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ANNOTATION

Explanatory note to the Qualification Paper «Evaluation of the "Mercedes-Benz"
company international marketing strategy's effectiveness» 78 pages, 14 figures,
9 tables, 52 literary sources.

STRATEGY, INTERNATIONAL MARKETING, EFFECTIVENESS,
AUTOMOBILE MARKET, GLOBAL ECONOMY, SUSTAINABLE
DEVELOPMENT, GREENING

The object of research is the process of forming an international marketing
strategy in the conditions of global economic transformations and challenges. The
subject of research is the "Mercedes-Benz"company's international marketing strategy
and ways to increase its effectiveness in the global automotive market.

The purpose of the Qualification Paper is to characterize and evaluate the
international marketing strategy on the example of an automobile company and to
develop recommendations for increasing the effectiveness of the company's
international marketing strategy.

The theoretical basis of the work is the econometric research of domestic and
foreign scientists. When writing the work, we used the materials of the statistical
collections of the World Bank, the World Association of Automobile Manufacturers,
the European Association of Automobile Manufacturers, and others. We also used data
from the web portals Glacom, DW news, "Economichnapravda”, "Avtosota” and
Mind.Ua.

The scientific and practical significance of the qualification work lies in the
possibility of applying the developed recommendations by car manufacturers in
improving international marketing strategies in the conditions of increasing consumer

demand for ecological products.
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INTRODUCTION

Relevance of the research topic. In today's conditions, international marketing
becomes a necessary condition for the success of companies in foreign markets, as it
orients entrepreneurial needs, requirements and development trends of target markets,
allows for the correct orientation of the company's activities, contributes to
strengthening the competitiveness of companies and forms the basis for conducting an
effective foreign economic policy. In addition, the expansion of globalization processes
and the strengthening of competition increased the need to use international marketing
tools and introduced unique rules of the game on the world market of transport services,
forcing transport companies to respond and adapt to unexpected changes in the market
environment faster. Therefore, determining the essence and features of using
international marketing in the transport business is a relevant topic of research.

Today, the relevance of the use of marketing tools in all industries, spheres of
activity and all markets is undeniable. Marketing is engaged in the search for promising
sales markets, attracting the interests of a target group, increasing the efficiency of
enterprises, strengthening its competitiveness. Marketing in the automotive market is
necessary for solving the practical tasks of attracting consumers, increasing sales
volumes, forming loyalty to a certain car brand and establishing long-term relationships
with clients.

In a competitive environment, international marketing plays an increasingly
important role in managing all the company's activities related to the production and
sale of products. In order to accurately assess the results of an international marketing
strategy and the costs of its implementation, it is necessary to first understand and
define what international marketing is.

The automotive business, like any other, has its own peculiarities. Not only the
dealers who sell the products, but the manufacturers themselves create affection and
loyalty. The brand invests a lot of money in the product range, such as the promotion

of each model. When a customer comes to a car showroom, he already knows what car
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he wants, and it may seem that all the dealer has to do is show, sell and close the deal.
it is difficult to understand the specifics of it components.

The object of research is the process of forming an international marketing
strategy in the conditions of global economic transformations and challenges.

The subject of research is the "Mercedes-Benz'"company's international
marketing strategy and ways to increase its effectiveness in the global automotive
market.

The purpose of the work is to characterize and evaluate the international
marketing strategy on the example of an automobile company and to develop
recommendations for increasing the effectiveness of the company's international
marketing strategy.

In order to achieve the set goal, it is necessary to solve a number of tasks:

- to consider the essence and principles of international marketing;

- to investigate types of international marketing strategies and their
characteristics;

- to provide approaches to evaluating the effectiveness of international marketing
strategies;

- to diagnose the world car production market development trend,;

- to analyse financial and economic performance indicators of Mercedes-Benz
company;

- to evaluate the "Mercedes-Benz" company international marketing strategy's
effectiveness;

- to provide recommendations on ways to improve the effectiveness of the
"Mercedes-Benz" company's international marketing strategy.

The theoretical basis of the work is the econometric research of domestic and
foreign scientists. When writing the work, we used the materials of the statistical
collections of the World Bank, the World Association of Automobile Manufacturers,
the European Association of Automobile Manufacturers, and others. We also used data
from the web portals Glacom, DW news, "Economichnapravda”, "Avtosota” and
Mind.Ua.
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The scientific and practical significance of the qualification work lies in the
possibility of applying the developed recommendations by car manufacturers in
improving international marketing strategies in the conditions of increasing consumer
demand for ecological products.

Approbation of research results. The main theoretical propositions and
conclusions of the qualification work are reflected in the author's publications and
presented in:

1. Beznitska Daria. Increasing the uniqueness of the automobile brand using
emotional marketing. Abstracts of XXIII International conference of higher education
students and young scientists: POLIT. Challenges of sciece today, 2023. pp. 12-13.

2. Polous Olha, Horiunova Kateryna, Beznitska Daria. Transformation of the
automobile sector companies international marketing strategy taking into account
factors of sustainable development. IIpoGieMu CHCTEMHOIO MigXOAY B €KOHOMIII.
Bunyck 3 (92) / 2023.
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CONCLUSION

The qualification work investigated the topic "Evaluation of the effectiveness of
the international marketing strategy of the company Mercedes-Benz" in the current
economic environment.

Mercedes-Benz, one of the most well-known companies producing premium
cars, trucks, and buses, was chosen as the basis for the study. Mercedes-Benz is a well-
known German and British automobile manufacturer that was created in 1926 through
the merger of Daimler-Motoren-Gesellschaft (DMG) and Benz & Cie.

The automotive market is an important part of the global economy and its
development is directly influenced by technological innovation, new market entrants,
and ever-changing consumers.

The industry continues to faces evere global turmoil, not only dueto COVID-19,
but also sodue to many other elements of the global economy. Factors such as the war
in Ukraine have create dan atmosphere of uncertainty and hesitation. And, of course,
the microchip labors hortage is affecting almost every touch point in the automotive
supply chain.

But one of the most important global trends is the industry's focus on electric
vehicle (EV) development, including improved battery performance and expanded
charging infrastructure.

An analysis of trends in the automotive industry shows that China, the United
States, Japan, and India are the leaders in global production. China and Europe have
led the growth in electric vehicle sales over the past five years.

Auto sales are down and auto prices are up. Many expected the autoindustry to
recover from the 2021 pandemic, but that did not happen. In fact, car prices rose nearly
20% year over year from 2021 to 2022, with the average price of a new car in May
2022 at US $47,000, the highest average price on record.

An analysis of Mercedes-Benz's sales situation shows that, on the one hand, sales
increased as key markets recovered from the effects of the coronavirus last year, and

on the other hand, the supply bottleneckin semi conductors worsened. Asa
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result,Mercedes-Benz vehicle sales in2021were lower than in 2020, but never the less
Mercedes-Benz remained number one in several major European markets, especially
Germany, as well as in the premium segment in Korea and Japan.Mercedes-Benz
expects continued strong sales growth.

Considering the entire period under analysis of financial and economic data from
2020 to 2022, we can conclude that the company's management is quite efficient.

Investments in 2022 amounted to EUR 200 million (2021: EUR 200 million),
which was on par with the previous year. This was due to the launch of the new GLC,
the all-electric SUVs (EQS SUV and EQESUYV), and the focus on the production and
development of the new E-Class. Significant funds were also invested in the expansion
of battery production capacity.

Among the cost of sales, Mercedes-Benz's cost of sales fell by 10.3% year-on-
year to €128.7 billion in 2020 and rose by 12.4% year-on-year to €116 billion in 2022
(2021: 103 .2 billion euros). The decrease in cost of sales is due to changes in
production and costs prior to the Covid 19 epidemic. On the other hand, in the segment
of Mercedes-Benz passenger cars and light commercial vehicles, cost of sales is
negatively affected by costs related to the adaptation and restructuring of production
capacities in the global production network. The increase in cost of goods sold was
driven by higher raw material prices, one-time costs paid to suppliers, and additional
costs related to inflation and the supply chain. Daimler Group's value added increased
by €1.5 billion in 2020 to €10.2 billion in 2022, with a return on equity of 25.5% (2021
40.4%). The sad value of the Mercedes-Benz Group increased mainly due to the
positive development of operating income in the industrial business sector. This was
primarily due to an increase in the book value of average inventories and equity
investments, partially offset by an increase in average trade payables.

Indiscussing Mercedes-Benz's international marketing strategy, one can
summarize that Mercedes' main goal is to create the most attractive cars in the world.
To achieve this goal, the company has developed strategies that guide the
implementation of a comprehensive development program in terms of technology and

finance. The company has reviewed these strategies and understands that they include
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achieving new growth targets, introducing new product developments, further
penetrating existing markets, and expanding its customer base through market and
product development. The focused growth strategy supports the company's rapid
growth by aggressively pursuing product/market expansion opportunities.
Underpinning Mercedes-Benz's focused growth strategy is a unique combination of
three key strategic pillars: cost, differentiation, and focus.

With its market penetration strategy in mind, and despite an overall challenging
environment, Mercedes-Benz achieved a record sales volume of 2,382,800 units in
2018. This is the third time in three honest years that Mercedes has become the
strongest premium brand in the automotive market and maintained the best sales
performance in the entire automotive industry, with plans to further expand sales
outside Europe and focus on strengthening its business in China, its largest
international market.

The company is increasingly developing and launching new products. Examples
include the launch of the new EQ brand in 2016, the opening of a new service center
in Kecskemet, Hungary, and plans to equip new cars with four-cylinder engines in
Jawor, Poland, and Kamenck, Germany, in 2019. The company also plans to produce
at least 10 electric vehicles by 2025.

"Mercedes-Benz will be able to maintain its leading market position by using a
cost leadership strategy to efficiently manage the value chain and increase market share
by focusing on the middle class, which in many countries represents the largest
percentage of the overall consumer market.

By using differentiation as a secondary overall strategy, Mercedes-Benz can
improve its ability to differentiate itself from competitors by emphasizing the
uniqueness of its products and expanding its customer base.

By focusing on product attributes, Mercedes-Benz will revise its brand strategy
and continually modify product design and packaging to meet customer psychological

expectations and maximize cost-effectiveness.
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In short, it can be summarized that Mercedes-Benz's main objective in light of
these strategies is to maximize profitability and increase market share in order to

remain relevant and ensure long-term business growth.



73

REFERENCES

1. Bozaenko A. Po3po0Oka Ta peanizaiiisi MApKETHHIOBOI CTpaTerii KOMITaHii Ha
30BHIIIHBOMY PUHKY. Bicnux Xmenvnuyvkoco nayionanvnozo ynisepcumemy. 2020. Ne
6, T.4.C. 150-153.

2. Annual Report 2020 Mercedes-Benz. Official website of Mercedes-Benz.
URL.: https://group.mercedes-benz.com/documents/investors/reports/annual-
report/daimler/daimler-ir-annual-report-2020-incl-combined-management-report-
daimler-ag.pdf (accessed 25.05.2023).

3. Annual Report 2021 Mercedes-Benz. Official website of Mercedes-Benz.
URL.: https://group.mercedes-benz.com/documents/investors/reports/annual-
report/mercedes-benz/mercedes-benz-ir-annual-report-2021-incl-combined-
management-report-mbg-ag.pdf (accessed 25.05.2023).

4. Annual Report 2022 Mercedes-Benz. Official website of Mercedes-Benz.
URL:  URL:https://group.mercedes-benz.com/documents/investors/reports/annual-
report/mercedes-benz/mercedes-benz-annual-report-2022-incl-combined-
management-report-mbg-ag.pdf (accessed 25.05.2023).

5. beoxko C. SWOT-ananiz sk I1HCTPYMEHT YIpaBIiHHS MIKHAPOJIHUM
CIIBPOOITHUIITBOM BHUIIUX HAaBYAIBHUX 3aKkjadiB. [Ipobremu ma nepcnexmusu
exoHomixu ma ynpaeninus. 2020. Ne 4 (24). C. 16-25.

6. Uynaina /[.O., ponosa T.C. AHali3 MapKeTHHIOBOI CTpaTerii MpoCyBaHHS
NPOAYKTY KoMIaHii. Midxxcnapoonuii naykosutl socypuan Scientific Review. 2021. Bu.
4. Ne 76. C. 6-15.

7. Hemunenko C.JI., Hactenko A. ®@akTopu, 110 BIUIMBAIOTh Ha (OpPMYyBaHHS
MapkeTHHroBoi  crparerii. Ctparerii ria00anbHOI KOHKYPEHTOCIPOMOMXHOCTI:
riio0ajabHe MApTHEPCTBO IS CTAJIOTO PO3BUTKY: Matepianu VI Mi>kHapoIHOT HAYKOBO-
npakTuyHoi koHpepeniii. Yepkacu, 2019. C. 142-144.

8. Hyncbka A.P., KysnenoBa K.O. VYmpapiiHHS MIKHApOJHOIO HiSUIBHICTIO

nignpueMcts. Kuig, 2019. C. 153.


https://group.mercedes-benz.com/documents/investors/reports/annual-report/daimler/daimler-ir-annual-report-2020-incl-combined-management-report-daimler-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/daimler/daimler-ir-annual-report-2020-incl-combined-management-report-daimler-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/daimler/daimler-ir-annual-report-2020-incl-combined-management-report-daimler-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/mercedes-benz/mercedes-benz-ir-annual-report-2021-incl-combined-management-report-mbg-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/mercedes-benz/mercedes-benz-ir-annual-report-2021-incl-combined-management-report-mbg-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/mercedes-benz/mercedes-benz-ir-annual-report-2021-incl-combined-management-report-mbg-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/mercedes-benz/mercedes-benz-annual-report-2022-incl-combined-management-report-mbg-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/mercedes-benz/mercedes-benz-annual-report-2022-incl-combined-management-report-mbg-ag.pdf
https://group.mercedes-benz.com/documents/investors/reports/annual-report/mercedes-benz/mercedes-benz-annual-report-2022-incl-combined-management-report-mbg-ag.pdf

74

9. IT'ats TenaeHIM TpaHchopmallii aBToMoO1IbHOI mpomucioBocti. 2018. URL:
https://www.pwc.at/de/publikationen/branchen-und-wirtschaftsstudien/eascy-five-
trends-transforming-the-automotive-industry 2018.pdf (mata 3BEPHEHHS:
25.05.2023).

10. TI'moGanpHe HMOCHIPKEHHS aBTOMOOLIBLHOI MpOoMHUCIOBOCTI. CIOXHUBYI
nepeBaru, KymniBeiabHa MOBEAIHKA Ta CTABJIEHHS O TEXHOJIOrYHMX 3MiH. 2022. C. 18-
20.

11. Hoang T. N., Phu P. P., Chi Ph. D. T. The role of international marketing in
international business strategy. URL.: https://
www.academia.edu/2588463/Global _Marketing_Contemporary_Theory Practice_an
d_Cases (accessed 25.05.2023).

12. I'punienko O.A. [uppoBa ekoHOMIKA: Cy4acHI BUKJIMKH I EKOHOMICTIB Ta
10pUcTiB. Exonomiuna meopis i npaso. 2018. Ne 2(33). C. 77-90.

13. Mamora I. A., He6ab6a H.O., Konicauk A. €. CBiTOBHMH aBTOMOOUIbHHI
PUHOK: CydyacHMHW CcTaH 1 TeHueHmii po3BuTKy. Aepocsim. 2020. URL:
http://www.agrosvit.info/pdf/7 2020/17.pdf (nara 3Bepuenns: 25.05.2023).

14. 1SO 14001 Environmental management for cars. BSI Group. 2021. URL:
https://www.bsigroup.com/globalassets/localfiles/dede/iso-14001/iso-14001-for-
automotive-bsi-web.pdf (accessed 25.05.2023).

15. KuszeBa T.B. CucremHuMil miaxii B CTPaTE€riyHOMY MApPKETHHIY Ta
ympaBiiHHI ~ Oi3Hec-miporiecamu. [IpoOGiaeMu Ta MEpPCHEKTUBH  3a0e3MEUCHHS
CTaOUIBHOIO COL[IaIbHO-€KOHOMIYHOTO PO3BUTKY: 30. Hayk. mpaib JloHenpkoro
JIEp’)KaBHOTO YHIBepcuTeTy ympabiinHs, cep. «Exonomikay. T. XIX, Bum. 309.
Mapiynons, Jou (Y'Y, 2018. C. 77-84.

16. Konemns 4., CaiueBa T. MapkeTuHroBa crpaTerisi HiANPUEMCTBA B
mporieci iHTepHauioHamzamii. FExowomixa i cycninbcmeo. 2021. Ne29. URL:
https://economyandsociety.in.ua/index.php/journal/article/view/548 (nata 3BepHeHHS:
25.05.2023).



75

17. KuszeBa T.B., Kazanceka T.B. MapkeTuHroBa crpareris: BUKIUKH Ta
MO>KJIMBOCTI B yMOBax 1udposizaiii. Exonomika ma cycninocmeo. 2022. Ned6 (2022).
DOI: https://doi.org/10.32782/2524-0072/2022-46-21

18. Kpacoscbka O.FO. OcHoBu ¢opmyBaHHS MIXKHAPOJHOTO MapKETHUHTY B
MIPUEMHHIIBKIA ISIIBHOCTI BITYM3HSHUX (DipM Ha 30BHINIHIX pUHKax. Hayxosi
npayi Mixcpecionanvnoi akademii ynpaeninus nepconanom. Exonomiuni nayku. 2021.
Ne 4 (63). C. 54-59.

19. Jlomentok O.B., T'aman JI.B., TlocoxoB I. M. CyuacHi crtparerii B
MIXXHApPOJHOMY MapKeTUHTy. Bueni sanucku Ynigepcumemy « KPOK».2022. Ne 2 (66).
C. 123-131.

20. Opoxorcbka JILA. I'moGanism Ta reomojiiTuka B a00y TiioOamizaiii.
IIpobremu cucmemno2o nioxooy 6 ekonomiyi. 30ipHuk Haykosux npays. 2020. Bumyck
1 (75). Yactuna 1.C.19-24.

21. Opoxosceka JI.A., Komerap V.I1. Exonoriuni crpaterii THK B xonuemii
CTaJIOT0 PO3BUTKY. [Ipobiemu cucmemunozo nioxody 6 eKOHOMIYi: 30IpHUK HAYKOBUX
npays. 2021. Bunyck 1 (81). Yactuna 1. C.22-28.

22. MaxammenoBa K. MapkeTuHroBl cTparerii BHUXOAY MIJNPUEMCTB Ha
MibkHapoauui puHok. Kuis, 2022. C. 26-33.

23. ITonoyc O.B., Paguenko I'.A., [Tapkep M.O. MapkeTuHroBe JOCIHII>KEHHS
TEHJICHIIH PO3BUTKY CBITOBOTO aBTOMOOITBLHOTO PHUHKY. [Ipobremu cucmemuozo
nioxooy: 360. nayk. npays. Bumyck 3(89)/2022. C. 144-149.

24. Menpnuk JI. JI. MapkerunroBa crpaTeris mOiANpUeMcTBa. Bicnux
XmenbHuybkoeo HayionanvHoeo yHigepcumemy. 2020. Ne 12. C. 213-2109.

25. Mercedes Benz Marketing Strategy Analysis. URL.:
https://bohatala.com/mercedes-benz-marketing-strategy-analysis/ (accessed
25.05.2023).

26. Mercedes Benz unveils electric brand at Paris Motor Show. URL:
https://tribune.com.pk/story/1191273/mercedes-benz-unveils-electric-brand-paris-
motor-show (accessed 25.05.2023).


https://bohatala.com/mercedes-benz-marketing-strategy-analysis/
https://tribune.com.pk/story/1191273/mercedes-benz-unveils-electric-brand-paris-motor-show
https://tribune.com.pk/story/1191273/mercedes-benz-unveils-electric-brand-paris-motor-show

76

27. Iltamenko O.B., Orenko I.II. Metomgonoriudi OCHOBU JOCIIIKCHHS
MIKHAPOHOTO MapKETUHTY BUCOKUX TEXHOJOTIN. Bichux Kuiscbkoeo nayionanbHo2o
VHieepcumemy mexnonoeiti ma ousatiny. Cepis: Exonomiuni nayku. 2019. Ne 3 (135).
C. 27-37.

28.  Official: Mercedes-Benz X-Class - Yes, There's Now A Mercedes Pickup
Truck. URL: https://www.autoweek.com/news/al826181/mercedes-benz-x-class-
luxury-pickup-goes-live-cape-town/ (accessed 25.05.2023).

29. TTonoyc O.B., I'pebenbuuk O.A. ExororiuHa moBeJiHKa CIOKMBaya SIK
npaiiBep (¢GopMyBaHHS COIIaJIbHO BIAMOBiAATbHOrO O13Hecy. EkoHomika Ta
CYCH1JIbCTBO. 2022. Bur. 46. URL:
https://economyandsociety.in.ua/index.php/journal/article/view/2086. DOl:
https://doi.org/10.32782/2524-0072/2022-46-62

30. [Tonoyc O.B. ®opmyBaHHS pUHKOBOI'O MOTEHII1ATy EKOHOMIYHUX CUCTEM Ha
OCHOBI1 KOHLIETITYaJIbHUX 3aca]l IMPKYJSIpHOI eKoHOMiKH. KoMepiiianizaliisi IHHOBaLIiif:
3aXHMCT IHTENEKTYyaIbHOTO KamiTaly, MApKETHHT Ta KOMYHIiKallii : MoHorpadis / 3a 3ar.
pell. KaHa. eKoH. HayK, fo1l. JI. FO. Carep, kana. ekoH. Hayk, go1l. JI. O. Curuau. Cymu:
CyMchkuil nepxaBHuid yHiBepcuteT, 2022. 363 c.

31. Kniazieva Tetiana V., Orochovska Lyudmila A. Ecological marketing in the
paradigm of sustainable development: theoretical and methodological aspect.
Mexanizm pecymosanns exonomixu. Nel (99). 2023. C. 17-22.

32. IMnotuunpka C.I. Ctpareris BuUxoay Oprasizaiii Ha MiKHAPOJHI PUHKHU:
KOHCIEKT Jekiii. Xapkis, 2020. C. 8-10.

33. KuszeBa T.B., Anexceenko [.M. MapkeTruHroBa crTpaTerisi pO3BUTKY
COIllaJIbHOTO MiANpUeMHUNTBA. [IpobaeMu cucTeMHOro miaxoay B eKoHoMmill. Bur. Ne
1 (81),2021. C.86-92.

34. CmepiueBchkuit C.D., [Tonoyc O.B., Paguenko I'.A. MapKeTHHT «3eICHUX»
TEXHOJIOT1M: 1HHOBALIMHI CIOXHWBYl MOTPEOM Ta IHTENEKTyali3alis J0JIChKOro
kamitany. CydacHWd MapKeTHHT: TPEHAM, 1HHOBAIlli, IHCTpyMEHTH: MoHorpadis /
[Pomar €. B., babauenko JI. B., baropka M. O., binotkau I. A. Ta in.]; 3a 3ar. pex. €.
B. Pomara ta C. ®@. CmepiueBcbkoro. Kuis.: Ctyanentp, 2021. 308 c.


https://www.autoweek.com/news/a1826181/mercedes-benz-x-class-luxury-pickup-goes-live-cape-town/
https://www.autoweek.com/news/a1826181/mercedes-benz-x-class-luxury-pickup-goes-live-cape-town/
https://economyandsociety.in.ua/index.php/journal/article/view/2086

77

35. Ilpurapa O., Kypuno B. MexaHi3Mm po3poOKu cCTparerii cermeHTarii
MDKHAPOJIHOTO PUHKY. Exonomiunuii ananiz. 2020. Bun. 30. Ne 1 (1). C. 166-182.

36. Ilramenko O.B., Jlutopuenko 1. B., I'puroposa HO.B. 3miiicHeHHs
MIKHAPOJHOT MapKETHHTOBOI AISNIBHOCTI B CyYaCHHUX yMOBax riobainizarii. BicHuk
Kuiscbkoco Hayionanenoco yHigepcumemy mexuonoeiu ma ouzatny. Cepis
Exonomiuni nayxu. 2020. C. 103-110.

37. Ilramenko O.B., Kym .M. Crparerii MDXHaApOAHOTO MapKETHHTY
TpaHCHAIIOHAIBHUX KOPTIOpalliii B yMoBax riobam3aiii. Bicnux CxioHoyKkpaincbko2o
HayioHanvbHo2o yHisepcumemy imerni Bonooumupa [lans. 2020. Ne 6 (262). C. 93-96.

38. Kazancpka O.0., Paguenko I'.A., Uepnosa K.A. PeOpenaunr sik iHCTpyMEHT
3MmilHeHHs Openny. Hayka i mexnika cboeooni (Cepis « Ekonomikay). Ne 12(12). 2022.
C.47-57.

39. Casina €.B. cyyacHi TeHJeHIII1 PO3BUTKY PUHKY PO3KOIIHUX aBTOMOOLIEH
SK CBITOBOI €KOHOMIYHOI 1HTErpauli riodajibHa €eKOHOMIYHA 1HTEerpallisi: cTpaTerivHi
MOTHUBH, popmaTH, HallloHaIbHI iHTepecHu. Kui, 2021. C. 477-480.

40. Inmumuk C. B. MapkeTHHTOBUM IIJIaH 1 MapKETHHTOBA CTpaTerisi — HOBI
migxoau. 30ipHuK Te3 gomosiaei I MixHapogHOT HAYKOBO-IPAKTUYHOT KOH(DEpeHTIii
«Tpanchopmarrist 6i3HeCy A CTAIOTO MalOYTHBOTO: JOCIIKEHHS, [T POBi3allis Ta
iHHOBauii». Teprnonins, 2022. C. 80-82.

41. llrans T.B., Ko3y6 B.O., HaxmeroB A.H. ®opmyBanHS MiXXHapOIHUX
MapKETHHTOBUX CTpaTerid BUXOJy KOMIIaHIi Ha 30BHIIIHINA PUHOK. Bizuecinghopm.
2018. Ne 1. C. 345-351.

42. CmepiueBcekuii C.®., Kuszera T.B., Konoymkin FO.I1., ITetposcrka C.B.,
Cibpyxk B. JI. Mixkxnapoauuii MapkeTyHr: HaBd. nmocionuk. Kuis: HAY, 2019. C. 164.

43. Crans T.B., Acraxona [.€., Ko3y0 B.O. MixHapogHuii MapKeTUHT. XapKiB:
2019. C. 15-20.

44. Cuntyx P.P. ®opMyBaHHs Ta aHaI13 CTpaTerii M>KHAPOHOT KOMIAHIi: JUC.

Tepnomnins, 2021. C. 12-21.



78

45. Icropisa Mercedes: BiJ TPUKOJIICHOT CAaMOXI1JIKH JIO PO3KIIIHUX aBTOMOOLTIB.
URL:  https://welovebrands.com.ua/brandomania/mercedes/ (mara  3BepHEHHS:
25.05.2023).

46. Odimiitamii caiit komnanii Mercedes-Benz. URL: https://www.mercedes-
benz.ua/?group=all&subgroup=see-all&view=BODYTYPE (mata  3BEpHCHHS:
25.05.2023).

47. Hurankosa T.M. Mixunapoanuii mapketusr: Hapu. nocionuk. Kuis: KHEY,
2018. 300 c.

48. BoBuancbka O.M. OCHOBHI J€TE€PMIHAHTU PO3BUTKY CBITOBOIO
aBTOMOOITBHOTO PUHKY. Hayxoeutl midgicnapoonuti scypuan «lmmepnayxay. Cepis:
«Exonomiuni HAYKUY». 2020. URL: https://www.inter-
nauka.com/uploads/public/16082316199464.pdf#page=89 (mara 3BEPHCHHS:
25.05.2023).

49. CwmepiueBchkuit C.®., 3aunapunin C.A. MapkeTuHroBa crpareris
MPOCYBaHHS 1HHOBALIMHUX MPOAYKTIB. MapkeTHHr 1 mudpoBi TexHosuorii. 2022, Tom
6, Nel. C. 21-31.

50. fcincpka M. 3HaueHHA MapKETUHIOBHUX CTpaTeriii B puHKoBuX ymoBax. III
MixHapogHa HayKOBO-TIpakTH4YHA KOHGepeHIliss «L[iHHICHI OpIEHTH B Cy4aCHOMY
CBIT1: OPETUYHMIA aHaJi3 Ta MpakTUYHUM AocBim». Tepnomnins, 2021. C. 110-113.

51. €midanosa 1., JIxemkyna B., Hagomeuuii O. [lnanyBanHsS B cucTemi
yrnpasiiHHs. BicHuk XMeIbHHUIILKOTO HallloHaJIbHOTO yHiBepcuteTy. 2021. Ne 1. C.
139.

52. Polous Olha, Horiunova Kateryna, Beznitska Daria. Transformation of the
automobile sector companies’ international marketing strategy taking into account
factors of sustainable development. [IpobieMu cucTeMHOTO MAXOMY B €KOHOMIIII.

Bunyck 3 (92) / 2023.



