BICHWK CXIOHOYKPATHCHKOIO HALIOHANBHOIO YHIBEPCUTETY imMeHi Bonogumupa Oans Ne 4 (274) 2022 5

DOI: https://doi.org/10.33216/1998-7927-2022-274-4-5-9

YK 330.46.

STRATEGIC POSITIONING OF THE COMPANY
ON THE INTERNATIONAL MARKET

Vovk V.A., Afanasieva O.M.

CTPATEI'TYHE ITIO3UHIOHYBAHHSA IIAIIPUEMCTBA
HA MI’KHAPOJIHOMY PUHKY

Bosk B.A., ApanacseBa O.M.

The presented work examines the peculiarities of the strategic
positioning of enterprises aiming to enter foreign markets.
Based on the generalized provisions of the concepts of
strategic positioning and the defined essence of the strategic
position, it is possible to conclude on the expediency of taking
into account the position reflected in the relationship with the
main groups of participants in the external environment of the
enterprise: competitors, consumers or customers, suppliers;
investors, creditors, partners, state

There are three main ways for a company to enter
international markets: export, direct investment, and joint
venture. The company itself chooses a more profitable way to
enter the international market, thereby evaluating its strengths
and weaknesses and predicting possible profits and losses.
For this, the company uses the criteria by which it evaluates
the consumer niche, industry, and competing companies.

After the analysis of international markets, for a modern
enterprise in the conditions of fierce competition, it is
necessary to develop an international strategy for the sale of
products.

Building a sales channel on the international market consists
of six stages, after passing which the company will be able to
achieve significant success in the direction of foreign
economic activity. By determining the responsibilities of the
partners, the majority of responsibility can be retained by the
manufacturer, transferred to intermediaries, end users,
specialized intermediaries (consultant, advertising agency,
transport company) or even shared among the channel
participants.

Development of local production and export of products to
other countries is an appropriate strategy for the further
increase of sales on the world market. This reduces the risk
and the need for financial resources, and also allows to
minimize direct investments in foreign companies. In this case,
this strategy is the least expensive and optimal under the given
conditions, level of quality and production. If you consider
other strategies as possible alternatives, then you should pay
attention to the multinational strategy, which helps the
company to enter new markets, while making the necessary
changes in products for each individual consumer country.
Keywords:  strategy,  positioning  strategy,  strategic
positioning, foreign market, international markets

Formulation of the problem. The importance of
strategically determined behavior, which allows
organizations to survive in competition in the long term,
has increased dramatically in the last decade in
connection with unstable business conditions. All
economic organizations, including cable production
enterprises, should not only focus on the internal state of
affairs, but also develop a long-term strategy that would
condition the management of internal changes in
accordance with the goal and external realities. It is
necessary to form a common vision of the enterprise,
work out the mechanism of influence on the conditions
for achieving a specifically formulated future, and
manage the resources of the enterprise for its
development in the chosen direction. The company
needs to have a clear idea of its own concept of work.

Positioning is more about long-term strategy than
short-term tactics. It takes time to build a position and
positioning is not done for a short-term promotion
campaign. Positions offer sustainable means of
differentiation, creation of competitive advantages,
possession of a certain share of the market [1].

Well-designed positions are sustainable, secure
and adaptable to future development. This suggests that
the position can evolve and change during periods of
growth, maturity and decline.

First, in order to carry out a predictive assessment
of positioning directions, a systematic analysis of the
influence of factors of the internal and external market
environment on work results is carried out.

An enterprise that has decided to focus on the
leader of the competition must successfully implement
the analytical, strategic and operational aspects of
positioning.

That is why it is possible to note that strategic
positioning itself becomes the key to increasing the
competitiveness of the enterprise.
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Analysis of basic research and publications.

Scientific interest in the problem of forming the
strategic positioning of an industrial enterprise forces us
to turn to the analysis of the accumulated theoretical
material. To date, Alfred D. Chandler, Kenneth
Andrews and Igor Ansoff are considered to be generally
recognized researchers of strategic planning. The
general strategies of competition formulated by M.
Porter are still considered by many researchers in the
field of strategic planning to be the most efficient tools
for the practical activities of modern firms. The issue of
strategic positioning on international markets has been
studied by many domestic and foreign scientists,
including V. Aleksunin, G. Armstrong, P. Kotler, O. L.
Kanishchenko, T.  Kharchuk, T. Tsygankova, P.
Chernomaz.

Goal. The purpose of the work is to consider the
features of strategic planning and positioning on the
international market, to justify the sequence of actions
of the enterprise before entering the international
market.Research materials and results.

Each large enterprise, as a rule, has a strategy,
according to which the enterprise decides which way to
enter the international market, for the sake of successful
positioning and possession of a sufficient market share.
Such a strategy can be: corporate, business, functional,
operational [3].

Corporate strategy includes a change in the
structure of the enterprise, the distribution of resources
between the divisions of the enterprise, the decision to
merge or acquire new enterprises, the strengthening of
existing business positions, the termination of activities
that do not correspond to management plans [3,8].

A business strategy is implemented and adopted
for each individual type of activity. This choice
provides a long-term competitive advantage for the
business unit.

The functional strategy is developed by the
functional services and divisions of the enterprise based
on the corporate and business strategy. An enterprise

should have as many functional strategies as it has main
areas of activity. The main goal of this strategy is the
distribution of department resources, as well as the
search for effective behavior of the functional unit
within the framework of the overall strategy.

Operational strategies, compared to top-level
strategies, complement and complete the overall
business plan of the enterprise, despite being smaller in
scope.

The choice of the form of entering the
international market depends on the specifics of the
activity and internal factors of the enterprise, and is also
determined by the external environment of international
business [1].

There are three main groups of forms of entry of
enterprises to the international market: development
through market coordination; development through the
formation of cooperative forms and market development
through hierarchical coordination.

Market coordination is usually carried out in the
form of direct or indirect exports.

The cooperative form of entering the international
market is characterized by the following distinctive
features, namely, the voluntary joint work of two legally
and economically independent enterprises during a
certain period of time.

Cooperative forms of entering the international
market can be divided into two groups depending on the
distribution of financial resources: forms without capital
transfer (licensing, franchising, contract management,
leasing, etc.) and forms with capital transfer [5].

Hierarchical forms of entering the international
market include all forms based on independent
departure with participation in equity capital abroad.

The main advantages of hierarchical forms of
access to the international market include the fact that
the company can build its own resource policy [5].

The author's general presentation of the main
positioning strategies is presented in Fig. 1

Positioning strategies

= Positioning, which is distinguished by excellent product quality

Positioning that is based on the benefits of purchasing the product

Positioning aimed at a certain group of people

H Positioning to competitors

Fig. 1. Basic strategies for positioning goods in the target segment
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Source: author's schematic display
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Fig. 3. Matrix for choosing a strategy for entering the international market
Source: presented by the authors

Businesses planning to enter the international
market must choose a specific market on which to focus
their marketing efforts. The choice of the international
market involves the study of three main parameters: the
potential and conditions of the selected market, the
intensity of the used methods of competition, the goals
and capabilities of the enterprise. The potential of the
market is determined by the prospects of development,
the availability of penetration of a foreign enterprise
without excessive expenditure of money and time [1-3].

The next stage in the selection of international
markets is the study of the intensity and practical
techniques used by competitors, namely: identification
of effectively operating competitors, determination of
the structure of competition, i.e. the number of
competitors and their distribution by market share,
establishment of competitiveness criteria, analysis of
competitive advantages of market participants [3] .

Therefore, when developing a strategy for entering
a foreign market, the primary and most important task is
to correctly choose the market of which specific country
is better to enter.

That is why in fig. 2, we will present the
Ankoff Matrix in a schematic display. This will make it

possible to more clearly identify the features of strategic
planning and positioning.

The simplest and most common way for a
company to enter the international market is export,
which can be regular or irregular. Regular export is
considered to be the supply of goods and services of an
enterprise with the aim of expanding its foreign trade
operations in a specific target market. Irregular export is
a passive level of foreign economic relations, at which
the company sometimes exports the balance abroad.
This method has certain advantages: the minimum level
of investment costs, current liabilities, changes in
product range, company structure, and the most
important advantage is minimal risks when entering the
market, as well as the ability to quickly and easily exit
the market.

There are two types of this method: direct and
indirect export. A company with direct export conducts
all export operations independently, while with indirect
export, it uses the services of intermediaries. As a rule,
at the initial stages of international activity, the
company uses indirect export, since this method
requires smaller investments and lower risk levels [5, 7].
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Indirect export is carried out with the help of
transfer of export authority, export franchise,
commercial intermediaries.

Direct export is carried out by trade
representatives, the export department, or representative
offices of the company.

To choose an appropriate strategy for the
implementation of "the same products - new markets",
you can use the matrix for choosing a strategy for
entering international markets (Fig. 3.)

There are six strategic approaches for the
company's activities in the international market [2].

Transfer of the right to foreign companies to use
their own technologies or to manufacture and distribute
products (in this case, the income from international
activities is equal to the amount received under the
royalty agreement)[34]. This strategy is more or less
optimal for machine-building enterprises due to the high
level of production technologies. The company can raise
the level of product quality to a higher level and apply
this strategy.

Strengthen production at the national level and
export goods to international markets, using own sales
channels or channels controlled by foreign enterprises
[2]. This strategy is already in place at the company and
is quite effective and efficient. The company should
think about expanding the list of consumer countries,
expanding sales channels, and granting additional
privileges to countries that are large wholesale buyers to
increase product sales.

Apply a multinational strategy, that is, develop a
special strategy for each partner country, in order to
meet the tastes of consumers and the competitive
conditions of these countries [3, 5, 9]. The
implementation of this strategy can bring more profit to
the enterprise, in case of improvement of product
quality. But despite this, a test implementation of the
strategy should be done to analyze the additional
necessary improvements to avoid unnecessary risks.

The global strategy of low costs involves ensuring
production with low costs in most or all strategically
important markets of the world [1, 7, 12]. In this case,
the company directs its efforts to ensure that the level of
costs is lower than that of competitors on the
international market. In this case, the implementation of
this strategy is not absolutely relevant, since the costs of
production of products are quite low compared to the
prices of competitors.

The next option is to follow a global strategy of
differentiation, in which the company changes its
product according to the same parameters in different
countries in order to create a permanent image of the
company on a global scale and to gain a strong
competitive position. Implementation of this strategy is
not possible due to expensive marketing research and
the need to have a large number of highly qualified
personnel to implement leadership worldwide.

Follow a global focus strategy that aims to serve
the same niches in each strategically important national
market [5]. A company's strategic actions are

coordinated within the global market to achieve
sustained competitive advantage in targeted niches
based on low cost or differentiation.

Thus, considering all strategies, it can be
considered the optimal strategy to increase production at
the national level and further export abroad through our
own sales channels and through foreign intermediaries
[7, 8, 10]. In this case, this strategy is the least costly
and optimal under these conditions, quality and
production levels. If we consider other strategies as
possible alternatives, we can pay attention to the
multinational strategy, which can help the company
enter new markets while making the necessary changes
in products for each consumer country.

Conclusions. Thus, the further development of
national production and export of products abroad
should be the main strategy of enterprises, with the
condition of expanding sales channels. This reduces the
risk and the need for financial resources, and also allows
to minimize direct investments in foreign companies.
The implementation of a multinational strategy should
be second in importance, its implementation will help
the enterprise to increase not only the image of the
company, but also its importance in the world market.
In further studies, it is necessary to take into account the
peculiarities of export operations and sales channels of
the products of high-tech enterprises.

There are three main ways for an enterprise to
enter foreign markets: export, direct investment, and
joint venture. The company itself chooses the optimal
way to enter the foreign market, thereby evaluating its
strengths and weaknesses and predicting possible profits
and losses.

Development of local production and export of
products to other countries is an appropriate strategy for
the further increase of sales on the world market. This
reduces the risk and the need for financial resources,
and also allows to minimize direct investments in
foreign companies. In this case, this strategy is the least
expensive and optimal under the given conditions, level
of quality and production. If you consider other
strategies as possible alternatives, then you should pay
attention to the multinational strategy, which helps the
company to enter new markets, while making the
necessary changes in products for each individual
consumer country.

Thus, the development of a correct and competent
corporate strategy and its implementation will help this
enterprise to successfully participate in the competition
and develop to an international scale.
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BoBk B.A., ApanacseBa O.M. Ctpareriune nmo3uui-
OHYBAaHH{ NiANPHEMCTBA HA MIXKHAPOJHOMY PUHKY

B npeocmaseneniii pabomi posenanymo ¢ ocobausocmi
cmpameziuHo20 NO3UYIOHYB8AHHA NIONPUEMCME, WO MATOMb HA
Memi 8UXIO HA 3068HIUHI PUHKU.

Cnupaiouuco Ha Y3a2anbHeHi NONONCEHHA KOHYenyitl
CmpameziuHo20 NO3UYIOHYBAHHA MA GU3HAYEHY CYMHICMb
cmpameeiuHoi  nO3uyii, MOJCHA 3podUMU  BUCHOBOK NPO
O0YiNbHICMb  BPAXYBAHH NO3UYLl, WO BI00OPANCYIOMbCS Y
63AE€MOBIOHOCUHAX 3 ~ OCHOBHUMU — SPYNAMU  YYACHUKIG
306HIUWHBLO2O ~ OMOYEHHA  NIONPUEMCIBA:  KOHKYDEHmis,
cnoocueayie  abo  KIi€HMi8;, NOCMAYANbHUKIE, iHEecmopis,
Kpeoumopie, napmuepis; 0epicasu.

IcHye mpu ocHoHUX cnocobu 8Uxody NiONPUEMCMEA Ha
MIJICHAPOOHI  PUHKU. eKCNopm, npsme I[HBeCmy6anHs ma
cninvHe nionpuemcmso. Ilionpuemcmeo came obupae 6invu
BUIOHULL CNOCI6 GUX00Y HA MINCHAPOOHUL PUHOK, MUM CAMUM
OYIHIOIOUY CBOI CUMbHI | CNAOKI CMOPOHU MA NPOSHO3YE
Moocnugi npubymxku i 30umxu. [na yvoeco nionpuemcmeo
BUKOPUCMOBYE Kpumepii, 3a AKUMU OYIHIOE CHONMCUBYY HiULY,
2a71y3b, KOHKYPYIO4i niOnpuemMcmea.

Ilicia awnanizy MidCHApOOHUX DUMKIG, O CYYACHO2O
NIONPUEMCIBA 8 YMOBAX HCOPMCKOI KOHKYPEHYiT, HeOOXIOHOW
€ PO3pOOKa MidCHAPOOHOT cmpamezii 30ymy npooyKyii.

Iobyoosa kanany 30ymy Ha MIJICHAPOOHOMY PUHKY
cKAA0aEmMbCs 3 wlecmu  emanie,  Npouwlowiu  sKi
NIONPUEMCINGO 3MOJHCe 00CAIMU 3HAYHO20 YCNIXY 8 HANPAMKY
306HIUHbOEKOHOMIYHOT OdisinbHocmi. Busnauaiouu 0006'a3xku
napmuepie, Oinvwicms — 8i0nogioanbHOCMi  Modce  Oymu
30epedicena eUPOOHUKOM, Nepedana NocepeoHUKAM, KiHyesum
CROJMCUBAYAM, cneyianizoeanum nocepeoHuKam
(KoHCyTbmManm, — pexiamme — A2eHmMcmeo,  MpaAHCHOPMHA
KOMNAHIs) ab0 HABIMb NOOLNEHA MIJIC YUACHUKAMU KAHATY.

Jloyinenolo  cmpamezielo 3 Memolo  nOOANLUIOZO
30inbUleHHs  NPOOAJICI6  HA  CGIMOBOMY DUHKY — BUCHIYNAE
PO36UMOK Micyego20 upoOHUYMSEAa i excnopm npooyKyii &
iHwi kpainu. Lle snudcye nebesnexy i nompeby 6 inancosux
pecypeax, a maxoxic 003601A€ MIHIMIZy8amu npami ingecmuyii
6 IHO3eMHI Komnawii. B Oanomy eunaoky, ya cmpameeis €
HallMeHw GUMPAMHOI0 I ONMUMATLHOT 34 OAHUX YMOS, DI6HI
Axkocmi I eupobHUymea. Axujo sic pozenadamu inui cmpamezii
AK MOJICIUGL ANMEPHAMUBHI 6apianmu, mo ciio 38epHymu
yeazy Ha 6acamoHayioHANbHYy Ccmpameziio, SIKA 00NoMazae
NniONpuUeEMcmsy 8ulimu Ha HOGi pUHKU, 30ilICHUBWU NPU YbOMY
HeOOXIOHI 3MIHU NPOOYKYIL 01 KOHCHO20 OKPeMO20 0epicasu-
cnooscusaya.

Knrwuosi cnosa: cmpamecis, cmpamezis
NO3UYIOHYBAHHS, Ccmpame2iune NO3UYIOHYBAHHS, 30GHIWHIU
PUHOK, MIJICHAPOOHT PUHKU
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