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Bogma O. S., Silakova H. V., Vialets O. V. The Impact of European Integration on the Marketing Security
of Domestic Business

In modern conditions of the economic management, ensuring the marketing component of economic security, which is responsible for the demand for products
in the market and the possibility of successful market activities of enterprises, is extremely important, especially in the context of activation of the process of
the European integration of Ukraine, which will have huge transformational consequences for both the country and its business. The purpose of the article is to
systematize the positive and negative consequences of the influence of the European integration process on the marketing component of the economic security
of business in Ukraine as the central link of the national economic system. In the theoretical and methodological plane, the interpretation of the marketing
component of the economic security of an enterprise from the point of view of individual authors was studied, which made it possible to formulate the authors'
own elaboration as to the definition under study. Based on the use of the system approach, the possibilities and threats of the European integration of Ukraine
regarding the impact on the marketing security of domestic enterprises in the context of the main elements of the marketing conception “4P” are considered:
product, price, place (place in the market), and promotional. The opportunities and threats of European integration for the marketing security of domestic busi-
ness in the context of the people element (people, consumers, and staff) are considered, and the advantages of market activity by domestic enterprises through
the implementation of the European integration strategy by Ukraine are studied. The need for further implementation of pro-European reforms by Ukraine is
determined for full-range use of the advantages of the European integration process by domestic business. A promising direction for further research is the
improvement of marketing strategies and tactics used by domestic business in the conditions of functioning “up to European standards”.

Keywords: European integration, enterprise marketing security, business, 4P marketing conception, European market, opportunities.

Bibl.: 12.

Bogma Olena S. - D. Sc. (Economics), Professor, Professor of the Department of Economics and Finance of Company, State University of Trade and Economics /
Kyiv National University of Trade and Economics (19 Kioto Str., Kyiv, 02156, Ukraine)

E-mail: bogma_e_s@ukr.net

ORCID: https://orcid.org/0000-0002-5637-6010

Researcher ID: https.//www.webofscience.com/wos/author/record/AAT-2728-2020

Scopus Author ID: https.//www.scopus.com/authid/detail.uri?authorld=57221419835

Silakova Hanna V. — PhD (Economics), Associate Professor, Associate Professor of the Department of Economics and Finance of Company, State University of
Trade and Economics / Kyiv National University of Trade and Economics (19 Kioto Str.,, Kyiv, 02156, Ukraine)

E-mail: h.silakova@knute.edu.ua

ORCID: https://orcid.org/0000-0002-8083-5600

Researcher ID: https://www.webofscience.com/wos/author/record/3103688

Scopus Author ID: https.//www.scopus.com/authid/detail.uri?authorld=57221420842

Vialets Oksana V. — PhD (Economics), Associate Professor, Deputy Director of the Institute of Post-Diploma Training of the National University of Food Technolo-
gies (8a Estonska Str., Kyiv, 03190, Ukraine)

E-mail: fedorova_oksa@ukr.net

ORCID: https://orcid.org/0000-0003-0708-2638

Researcher ID: https://www.webofscience.com/wos/author/record/ABF-4627-2021

Scopus Author ID: https.//www.scopus.com/authid/detail.uri?authorld=57221416825

Y/IK 339.922(477):061.1€C:339.138
JEL: FO2; F15; M31

Boema 0. C., Cinakoea I B., B’aneyp O. B. Bnnue esponelicoKoi inmezpayii Ha MapkemuHzoey be3neky 8imyu3HAHo20 bi3Hecy
Y cy4acHux ymosax 20cno0aptosaHHs 3abe3nedeHHs MapKemuH2080i CKAadosoi eKOHOMIYHOI be3neKu, SKa 8idnogioae 3a 3ampebysaHicmb NPOOYKUI puH-
KOM | MOX1uBOCMI IPOBAGMEHHSA YCMiWHOI PUHKOBOI DisnbHOCMI NidNpueMcms, € Ha038UYAlHO aKMyanbHUM, 0c0bAUBO 8 YMOBAX aKMusi3ayii npoyecy
esponelicokoi iHmezpayii Ykpaiku, ska mamume 8eauyesHi mparcopmayiliHi Hacaioku sk 08 KpaiHu, mak i 04 ii 6isHecy. Memoto cmammi € cucmemamu-
3ayiA NO3UMUBHUX | He2amUBHUX HacnioKie enaugy mpoyecy esponelicokol iHMezpayii Ha MapkemuHzo8y cknadosy ekoHoMiuHoI be3nexu bisHecy 8 YKpaiHi
AK UeHMPAbHOI AAHKU HAYIOHAbHOT eKOHOMIYHOI cucmemu. Y meopemuko-memoOuYHili naowuHi 00caioxeHo MpakmysaHHs MapKemuH2080i CK1ad0soi
eKoHOMIYHOI be3neku nidnpuemcmea 3 noensdy oKpemux asmopie, Wo 00380/1U/0 OPMY/I0BAMU ABMOPCbKE 8U3HAYEHHA 00CAiOMY8aHoi OediHiyii. Ha
0CHO8I BUKOPUCMAHHA CUCMeMHO20 Mi0X00y Po32AAHYMOo MOXIUBOCMI ma 3a2po3u esponelicekili iHmezpauii Ykpaiu wjodo enaugy Ha mapkemuHaoey be3-
ey 8imyu3HAHUX MIONPUEMCME Y PO3Pi3i OCHOBHUX eneMeHmie MapKemuH2080i KoHuenuii «4P»: product (mosap), price (yiHa), place (micue Ha puHKy) ma
promotional (npocysaHHs). Po3enaHymo moxciusocmi ma 3aepo3u esponelicekili iHmezpayii 013 mapkemuH2080i be3neku 8im4usHaHo20 bisHecy 8 po3pisi
enemermy people (n0du, croxusavi, nepcoHan) ma gus4eHo nepesaau 30ilicHeHHA PUHKOBOI QifibHOCMI 8iIMYU3HAHUMU NIONPUEMCMBAMU 30 PXYHOK pe-
anisayii Ykpaidoto cmpamezii espoikmezpayii. BcmaHosneHo HeobxioHicme nodanswoi peanizayii YkpaiHoto npoesponelicekux pegopm 044 No8HOUIHHO20
BUKOPUCMAHHA 8iMYU3HAHUM Bi3Hecom nepesae npoyecy esponelicbkoi iHmezpayii. llepcnekmugHUM HaMPAMKOM M00aAbWUX 00C/iOHEHb € B0OCKOHA/EHHSA
BUKOPUCMOBYBAHUX BIMYU3HAHUM Bi3HECOM MAPKemUH208UX cmpamezili i maKMUKU 8 yMoBax hyHKUiIOHyBaHHA «3a e8ponelickumu cmaHOapmamu».
Kntovoei criosa: esponelicoka iHmezpayis, mapkemuHeoea be3neka nionpuemcmaa, 6i3Hec, MapkemuH208a KoHuenuyis «4P», esponeliceKull pUHOK, MOXIUBOCMI.
bi6n.: 12.

BISBHECIHOOPM N97 '2022 197

www.business-inform.net

MEHEDKMEHT | MAPKETUHT

EKOHOMIKA



MEHEDKMEHT | MAPKETUHT

EKOHOMIKA

Boama OneHa CepeiigHa — doKMoOp eKOHOMIYHUX HAYK, Npogecop, npogecop Kaedpu eKoHOMIKU ma iHaHcie nidnpuemcmea, JepxasHuli mopzosensHo-
eKoHomiYHULl yHisepcumem / Kuigcokuli HayioHanbHul mopaosensHo-eKoHoMIYHU( yHisepcumem (syn. Kiomo, 19, Kuis, 02156, YkpaiHa)

E-mail: bogma_e_s@ukr.net
ORCID: https://orcid.org/0000-0002-5637-6010

Researcher ID: https://www.webofscience.com/wos/author/record/AAT-2728-2020

Scopus Author ID: https://www.scopus.com/authid/detail.uri?authorld=57221419835

Cinakoea [aHHa BimaniieHa — KaHOUOaM eKOHOMIYHUX HayK, doueHm, doueHm Kaghedpu eKoHOMIKU ma giHaHcis nidnpuemcmea, [epxcagHuli mopzosensHo-
eKoHomiYHU(l yHisepcumem / Kuigcokuli HayioHanbHul mopaosensHo-eKoHoMIYHU( yHigepcumem (syn. Kiomo, 19, Kuis, 02156, YkpaiHa)

E-mail: h.silakova@knute.edu.ua
ORCID: https.//orcid.org/0000-0002-8083-5600
Researcher ID: https.//www.webofscience.com/wos/author/record/3103688

Scopus Author ID: https://www.scopus.com/authid/detail.uri?authorld=57221420842
B’aneyb OKcaHa BikmopieHa — KaHOUOam eKoHOMIYHUX HayK, 00UeHm, 3acmynHUK dupekmopa IHcmumymy nicasdunaomHoi oceimu HauioHansHo20 yHieep-

cumemy xap4osux mexHosnoeiti (8yn. Ecmoncoka, 8a, Kuis, 03190, Ykpaika)
E-mail: fedorova_oksa@ukr.net
ORCID: https://orcid.org/0000-0003-0708-2638

Researcher ID: https://www.webofscience.com/wos/author/record/ABF-4627-2021
Scopus Author ID: https://www.scopus.com/authid/detail.uri?authorld=57221416825

odern macroeconomic conditions for the ac-

tivities of domestic enterprises against the

background of the impact of the global Co-
vid-19 pandemic, the unstable political and economic
situation, the full-scale invasion of the russian federation
and the imposition of martial law in Ukraine form the
maximum level of uncertainty and riskiness in the imple-
mentation of economic activities of domestic business,
complicate the possibilities and worsen the prospects for
its development. At that, in order to ensure and maintain
a constant pace of economic development, sustainable
competitive advantages and a strong competitive posi-
tion in the market, the necessary and sufficient level of
economic security, any enterprise should take into ac-
count the unpredictability and volatility of the external
market conditions of activity, and quickly adapt to the
changes that have taken place.

The above consideration brings to the fore the
problem of ensuring the marketing component of the
economic security of domestic business, which is re-
sponsible for the demand for products in the market, the
possibility of successful market activity of the enterprise
in conditions of objective uncertainty and volatility of the
business environment, reduces the economic risk, in-
creases the market capitalization of the enterprise.

Today, enterprises actively use the marketing com-
plex as a means of competition, stability and a sustainable
position in both the national and the world markets. It
can be said without exaggeration that modern marketing
is the philosophy of modern business [1, p. 176].

It should also be noted that the current situation in
Ukraine actualizes and activates the process of its Europe-
an integration, which will have huge transformational geo-
political, social and economic consequences both for the
country itself and for domestic business in particular, con-
cerning the aspect of opportunities to ensure and strength-
en marketing security. Thus, on the one hand, the war with
russia, lingering for sixth months, caused a super-powerful
devastating blow to all spheres and sectors of the national
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economy, at the same time it prompted the countries of the
European Union (EU) to intensify geopolitical efforts and
significantly accelerated the process of the European inte-
gration of Ukraine, in particular, in June the status of a can-
didate was received, which officially launches the process of
our country gaining the EU membership.

In such conditions, the expediency of studying the
influence of the European integration process on the
level of marketing security of domestic business as the
central link of the national economic system is actual-
ized, especially taking into account the desire of domestic
enterprises to expand their own presence and acquire the
status of active participants in the European and interna-
tional markets.

The role of European integration in ensuring the
economic security of Ukraine at different levels is studied
by such domestic scholars as: I. Babets, I. Bulakh, Z. Gbur,
L. Kormich, A. Stavitsky, L. Tushinskaya, A. Shimanskaya
and others. The issues of formation and strengthening of
the level of the marketing component of the economic se-
curity of domestic enterprises, in particular, in the context
of the implementation of the European choice of Ukraine,
are studied by such domestic scientists and economists
as: N. Yurkiv, S. Vasylchak, N. Struchok [1], D. Asamoah-
Cheremeh [2; 5], 1. Boyko [3], T. Krakhmalova, V. Loiko [4],
S. Matyukh [5], T. Romanchik, A. Romanchik [6] and oth-
ers. The carried out analysis of the scientific economic liter-
ature proves the need for additional research to identify the
impact of the European integration of Ukraine on the level
of marketing security of domestic business, the opportuni-
ties and threats of the marketing component of economic
security of domestic economic entities in the conditions of
the formation of the European economy in Ukraine.

Statement of the purpose of the article — studying
the essence and content of the marketing security of en-
terprise and summarizing the positive and negative con-
sequences of the influence of the European integration
process on the marketing component of the economic
security of business in Ukraine.
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he greater the uncertainty and riskiness of the ex-

ternal and internal conditions of the functioning

of the enterprise are, the more attention should
be paid to ensuring marketing security by the enterprise
in question. Therefore, we consider it expedient to find
out the essence and content of the enterprise's marketing
security as the first step.

Thus, T. Krakhmalova and V. Loiko consider the
marketing security of enterprise as a state of protection
of an enterprise from an inefficiently chosen model of be-
havior in the market, errors in the commodity and mar-
keting policy, pricing policy, and identification of non-
competitive products [4]. T. Romanchik and A. Roman-
chik interpret the marketing security of enterprise as an
integral element of economic security, a system for iden-
tifying, analyzing and preventing threats coming from in-
ternal and external elements of the enterprise marketing
complex [6, p. 57].

D. Asamoakh-Cheremekh and S. Matyukh consider
it as a component of the economic security of the enter-
prise, which, through the use of appropriate tools, is able
to maintain demand for products, adjust the behavior
of the enterprise in the market and, as a result, contrib-
ute to obtaining a certain financial result [5, p. 50]. Also
D. Asamoakh-Cheremekh emphasizes that the market-
ing component in the system of economic security plays
a significant role and is responsible for the formation of
an optimal marketing environment, which provides for
the development of sustainable supply chains, ensuring
the effectiveness of the enterprise's marketing policy in
the context of ensuring the economic security of the en-
terprise [2, p. 132].

In turn, I. Boiko considers marketing security as
the ability to ensure the choice of the right strategy for an
enterprise in the market of goods and services in which
the enterprise operates, and to promote the product [3,
p. 58].

aking into account the carried out analysis, we

believe that marketing security as an element of

the economic security of an enterprise is a state
of protection of the marketing activity of an enterprise,
providing opportunities for preventing the occurrence,
minimizing and overcoming the consequences resulting
from the internal and external threats caused by its mar-
ket activities, the ability to most effectively materialize
priority market interests based on the effective use of the
resource potential of the enterprise, providing opportu-
nities for successful and efficient functioning of the en-
terprise, increasing its competitiveness and sustainable
development in the long term.

Taking into account the above definition, let us
move on to the analysis of the impact of the process of
the European integration of Ukraine on the marketing
security of domestic business.

Thus, European integration is seen as the formation
and further strengthening of ties with European countries
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at all levels — interstate, interregional, between individual
economic entities, having a complex nature — economic,
political, social, cultural, etc. [7, p. 113] and is a logical
consequence of Ukraine's desire for a civilized State of law
and the development of a democratic society [8, p. 756],
the priority of the Ukrainian authorities, a reflection of
the will of the Ukrainian people and the chosen strate-
gic course of Ukraine towards the formation of a market,
united with the EU and the common European space,
pursuing a common foreign policy, also the relevant se-
curity and defense policy (which is a guarantee of the sov-
ereignty and territorial integrity of Ukraine), free move-
ment of citizens, convergence at the level of the legislative
framework and obtaining full rights membership in the
European Union, along with building "Europe in Ukraine".

As noted by a team of researchers [8, p. 753], the
European choice opens up new prospects for coopera-
tion between Ukraine and the developed countries of the
world, economic development, social progress, imple-
mentation of national interests, building an economically
developed and democratic State, strengthening positions
in the world system of international relations and the in-
ternational coordinate system.

e note that, on the one hand, the impact of the

implementation of the European integration

strategy of Ukraine on the marketing security
of domestic enterprises will provide qualitative changes
in the marketing activities and marketing environment
of enterprise along with the formation of an aggregate of
possible positive consequences regarding the formation,
strengthening and development of marketing security.
On the other hand, Ukraine's entry into the European
economic space can not only give a favorable impetus to
strengthening the marketing security of domestic busi-
ness, but also generate additional threats to the market-
ing security of domestic enterprises.

So, considering to the main element of the mar-
keting conception “4P” — product (goods, service) — as a
result of European integration, domestic enterprises can
get the following main opportunities:

+ overcoming technological backwardness through
the information and technological interchange
between enterprises (including in knowledge-
intensive industries), access, implementation
and rapid diffusion of new technologies through
increased international cooperation, as a result
of which, in particular, it is possible to expect an
increase in the output of products with a higher
added value, an increase in the quality and safety
of products (services), a reduction in the cost
of production and transportation of products
(which, accordingly, will positively influence
the “4P” element of place (place on the market),
which in the end will contribute to strengthening
the competitive advantages of domestic enter-
prises, increasing the level of competitiveness of
goods and the domestic producers themselves;
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+ liberalization of trade relations, free movement
of goods (without customs and other restric-
tions) and services and the opening of new mar-
kets, which will lead to the expansion of foreign
economic activity of domestic business and
the growth of trade flows (volumes of exports
of goods and services), in which the European
Union will continue to be the main market for
domestic products and will remain the main stra-
tegic trading partner of our country in the long
term, which, in particular, will contribute to a
positive domestic trade balance. Also, domestic
business can hope for access to the market of
State orders in European countries;

+ harmonization of national and international
standards for production and product quality,
phytosanitary standards, which will help expand
the access of the goods and services of domestic
business to the markets of third countries;

+ strengthening the positions of domestic produc-
ers in the domestic and foreign markets by in-
creasing the quality and competitiveness of prod-
ucts (services), obtaining the relevant European
certifications.

long with this, in the event of a negative scenario

for the European integration of Ukraine, there

is a risk that the most attractive segments of the
domestic economy will fall under the influence of inter-
national transnational corporations, which will force out
the stagnation of domestic enterprises, while this will
increase their dependence on international TNCs. Ac-
cordingly, the consequence of competitive intervention
for most domestic enterprises will be a drop in income
and the loss of a part of the domestic market, along with
this, tariff quotas in foreign markets will lead to a reduc-
tion in exports and limit the income of domestic enter-
prises from export operations. Thus, in the context of the
product element of the marketing conception “4P”, most
domestic businesses will face a drop in demand for their
products [7, p. 117]. It should also be taken into account
the risk of loss of competitiveness of certain sectors of
the domestic economy due to incomplete (partial) com-
pliance with European standards and requirements, as
well as the fact that a high level of competition in the Eu-
ropean market may make it difficult to enter new markets
for domestic businesses, along with the lack of certifica-
tion of products according to international standards for
many domestic enterprises.

Considering the element of price of the marketing
conception “4P”, the implementation of the European
choice of Ukraine can create an opportunity to sell do-
mestic products on the European market at higher prices.

Along with this, one should take into account pos-
sible difficulties with the transition to the European price
level, in addition, the very existence of a significant dif-
ference between prices in the domestic and European
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(international) markets, there is a risk that domestic pro-
ducers will be interested primarily in the export of goods
(products, services, raw materials), as result there may be
a lack of certain types of products or, above all, resources
in the national market (for domestic producers).

It should also be taken into account that already
now, as part of supporting the European integration
course of Ukraine in the conditions of a full-scale in-
vasion of the russian federation and the declaration of
martial law, the European Union will not impose import
duties on Ukrainian goods for a year, which will allow do-
mestic business save tens of millions of dollars [9]. This
proposal also provides for the suspension for one year of
all EU anti-dumping and safeguards measures on Ukrai-
nian steel exports. These steps are designed to help in-
crease Ukraine's exports to the EU and alleviate the diffi-
cult situation of Ukrainian producers and exporters [10].

n the course of further deepening the process of Eu-

ropean integration, the establishment of zero import

duties by the EU on goods covered by tariff quotas
will also contribute to the sale of products of domestic
producers in foreign markets at competitive prices, while
it should be taken into account that, supplied to Euro-
pean and third countries, domestic products will be of
higher price than on the territory of Ukraine.

Considering the element of the marketing concep-
tion “4P” — place (place in the market), one can positively
estimate the integration of our country into the transport
and logistics system of the European Union, which in-
cludes the entire process of delivering goods by various
modes of transport through a network of international
transport corridors and logistics centers in compliance
with established deadlines and quality shipping. Thus,
in particular, the integration of the transport complex of
Ukraine into the pan-European and world transport sys-
tem through the development of international transport
corridors can ensure the improvement of transportation
technologies, the transport infrastructure of the country
as a whole, and the formation in Ukraine integrated logis-
tics chains capable of delivering products to consumers
faster, on time and at minimal cost [11, p. 57], reducing
the cost of transporting the goods and logistics costs,
improving the quality of logistics services to consumers,
more ample opportunities to establish cooperation be-
tween domestic producers and new distributors.

Considering the promotional element of the mar-
keting conception “4P”, as a result of the deepening of the
European integration processes, domestic producers can
expect to expand the geography of communication, but
there is a risk of the need to complicate the promotion
strategy and increase marketing costs and reduce brand
loyalty among the target audience.

In terms of the people element (people, consumers,
staff), by improving the quality and standard of living at
the level of European well-being and increasing the pur-
chasing power of the population, domestic business can
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expect an increase in demand for goods and services in
the domestic market. Thus, in particular, economic inte-
gration will make it possible to use EU regional develop-
ment funds, European structural funds and the EU pro-
grams for an accelerated transition to a higher economic
level, characteristic of the more developed EU countries
[12, p. 212], which will have a positive effect on the qual-
ity of life of people in Ukraine and will be reflected in
demand accordingly. One can also expect an increase in
the qualifications of the personnel of enterprises due to
the free movement of labor within the framework of the
united European market.

On the other hand, there is a risk of increasing com-
petition in different sectors of the national economy due
to the influx of a significant amount of goods and services
from the EU countries. In addition, increased mobility of
the population generates the risk of a rapid outflow of
labor, which increases pressure on the domestic labor
market and creates problems for domestic enterprises to
access quality labor resources.

he benefits of the implementation of market ac-

tivities by domestic enterprises through the im-

plementation of Ukraine's European integration
strategy should also include a general improvement in
the entrepreneurial and investment climate for domes-
tic business and the quality of the business environment;
improvement of institutional conditions of economic
management through the growth of the quality of the
functioning of institutions in the financial, budgetary,
banl(ing, investment areas and corporate governance,
also conducting the large-scale political, economic, so-
cial and institutional reforms.

Along with this, it should be noted that the domes-
tic enterprises will gain their due place in the European
market and the domestic business will fully use the ad-
vantages of the process of the European integration of
Ukraine in terms of strengthening both economic se-
curity in general and its marketing security component,
in particular, will directly depend on the effectiveness
of Ukraine's implementation of pro-European reforms.
For which, in particular, it is necessary to intensify the
efforts of countering corruption in the public and private
spheres and combating the economic crime, reduce the
influence on the part of the State on the economy follow-
ing the example of many European countries, reduce the
number of control institutions, and reduce tax pressure
on business, open the domestic market for Western capi-
tals and create favorable and transparent conditions for
investors to conduct business and protect investments,
complete the formation of anti-corruption bodies and ju-
dicial reform, introduce changes in domestic fiscal and
monetary policy, etc.

CONCLUSIONS

In general, we can conclude that the formation of
the necessary and sufficient level of economic security
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of an enterprise requires, in particular, a thorough study
and analysis of the market in which the enterprise op-
erates, the study of factors of the external and internal
environment, allowing to consider the marketing com-
ponent as one of the basic ones in ensuring the economic
security of an enterprise.

At the same time, despite the fact that the implemen-
tation of the European choice by Ukraine is accompanied
by both new opportunities and new challenges and can in-
deed create certain difficulties for domestic business, the
benefits obtained, in particular, in the direction of liberal-
izing the conditions for doing business with European en-
terprises, improved trading conditions and new business
opportunities, still exceed them. Therefore, strengthening
and developing the level of marketing security of domestic
enterprises is directly related to their adaptation to new
conditions in order to fully and systematically use the fa-
vorable opportunities of European integration.

In turn, this requires the transformation of the con-
duct of marketing activities in the domestic and foreign
markets, as well as the improvement and changes in the
marketing strategies and tactics used by the domestic
business in the conditions of functioning "up to European
standards", which is the perspective for further research. B
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