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The problems of choosing a way to enter world
markets have begun to attract a lot of atten-
tion from both foreign and domestic authors for
the past 50 years. The question of the correct
choice of the way to enter the foreign market
is of particular relevance, since the successful
and effective work of the company abroad in
modern conditions depends on this. In addi-
tion, when deciding how to enter the market, the
company’s task must involve factors that speak
for or against the methods that will accompany
the company when entering new sales markets.
The article discusses the concept of sales policy
and trading activities, and gives a general con-
cept. The methods of a company entering the
foreign market, their advantages and disadvan-
tages are analyzed. The important stages of the
company’s sales policy are studied, namely:
the analysis of special foreign markets and the
development of a new product for sale, as well
as a strategy for entering a new market.

Key words: sales policy, sales activities, models
of entering foreign markets.

lpobnems sbibopa criocoba Bbixoda Ha MUpO-
Bble PbIHKU B8 MeyeHue nocsiedHux 50 1em Hauu-

Harom npugsiekams 60/IbLWOe BHUMAHUE Kak
3apybexHbIX, MakK U OMe4YecmBeHHbIX asmo-
pos. Ocobyro akmya/sbHoCmb npuobpemaem
BOMPOC O rpasu/IbHOM BbiGOpe criocoba Bbixoda
Ha 3apy6exHbili PbIHOK, MaK Kak om 3mozo
3aBucum ycrewHasi u aghghekmusHasi paboma
KOMIMaHuU 3a py6exoM 8 COBPEMEHHbIX YC/10-
BUsIX. Kpome moeo, npu MpUHIMUU PeweHusi o
criocobe BbIX00a Ha PbIHOK 3adaya KOMMaHuu
HeobXo0UMO OUEeHUMb coomsemcmsyroujue
B/usiOLUe  hakmopbl, Komopkle 2080pSm
3a wiu npomus mMemoda, Ymo 6ydem conpo-
BOXOamb KOMIMaHUK Mpu BbiIxode Ha HoBble
PbIHKU CObima. B cmambe paccmampusaemcst
MoHsMue Cc6bIMosol MOAUMUKU U mopa0osoli
desmesibHOCMu U daemcsi obwjee MoHsIMue.
AHa/u3upyromesi crocobbl BbIxoda KoMMaHuu
Ha 3apybexHbil pPbIHOK, UX nApeumMyuwecmsa
U Hedocmamku. W3ydaromcsl BaxkHble amaribl
c6bIMOBOL  MO/IUMUKU  KOMIMaHUU, & UMEHHO:
aHa/1u3 MomeHyuasIbHbIX 3apy6eXHbIX PbIHKOB
U paspabomka HoB020 npodykma 07151 POdaxU,
a makxxe cmpameausi 8b1X00a Ha HOBbIU PbIHOK.
KntoueBble cnoBa: cobimosast nosumuka, cobi-
mosasi desime/ibHOCMb, MOOe/IU BbIXO0bI Ha
BHEWHUE PbIHKU.

Npo6nemam Bubopy Memody BUX0dy Ha CB8imOoBi PUHKU ocmaHHi 50 pokis Npudinsnack 3Ha4yHa ysaza siK 3apyOKHUMU, MakK i BIMYU3HSHUMU asmopamu.
Pasom 3 YyuM nocunu/Iack KOHKYPEHUis SIK Ha PUHKY OKPeMUX KpaiH, mak | Ha 3a2a/ibHOCBImOoBOMY PUHKY, WO BUMa2ae B8id Cy6'ekmig 20CrodaproBaHHsI
adeksamHoi peakyji. Kpiv moao, 3aKkopOoHHI pUHKU pedcmas/isiioms HOBi MOX/IUBOCMI 36ymy NpodyKyii | cmatoms 8ce 6irbw rpusab/ausuMu 07151 Mio-
npuemcms. | ujob BUXXUMU 8 2/106a/1bHIU Cymuyyji 3a naHyBaHHs1 Ha PUHKaX, KOMMaHisi MOBUHHA Oisimu CMI/IUBO | BUHAXIOAUBO npu BUGOPI Memody scmymny
Ha 3apybikHi puHKU. Cb0200Hi 07151 Bi/lbLUOCMI PUHKIB ¢hi3uyHa i/abo rcuxosioeidHa sidcmaHb MiX BUPOBHUKaMU i KIHYeBUMU KopucmysayeM maka, Wo
eghekmuBsHe y3200)KeHHs1 NonuMmMy ma rnporo3uyil BUMa2ae HasiBHOCMI MOCEPEOHUKIB YU BKa0aHHs iHsecmuyitl. HeobxioHicmb 36ymosoi Mepexi 06yMos-
JIeHa muM, Wo BUPOBHUK He30amHull MpuliHImu Ha cebe B8ci 0608’s13KU i QhyHKUl, WO BUM/IUBAKOMb 3 BUMOR Bi/lbHO20 06MiHY BiOM0BIOHO A0 O4iKyBaHb
omeHyitiHUX croxusadis. 38epHEHHST 00 NOcepedHuUKiB 03HaYae 07151 ¢hipM Bmpamy KOHMPO/IK Had BUHAYEHUMU efieMeHmamMu npoyecy Komepyiasi-
3ayjii. Ocobnusoi akmyanabHocmi Habysae nUMaHHS PO rpasu/ibHUl BUGID Memody BUXOOY Ha 308HILUHIU PUHOK, MakK 5K Bi0 Yb020 3a/1e)XUMb BEOEHHS
BOas10t0, eqheKMUBHOI Qisi/IbHOCMI KOMMaHIi Ha IHO3eMHIt mepumopii 8 Cy4acHUX ymosax. KpiM moeo, rpu npuliHImmi pilueHHs1 rMpo Memoo BCmyry Ha
PUHOK 3aB0aHHs1 KOMraHii 3800UMbCs1 A0 OYiHKU pesiesaHMHUX (hakmopis Br/usY, siki 2080psimb 3a abo Mpomu Bi0rosioHo020 Memody. TakuM YUHOM,
KOMMaHil, siki npagHymb Ha 3akoPOOHHI PUHKU MOBapiB i Moc/1ye, MOBUHHI OUiHUMU a/lbmepHamusHi Memoou Buxody | Bubpamu Halbinbw rnpusabiusuli
3 MoYKU 30py BUMPam wiisix, KUl 2apaHmye doB20CMPOKoBe repebyBaHHsl Ha YbOMY PUHKY. Y cmammi po32/sHymo noHsimms 36ymosa nosimuka
ma 36ymosa Oisi/ibHicmb ma rpusedeHe 3azasibHe MoHsImms. [poaHanizo8aHO Memoodu BUXOOY MIGMPUEMCMBA Ha 30BHILUHIL PUHOK, iX nepesazu ma
Hedoniku. [ocidxeHo Bax/iusi emariu 36ymosoi nosimuku nidnpueMcmaa, a came, aHasiiz MomeHYitiHUX 308HILUHIX PUHKIB 36ymy ma po3pobka mosapy-

HOBUHKU 0151 36ymYy, & makox cmpamegisi BUX00y Ha HOBUU PUHOK.

KntouoBi cnoBa: 36ymosa nosnimuka, 36ymosa Oisi/lbHicmb, MOOe/Ii BUXOOY Ha 308HILUHI PUHKU.

Problem statement. Nowadays, an important
condition for the development of enterprises is sales
activities, manufactured products to foreign markets.
Underestimation of the meaning of the interpretation
of the economic category “sales” in theory leads to a
misunderstanding of the importance of sales activities
in the practice of economic entities. Understanding
the models is an important step in developing a
strategy for entering the foreign market.

Analysis of recent research and publications.
We analyzed the works by such researchers as
A. Godwn, V. Sinyaeva, V. Vertogradov, P. Kotler,
A. Lyapunov, V. Naumov, who were known for studying
the definition of sales activity and sales policy.

Analyzing the works of economists, we can say
that in the scientific literature there are different views
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on the concept of “sales activities” and “sales policy”.
Some authors use these concepts and interpret
them as synonyms, others point to the difference of
categories. The academic economist V. Vertogradov
identifies these concepts and defines sales activities
as a set of actions performed from the moment when
the product in the form, in which it will be used, comes
to a commercial enterprise or end manufacturer, and
to the moment when the consumer buys it.

Another point of view is held by foreign scientist
P. Kotler, who believes that sales activities in a
market-oriented environment is one of the functions
of marketing [2].

The goal of the research. The goals of the article
are to define the concepts “sales activity” and “sales
policy”, to explore existing methods of entering the
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international market, to understand their pros and
cons and to show the main criteria by which the firm
chooses a method.

In accordance with the above goals, the following
main tasks are set in the work:

— to describe the existing methods of entering
foreign markets, to give the advantages and
disadvantages of each of them;

— to consider the factors influencing the choice
of method of entry of the enterprise into the foreign
market;

—to show by example the practical implementation
of companies’ choice of methods of entering foreign
markets in terms of the evolution of global marketing
strategy.

Presentation of the main material of the study. The
concept of “sales” can be considered from several
positions, so, in a broad sense, sales means the
process of movement of goods, which begins with
the transfer of goods from the production building and
ends with the transfer of goods to the end consumer.
In the narrow sense, sales mean the process of selling
products, namely the process of communication
between seller and buyer. The concept of “sales”, often
and in most cases erroneously, means normal sales.

However, sales are a broader concept as opposed
to the usual sale and sale of goods. Sales is integral
and one of the most important elements of the
marketing system in the enterprise, it should be noted
that the effectiveness of the organization as a whole
depends on the effectiveness of its sales policy. The
concept and content of sales policy of enterprises in
different areas of activity, as well as different sizes
and specifics of operation may differ significantly [2].

The sales activity of the enterprise is characterized
as the process of ensuring the sale of its products
through the channels of movement of goods in the
amount, in which it was set by the contract for the
supply of products.

To understand the sales activities of the enterprise
it is necessary to understand the concept, different

authors understand the concept differently (Table 1).

After analyzing the concepts of “sales policy” and
“sales activities”, it is necessary to conclude that the
essence of sales policy is to organize the smooth sale
of products by enterprises, as well as ensuring the
availability of the product to return the investment in
production and marketing, and profit.

The sales network can be defined as a structure
formed by partners involved in the process of
competitive exchange, in order to provide products and
services to individual consumers or industrial users.
These partners are manufacturers, intermediaries
and end buyers. Any sales channel performs a certain
set of functions required for the exchange [1].

To bring new products to foreign markets, it is
necessary to go through the following stages:

1. Assessment of own capacity

2. Study of potential markets

3. Evaluation of the product for compliance with
market requirements

4. Determining the price

5. Identification of export sales channels and
search for partners

6. Negotiations and conclusion of a preliminary
agreement

7. Invasion

8. The choice of transport

9. Choice of incoterms

10. Insurance

11. Signing a contract and approval by a lawyer

12. Obtaining the necessary documents for export

13. Product promotion in a new market.

We believe that the most important of these
stages are the analysis of potential foreign markets
and the development of new products for sale and the
strategy of entering a new market.

To sell goods on a new foreign market, first of all it
is necessary to analyze potential foreign markets and
their comparability with the national market. At this
stage, the company’s strategy for exporting products
is being developed, which will be further included

Table 1

The main approaches to understanding the concept of “sales activities”
and “sales policy” in different authors

Author Definition
A. Godin Sal_es policy is one of the elements of the overall strategy of enterprise development, including the
main ways and methods of movement of goods.
V. Sinyaeva Sales activity is a commercial activity based on the sales policy adopted at the enterprise.

V. Vertogradov

Sales activity is a set of strategic decisions in the field of sales. However, at the same time, the
scientist emphasizes that sales activity and sales strategy are different things, because sales are a set
of successive actions in relation to a particular buyer.

Sales activity means purposeful activity, principles and methods of implementation, which are designed

P. Kotler to organize the movement of goods to the end consumer.

A. Lyapunov Sales activity is the activity of the enterprise on delivery of the goods from the manufacturer to
consumers.

V. Naumov Sales activity means the system of relations in the field of commodity-money exchange between

economically and legally independent market participants with commercial interests.

Source: [3, 6, 7, 8; 9]
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in the medium-term and long-term development
programs of the organization.

Problems in
managemett

Type of new
product

Rask level

The main objects of analysis and study of inter-
national markets for comparison are the following:

1) market macro-environment (demographic,
economic, political, etc.);

2) requirements of the foreign market to the
consumer properties of the goods;

3) the level of competitiveness of products;

4) factors of attractiveness of the foreign market
(economic, technological, etc.);

5) the capacity of the foreign market, the nature
and elasticity of demand;

6) the level of world prices and trends;

7) development of new products on the market;

8) the degree and nature of market competition;

9) forms of work in the foreign market, inter-
mediary agreements, trade, etc.

After clearly determining which countries from the
initial list the domestic producer prefers to conduct
foreign trade cooperation with, it is necessary to
study the circumstances of the foreign partner’s
market, the subtleties of legislative regulation of the
industry, including the product registration process,
certification requirements and other barriers to exit.
to the market from the standpoint of comparability
with the state of the national market.

Now that we understand what it means to
analyze a potential market, we need to understand
the work of developing a new product.

Development of new products on the market is
an important area of marketing. The scheme under
which this event is carried out provides a detailed
description of the elements of marketing, which is of
particular importance.

How development is carried out: the general
algorithm

Traditionally, the process consists of several
stages:

— Generation of ideas — search for optimal
solutions of the production process and the choice of
innovative technologies.

— Creating a concept of product promotion, this is
facilitated by the selection of design, color, material
and development of packaging elements.

— Data analysis, which includes evaluation deci-
sions in terms of adequacy and compliance of the
product with general market criteria.

— Product development includes a set of tech-
nological solutions and processes that take place
within a particular enterprise, aimed at creating a high
quality product.

— Testing in laboratory and other closed con-
ditions — first before launch, and then the study of the
“behavior” of the product under sale.

— Implementation — a set of measures within the
sales policy. This measure aims to extract maximum
profits from turnover by increasing sales.
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Figure 1. Product novelty levels [2]

This sequence is general and does not take into
account the individual characteristics of goods.

There are several levels of product novelty: from
a completely new product to a product with a new
brand or packaging (Figure 1).

Figure 1. shows that the development of a
completely new product causes significant mana-
gement problems and is associated with high risk.

Afterthe development of the product, itis necessary
to develop a concept of foreign market development
and sales. As you know, in international marketing
there are several ways to enter certain markets in
different countries. The choice of what way to use is
based on the results. The direction of development
of international sales policy is to determine the most
appropriate ratio of funds and areas needed to ensure
maximum efficiency of the company’s entry into the
foreign market.

There are five key models that companies use to
market their products:

1) Indirect export / trademark;

2) Subsidiary;

3) Partnership / joint venture;

4) Licensing / franchise;

5) Investment in finished production.

Consider the advantages and disadvantages of
different models.

Conclusions. Ukrainian companies supply a
significant range of product items abroad. These
products can have both short and long technological
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Table 2
Advantages and disadvantages of different models
Model Reason to choose Advantages Disadvantages
. 1. Lower profit margin compared
1. Low cost of developing a ;
new market. The exporting E)Or ggggltd?;f orts through a partner
1. Lack of financial resources. company, in fact, pays only for y:

. A . 2. Lack of control over the
Indirect 2. Lack of own brand / resources | the certification of its products strateav of promotion and sale of
exports/ to promote it in the target market. | and bringing it in line with the 0 du?:%/s P
trademark 3. Relatively small production standards of the target market. P :

volumes 2. Given the high quality of 3. Lack of own bran.d.

. p.roducts it is easy to find a The comparny remains

artner ' “unrecognizable” in the target
P ) market.
rlé ?gﬁi@g‘“ty of sufficient financial 1. Full control over all stages of
2. Large volume of the target g;?g%?t;)?gaﬁéfsort' promotion, 1. High cost and duration of the
market. . y— process of creating a subsidiary.
Subsidiary | 3. High sales potential of products 2. Effective and long-term 2. With relatively low sales,

of a specific segment.

4. Favorable investment climate
in the country, lack of regulatory
barriers for foreign companies.

presence in the target market.
3. Additional opportunities to
develop markets with similar
requirements.

investment in a subsidiary will pay
off in the long run.

Partnership /
joint venture

1. The presence of restrictions on
imports in the target country.

2. Political risks.

3. High sales potential.

4. Unfavorable investment climate
and regulatory policy.

1. Allows to overcome existing
political, regulatory, cultural
barriers.

2. High probability of long-term
relationship with a partner.

3. Allows you to combine
resources and connections of
several companies / contractors.

1. There may be problems in
controlling product promotion and
sales strategies.

2. Requires a significant amount
of investment.

3. Risks of managerial conflicts
increase. In the event of a change
in market conditions, the partner
may become a competitor.

1. The presence of investment
and import barriers.

1. Minimal investment and risks.
2. High speed of entering the
target market.

3. A good opportunity to bypass
existing trade, investment and

1. Suitable for all types of
companies.

2. The buyer of the license /
franchise may eventually become

institutions.
5. The company has sufficient
financial and other resources.

similar markets.
3. Ability to circumvent existing
barriers to imports.

#gﬁgﬁggl 2. Low sales potential in the regulatory barriers. a competitor. _
target market. 4. High ROL. 3. Limited license / franchise.
3. Great cultural differences. 5. The adaptation of your product |4. There is always a risk of
or brand is carried out by the termination / non-renewal of the
counterparty in the country, you | contract.
only have to control this process.
1. In case of lack of experience,
. 1. Complete control over the significant problems may arise
#hggﬁspresence of barriers to productio_n, promotion and sale of | with the management of foreign
2 High.sales potential products in t.he target market. assets. . .
Investment 3' Favorable investmeht climate 2. High efflc_lency of o 2_. Necessary |nfu3|on_of _
in finished 4' Low political risks, stable staté understanding the peculiarities of | significant resources, including
production . ' the functioning of the target and | finances and time.

3. High risk of losing investment
due to ignorance of the

local market and business
environment.

Source: [11]

period of production and operation. In some
cases, the overall competitiveness of products is
influenced by factors specific to a particular sector
of the economy. For example, the peculiarities of
production, the need to supply specific consumables,
systemic service, the availability of sales network,
and so on. The practice of cooperation of firms to
create or share sales or maintenance networks
is related to this. In some cases, a firm that does
not have access to sales or maintenance network

is unable to acquire a stable clientele for its
products.

Thus, entering a foreign market is a complex
process consisting of various stages, including
the creation of a competitive product, selection of
the country and marketing research, search for a
contractor, development of sales policy and more.
Today, all these functions fall on the departments of
foreign economic activity and marketing departments
of enterprises. Problems that arise at any of the
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above stages can lead to the refusal of the company
to enter a foreign market. In this regard, it is especially
important to have a clear scientifically sound process
of entering the foreign market, with a competent
distribution of functions and powers between the
various structural units of the enterprise.
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