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systems, logistics networks, the functioning of which will contribute to increasing business activity 

and the competitiveness of territorial development.  
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ANALYSIS OF SCIENTIFIC APPROACHES TO THE FORMATION OF 

INTERNATIONAL MARKETING CONFECTIONERY  
 

О. 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 positioning 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 II", 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. 
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ПЕРЕДУМОВИ ВИКОРИСТАННЯ КОНЦЕПЦІЙ МАРКЕТИНГУ НА 

ПІДПРИЄМСТВАХ АГРОПРОДОВОЛЬЧОГО СЕКТОРУ  
 

Немчинінов Є.В., аспірант 
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У світовій економіці основним зв’язком між виробництвом і продажом товарів та 

послуг є маркетинг, правильне його застосування надає не лише результативне виготовлення 

необхідних покупцям товарів і сервісу, але й надбання переваги виробником перед 

опонентами. 

На прикладі нашої країни бачимо, як маркетинг дає можливість дуже швидко перейти 

від суворого планового устрою, створити результативні відносини серед продуцентами і 

споживачами. Підтверджено, що дослідження ринку в сфері створення комерційних 

платформ виявилось результативнішим, за створені у провідних агентствах директивні 

задуми, за якими продуцент мав погіршувати рівень товару заради збільшення його 

чисельності, замість виробництва за персональними вимогами.  

Пріоритетом соціально-етичного маркетингу є як зацікавленість покупців, так і 

зацікавленість соціуму взагалі. Тобто не лише виготовлення ефективного товару, яким 

цікавиться покупець, а й застосування передових технологій без заподіяння шкоди 

навколишньому середовищу. Крім цього проведення важливих для суспільства заходів в 

межах можливостей товаровиробника. Її мають змогу застосовувати будь-які виробники в 

секторі аграрної промисловості. Це наддасть можливість виробнику, як виготовляти товар, 

який дозволить виступити опонентом у сфері продажу, так і отримати кваліфікованих 

працівників які будуть працювати на покращення економічного стану підприємства 

агропродовольчого сектору [1]. 

Отже, дослідивши сучасну класифікацію вивчення ринку, можна зробити висновок, 

що без маркетингу в секторі аграрної промисловості, відбувається помітне зменшення 

виготовлення і продажу ключових аграрних культур.  

Для збільшення конкурентоспроможності учасникам агропромислового ринку нашої 

держави доцільно буде використовувати всі вищевказані ідеї маркетингу. Для збільшення 

ефективності роботи підприємства агропродовольчого сектору,  на початковій стадії слід 

застосовувати перші три ідеї маркетингу. При їх окремому використанні можливість 

отримання максимального прибутку значно знижується.  

А в свою чергу задіяння соціально-етичної концепції, слід використовувати при умові 

попереднього використання всіх інших, та залучення загальноприйнятого дослідження 
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