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MARKETING PREREQUISITES FOR ENTERING THE ENTERPRISE IN THE
INTERNATIONAL MARKET OF INFORMATION TECHNOLOGIES

It is substantiated that for a successful entry into the world market, an information enterprise
needs to solve a number of important issues: to determine the desired and most attractive market
segment that corresponds to the material capabilities of the enterprise; risks; choose the time to market;
assess the scale of market entry; substantiate the way (form) of entering the international market. It is
recommended to build a future strategy of the information enterprise in the international market using
the concept of three horizons: the first horizon reflects the work of the enterprise to further improve the
existing information product; the second horizon reflects the work of the enterprise to find new sources
of profit; the third horizon reflects the capabilities of the enterprise, given the availability of the required
amount of material and intellectual resources, access to international markets with a progressive
information product developed on the basis of the blockchain.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. One of the most important strategic goals of Ukrainian
information enterprises is to enter the international market. At the same time, it should be noted
that this strategic task presupposes continuous work, the results of which are intended to ensure
the readiness of the enterprise to sell the necessary information technologies abroad in a certain
segment of the international market (country, region), taking into account the original
characteristics of this market segment and the level of development of its consumers.

It should be understood that the activity of an enterprise in the foreign market is
distinguished by a significantly higher level of risk (in comparison with the national market)
due to the existing differences in economic, political, cultural, legal conditions, as well as a
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higher state of competition, requirements for the quality of a technological product, its
packaging, labeling, service, etc. You should also be prepared for a higher level of international
marketing research spending.

The international information technology market is currently characterized by a high
level of competition both between individual enterprises and between individual countries, high
dynamics of development and a high degree of science intensity and innovation, consumer
behavior patterns, as well as the specifics of products and services offered in this market. In this
regard, companies operating in the global information technology market are forced to
constantly improve their products, expand the range and quality of services, optimize
production and management processes, as well as use all available resources and tools that
allow them to resist constantly growing competition. The leading role in this process belongs
to the strategy of the company, which not only determines the priority strategic goals of the
company to enter the world information technology market, but also sets the rules for making
decisions in the event of changes in external economic conditions that ensure the required level
of achievement of these goals, and one of such tools is an international marketing that offers a
set of technologies that enable companies to operate successfully in this modern global
competitive market. So, the issues related to the formation of marketing strategies for the entry
of domestic IT companies into the international information technology market are currently
very important.

All these features determine the need and relevance of the scientific study of the
international strategy of information enterprises, detailed and scientifically based planning of
production and commercial activities and the implementation of marketing research on the
international market.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The work of many domestic scientists is devoted to
the study of the theoretical and methodological provisions of international marketing, strategic
marketing planning, marketing strategies and the processes of their formation and practical
implementation, as well as issues on the formation of marketing strategies for Ukrainian
enterprises to enter foreign markets. In the work of S.V. Tyutyunnikova "Theoretical
foundations of the formation of the marketing strategy of domestic enterprises when entering
the foreign market™ defines the principles of the marketing strategy of Ukrainian enterprises in
the foreign market and considers the effectiveness of using an integrated approach to its
formation [1]. In the article by T.V. Spivakovskaya. "Formation of international marketing
strategy" investigated the process of international marketing of an enterprise and proposed a
structural-logical scheme for making strategic decisions on the choice of foreign markets and
segments [2]. In articles Ivashkiv I.R. "Analysis of the main stages of decision-making on the
entry of the organization into foreign markets" and Semenchuk TB "Stages of an enterprise
entering international markets in the context of globalization of the world economy", the main
stages of an enterprise entering international markets were studied as a set of strategic and
organizational and economic decisions aimed at achieving a stable competitive position of an
enterprise, methods for assessing the attractiveness of international markets in a globalized
world economy processes, the stages of an enterprise's entry into international markets are
determined in order to develop effective market strategies [3, 4]. And in the works of Mushtali
V.A. "Substantiation of the marketing capabilities of the enterprise and analysis of the risks of
its activities” and Shapoval A.V. "Marketing tools for an enterprise to enter new foreign
markets" assessed the feasibility of an enterprise to enter a foreign target market, taking into
account potential risks, and investigated marketing tools for entering new foreign markets [5,
6]. The works of P. lichuk "Study of the influence of internal factors on the formation of a
marketing strategy for the internationalization of enterprises™ and Blagun 1.S. "External factors
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of influence on the formation of the marketing strategy of internationalization of enterprises” is
devoted to the study of external and internal factors influencing the formation of the marketing
strategy of internationalization [7, 8], and the work of Shimanskaya L.M. "Assessment of the
impact of characteristics of the external market on the competitiveness of the company's
products” is devoted to the methodology for assessing the barriers that arise when an enterprise
enters new international markets [9]. In the article by V.V. Zinovchuk. "Development and
implementation of an international marketing strategy for a forestry enterprise™ considered
strategic options for the entry of forestry enterprises to foreign markets and proposed an
algorithm for the development and implementation of an international marketing strategy [10],
and the work of N.V. Skidonenko. is devoted to the strategy of airlines entering foreign markets
[11].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. At the same time, a detailed analysis of the above and other [14-26]
scientific studies allow us to conclude that many problematic issues on the formation of
marketing strategies for companies to enter foreign markets have not been studied enough. In
particular, there is ambiguity in the interpretation of marketing strategies in general and
marketing strategies for entering international markets; there is no unified systematic
methodological approach to their formation; issues directly related to the formation of
marketing strategies for companies to enter the international information technology market are
fully covered. All this, taking into account the importance of the development of the IT-industry
for the country's economy and the entry of domestic IT-enterprises into the international
information technology market, emphasizes the importance and relevance of the topic of the
study.

Formulation of the purpose of the article (statement of the problem). The purpose
of the study is to determine the features of the formation of models for the entry of Ukrainian
enterprises to the international market and to substantiate methodological recommendations for
developing a marketing strategy for an IT company to enter the international information
technology market.

Statement of the main material of the research with full justification of the

scientific results obtained. In the context of the development of the processes of globalization
of national economies, an increasing number of enterprises want to develop international
(external) markets in order to strengthen their leading positions in their field of activity. The
entry of the information business into international markets allows attracting new consumers,
reducing the risk of losses, significantly increasing the level of competitiveness of enterprises
and increasing the level of their capitalization. Entry of enterprises to international markets is
an important and responsible strategic decision. Several important reasons affect the adoption
of such a decision, among which the following should be noted:

— the desire of the enterprise to increase the volume of profit and ensure the growth of
its business activity in the conditions of the national market saturated with similar goods and
technologies;

— the desire to increase the level of competitiveness of their products through the use of
intellectual competencies (patents, unique technologies, know-how, a new level of relationships
with consumers, etc.);

— to minimize commercial risks and possible losses during the financial crisis by
introducing enterprises to international markets.

Due to the effective solution of the assigned tasks, there are real opportunities for the
growth of the level of capitalization of the business of enterprises and its resistance to changing
market factors (actions of competitors, legislative changes, etc.).
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The decision to organize a business in another country is preceded by an analysis of the
current situation and development prospects of the company, which is expressed in the
following questions:

— determination of the desired and most attractive segment of the international
information market, which corresponds to the material capabilities of the enterprise, the
possibility of expansion and provides acceptable commercial risks;

— the time to enter the market, determines the presence of the most favorable
opportunities for the enterprise for the development of a new segment of the information
market, and also provides real opportunities for successful competition;

— the scale of entering the market, which largely depends on the availability of material
and intellectual capabilities of the enterprise: an aggressive market strategy (mass market
capture) or an evolutionary market strategy (a gradual increase in the market share of the
enterprise);

— to determine the form (path) of entering the market, i.e. how an enterprise can achieve
the desired goal: create a joint venture, organize one of the forms of exporting its products to
the foreign market, acquire a franchise from one of the companies well-known in the foreign
market, etc.

In Table 1, we present the main tasks of an enterprise striving to enter the world
information technology market, as well as options for their solution and recommendations for
the success of this process.

Table 1 — Tasks of the enterprise to enter the world market and options for their solution

Enterprise objectives

Solution option

Recommendations

Choosing a segment
of the international

Segment of the international
market that presupposes a

The capabilities (resources) of the enterprise
must meet the marketing needs of the

of the selected market
segment)

technologies

market sustainable competitive | segment

advantage
Time to market New market (segment) and | It is recommended to carry out preliminary
(depends on the state | new information | work to prepare the market for the new

information ~ technology.  There are
opportunities to get profitable channels for
technology implementation. It is difficult to
gain a dominant role in the market.

New
traditional
market

technologies in a
but emerging

Evolutionary market development s
recommended (by stages of the technology
life cycle). Leading the market is hard for
innovators

Traditional technologies in
the traditional market

Very quick market conquest s
recommended. Significant material
opportunities are required

Form (path) of
entering the market

Joint venture (risk of high
costs and conflicts with
partners)

Allows you to gain access to parterre
technologies, gain experience from it.
Doesn't allow you to get full control over the
market

Export indirect,

joint)

(direct,

Lack of high costs when entering the
international market. Exports can be
unprofitable with significant customs duties
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Continue tabl. 1
Franchising — transfer to an | Lack of significant costs when entering the
intermediary of a franchise — | international market. Quality control of
the right to conduct business | manufactured products becomes more
under its own trademark complicated
Licensing — transfer of the | Provides a low level of costs for
right to use technologies, | organization and control, the ability to set
patents, etc. to a foreign | your own strict conditions for conducting

company business. Difficulties arise in control, the
uniqueness of the technology is lost
Mergers / acquisitions Due to the use of the resources of the

absorbed enterprise, a quick entry into the
international market is carried out

Source: generated by the authors

It is recommended to build the future strategy of the information enterprise in the
international market using the concept of three horizons (Fig. 1) [17-19].

Profit volume, UAH

) Horizon 3 - Leveraging High-Risk Startups

\ Horizon 2 - new sources of profit in the

external market

Horizon 1 - the results of the main activities of
the enterprise

Business hours

—»
»

Figure 1 — Strategies of three horizons of the enterprise in the international market
Source: built by the authors using [16]

The first horizon reflects the work of the company to further improve the existing
information product, which allows the company to maintain and maintain its market share and
maintain a certain stability of work, as well as ensure consumer loyalty to its brand. At the same
time, it is recommended to take into account to a certain extent the specifics of the consumption
of an information product in different countries (market segments).
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The second horizon reflects the work of the enterprise to find new sources of profit. In
line with the approach proposed by Acer founder Stan Shih in 1992, the greatest added value
to information enterprises comes from patents and technology, and the enterprise brand. Taking
into account the specifics of ICL Service, it is recommended that information enterprises try to
develop new information areas — for example, security, monitoring, video surveillance software
—which may be potential areas of activity in the international market [17].

The third horizon reflects the capabilities of the enterprise, taking into account the
availability of the required amount of material and intellectual resources, entering international
markets with a progressive information product developed on the basis of the blockchain. For
example, it can be smart contracts [18]. The renewed brand and positive reputation of the
company will help it to promote information technologies in the international market and get a
significant increase in profits. Note that in this strategic horizon of the information enterprise
there are significant commercial risks.

We will assume that the formation of appropriate marketing strategies on each of the
three horizons necessarily provides for the stage of analysis and assessment of the
corresponding marketing strategic alternatives in order to select for the further implementation
of such marketing strategies that best match the marketing goals and capabilities of the
enterprise on each of the horizons, its strategic business -units and functional marketing division
in target segments of the international market within the current and future business portfolio
of the information enterprise.

A special role in the formation of a marketing strategy for an information enterprise to
enter the international market should be assigned to the choice of marketing competitive
strategies, which should be considered from the point of view of creating competitive
advantages and ensuring the competitiveness of the enterprise, as well as from the point of view
of its competitive behavior in order to achieve and maintain stable competitive positions.
enterprises on the world market. As competitive strategic alternatives, it is advisable to consider
classical competitive strategies according to the criteria for obtaining a competitive advantage
(price leadership strategy, differentiation strategy, focusing strategy and optimal prices) and
according to the criteria of market position (market leader strategy, Challenger strategy
(candidate for leadership), follower strategy , nichera strategy, etc.) [14, 15].

Considering that in modern high-tech markets those enterprises that have formed their
competitive advantages on the basis of advanced innovative technology, low costs in their
industry and better adaptation to market conditions and needs are successful, as well as the fact
that in these markets it is the information technology that lies at the heart of the creation of
products or the provision of services becomes one of the main sources and tools on the basis of
which competitive advantages are formed, the information technology factor should be the basis
for the formation of appropriate competitive strategies of an enterprise when entering the
international high-tech market. At the same time, the process of obtaining a competitive
advantage in a high-tech market should be described by the following sequential chain:
innovative technology - high consumer value - effective positioning in the target segment of
the foreign market - differentiated offer - to meet the specific needs of consumers [20].

So, to the competitive strategic alternatives of an information enterprise, as an enterprise
of a high-tech industry according to the criterion of creating competitive advantages, it is
proposed to include the corresponding technological strategies characterizing the level of
technology development: the strategy of early technological leadership, the strategy of late
technological leadership and the strategy of technological sequence.

Potential sources of competitive advantages of information enterprises in the modern
high-tech market, which is the global information technology market, are proposed to include:
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— possession of a unique technology (the third horizon of the enterprise), which underlies
the creation of products or the provision of services,

— innovativeness of the offered products or services;

— providing the opportunity to improve the quality characteristics of existing products
or services that are very important to consumers;

— continuous and timely improvement and updating of the range of products or services,
taking into account the requirements of the modern international market.

Achieving success in competition in today's dynamic high-tech markets is a
consequence of the constant search for new, non-traditional sources of competitive advantages
and the use of new integrated approaches to managing the competitive advantages of an
enterprise. In the context of the international information technology market, the
implementation of classical competitive strategies alone is not enough to achieve competitive
advantages of an enterprise. Therefore, it is expedient, in our opinion, to use modern hybrid
(combined) competitive strategies, which, in contrast to classical competitive strategies,
combine low-cost marketing strategies and information product differentiation strategies based
on creating high consumer value. The success of hybrid competitive strategies and a
simultaneous decrease in the effectiveness of classical competitive strategies in the international
information technology market is due to the fact that competitive advantages are inherently
short-lived, supply in the market exceeds demand, there is a steady tendency to evade
competition or change its form and is gaining its development the concept of the uniqueness of
the company and the consumer value of its products [21-23]. In conditions of high rates of
development of the international market of information technologies and copying of
information technologies, direct competition between information enterprises is too expensive
and destructive for the enterprise. Therefore, modern competitive strategies are often directed
towards the formation of future progressive segments of information markets, in which it would
be possible to evade competition.

Considering the concepts of modern marketing competitive strategies, one should also
take into account the innovative concept of intellectual leadership by G. Hamel and K. Prahalad,
according to which marketing efforts should not be limited to meeting existing needs, but
should be aimed at offering such products or services that consumers are still talking about.
don't know. According to G. Hamel and K. Prahalad, the main reason for the success of leading
enterprises in the global information technology market is that they can create new products,
services and even entire industries with the help of intellectual superiority. Thus, these
enterprises create a new market space in which they can dominate competitors, which provides
them with the opportunity to "penetrate” the markets of the future. To achieve this goal, the
information company must also independently form the needs of its potential consumers, thus
creating new markets for itself [12, 15, 24-26].

Conclusions from this research and prospects for further developments in this
area. The study of marketing competitive strategies conducted by the authors allows us to
conclude that in the modern world information technology market, only those information
enterprises can successfully compete that will offer consumers truly unique innovative
information products and information services or create new needs among consumers, thus
creating new market segments (market niches). The final main result of the formation of a
marketing strategy for an information enterprise to enter the foreign market is the creation of
an international marketing complex of the enterprise adequate to the market environment and
the characteristics of the target segments of the foreign market. The main elements of this
complex correspond to separate functional marketing strategies, which are the main marketing
tools of the company and its strategic business units in the target segments of the external
market to achieve the strategic marketing goals of the enterprise.
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Thus, the proposed approach to the formation of a marketing strategy for an information
enterprise to enter the international information technology market is a methodological tool that
allows you to form a marketing strategy for an information enterprise, the implementation of
which will help achieve its strategic marketing goals when entering the international
information technology market.

The use of modern marketing strategies by Ukrainian information enterprises planning
to enter the international information technology market allows obtaining certain competitive
advantages, and the key to the successful implementation of their plans to enter this market is
precisely the presence of a well-founded marketing strategy for entering the international
information technology market, which plays a significant role in this process.
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RIONPUEMCINGY HEODXIOHO Supiumu psao BadCIUsUX NUMAHL: GUBHAYUMU OadCaHull i HalOilbw
npUBAOIUBULL Ce2MEHM PUHKY, SIKULL 8BI0N08I0AE MAMEPIATbHUM MONCIUBOCHIAM NIONPUEMCINEA, PUSUKU,
subpamu 4ac 6Uxo00y Ha pUHOK, OYIHUMU MACUMAabu 6UX00y HA PUHOK, 0OIpYHmMysamu wiisx (hopmy)
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BUX00Y HA MidCHAPOOHUL puHok. Pexomenoosano 6Oydysamu matiOymHuio cmpamezito pobdomu
iHGhopmayitinoeo niOnpueMcmea Ha MIHCHAPOOHOMY DPUHKY 3 BUKOPUCHMAHHAM KOHYEenyii mpbox
2OPU3OHMIG: Nepuwuti  20pu3oHm  8i0obpadicac  pobomy NIONPUEMCMBEA  WOOO  NOOATLULOSO
B00CKOHAIEHHA ICHYIOY020 [HOpMAYitino2o Npooykmy, Opyeull 2opu3onm eidobpascac pobomy
RIONPUEMCINBA 3 NOULYKY HOBUX Odfcepell NpuOymKy, mpemill 20pu3oHm 8i0o0paxdcae MONCIUBOCHLE
RIONPUEMCINGA, BPAXOBYIOYU HAABHICMb HE0OXIOHOI KilbKOCMI MAMEPIANbHUX MA THMELEKMYAIbHUX
pecypcie, 8uxo0y HA MIJCHAPOOHT PUHKU 3 NPOZPECUBHUM THOOPMAYIUHUM BPOOYKIMOM, PO3POOIEHUM
Ha Oa3i O0KYellH.

KirowoBi ciioBa: iH(popMaIliiHi TEXHOJIOT1l, MDKHAPOIHUH PHHOK, MapKETHHTOBI CTpaTerii,
TOPU30HTU PO3BUTKY, PU3UKU
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