know:

— key categories and terms;

— content and functions of marketing concept of international
marketing management;

— structure, principles and methods of international marketing
management; peculiarities and special features of international marketing;

— theoretical and practical approaches to the identification of sources
and mechanisms ensuring competitiveness of Ukrainian companies on world
markets;

— special terms of arranging and carrying out market surveys on
overseas markets.

And be able to:

— use the tools of marketing research;

— analyze the status and trends in the global markets and internal
potential and abilities of the company for entering foreign markets;

— take into account aspects of international business environment while
operating marketing activities;

— understand specificity of different ways of breaking into overseas
markets, know their advantages and disadvantages;

— identify key sources of information for further usage;

— to give grounds and make a decision on entering a foreign market;

— develop marketing programs and evaluate their effectiveness;

— work out measures to increase competitiveness of goods and
companies in foreign markets.



Topic 1

INTERNATIONAL MARKETING:
GENERAL REVIEW

1.1. The impact of the internationalization of
the economy on business

Before enter the foreign market, the firm must thoroughly understand
its changing features of international marketing environment where there are
always new challenges and opportunities:

— internationalization of the world economy, which is reflected in the
rapid growth of international trade and investment abroad;

— the gradual loss of the dominant position of the US;

— establishment of an international financial system that provides more
free convertibility of currencies;

— o1l crisis of the 70s the XX centuries;

— increasing a quantity of trade barriers set up to protect domestic
markets from foreign competition;

— the gradual opening of new large markets;

— dynamic growth of China, India, Russia and Brazil;

— the Gulf War 1990-1991 and 2003;

— 2001 September 11 split the world into rich and terrorists;

— «velvet revolution» in Central and South Eastern Europe in 1989-1990;

— creation of the Single European Market and its split;

— environmental degradation, ecological balance, the threat of the
greenhouse effect.

The reasons which make domestic entrepreneurs and foreign firms to
enter the market are:

— changing situation on the domestic market (fall in demand for goods
carrying antibusiness activities government policy, high taxes, stimulating
the release state business to overseas markets in order to increase foreign
exchange earnings);
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— increasing the rate of production and full meet the demand of local
consumers;

— expansion of markets by overseas customers who are able to bring
additional income;

— attraction of foreign markets, despite the additional costs and risks in
connection with operations abroad.

1.2. Becoming and evolution of species Marketing

After the Second World War under the influence of liberalization and
cooperation in the world market there was the transformation of the world
market as a single economic space, which can be considered an objective
reason for the emergence and development of international marketing.

International marketing should be considered as part of the whole
system of knowledge in the field of marketing. Its genetic basis is spatial and
geographical factors agenda related to the activities of enterprises in foreign
markets. It complements the Domestic Marketing [22].

International Marketing Evolution shown in fig. 1.1 [29].
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Fig. 1.1. Stages of internationalization International Marketing [29]
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1.3. Basic definitions and concepts

Marketing — the sophisticated, dynamic and multi-faceted phenomenon
makes it impossible to give a single definition of its full characteristics.

In the English-language interpretation of the word «markety is
pronounced the same way with the accent on the first syllable.

Today, there are about 2,000 definitions.Here are some of them:

T. M. Chumachenko gives the following definition: «international
marketing — i1s a way of thinking, a set of recommendations for the correct
selection and adoption of commercial-economic decisions from a position to
fully and effectively meet all requirements of both domestic and foreign
consumer goods and services»[14].

International marketing — marketing activities of the company beyond
national boundaries [18] while the scientist T. N. Tsygankova [17] divides it
by the degree of internalization: import, export foreign trade, transnational,
global and multiregional («The whole world — my market!»)).

In R. B. Nozdryova [23]: «a market concept of management of inter-
national activities of the company focused on the invite end users from diffe-
rent countries and their formation of benefits in accordance with the strategic
goals of optimizing and expanding business in the global world scale».

International marketing is a way of thinking, philosophy, the company's
approach to the business of international, global position. It involves the
search and optimization of the planned and systematic revenue from
throughout the world, not only on the national market territory.

A. V. Fedotova accent «the comprehensive study of the current and
future needs of foreign markets, system planning, organization and mana-
gement of transnational corporations in terms of research and development
(design) of new products, their production, purposeful formation of consumer
demand and sales of manufactured products in order to effectively ensure the
long-term interest and appropriation of the basis of the maximum and stable
profits» [25].

E. M. Azarian defines as «a system activity on foreign markets, which
allows you to create adequate market environment, marketing mix,
contributing to customer satisfaction and the achievement of the strategic
goals of the enterprise» [12].

Majority scientists are proponents of «a complex of measures to imple-
ment the firm's foreign economic activity outside their country» [18, 26, 27].

So, scientists interpret the definition of international marketing outlook:

— philosophy or way of thinking;
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— management concepts (complex activities all) outside national
borders;

— methodologies to ensure the effectiveness of foreign economic
activity [8].

By combining all the definitions in one can be formulated that «Inter-
national Marketing» — a complex system of management (planning, imple-
mentation, monitoring) and constant analysis management firm that provides
industrial-trade (sales) activities in the world (global) market, on the impact
and adaptation conditions of the market environment in order to effectively
ensure their long-term strategic interests, obtaining competitive advantages
and maximum and stable returns [29].

1.4. The goal, the subjects, functions and principles of
international marketing

With the expansion of foreign economic activity of many domestic
enterprises and individual entrepreneursincreasing importance international
marketing and use for certain purposes.

Subjects of international marketing are:

— individuals entrepreneurs;

— national entities;

— international companies, joint ventures and multinationals form the
structural organization of a large company that makes direct investments in
different countries;

— integration grouping (APEC, EU, ASEAN);

— global (international) organizations WTO, MBR.

For any of the domestic entrepreneur or businessman, regardless of
their level of involvement in international exchange of goods or services, it 1s
important «deep understanding of marketing objectives of the company, the
correct setting objectives, adequate situation International Business» [14] and
possession of methodology and tools for organization and implementation of
international communication processes inherent in international marketing
(fig. 1.2).

The purpose of international marketing — to meet consumer demand in
the foreign market at economically favorable conditions for the company,
and it also depends on the phase of dive company in international marketing.

The purpose of international marketing business can be both qualitative
and quantitative objectives (fig. 1.3).
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Fig. 1.2. Interconnection complex, goals, tasks, phases and functions
of international marketing
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Qualitative (COMMUNICATION)

The growth of the prestige of the subject of
the international market, increasing its

Quantitative (FCONOMIC)

Economic growth subject of international
prestige market, strengthening its competitive

potential scales weight

- - e increase of sales in terms of value and
e impact on external and internal labor

markets;
e support for educational, cultural and
other events both domestically and abroad;
o growth of prestige of the subject of
international market, increasing its
potential weight

volume;

e growth of market share by countries,
market segments, products;

e profit growth of the subject of the
international market;

o the growth of economic prestige of the
subject of international market;

e increasing its competitive weight

Fig. 1.3. Objectives of the subjects of international marketing
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The overall objectives of the international marketing are presented in

fig. 1.4.
exchange rate
OBJECTIVES OF
INTERNATIONAL
MARKETING
Environment

* Ensuring effective international action
* Improving the reliability of business in the conditions of unstable

* Creating or expanding sales network
 The ability to eliminate import restrictions
* Inspiring, encouraging and promoting foreign investment

* Reduced costs for salaries, travel expenses, costs related to taxes,
with the acquisition of real estate and the costs of the

~

J

Fig. 1.4. The objectives of International Marketing

Functions in many respects depend on the international immersion
company marketyn. P. S. Zavyalov identifies five functions of marketing,
analytic, product and production (creative), marketing, creating, management
and control (tab. 1.1) [26].

Table 1.1

The main functions of international marketing [26]

most closely
corresponds to
external market
conditions;

— development of
optimal logistic
schemes

Analytical Production : : Management and
: Stimulating

(research) (creative) control
— explore the — the organization |— organization of |— the
foreign market; of production commodity organization's
— consumers; processes, circulation for the | strategic and
— proprietary development of international operational
market structure; | new technologies; | channels of planning and
— goods (goods | — logistics; distribution; control;
structure); — quality — formation of — coordination of
— environmental | management and demand; production and
international competitiveness of | — sales promotion | sales of financial
market. finished products activity;

— risk assessment,
profit, efficiency
of marketing
activity
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Sequel of table 1.1

Sales and distribution Advertising and | Development of
sales promotion | plans and
programs
IMPROVING THE SYSTEM OF MARKETING

International marketing is based on the principles of the internal
(national) marketing, but access to foreign markets has left its specificity:

— differences and characteristics of foreign and international law [12];

— informed choice and determine the best ways to achieve strategic
objectives, and enterprise development;

— enterprises do not focus on the immediate and the long-term result of
marketing activities;

— cross-cultural analysis in determining differences in business culture
and the culture of consumption in individual countries and regions;

— adapt to foreign consumers and latest trends in the world market;

— increased requirements for goods or services offered to the foreign
market regarding their service advertising [11] compared to competitors'
products;

— foreign trade and currency transactions;

— a great need for the availability of reliable, accurate and timely
information processing and analysis in the process of marketing research;

— availability of alternative and higher risk than the domestic market;

— organization of research and development work to justify production
to create goods (services) that best satisfy the specific requirements of the
market and consumers.

— fast and accurate response to ongoing changes in the environment of
international marketing.

The peculiarity of international marketing is that the organization and
methods of the need to take into account social and cultural environment of
the foreign market, its political and economic environment, including
linguistic and religious differences, everyday habits and customs which
greatly expand the scope of international marketing in relation to national
marketing.

Questions for Knowledge Control:

1. What are the important events that have occurred in the world and
affect the development of the global economy?

2. Expand the essence and peculiarities of international marketing.

3. What are the causes output of enterprises on foreign markets?
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4. What are the stages of the evolution of international marketing?

5. Give the definition of international marketing.

6. What are the differences in the definition of «international
marketing»?

7. Give the definition of the purpose of international marketing.

8. Name the quantitative and qualitative goals of international
marketing.

9. What are the main subjects of international marketing?

10. Is there a relationship goals, tasks, phases and functions of
international marketing, if so, what is it?

11. What are the main features of international marketing?

12. What principles based international marketing



TOPIC 2

ENVIRONMENT OF INTERNATIONAL
MARKETING

2.1. The essence of the research and international
marketing environment

International marketing environment — a set of economic, socio-
cultural, political, legal and other conditions, processes and factors affecting
the viability and management decisions in the exercise of their activities on
the international market [1, 6—8].

Majority of scientists shared the marketing environment to:

— internal environment — the financial, technological, personnel,
organization of information transfer between different levels of government;

— external environment — a set of economic, legal, political, socio-
cultural traditions, natural environment and international relations in foreign
economic activity [1, 12—14].

All variety of factors internal and external environments are divided
into two groups:

— controlled (choice of target markets, marketing objectives,
organization and structure of marketing, management plans for marketing
products / services for advertising, a way of promotion, distribution
channels);

— uncontrolled (consumer behavior, competition, government policies,
the general state of the economy, socio-cultural environment, the impact of
geographic and climatic factors, the level of technology development) [23].

In international marketing research carried macro by the scheme
SLEPT- or PEST-analysis [17], the contents and their sequence presented in
table 2.1. Consider in more detail each of the stages.
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Table 2.1
The content and sequence SLEPT- and PEST-analysis
of international marketing
Sequence Content Content
S | Social / social and cultural P political climate and its
cultural impact on business
development
L | Legal legal E economic conditions of the
activities
E | Economic economic conditions | S social and cultural
of the activities
P | Political political climate and | T technological factors of
its impact on business business development
development
T | Technological | technological factors
of business
development

Social and cultural environment factors affect all marketing tools
changing the type, quality, the way of presenting the product, its price,
advertising, type of promotion and distribution of goods.

The purpose of the research of political and legal environment is
determining the level of political and legal stability, impact on business and
their risk for developing strategies to minimize.

Consider in more detail each of the stages.

2.2. Socio-cultural environment

Culture is a complex concept, which includes knowledge, belief, art,
morals, laws and customs, especially in the living conditions, needs acquired
by man as a way of society.

Global culture are in constant, albeit slow development, adapting to the
norms and values and several behind them. What deeper into the company on
the foreign market, the more careful study of socio-cultural factors require
external environment (fig. 2.1).

Factors of social and cultural environment of international marketing
can be represented by the following groups.

1. Cultural factors including:

— religion (basic religious principles and their impact on the public that
is the target market of the company);

— means of communication (language, gestures, the distance between
people, colour preferences, punctuality);



90 INTERNATIONAL MARKETING

— ethics and aesthetics (particularly while developing advertising, sales
of goods, communicating, etc.);

— living conditions (habits, a typical diet, the level of consumption of
the products, their quality, style of clothing, housing, traditional leisure,
health, sports development, etc.);

— arts and sciences (the average level of education in the country, the
level of the population’s provision with secondary and higher education
institutions, objects of culture, long-term trends in developing cultural
values);

— shopping features (tradition of the consumption of goods and
peculiarities of the public perception of different kinds of goods, etc.);

— traditions of doing business;

— people’s attitudes towards the world.

Means of communication, Religion, taboos, Spiritual values, traditions,
language rituals customs

.

Public
organizations, Living conditions and
social — SOCIO-CULTURAL P traditions business
institutions ENVIRONMENT
The material and \ Subculture
technological Education, science, art
values

Fig. 2.1. The structure of the cultural environment affecting international business

2. Human factors, including physical characteristics of people
(external data, peculiarities of smell and touch) and specific features of the
behavior defined by education, morality and belonging to some particular
group.

Culture — defined as «the collective programming of thinking» [30].
For cross-cultural understanding of the behavior of consumers and business
partners, the following schemes, which share in terms of interpersonal
relations and the criteria (tab. 2.2).

Along with the similarity of attributes for culture (language, religion,
geographical location, ethnicity, level of economic development and etc.) at
the intersection of different cultures for successful business management
must now provide their own assessment of the experience:
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— define the purpose of understanding the business management
company;

— learn how to define this goal or problem people who know the local
environment and cultural norms of doing business;

— study the differences and try to explain them in the light of the
evaluation criteria headquarters;

— revise goals and concerns so that the intentions headquarters were
performed best way.

Table 2.2
Cross-cultural characteristics of consumer behavior
Interpersonal relations Criteria
«High context» (HC) — plays an «The distance of the hierarchy
important role and the situation graduation» (PDI) — related to the
intuition and tradition, there is no perception of equality between people or
particular need for the written layers in society. The greater the gap

contract (Arab and Asian countries) | between «top» and «lower ranksy, the
longer the hierarchical ladder

«Low context» (LC) — business «The image of the ambiguity condition»
relations are governed by contracts | (UAI) — attitude towards their future and
that should be clearly formulated to attempt to take destiny into their own
for all the details that they could hands. The more prynyymayetsya
understand an outside lawyer attempts to plan and control it, the higher
(industrially-developed countries of | the degree of uncertainty condition

the West) «Individualismy» (IDV) — the more

advantage towards personal freedom and
personal responsibility, the higher the
degree of individuality

«Masculism» (MAS) — the greater the
masculinity, the higher masculism

To close coexistence with other nationalities should seek the ability to
empathize and to respect their culture, must be handled so that your actions
were natural and acceptable to them.

The penetration into a new market demands:

— to determine scheme of possible barriers (traditions, taboos, and etc.);

— sorting of barriers on insurmountable to and insurmountable;

— development and approbation of our offering in real cultural
environment (local advisors help in the decision process and approbation);

— search local guarantors for the new proposal (free trial supplies for
the conquest of the market);
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— mobilization of the best local experts in planning long-term
marketing communications (media and distribution channels of advertising to
achieve the goodwill and trust of consumers;

— overcoming own criteria guest experience in marketing from
operations conducted in the domestic market.

2.3. Political and legal environment

Political and legal environment of international marketing in various
countries of the world community can be represented by the following
factors (fig. 2.2).

The political forces of the country which are investigated in the study
of the political and legal environment of international marketing include:

— political climate — a statistical long-term regime of the political
situation in the country;

— government — the supreme body of executive power;

r z

POLITICAL FACTORS LEGAL FACTORS
. '
The ability of democratic reforms The presence of common federal legal acts
§ ) regulating foreign trade activities
.’ ~ J
. h 9

The presence of the federal program of the
rule of law and ensuring the continuity of

The probability of a return to the past
political system

\ J the legal vertical and horizontal
\ 4 \ )
) 4
The criminal situation in the country '
) The presence of federal regulations on
9 standardization, metrology, consumer
p N protection, competition policy,
certification; quality management,
Total number of factions in the legislature environmental seredovyschai etc.
( y L 4
’ . . .
r D The quality of prosecutorial supervision
The presence of the strike movement in over compliance with federal regulations

the country, the number of strikes with the
number of participants more than 100

\. J/

Fig. 2.2. The political and legal factors of the environment

— national sovereignty — independence of the state in the external and
its rule in the internal affairs;
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— national security — a set of measures concerned with the protection
and defense of the state;

— national income — a general indicator of economic development of
the country;

— prestige — authority, power of the country on the international market;

— lobby — a system of offices and agents of the monopolies, various
organizations in the legislative bodies of the country putting pressure on
legislators and officials.

Legal practice of the countries of the world falls into three types of
legal systems:

— a system of customary law based on the traditions, customs, manners
and precedent with the governing role of courts (the USA, the UK);

— a system of civil law (codified legal system) based on a deliberately
developed set of laws united in the Code (Germany, France, Japan, Russia,
Ukraine);

— triple system of law which is based on religious precepts (the best
example 1s the Muslim law). The dominant system in 19 of the 30 Muslim
countries.

Legal regulation of the instruments of international marketing is
generally represented in table 2.3

Table 2.3
Areas of legal regulation of international marketing instruments
Marketing Areas of legal regulation
instruments
Product — quality standards;

— attributes of packaging, labeling;

— primary information on the package;

— safety

Price — upper and lower bounds of price movements, fixing or
restricting freely set prices

— the size of margins of trade organizations;

— competition law, antitrust restrictions

Promotion of | — ensuring equal opportunities to businesses in their foreign
goods economic activity regardless their type of ownership;

— the law on advertising, competition law;

— antitrust committee activity;

— an opportunity of exclusive sales;

— availability of consumers’ rights: on security, of choice, for
access to the information on the risk in consumption of goods
Distribution of | basic conditions of supply and unification of trade terms
goods (Incoterms — 2000)
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2.4. Economic environment

The economic environment of international marketing creates a system of
international trade in goods and services. Factors external economic
environment of the market in the international practice are presented in fig. 2.3.

ECONOMIC FACTORS OF THE EXTERNAL
ENVIRONMENT

* the level of development of the economy and its sectoral structure,
participation in foreign trade, the share of raw materials in the exporting
country;

* the share of competitive products in the country's domestic and foreign
markets;

* the budget deficit of the country, the average annual inflation rate;

* the share of private property in his own country, a strategy of transition to
market relations and their development;

« indicators of foreign economic activity, its dynamics, indicators of the tax
system, the level of development of the financial sector of the country;

* the structure of the income distribution

Fig. 2.3. The economic environment factors of international marketing

The indicators of the economic environment of international marketing are:

— the type and structure of the economy;

— gross national product (GNP);

— status and trends of key macroeconomic indicators (GDP, GDP per
capita, inflation, economic growth, the structure of production, etc.);

— the level of the economic growth of the country;

— the value of GNP per capita;

— the degree of state intervention in the economy;

— stability of the national currency;

— balance of payments foreign country;

— foreign economic and foreign policy;

— standard of living;

— demographics: population, fertility, employment, unemployment, etc.;

— 1nvestment climate;

— availability of free economic zones;

— the influence of international organizations;

— processes of international economic integration.
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In order to take into account economic factors operating in a foreign
country, one should determine the openness of the economy of this country,
its vulnerability, international business cycle and foreign influence on it,
industrial activity of the country, the level of prices for goods and services as
well as general conditions of the international economic activity.

Government economic policy reflected in state legislation that regulates
economic activity and is a combination of two polar tendencies: free trade
(free trade) and protectionism (protectionism). In practice, regulation of
foreign trade activities, the following legal regimes: national and most
favored.

The basic tools and forms of foreign policy presented in fig. 2.4.

FOREIGN POLICY OF THE GOVERNMENT

Types Instruments Features
I

v

J

—

Free trade
KOHTPOJIb
Embargo

(liberalization)
Legal security [q

Protectionism
Unification of
rules
Complex
character

Tariff regulation Non-tariff regulation

Customs duty Quotas

A

Customs tariff Licensing

Fig. 2.4. Types, features and instruments
of the foreign trade policy of the state

Under the influence of the internationalization of economic activities
and in order to maximize additional profit overseas the value and scale of
capital export, which is an intentional movement of funds from one country
to another. The export of capital takes a form of the business (direct and
portfolio investments) and loan capital. Export of the enterprise capital is
a long-term foreign investment into industrial, commercial and other
enterprises.

Foreign investments are a source of money, and sometimes of direct
property investments into development, expansion, production of new goods
and services, improving technologies, mining, use of natural resources.
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Direct foreign investments refer to the investments into foreign
enterprises, providing investors with control over them. On condition where
a foreign owner owns at least 25 % of the capital stock company (in
accordance to the American law — at least 10 % in the European Union — 20—
25 %, in Canada, Australia and New Zealand — 50 %) [8].

Portfolio investment refers to the investment into foreign stocks, bonds
and other securities made to obtain high dividends, return on the invested
capital. Portfolio investments do not provide control over the enterprise.

The export of loan capital refers to giving medium and long-term loans
(in cash or commodities) in order to gain profit through high loan interest.
Removal of venture capital is a long-term foreign investment in industrial,
commercial and other enterprises.

The degree of foreign investment attractiveness of the country is
determined by the so-called «investment climate». The latter is characterized
by the following features:

— the type of the legislation on foreign investments;

— the availability of natural resources;

— killed labor force;

— the capacity of the local market;

— the convertibility of the national currency;

— the guarantees of export profits non-nationalization of enterprises.

Factors that contribute to international investment:

— the stability of state policy-support;

— preferential tax treatment;

— measures to facilitate the inflow of funds in the business;

— the creation of innovation centers;

— developed network of firms providing financial assistance to
entrepreneurs;

— counseling centers;

— effective system of intellectual property protection;

— facilitation regulation of economic activity;

— improving the quality of labor;

— provision of information technology and means of communication;

— benchmarks for success;

— freedom of creation and so on.

One common new forms of foreign economic relations in recent
decades is the creation of the country of free economic zones — a limited area
of the country, within which operates preferential economic and foreign
trade, enterprises represented a broad freedom of economic action.
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2.5. Technological environment

Technological environment is an important element of the most
dynamic and international environment, as in the current situation the rate of
scientific progress dramatically accelerated. The technological level of the
country, on the one hand, determines the degree of economic development,
on the other — is essential motive entrance to this country multinationals.
Analysis of the technological level of the country or market provides:

— level of energy, transport and information resources;

— consumption;

— the degree of development of industrial infrastructure;

— advances in communications and connectivity;

— research work carried out in high-tech industries have a multiplier effect;

— the degree of scientific development, structure and costs in the field
of basic and applied research.

Effect of changes in the technological environment is:

— use of new materials and devices (scanners, linear accelerators, CT et al.);

— the application of high technology (biotechnology, molecular,
genetic engineering, nanotechnology, etc.) in industry, trade, health care;

— transition to new environmental energy sources;

— artificial intelligence;

— of computers and automation technology, industrial, administrative
and educational processes;

— electronic money (E-Cash) through the Internet;

— telecommunications, Wi-Fi, 3G.

2.6. Risks when entering a foreign market

In the implementation of international projects of enterprise risk more
than working in the domestic market.

While implementing international projects the following types of risks
are distinguished:

— marketing (sales) — a decrease in demand for the selected
international or decline in world prices;

— political (restrictions, embargoes, etc.);

— commercial (insolvency of the buyer);

— production (insurmountable in the organization of production, its
maintenance, staff training, etc.);

— scientific and technical (a license exchange, development of new
technologies and materials, joint research and development, etc.)
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— 1nflational (rising cost on salary, raw materials);
— currency (fluctuations of currency exchange rate);
— 1nvestment;
— force majeure (social, economic, natural disasters, crime).
Analyzing foreign markets and assessing the risks should first take
into account issues such table 2.4 [7].

Table 2.4
Commercial and political — trade agreement with a country does not exist;
situation — trade agreement there are limited connections;
— the trade agreement + developed trade
contacts;
— protocol on trade + stable, long-term
relationships
The presence of restrictions | — most favoured nation
on trade (type of foreign — some advocate protection measures;
economic policy for this — partial embargo;
country, company product) | — the economic blockade
Relationships with potential | — before trading was not (the company and its
customers products in the market are not known);

— trade was small, episodic;

— actively developing quite stable partnerships
The possibility of effective — there is absolutely no advertising;
advertising — are not developed information channels;

— there are many different available channels
and information dissemination

Market information — 1s little hard to reach;

— fragmentary and an unreliable;

— sufficiently complete and reliable

The required amount of — large / medium / small time;

market research — large / medium / small in terms of costs

Formal accounting risks in technical and economic calculations can be
performed using methods of probability theory and mathematical statistics.
For example, the German company Xexcm (Hoechst AG) produces more
than 50 billion DM: 80 % — sold abroad, payments to insurance companies
more than 300 million marks, of which 40 % of this amount are two own
insurance agency.

Methods of risk management include:

— Insurance;

— hedging;
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— types and methods of settlement and credit relations;
— analysis and forecasting of market conditions (demand, supply, prices).

Questions for Knowledge Control

1. Define international marketing environment.

2. What is the purpose of the study of international marketing
environment?

3. What are the components of the divided international marketing
environment?

4. What is the concept of culture?

5. What are the factors of socio-cultural environment affecting the
behavior of consumers cross-cultural differences, give an example?

6. What are the factors of political and legal environment?

7. Legal regulation of international marketing tools include ... (name
them).

8. In the study of international economic environment requires special
attention to the analysis of these indicators ... (List).

9. With the fundamental tools and forms made regulation of foreign policy.

10. What does the analysis of the technological level of the country or
market?

11.What are the main risks when leaving the company to foreign
markets?



Topic 3

THE CHOICE OF FOREIGN MARKETS
AND SEGMENTATION

3.1. Stages and ways of entering the foreign market

The following should precede decision making on the company’s
foreign market entry:

— analysis of the reasons that motivate companies’ entry the foreign
market (fig. 3.1);

The saturation of the domestic Changing conjuncture in the
market " domestic market
o
Increased competition in the g Conductlr}[ig1 antl-busmesi policy by
domestic market o ¢ governmen
.20
: g P L ; :
The necessity of maintaining 5 The high level of taxation
. —»
the image =
; Stimulation of the state to exit of
The activity of the foreign % entrepreneurs to foreign markets
I o
partner =
5 Upbuilding rate of production
) 2 of goods
Challenges to national law — 9
~
. S The expansion of markets
Overcoming the dependence on o B
the internal market = . .
8‘ The attraction of foreign market
=
Risk spreading —> &
% Changes in purchasing power
Seasonal fluctuations in demand . 2
in the domestic market S .
mn v The presence of unused production
capacity
The ability to access know-how —»

Fig. 3.1. Reasons for release of the company to foreign markets
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— determination of the export share of total sales of the company’s
own sales volume and study the issue — whether the firm engaged in
marketing in one or in many foreign countries, including a clear definition of
the desired type of the country foreign market [7, 14].

Stages and ways of entering the foreign market are presented in fig. 3.2

and 3.3.

STUDY OF INTERNATIONAL MARKETING ENVIRONMENT

L 2

DECISION-MAKING ON FOREIGN MARKET ENTRY

) 4

SELECTION OF PROMISING MARKETS FOR ENTRY

9

SELECTION OF METHODS TO ENTER ON THE MARKET

. 4

ORGANIZATION OF MARKETING SERVICE

A 4

BUILDING UP THE STRUCTURE OF MARKETING COMPLEX

A 4

IMPLEMENTATION OF MARKETING STRATEGY AND CONTROL OVER |

ITS RESULTS

Fig. 3.2. Stages of entering the company in the international market
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—  Export- || Contract
—> import Foreign production
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International -
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Fig. 3.3. Foreign market entry methods
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3.2. Essence of the, purpose and principles
of market segmentation

The term «market segmentation» was first used by Wendell Smith in
the 50-ies in relation to the popular in the US strategy of producers who
wanted to change the qualitative characteristics of their products in
accordance with the needs of different groups of potential consumers.

Segmentation is the process of reorganizing information about internal
heterogeneity of the market in relation to certain grounds which causes the
division of the market into parts (segments), each of which is considered to
be homogeneous by the type of the reaction to a particular product or service,
and therefore requires particular set of marketing tools (fig. 3.4) [29].

TARGET Factors consumer demand
MARKET

— cultural and historical

— political

— economic geography

— demographic

— psychological

— competitive

— individual prosperity
—needs (attachment)

— relative probability

— parametrial product quality

Fig. 3.4. Factors of segmentation overseas market [29]

The main purpose of segmentation is to provide targeting to the
developed, manufactured and sold goods. There are three different methods
of international segmentation:

— singling out in segments the groups of countries relatively homoge-
neous in social, economic and cultural terms which differ in the demand for
similar products (e.g., Scandinavian countries, Hispanic Latin American
countries, etc.). However, this approach has limitations as it means a high level
of uniformity within the selected countries which is not observed in reality;

— singling out universal consumer segments present in the several
countries. The globalization trends of the world economy make many brands
known and recognized globally;



TOPIC 3. The choice of foreign markets and segmentation 103

— singling out various segments in different countries. This approach
requires a serious adaptation of the communication strategy with sales and
can be applied to the goods easily modified to local conditions.

In general, market segmentation is carried out in accordance with the
following principles:

— the segments must be clearly defined and provided with sufficient,
available and reasonable information;

— significant enough to bring profit;

— available for marketing activities.

The main criteria of the foreign market segmentation are: significance,
its availability, noticeable difference or similarity of consumer preferences,
profitability, security from competition and compatibility of the segment
with the main competitors’ market, measurability, efficiency in the selected
segment of the world market.

3.3. Process and stages of segmentation of the foreign market

The process of segmentation is made up of a certain sequence of
actions — (fig. 3.5). By market scale there is:

— segmentation of the global market and its major parts (groups of
countries) — the global level (macro-level);

— segmentation of the country and its major regions (economic
regions) — the regional level (meso-level);

— segmentation of a small area (region), settlement or a specific local
market — local level (micro-level).

Segmentation of international markets reveals opportunities of different
segments of the market where the seller will operate. Then the company
should decide two main issues:

1. How many segments should be taken?

2. How can the most profitable segments be identified?

The potential of the foreign market is determined by the following
indicators:

— market capacity (C,,) — the total amount of actual or possible amount
of goods (services) sold for a specified period of time:

Co=P+R—-E+I1+D-M-E+1,, (3.1)

where P — the national production of this product in the given country;

R — the rest of inventories in the warehouses of manufacturers in
this country;

E — export; I — imports;
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D — decrease (M — increase) of the sellers’ and consumers’ stock of
goods in the given country;

E, — indirect export;

Ip — indirect import (indirect export (import) — the situation when the
product is an integral part and included in the price of other imported
(exported) goods);

— market saturation (S;,) — an indicator of the outlook for demand:

m

S, - CC <100 %, (3.2)

where C, — the quantity of customers who have already purchased goods;
C — the total quantity of consumers.

» Selection of aggregated market and study of the structure of demand in
retrospect as the "old" market is the beginning of the "new" one.

!

Identification of the major changes in the structure of demand and
analysis of the factors (criteria) that caused these changes

A 4

Identification of the most important for a specific market
parameters of segmentation

A

Segmentation itself — drawing up tables of the market segmentation

A

Analysis of the qualitative aspects of demand in segments

4

Analysis of the quantitative aspects of demand in segments
(definition of capacity, saturation, etc.)

A 4

Selection of the segments which revealed the most favorable
conditions for the operation of the company

A 4

A

Development of marketing strategy and tactics [, Development of
for each segment | recommendations for
product marketing

A 4

Analysis of the strengths and weaknesses of segmentation

Fig. 3.5. Stages of segmentation of the foreign market [1]
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Analysis of demand per capita is defined as:
— the level of per capita consumption (gq), measured in natural or value
magnitudes:
0
q=<
N, (3.3)
where Q — the volume of purchases;
N — average quantity of population;
— dynamics of the level of consumption (I,) in terms of value is
calculated at constant prices:

z 91Po z q0Po
Iq= / , 34
q N, N, ( )

where qo, qi — quantity of goods, respectively, and the base of the
reporting period;

po — the price of goods in the base year;

No, Ny — average annual population in the baseline and reporting
period;

— the elasticity of the basic (El,):
Y1~ Yo / Yo
X =Xo Xo (3.5)

where yy, y1 — demand, respectively, in the baseline and reporting
periods;

X0, X1 — factorial signs;

— the elasticity of the chain (El.) (for the i-th group):

Yi=Via Y
El = : .
N (3.6)

X
where y; — demand in the 1-th group;
yi.1 — demand in the preceding group;

y — the average level of demand;
Xi, Xi.1, X — respectively, in factorial signs i, (i-1) -th groups, and on
average in all groups.
— empirical coefficient of cross-elasticity (Elx ):
Aq, . p
El = .5 3.7

=g e (3.7)
where A gy — increase in demand for the product x;
A g, — the increase in demand for goods from;
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Px, Py — the prices of goods x and y respectively.

Analysis of competitiveness of the goods (C;) as an integral index of
the useful effect resulting from the use of the product and the costs associated
with the purchase and subsequent operation:

ct=2 W (3.8)

Pc

where Q, — the quality of the goods;

Q.s — the quality of after-sales service (service);

P. — the price of consumption which consists of the price of goods on
the market and the costs associated with the operation of after-sales products:

P=P, +3p,, (3.9)
i=1
where Py, — the price of goods on the market;
p; — funds that must be spent on each item of expenditure,
n — the quantity of items of expenditure.
The degree of customer satisfaction is assessed with the help of:
— composite parametric index (1,,) and 1s calculated by the formula:

L=Yai, (3.10)

where n — a number of quantitative parameters under analysis;

a; — the weight of j-parametric index;

1; — parametric index of j-parameter.

— a composite index of competitiveness of the goods by economic
parameters (I.):

I, => ai,, (3.11)
i=1

where m — the quantity economic parameters being analyzed;

a; — weight of i-parametric index;

i; — the parametric index of i-parameter.

The composite indices of competitiveness by consumer and economic
parameters provide an integrated indicator of relative competitiveness (C) of
the article against its sample:

C=1,: L (3.12)

If C; > 1, the product is superior to the sample in competitiveness; if C;
<1, then it 1s the inferior; if C; = 1 it 1s at the same level.
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3.4. Types of market strategies of firms’ international market

In the theory of international marketing there are a few types of market
strategies of firms’ international market entry depending on the set goals:

— strategy of conquering or market expansion;

— innovation strategy;

— strategy of product differentiation;

— strategy of costs reduction;

— strategy of waiting;

— strategy of consumer’s individualization.

For selection of a strategy it is important to take into account the
specific characteristics of the market, its structure, the type of competition,
especially of goods sold. There are three strategies of the world market
expansion (fig. 3.6).

UNDIFFERENTIATED MARKETING

B

Marketing complex of the

company (MC) Ll
DIFFERENTIATED MARKETING

MC — version 1 ‘ Segment1

MC — version 2 Segment 2

MC — version 3 | Segment3

CONCENTRATED MARKETING
MARKETING COMPLEX OF THE COMPANY (MC)

Segment 1 Segment 2 Segment 3

Fig. 3.6. Marketing strategies for market coverage [1]

Undifferentiated strategy (mass or standard) allows the marketing
company to neglect any differences in segments and enter foreign markets with
the same offer. This strategy assumes that the company offers the foreign
market the same goods that are sold in the domestic market and aims to attract
the largest possible quantity of customers in different countries using their
standard marketing program.
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Differentiated marketing strategy (diversification strategy of marketing
efforts) allows the company to operate in several segments of the global
market and develop a different offer for each of them. This strategy is based
on the analysis of demand for the product in different overseas markets and
on the willingness of the company to modify the products and their
promotional program tailored to specific markets. The costs of the company
grow, but the competition is reduced and the firm can hope that additional
costs will be justified by the rise of sales and profit.

Concentrated marketing (target) allows the company to focus on the
most part of one or several submarkets. This strategy allows to concentrate
efforts on the production and implementation of the most promising, but
scarce regions of the world market. Concentrated marketing strategy not only
limits a quantity of markets but also the types of products and services and
the whole marketing complex. With this strategy the firm focuses on one
segment of the market (or a very small quantity of segments), knowing that
this segment is the most promising. Product and marketing program are
adapted to these conditions. It is common for firms with limited resources.

When choosing a market coverage strategy the following factors should
be taken into account (fig. 3.7):

MARKET ENTRY STRATEGIES

Ownership Export
strategies

- Indirect
Alliances Foreign manufacture .

Joint ventures Licensing
Franchising
Contract manufacturing
Assembling

Local production

ANALYSIS OF MARKET ENTRY

The assets, profitability, expenses, costs,
risk factors

Fig. 3.7. Alternative strategies of penetration on foreign markets
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— resources of the company (limited — concentrated marketing);

— degree of homogeneity of products (undifferentiated marketing);

— stage of the product life cycle (implementation — undifferentiated or
concentrated marketing at the stages of growth and maturity — differentiated
marketing);

— the degree of homogeneity of the market (if all consumers have
similar tastes undifferentiated marketing will be beneficial);

— competitors’ marketing strategies (if competitors use undifferentiated
marketing the company can benefit from differentiated or concentrated
marketing).

Questions for Knowledge Control:

1. The main cause of the company to foreign markets is ......

2. Define market conditions.

3. What are the main steps out of the company on the international
market?

4. By way out of the company in the international market include ...

5. List the possible approaches to a firm decision on the feasibility of
entering the external market.

6. What is the essence of the term «market segmentation» and who
used it for the first time?

7. The factors include market segmentation foreign ......

8. List the main foreign market segmentation criteria.

9. What are the steps of the process of segmentation foreign market?

10. What are the main indicators used in market analysis of the
potential of foreign markets, adduce formula?

11. What are the main indicators used in market analysis of the
customer demand of foreign markets, adduce formula?

12. What types of marketing strategies you know?

13. Describe the strategy undifferentiated marketing.

14. What are the strategies of firm exit for the international market?
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INTERNATIONAL MARKETING STUDIES

4.1. Destinations and stages of market research

Marketing research is a systematic collection, generalisation and
analysis of data on various aspects of marketing. Market research is a set of
operations that connect marketing experts with markets by marketing

information to ensure making appropriate marketing decisions [1].

The study of foreign markets is not fundamentally different from the
market research conducted by the company which operates only on the
domestic market. Objectives and methods of work in both cases are similar,
but the study of international marketing is of large scale, expansion and thus

require substantial financial costs (fig. 4.1).

External market research Study of potential
opportunities of the
/ \ enterprise
Research and analysis Research of subjects, forms v
of external market and methods of trade :
L Analysis of the
conditions .
results of economic
Analysis and assessment activity
Research of the general of suppliers
conditions .
Analysis of the
Research and assessment product
of competitors’ activities competitiveness

Analysis of demand

Analysis of supply

Analysis of firms consuming
goods

Analysis of consumers’
product requirements

Assessment of commercial
activity

Analysis of the

prospects for the

external market
development

Research of traffic conditions

Analysis of legal and
regulatory environment

Research of trade and political
conditions

Fig. 4.1. The structure of the international market research
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In this regard, international marketing requires a deeper understanding
of the reasons for allocating certain financial resources for the study on
international scale.

The most relevant areas of research in international marketing are as
follows:

— a comprehensive study of foreign markets;

— study of international marketing environment;

— study of foreign consumers’ behavior, needs and preferences;

— study of the product portfolio in foreign markets;

— study of competitors operating in foreign markets;

— study of product distribution channels, resellers selling goods in the
foreign market.

Any marketing research includes the following steps (fig. 4.2) [3, 10, 12]:

4 N
Develop a plan for the study which
Defining the includes:
problem and - — selecting the type of the research; ‘ Data collection.
research — identifying sources of data;
objectives. — identifying data collection
methods
- J
4 N\
Assessment of the ] Processin
activities carried Applying the & 4@ | Dataanalysis.
: results of the ‘ results and
out byrtehsi izhleVed = study report writing.
(«feedback»)
. J

Fig. 4.2. Stages of market research

4.2. Typology of market studies

Typology of market studies in the foreign market is represented by four
groups:

— general and preliminary researches in foreign markets;

— studies revealing the peculiarities of foreign markets operation;

— tests;

— special studies.

Marketing studies depending on the intended purpose are divided into
current (assessment of the situation at the given time) and forecasting
(receiving perspective marketing values of parameters). The results of the
latter are used for the development of marketing strategy.
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Depending on the intended purpose the following types of market research:

— exploratory type (preliminary studies) — combines IP-repetition aimed
at gathering preliminary information intended to clarify the issues and test
suggestions (hypotheses) put forward, specify terminology and priorities of the
research, define the commercial interest which some foreign market may have;

— descriptive (descriptive) type — integrates researches which are simple
descriptions of certain objects, phenomena or processes that affect marketing.
To conduct this type of research there should be given answers to the questions
beginning with: «Who?», «What?», «Where?», «When?», «How?», «How
many?», etc. However, these studies do not answer the question: «Why?» They
are just the basis on which the following types of studies are built;

— casual style — combines researches aimed at explaining hypotheses ba-
sed on identifying causality. Factors that cause any changes are called inde-
pendent variables and properties changing under the influence of these factors —
the dependent variables. When doing researches of this type economic and
mathematical methods and methods of expert estimates are widely used.

4.3. Methods of collecting marketing information

After determining the type of research there should be chosen the
sources of information and its collection methods which are divided into
primary and secondary ones.

Primary sources of information («soft information») are obtained as
a result of field (out of office) marketing researches carried out specifically
for solving particular marketing problems. Methods of collecting primary
information can be divided into two groups:

— quantitative methods, in which mathematical calculation of the
studied phenomena and processes are widely used for further quantitative
analysis of the data. These include first of all various kinds of surveys of
a large sample of respondents to the same so-called closed questions
involving strictly defined answers. In recent years a panel examination
method has become popular. The key point in this method is the concept of
«panel» — a sample frame of interviewees subjected to repeated interroga-
tions about some particular subject of study which remains unchanged. Polls
may be of permanent (diaries) and temporary (interviewing — in person, by
mail, phone) character. Quantitative methods also include various expe-
riments, the result of which i1s quantitative data;

— qualitative methods intended to collect and process data, first of all,
by observing what people do and say as well as take an in-depth interview
during which the qualified interviewer asks the respondent probing questions
that are not supposed to be uniquely and readily answered in order to
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understand why interviewees behave this way or what they think about the
problem at hand. Qualitative data can then be transferred into a quantitative
form by further analysis.

Secondary sources of information («hard» information) are obtained by
carrying out desk market researches. They represent the data already
collected previously for other purposes. Secondary sources of information
are divided into:

— internal collected within the organization. These include internal
statistics and accounting statements, acts of audits and inspections, materials
of various kinds of reports on previously conducted researches, manu-
facturing, scientific and technical data, business correspondence, etc.;

— external which are outside the organization and describe the state of
the external marketing environment. In international marketing the following
are most often used as the external sources of information: reports of
international organizations (UN, UNIDO, WHO, UNESCO, GATT, the
International Monetary Fund, World Bank and others); national statistical
directories; national periodicals containing general economic and commercial
information; electronic media, publications of chambers of commerce and
centers of scientific and technical information; publications of foreign trade
and marketing organizations; specialized books and periodicals; publications
of public organizations, international exhibitions, fairs, product presentations
of leading companies; commercial databases; advertising publications.

External information can also be divided into public which is published
officially and syndicated which is inaccessible to the general public and can
be bought specifically on request. While working with secondary data the
following types of documentation analysis methods are used:

— traditional analysis i1s a chain of mental logical assumptions aimed at
identifying the essence of a particular object of interest from the point of
view of the researchers;

— formal analysis (content-analysis) means finding easily calculated
signs, features and properties of documents that reflect certain essential
aspects of the content in accordance with the objectives of the study.

4.4. Information requirements

When collecting data it is necessary to follwo the rules and regulations
of the International Code of Marketing and Social Research Practice
prepared and published by the International Chamber of Commerce (ICC)
and the European Society for the Study of Public Opinion and Marketing
(ESOMAR).
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The collected data is analyzed using statistical, economic, mathematical
and expert methods. For marketing practice the most significant of those are
the analyses:

— regression — a statistical analysis method enabling to determine the
relationship of a variable from one (simple regression) or more (multiple
regression) of the independent variables;

— dispersion — the method of confirmation or refutation of the impact
of the factor under analysis on certain economic indicators;

— variation — a method of testing the significance of the independent
variables on the dependent ones;

— discriminant — a method of determining the characteristics of the
object to assign it to one or another predetermined group;

— factor — a method for studying the relationship between variables in
order to reduce the quantity of investigated factors to influence the most
important ones;

— cluster — a method to combine variables or objects into groups
(clusters) so that the differences between the objects belonging to the same
cluster would be smaller than their differences from objects included in the
other clusters;

— Delphi method — an interrogation of experts, in which their anony-
mous answers are collected and group assessment of the process is given.

Questions for Knowledge Control:

1. What is the essence of international marketing research?

2. Define the concept of «international marketing researchy.

3. What areas of international marketing research is most often carried out?

4. What are the main objectives of market research foreign markets?

5. What are the stages of a process of marketing research foreign
markets?

6. What are the goals and objectives of international marketing
research?

7. Expand the essence of previous market research.

8. Describe special studies external market.

9. Describe the main types of analysis of the information.

10. How can we use the Internet in international marketing research?

11. What are the main methods of forecasting in international marke-
ting and when they are used?
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INTERNATIONAL COMMODITY POLICY

5.1. International Marketing Complex

Product is heart of all complex of international marketing (complex
international marketing) [14]. Today there are many marketing systems
(table 5.1) [30].

Table 5.1
The Elements of modern varieties of the marketing mix
Model Components Author
name
4P — product; George McCartney
— price;
— promotion;
— place
5P packaging J. T. Russell,
William R. Lane
perception N. Hart
6P — public opinion; F. Kotler
— politics
7P — people; J. Ellvud
— process;
— physical Evidence
SP pace L. Tweed
12P — permision; S. Godin
— paradigm;
— pass along;
— practice
12P +4A | — adressability; S. Repp, Charles Martin
— accoutability;
— affordability;
— accessibility
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Sequel of table 5.1

4C — customer value, needs and wants; R. Lateborn
— cost;

— convenience;
— communication

4D — data base management; A. Shromnik
— strategic design;
— direct marketing;
— differentiation

2P +2C+ | — personalization; A. Otlakan
3S — privacy;

— customer Service;
— community;

— site;

— security;

— sales Promotion

In modern marketing, the most common and frequently used is the
concept of marketing-mix «5R» model «7R» — which is more modern, and
best match the immaterial sphere of activity, and the model «4C».

The company operating on one or more foreign markets should solve
the problem of adapting its marketing mix to local conditions. The theory of
international marketing defines two types of international marketing mix:
standardization and adaptation.

Adaptation (modification) is a dapting the elements of the complex to
the conditions of each individual target market (segment). Adaptation can be
involuntary or required depending on the product features.

The benefits of a standardized set of international marketing refer to
the economies of scale, organization of a unified system of goods and
services turnover; standardization of goods which is a prerequisite for global
marketing strategy; an opportunity of a rapid return on investment in the
regular goods and sold in various foreign markets; simplifying management
in terms of organization and control.

Disadvantages are presented lack of marketing flexibility due to the
inability to adapt the product to specific local requirements; limiting the
development of creativity and commitment to innovation.

Combined — simultaneous combination of methods Standardisation and
differentiation.
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5.2. Key elements of good

In the theory of international marketing export goods are goods which
are able to meet the requirements of the relevant market segment of the
country or a group of countries where the company intends to regularly
supply them.

Product chracteristic includes the following features (fig. 5.1).

* some products by their nature have high demand on the world
market and do not require any differentiation, their adaptation to the

Attractive local market is minimal

ness

—

* products that require a significant amount of maintenance and
attention (before and after delivery to the consumer) are usually

Required characterized by a high level of standardization

service
level

« if the company managed to create an internationally recognized
brand standardization would undoubtedly prevail over adaptation

“ )\ Jo

Brand
implj| * the product, the production of which is connected with the complex
city St technological processes contributes to the adaptation policy to a
complexit| lesser extent than the product characterized by simplicity of its
y of the manufacture
10
~
* encourage adopting an adaptation strategy, influence primarily
Legal product design, its packaging, pre-packing and shipping documents
constra- )
ints
Posaliditil the shorter it is, the riskier it is to invest in the adaptation of
COWHMIILY  roducts to the conditions of foreign markets considerin
esof the | Pro¢ : & &
product requirements of return on investment
ife cycl

Fig. 5.1. The characteristic peculiarities of product
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The main features of the product in international marketing are as
follows:

— product utility which is regarded as a set of properties associated
directly with both the product itself and its complement services;

— a clear focus of the product on a pre-identified target group of
consumers (market segment);

— commercialization of the product i.e. successful completion of all
necessary tests, including market ones;

— obtaining appropriate certification and other technical docu-
mentation;

— mass production development;

— service network set-up;

— classification of goods by consumption patterns;

— competitiveness of the product.

In the international market competitiveness of the commodity is
determined by the following set of technical and economic parameters:

— the price of the product consumption which equals to the amount of
purchase (sale) of the product and operating costs for the consumer over the
life of the product;

— class of products within which competitiveness is determined;

— technical parameters that characterize the intended use, design and
technological features, reliability, durability, maintainability of the product;

— regulatory parameters reflecting its compliance with standards and
norms, determining its patent clearance and legal security of the product on
the expectant export market;

— ergonomic parameters that reflect the degree of “user-friendliness” of
the product;

— aesthetic parameters: design, compliance with fashion trends (for
non-production goods);

— organizational parameters which include maintenance services,
warranty, financing purchases services, etc.

5.3. Classification of goods depending
on consumers’ purchasing

Depending on consumers’ purchasing behavior goods are divided into:
— everyday goods;
— preferred goods;
— specialty goods;
— unsought goods.
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Classification of goods by grouping of properties is shown in fig. 5.2.

GOODS PROPERTIES

GROUPS OF GOODS

v

Type

Products, goods, servises

Intended use of goods

Producer’s goods
Consumer’s goods

A 4

A 4

Degree of processing

Raw materials, semi-finished products finished
goods (including intermediate goods)

Y

» Terms of use

Short-term use
Long-term use

A

Y

B Production method

Standard products
Unique products

Y

A 4

Demand pattern

Everyday goods, selective goods;
prestigious products; luxuries

Fig. 5.2. Classification of goods by grouping of properties

5.4. Commodity policy and strategy firm

International product policy — certain a course of action producer
(exporter), the use of such principles by which is ensured efficient, from a
commercial point of view, the product range of goods for a certain foreign
market (segment of the world market) [17] .

International product policy as part of the international marketing

includes:

service of products.

forming of assortment, nomenclature and management;
support of the competitiveness of goods;

finding the commodity niches and segments;
development of strategy packing, labeling, pre- and after-sales

As part of the commercial policy being developed:

— innovation policy;
— branding;

— packing and design policies;
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— positioning product policy;

— assortment policy;

— service policy.

When developing international commodity policy should keep in
mind that:

— objects of the company — a company that seeks to maximize profits
and does not plan a long-term deep foreign markets penetration will tend
towards product standardization;

— markets and their requirements — the conditions of is taken into
account the conditions of international marketing environment: the more
similar the markets, the more profitable standardization strategy is, if the
market is less developed, the strategy of inverse invention is used;

— resources of the company — a company that seeks to maximize
meeting the needs of foreign markets through product adaptation strategy
must take into account that it will require significant investments in the
various components of the marketing system.

Varieties of exports product policy are:

Concentric — in terms of technologies and market the product is
identical to the existing ones. The purpose is to attract new customers.

Horizontal — the product is the follow-up of the one manufactured,
buyers are the same, production is without any changes.

Conglomerate — a new product, new technology, new markets.

The producer’s entry to the foreign market 1s usually accompanied with
a set of measures constituting the concept of product planning strategy or
commodity strategy. When selecting target markets in international
marketing the company can use the following methods to strengthen its
position in the international market:

— «old market — old product» (deep market penetration) by reducing
costs, circulation and production, accelerating of advertising, changes of
purposes by extending the scope of manufactured goods;

— «new market — old product» (extending market boundaries by explo-
ring new international distribution channels and new segments of distribution
channels and new markets segments);

— «the old market — new product» — expansion, development, produc-
tion of wholly new products for this market;

— «modification» and introduction of new products in the market in the
conditions of using both direct and hidden competition methods (decreasing
prices, selling products of better quality at the same price, giving the buyer
lengthy guarantees, consumer loans, free complimentary services, etc.);
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— «new market — new product» requires a lot of resources and
production capacity necessary for a new product mass production and it sales
on the market, not yet captured by a rival.

There are the following levels of novelty products which reflect the
degree of innovation:

— «piloting products» — their task is to conquer leadership in the market;

— «production of new simpler products» — goods, focused on deve-
loping countries (manual cash registers, non-electric sewing machines);

— «pioneering product» is the product that can raise a usual (familiar)
product satisfaction to a new qualitative level, give an opportunity to satisfy
completely new demand of some consumers and a well-known demand of
others but at a higher level.

From time to time it is necessary to evaluate the existing promising
competition of goods and take further decision on the future production of
goods for export, its update to make it pioneering, its removal or replacement
with a new product.

Questions for Knowledge Control:

1. Describe a set of international marketing.

2. How many elements constitute the complex international
marketing?

3. Describe the elements of the goods in international marketing.

4. Give definition export of goods and international commodity
policy.

5. What is the connection elements goods from its competitiveness in
world markets?

6. What are the types of commodity policy and their features?

7. Give definition international product strategy.

8. What are the types of commodity strategies?

9. What are the benefits and disadvantages of standardization?

10. What 1s the adaptation of goods for foreign markets? Give
examples.

11. What know you level of product innovation, reflecting the degree of
innovation?

12. Describe the problem and its sales policy in international marketing
methods.

13. List the types of channels and methods of distribution of goods
movement in international marketing.
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INTERNATIONAL DISTRIBUTION
CHANNELS

6.1. Development and organization of policy sales

Distribution policy of the company is inextricably linked producers on
the one hand, the demand (its size, dynamics, structure) in the target market,
on the other — with its own production capabilities.

Policy distribution (sales) in international marketing refers to a set of
activities required to deliver goods to the foreign market directly or indi-
rectly, alone or with the help of intermediaries.

The objectives of the international system of distribution of goods /
services are:

— maximizing turnover;

— increasing the market share of the company;

— minimizing marketing costs;

— creating and keeping up the prestige of the selected distribution
channel;

— long-term relationships within the product distribution channel
maintaining its flexibility;

— optimizing a quantity of sales intermediaries involved in the
distribution of goods [14].

At the same time the tasks of distribution policy should include:

— selection of distribution system (centralized or decentralized);

— selecting the type of the distribution organization (own or third-party
sales agencies);

— distribution channel selection (direct or indirect).

The main function of sales is to bring the product to the end user.

The company should seek to reduce distribution costs to a minimum
after considering such marketing issues as defining customers’ needs,
development and production of the required goods, setting up a reasonable
price, advertising selling points of the product.

Developing an international distribution policy aims to determine the
optimal trends and resources to ensure efficiency of foreign markets
penetration. Developing an international marketing policy the firm should
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take and implement decisions on distribution channels or ways i.e. develop a

system of physical movement of goods through the selected channels.
Particular features of international distribution of goods in terms of

globalization of international marketing are presented in fig. 6.1.

The process of developing a strategy for international

distribution of goods
Analysis of the The choice of Manage
factors influ- » organizational > distribution
encing the choi- form of product channel in
—| ce of product distribution international
distribution channels and marketing
channel participants

A 4

—| Gaining access to the channels of international distribution of goods

|

International Logistics
(design and implementation of logistics processes)

Taking into account trend in the development of the global
distribution of goods in international marketing

Fig. 6.1. Specifics of international distribution of goods

Implementation of international sales policy involves solving the
following tasks:

— selection of a foreign target market or its segment;

— distribution system and identification of the necessary financial costs;

— determining the method and time of foreign market entry, channels
and marketing techniques;

— defining a system of international trade and costs of shipping goods
to the consumers in foreign markets;

— determining the types and methods of sales on the external market
and the costs required.

Implementation of marketing policy by the subjects of the market is
carried out in several stages, namely:

— setting up distribution policy tasks;

— selection of product distribution channels;

— selection of marketing techniques;

— selection of intermediaries;

— determining working modes with intermediaries.
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6.2. Methods and channels of distribution

Methods of sales in international marketing share on:

1. Direct (direct) sales envisages that the manufacturer product comes
into direct relationship with consumers of goods and services and does not
resort to the services of independent intermediaries (common method for
fuel, engineering, commodity and other markets). Advantage is the full
control of the process of selling products and possibility of fast response to
changes in the consumer market.

The disadvantage is the limited range of consumer goods, and create
their own distribution network for its maintenance is costly compared with
expected sales.

2. Indirect sales stipulates that goods manufacturer only uses the
services of various kinds of independent intermediaries.

3. Combined (mixed) sales, in which the manufacturer uses a combi-
nation of both direct and indirect methods of marketing.

Distribution channel in international marketing is combination of firms
or individuals involved in promoting goods from producer to consumer.
Channel is characterized by such parameters as level, length and width.

Channel level is a member of goods movement performing a particular
function on supplying goods to the consumer. As particular work is done by
both manufacturer himself and the consumer they are also included in any
channel as a zero and the last level respectively.

Channel length is a quantity of intermediate level (intermediaries).

Channel width is determined by the quantity of independent
participants of sales at the certain level.

International product distribution channels appear, usually as follows
(fig. 6.2).

In the theory of international marketing there are three types of
participants (levels) of product distribution channels:

— own sales bodies (export department, the management company, the
authorized representative of the company, the export organization within the
country, foreign representations (or remote association), overseas subsidiary,
manufacturers, specialty retail stores);

— third-party sales intermediaries in their country (export organizations
or representatives, trading houses and representatives of foreign bulk buyers
in the form of trade corporations, large industrial enterprises);

— sales intermediaries abroad (importing wholesale companies, import
representatives (agents), transit trade enterprises, commissioners, brokers).
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Manufacturer Manufacturer Manufacturer Manufacturer Manufacturer Manufacturer
Exporter Exporter
\ v
Importer Importer
\ v v
Foreign Foreign Foreign Foreign
wholesale wholesale wholesale wholesale
dealer dealer dealer dealer
v v v v v
Foreign Foreign Foreign Foreign Foreign
retailer retailer retailer retailer retailer
v v v v v v
Consumer Consumer Consumer Consumer Consumer Consumer

Fig. 6.2. Types of product distribution channels in international marketing

Selected distribution channels must provide the manufacturer with
territorial coverage of the target market (or segment) at the lowest costs of
product distribution which are calculated by the following formula:

D=T+ S;+ Vyo,

where D — the sum of the costs of goods movement;
T — transportation costs;
S. — storage costs;
V.o — value of orders not executed within the guaranteed terms.
The most common criteria for selecting the channels which are used for
justification distribution strategy include:
— costs (payment of current activities intermediaries);
— monitoring the activities of the company agent and therefore its

monitoring of the market;

(6.1)

— market coverage (possibility of bringing production to a certain
quantity of users).

In international practice, aggregate these criteria was called concept of
«3C» the sales: the cost, control, coverage. A more thorough approach to the
choice of distribution channel was named «6Cx». In case of annexed:

— capital — to create the necessary investments (building) channel,;

— character — character channel its compliance product, firm-seller and

the market;

— continuity — stability, a focus on long-term relationships mediator.
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The criteria for effective selection of channels and effective marketing
techniques on the foreign market are the speed of turnover, turnover level of
costs, volumes of sales, selected product distribution policy.

6.3. The Marketing Sales System

At interaction «producer — consumer» allocate marketing system:

1. Traditional — include lack of coordination center and / or specially
established mechanism for coordination of actions of participants the
distribution channel.

2. Vertical marketing system (VMS) include full or partial coordination
of of functions members per channel of distribution the purpose of economy
on operations and enhancement of influence on the market. There are three
forms of coordination:

— corporate (integrated) vertical marketing systems (systems that
belong to businesses) provide control of one owner of the distribution
system, which owns retail stores in all stages of production and marketing;

— administrative (controlled) vertical marketing system - a form of
integration of functions of distribution, which does not foresee contractual
commitments and it is thanks to the high reputation of one of the participants
in the system. Leadership role here belongs to one of the most powerful of
participants Systems (L'OREAL, PROCTER & GAMBLE et al.). The leader
is supported sellers in the form of allocation of trade space, of exports,
measures to stimulate sales;

— the Contracting vertical marketing system — the independent channel
members (manufacturers or intermediaries) signed contracts with other
brokers detailing defines the rights and obligations of parties to coordinate
distribution functions.

Franchise (franchising) systems (from the French. Franchise, from the
English. Franchising) — provide transfer franshyzerom (manufacturer or
seller) franchise (license) for the right to sell their products under the name of
a channel ( franchisees, such as retail stores), which is often granted
exclusive rights in a particular area.

3.Horizontal Marketing System (HMS) — include consolidation of
efforts of a company to develop new market opportunities.

4. Multi-channel marketing system — combined (multi-channel)
marketing system provides for the use multiple distribution channels to reach
different market segments.
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6.4. International distribution strategy

The ways the enterprise-producer works with mediators may be the
following:

— wide (extensive) sales — distribution and sale of goods at any
intermediary firms that are willing and able to sell goods. That is how
technologically simple, small and inexpensive mass market products are
mostly distributed;

— selective distribution — selecting a limited quantity of intermediaries
depending on the nature of their clientele, products maintenance and repair
capabilities, staff training level. This form is used when the products require
special maintenance, spare part supply, creating repair shops or service
centers, specially trained service personnel. It is beneficial in the sale of
luxury, lifestyle products, requiring appropriate environment;

— exclusive distribution — selecting one reseller in the region who has
the exclusive right to sell the manufacturer’s products.

A special form of an exclusive strategy is franchising.

Questions for Knowledge Control:
1. What is the role of sales in international marketing?
Give the definition of marketing and sales activities.
Give the definition of market policy.
What is the purpose and objectives of the international sales policy?
Name the stages of implementation of the marketing policy.
Describe the distribution channels in international marketing.
7. What are the criteria influencing the choice of channels and
methods of marketing?
8. What are the types of marketing sales systems?
9. What are the strategies are used in international sales activity?
10. Describe the basic concepts of international marketing planning.
11. List the types and selection procedure for the international
marketing strategy.

AN o ol
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INTERNATIONAL PRICING POLICY

7.1. Definition and peculiarities of world prices

Price is a monetary expression of the value of goods, i.e., a quantity of
currency units of a particular monetary system that the buyer must pay to the
seller for goods.

Foreign price — the price of goods is realized on the international market.

The prices of the main commodities markets form the basis for
calculating export and import prices in foreign trade practices. They are
indicators that reflect the global average conditions of production, sales and
consumption of specific products. In order to exchange goods on an
equivalent basis they should be evaluated in the prices of the world market.

The world price is a monetary expression of the product international
value on the world market.

In practice world prices are often considered to be export prices of the
main suppliers of goods and import prices in the major centers of
consumption of this product as well as trading prices at major stock
exchanges and auctions.

The level of world prices is affected by: currency of payment, terms of
payment and delivery, selling point and time and other factors.

Features of world prices:

— world price deviates from the inside (domestic). Domestic prices are
based on the national cost and world prices are based on international cost.
As a rule, the world price is lower than the inside (by about 30 %) due to
high levels of tariff and non-tariff barriers to the import of finished products;

— multiplicity of world prices for the same goods. This results from
different quality, different conditions and terms of supply, packaging, etc.;

— «rapid aging» of world prices that reflects changes in the structure of
commodity markets. For instance, some prices for movable stock commodi-
ties sometimes vary within 100 % and more during the day.

The essence and destination the pricing policy in international
marketing is to build a flexible commodity prices according to customer
requirements that are constantly changing, which would ensure more
competitive and stable market position in this product (fig. 7.1).
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Determining target market (segment of the world market)
\Z
Analysis of the perception of the brand

\Z

Critical analysis of other elements of the marketing complex
(Product, promotion, distribution channels)

A4

Formation of the overall pricing policy

2

Goal Setting price formation

~
Research restrictions
A4
The method of calculating the price

\Z
Pricing strategy

N2

Installation prices

\Z
REALIZATION OF PRICE STRATEGY

Fig. 7.1. The sequence of marketing activities

International cost refers to socially necessary labor costs for the
production of goods in the global average conditions of production and the
world average level of labor productivity. It is formed mainly under the
influence of the conditions of production in those countries which are the
main suppliers of goods to the world market.

Actual world price is a price in a freely convertible currency, on which
the major import and export transactions in the major centers of world trade
under the conditions common to most commodity markets.

7.2. Types of world prices

Prices in international trade fall into free market prices and closed mar-
kets prices according to special conditions of the markets they are used at.

The following refer to free-market prices:

1. Reference prices are officially published prices for goods in the
domestic wholesale and foreign trade of foreign countries.

2. Stock exchange quotations and auction prices are prices of actual
transactions on stock exchanges and auctions conducted on unified
conditions with respect to product quality, delivery volume and terms,
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currency of payment, etc. They are used for a wide range of mineral and
agricultural primary goods in the world trade.

3. Prices of international trading that are applied in the trade of
manufactured goods, machinery and equipment in particular.

4. Selling prices of large firms essentially have the character of
reference prices and they are reduced during negotiations (usually by about
10 %). But they still differ from those prices given in companies’ price lists
and catalogues in their focusing on a particular customer and less regular
publication. They usually come up in specialized trade press.

5. Prices of actual transactions are usually never disclosed. It is possible
to find them out only in case of regular operating in the free international
market as independent sellers or buyers. Comparing them with reference
prices enables to more properly set up the price level in the contract.

6. Settlement prices are used when there is no required pricing
information, the analysis of which allows quoting the foreign trade price for
a particular transaction.

Prices of closed markets are divided into:

1. Transfer prices (prices of intra-firm trade) which are used in
transactions between the countries located in different parts of the same
multinational corporation with a view to the resulting gain in profit at the
expense of minimization of taxes and tariffs.

2. Regional prices used by the various trade blocs in transactions
between their member countries.

3. Preferential (subsidized) prices set up by intergovernmental agree-
ments on the supply of certain products. Their special feature is their
minimum level.

7.3. Methods of pricing policy

International pricing policy — this is certain a course of action manufactu-
rer using the following principles by which provided effective commercially
viable approaches to making decisions regarding pricing by foreign markets.

The pricing policy of the company is to establish such goods and services
which should ensure the planned amount of profit and delivering other strategic
and operational objectives according to the prevailing conditions in the market.

Methods of pricing policy of the company intending to enter foreign
markets, usually involves the following stages:

1. Tasks of price formation:

— capturing maximum market share to gain long-term profit the
company lowers prices to the maximum possible extent, mainly due to lower
production costs. Is implemented, usually in the early stages of the life cycle
of new products;
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— gaining leadership in the quality of goods in order to cover the costs
of delivering high quality and conducting expensive research and
development works high enough price is set up but such an increase is seen
by consumers as completely acceptable compensation for quality;

— maximization of current profit — current financial performance of the
company are placed above the long-term and a high price is selected that
provides the highest profit and cost recovery for the shortest period of time.
It is implemented when demand for the product significantly exceeds supply
or when the company offers a unique product;

— ensuring survivability — in order to retain market position, the
company sets up low prices, sometimes even at its loss (but not for a long
time). It 1s used when supply considerably exceeds demand, when there a lot
of competitors in the market or when customers’ needs drastically change. In
such cases survival is more important than profit.

2. Cost Factors Accounting:

— demand (price ceiling) — in order to determine how sensitive demand
is to a change in price one should draw up a demand curve and calculate
indicators of elasticity for each product. In the case of inelastic demand it is
more profitable the company to raise the price of goods as their revenue
increases, and if demand is elastic it is beneficial to lower prices as sales
growth boosts revenues;

— costs (price basis) if demand determines the maximum price of
goods, the minimum price is determined by the costs of production,
distribution and sales, including the rate of return for their efforts and risks;

— supply (the competition) — the firm must examine the rates and
quality of competing products offered by the market;

3. State pricing policy in relation to price formation:

— fixed prices established by the state itself;

— regulated prices — the government sets the rules for enterprises (price
ceiling, maximum cost-effectiveness, margin of a single prices increase, etc.)
according to which the latter sets their own prices;

— free market prices — the government sets «market game» rules by
introducing a quantity of bans on unfair competition and monopolization of
the market (ban on coallusion of two or more competitors on prices,
dumping, price imposition, etc.).

4. Choosing price formation method by price factors:

— price formation on the basis of demand is carried out by the
subjective assessment of the value of goods, their quality by the buyer;

— price formation on the basis of costs — «average costs plus profity;

— price formation on the basis of supply focused on the level of
competition:
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— current price method — built on the prices of competitors;

— "sealed envelope" method — price formation in closed tenders (to
obtain a lucrative contract the company sets the lowest possible price
according to the expected competitors’ offers).

5. Development of pricing strategy.

7.4. The strategy international of pricing

Pricing Strategy — is supposed to change the way the original price of the
goods in the market is changed which best fits the purpose of the enterprise:

— «cream-skimmingy» strategy refers to selling goods initially at the
highest possible price which is much higher than the production cost; price
falls as its production develops and its output increases; this strategy is
usually used by companies with unique innovative products, production of
which due to technological reasons is quite hard for competitors;

— the strategy of penetration (durable implementation) — initially a rela-
tively low price is set in order to attract the largest possible quantity of buyers
and eliminate most of the competitors and then at the stage of growth the
company raises the price of goods to the normal level; this strategy is possible
only when the company is able to bring a large quantity of low cost goods to the
market; it is acceptable for the markets with high elasticity of demand;

— strategy of crowding-out differs from the previous one in the fact that
the company uses extremely low prices which virtually eliminate com-
petitors’ similar products; such a strategy can be employed only by large
industrial firms which managed to fully exploit the benefits of economies of
scale and to mass-produce low-cost goods of quite high quality;

— strategy of orientation to the price leader refers to taking into account
pricing policy of the market leader with the largest market share; it is used by
market followers with a small quantity (usually 3—5) of leaders on the market;

— prestigious price strategy is a strategy where goods are sold at low
prices based on market segments focusing on product quality and brand and
also responsive to the factor of prestige, i. €., consumers of these segments do
not buy goods at prices that are considered too low;

— differential pricing strategy is a strategy of selling the same product at
different prices to different customers according to their characteristics (for
example, those living in different countries and belonging to different
segments); This strategy is applicable if the market can be clearly divided into
territorial or customer segments with different price elasticity of demand,
separated by particular barriers (i. €., a low price segment will not resell the
product to a high price segment). In the context of globalization of trade,
increasing awareness of geographically dispersed consumers about products
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(especially by means Internet) and fiercer international competition, this
strategy 1s gradually losing its relevance, except, perhaps, intra-firm trade
(transfer pricing);

— sales stimulation strategy refers to setting low prices (sometimes
even losing prices) for basic commodities with at the same time high prices
for additional components, accessories or expendable materials.

In the overseas market company holds the following pricing policy
concerning private goods which takes into account psychological effect of
prices on the buyer:

— «falling leader» policy is when the price for one of the products is
dramatically reduced expecting that attracted buyers will purchase any other
commodities at prices which include monopoly profits;

— end of season sales policy is when prices are cut down in order to
reduce the costs of storing last season goods;

— «price line» policy means that all goods of one kind, regardless of the
cost, are arranged in a certain scale with a particular skill in selecting the
steps of this scale.

The implementation of pricing strategy based on the use of certain
instruments and in combination:

— setting the standard or variable price;

— use of single or flexible prices;

— application of rounded and neokruhlennyh prices;

— use of depending on «price — quality»;

— application of adaptive tools.

Questions for Knowledge Control:
1. Define the term «world price», «international value».
2. Describe the prices of international bidding..
3.  What are the objectives price formation in international marketing?
4. Dwell on the essence of selling prices of large firms and prices of
actual transactions.
5. List external market factors affecting the policy of export prices.
. Name the tasks of pricing in international marketing
. Specify methods of pricing in international marketing..
. List the prices of closed markets
. List the prices of the free market.
0. What are the pricing strategies used by companies when entering
foreign markets?

6
7
8
9
1
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INTERNATIONAL MARKETING
COMMUNICATIONS

8.1. Organization and communication levels

Communication policy in international marketing is a perspective
course of action of the company aimed at the formation of demand, products
(services) sales promotion and their promotion on the external market.

In international marketing there distinguished two levels of
communication:

— a general communication (development of a communication policy
of the company, defining a strategic target setting and basic communication
tools), organization and management of which are assigned to senior
managers of the company management;

— a communication between such departments (advertising, sales
promotion, public relations, in-house communications, sponsorship, etc.) —
planning and implementation of immediate decisions on the use of the
arsenal of tools (instruments) of communication policy implementation in
terms of the strategy and tactics of the whole company communication
concept. The heads of the relevant departments (departments, groups) take
responsibility for the tasks at this level.

The importance of communication policy in international marketing is
stipulated by the following:

— communications are information sources and media;

— participants of communication receive information by
communicating both inside and outside their organizations;

— communications act as a tool of standardization and high efficiency
in implementing the developed strategies of marketing complex and
international business.

The objectives of international communication policy is to develop and
manage the processes of providing subjects of international business with the
necessary information reflecting the state and prospects for the national and
international markets.

The process of communication policy in international marketing
includes a set of actions (decisions), the fulfillment of which gives a start to
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communication interaction between the sender and recipient of information.
Advertising, sales stimulation, personal selling, public relations (PR) and
global computer Internet network are used as a means (tools) of
communication policy implementation.

In the international marketing advertising plays a much greater role
than in the domestic marketing. Depending on the properties of advertising
the following types are distinguished fig. 8.1.
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Fig. 8.1. Types of advertising in the international marketing

To bring advertising information to overseas market consumers
international advertising campaign is held which is a set of promotional
activities carried out outside the country of the advertiser. There are three
methods of managing international advertising campaigns:

— centralized, in which strategic, tactical and creative decisions are
taken in the advertising agency. The advertiser approving those decisions
gives this agency the role of central management of advertising campaigns;
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— decentralized — when decisions are taken off-line by advertising
agencies carrying out promotional activities in countries and regions;
— mixed, in which decisions are made by advertising agencies on the

spot but agreed with the center.

At present on the global advertising market there is a tendency to avoid

centralized control in order to avoid inefficient authoritarian solutions.

Implementation of international advertising campaign is carried out in

several stages (fig. 8.2).
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Fig. 8.2. Stages of the international advertising campaign
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8.2. Implementing of communication policy

Public relations includes not only advertising of goods but also of the
firm itself. Achievements of the manufacturer in the research, modern design,
in advanced production methods and the latest equipment, skillful customer
service are promoted.

Advertising on the Internet. The advent and widespread of Internet was
a breakthrough in the development of information technology and certainly
new, though still poorly meaningful step in the development of mass
communications and marketing communications as their part.

The network provides unprecedented communication opportunities:
to work with all types of information from text to multimedia (graphics,
audio and video), to obtain information in real time from anywhere in the
world (more than one hundred countries have access to the Internet) and
distribute information to an unlimited quantity of consumers. Besides,
information in the Internet is rigidly structured, its supply and production
is carried out in the compressed form which provides links to the source
containing more detailed information. Internet technologies also provide
an opportunity to carry out a targeted search for needed information
resources.

In countries with developed market economies sales promotion plays
a big role and has the following trends:

— facilitating sales of products or services offered by the advertiser
through distribution network revitalization (commercial agents, wholesalers,
retailers and others whom commercial success depends on);

— working with customers.

The economic effect of sales promotion activities depends on the
degree of individualization of work with consumers, the degree of
psychological impact on them, repeatability and credibility of advertising. In
the process of organizing and conducting these activities several problems
are solved. First of all, particular individuals should take responsibility for
them, then goals should be defined.

As sales promotion is an addition to other types of promotional
activities, including advertising media, activities are organized in such a way
so that complex advertising campaigns are supported and coordinated with
other types of advertising for the joint achievement of the set goals.
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8.3. The international communication strategies

Communication Strategy:

— the strategy of «retraction» — the main producers marketing and sales ef-
forts addressed to intermediaries, and using them to shape the purchasing advan-
tage. Offers significant financial costs on advertising, exhibitions, trade fairs;

— pushing strategy — necessary for ensuring interactions with the
marketing intermediaries that will provide wide and profitable commodity
producer access to markets. At the same mediators markets determine the
terms of cooperation;

— mixed strategy — including elements of the preceding. Analyzed
their parity and are estimated sales costs;

— interactive marketing — establishing direct contacts with customers
using new means of communication (electronic means) without interme-
diaries. This species demands good information base and continuous evalua-
tion of customers.

8.4. International fairs, exhibitions and salons

International fairs, exhibitions and showrooms make up an important
element of the international means of communication.

International fair is a periodically arranged congress of international
trade and industrial organizations, businessmen, industrialists mainly for
wholesale and supplies of goods by the exhibited samples. By the participants
and economic values trade fairs, exhibitions can be national and international.

Foreign buyers are allowed to the national trade fairs, exhibitions and
salons held in their country but the right to sell is strictly reserved for
national firms.

International exhibitions, trade fairs, showrooms serve international
trade. International trade fairs, exhibitions and salons are specific forms of
international markets, whose purpose is to facilitate preparation and
conclusion of foreign trade agreements. They are an important tool for
marketing, trade, advertising, commercial, technical and economic activities.

The main advantage of international fairs, exhibitions and shows is
a concentration of a large quantity of samples of goods, equipment, high-tech
products produced in different countries. This enables the buyer in a short
time to get acquainted with existing market offers, get information and
advice from experts to make the necessary comparison of prices and quality
characteristics, to negotiate and tailor business terms and, finally, sign
a contract.
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Questions for Knowledge Control:

l.

nhkhwhh

6.

Describe the process of international marketing communications.
List the stages of the international marketing communications.
Name the means of international marketing communications.

Give a general description of international communication methods.
Describe the organization of international exhibitions and fairs.
Why does communication in international business play an

important role?

7. What is the role of multimedia technologies in international
marketing?
8. What is interactive communication and what role does the global

Internet network take in international marketing?
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INTERNATIONAL MARKETING
MANAGEMENT

9.1. Total international strategy

The essence of international marketing strategy is to develop a general
plan of the firm with a view to future growth in the international market
based on opportunities identified in each country and the company’s ability
to implement them. Key international marketing strategies for products and
markets can be global (standardized) or adaptive (multinational).

Global strategy enables the company to gain a significant compe-
titive advantage placing its activities in the most attractive countries and
coordinating their strategic actions around the world. In the last 20 years
in international marketing there has been a tendency towards increasingly
globalized advertised goods. The global brand helps the company to avoid
large costs of developing brands and advertising campaigns for different
countries. Running advertising campaigns worldwide, the firm can occupy
a dominant position in many countries which gives it a competitive
advantage.

The need for a multinational strategy arises in some cases from
significant differences in the cultural, economic, political and competitive
conditions prevailing in different countries. The more varied the conditions
of national markets the more preferable the multinational strategy in which
the company fits the strategic approach to the situation on the market in each
country. In such cases the overall international strategy of the company is
a set of strategies for each country.

Differentiated standardization is a compromise between these two
strategies. When employing a differentiated standardization strategy the com-
pany works out global marketing strategies by giving local market leaders
knowing national peculiarities and customs the right to vary marketing
strategies implementation.

The procedure of selecting international marketing strategy is shown
in fig. 9.1.
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1.2. Determining the risks of entering the market
of the given country.

1.1. Defining the market concept of the product

A\ 4

Identifying unsatisfied needs at the market of the given country (determine the
modification type of the product)

Fig. 9.1. The procedure of selecting international marketing strategy
when selling goods in overseas markets.

The answer to the question whether as more countries as possible
should try to penetrate into the markets or focus on a few major countries are
two variants of international marketing strategy:

— global adaptation;

— key markets adaptation.

Global adaptation strategy is the most expensive as it presupposes sales
of goods of different options in every country of the world. Such adaptation
is necessary when it is dictated by differences in the demands of customers.

The adaptation strategy in key markets is a strategy of growth in which
the company concentrates its resources in selected countries.

9.2. Organization of the international marketing

The essence international marketing management is to identify the
objectives of scientific and technical, production and sales of the company
aimed at providing income-based accounting requirements of the world
market and displays them in the development plans of the company.
International marketing is considered as a specific control function, which is
close to major international companies. The decisive role in the system of
international marketing of organization owned marketing.

The goal of the management of marketing orientation is directing
production for the manufacture specific products for many markets,
implementation of these functions assigned to the management service
marketing company.
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The main objectives of international marketing are:

— identification of international marketing management;

— selection and placement according to the chosen management
structure;

— establishment of rights and responsibilities of employees of the
management of international marketing;

— creating the conditions for normal work of employees engaged
decision marketing problems;

— establishing the necessary interactions between departments
managing international marketing services and other departments and
divisions of the management company.

The functional management structure — activity of each of the experts
focused on the performance of certain functions of marketing. Views:

— commodity management structure — implies the existence of
managers and certain goods assortment positions that are within their
authority responsible for certain products within individual product groups
and positions;

— regional management structure — implies the existence of marketing
managers in selected regions and countries;

— matrix management structure — to firms that produce a wide range of
products and offer them for sale in the markets of many countries;

— combined management structure (functional and commodity, func-
tional-regional, regional commodity, commodity-functional and regional).

9.3. International Marketing Planning

International marketing planning is a logical sequence of actions aimed
at defining the goals of international marketing and means of achieving them
based on the optimal use of available resources of the organization (fig. 9.2).

The program of international marketing as a set of strategic and
supplemental marketing plans determines the actions of the organization for
implementing the selected strategy and it is not of prescriptive but of
indicative nature. It is constantly being corrected as capacity of the company
and parameters of the marketing environment are implemented and changed.

There are three basic concepts of planning in international marketing:

— top-down planning when senior management defines goals and
corresponding strategic and tactical plans for lower-level units — enterprises,
branches, departments, etc.;

— bottom-up planning when company divisions set up their own goals
and develop appropriate plans based on the resources and opportunities
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available to them. The role of senior management is only in the subsequent
approval of the plans and monitoring their implementation;

— «goals at the top, plans at the bottom» planning which is a com-
promise version of the first two. Senior management defines the strategic
goals of the company and individual departments plan their activities to
achieve them and get the approval at the top.

Long-term goals of the

organization
Long-term strategies of |4
i the organization
International _ Resources and
> marketing P Strat.eglc Plan Of. < opportunities of the (€
environment International Marketing company
4
.| Short-term goals of the .
d organization
A A A
”| Target market A Target market B Target market C  [¥
v v v
»| Marketing complex A Marketing complex B Marketing complex C  |g
4 \ 4 v
International International International
—® marketing plan for marketing plan for marketing plan for [¢
market A market B market C
y
International Marketing Program

Monitoring implementation of international marketing program

Fig. 9.2. International marketing planning

The sequence of the planning process can be represented by the
following stages (fig. 9.3). The marketing plan may be strategic (long-term)
or tactical (current, operational).
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International Assessing international marketing environment
planning at the

company Working out the objectives of international marketing
level

Making a decision to enter the market
Defining market entry strategies

Developing a strategy of growth in international markets

International
Planning at the
product level

The formulation of marketing strategycrparerii MapkeTUHTY

Assessment and control of results of international marketing

Fig. 9.3. The sequence of planning of international marketing

A strategic marketing plan being developed for 3—5 or more years
ahead describes the main factors and forces that are expected to influence the
organization. It contains long-term objectives and the main marketing
strategies indicating  resources and opportunities required for their
implementation.

Tactical marketing plan developed for a year or less (half a year, a quar-
ter, a month, etc.), describes the current marketing situation, the specific
objectives of marketing activity and means of achieving them. It also
includes a program of action (operational schedule), marketing budget,
measures to control marketing.

When selecting planning strategies in international marketing the ERRG
model (ethnocentrism, polycentrism, region centrism, geocentrism) is used.

Ethnocentrism assumes that marketing and management in the foreign
market are determined by the experience of the organization in the domestic
market and, as a rule, they are copied. International development is seconda-
ry to the internal expansion and external market is seen as an absorber of
excessive products for which there were no customers in the country.

Polycentrism presupposes that marketing and management system is
adapted to each overseas market (such markets are usually few). Marketing
planning is carried out on a territorial basis, with the emphasis not so much
on the similarity of regional markets than on the differences between them.

Region centryzm views the world as a set of regional markets with
certain similar features. The organization develops a marketing plan within
each region.
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Geocentrism treats the world as a single market. Marketing planning is
also of a standardized character (a single brand of goods, common tone of
advertising, similar methods of product distribution and marketing).

9.4. Control of International Marketing

International marketing control involves the following stages:

— determining the achieved level of tasks implementation in the
program of international marketing;

— identifying deviations from the targets set for the development of
interna-national marketing;

— determining admissibility degree of these deviations in terms of the
strategic goals set in the program of international marketing;

— determining internal and external causes of deviations;

— working out recommendations for revealing deviations in full or
mitigating them if they are caused by external circumstances out of the
company control.

In practice international marketing control involves periodical (1-2 ti-
mes a year) marketing audit which is an «instant picture» of the
organization with external environment. It enables to compare market
conditions and resource potential of the company to make necessary
adjustments in the marketing plan for improving financial and economic
indicators. Marketing audit enables assess the organization’s activities in
foreign markets, to see its successes and failures, to determine the causes of
both, to determine the competence of employees and their performance.

When monitoring overseas international marketing one should take into
account a quantity of fundamental principles of controlling:

— the principle of motion and deceleration which is closely connected
with the concept «innovation» and means an active influence on the people
in the organization, who by virtue of natural conservatism (as a property of
the mind) hamper progress, the introduction of innovations;

— the principle of timeliness refers to an attempt to reduce to a
minimum time lag that occurs between a new chance or risk comes up and
the company’s response to it;

— the principle of strategic consciousness takes place only when any
decision and action of the organization is evaluated in terms of its
correspondence to the strategic plan of international marketing;

— the documenting principle refers to the following: when monitoring
international marketing the necessary information should be provided
regularly in full, evident and written form. Its goal is to enable verification of
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the compliance of tasks and principles of international marketing monitoring
in reality. In accordance with this principle all information obtained in the
course of monitoring, is available by certain specially designed scheme and
always in writing. Documentation system should allow establishing at any
time not only the content of the transmitted information but also its author
and recipient, as well as the date of transfer. Written information gives an
opportunity of a subsequent verification, thereby encouraging a greater
responsibility.

Questions for Knowledge Control:

1. Explain the essence of the global and international marketing
strategy.

2. What is the essence of the international marketing management?

3. What are considered main functions of the management interna-
tional marketing usually?

4. What is the structure of the management of international marketing?

5. What are considered the structure of international marketing
management?

6. Give definition of functional structure of the management of inter-
national marketing?

7. Name the advantages of a matrix management structure.

8. What are the basic principles in building up of international organi-
zational structures?

9. What are the key stages include the process of developing a mar-
keting plan?

10. What are types of plans in international marketing planning?

11.The selection of the international marketing strategy and its stages.

12. What is the essence of marketing control? And its main stages.

13.How does the revision of international marketing?

14.Describe the main international benchmarks in the creation of
organizational structures.



TECTH

Heo0OxigHo BUOpaTu BapiaHTH MPaBUIBHUX BIIMOBIIEH Ha MOCTaBJICHI

MUTaHHS, TPAaBUIBHUMU MOXYTh OyTH 1, 2 1 OUIbIIIE BIAIOBIICH:

l.

CucreMa miaHyBaHHS, aHaJl3y Ta KOHTPOJIO 3aXO/IB 100 J1i Ha Oara-

TOHAIIOHAJIbHE PUHKOBE CEPEJIOBUIIE 1 MPUCTOCYBAHHA ii 10 yMOB Ha (ipmMi,
sIKa 31MCHIOE CBOIO JISTIbHICTD OLIBIN HIXK B OJIHIM KpaiHi — I1e:

2.

a) MDKHApOJHUN MapKETHUHT;

0) MDKHapOJHA TOPTiBIIs;

B) 30BHINTHBOEKOHOMIYHA JISTIbHICTh Y KpaiHU;

r) MDKHapOJHa Koomeparlis.

SAxuil BUJ MapKETHHTY PO3TJIAIa€ BECh CBIT SIK €UHUNA PUHOK 1 TO-

Oyn0oBaHUM Ha OJTHOMAHITHOCTI B HAI[IOHAJIbHUX, KYJbTYPHUX, TOBEIIHKOBUX

Ta

IHIIUX XapaKTepUCTUKaX PHUHKY, a He Ha OO0JIKy HaIlllOHAIbHUX

0COOJIMBOCTEI:

5.
Ip

a) ME300MApPKETHUHT;

0) MakKpOMapKETHHT;

B) MYJIbTHHAI[IOHAJIHHUMN;

r) riao0aabHUM.

[HBecTHIIIT HA CBITOBOMY PUHKY ICHYIOTb Y BUTJISIL:
a) 1HO3EMHUX;

0) NpPUXOBaHUX;

B) IPSIMUX;

r) noptheabHuX.

EneMeHTaMu COLIIOKYJIBTYPH €:

a) pemiris;

0) MoBa;

B) TOPTiBJIS;

r) JeprKaBHUIM Jaj.

[Ipu 3paificHeHHI CerMeHTallli 3aKOPJAOHHUX PUHKIB YPaxOBYIOTHCS Taki

yru (aKTOpIB:

a) KJIIMaTUYHI;

0) reorpadiuHi;

B) BIKOBI;

I') COIllaJIbHO-€KOHOMIYHI.
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6. Iligxomm 10 Mi>KHAPOAHOI CErMEHTAIlli ICHYIOTh Y HaIlIPSAMKY:
a) imeHTUdIKaIii KpaiH 31 CXO)KUMHU TOBapaMu;
0) mudepeHmiaii,
B) KOHKYPEHTHOTO IIPOTHUCTOSHHS;
I') BHUXOJly Ha Pi3HI CETMEHTH 3 TUM CaMUM TOBAapOM.
7. o migxoaiB Mi>KHApPOIHOT CErMEHTallli HaJIe)KaTh:
a) 1meHTUdIKaIlig KpaiH 3 TOMUTOM Ha CX0X1 TOBAPH;
0) imeHTHdIKAIlig CETMEHTIB, 110 € MPUCYTHIM y BCiX abo B OaraThox
KpalHax;
B) BHXiJ Ha pI3HI CErMEHTH B PI3HUX KpaiHaX 3 THM CaMUM TOBapOM;
I') BCI BIIMOBIAI MPaBUIbHI.
8. Twumosorisi MbKHAPOAHUX MAPKETUHIOBUX JTOCIIIKEHb CKIIAAETHCS 3:
a) KOMEPIINHUX JOCHTIIKCHB;
0) HAyKOBO-TEXHIYHHUX JOCIII’KCHb;
B) 3arajibHUX 1 MOMEPEaHIX TOCTIHKEHb;
I') JOCIHIKEHb KOHKYPEHTIB.
9. TenneHiii MapKETUHTOBUX JOCTIKCHb:
a) JOCTYIIHICTb 0a3 JaHUX;
0) BIpOTiAHICTH 0a3 JaHUX;
B) 3pocTaHHs 06a3 JaHUX;
I') BUKOPUCTAHHSI HOBUX T€XHOJIOTIH.
10. ®akTopu, 1110 BIUIMBAIOTh HAa BUOIP PUHKY:
a) TOTEHIIIA;
0) JTOCTYIHICTB;
B) CTaOlJIbHICTb;
I') 1HTECHCUBHICTb.
11.Crpaterii BUX0ay Ha 3aKOPJIOHHI PUHKH MO3AUISIOTHCS Ha:
a) nuBepcudikari;
0) crparerii BiACTYIY;
B) MOPSIMHUI €KCHOPT;
I') 3HATTS BEPIIKIB.
12.Tlpu BU3HAYEHH1 MI>XHAPOJHOT TOBAPHOI MOJITUKH HEOOXITHO MPOBECTU
npoQILHUAN aHai3, 1110 BKJIIOYAE:
a) IIIHHOCTI, OpIEHTOBaHI Ha cebe;
0) >KUTTEBUI ITUKII TOBAPY;
B) CTaHJapTH3AIlIIO;
I') 3CTEeTUYHE O(POPMIICHHS.
13. Jlo cBITOBHX IIIH HaJIC)KaTh:
a) IiHa PEeTyJIApHUX YTOJ;
0) LIHU 3aMKHYTHX €KOHOMIYHUX YTPYOBaHb;
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B) IIIHU KOHKYPEHTIB;
r) OapTepH1 omepariii.
14.J1ii momxo 3abe3medeHHs] TOBapy KOHKYPEHTHO3JATHOI'O ITOJOKCHHS Ha
PUHKY 1 po3po0Ka BiJIMOBIIHOT'O KOMIUIEKCY MApKETUHTY — I1E:
a) imeHTtudIKaIls TOBapy;
0) MO3UIIIOHYBaHHS TOBapY;
B) YIOCKOHAJIEHHS TOBapy;
r) pekJjiama TOBapy.
15.ITHCTpyMEHTH BUXO1Y HA 3aKOPJOHHUM PUHOK:
a) MaTpullsd «PUHOK—TOBAP»;
0) MaTpUIls «MOXIJIUBUN PUBHKY;
B) CITKa MapaMeTpiB;
I') MaTpHUIS «IIPUBAOIMBOCTI KOHKYPEHTHO3IATHOCTI».
16. fka excriopTHa TOBapHa MOJIITHKA HE BUKOPUCTOBYETHCS B MIXKHAPOIAHIN
TOPT1BII:
a) TOPU3OHTAJbHA,;
0) KOHIJOMEpaTHa;
B) BEpPTUKAJbHA;
I) KOHYCHA.
17.Cepen meToaiB 30yTy B MI>KHAPOJTHOMY MapKETUHTY BUILISIOTh:
a) HENpAMUU;
0) Oesmocepe/Hiil;
B) aHAIITUYHUM;
r) KOMOIHOBaHUM.
18. Mi>kHapoHa pekiiama — 1€ IepeKoHYyrY1 3acoou iHdopMalrii:
a) Ipo ToBap;
0) mpo dipmy;
B) MPO PUHOK;
r) Mpo pPeKIaMOIaBIIiB.
19. KepyBanHs MI>KHapOJHUM MAapKETUHTOM — I1€ TIPOIIEC:
a) po3poOKH IIJIaHY;
0) IOCIIKEHHS PUHKY;
B) KOHTpPOJIIO;
r') oprasizaiii 30yTy.
20.IIporec MixKHAPOAHOTO TNIAHYBAHHS CKJIQJAETHCS 3 €TalTiB:
a) aHaiizy ¥ BUOOPY PUHKY 3aJIEXKHO BiJl METH U PECYPCIB MiIIPUEMCTBA;
0) cTaHAapTHOI MapKETHUHTOBOI MTPOTPaMU;
B) BU3HAUEHHS 00CATY BUITYCKY ITPOJIYKIIIT;
I') ajanTaiii TpoayKIIii.
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21.

22.

23.

24.

MDKHAPOJHWH MAPKETHUHT

J1o cy0'eKTIB MI?)KHAPOTHOT'O MaPKETUHTY HAJIEKATh:

a) EKCIIOpTepH;

0) HaIllOHAJIbHI PUHKU;

B) (i3uuHi 0COOM MiATPUEMIII;

r') MDKHApOJHI Oprasizaiiii.

CBITOBUI PUHOK — II€E:

a) CYKYIHICTh B3a€MO3JIC)KHHUX 1 B3a€EMOJIIIOYMX OJMH 3 OJHUM HaIllo-
HaJIbHUX PUHKIB OKPEMHX JEpXaB, 110 OEpyTh y4acTb Y MIKHAPOIHOMY
MOJLT mpaili, y MDKHApOJIHIA TOPTiBIl ¥ 1HIIUX (opMax €KOHOMIYHUX
BIJTHOCHH;

0) CYKYIHICTh €KOHOMIYHHMX BIJIHOCHH, K1 CKJIQJal0ThCs B cepi 0OMiHY
13 MPUBOJTY pealtizallli ToBapis.;

B) MpOoJaX TOBAPIiB HA pUHKAX 1HIIUX KpaiH;

I') 30CEPEeIKCHHS BUPOOHUIITBA OKPEMHX MPOAYKTIB B €KOHOMIIIl OK-
pPEMUX KpaiH 3 METOI0 MOAAIBIIION0 BUT1THOTO MPOAAXKY.

PunkoBa KOH'IOHKTYpa — II€:

a) KOMIUIEKC peaJibHUX YMOB 1 (pakTopiB, IO BIUIMBAIOTh Ha (yHK-
I[IOHYBAHHS PUHKY B MEBHUA MOMEHT 4acy W y MEBHUX TeorpadivyHUuXx,
aJM1HICTPATUBHO-TEPUTOPIAIBHUX 00JIaCTSIX;

0) KOMIUIEKC MIKHApOJHUX OIepalliid, 3aCHOBaHMX Ha OaratoyHK-
I[10HAJIbHIM, 0araTOBUPOOHUY1N JTISITBHOCTI;

B) II€ CYKYIIHICTh B3a€MO3AJICKHUX 1 B3AEMOJIIIOUMX OJMH 3 OJTHUM Hallio-
HaJIbHUX PUHKIB OKPEMUX JICPKaB;

I') BCI BIMOBIAI MpaBUIIbHI.

JIOCIiIPKEHHSI, 10 JTO3BOJISIIOTh BUSIBUTH OCOOJMBOCTI (DYHKI[IOHYBaHHSI

1HO3EMHOI'0 pPUHKY TIepe10ayatoTh:

25.

a) aHajl3 CepPeAOBUIIA;

0) aHai3 NOMUTY;

B) aHaJIi3 MPOIO3UILIT;

I') aHadi3 KOHKYpEHIIii.

3MiHa MOMUTY HA TOBAP ITiJl BILTMBOM €KOHOMIYHUX 1 COIlaIbHUX (haKTO-

piB, 3B'I3aHUX 31 3MIHOIO IIiH II€:

a) eJIAaCTUYHICTh PUHKY;

0) eJacTUYHICTh MOIHUTY;

B) KOHKYPEHTOCIIPOMOXXHICTh PUHKY;
I') pEHTa0ENbHICTD.
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Must select options for the correct answers to the questions, the right
can be 1, 2, and more answers:

1. Planning, analysis and control measures for action on a multinational
market environment and adapt it to the conditions at the company, which
operates in more than one country is:

a) international Marketing;

0) international trade;

B) foreign economic activity of Ukraine;

r) international cooperation.
2. What type of marketing considers the world as a single market and built on
uniformity in national, cultural, behavioral and other characteristics:

a) micromarketing;

0) makromarketing;

B) multinational marketing;

r) global marketing.
3. Investment in the global market are in the form:

a) foreign;

0) hidden;

B) straight;

r) portfolio.
4. Sociocultural elements are:

a) religion;

0) language;

B) trade;

r) State system.
5. In implementing segmentation foreign markets accounted the following
groups of factors:

a) climate;

0) geographic;

B) age;

I') sOCio-economic.



152 INTERNATIONAL MARKETING

6. Approach to International segmentation exist in the direction of:
a) identifying countries with similar products;
0) differentiation;
B) competitive confrontation;
r) access to different segments of the same product.
7. Approaches of the international segmentation include:
a) identification of the demand for similar products;
0) identification of segments, which are present in all or in many
countries;
B) access to different segments in different countries of fact by goods;
r) all answers are correct.
8. Typology of international marketing research includes:
a) commercial research;
0) scientific and technical research;
B) general and preliminary studies;
r) research competitors.
9. Trends in marketing research:
a) the availability of databases;
0) chance of databases;
B) database growth;
r) use of new technologies.
10. Factors influencing the choice of the market:
a) potential;
0) accessibility;
B) stability;
r) intensity.
11. The exit strategy for foreign markets are divided into:
a) diversification;
0) strategy retreat;
B) direct export;
r) cream skimming.
12. In determining the international commodity policy must hold the relevant
analysis, including:
a) values oriented themselves;
0) life cycle;
B) standardisation;
r) aesthetic design.
13. World prices include:
a) the price of regular transactions;
0) prices closed economic groupings;
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B) competitors' prices;
r) barter transactions.
14. Actions to ensure goods of a competitive position in the market and
develop appropriate marketing mix — this:
a) goods identification;
0) goods positioning;
B) goods improvement;
r) goods advertising.
15. Tools of entering the foreign market:
a) matrix «market — productsy;
0) matrix «possible risk»;
B) grid of parameters;
r) matrix «attractiveness competitivenessy.
16. What type of export commodity policy is not used in international trade:
a) horizontal,
0) conglomerate;
B) vertical;
r) conec.
17. Among the methods of marketing in international marketing distinguished:
a) indirect;
0) direct;
B) analytical;
r) combined.
18. International advertising — this means making sure information:
a) about the product;
0) about the company;
B) about the market;
r) about the advertisers.
19. Management of international marketing is the process:
a) development of the plan;
0) market research;
B) control;
r) sales organization.
20. The process of international planning consists of stages:
a) analysis of market choice depending on the purpose and resources of
the enterprise;
0) standard marketing program;
B) determination of output;
r) adaptation offers.
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21. The subjects of international marketing are:
a) exporters;
0) national markets;
B) individual entrepreneurs;
r) international organizations.
22. World market — is...:
a) a set of interrelated and interacting with each of the national mar-
kets of individual countries participating in the international division of
labor, international trade and other forms of economic relations;
0) a set of economic relationships that develop in the Exchange about
the sale of goods;
B) sales of goods on foreign markets;
r) concentration of production of certain products in the economy of
individual countries for further profitable sale.
23. Market’s conjuncture — is:
a) complex real conditions and factors affecting the operation of the
market at a certain time and in certain geographical, administrative —
territorial areas;
0) complex international operations, based on Single-bahatovyrobny-
chiy activities;
B) a set of interdependent and interacting with each of the national
markets of individual states;
r) all answers are correct.
24. Research that can detect peculiarities of foreign markets suggest:
a) analysis of the environment;
0) analysis of demand;
B) analysis of proposals;
r) analysis of competition.
25. Changing demand for this product under the influence of economic and
social factors associated with the change in prices is ...:
a) elasticity of market;
0) elasticity of demand;
B) competitive on the market;
r) profitability.



PO3PAXYHKOBO-AHAJIITUYHI
TA CUTYALIUHI 3ABAAHHA

Po3paxyHKoBoO-aHa/liTU4YHA 3aja4a 1

VY tabauill HaBeACHO AaHi PO 5 30BHINTHBOTOPrOBEILHI KOMIIAHIMN, 110
OepyTh y4acThb y MDKHApOJHOMY TEHJEpl 13 mpojaxy ToBapy 3a 2015 pik.
Buznauutu BiporigHuii npuOyTOK, SIKIIO MiAMPUEMCTBO BUTpPA€ TEHAEP
(xonkypc). I[lignpuemcTBo 6axae mpundatu 250 TUC. WIT. BUPOOIB. 3p00iTh
BUCHOBKHU. HaBeiTh MapKETUHTOBI PIIIICHHS.

Hasga [lepenbauyBana Burparn na BHpOG_ IMOBIpHICTD
i : HHUIITBO OJMHHIIL
KOMIIaHIN mina, gon. CIIA BupOGy, 1011, CLIA BUTpAIIly TeHAEpa
Kommanig A 19600 18000 04
Kommania B 21700 19000 0,3
Kowmmanisa C 22000 20000 0,2
Kommania D 23500 21000 0,1
Kommanig E 25000 22000 0,05

Po3paxyHkoBoO-aHa/1iTU4YHA 3a4a4a 2

3aKopJOHHAa €BPONEHChKAa KpaiHa EKCIOPTYyeE TOBAp «A» Ha CyMmy
30,645 muH eBpo, iMmoptye Ha cymy 10,846 mMiH €Bpo, MpH LBOMY 00CST
BUPOOHUIITBA TOBAPY «A» CTaHOBUTH 63,5 MIIH €BpO, a 00CST CIIOKUBAHHS —
20,23 MIH €BpO.

Po3paxyBaTu 4acTKM €KCIIOPTY W IMIIOPTY JJIsl 11€1 KpaiHW, a TaKOoXK
IrPaHUYHI MOYKIIMBOCTI €KCIIOPTY.

Po3paxyHKoBo-aHa/liTU4YHA 3ajay4a 3

[TpoBeniTh MOPIBHSILHY EKOHOMIUHY OIIHKY €()EKTUBHOCTI PEKJIAMHOI
TSJIBHOCTI JIBOX 3apyOikHUX XonauHropux kommaHid «INDITEX Grop
ZARA» (Icnanig) ta «Henns & Mauritzy (H&M IIBerist), BUpOOHUKIB
MoaHoro oasry B Hapoauiii pecry6iini banriaaent ta 4acTKOBO peati3yroTh
il Ha YKpaiHCBKOMY PHHKY, SIKIIIO B MOTOYHOMY pOIIi 3arajibHa BapTiCTh
peKIaMu XOJIIUHTIB ckiana: y pipmu «ZARA» — 95 tuc. non. CIIA, y dip-
mMu «H&M» — 120 tuc. mon. CIIA; npu oMy IOpUpPICT NPOAAXKIB CKJIAB
320,0 Tta 380,0 Tuc. mon. CIIIA BiamoBigHO. BHUKOpHUCTOBYIOUM MOJETH
M. Bigans — X. Bomnbda chopmyiiTe OCHOBHI (haKTOpH 3aJIeKHOCTI
3pOCTaHHS 00CATY peai3allii peKJIaMOBaHOT'O TOBapY.
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CutyauiiHe 3aBJAaHHS

P03p061Th OCHOBHI PO3/1JIU TUIAHY MI>KHAPOIHOTO MapKETUHTY 1S (ip-
MU, 110 YHKIIOHYE Ha pUHKY YKpainu. Ha3Ba dipmu, i1 aapecHicTh, ramy-
3€BY MPUHAJICKHICTh, BUJ JISUIbHOCTI, ()OPMY BUXOJy HA 30BHIIIHIA PUHOK,
poayKT Toio Bubparu inauBiyanbHo. Pe3ynbratu 3anectu B Ta0I. 1.

OCHOBHI pO3JIUIY TIJIAaHY MI>KHAPOIHOTO MapKETUHTY JUIs hipMuU

Ha36a, Kpaina, 6uod OLLILHOCMI, NPOOYKM, (Popma uxody HA 306HIUHIL PUHOK,

IHuWe

Tabnuys 1

Pozainu mnany 3MmicT

1. Beryn (anoTanis)

2. IloTouHa MapKETHHIOBa CUTYaIlis

2.1. Onuc puHKy

2.2. Orasg npoayKTiB

2.3. Konkypeniis

2.4. Po3moain

2.5. Peximama

3. Hebe3neku 1 MOXKJIUBOCTI

4. 111 MapKEeTUHTY

5. Ctparerii MapKeTUHTY

6. [Iporpama niit

7. BIOJKET MAPKETUHTY

8. KoHTpoJib 32 BUKOHAHHSIM IUIAHY
MapKEeTHUHTY

KENC

Bituuznsane mianpuemctBo «ATEC» M. XapkiB, Mae HaMmipu peali-
3yBaTH MNPOAYKII0 Ha 30BHIMHbOMY pUHKY I[Haii (Y&RT, m. Hdeni ) uu
Kutaro (HO & CIJ JO, m. Ilekin). IlinnpuemctBo «ATEC» Bupobise
OCHOBHI CTpaTeriuHi pIlIEHHS 30BHINIHbOEKOHOMIYHOI JiSUTBHOCTI 3a
MPUHIMIIAMY €THOIICHTPU3MY 1 PO3IJIsA/ia€ CBili MDKHAPOJAHUN PO3BUTOK SIK
BTOPUHHUN CTOCOBHO «BHYTPIIIHBOI €KCIIAHCI1», a 30BHINIHIA PUHOK — SK
«TOTJIMHAYY HAJJIUIIKOBOI mpoaykilii. Punok Iuaii € crapum amis mianpu-
emctBa, Kutaro — HoBuM. ToBap, 1110 ekcopTyeThest: Juis [Haii € crapum, 1i1s
Kuraro — HOBUM.
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CdopmyntoiiTe OCHOBHI XapaKTEPUCTHUKHU CTPATETIYHOTO MPodiiaro

YKPaiHChKOIO MiAMPUEMCTBA Ta 3a JOMOMOI'O0 MAaTPHIll MOKIIMBOCTEHN 111010
TOBapiB — PUHKIB 0OEpITh OJIHY 13 aJbTEPHATUBHUX MApPKETUHTOBUX
cTpateriit mis oopanoro pusky (Iaaii abo Kuraro).

Bubepith 61111 mpuOYTKOBUIT PUHOK 30YyTy BITYM3HSHOI MPOAYKIII.

OcHOBHE TEPEeBE3CHHS 3A1MCHIOETHCS MOPCHKUM TpaHCHOpTOM. Busnaute
YMOBH TpaHCIOPTYyBaHHs Jisi ekcnioprepa 3a Inkorepmc (EXW FOB, CIF).
Buxianai qangdi B Tabu. 2.

Tabnuys 2
Ne Ha3Ba noka3Huka OHHHHHi Crm- ; Kpaina v
3/ BUMIPY BOJI Inmis Kurait
1. | Ilina ogunuIt eBpo / P 190 235
MPOAYKIIT JTOJI.
CIIIA
2. | BupoOHuua I'PH C 1215 1215
c001BapTICTh OJUHUIII
MPOAYKINi
3. | Kypc Bamotu TpH Bk 26,00 23,00
KOHTPaKTy
4. | O6cHr peamizarii IIT. Q 13 500 10 500
5. | Burparu Ha I'PH Zt 9400 7300
TPaHCIIOPTYBaHHS JI0
MOPTY EKCIopTepa
6. | @paxTyBaHHS CyJIHA TOJ1. F 8 200 7450
CIIIA
7. HaganTaxxyBasbHO - JTOJI. D 680 650
PO3BaHTaXXyBaJIbHI CIIA
pob6oTH,
8. | CrpaxyBaHHs TOJ1. I 2 300 2 500
TIEPEBE3CHHA CIIA
9. | 300pu 3a MUTHE B % 1 25 22
o(OpMIICHHS 1 MUTO
10. | TepMiH nOCTaBKU JH. T 30 35
11. | BanroTHui1 KOpUIop I'PH Bkp 25,00 — 22,50 —
27,00 25,00
12. | EkciopTHa nineH3is I'PH Exgp 12 600 10800

OOrpyHTYyiiTe nepeBary Ta HeJI0IIKU eKCIOPTy Ta 0opanux Bamu popm

pO3paxyHKy 3 BUT1JIHOIO, Ha Bamn morssn, kpaiHorw, (BIIKPUTHUN pPaxyHOK,
1HKacco, aKpeauTuB, OaHKIBCHKUN IepeKas,
BEKCeJIb, €JEKTPOHHUN TUIATIXK) I eKcrnopTepiB ¥ iMmoptepiB. HaeniTh

npuiiHate BaMu MapKeTUHTOBE PIllICHHS.

ABaHCOBHMH TIUIATDK, YEK,
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ITonoxxeHHus
po (popMy 30BHIIITHLOEKOHOMIYHUX JIOTOBOPIB (KOHTPAKTIB)

3aTBEPAKEHO

Hakaz MiHicTepcTBa €EKOHOMIKH
Ta 3 IUTaHb €BPOIEUCHKO1
iHTerpaiii Ykpainu

06.09.01 Ne 201

3apeecTpoBaHo B MiHICTEpCTBI
IOCTHIT YKpaiHu

21.09.2001 p.

3a Ne 833/6024

CtpyKTypa 30BHIIIHBOCKOHOMIYHUX JIOTOBOPIB (KOHTPAKTIB)

1.1. Ha3Ba, Homep 1oroBopy (KOHTPAKTY), AaTa Ta MiClie MOTO YKJIaJICHHS.
1.2. TIpeambymna.

1.3. [IpenmeT noroBopy (KOHTPaKTYy).

1.4. KimbKicTb Ta SIKICTh TOBapy (00CSTH BUKOHAHHS pOOIT, HAJITAHHS TIOCTYT).
1.5. ba3ucHi yMOBU IOCTaBKM TOBapiB (MpUMMaHHS-3/1aBaHHSI BAKOHAHUX PO-
01T abo mociyr).

1.6. [lina Ta 3arajpHa BapTIiCTh JOTOBOPY (KOHTPAKTY).

1.7. YMOBU maTexiB.

1.8. YMoBU npuiiMaHHs-371aBaHHS TOBapy (poOiT, TOCIyT).

1.9. YnakoBka Ta MapKyBaHHSI.

1.10. dopc-maxkopHi 0OCTaBUHH.

1.11. Cankii Ta pekiramartii.

1.12. YperymatoBaHHs CIIOPIB Y CYyI0BOMY TOPSIJIKY.

1.13. Micue3HnaxokeHHs (Miclie TPOXKKUBaHHS), MOIITOBI Ta IUIATIKHI PEK-
BI3UTH CTOPIH.

2. JlomaTKkoB1 YMOBH JO0TOBOPY (KOHTPAKTY):

CTpaxyBaHHS, rapaHTIii SKOCTI, YMOBH 3aJIy4€HHs CyOBHKOHABIIIB JOTOBOPY
(KOHTpAKTy), areHTiB, NEPEBI3HUKIB, BU3HAYCHHS HOPM HABaHTAKCHHS
(po3BaHTaXXEHHS), YMOBHU Iiepe/ladl TEeXHIYHOI JOKyMEHTallli Ha TOoBap,
30€peKEeHHSI TOPTOBUX MapoK, MOPSIOK CIUIATH MOJATKIB, MUTHUX 300piB,
PI3HOTO POAY 3aXHMCHI 3aCTEPEKEHHS, 3 IKOIO0 MOMEHTY JOTOBIp (KOHTPAKT)
MMOYMHAE JIISITH, KUTBKICTh IMIJMUCAHUX MPUMIPHUKIB JOTOBOPY (KOHTPAKTY),
MOXKJIUBICTB Ta MOPSAJIOK YHECEHHS 3MiH JI0 JOTOBOPY (KOHTPAKTY) TOIIIO.

Odimiinuii BicHuk Ykpainu Big 12.10.2001 — 2001 p., Ne 39, crop.
158, crarts 1784, kox akty 19995/2001



SETTLEMENT AND ANALYTICAL,
SITUATIONAL TASKS

Settlement and analytical task 1

Table presents data about 5 foreign trade companies participating in the
international tender for the sale of goods by 2015. Determine likely income 1f
the company wins the tender (competition). Enterprise wants to buy
250 thousand pcs. products. Draw conclusions. Give marketing solutions.

Estimated price, in The cost per l.mlt The probability of

Name of company of product, in .
USD USD winning the tender

Company A 19600 18000 0,4
Company B 21700 19000 0,3
Company C 22000 20000 0,2
Company D 23500 21000 0,1
Company E 25000 22000 0,05

Settlement and analytical task 2

The foreign European country exporting a product «A» in the amount
of 30.645 million euro imports in the amount of 10.846 million euro, while
the volume of goods «A» is 63.5 million euro and consumption — 20,230 mil-
lion euro. To calculate the share of exports and imports for this country, and
limit export opportunities.

Settlement and analytical task 3

A comparative economic assessment of the effectiveness of pro-
motional activities of two international holding companies «INDITEX Grop
ZARA» (Spain) and «Henns & Mauritz» (H & M Sweden), manufacturers of
fashion in the People's Republic of Bangladesh and partially implement it on
the Ukrainian market, if the current year total the cost of advertising holding
companies reached: the company «ZARA» — 95 thousand USD, the firm
«H& M» — 120 thousand USD; while sales growth was 320.0 and
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380.0 thousand USD respectively. Using the model Vidalya — Volfa specify
the main factors depending on the growth of sales of the advertised product.

Situational task

Develop the main sections of the international marketing plan for the
company, which operates in Ukraine. The name of the company, its
targeting, industry affiliation, activity, form enter the foreign market,
product, etc. Choose individually. The results recorded in table 1.

The main sections of of International Marketing plan for the company

name, country, type of activity, product form the foreign market,

other

Table 1

Sections of the plan Contents
1. Introduction (annotation)
2. Current marketing
situation
2.1. Description of the
market
2.2. Product overview
2.3. Competition
2.4. Distribution
2.5. Advertising
3. Dangers and Opportunities
4. Objectives of marketing
5. Strategies of marketing
6. Programme of Action
7. Budget the marketing
8. Control over the execution
of the marketing plan
Settlement and analytical task 4

CASE

Domestic company «EC» city. Kharkiv, intends to sell its products on
the international market of India (Y & RT, city. Delhi) or China (HO &
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CIJ JO, city. Beijing). Enterprise «<ATYES» makes major strategic decisions
of foreign economic activity on the principles of ethnocentrism and considers
its international development as secondary in relation to "internal expansion"
and the external market — as a «sink» of excess production. Market India is
an old enterprise, China — new. Goods exported: for India is old, China —

new.

Formulate main features of the strategic profile of Ukrainian enterprises
and using opportunities for Matrix products — markets choose one of the
alternative marketing strategies for selected markets (India or China).

Select a profitable market for domestic products. Main freight carried
by sea. Define the conditions of transport for the exporter on Incoterms
(EXW FOB, CIF). Initial data in the table 2.

Table 2
Units of | Symb Country
The name of index measurem ol
ent India China
Price per unit of production EUR/ P 190 235
USD

Unit cost of production UAH C 1215 1215
Exchange rate of contract UAH Bk 26,00 23,00
Sales volumes Pcs. Q 13 500 10 500
The cost of transport to the UAH V4 9 400 7300
exporting port
Chartering ship USD F 8 200 7450
Loading and handling work USD D 680 650
Transportation insurance USD I 2 300 2 500
Charges for customs clearance | in % 1 25 22
and customs duties
Delivery time days T 30 35
Exchange rate band UAH Bkp [25,0-27,0 |22,5-25,0
The export license UAH ExL |12 600 10800

Please justify the advantages and disadvantages of export and you
select profitable forms of calculation, in your opinion, the country (open
account inkasso, credit, bank transfer, advance payment, check, bill,
electronic payment) for exporters and importers. Give you made a marketing
decision.
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The Regulation
about the form of foreign trade agreements (contracts)

Approved by
Order of the Ministry of Economy
and Issues of European
integration of Ukraine
06.09.01 Ne 201

Registered in the Ministry
of Justice of Ukraine
21.09.2001 p.

by Ne 833/6024

The structure of foreign trade agreements (contracts)

1.1. Title, quantity of agreement (contract), date and place of its conclusion.
1.2. Preamble.

13. The treaty (contract).

1.4. The quantity and quality of product (volume of work, services).

1.5. Basic terms of delivery of goods (acceptance and delivery of work
performed or services).

1.6. Price and total value of the contract (contract).

1.7. Terms payments.

1.8. Conditions of acceptance and delivery of goods (works, services)

1.9. Packaging and labeling.

1.10. Force Majeure.

1.11. Sanctions and Complaints.

1.12. Settlement of disputes in court.

1.13. Location (residence), postal and billing information of the parties.

2. Additional terms of the agreement (contract):

insurance, quality assurance conditions are subvykonavtsiv agreement
(contract), agents, carriers, defining standards loading (unloading), the terms
of the transfer of technical documentation for product preservation brand,
order the payment of taxes, customs duties, various safeguard clause at what
point (contract) is effective, the quantity of signed copies of the agreement
(contract), the possibility and procedure of amending the agreement
(contract), etc ..

Official Journal of Ukraine from 12.10.2001 — 2001 year., Ne 39, page. 158,
article 1784, act’s code 19995/2001
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O. B. ®enorona, 13
pUHUMUIHY, 18
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I'JIOCAPIHA

Ananranis (moaudikaiisi) Topapy (Forced adaptation of commodity) —
3MiHa (I3UYHUX XapPAKTEPUCTUK 3riHO 3 BUMOraMU MIKHAPOJHHMX CTaHIAPTIB
Ta TEXHIYHUX HOPM a00 THUX, 1110 ICHYIOTh Ha 3aKOPJIOHHOMY PUHKY.

bararokananbHi MapKETHMHIOBI CHUCTEMH — KOMOIHOBaHa MapKETHHIOBa
cucTema sika Iependadyae BUKOPUCTAHHS KUIBKOX KaHAJIIB PO3MOJAUTY IS
OXOIUJIEHHS PI3HUX CErMEHTIB PUHKY.

Bapianiiinuii aHaniz — METOJ MEePEBIPKU CYTTEBOCTI BIIMBY 3MIHHM He3a-
JICKHUX 3MIHHUX Ha 3QJIEKHI.

BeprukansHi mapketuHrosi cucremu (BMC) — noBHa abo 4acTkoBa Ko-
opauHais GyHKIIN yYaCHUKIB KaHay pO3MOJITy 3 METOI0 €KOHOMIi Ha orepa-
ISIX 1 TOCUJIEHHS BILUIMBY HA PUHOK.

Biaxputi minu (Open prices) (ApyKOBaHi) — LiHU, IO OMPHIIOIHIOIOTHCS
B CTaTUCTUYHUX JIOBIJIHUKAaX, MPEHUCKYpaHTax, KaTajorax, OrJIeTeHSIX Oip:Ko-
BUX KOTYBaHb.

Binbna Toprisinsg (Free trade) — BIACYTHICTh Oylb-KuX Oap’epiB Ta oOMe-
’KEHb B TOPTIBJII MiX JIepKaBaMH.

BinsHi exoHoMiuHI 30HU (free economic zones) — oOMeEXEHU pailoH,
YacTUHA TEPUTOpil KpaiHW, B MeXaxX SKOi i€ MJIbIOBUM PEXUM TrOCHojia-
pPIOBaHHS Ta 30BHIIIHBOEKOHOMIYHOI MAISUIbHOCTI, HIANPHUEMCTBAM HaJlaHa
O1IBII IIMPOKA CBOOOIa EKOHOMIYHUX Jii.

Buyrpimne cepenoBuiie (internal environment) — ¢iHaHcoBa, TEXHO-
JIOT1YHA, KaJpoBa, OpraHizaiisi CUCTEMHU Mepeaadl 1HPopMalii MK pI3HUMU
PIBHSIMU yIPABIIHHSIMHU.

Bayrpimniid mapketunr (Internal marketing) — MapkeTUHTrOBa AISUIBHICTD,
HalliJIeHa Ha BHYTPIIIHIN (HaIllOHAJLHUI) PUHOK.

Baytpimnsa indopmanis (Internal information) — 3BiTH koMnaHii, Oeciau
31 CIIBpOOITHUKaMHU BiAAUly 30yTy, MapKeTHHroBa iH(oOpMmaliiiHa CUCTEMA,
OyxranTepchki Ta (DiHAHCOBI1 3BITH, OIJISM CKapr 1 peKOMEHallli CIOKUBavlB,
JIJI0BAa KOPECHOHACHIIS (hipMHU TOLIO.

I'eouentpusm (Theocentrism) TpakTye CBIT K €IuHUNA pUHOK. [lmany-
BaHHS MApKETHMHIY Ma€ CTAHJAPTU30BAHUI XapakTep (€IMHa MapkKa TOBapy,
3arajibHa TOHAJIBHICTh PEKJIAMHU, CX0XK1 METOJIA TOBAPOPO3MOJILITY Ta 30yTy).

['mobanbHa crparerisi — Mpouec 3acCTOCYBaHHS €IMHOIO KOMILIEKCY
CTpaTeriyHUX NPUHLMIIB JJIs1 JOCSATHEHHS MeTHh (ipMH mpu poOOTI Ha Oljib-
IIOCT1 3apYOI’)KHUX PUHKIB.

I'nobansuuii mapketunr (global marketing) — MapkeTHHroBa JisUIBHICTD
KOMIIaHii, sika po3TJisi/ia€ CBITOBUM PUHOK SIK €IMHE IIiJIE.
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I'opuzonTansHa ToBapHa nojituka (Horizontal product politics) — po3-
poOKa HOBOIO TOBApy SIK MPOJOBKEHHS B)KE€ HASBHOI'O, pO3paxoBaHa Ha ycTa-
JIEHE KOJIO MOKYIILIB 1 HEe TOTpe0y€e CepHO3HUX TEXHOJIOTTYHUX 3MiH.

I'opuzontansHi mapketuHroni cucremu (I'MC) — o0'enHaHHS 3ycuiib
KOMIIaH1¥ OJTHOTO PiBHSI 111 OCBOEHHSI HOBUX MapKETUHTOBUX MOKIIMBOCTEH.

JlucniepciiiHuid aHalli3 — METOJ MIATBEPPKEHHS a00 CIpPOCTYBaHHS
BIUTMBY JOCIIKYBAHOTO (DAKTOpa HA MEBHI EKOHOMIYHI TOKa3HUKH.

HudepenuiiioBannii  (1HAUBIIyali30BaHUI) MapKETUHIOBUM KOMILIEKC
(differentiated marketing complex) — koMmIuiekc, KU nepeadadae MPUCTO-
CyBaHHA YCIX HOrO €JEMEHTIB J0 MOTPed KOXHOIO 3aKOPJOHHOTO PHUHKY
(cerMeHTa CBITOBOT'O PUHKY).

Excnopt (Exporting) — BUB13 TOBapiB 1 HAJAHHS MOCIYT 3a MEKaMH Kpai-
HU BUPOOHUKA.

Excnoptuuii mapketunr (Export marketing) — mapkeTUHroBa JisJIbHICTD
I0J0 peai3ailii MPOAYKII 3a MeKaMHM HalllOHaJIbHUX KOPJIOHIB, 3a SIKO1
B11I0yBa€eThCA (PI3UUHE TPAHCIIOPTYBAHHA TOBAPY 3 OJIHIET KpaiHU JO 1HIIIOI.

Excrioptauii ToBap (Export product) — choemianbHO CTBOpEHUM 3 ypa-
XYBaHHSIM BUMOT MIEBHOT'O CErMEHTa 3aKOPIOHHOTO PUHKY IPOAYKT a00 MOCTyTa.

EtHonenTpusMm (ethnocentrism) npumyckae, 0 MapKETUHT 1 MEHE-
KMEHT Ha 30BHIIIHBOMY PHUHKY BHU3HAYalOThCS JOCBIAOM  JISITBHOCTI
oprasizaiii Ha pUHKY BHYTPIIIHbOMY 1, SIK IPABUJIO, KOIIIOIOTHCS.

€mHicTe puHKY (market capacity) — 3aranbHuUM 00csT (akTH4HOI a00
MOXJIMBOI peatizallii ToBapiB (ITOCTYT) MPOTSATrOM IEBHOTO BIIPI3KY Yacy.

3oBHIIIHE cepenoBuie (external environment) — CyKyMmHICTh €KOHOMIY-
HUX, MPABOBUX, MOJITUYHUX, COIAIbHO-KYJIbTYPHUX TPAAMIIN, MPUPOIHHUX
YMOB 1 MI>KHapOJAHUX BiJHOCHH Y 30BHIIIIHBOCKOHOMIYHIH J1SUIBHOCTI.

30BHIIIHBOTOPTIBEIbHA 11HA — I[IHA TOBAapY, 3a SKOIO BIH pPeali3yeThCs Ha
30BHIIIHBOMY PUHKY.

[nenTudikaiiis Kpai 13 CXOKUMHU MTOMUTOM Ha TOBApU — L€ MIXKHApOIHA
CerMeHTalllsd Ha TPYIH KpaiH, 1€ BUSBJISETHCA CX0KE CTABJICHHS J0 TOBapY.

InenTudikariiss yHiBepcaabHUX CETMEHTIB — M€ MIJIX1J 10 MDKHAPOIHOI
CerMeHTallli, IKUi TOJIArae y BUIAIIIEHHI CETMEHTIB, SIKI OJJTHAKOBO pearyroTh Ha
MPOJIYKT, YCEPEAHHI BCIX a00 Oararbox KpaiH.

Imnopt (Importing) — BB13 iHO3€MHHX TOBapI1B 13-3a KOPAOHY.

Imnoprepu (Importers) — koMmmaHii, siKi MatOTh MOCTa4alIbHUKIB 200 MapT-
HEpIB 3 KOOTEpallii 3a KOPJAOHOM.

ImnoptHuii Mapketunr (Imported marketing) — MapkeTuHroBa Hmisijib-
HICTh, CIIpSIMOBaHa Ha 3aKyIiBJO (IMIOPT) TOBapiB abo0 MOCIYTr 13 3apy-
O1’KHUX PUHKIB.

[anoBamisi (Innovation) — HOBE AOCSTHEHHSI B Trajy3l TEXHOJIOTI 4u
YIpaBJIiHHS, MPU3HAYEHE JJIsI BUKOPUCTAHHS ONEpalllifHOl, 1HBECTUIIIMHOI YU
(b1HAHCOBOI JISUIBHOCTI MiIIPUEMCTRA.
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IaTepnamnionam3sanis (Internalization) — mporec BuUXoay KOMIIaHii Ha
3aKOPJIOHH1 PUHKHU 1 3/IIICHEHHS MI>)XHAPOHO1 JISUIbHOCT] HA HUX.

[HTepHallOHaJIbHA BAPTICTh — LI€ CYCIUIBHO HEOOX1H1 BUTpATH Ipalll Ha
BUPOOHUIITBO TOBApy IMPHU CEPEIHBOCBITOBUX yMOBaxX BHUPOOHMIITBA 1 CEepel-
HbOCBITOBOMY PiBHI NPOAYKTUBHOCTI IIparfl.

Kanan po3noauty B MiXKHApOAHOMY MAapKETUHIY — 1€ CYKYIHICTh (hipM
a00 okpemux o0ci0, 1m0 OepyTh ydacTb y MpOLECI MPOCYBaHHsS TOBapy BiA
BUpPOOHMKA /10 criokuBaya. Kanan xapakrepusyeTbesi TAKMMU MTapaMeTpamu, K
PIBEHb, MPOTSKHICTD 1 IUPUHA.

Knacrepuuii aHamiz — MeTOJ, IO J03BOJIIE O0'€HYBATH 3MiHHI a0o0
00'eKTH B Tpynu (KJacTepH) TaKUM YMHOM, 1100 BIAMIHHOCTI MiX 00'eKTamu,
10 BXOJIATh B OJIMH KJlacTep, Oyau O MeHIle iX BIAMIHHOCTEN BiJl 00'€KTIB, 10
BXOJISITh B 1HIII KJIACTEPHU.

KomOinoBanuii (3Milianuii) 30yT — BUPOOHUK BHUKOPHUCTOBYE IMOETHAHHS
AK TIPSIMOTO, TaK 1 HEPAMOI'0 METOIIB 30YTY.

Komb6inoBanuii  mapkerunroBuii komrmuiekc (Combined marketing
complex) — nependavae ogHOYACHY AK AUEPEHIAIII0 ISSIKUX €JIEMEHTIB, TaK
1 CTaHIapTU3ALIIIO THIITUX.

Kon’ronkrypa 3apyoixHoro pusky (Conjuncture of the foreign market) —
1I€ KOHKpPETHa €KOHOMIYHA CHUTYyallisl, 110 CKJajacsi Ha PUHKY Ha IEBHUHN
MOMEHT 4acy.

Konrnomeparna toBapHa noiituka (Conglomerate commodity politics) —
MOIIYK JJIsi BUPOOHHUIITBA HOBOTO TOBAapy, SKUM y KOJHUW CMOCIO HE MOB'S-
3aHMI 3 TOBapaMu, 110 ICHYBAJIM paHille B HOMEHKIIATYpHOMY NOpPT(deI KoMIIa-
HIi Ta NOTpeOy€e BUKOPUCTAHHS 1HILIUX TEXHOJIOT1 Ta OCBOEHHS HOBUX PUHKIB.

Konkypenrocnpomosxknicts koMmmanii  (¢pipmu) (Competitiveness of
firm) — 116 MOXKJIMBICTh €)EKTUBHOI IOCIIOAAPCHKOI AISTILHOCTI Ta 11 MPaKTUYHOL
MpUOYTKOBOI pealti3allli B yMOBaxX KOHKYPEHTHOTO PUHKY.

Konnentpruuna ToBapHa mnojituka (Concentric commodity politics) —
MOIIYK HOBHUX TOBAapiB, SIKI 3 OJHOIO OOKYy, B TEXHOJOTYHOMY Ta/ab0 pHH-
KOBOMY BIJHOILIECHHI Oynu O CXOXI1 3 yK€ HasBHUMHU B KOMIIaHII TOBapamu,
a, 3 1HIIIOr0, MPUBAOJIIOBAIM HOBUX IOKYIIIIIB.

KoH1ieHTpoBaHMii MapKEeTUHT (I[IJIbOBUI) — KOHIIEHTpAIIisl 3yCHIUTb (hipMuU
Ha OUIBIIIN YacTUHI OJHOTO a00 ACKUIBKOX CyOpHUHKAX.

Kynsrypa (Culture) — icTOpUYHO BHU3HAYEHUN PIBEHb PO3BUTKY CYC-
MUIbCTBA, TBOPUMX CHJI Ta 3A10HOCTEH JIFOAUHU, SIKUI BIIOMBAETHCSA B TUIIAX Ta
(dopmax opraHizamii KMTTS Ta HISJIBHOCTI JIIOJIEH, @ TaKOXK y CTBOPIOBAHUX
HHUMH MaTepIaJIbHUX Ta AYXOBHUX I[IHHOCTSX.

Mera (purpose) Mi>KHApOJHOTO MAPKETUHTY — 3aJ0BOJIEHHS CIOKHBYOIO
MONUTY Ha 30BHIIIHbOMY PUHKY MPU €KOHOMIYHO BUTIIHHUX JJIs1 (PIpMH YMOBAX,
1 BOHA TaKOXK 3aJIeKUTh BiJ (pa3u 3aHypeHHs (PipMU B MI)KHAPOTHUN MApKETHHT.
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Merta wmixHapoaHoi 30yToBOi mosiThku (sales policy) — Bu3HaueHHS
ONTUMAJIbHUX HAIPSIMKIB 1 3aC001B, HEOOX1AHUX IS 3a0€3eUeHHS HalOUIbIIIO1
€()EeKTUBHOCTI MPOIIeCy MPOHUKHEHHS Ha 30BHIIIHIA PUHOK.

Meron [enbdi — MeTO ONMUTYBAaHHS €KCIEPTIB, MPU AKOMY iX aHOHIMHI
BI/IMOBI/I1 30MPArOTHCS 1 BUBOJAUTHLCS IPYIOBA OIIHKA I[IKABUTh MPOLIECY.

Metoau ekcrnepTHHX OLIHOK — II€ €BPUCTHYHI (HedopMmaybHi) METOMH,
1110 3aCHOBAHI Ha JIOCBIJ Ta 1HTYIIIl1 CIIEI1aTiCTIB-€KCIIEPTIB.

Metonu xomyHikyBaHHsi (Methods of communications) — CyKyIHICTb
crocoO1B Ta MpUIOMIB mepeaayl 1HpopMaIllii Npo KOMIAHII0 YU TOBAP 3 METOIO
MOT0 MPOCYBAaHHS HA 30BHIIIHBOMY PUHKY.

MixHapoaHa koMyHikamiiiHa mnomiTuka (International communication
policy) — 1e nepcrnekTUBHUIA Kypc M1 (ipMH, cipaMOBaHU Ha (HOpMYBaHHS
MONUTY 1 CTUMYJIOBAaHHS 30yTy TOBapiB (MOCIAYr) Ta iX MPOCYBaHHSA Ha
30BHIIIHBOMY PUHKY.

Mixnapoana nomitvka posnoauty (International politics of distribution) —
1le TIEBHUM KypcC il BUpOOHUWKa (€KcmopTepa), BUKOPUCTAHHS TaKWUX IPUH-
IUITIB, 3aBJIAKU SKUM 3a0€31euyeThcs ePEeKTUBHA 3 OISy KOMEPIIIi J0CTaBKa
TOBapiB KIHIEBHUM CIOKHMBAa4YaM MPSIMUM 200 OMOCEPEIKOBAHUM IUISIXOM.

MixnHapoaHa noyituka miHoyrBopeHHs (International policy pricing) — 1ie
MIEBHUI KypC JI1i BUPOOHMKA, BUKOPUCTAHHS TaKWUX MPHUHIIUIIB, 3aBASKA IKUM
3a0e31euyroThcs €()EKTUBHI 3 KOMEPIIHHOT TOUKU 30pY MIAXOAN IO TPUNHATTSA
KOMIIAHI€IO IHOBUX PIIIEHb CTOCOBHO 3apyO1’KHUX PUHKIB.

Mixnapoana cermenrauis puHky (International market segmentation) —
nponec iaeHTUdikamii crnenu@piyHUX CErMEHTIB MOTEHILINMHUX CIIOKUBAYiB
y BUIJISIAL TPynM KpaiH abo rpyl IHAMBIAYaJbHHUX IMOKYIIIB 3 OJHAKOBUMU
XapaKTepPUCTUKAMH, 110 3 BEJIUKOK BIPOTITHICTIO MPOJAEMOHCTPYIOTH CXOXKY
MOBEIIHKY I11]1 Yac KYIiBJII.

Mixnapoana toBapHa nonituka (International commodity politics) —
MEBHUI KypcC Il BUPOOHMKA (EKCIIOPTEpa) BUKOPUCTAHHS TAKUX IMPHUHIIMIIIB,
3aBIIIKK SIKUM 3a0€3MeuyloThCsl e(PEeKTHBHE, 3 KOMEpPIIMHOI TOYKH 30pY,
dbopMyBaHHSI aCOPTUMEHTY TOBAPIB /11 BUSHAYEHOTO 3apyOi’>KHOTO PUHKY (Cer-
MEHTa CBITOBOT'O PUHKY).

MixunaposHa ToBapHa crpareris (International commodity strategy) — map-
KETUHI'OBl Jii BITHOCHO TOBapHOI KOMIIOHEHTH MAapKETHHIOBOI'O KOMILICKCY,
3YMOBJIEH1 OCOOJIMBOCTAMHU 3aKOPJAOHHOTO PUHKY Ta €TaliOM PO3BUTKY KOMIIaHIi.

MixxHapo/HE €KOHOMIUHE cepefoBulle (cdepa) — e CyKyIHICTh €KOHO-
MIYHUX [apaMeTpiB, yMOB Ta YAHHHKIB 3apyO1KHOTO PUHKY, IO CHPUSIOTh YU
MPOTHUIIOTh 3alIOYaTKyBAaHHIO Ta PO3BUTKOBI MI>XKHApOJHOI MapKETHHIOBOI
TISIBHOCTI.

MixXHapoaHE KOHKYPEHTHE CEpEelOBHINE — I€ CYKYMHICTh OKPEMHX
KOHKYPEHTHUX CHJI 3apyODKHOIO PHHKY, PE3yJbTaT MPUCYTHOCTI, B3a€EMO-
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3B’SI3Ky, B3aeMOAll Ta OOpPOTHOM SAKUX KapAHMHAIBHO BIUIMBAE HA PINICHHS
KOMIIaHIi Mpo BUX1J Ha IIEH PUHOK.

MixHaponHe MapkeTtuHroBe nociikeHHs (International marketing re-
search) — cucrema 30upaHHs, OOpOOKHM, aHaI3y Ta MPOTrHO3YBaHHS JaHUX,
HEOOX1THUX ISl IPUMHATTS PIlIEHb Y MDKHAPOIHIA MAapKETHHIOBIH JISIIbHOCTI.

MixnHaponne MapkeTuHroe cepenoBuie (International marketing
environment) — 1€ CYKYIIHICTb €KOHOMIYHHMX, COLI1aJbHO-KYJIBTYPHUX, IOJIi-
THUKO-IIPABOBUX Ta IHIIMX YMOB, MPOLECIB, YNHHUKIB, SIKI BIUIMBAIOTh HA JKUT-
T€3IATHICTh Ta MPUUHATTS YHPABIIHCHKUX PIIIEHb KOMIAHIi MpU 3A1MCHEHH]
CBOE1 AiSTIbHOCTI Ha 30BHIIIHBOMY PHUHKY.

MixxHapo/iHEe TOJITUYHE CEpPEJIOBUILEC — 1€ CUTYallisl B KpaiHi, 110 CKJa-
Jacsl BHACHIAOK 1ICHYBAaHHS MIEBHOI'O MOJIITUYHOIO KJIIMATy Ta JTISNIbHOCTI YPSIAY
3apyODKHOI KpaiHU 1100 013HEeCY Ta CBOOO U MiANPUEMHULIBKOI JISUTBHOCTI.

MixxkHapo/iHEe TTPaBOBE CEPEOBUIIE — II€ CYKYITHICTh 3aKOHOJ/IaBUMX aKTIB
Ta MPaBOBUX HOPM, SIK1 CIIiJI PETEIbHO BPAXOBYBATH IIJl 4ac PO3POOKU MIXK-
HapOJHUX MapKETUHIOBUX CTpaTerii ta (opmMyBaHHS KOMILUIEKCY €JIEMEHTIB
MapKETHHTY.

MUiKHapoAHMII MapKETUHI — 1€ KOMIUIEKCHAa CHCTEMa YIpaBJIiHHSA
(TU1aHyBaHHS, peali3allli, KOHTPOJII0) Ta MOCTIMHOrO aHamizy 3axoAiB (ipmu,
0 3AIMCHIOE BUPOOHUYO-TOProBY (30yTOBY) MAISJIBHICTH Ha CBITOBOMY
(rmo0anbHOMY) PUHKY, II0J0 BILUTUBY Ta aJanTalli 10 KOH'FOHKTYPU PUHKOBOTO
Cepe/IoBUIla 3 METOI €(PEKTHUBHOIO 3a0E3MEUEHHSI CBOIX JIOBIOCTPOKOBHX
CTpaTeriyHUX IHTEPECIB, OTPUMaHHS KOHKYPEHTHUX IepeBar, MaKCUMaJbHUX
Ta CTA0IbHUX MPUOYTKIB.

MixnHaponuuit mapketuHr (International marketing) — mapkeTHHroBa
TIATBHICT (PIpMU 32 MeEKaMHU HAIIOHAJIbHUX KOPAOHIB CIPSIMOBaHa Ha
3aJI0BOJIEHHS MTOTPEO HIITXOM OOMIHY MK Cy0’€KTaMU PUHKY, SIK1 3HAXOASATHCS
B PI3HHMX KpaiHax.

MixHapoauuii mapkeTuHroBud komiuiekc (International marketing
mix) — [I€ CUCTEMA 1HCTPYMEHTIB, METO/I1B, IPUIOMIB, MIAXOIB II0JI0 TOBApY,
I[IHW, TPOCYBAHHS, KaHAJIB pO3MOJITY, BUKOPUCTAHHA SKHX MAa€ Ha METI
dbopMyBaHHSI KOHKYPEHTHHX IlepeBar Ha I[IJIbOBOMY CETMEHTI a00 MEBHOMY
3aKOpJIOHHOMY PUHKY.

MixHapoaHHII SApMapoOK — NEPIOJUYHO BIIAIITOBYETHCA 3131 MIKHA-
POJHHMX TOPTOBEIBHUX 1 MPOMHUCIOBUX OpraHizaiiil KOMEpCaHTIB, IPOMMC-
JIOBIIB MEPEBAXHO JII ONTOBOTO MPOJA)XKy Ta 3aKyIiBJl TOBapiB 3a BUCTaB-
JIEHUMH 3pa3KaMH.

MixHapoani kaHanu posnoaury npoaykuii (International channels
distribution of production) — HUIAXM pyXy HaLIOHAIBHUX IPOJYKTIB/IOCITYT
Bl BHPOOHHMKIB JO0 3apyODKHHUX CIIOKMBayiB uepe3 MOCEPEIHUKIB ado
0e3nocepeIHbO.
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HacuueHicTh pUHKY — TOKa3HUK, 10 BIAOOpaXkae NEPCIEKTUBH TOIUTY.

Henpsamuii ekciopt (Indirect exporting) — 1ie crparerisa BUX0oay KOMIaHI1i
Ha 30BHIIIHIN pUHOK Yepe3 He3aJeKHUX MOCEPETHUKIB.

OcHoBa I pO3paxyHKy €KCHOPTHUX YW IMIOPTHUX LIH — I[IHA OCHOB-
HUX TOBapHUX PUHKIB, K1 € MOKAa3HUKAMHU, 10 B1100paxar0Th CEPEIHbOCBITOBI
YMOBHM BUPOOHUIITBA, peani3alli Ta ClI0KUBAHHS KOHKPETHUX TOBapiB.

[Tabmik puneiimun3 (Public relations) — komyHikarlii, ikl po3po0JIIIOTHCS
JUIsL COPUSIHHS Ta CTBOPEHHS OJaronpUEMHOrO IMIJKY JUIsl TOBapiB, MOCHYT,
oprasizailiii, Jirojel, MICT U 1JIe cepell CIOKUBAYiB, 1IHBECTOPIB, BJIAJIU Ta
IPOMaJICHKOCTI.

[Tionepuuit ToBap (Pioneer commodity) — ToBap, sIKMil BIJKpUBA€E Mepent
CITOKMBA4Y€M MOXKJIMBICTh 33JI0BOJICHHS 30BCIM HOBO1 MOTPEOMU.

[InaHnyBaHHS — 1I€ JIOTIYHA MOCHIJIOBHICTh I, CHOPSIMOBAaHMX Ha
BU3HAYCHHS IIJIEH MIKXHApPOJAHOTO MApPKETUHIY Ta 3aco0iB iX JOCSTHEHHS,
BUXOJISYY 3 ONITUMAJILHOIO BUKOPUCTaHHS HAsIBHUX Y OpTaHi3ailii pecypcis.

[To3umionyBanns (Positioning) — MapKETUHIOBa CTpATeris, sika HalllJIeHa
Ha KOHKPETHHII CErMEHT PUHKY 1 pO3po0JjieHa TaKUM YHMHOM, 1100 JOCSITH
MIEBHOI pernyTalli cepe/l MOKYMIIB; CTBOPEHHS IMIJKY TOBapy, SIKM BIAPI3HAE
HOTO0 B1JI TOBApIB-KOHKYPEHTIB.

[ToniTuka po3noauty (30yTy) — 1€ CYKYIHICTb 3aXO0(iB, HEOOX1THUX BHU-
POOHMKY /ISl TOCTAaBKM TOBapiB Ha 3apyOIKHUI PUHOK MPSMUM 200 HENMPSIMUM
HUISIXOM (CaMOCTIHHO ab0 3a I0MOMOTOI0 MIOCEPETHUKIB).

[Tominentpizm (Politsentrizm) nepadavae, 1mo cucrtemMa MapKETUHTY Ta
MEHEIKMEHTY TTPUCTOCOBYETHCS JI0 KOXKHOTO 3apyO1’KHOIO PUHKY 3 aKLEHTOM
HE CTIJIbKM Ha CXOXICTh PET10HAJIbHUX PUHKIB, CKIJIbKHA HA iX BIJIMIHHOCTI.

IToptdenbhi 1HBecTuii (Portfolio investments) — BkJIaJieHHST KamiTany
B 1HO3EMHI 1IHHI Manepu, Kl He Jal0Th 1HBECTOPY IpaBa peajbHOr0 KOHTPOJIIO
HaJl 00’ €KTOM 1HBECTYBAHHH.

[Tocnyra (Service) — mpoayKT mpaill, CTBOPEHUN y PE3yibTaTl Yroau Mpo
KYIIBIIO-IPOJaX, SKOMY MNpUTaMaHH1 BIACTUBOCTI TOBapy, ajie y SIKOrO HEMa
ypedeBIIeHOi popMH.

[Toreniiiina MICTKICTh 3akopjioHHoro puHKy (Potential capacity of
foreign market) — oOcsr (KUTbKICTH a00 BapTICTh) TOBAPY, KU 3MOXKE MPU/I-
0aTH pUHOK 3a IEBHUX YMOB.

[IpocyBanus (Promotion) — cTBOpEHHSI KOMYHIKAII{ 32 JIOOMOTOIO SIKHX
3M1MCHIOEThCA Tiepeaada iHdopMallii MK MPoAaBlEM 1 TOTEHIIMHUM CIIOKHUBa-
yeM, 11100 BUKJIMKATH BIJIITOBIIHE BITHOIICHHS 1 TOBEIIHKY BIJIHOCHO MOKYIIKH.

[Iporekuionizm (Protectionism) — nep»aBHa MOJITUKA 3aXUCTY BHYTpILI-
HbOT'O0 PUHKY BiJl IHO3€MHOI KOHKYPEHIIII.

[IpoTskHICTD (IOBXKMHA) KaHalTy — I€ KUIbKICTh NPOMDKHHMX pPIBHIB
(mocepeAHUKIB).
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[Ipsimuii excriopt (Direct exporting) — 11e cTpareris BUXO1y KOMIaHIi Ha
30BHIIIHIN PUHOK, NPHU SKi1 BUPOOHUK MPOJAE CBOI TOBAPU CaMOCTIHHO.

[Ipssmuii meTon 30yTy — BUpPOOHMK MPOJYKIIl BCTynae B Oe3mocepe/iHl
BIJIHOCUHU 3 CIOXMBa4yaMHU TOBapiB Ta IMOCIYT 1 HE BIAETHCS JO IMOCIYT
HE3aJIe)KHUX MTOCEPETHUKIB.

[Ipsimi 3akopaonHi iHBecTulli (Foreign direct investments) — npuaoanus
JIOBFOTPUBAJIOTO THTEPECY PE3UJICHTOM OJIHIE€I KpaiHU (MpsIMUM I1HBECTOPOM)
B MIAMPUEMCTBI-PE3UACHT]  1HIIOI  KpaiHu  (OANPUEMCTBI 3 NPSIMUMU
1HBECTHIIISIMU ).

PamwxyBaHHS — LI€ yHOpSAAKYBaHHS 3apyOl’KHUX PUHKIB 32 CTYIIEHEM iX
3HAQYMMOCTI JIJIs peajizailii KOHKPETHUX TOBAPIB Ta MOCIYT, K€ BU3HAYAETHCA
KOHKPETHUMU O3HAKaMH.

Periononentpuam (Region sentryzm) posrisijiae CBIT SIK CYKYIHICTb
PHUHKIB PETIOHIB, 10 MAlOTh MEBHI CX0X1 XAPAKTEPUCTUKU. Y MeXaX KOKHOIO
pErioHy opraHizaiis po3po0Jsie CBIi IJIaH MAapKETHHTY.

Perpeciiinuii aHami3 — CTaTUCTUYHHMA METOJ aHalidy, L0 JI03BOJISIE
BU3HAYUTH 3aJICKHICTh SIKOI-HEOY/Ib 3MIHHOI BiJl OHIET (ITpocTa perpecis) adbo
JEKUIbKOX (OararodakTopHa perpecis) He3aJeKHUX 3MIHHUX

Pexnama (Advertising) — Oynb-sika ¢opMa OIJIa4yBaHOTO MPECTaAB-
JIeHHs1 a00 MPOCYBaHHS 1]1€i, TOBApIB UM MOCIYT, 10 MPOXO0€ CYCHIJIbHUMU
KaHajaMu 1HpopMarlii.

PiBeHb KaHally — 1€ YYaCHHK pyXy TOBapy, IO BUKOHYE Ty YU I1HILY
(GyHKIIIO 3 HAOIMKEHHST TOBapy A0 CHokuBaya. | cam BUPOOHUK, 1 CIIOKUBaY,
BKJIIOUAIOTHCSI /10 CKjaAy OyAb-SKOTO KaHally SIK HYJbOBUM a00 OCTaHHIM
pIBEHb BIJMOBIIHO, OCKIIBKA BUKOHYIOTh TIEBHY POOOTY.

CgitoBa 1iHa (Global prices) — rpoliioBe BUpaXX€HHsI 1HTEpHAI[IOHAIBHOT
BapTOCTI Peai30oBaHOIO Ha CBITOBOMY PUHKY TOBapy, YKJIAIalOThCA Ha CBITO-
BHUX TOBAPHUX PUHKAX 1 B OCHOBHHX ILIEHTPaxX CBITOBOI TOPTiBJIi.

Cerment MixHapogHoro puHkKy (International market segment) — me
rpyla CHOXXHBadiB 3 OJHAKOBUMHU OYIKYBAHHSIMHU Ta BHMOTaMU CTOCOBHO
TOBAapiB, HE3BAXKAIOUM HA KYJIbTYPHI Ta HAIIIOHAJIbHI BIAMIHHOCTI.

CermenTaris (segmentation) — mporiec BIOPSAKYBaHHS 1HGOpMaIlli Mpo
BHYTPIIIHIO HEOAHOPITHOCTI PUHKY CTOCOBHO IEBHUX O3HAK, B PE3YJIbTATI YOTO
PUHOK pO3IUISAETbCS HAa YACTUHM (CErMEHTH), KOXHA 3 SKHUX BBAXa€ThCSA
OJTHOPIJHOI 3a XapakKTepoM peakilli Ha TOW 4YM IHIIMK TOBap abo MOCIyry
1, OT’K€, BUMArae 3aCTOCYBaHHS IIEBHOT'O IHCTPYMEHTAPII0 MAPKETUHTY.

Cucrema mapketunroBoi iH(opmanii (Marketing Information System —
MIS) — cucrema, sika BCTAHOBIIIOE CTPYKTYpPY Il MOTOYHOTO IOJEHHOTO
VIOPaBJIIHHA 1 CTPYKTYpYBaHHS iHGOpMaIlli, sIKa peryJIIpHO 30UPaEThCS 3 BHYT-
PILIHIX Ta 30BHILIHIX JHKEpes opraHizaiii.
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CoulanbHO-KyJIbTYpHE MIXKHapoAHe cepenoBuile (Sociocultural inter-
national environment) — CyKyIHICTb YMHHHUKIB COLIAJILHOTO Ta KYJBTYPHOTO
XapakTepy, SKI MO3UTUBHO a00 HETaTMBHO BIUIMBAIOTh HA MDKHAPOAHY Map-
KETUHTOBY JISUIbHICTh KOMIIaHIi.

CrinpHe TIAIPUEMCTBO — 11€ MIAMPUEMCTBO, CTBOPEHE IUISIXOM 00’€]I-
HaHHS 3yCHJIb 3apyOLKHUX 1 MICIIEBUX I1HBECTOPIB, SIKI BOJIOJIIOTH 1 YIpaB-
JSIFOTh HUM CHJIBHO.

CrumymoBanHa 30yTy (Stimulation of sales) — Bukopuctanusa pizHOMa-
HITHUX IHCTPYMEHTIB Ta 3aC001B CTUMYJIIOIOYOTr0 BIUIMBY Ha MOKYIILIB, IIPO/IaB-
1B 1 IOCEPETHUKIB HUIIXOM MPOOY/HKEHHSI Y HUX MaTeplajibHOl 3alliKaBICHOCTI.

Crparerisi BUOIPKOBOTO (CEIEKTUBHOIO) 30yTy — BHOIp OOMEXEHOI
KIJIbKOCTI TTOCEPETHUKIB 3QJIEKHO BIJI XapaKTEpy 1X KIIEHTYPH, MOXKIUBOCTEH
00CITyrOBYBaHHSI Ta PEMOHTY MPOMAYKIIil, pIBHS MIATOTOBKM IepcoHany. BoHa
BUTIHA TIpU 30yTlI JOPOrMX, MPECTHKHUX TOBApiB, 10 BHUMArarmTh BIJ-
MIOBIIHOTO CYIIPOBOY.

Crtparerisi BUHATKOBOTO (€KCKJIFO3UBHOI0) 30yTy — BHUOIP OJHOTO TOPIO-
BOrO MOCEpPEIHUMKA B I[bOMY PEriOHI, SIKOMY HAJA€ThCA BHUKIIOUYHE IPaBO
MPO/IaBaTH NPOIYKIII0 BUTOTOBIIIOBAYA.

Crpareriss BCECBITHBOI afanTamii — HpOJaX PIZHUX BapiaHTIB TOBapy
B PI3HMX KpaiHax CBITY.

Crpareris BCECBITHBOI CTaHJIapTU3allil — MibKHapoHa (ipMa BUKOPHUCTO-
BY€ JOCUTh OJTHOTUIIHY CTPATEr10 MAPKETUHTY 3a MOKJIMBOCTI y OUIBIIOCTI KpaiH.

Crpareris nudepeHIiioBaHOr0 MapKeTUHTY (cTpareris AuBepcudikalii
MapKETHHIOBHX 3YCHJIb) — J03BOJIsIE (DIpM1 BUCTYNATH Ha JEKUIBKOX CETMEHTAX
CBITOBOT'O PUHKY Ta PO3POOJISATH OKPEMY MPOIO3HUILIIIO ISl KOXKHOTO 3 HUX.

Crpareris Henu@epeHIIHoBaHOTO (MAacoBOro abo CTaHAAPTHOIO) Map-
KETUHTY JI03BOJIA€ (hipM1 HEXTYBATU PO3OIKHOCTAMH B CETMEHTax 1 3BEpTaTUCS
10 3apyOlKHHUX PUHKIB 3 TIE€HO K MPOIO3MIIED, IO TOBAPIB, SIKI MPOAABAIUCS
Ha HalllOHAJbHOMY PUHKY 0€3 OyJb-SKMX 3MIH 1 parHe NpUBEPHYTU JO HbOTO
HalOLIbITY KUIBKICTh MOKYIIIB y PI3HUX KpaiHax.

Crpareris HIHOYTBOPEHHS — L€ MepeadadyBaHuil croci0 3MIHU BUXITHOT
I[IHK TOBAPY B YMOBAaX PUHKY, KMl HallKpalle BiJMOBIIA€ LIJIsIM BUPOOHUKA.

Crpareris IMPOKOro (€KCTEHCUBHOI0) 30yTy — pO3MILIEHHS 1 peaizaiis
TOBapy Ha OyAb-sSKUX (pipMax-ocepeaHrKax, Kl MaroTh OAKaHHS Ta 3[aTHI
30yBaTH TOBAp.

Cy0’€KTH MIKXHApPOJHOIO MapKETHHIy — II€ OCOOM, rpyIlu Ocli0, OpraHi-
3amii (mianpueMcTBa, GpipMu, KOHIEPHHU, KOMIAaHIi), SIKUM HaJleKUTh aKTHBHA
POJIb Y MIKHApOJIHIM MapKETUHTOBIN A1STIbHOCTI.

Toap (Product) — mpeaMmer, 10 3aJ0BOJIbHSE OYIb-Ky CYCHIJIbHY
noTpeOy 1 BUPOOIIIETHCS Il OOMIHY, TOOTO Ma€ BapTICTh, SIKA BU3HAYAETHCS
y mpoleci Horo 0OMiHy Ha 1HIII TOBapH.
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TpaguiiiftHuil aHali3 TOKYMEHTIB — 1€ JIAHI[F0’)KOK PO3YMOBHX JIOTTYHHUX
MoOyJI0B, CHPSIMOBAaHMUX HA BHUSBJIEHHS CYyTl aHAII30BAaHOTO MaTepiaiy, IO
I[IKaBUTh JOCIIAHUKA MOTJISA Y.

TpanuiiitHi MapKETUHIOBlI CHCTEMH — BIJCYTHICTh KOOPAMHAIIHOTO
LEHTPY Ta/ab0 cHeniaJbHO CTBOPEHOIO0 MEXaHI3MY Y3TOJKEHHS /il YYaCHUKIB
KaHaJy po3MoaiLTy.

dakTUYHA CBITOBA IliHA — II€ I[IHA Y BUILHO KOHBEPTOBAHIN BaJIOTI, 3a
AKOK 3J1HCHIOIOTHCS BEJIMKI €KCIIOPTHI Ta IMIIOPTHI Omepalii B OCHOBHUX
IIEHTpax CBITOBOI TOPTiBJI HAa YMOBAaX, 3BUYAWMHUX [JIs OIJIBIIOCTI TO-
BAPHUX PUHKIB.

DakTOpHUI aHAJ3 — METOJ JOCTIHDKEHHS B3a€EMO3B'SI3KY MK 3MIHHUMU
3 METOI0 3MEHIIEHHS KUIbKOCTI JOCTIIKYBaHUX (PAKTOPIB BIUIMBY /10 Haii-
O1JIbIII CYyTTEBUX.

dopmanizoBaHuil aHam3 (KOHTEHT-aHaIi3) — 3HAXOJ/PKEHHS JIErKO ITiJI-
PaxOBYBaHUX O3HAK, PUC 1 BJACTUBOCTEHN JOKYMEHTIB, SIKI B1JI0OpakatoTh MEBH1
CYTTEBI CTOPOHU 3MICTY BIATIOBIJTHO 710 3aBJIaHb JOCJIII>KCHHS.

®panyvaiizinr (Franchising) — ocob6iuBa ¢opma J10BrOCTPOKOBOIO CITLIb-
HOTO MiATPUEMCTBA, B MEXax [KOro gpanyaiizep 3adesneuye g ¢ppaHvaiizu
JiUEH31i, HOy-Xay 1 TOBapHI 3HAaKU MPOTATOM BU3HAYEHOIO 4Yacy Ha 00y-
MOBJICHIN TEpUTOPIi, OTPUMYIOUYHM 3a 1€ OOrOBOPEHY B KOHTPAKTI TPOIIOBY
cymy (KOMIICHCAIIIIO).

@OyHKIIOHATbHA CTPYKTYpa YIPaBIiHHS — AISUIBHICTH KOXKHOTO 3 (haxiB-
1[IB CKOHIIEHTPOBaHAa HA BUKOHAHHI NEBHO1 (DYHKIIIT MAPKETUHTY.

[{ina — 1e TpoIIOBHI BHpa3 BapTOCTI TOBAPY, TOOTO KUIBKICTh IPOIIOBUX
OJIMHMIIb MEBHOI BAJIFOTHOI CUCTEMH, SIKE MA€ CIUIATUTH MOKYMEUb MPOJABIIO
3a TOBap.
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PAXMAH MAXBYBYP CHANKOBHNY

Kanmuaar eKOHOMIYHUX HAyK, JOUEHT Kadeapu MapKeTHUHTY Ta MEHe-
KMEHTY 30BHIITHLOCKOHOMIYHOI JISIIbHOCTI, €KOHOMIYHOTO (haKyabTeTy Xap-
KIBCBKOT'O HalllOHAJILHOTO YHiBepcuTeTy iMeHi B. H. Kapasina.

Mae GararopiuHuii 10cBi poOOTH 3 30BHIITHLOTOPIOBUMHU (hipMaMH Ta
y BUIIUMX HaBYaIbHUX 3akiamax M. XapkiB (XHY im. B. H. Kapasina,
Hamionanena QapmarieBtuuna Akazaemis Ykpainu, Mixaapoanuit Coso-
MOHOB YHIBEPCHUTET).

3a pokM BHKJIAJIaIbKoi poOoTH Oyau po3poOJieHl Ta BUKIIAIAINCh TaKl
HaBuasibH1 auctuIuiinu: Cratuctuka, IHpopmaiiiiHo-aHaiTHYHA POOOTA,
Mixxnapoanuit MapkeTuHr, OCHOBU MianpueMHuITBa, Kontposminr, MixHa-
POJIHI €KOHOMIUHI BiIHOCMHHU, MixHapoaHuii 0i3Hec, MiKHapoHA CTaTHC-
THKa, 30BHIIIHHOCKOHOMIYHA ISUTbHICTh MIANPUEMCTBA, YTIPaBIIHHS €KC-
MOPTHO-IMIIOPTHUMHU oneparlisiMu, CTaTUCTUKA PUHKY TOBapiB Ta MOCIYT,
MutHe peryatoBaHHS 30BHIITHbOEKOHOMIYHOI JISTILHOCTI, MeTomosoris Ta
oprasizallis HayKOBHX JOCJII)KeHb, Kpoc-KyIbTypHHUI MEHEIKMEHT.

HaykoBuii kepiBHUK 8 mepeMoxKIliB BceykpaiHChKOro KOHKYPCY HaAyKOBO-
JTOCTIAHUX POOIT CTYJEHTIB.

Astop nonaz 100 HaykOBuUX mpallb, 3 HUX:

— 7 waBuanbHux mociOHUKIB (OcHoBu mignpuemHuitea (20006),
[IpakTukym no mexayHapoanoMmy mapketunry (2007), Kontpominar (2008),
O6mas Teopust cratuctuku (2012), IIpakTukym 3 TPOMHUCIOBOTO MapKe-
tunary (2013 3 rpudom MOHY), Craructuka pbhlHKa TOBApOB M YCIYT
(2013), International Marketing (2016));

— 17 HaBYaIbHO-METOJUYHUX MPALlb 32 HANPAMOM «CTaTUCTUKAY;

— 7 3a HanpsiMOM «MD>KHapOTHUNM MAPKETUHT.

HaykoBi my0uikariii, IpyUCBSIYEHI BUBYEHHIO Ta 3aCTOCYBAaHHS CTaTHUCTUY-
HUX METOJIB JIJI1 MApPKETHHTOBOI'O aHai3y KOH IOHKTYPU MIKHAPOIHOTO PHH-
Ky, IHTErpaliinux 00’ €IHaHb, OKPEMHUX KpaiH, raay3ed, KOMIaHIi Ta mianpu-
€MCTB; CTaHYy Ta PO3BUTKY KOPIIOPATUBHOI COIIAIbHOI BIAMOBIAAJILHOCTI Ha
TOBapHUX Ta (DIHAHCOBUX PHUHKAX; BIUIMBY KPOC-KYJIBTYPHOI TMOBEIIHKH Ha
BEJICHHSI MI>KHAPOTHOTO O13HECY.
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