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International marketing-this is the systematic activity of the enterprise
in foreign markets, which allows to form a marketing complex adequate
to the market environment, which helps to satisfy the needs of
consumers and achieve the strategic goals of the enterprise itself

International marketing is distinguished by the globality of production and sales
tasks and is carried out by international companies, covering the market



The purpose of international marketing-consumer satisfaction
demand in the foreign market under economically favorable
conditions for the firm, and it also depends on the phase of the firm's

immersion in international marketing. @, %
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Object of international marketingthere are foreign markets and
the global market as a whole
The subject of international marketingthere is a ratio demand

and supply, their conjuncture, differences in methods and means

of formation, satisfaction of consumer demand in foreign
markets.



3 Goals of international marketing

Quality goals:

increasing the level of awareness of foreign

consumers about the company'’s goods and services;
creating a positive image on the foreign market and

good reputation of the company both among clients

and partners;

- creation of a well-known company brand;

- active influence on the formation of demand in target

markets;
- maximizing the level of consumer satisfaction;,
- opportunity to create new jobs.



Quantitative goals of international marketing aimed at
achieving stable market positions and obtaining maximum
profits in conditions of fierce market competition. They are
expressed in percentages and numbers. increase in the market
share held by the firm;,

increasing the level of profit;

- Increasing the volume of sales;

- Increasing the degree of enterprise participation in
development new market segments;

- reduction of production costs due to

increase in the number of sales.



Subjects of international marketing include:

Exporters- companies that produce products in a certain
country, and sell it outside this country.

Importers- companies operating on the territory of one
countries, but have suppliers or partners abroad.
International corporations- large companies that have many divisions
and make direct investments in different countries of the world.
According to the form of ownership of the fixed capital, they are divided
into transnational and multinational corporations;



Transnational corporations (TNCs)is a string
enterprises operating in different (host) countries,
but controlled by the headquarters located in a
specific country - the country of base. The main
feature of TNCs is direct foreign investment from the
host country to host countries;

Multinational corporations (MNCs)- corporation the main

companies of which belong to the capital of two or more
countries, and the branches are located in different countries




The main prerequisites for the con
entry into the international arena

- saturation of the domestic market with goods/services
and lack of opportunities for further development of
production;

- the presence of fierce domestic competition of the market, which
encourages the search for less competitive markets;

- extension of the life cycle of products due to access to new
foreign markets;

- additional opportunities and prospects that open up
before firms in new markets;

- governmental initiatives of various states to attract foreign
investments and providing them with a more favorable regime;



The main prerequisites for the compan
entry into the international arena

the possibility of maximum growth of economy in the scale of
production;

reduction of dependence on the domestic market, on seasonality
demand fluctuations and reducing the risk of losses

from unforeseen circumstances;
increasing the efficiency of sales activities thanks to

strengthening market positions, for example, based on the

creation of branches, branches and subsidiaries, expanding the

network of service points;

- obtaining access to new technologies, know-how provided long-
term management in relevant foreign markets, for example, in
the form of partnerships with foreign firms.



Internationalization
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The eme;jéhcé of international marketing is connected with the
internationalization of economic activity.

Internationalizationis the development of stable economic ties between
countries and firms from different countries, the exit of the process of
reproduction beyond national borders.

Stages of internationalization:
I Local stage: local (local) production.

IL. Initial stage: having contracts abroad before dealing
with a foreign dealer or agent.

III. Stage of development: availability of all types of contracts
with foreign counterparties.

1V. Growth stage: the presence of production enterprises
abroad, located in no more than 6 countries.

V. Multinational stage: creation of production enterprises
abroad located in more than 6 countries



In the process of internatione
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Forms of international marketin
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foreign economic marketing - marketing activity caused by the

stability or growing opportunities of the firm's presence (in the

form of a representative office, sales branch, etc.) in the foreign
market, which includes several countries;

Transnational marketing involves the development of many

nationally oriented marketing strategies implemented in
different countries




The essence and features of theinte

marketing environment and its types

The specifics of international marketing are determined by the'
environment in which the company plans to operate

The environment of international marketingis an external space in
which operates a firm (organization, enterprise) that promotes its goods on
foreign markets.

Macro environmentis a set of certain external factors foreign
markets, which the company cannot directly manage, but which have a
decisive influence on its marketing and management activities in the
foreign market: economic; political; sociocultural; legal; technological;
natural and geographical; demographic

Microenvironmentis a set of largely controlled external ones factors
that form the partnership and competitive environment of the enterprise,
directly affecting its marketing and management activities in the market:
suppliers; mediators; clients; competitors; applicants for entry into the
industry; contact audiences



PEST analysis

The modern practice of organizing international marketing activity
confirms that the study of the macro environment is mostly carried out
according to the schemePEST analysis, which involves the study of political
(Political), economic (Economic), socio-cultural (Social) and technological
(Technological) aspects of the external environment that affect the
development of the company's business.

The purpose of REST analysisthere is the tracking (monitoring) of changes in
the macro environment in four key areas and the identification of trends and
events that are not under the control of the enterprise, but affect the results of

strategic decisions.



POLITICAL
FACTORS

Macroenvironmental factors
Methodology of PEST analysis

FACTORS FACTORS

P (Political) I (Lconomical)

* THI KEPYBAHHA KPaTHOK,; ® CTYIHG PO3BUTKY GidHEC-CTPYKTYPH;

* crabinbHicTs BRajy; TeMITH 3pOCTaHHA EKOHOMIKHM, % CTABKH, KYPC BT
e cpoboJia C/10BA Ta HOPMM 3aKOHOABCTBA; Ta piBeHb iHpAsii;

* piBeHb GlIOPOKpaTIi TA KOPYNILi; pisens DeapobiTTa, cHTYallisn HAa pHHKY npani Ta

©

TeHACHIT A0 Bpery/nosanus abo geperymosanus;
3aKOHO/IABCTBO B 061acTi mpaili Ta comianbHol
AOTIOMOTH HaCe/IeHHIO;

o HaiiGiabu fiMoBipHI MOAITHUHI 3MIHK HA 3-5 POKIB.

S (Socio Cultural)

* YHCEeAbHICTh HaCeJeHHS, CTaTh Ta BiK;

* 3JIOpOB'A, OCBiTa, COLia/IbHAa MODLIBHICTD;

* 3BHYKH TA XapaxTep MNOBEJiHKH ITpaliBHHKIB,
cTansieHHs 1o pobory;

® CYCHiJIBHA JIYMKA, HOPMH NOBEIIHKH Ta obMexeHHs
(raby);

® PIBEHL TA CTHIAL KHTTH;

* Haibinbm HMOBIPHI CONIAZILHO-KYABTYPHI 3MIHHM Ha
3-5 POKIB.

BAPTICTS Npani;

CTYNiHb I106am13a11i1 eKOHOMIKH;

piBeHb HAABHOIO JJOXOAY HaCeIeHH;

Haibiabm HMOBIpHI aMIHM B €KOHOMILL Ha 3-5 POKIB.

s niV ia B -

I' (Technological)
BHECOK TeXHOJIOTiH B PO3BHTOK PHHKY;

PO3BHTOK iHTEpHETY Ta MOOLIBHHX NPHCTPOIB;
AKTHBHICTS Ta POSBHTOK HAYKOBO-TEXHIYHHX
AOCHIJIKeHD,;

CTYNiHb BUKOPHCTAaHHA, BIPOBa UKeHHA Ta nepeaayi
TE€XHOJIOTiH;

HalbiALI HMOBIPH] 3MIHH B TEXHOJOITHHOMY
acnexTi Ha 3-5 POKiB,




* Economic environment of international marketing-it the
set of economic characteristics of certain foreign markets that
influence the peculiarities of the marketing activity of the
enterprise and are reflected in the macroeconomic indicators
of the country's development,
the general economic situation, the state of development of
a specific product market, the structure of population
consumption, etc.

The practice of researching the international economic
environment involves the analysis of three groups of factors:

- rates of economic development of a foreign country;
- indicators of sectoral attractiveness of foreign markets,

- type of economy of foreign countries.



Economic environment of intert

marketing

The rate of economic development of a foreign country- this one the
group of factors involves the analysis of the main macroeconomic indicators
of the development of the country's economy, namely:

- GDP per capita, current and projected the level of
income (purchasing power) of the population;,

investment climate;
currency stability,
inflation rate;

level and structure of unemployment; salary dynamics; level
of education, etc



marketino

Indicators of sectoral attractiveness of foreign markets are:
- capacity (size, capacity) of the market,

- expansion,

- market availability (perception of the product by the market,

- purchasing power of target consumers;

An important criterion of a country's attractiveness for foreign companies is its
national infrastructure,which covers such parameters of the economy, such as:
the country's transport infrastructure, communication systems, enerqy reserves, the
state of development of the information sphere, the presence of a qualified
workforce and its personnel, the presence and state of development of ancillary
business. Poorly developed infrastructure significantly limits the possibilities of
production, advertising and sales of goods and services, does not provide adequate
service support.



Economic environmen

international
marketing
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Types of economy of fgn countries.

3 for the purpose of economic analysis, the UN divides countries into
three main types, each of which is characterized by a certain stage of
development of market relations:

- developed countries (states with a market economy);

- countries with a transition economy (in the past,
countries with centralized planning);

- developing countries.




International political and'lege

Political and legal environment of international
marketing -a complex of political and legal
conditions that directly (through legislation) and
indirectly (through the traditional system of own
relations) affect the activities of companies selling
their products on the country's market.



Studies of the international political and
legal environment are focused on the
study of the main issues, namely:

| -Political stability of the country -
-Legislative system of the country

-Political and legal principles of management

business
-Perfection of the judicial system
-The level of state corruption device

-Type of political system.



Economic policy of the state as a me

regulating the economy

The economic policy of the state, as a means of requlating the country's economy,
can be implemented in the following forms:

Freedom of trade (free trade -) -the policy of the minimum state
intervention in foreign trade, which develops in accordance with the
market laws of supply and demand. Under these conditions, the benefits
provided by international economic cooperation are better gua ed;

|

Protectionismis the economic policy of the state, which is aimea
protection of the national economy from foreign competition due to
the use of tariff and non-tariff instruments. The policy of protectionism
creates various obstacles in the way of international trade and
cooperation, and therefore such a factor

political environment significantly narrows the attractiveness of

foreign countries.



In practice, states usually follow a policy of moderation, i.e., a
balance between liberalization and protectionism. Depending

on whether free trade or protectionism prevails, a country's
economy is called open or closed



State regulatlon

forelgn economic activity (FET) -
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State regula tlon of foreign exchangeis a set forms,
methods and tools used by state bodies and services
to influence economic relations between countries in
accordance with state and national ones.

In practice, the following methods of requlating
foreign trade are distinguished,as tariff, non-tariff and
currency regulation of interests, goals, tasks.




State requlation
foreign economic activity (FET)

Customs tariff- it is systematized a list of
fees that the government of a particular
country imposes on certain goods imported
into or exported from the country. They are
used to increase state revenues or protect
local producers.

R w“f % g " - In the field of importto tariff methods
& “ﬁ include not only customs tariffs, but also
taxes and duties on imported goods,
import deposits, etc.

- In the field of export- these are tax loans
to exporters, guarantees, subsidies, tax
exemptions, provision
financial assistance, etc



State requlation” -
foreign economic activity (F

Non-tariff trade barriers- restrictions in international trade, which
provide for the discrimination of proposals from a specific country in the
form of standards that discriminate against drugs of any country.

- Quota- quantitative restriction of import into the country of certain medicines
for preservation of the foreign exchange rate, protection of local producers and
prevention of unemployment growth. They distinguish:

export quota- is the ratio of the volume of exports inin
natural (value) terms to the volume of production of this drug
in the country for the specified period.

import quota- is the ratio of import of the drug to the volume its
consumption in the country for a certain period of time.

Embargo- a ban on the import of a certain drug.

Currency control- state regulation of the amount of cash in foreign
currency and its exchange rate for other currencies.



State regulation
foreign economic

activities (ZED)
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Non-tariff requlation methodscover a number of B@#IMiBI:
financial, credit, technical and other measures that limit the import
and export of goods and services. It can be a system of licensing,
quotas, creation of unjustified product quality standards,
bureaucratic obstacles in customs procedures, etc.

Methods of currency requlationis the activity of the state, which
aimed at requlating international settlements and the procedure for
transactions with currency values. With the help of these methods, the
State controls currency transactions, provides credits and loans to
foreign legal entities and individuals, sets limits for the export of
currency abroad, as well as the exchange rate for the local currency.



Sociocultural environment©

marketing

Sociocultural environment of
international marketing- this
the totality of all social and
cultural factors of foreign
markets affecting

international marketing
activities of the enterprise.

Among them, the most important arelanguage
environment, religion, education,

traditions, lifestyle, customs and norms of
behavior of the population

foreign country.To assess the social and
cultural environment, it is necessary to
study its components. 1. Religion.



Components of the socioculturalres

of international marketing

1. Religion.The religion of the population significantly affects the
culture of the country. First, it defines a person'’s system of moral
principles and values, shaping his behavior in society, his attitude
to work, to other people, to entrepreneurial activities, etc.

2. Communication tools. Means of communication include:
= language;

- the language of non-verbal communication, aesthetics from the point of view of color
gamut and symbols.Yes, green is considered a popular color in New Zealand

In India, it is purple, and in China, white is considered a mourning color;

- punctuality-in the practice of international marketing there are
certain national punctuality requirements. People of different
nationalities may find it impolite to be late or arrive earlier than the
appointed time. For example, the English will not wait more than 8
minutes; whereas in Germany it is considered indecent to be late
within 15 minutes.



Components of the socioc
environment of international
marketing
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3.Living conditions of the population.For example, the company "McDonald's"
opened its first fast food establishment in Europe in one of the suburbs of
Amsterdam, but the volume of sales turned out to be too low. This was a
consequence of not taking into account the fact that in Europe most citizens live
in the center of cities and are less mobile compared to Americans.

4.Education.The level of education of the population determines the demand
of foreign buyers for certain properties and components of goods and services,
for the quality of the level of service and service, etc.

5.5ociocultural values-these are the formed values of the population
that determine their attitude to time, cultural heritage, work, well-being,
changes in scientific achievements, criteria for self-evaluation and
Improvement, etc.

6.Folk traditions and customsFor example, Disney's policy in Paris
was aimed at serving park visitors without alcohol, which caused
outrage in a country where a glass of wine during lunch is traditional. B



Components of the sociocu
environment of international
marketing

They distinguish:

* high context culture- in interpersonal Intuition and the
situation play the biggest role in relationships, as well as
traditions (formalization of relationships is not mandatory).
This type of culture is characteristic of the peoples of Asia.

* Jlower context culture- all interpersonal relations are
formalized, the influence of traditions is absent. This
type of culture is characteristic of Europe and the USA.






