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systems, logistics networks, the functioning of which will contribute to increasing business activity
and the competitiveness of territorial development.

Scientific supervisor — Doctor of Economics, Prof. Savenko I.1.
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ANALYSIS OF SCIENTIFIC APPROACHES TO THE FORMATION OF
INTERNATIONAL MARKETING CONFECTIONERY

0. Malyuk, graduate student
Odessa National Technological University, Odesa

The existing heterogeneity of socio-economic, scientific-technical, foreign economic
development of Ukraine in the conditions of the development of global competition requires
enterprises to use effective tools for paositioning and promoting goods and services both
domestically and internationally. This means that domestic enterprises should carry out activities
and position themselves as a platform for the implementation of promising global projects, and
thereby ensure effective entrepreneurial activity due to the activation and rationalization of business
processes in foreign markets.

When entering the international market, companies face a fundamentally new situation,
which is characterized by a significant increase in the number of factors influencing decision-
making. Liberalization of foreign economic activity, intensive integration into the world economic
community,- requires the use of global experience in marketing management of international
activities. In turn, the process of entering the international market consists in managing the
promotion of goods, services and information to markets located outside the borders of a certain
state.

In _modern conditions, this approach to conducting international business facilitates
coordination on an international scale, allows you to quickly make changes to projects and products,
and quickly respond to market requests.

At the stage of development of the world market of goods and services and individual
national markets, questions began to arise regarding the essence of marketing and international
marketing in their classical sense, in particular, more attention was paid to universality and breadth
of coverage.

The results of the retrospective analysis of the formation of marketing theory lead to an
understanding of marketing as a process of planning and management

product development, pricing, promotion and implementation of ideas, goods and services
through exchange that satisfies the goals of individuals and organizations. The considered concept
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of managing all aspects of the company's trade and production activities was first proposed by the
American Marketing Association (AAM) in 1985 [1, p. 19].

F. Kotler, making a breakthrough in marketing science, defined marketing as a business
philosophy, asserting that marketing is a type of human activity aimed at satisfying needs and wants
through exchange [2, p. 47].

Considering marketing as a philosophy of business, domestic scientists A. Pavlenko, A.
Vojchak substantiated the conceptual approach that considers marketing as a philosophy of business
activity under the conditions of market relations and competition, that is, they singled it out as a
system of views [3, p. 37].

This is the opinion of some scientists, supplementing the main attributes of marketing with
several new ones, namely: N. Meshko, Yu. Morozov consider marketing as a qualitatively new
philosophy of production, which is completely subordinated to the conditions and requirements of
the market, which is in constant dynamic development under the influence of various factors [4, p.
66].

It should be noted that the proposed approach of L.F. Romanenko's approach to marketing
as a complex, multi-layered phenomenon allows us to consider it at the level of essence and subject
side of its implementation (theory and practice); on the macro- and micro-level and in a broad and
narrow sense, resulting from the current stage of marketing development and the study of how
marketing is implemented in modern conditions [5]. Broadly speaking, marketing is a management
philosophy that leads to organizational success and benefits society by solving consumer problems
by effectively meeting their needs. In a narrower entrepreneurial sense, for commercial
organizations, marketing is understood as a system of managing the organization's production and
sales activities, aimed at obtaining profit through active influence on market conditions. The
ideological core of marketing, which determines the nature of the marketing approach to modern
management, is the principles of marketing. The main principle is the orientation of the final
production results to the real requirements and wishes of consumers [6].

Based on various scientific approaches and views of economists, taking into account the
interpretation of the term marketing, it is appropriate to consider our proposed approach to the new
philosophy of marketing, which is based on the separation of the concepts of "marketing and"
related to the enterprise's market strategy, market research and consumer, and "marketing 11", which
concerns production and the post-production stage — the sale of goods and services, namely their
practical implementation [7, p. 16].

As the research conducted in the work shows, the number of definitions of the term
«marketing» can be expanded, but all of them partially cover different aspects of the activity, and in
such definitions, either the desire to obtain maximum profit, or the philosophical orientation of the
enterprise's mission, or the desire to improve the quality of goods prevail and services

The problem of defining the concept of marketing, first of all, is that until now there is no
unity of opinion regarding the original concept of marketing — marketing in the domestic market
(national marketing).

In the end, it should be noted that the concept of national marketing should form the basis
for clarifying the concept of international marketing. At the same time, the lack of unity of views
regarding the concept of national marketing does not mean that there is a possibility of independent
definition of international marketing.

Currently, the existing level of development of marketing theory provides an opportunity to
develop the concepts of national and international marketing, which consists in conducting research
in these directions in parallel.

In order to clarify the concepts of marketing and international marketing, various views on
the definition of classification features of marketing are summarized and the territorial feature that
distinguishes domestic and international marketing is singled out. According to this vision, internal
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marketing is considered as a company's marketing activity aimed at the internal market, and local,
regional and national marketing are distinguished by forms.

It should be noted the scientific views of the representatives of the Ukrainian school of
marketing, who consider marketing at the enterprise level as «internal marketing», and define its
primary task as the identification and practical implementation of means of retaining consumers,
which in the long run leads to the implementation of the enterprise's corporate marketing strategy.
With the rest, it should be considered that the proposed approach defines marketing as a system of
organization of enterprise activity [8].

In the future, the study of the institutional foundations of the development of the theory of
marketing in the context of modern globalization changes, thus, it is appropriate to consider the
classical concept of «marketing», which can be defined as a system of organizing the company's
activities for the development, production and sale of goods and the provision of services based on
a comprehensive study of the market and real requests of buyers for the purpose of obtaining profit,
in particular, the main feature of the marketing concept is the market orientation of the firm, which
corresponds to the requests of consumers.

In this regard, the most rational way to reveal the essence of international marketing and
give a definition is to reveal its origin and contradictory development, which involves identifying
the main elements from already existing definitions of both national and international marketing.
Isolating the main ones from the set of concepts and terms that define international marketing
requires a special procedure of researching the existing connections between the set of these
elements and from the position that international marketing represents only a part of the whole
system of existing international economic relations. In this regard, understanding the essence of
international marketing through the analysis of a set of its definitions, which reflects the various
shades and sides of this phenomenon, does not allow to do it without a special research procedure.
In addition, the task is complicated by the fact that the number of such definitions is constantly
increasing and refers not only to international marketing, but mostly belongs to the classical concept
of marketing.

International marketing has almost the same principles as marketing. However, this is a
more complex concept, as it implies the need to adapt to the specific requests of consumers located
in different world markets. A distinctive feature of international marketing is a complete focus on
the foreign consumer, the desire to satisfy his needs.

The term «international marketing» is used for enterprises when their field of activity goes
beyond national borders. Of course, it is an antonym of the concept of «national» or «internal
marketing». In‘'some cases, the term «external marketing» is used instead of the term «international
marketing». In this regard, in domestic theory and practice, it should be considered correct to use
both the term «international marketing» and «external marketing», as well as the equivalence of the
concepts of national and domestic marketing, if no special restrictions on their use are introduced.

Scientific supervisor — Phd, associate professor. Milcheva V.
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MEPEJYMOBU BUKOPUCTAHHSA KOHIEINIIM MAPKETUHT'Y HA
HIANMPUEMCTBAX AI'POITPOAOBOJIBYOI'O CEKTOPY

Hemuuninos €.B., acnipanr
Onecbkuii HalliOHATBLHUI TeXHOJIOTiYHUI yHIBepcuTeT, M. Ofieca

VY CBiTOBIN €KOHOMIIl OCHOBHHUM 3B’SI3KOM.MDK BHPOOHHIITBOM 1 MPOJAXOM TOBapiB Ta
MOCITYT € MAapKEeTUHT, MTPaBUIbHE HOTO 3aCTOCYBAaHHS HAJIA€ HE JIUIIE PE3yTbTaTHBHE BUTOTOBJICHHS
HEOOXITHUX TIOKYMIIM TOBapiB 1 CepBiCy, -ajme i Haa0aHHS TIepeBard BHPOOHUKOM TIEepe
OTIOHEHTaMH.

Ha mpuxnani Hamoi kpainu 6a4umo, sIKk MapKeTHHE Ja€ MOXJIMBICTh Jy’Ke€ HIBUAKO MEPEUTH
BiJl CYyBOpPOTO IUIAHOBOTO YCTPOIO, CTBOPUTH PE3YJIbTATHBHI BITHOCHHHU Cepell MPOIYIECHTAMH 1
cnokuBadamu. [linTBepkeHO, MO JOCHIPKCHHS PUHKY B cdepl CTBOPEHHS KOMEPIIHHUX
mIaThopM BHUSBWIOCH PE3YJbTATUBHINIMM, 3@ CTBOPEHI Y NPOBIIHMX areHTCTBAaX JIUPEKTHBHI
3alyMH, 3a SKAMH NpOAYLEHT MaB MOTIpIIyBaTH piBEHb TOBapy 3apaau 30UIbLICHHS HOro
YHCENbHOCTI, 3aMICTh BUPOOHUIITBA 32 IEPCOHAILHUMU BUMOTaMHU.

[IpioputeToM COLIATBHO-STUIHOTO MApPKETUHTY € SK 3alliKaBJICHICTh IOKYIIIIB, TaK 1
3alliKaBJICHICTh COLyMY- B3araji. ToOTO He Juille BUTOTOBJICEHHS E€(QEKTUBHOTO TOBAapy, SKUM
IIKaBUTbCS TMOKYHELb, a W 3aCTOCYBaHHS IE€PEAOBUX TEXHOJOTIM O0e3 3amojisHHS KON
HABKOJIMIIHbOMY cepefoBuily. KpiM 1bOro MmpoBeIeHHS BaXKJIMBUX JIsi CYCHUIBCTBA 3aXOJIB B
MeKaX MOKIMBOCTEH TOBAPOBMPOOHHKA. Ii MalOTh 3MOTY 3aCTOCOBYBaTH Oy/b-sIKi BUDOOHHKHU B
CeKTOpi arpapHoi nmpomucioBocTi. e HagmacTh MOXIHUBICTH BUPOOHHKY, SIK BUTOTOBJISITH TOBap,
KU JTO3BOJIUTH BHUCTYIIHTH OMOHEHTOM Yy cdepi HpoAaxy, Tak 1 OTpuMaTH KBamiiKOBaHHX
MpaiBHUKIB $IKi OyAyTh MpalloBaTH Ha TOKPAIICHHS EKOHOMIYHOTO CTaHy MiJIpUEMCTBA
arpompo10BOJILYOT0 cekTopy [1].

Orxe, TOCTIINBIIN Cy4yacHY KiacH(iKalilo BUBUEHHS PUHKY, MOKHA 3pOOHTH BHUCHOBOK,
mo Oe3 MapKeTHMHTYy B CEKTOpl arpapHOi NPOMHUCIOBOCTI, BiJOYBA€TbCsA IMOMITHE 3MEHILEHHS
BUTOTOBJICHHSI 1 TIPOJAKY KITFOUOBUX arpapHUX KyIbTYp.

Jlnist 30UTbIIEHHS KOHKYPEHTOCIPOMOXKHOCTI YYaCHHUKaM arpornpoMHCIOBOTO PUHKY HaIIOi
Jep>KaBU JIOLUIBHO Oyle BUKOPHCTOBYBAaTHM BCl BHILEBKa3aHI i1ei MapkeTuHry. s 301abIIeHHS
e(pEeKTUBHOCTI poOOTH MIANPHUEMCTBA arpoIpo0BOJILYOTO CEKTOPY, Ha MOYATKOBIM crafii ciia
3aCTOCOBYBaTH mepiri Tpu iaei mapkeTury. I[Ipu X okpeMOMy BHUKOPHUCTaHHI MOXKIUBICTb
OTpUMAaHHS MAKCUMAJIBHOTO NPUOYTKY 3HAYHO 3HUKYETHCS.

A B CBOIO Uepry 3aJissHHs COLIaIbHO-€TUYHOT KOHIEMIIii, CJ1iJl BUKOPUCTOBYBATH IIPH YMOBI
MOTIEPEIHROT0 BHKOPHCTAHHS BCIX IHIIMX, Ta 3aJy4€HHS 3arajbHONPHUHATOrO JIOCHIKEHHS
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