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Abstract. The article is devoted to the features of external economic activity of the
confectionery industry. It examines the main theoretical aspects of international marketing, and
also provides the results of an analysis of the experience of the largest, most successful companies
in the confectionery industry.
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The relevance of research. Nowadays, the trend of market globalization is becoming one
of the determining factors for the activities of many companies. The competitiveness of an
enterprise is now determined not only by its marketing policy within its own state, but also by its
behavior in the international arena.

For enterprises in the confectionery industry, this problem becomes especially relevant,
since due to the specifics of the market and consumer preferences in different cultures, companies
cannot always count on success using standardized strategies and methods. Based on this, we
posed a research question, which we will answer within the framework of the article: What should
be the marketing strategy of a confectionery enterprise when entering the international market so
that the attempt to enter is crowned with success?

At the same time, by a successful attempt to enter the international market we do not mean
a one-time shipment, but regular work in a specific foreign market, which implies receiving profit
from the company’s work in this direction as a result. As a research hypothesis, we highlight the
assumption that foreign economic activity, organized in the form of export marketing with an
adopted strategy of innovation in the confectionery market, ensures a faster and more sustainable
conquest of international market share.

Ignorance of the peculiarities of foreign markets, laws, rules adopted there, characteristics
of consumer behavior and many other details becomes the main problem of enterprises wishing to
expand their zone of influence. Even the company’s products, which are in great demand in the
domestic market, cannot be guaranteed to be successful in the international market; for each
country, demand will have individual characteristics. In such cases, companies resort to
international marketing to reduce uncertainty.

First of all, it is worth noting that when trying to enter a foreign market, the company moves
to a fundamentally new type of activity - foreign economic activity. In some cases, it may be
fundamentally different from the company’s usual activities in the domestic market and require
more resources and development costs. Foreign economic activity is a combination of production,
economic, organizational, economic and commercial functions of firms.

International marketing is a system of planning, implementation, control and analysis of
activities to influence the market environment and adapt to its conditions in a company that
operates in more than one country. Marketing goals in international business are determined by
the expediency of entering the market of a specific country, determining the characteristics (type,

126




SCIENCE AND INNOVATION
INTERNATIONAL SCIENTIFIC JOURNAL VOLUME 2 ISSUE 12 DECEMBER 2023
UIF-2022: 8.2 | ISSN: 2181-3337 | SCIENTISTS.UZ

price, etc.) of the product being promoted, the features of the marketing program for entry, the
desired results, and the possibilities of developing an adaptable strategy for entering the
international market. All decisions must be made based on a detailed analysis of the environment
and possible risks that the company may face in the new country.

The simplest and most common strategy for entering the international market is exporting.
Export requires minimal capital investment; a global goal regarding the sales market is not always
set. Products are manufactured on-site and are not always upgraded for the export market. Indirect
export is carried out through work with international intermediaries. The investment in this case is
minimal. The risks associated with such an organization of activities are small.

Another option for organizing exports is direct export. In this case, the company creates
special divisions engaged exclusively in foreign economic activities and changes its organizational
structure. In this case, the company’s risks become higher, but this allows you to slightly reduce
product prices by reducing costs and increase your potential income. Next, the company can follow
two paths - working with distribution companies in foreign territories or organizing its own branch
in the territory of the potential sales market. The branch expands the company's capabilities by
organizing local sales in the manner necessary for the company, allowing it to quickly respond to
market challenges. Distributing companies can perform the same functions for the company,
however, for certain payments and commissions.

The last and most interesting strategy for entering the international market is the direct
investment strategy. It involves the creation of assembly or manufacturing branch enterprises on
the foreign market. By organizing production, it is possible in the long term to reduce costs and
production costs due to cheaper labor and lower transport and other variable costs.

By implementing such a strategy, the company retains full control over the enterprise and
its investments, and can develop its production and marketing strategies as it sees fit, achieving its
long-term international goals. The global confectionery market is characterized by the presence of
three main segments according to product classification: sugar products (22%), chocolate products
(35%) and flour products (43%).

The main international confectionery companies are: Mars Inc., Nestle SA, Ferrero Group,
Kraft Foods Co., Hershey Company, etc. In Russia, the United Confectioners confectionery
holding, which includes 19 confectionery enterprises throughout Russia, is actively working with
foreign partners. incl. such giants as “Red October”, “RotFront” and “Babaevsky” and others, as
well as the holding LLC “KDV-Group”. Thus, another way for a confectionery enterprise to gain
market share is to develop a unique product with a unique recipe that the consumer will “fall in
love” with. Based on the results of the work, we can conclude that the hypothesis stated in the
article is partially confirmed. The innovation strategy is indeed one of the most effective, however,
not only the export strategy, but also direct investment can be called successful. This strategy
allows you to see the foreign market from the inside, quickly responding to its needs.
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