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CONCEPT OF INTERNATIONAL ECONOMIC
SECURITY FORMATION BASED ON THE
SYSTEM OF INTERNATIONAL MARKETING

Abstract. The theory of international economic security should directly consider inertia problems, which occur in international
business area through the use of instruments of international marketing, both on theoretical and applied levels.

The purpose of this research is to establish the conceptual scheme of international economic security, which is based on prin-
ciples of international marketing as the basis for modern business processes establishment areas in the world economy in cri-
sis conditions.

When discussing the features of the competitiveness growth ensuring of international business entities (at the level of individ-
ual enterprises, their associations, and at the level of individual countries and globalization associations) with maximum ensur-
ing of international economic security, certain results from such fields of knowledge as general economics, economic theory,
sociology of organizations, educational psychology are used, which allows to explain connection between the theory of inter-
national economic security and the concept of international marketing.

When developing international marketing, it is necessary to take into account a principle of innovative development. Based on
analysis of modern approaches to establishment of international economic security concept, model of modern international
marketing and multi-level mechanism of international business processes management in conditions of globalized economy, it
was found that in conditions of crisis economy there is a complication of international business procedures.

Given scheme of «international economic security» and «international marketing» system interrelation provides an opportunity
to consider it as an independent scientific direction, established in conditions of the world economy globalization processes
intensification, based on the following international marketing principles.
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0. B. InbeHko

KaHanaaT eKOHOMIYHUX HayK, JOUEHT, AeKaH hakynbTeTy MeHeoKMEHTY Ta NOriCTUKH,

HaujionaneHuii asiauiiHui yHiBepcnteT, Kuis, YkpaiHa B

®OPMYBAHHA KOHLEMLII MDKHAPOOHOI EKOHOMIYHOI BE3MNMEKU

HA OCHOBI CUCTEMUN MDKHAPOAHOIO MAPKETUHI'Y

AHoTauifa. Y cTaTTi npoaHanizoBaHo 6araTopiBHEBY CUCTEMY MOKAa3HMKIB OLHKW MpuBabnvBOCTI MiDKHAPOAHOTO PUHKY.
BpockoHaneHo KoHuenTyanbHy CXemy Mi>KHapoAHOI EKOHOMIYHOI 6e3nekn 3 ypaxyBaHHAM B3aEMO3B’'A3KY 3 Mi>KHapOAHUM
MapKeTUHrOM B YMOBaXx HOBUX PU3MKIB, BUKITMKaHUX riobanisauieto CBiTOBOi EKOHOMIKW. LIto cxemy nponoHyeTbeA po3rnAna-
TU AK CaMOCTINHUN HAYKOBMWIA HAMPAM, LLO FPYHTYETbCA HA KOHKPETHUX NPUHLMIAax )oOpMyBaHHA MiXXHAPOAHOr0 MapKeTUHrY.
Knto4oBi cnoBa: mixkHapoaHa eKkoHoMiYHa 6e3neka, MiXKHaPO4HWUIA MapKETUHT, pU3nKu, rnobanisauia.

0. B. UnbeHko

KaHamaaT 9KOHOMUYECKMX HayK, AOUEHT Kadeapbl NOrMCTUKN, AeKaH dhakynbTeTa MEHEOXKMEHTA U NTOTUCTUKM,
HauvioHanbHbIn aBrauyoHHbIid yHuBepcuteT, Kues, YkpanHa

®OPMWPOBAHUE KOHLEEMUWUUA MEXXOYHAPOAHOU BE3OMNMACHOCTHU

HA OCHOBE CUCTEMbI MEXXAYHAPOOHOIO MAPKETUHIA

AHHOTaumA. B cTaTbe npoaHanvavpoBaHa MHOrOypOBHEBAA CUCTEMA NoKa3aTenen OLEHKN MPUBMEKATENbHOCT MeXayHa-
POLHOr0 pblHKA. YCOBEPLUEHCTBOBAHA KOHLENTyaslbHaA CXemMa MeXAyHapoOHOW SKOHOMUYECKON 6e30nacHOCTM C yYEeTOM
B3aVMOCBA3U C MEXAYHapOoAHbIM MapKETUHIOM B YCMOBUAX riobanm3aumm MUPOBON S3KOHOMUKU. JTy CxeMy npeanaraetcA
paccmaTpuBaTh Kak CaMOCTOATENbHOE Hay4YHOE HanpaBfieHne, KOTOpoe 6a3mpyeTcaA Ha KOHKPETHbIX MPUHLUMNax hopMmpo-
BaHWA MeXAyHapoAHOro MapKeTuHra.

KniouyeBble cnosa: MexxayHapoaHasa 3KoOHOMuYeckan 6€30MacHOCTb, MEXAYHAapPOAHbIA MapKEeTUHT, PUCKY, rmobanu3aums.

Introduction. In view of increased risk of entering the mar-
ket to international business entities, in modern conditions of
the world economy development, which features a high degree
of uncertainty and instability, there is a need to ensure the max-
imum connection of the international economic security system
and international marketing system, not formally, as it was in the
pre-crisis period, but consciously and with a certain scientific
approach.

Current interest of the research topic is explained by the fact
that the level of enter the market risk depends on its results, as
well as the quality of ensuring international economic security.
Besides, which is also important in the existing circumstances
of market economy development, the quality of this relationship
affects the probability of winning leading positions in general or
by any criteria in the international market, which is the goal of
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almost every international business entity planning long-term
successful operation in the world market. Therefore, if any enti-
ty of international business (national economy, region or enter-
prise, regardless of the sphere of activity) participates in the
international business process, in conditions of globalization
and internationalization of the world market, there is a need to
intensify the whole mechanism of international marketing which
significantly complicates its functions, especially in crisis econ-
omy when the risk of market operation and participation in any
business processes increases significantly (especially in inter-
national scale).

Brief Literature Overview. Conducted analysis of world
market and individual target markets proved that in order
achieve strategic goals and to solve current problems of the
international business entities it is necessary: to intensify ensu-

11-12(1)’2013



ring the international economic security
with the aim of reducing general risks of
international business activity and
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Consumption

improving the approaches of internation-
al marketing, which allow reducing the
risk of entrance the target markets and Semandifor Spiritual development
operation there for more detailed study goods and of society. Consumer
and research; to analyze and system- services Moral and culture
atize marketing information and knowl- Growth spiritual needs
edge about the interconnections that fERES of the society
exist and suddenly emerge in the world
market; to find the best ways to satisfy
the international level target consumers; Offer of goods Rational ways
to intensify the competitive advantages and:services to mee; the
neeas

of international business entity, taking
into account features and requirements
of market of each national economy indi-
vidually to reduce market risks of opera-
tion of international business entities in
the world market and markets of individ-
ual national economies, which are the
target markets of international business
entity. Many works of modern scientists-
economists and marketers, among
which are Ukrainian: T. Tsyhankova
(2004) [1], V. Novytskyi (2003) [2],
A. Starostina (2007) [3], M. Yankovskyi
(2004) [4], O. Martianov (2005) [5],
Yu. Makohon (2004) [6], O. Bilorus &
D. Lukianenko (2001) [7], I. Lylyk (2007)
[8], V. Vasylenko (2003) [9], O. Kanish-
chenko (2005) [10], as well as foreign:
V. Abchuk (2005) [11], V. Kotylko (2007)
[12], Peter F. Drucker (1992) [13],
R. Bazzel (1993) [14], and others, are
devoted to the issues of study and mar-
ket risks reduction and the role of mar-
keting in solving problems of risks.

The purpose of this research is to
establish the conceptual scheme of
international economic security, which is
based on principles of international mar-
keting as the basis for establishment of
modern business processes areas of
development in the world economy in crisis conditions.

Results. International marketing presents a complex insti-
tutional system that provides interconnection of two major busi-
ness sector spaces in the world economy: production and mar-
ket, which is aimed at ensuring the needs and requirements of
all participants in international business processes both at the
global level and at the level of individual national economy in
order to enhance socio-economic growth of the world econom-
ic system [15, p. 137]. In terms of increasing the penetration of
economic coverage in the orientation of the demands of the
world market is complicated mechanism of selection criteria for
the formation and development of the organization as a pro-
duction and marketing system (Figure 1).

Feature of international marketing and its position in the
overall economic system of the world economy makes it possi-
ble to conclude that international marketing of direct impact on
the effectiveness of the global economy and efficiency of the
functioning of the global economic system, so the role of inter-
national marketing in the global industry further increases in
times of crisis, and the functions of international marketing are
complicating.

Thus, international marketing requires more attention in a
crisis economy, which is the global economy (and in which
countries are more vulnerable and transitional housekeeper)
when inertia on changes greatly enhanced, which manifests
itself at the level of countries with economies in transition, and
which is not possible to eradicate completely. Special attention
is needed when temporal stability in the market when there is a
large inertia about minor changes necessary to preserve the
stability of the permanent position in the market.

Production

Result
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Fig. 1: The model of international marketing
Source: [15, p. 137]

Development of international relations inevitably causes the
intensification of marketing activities of enterprises seeking to
establish fair and adequate international partnership according
to substance and forms. Actually intensification of presence in
foreign market leads to the corresponding marketing tasks and
functions complication [10, p. 40]. The scheme developed by
O Kanishchenko, shows direction of marketing activities com-
plication in the system of international business (Figure 2).

When examining an international marketing, in modern con-
ditions of world business area development, it is necessary to
focus on the fact that the «international marketing» category
cannot be replaced by the export marketing «notion», because
the latter concept is narrower and it is a part of the first. Export
marketing strategy introduction is the first step of any entrepre-
neur in international business.

However, if an enterprise tends to deep penetration into the
global market and international economic relations sphere
expansion, in this case it is necessary to form, develop and
manage the international marketing system, which must be
focused on ensuring the long-term profitability and conquering
stable market positions at the international level.

With strengthening of international economic security in cri-
sis economic conditions there is a need to improve the market-
ing analysis conducting quality and to improve the market
attractiveness parameters estimation accuracy at different sep-
arate levels (mega-, macro-, meso-, and macro levels) which is
considerably complicated in comparison with the similar analy-
sis at the internal level, that is based on the principle of sec-
ondary nature of marketing influence which is active at the level
of establishment of strategy of international marketing. In sup-

ECONOMIC ANNALS-XXI

9



CBITOBE rOCNOAAPCTBO | MDKHAPOAHI EKOHOMI4YHI BIAHOCUHU

ized economy, it was found that

Export Forms of joint enterprise:
- franchising

- cooperation

in conditions of crisis economy
there is a complication of inter-
national business procedures

Direct investing

‘ indirect H direct ):>
A|B|n

o

V™
HEH

under the following conditions:
in conditions of increasing risks
of international business entities

Fig. 2: Marketing procedures complication in international business
Source: [10, p. 41]

Marketing activity intensification

operation; when providing stan-
dard products with personal ser-
vices; when entering the inter-
national market based on
personalization of products
designing; when personalizing
the sale of products, etc. Given
the above mentioned data, we
improved the  conceptual
scheme of international eco-
nomic security, which is based
on the international marketing
principles (Figure 3) as the
basis for establishment of mod-
ern business processes areas
of development in the world
economy in crisis conditions.
Given scheme of «international econom-

Table: Multilevel system of indicators of

international market attractiveness estimation

1% stage of international market attractiveness estimation

ic security» and «international marketing»
system interrelation provides an opportunity
to consider it as an independent scientific
direction, established in conditions of intensi-
fication of processes of the world economy
globalization, based on the following «inter-

Market attractiveness at mega
level — world level .

Mega factors:

international factor markets

international economic relations

condition of world economy development,

o level of transnationalization and regional integration
o factors of national, interstate regulation of

national marketing» establishment back-
ground: world trend to conduct policies of
ensuring independence of states of countries
international combination with simultaneous

Market attractiveness at macro | Macro factors:

level - level of country e political and legal environment
e economic environment

e social and legal environment

e scientific and technical environment

national economies interconnection intensifi-
cation in globalization associations; intensifi-
cation of globalization and integration
processes in the world economic system;
stiff competition in the global market and

Meso factors:
field market capacity
rates of growth of field market

Market attractiveness of at
macro level - level of a .
separate branch

technological requirements
level of competition

seasonal and cyclical fluctuations

product life cycle duration at market

input and output constrains at the market

national economies markets, which are tar-
get markets for international business enti-
ties due to the high saturation of markets in
goods and services, as well as presence of
excessive choice on the part of target con-
sumers; high level of market infrastructure

2nd stage of estimation of attractiveness of international market

development; will of enterprises to expand
foreign markets in order to increase their own

Market attractiveness at micro | Micro factors:
level - levels of a separate | e
company .

company weak points

strong points of a company’s activity

profitability; wide range of consumer’s
behavior in different countries, markets of
which are target for international business

Source: [3, p. 42]

port of the thought of necessity of international marketing to
enhance the afttractiveness of international markets (which is
understood as the economic category that «describes the eco-
nomic relations between entities of international market: cus-
tomers, competitors, suppliers, government authorities —
regarding coordination of their economic interests and neutral-
ization of risks related to the strategies of their operation in inter-
national commodity markets in short-, medium- and long-term
prospects» [3, p. 41-42]), group of authors headed by
A. Starosting offers its own ranking of such factors of all levels
of operation of the world economic system (Table 1) [3, p. 42].

Moreover, when forming the international marketing system,
it is necessary to remember about innovative orientation of the
world economic system, since with development of scientific
and technological progress and the world economy mass inte-
gration almost all markets tend to globalization.

Based on analysis of modern approaches to establishment
of international economic security concept, model of modern
international marketing and multi-level mechanism of interna-
tional business processes management in conditions of global-
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entities; high level of manufacturing coopera-
tion development; internationalization of the
world economy and the world market; the
intensification of globalization and integration processes in the
world economic system.

Conclusions. Thus, when establishing and developing
international business activity to strengthen the international
economic security of international business entities in estab-
lishment of its mission and long-term strategy, it is necessary to
focus on opposition to changes, which is impossible without
development, implementation, management and maintaining of
international marketing.

Thus, the author formed the conceptual scheme of interna-
tional economic security, which is based on principles of inter-
national marketing as the basis for establishment of areas of
modern business processes development in the crisis world
economy.

Developed by the author scheme of «international econom-
ic security» and »international marketing» system interrelation
provides an opportunity to consider it as an independent scien-
tific direction for intensification of processes of the world eco-
nomy globalization, based on the following international marke-
ting paradigm.
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