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MANAGEMENT POLICY IN TNK MARKETING STRATEGIES
MAPKETWHIOBI CTPATECIi B NOMITULI MEHEAXXMEHTY THK

The organization of international marketing during the globalization phase requires an understand-
ing of the problems of glocalization, which is a tendency of combination of both global and regional,
local. TNCs, by applying global marketing strategies, are confronted with pluralism of cultures, cultural
standards, multiculturalization which actualizes the appeal to multilocal strategies. The conquest of
world TNC markets in the modern era is based on global competition strategies, made possible by the
rapid development of information technologies and markets liberalization. The strategies of companies
entering the world markets are multivariable, however, they are primarily guided by the strategies of
creating competitive advantages and are aimed at successfully overcoming the uncertainty of the busi-
ness environment, reducing costs through the introduction of innovations. For countries in which TNCs
are present in domestic markets, their activities provide additional incentives to increase the quality of
products and services of national companies, and they also have the opportunity to use the experience,
technology, development strategies of TNCs, in particular those that have been successfully imple-
mented in other countries. Local strategies are used by those companies that strive to take into account
the specifics and uniqueness of each national market that they enter. Such companies develop a unique
price policy for each new market.

Key words: global strategies, local strategies, marketing, marketing strategies, management policy, TNK.

Mmo6anisauinHi npouecn y cdepi €KOHOMIKM 3yMOBUNM MNOCUNEHHA METOAIB KOHKYPEHTHOI
6opoTbbK, WO BUMarae pocnimkeHHA npobrnem, nNoB’A3aHMX 3 (POPMYBAHHAM KOHKYPEHTOCMPO-
MOXXHOCTI KOMMNaHin Ta po3pobKK cTpaTerin NoBeaiHKN Ha CBITOBOMY pUHKY. MeToto pocniokeHHA
€ BMABIMEHHA 0COBNUBOCTEN 3aCTOCYBaHHA rnobanbHNX Ta MynbTUMOKaNbHNX MapKeTUHIoBUX CTpa-
Terin THK B ymoBax rno6anisauii. BpaxoBytoun, o TpaHcHauUioHanbHi kopnopadii, 3aiCHIO4YN Pis-
HOBIYHUI BNNMMB Ha (PpyHKLIOHYBaHHA CBITOBOro rocnogapcTBa Ta CTaH rocnoaapooymnx cyb6’ekTiB i
niacmucrtem, 3arimatoTb ocobnmBe Micle Ha cydacHoMy rnobanbHOMY PUHKY, Y AOCHIAXKEHHI NpoaHa-
ni3oBaHO OCHOBHI cTpaTeriyHi moaeni THK Ta BM3Ha4eHO OCHOBHI iIHCTPYMEHTU NiABULLEHHA X KOHKY-
PEHTOCNPOMOXXHOCTI Ha CBITOBOMY puHKY ToBapiB i nocnyr. THK, 3actocoBytoun rnmobanbHi cTpaTerii
Y MapKeTUHry, 3ilUTOBXYIOTbCA 3 NOPaniaMoM KynbTyp, KyNnbTYPHUX CTaHAAPTIB, MYNbTUKYNbTYpU-
3ali€elo, WO akTyanidyBano 3BepPHEeHHA A0 MynbTunoKkanbHUX ctpaterin. CtpaTterii BUXoay KommnaHin
Ha CBIiTOBI puHKK BaraToBapiaHTHi, NPOTe BOHWU, Hacamnepen, KepyTbcA cTpaTeriaMu dhopMyBaHHA
KOHKYPEHTHMX MepeBar Ta CnpAMOBYIOTbCA Ha ycrillHe noaonaHHA HeBU3HadeHocCTi 6i3Hec-cepen-
OBWLLA, 3HMKEHHA BUTPAT Yepe3 BNpOBaM)KeHHA iHHOBaUin. [nA KpaiH, y AKMX Ha BHYTPILHIX pUHKax
npucyTHi THK, ix aianbHicTb CTBOPIOE 4OAATKOBI CTUMYNK ANA 3pOCTaHHA AKOCTI NPOAYKTIB Ta nocnyr
HauioHanNbHMX KOMMaHIN, a TakoX Yy HUX 3'ABMAETbCA MOXKMNBICTb BUKOPUCTOBYBAaTU AOCBIA, TEXHOMNO-
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rii, ctpaterii po3suTtky THK, 30kpema Ti, Aki 6ynu ycniluHO BNPOBaAXeHi B iHWNX KpaiHaX. JlokanbHi
cTpaTerii BAKOPUCTOBYIOTb Ti KOMNaHIi, AKi NparHyTb MakcuMarnbHO BpaxyBaTu creuundiky i yHikanb-
HiCTb KOXHOr0 HaLioOHanbHOro puMHKY, Ha AKUIN BMXOAATb. YcniwHa peanisauia rmobanbHMX cTparte-
rim THK 3abeanedyeTbca LUMPOKOIO iHTErpauieto y BAPOOHULUTBO | MapKeTUHI pe3ynbTaTiB HayKoBO-
TeXHIYHOro nporpecy, ocobnMBoO 3a pPaxyHOK HEYXWUNbHOro 36inbleHHA BUTpPAT Ha KOPNOpaTUBHI
[OCNiAXEHHA | po3pobkK, a TakoX iX Nnepeaavi 3a kopaoH. Bubip rmobanbHoi cTpaTerii po3sutky THK
3anexunTb, NepL 3a Bce, BiA cneundiky ranysi Ta ii npoaykuii. ¥ paai BunagkiB ycnixy gomaratoTbeA
KOMMaHii, AKi noYanu 3 3axXOoneHHA NEBHOIro0 CErMeHTa PMHKY BiANOBIAHMX NpPOAYKTiB. Ycnix rnmobanb-
Hoi cTpaTerii THK 3anexuTb He Tinbkuy BiA pauioHanbHOro po3MilleHHA KOHKPETHOro BMAy AiANbHOCTI

[TIPOBAEMH CUCTEMHOI'O TIAXOAY B EKOHOMILII

BUPOOHMLITBO HOBMX NPOAYKTIB Yy CBOIl KpaiHi i 38 KOPAOHOM.
KniouoBi cnoBa: rmo6anbHi cTparterii, NokanbHi cTpaTerii, MapKeTUHT, cTpaTerii MapKeTUHIY, NoniTuka

MeHemkmeHTy, THK.

Formulation of the problem. The process of
globalization allows companies to apply marketing
strategies for the formation of intra-company
networks of both regional and global scale, to
integrate at these levels research and development,
material support, production, distribution and
marketing.

Under the influence of globalization in the
economy, there is an affirmation of international
economic ties, an intensification of world trade, the
formation of a global market, that is, an objective
integration trend is observed. Those TNCs view the
world as their target market, building their marketing
strategies in the context of globalization; apply,
above all, global strategies that are characterized
by unified price policies.

Considering that transnational corporations,
having a diverse influence on the functioning of the
world economy and the state of economic entities
and subsystems, occupy a special place in the
modern global market, the study aims to analyze
the main strategic models of TNCs and identify the
main tools for improving their competitiveness in the
world market of goods and services.

The theoretical and methodological basis of
the study is general scientific and special methods
and approaches that made it possible to analyze
the main socio-cultural factors of influence on
international marketing. Comparative conceptual
analysis and retrospective modeling methods are
used in the study in the analysis of the influence of
cultural factors on the choice of marketing strategy —
multilocal or global.

A systematic approach has allowed us to
consider the problems of applying a global marketing
strategy in traditional societies that have their own
specific of customs, traditions, religious norms.

Analysis of recent research and publications.
The study of the features of the definition and
development of marketing strategies is devoted to the
works of many scientists. Among them, Kotler Ph.,
Karloff B., Lambin J.-J., Porter M. For example,
Karloff B. as early as 1989, defined marketing
strategy as a generalized model of actions
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necessary to achieve the set goals by coordinating
and allocating company resources [1].

Spivakovska T. determined the vectors of the
enterprise's activity in developing a marketing
strategy and the level of its application [2].

A number of authors proposed the following
approaches to the international marketing strategy:
1) passive forms of foreign economic activity;
2) fragmented, and formal nature of marketing
strategies; 3) updating and implementation of the
latest effective scientifically sound approaches to the
implementation of international marketing activities,
the marketing strategy is formed on a systematic
and formalized basis; 4) active, systematic original,
innovative international marketing activity [3].
The development of an international marketing
strategy is carried out at several levels, for example,
at the corporate level [4].

Bilgin Orhan Orgiin used a theoretical approach
in his work to explain how globalization is changing
the production system. Transnational corporations
(TNCs), according to the author, is the most
important driver for the new model of the production
system. Although TNCs have been using offshoring,
outsourcing and vertical integration over the past
three decades, a new production system called
“production system without borders (UNCTAD, WIR
Report, 2013)” has been formed. This is a new
approach for global international production. The
term “global value chains (GVC)” was introduced.
The term of GVC, according to Bilgin Orhan
ORGUN, was introduced to clarify the dimensions
and to establish the exact boundaries of this new
production system [5].

Neil M. Coe, Jennifer Johns, Kevin Warda
reviewed internationalization processes of business
services sectors through analysis of 20 leading TNCs
in the personnel industry (analysis of the 20 leading
TNCs in the temporary staffing industry). The
authors' team noted that these TNCs were generally
in line with a poorly coordinated, decentralized,
multi-national organizational model, and there was
considerable spatial and temporal variability in
their internationalization and expansion strategies.
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This creates obstacles to both centralization of
control and standardization of business practices [6].

The scientific potential of Marcel Kordos,
Sergej Vojtovic "Transnational corporations in the
global world economic environment" is devoted
to TNCs and global risks in the international
economic environment. The sharp increase in
foreign direct investment flows, the growing power
of corporations, global strategies, according to the
authors, cause concern and lead to a significant
increase in corporate power. Deregulation,
innovative communications and technologies, etc.,
further enable TNCs to control the processes of
the world market, is a rather dangerous option for
companies and governments of small and poor
countries. In this work Marcel Kordos, Sergej
Vojtovic proved that globalization does not have
the same influence on all actors working in world
markets. In terms of assessing strategic alliances
(that is, companies that cooperate), globalization is
sometimes associated only with certain sectors or
countries [7].

Mohylevska O., Romanova L., Zalizniuk V.,
Kovalenko N., Demydiuk S. determined based on
an analysis of the innovative activity of industrial
enterprises, the problems of braking innovative
progress concern not only technical or technological
processes, but also marketing approaches and
mechanisms in the organization of production and
sale of products. The study offers a comprehensive
approach for the interaction of market mechanisms
and the production process, with the mandatory
introduction of modern marketing mechanisms [8].

Filipchuk V., Malkina G., Kolyukh V., Petrenko I.
defined the role of moral responsibility of
international management (as a holistic culture of
corporate governance), in governance models in a
global economy. The authors proved that in models
of democratic governance the moral qualities of
management are transformed into socio-political
responsibility and affect the quality of management,
formation and actualization of national interests in
the era of globalization challenges [9].

In the article by Knyazeva T.V. and Alekseenko |.M.
the concept of marketing strategy of social
entrepreneurship is presented. It is proved that it is
based on the analysis of the marketing environment
of the enterprise and the choice of a specific
target segment of social enterprise goods and
services consumers, the formation of marketing
and development of the social enterprise. Its
effectiveness has a positive effect on changing
consumer behavior, improving social culture,
reducing the burden on the environment, loyal
customers and, as a consequence, sales growth,
expanding the geography of sales, entering new
markets, release of new successful goods and
services.

[NIPOBAEMH CUCTEMHOI'O TTIAXOAY B EKOHOMILII

Smerichevsky S.F. and Klimova O.l. generalized
theoretical views on the definition of "business
model" of the company. It has been argued that the
business model outline can help managers develop
new business models, change them according to
changing conditions, and manage the business
portfolio of different companies within one large
company. Using this concept allows you to build
an optimal business model, based on which the
necessary administrative decisions will be made in
the future to ensure the stability and competitiveness
of the company.

The purpose of the article. Globalization
processes in the economy have led to increased
methods of competition, requires research
into the problems associated with building the
competitiveness of firms and the development of
behavior strategies in the world market. The aim
of the study is to identify the application of global
and multi-local marketing strategies of TNCs in the
context of globalization.

Presentation of the main material of the
study. The activities of TNCs form active access
to the resources of countries with different
levels of development, cause a variety of forms
of international business, the introduction of
information and communication technologies
and modern management methods. TNCs are
highly competitive in finance and science and
technology, and one of the major players in
international economic activities. The updating of
TNCs marketing strategies is characterized by the
expansion of services activities, the introduction of
innovations in leading enterprises and structural
divisions, the strengthening of the positions of fast-
growing companies, the growth of their influence on
the global market and the influence on international
policy. TNCs implement an effective strategy
for innovative development and participate in
international investment processes.

In the context of the pandemic, COVID-2019
world business leaders solved socio-economic
issues and built marketing strategies in the face of
airline bankruptcy, falling oil prices, a retail crisis,
and a sharp increase in mortality. Pharmaceutical
companies (for example, AstraZeneca and Pfizer) and
medical equipment companies showed profits [12].

Since 2003, Forbes “Global 2000” identifies
the largest state-owned companies in the world
according to four criteria: assets, market value,
sales and profit. Forbes Global 2000 rating: TOP-
10 of the largest companies in the world, which was
compiled based on a combined estimate of revenue,
profit, assets and market value. Industrial and
commercial bank of China, which controls assets
worth more than $4 trillion, is again in first place —
the 7th year in a row. With 61 countries on the list,
the largest number — 575 companies — is in the
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United States. This is followed by China and Hong
Kong — 309, followed by Japan with 223 companies.
(For comparison, in 2003 there were 776 American
companies, and from China and Hong Kong -
only 43). The 2019 rating was marked by several
notable shocks: AT & T paid $85 billion for Time
Warner in June 2018, and CVS Health acquired
insurance giant Aetna for $70 billion. Lyft also
entered the rating after its big IPO [13].

According to the Forbes Global 2000 Rating the
leaders in the global market are such corporations:

1. ICBC (Industrial and Commercial Bank of
China) — the largest Chinese commercial bank)
market capitalization: $305 billion. ICBC has more
than 500 thousand shareholders. ICBC controls a
fifth of China's banking sector. The bank has more
than 17 460 branches.

2. JPMorgan Chase (part of “the Big Four” of
USA banks along with Bank of America, Citigroup
and Wells Fargo. It is one of the largest depositary
banks, the size of depositary assets is $ 23,5 trillion,
the size of assets under administrationis $ 4,1 trillion,
the size of assets under management is $ 2 trillion).
Market capitalization: $ 368,5 billion.

3. China Construction Bank (one of the largest
banks in China. The China Construction Bank
network has 14 925 branches in mainland China,
as well as 10 branches outside it (in Hong Kong,
Singapore, etc.) and a number of subsidiary banks
such as CCB Principal Asset Management (asset
management services), CCB Trust (trust fund), CCB
Life, Sino-German Bausparkasse (Sino-German
Construction Cooperative). Market capitalization:
$225 billion.

4. Agricultural Bank of China (one of the largest
banks in China and in the world. The headquarters
of the bank is located in Beijing. In mainland China
the bank has more than 23 600 branches and
19 700 operating offices, another 8 branches and
2 representative offices are located outside China.
The Bank has 14 subsidiaries, 6 of them abroad).
Market capitalization: $197 billion.

5. Bank of America (US financial conglomerate,
the largest banking holding company in the United
States of America in terms of assets. The company
operates in all 50 states, as well as in 35 other
countries, it has 4700 branches, 213 thousand
employees and 16 thousand ATMs). Market
capitalization: $287 billion.

6. Apple (one of the leaders in the global IT
industry, a manufacturer of computers, laptops,
media players and various software. The company
is one of the pioneers of the industry, a pioneer in
many areas: the first PCs, the first displays on the
PCs, the first operating systems with a graphical
interface, the first computers with mouse support,
the first online music store). Market capitalization:
$961 billion.

MAPKETHHI"

151

7. Ping An Insurance Group (Chinese insurance
group of companies. The activities of the group
are carried out in four main areas: life insurance,
property insurance, banking services and asset
management. The main region of activity is the PRC,
also represented in other countries, in particular in
the USA). Market capitalization: $ 220,2 billion.

8. Bank of China (China financial group, formed
on the basis of the oldest current Chinese banks.
The main area of activity is commercial banking.
Mainland China is the main region of activity. Hong
Kong, Macau and Taiwan account for 17% of assets
and 23% of operating profit. The group's foreign
network consists of 545 branches in 53 countries).
Market capitalization: $143 billion.

9. Royal Dutch Shell (British-Dutch oil and
gas company. In 2018 it is the biggest oil and gas
company of the world. Shell conducts geological
exploration and production of oil and gas in more
than 80 countries. In February 2016, Royal Dutch
Shell completed the takeover of the British BG
Group). Market capitalization: $265 billion.

10. Wells Fargo (a bank providing financial and
insurance services in the USA, Canada and Puerto
Rico. li is included in the so-called “Big Four” of US
banks (together with Bank of America, Citigroup
and JPMorgan Chase). In 2019 Wells Fargo had
8600 branches and 13 thousand ATMs, which
served more than 40 million retail customers and
3 million small entrepreneurs). Market capitalization:
$ 214,6 billion [13].

This allows us to analyze certain economic
consequences of the pandemic COVID-19 which
were caused by a year of heavy human losses
and shocks in the world market. Thus, the overall
global stock market over the past year has grown
by about 48%. The article by Andrea Murphy, Eliza
Haverstock, Antoine Gara, Chris Helman and
Nathan Vardi “How The World's Biggest Public
Companies” offered a detailed description of the
analysis of the global stock market, based on the
last 12-month financial data available at the time of
April 16, 2021. The authors proposed to determine
the minimum market value that should be taken into
account for the 2021 list, which was $ 8,26 billion of
US compared to $5.27 billion in 2020 (direct speech:
“Sign of the times: The minimum market value to be
considered for the 2021 list was $8.26 billion, up
from $ 5.27 billion in 2020") [12].

In the conditions of a pandemic of the COVID-19
TNCs improve organizational structure for the
purpose of ensuring profitability and the yield on
stocks, the program of investment into perspective
projects is carried out, expenses are optimized.
In the process of doing business, a high level of
safety and social responsibility is provided.

In the modern era, TNC marketing strategies are
characterized by a desire to form networks of a global
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Table 1
World's Biggest Public Companies Endured The Pandemic
Rank Name Country Sales Profit Assets Market Value
1 |ICBC China $190.5B | $45.8B | $4,914.7B $249.5B
2 |JPMorgan Chase anted | $136.28 | $40.4B | $3689.38 | $464.8B
3 |Berkshire Hathaway anited | $245.58 | $425B | $873.78B $624.4 B
4 | China Construction Bank China $173.5B | $39.3B | $4,301.7B $210.4B
Saudi Arabian Oil . .
5 Company (Saudi Aramco) Saudi Arabia| $229.7B | $49.3B $510.3B $1,897.2B
United
6 |Apple States $294B | $63.9B $354.1B $2,252.3B
. United
7 |Bank of America States $98.8B | $17.9B | $2,832.2B $336.3 B
8 |Ping An Insurance Group China $169.1B | $20.8B $1,453.8 $211.2 B
9 |Agricultural Bank of China China $153.9B | $31.3B | $4,159.9B $140.1B
United
10 |Amazon States $386.1 $21.3B $321.2B $1,711.8 B

scale. This is facilitated by the rapid development
of information technologies and the liberalization of
markets. In a global environment, the forces driving
standardization are powerful enough to suppress
local (regional) determinants.

The global strategic model provides for TNCs to
transform their geographically disparate affiliates
and business units into transnational networks
of production and marketing activities. The latter,
being deeply integrated at the regional and global
levels, provide a significant expansion of the cross-
border cooperative functions of TNCs, determining
qualitatively new features of the international
economic integration process.

The global strategic model involves a unified
approach in production, marketing, financial
solutions for various national markets. TNCs
centrally disseminate in all key areas of activity
research and development, commodity and price
policies, coordination of logistic policy, optimization
of the international organization of production.
The advantages of the global strategy are the
effect of economies of scale of production, offsetting
the costs of research and development, and
reducing the costs of developing a complex for
promoting goods to various markets.

The success of the global strategies of TNCs is
driven by the social trend of increasing the role of
large megacities, which are the ideal environment
for TNCs and important bases of transnational
capital. Residents of large cities are a supranational
subculture, which has similar preferences due to
the fact that they watch the same world information
programs, educated on uniform standards of
education and behavior. The inhabitants of
megacities, regardless of which part of the planet

they are, have much more in common in everyday
life than with their compatriots from remote
provinces. All this allows TNCs to find its audience
that can respond to global strategies, regardless of
the country in which they are applied.

Global companies operate in industries similar
in price level and competitive conditions in various
national markets, which for these companies have
become a“global’ market. An example of such global
industries is the production of cars, televisions,
computers, copying equipment, watches, household
appliances [14, p. 60-61].

Global strategies are shaped by the socio-
economic conditions in different countries and
the cultural characteristics of certain markets. For
activities in global markets, TNCs may choose one
or more strategic options, in particular [15]:

— maintaining the lowest production and sales
costs compared to competitors. When choosing
such a strategy, the company coordinates activities
in different countries in order to minimize its costs;

— maintaining the lowest price for the goods
compared to competitors in each country where the
company operates;

— global differentiation, in which the company's
goods are characterized by certain features that
distinguish them from the products of competitors in
other countries;

— global focus, which consists in defining the
same market niche as the focus of the company's
activities in different countries. The implementation
of this strategy is associated with maintaining low
costs or differentiation in the target market segment;

— support of the production in one country and
export of goods to other national markets through
its own sales network or other distribution channels;
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— granting licenses for technology or for the
production and sale of products of a company
in which its revenues in a certain market are
generated by royalties from the use of technology
or the company's trademark.

The strategy of an international corporation is
global if the company comprehensively fulfills the
following requirements [15]:

— consideration of markets and competition
from global positions;

— good knowledge of
methods;

— carrying out its activities on a global scale;

— operations in high-tech industries and
promotion of scientific researches;

— integration of its enterprises into a single
international network of management and close ties
with other TNCs.

The development of the global strategy of TNCs
is aimed at solving the following problems: rational
placement of production, taking into account the
capabilities of individual countries, and organizing
coordination of activities of all sections of the
corporation (production, sales, servicing, marketing,
etc.) to achieve a specific result — an increase in
sales.

A number of factors are taken into account
when choosing the layout of TNCs’ production: the
specificity of products, the role of transport costs in
the supply of products to other countries, the need
to take into account national policies in countries
where national production is encouraged, etc.

The strategy of concentration is built with the
concentration of production in the home country
and the supply of products to world markets.
The creation of a large enterprise provides
opportunities to take advantage of economies of
scale. Such a global strategy, based on the export
of products, is characteristic of companies in the
field of aircraft engineering, heavy engineering,
the production of structural materials, etc. Such a
strategy was followed at the beginning of its activities
by Japanese firms, and at the present stage such a
strategy has become widespread in Korea and Italy.

The dispersal strategy involves not only exports
of goods, but also foreign direct investment. This
strategy ensures that TNCs take into account the
characteristics of local markets and the needs of
consumers, adjusting their needs for their products.
The creation of production chains in other countries
can reduce the benefits of economies of scale, but
will help increase the volume of sales of products
and strengthen their position in the markets of the
countries concerned. In implementing the dispersal
strategy, TNCs are located in the home country
for the production of components, and collecting
enterprises are located in other countries. For
example, this is how concerns are created, cars are
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assembled from components. Another approach
is also possible: TNCs organize the production of
parts and components in various countries using
cheaper local labour, and their collection production
is stored in the home country.

The successful implementation of TNCs' global
strategies is ensured by the extensive integration
into production and marketing of the results of
scientific and technological progress, especially
through the steady increase in the costs of corporate
research and development, as well as their transfer
abroad. So, according to Global Innovation 1000,
almost 95% of the most innovative companies in the
world carry out their actions abroad [15], primarily in
countries with a large domestic market and a large
number of highly qualified technical specialists.

The choice of global strategy for a development
of TNCs depends primarily on the specificity of the
industry and its products. In a number of cases,
success is achieved by companies that began
by capturing a certain segment of the market
for relevant products. For example, a number
of Japanese companies first succeeded in the
production of compact cars, truck cars, televisions,
and then began to expand their presence in
international markets. The success of TNCs’ global
strategy depends not only on the rational location
of a particular activity in different countries, but also
on the organization of all the corporation's activities,
its ability to quickly develop the production of new
products in the home country and abroad.

Despite the many advantages of a global TNC
strategy, it also has disadvantages.

First of all, when applying global marketing
strategies, corporations may not take into account
local cultural values: traditions, religion, symbols,
first of all, the one that symbolizes animals. These
symbols can be interpreted differently in Christian
and Islamic countries.

Advertising companies of global corporations
should also take into account the selection of a
slogan and names that did not violate the country's
cultural norms.

In order to maintain competitive advantage in the
global market, TNCs must carry out diverse activities
that deliver better results with a well-chosen global
strategy. The advantages of TNCs over national
companies should be taken into account. TNCs can
achieve efficiency gains by reducing production and
marketing costs, or by improving customer service.
Since there are many differences between political,
economic, legal and cultural conditions of operation
in different countries of the world, TNCs must be
flexible and adapt to certain business conditions.

If TNCs operate in countries where the conditions
of business and the nature of competition are
largely different, due to religion, customs, traditions,
geographical and climatic conditions, it is advisable
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to choose a multi-locale (multinational) strategy. This
strategy is based on the main competition strategies
(low costs, differentiation, focus), but has a specific
feature: when used, TNCs make changes in their
strategic approach in different countries, depending
on the competitive conditions and consumer needs
in each of them. At the same time, the strategic
actions of the company may be different in different
countries, focusing on the needs of consumers of
goods and services.

The vast majority of TNCs operate simultaneously
in several countries and international regions to
protect against risks in national economies. One
of the main competitive advantages of TNCs is
management experience in several countries,
which allows multinational corporations to operate
effectively in countries with different business
conditions.

Multi-locale business strategies are designed
to be applied in certain countries and are therefore
aimed at adapting the company's activities to the
situation in an individual country and at choosing
a certain level of coordination of strategies in the
local market and in other markets in which the
company operates. This requires adapting the
production strategy to local needs. The adoption
of a multinational TNCs strategy makes certain
features of the organizational structure of the
corporation, above all, the formation of branches in
each country where the company operates. These
branches more or less autonomously manage the
company's production and sales policies according
to the specific market conditions in different
countries. Unlike the global strategy, which aims to
develop TNCs’ key competencies, the multinational
strategy relies on taking into account the business
environment in the host country and the needs of its
national market.

When assessing opportunities to enter foreign
markets, the company, as a rule, evaluates the
external environment taking into account the
influence of two forces — global and local. Local
forces require the adaptation of the company's
international marketing activities in the national
business environment and are due to the following
characteristics of the foreign environment, such
as: natural, climatic, geographical parameters;
demographic  conditions and trends; the
macroeconomic state of the country; cultural
and social aspects; the state of development of
the industry and legal restrictions in it; marketing
institutes.

The multinational environment is dominated
by local (regional) traditions in consumption, due
to the peculiarities of consumer preferences and
legal norms inherent in a particular country. Such
an environment is characteristic, in particular, of the
food and light industry, when the tastes and prejudice
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of buyers significantly affect their consumer choice
and behavior when buying.

For example, such industries compete
successfully with multinational competition in the
production of frozen products, coffee, canned food,
life insurance services, and tailoring. A multinational
marketing strategy is chosen by TNCs in the
presence of significant socio-cultural, political,
economic conditions that distinguish one national
marketfrom another. For the success ofthe company,
it is important that the products created by TNCs’
affiliates be adapted to the demand of a particular
country. An example is the strategy of “Procter &
Gamble”, which produces the world-famous Ariel
washing powder, which is adapted to the markets
of America, Germany, Japan, Central and Eastern
Europe. In particular, the American version is
focused on low water temperature, itis better foamed
and designed for short-term washing in Germany,
long-term soaking of laundry and washing at higher
temperatures is acceptable, and the German Ariel is
designed for these requirements; for Japan, Ariel is
adapted to short washing times in small machines.
The multinational marketing strategy takes into
account the characteristics of each national market
and provides for different approaches to the
production and marketing of goods and services.
The advantage of implementing this strategy is
the close combination of the company's proposed
programs to the conditions of a particular country,
their adaptation to the requirements of consumers
[15, p. 59-60].

The multi-national environment makes use of
an adaptation marketing strategy, the most optimal
mechanism of communication between the parent
company and its subsidiaries is decentralization
relations.

Considering the environment in which TNCs
operate, it should be distinguished:

— thenational business environment, whichisthe
specific conditions for doing business in a particular
country, is determined by economic, political, legal,
socio-cultural, technological, infrastructural factors
(the business environment of Germany, Japan,
Ukraine, China, etc.);

— the multiple-national business environment
is the specific conditions of doing business in a
group of countries that have both similar historical
development conditions and modern development
factors (the business environment of the EU, CIS
countries, etc.);

— the regional business environment is a set
of economic, political, legal, socio-cultural factors
operating in a certain region of the world (Latin
America, Northeast Asia, the Middle East, etc.).

The conditions for the development of a parti-
cular civilization significantly affect the formation
of a regional business environment. Therefore,
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when building a strategy, it is important to take
into account researches of the socio-cultural
component of the business environment (models of
social partnership, the system of citizenship, public
religion, demography, language, ethics, the system
of social values); the political aspect of the business
environment (political stability/instability), type of the
economic system, the models of the economy, the
results and the indicators of its functioning, which
make it possible to determine the feasibility of the
firm entering the foreign market; the legal basis for
economic activity [16].

Multinational strategies in TNCs’ activities in the
future can facilitate the exchange of experience
and values of civilizations of the East and West.
The traditional paradigms of innovation originating
from Western business culture (breakthrough
innovations, open innovations, social innovations,
common and responsible innovations), the
culture of the East is trying to offer an adequate
alternative. In particular, Chinese scientists justify
that the holistic paradigm of innovation is gaining
maturity [17].

The process of globalization is accompanied
by localization in both the cultural and economic
spheres. An example is the activity of the company
“Nestle”, whose lion's share of operations takes
place outside the country of the head office [18].

TNCs, as major players in markets, compete
with smaller ones, displace them from production
chains and, accordingly, production components
are often inferior to transport and logistics in their
influence. The development of competitive local
industrial clusters is often a factor in the inclusion of
suppliers in partner supply chains [19].

This leads to the relevance of studies on the
implementation of national corporate strategies
for their development, involving appropriate
investments and attracting the entire range of
stakeholders, which is relevant for the markets of
developing countries and countries with economies
in transition, to which Ukraine belongs.

Conclusions. The global strategic model is
based on the perception of the world as a single
market. Its implementation involves the centralized
dissemination of research and development,
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product and price policy, coordination of logistics
policy, optimization of the international organization
of production. The advantages of this strategy are
the effect of economies of scale, compensation
for the costs of research and development, and a
reduction in the costs of developing a complex for
promoting goods to various markets.

In contrast to the global. multilocal strategy
is based on the fact that business conditions
and the nature of competition in different
countries differ depending on religion, customs,
traditions, geographical and climatic conditions.
In implementing this strategy, TNCs adjust their
activities according to the competitive environment
and the needs of consumers of goods and services
in each country.

Global and multi-locales (multinational strategic
models) are distinguished by industry forms of
international competition.

The global strategic model is based on the
perception of the world as a single market. TNCs,
through large-scale investments, gain unparalleled
competitive advantages by centrally distributing
research and development, product and price
policies, coordinating logistics policies, optimizing
international organization of production, through the
introduction of global standards, brands, advertising,
patents and the like. The advantages of this strategy
are the effect of economies of scale, compensation
for the costs of research and development, and a
reduction in the costs of developing a complex for
promoting goods to various markets.

Unlike the global strategy, which aims to develop
key TNCs' competencies, the multi-local strategy
relies on taking into account the conditions of doing
business in the host country and the needs of its
national market. In a multi-ethnic environment,
TNCs need to take into account local consumption
traditions that are driven by the specific consumer
preferences and country-specific legal norms that
have been shaped by religion, custom, tradition,
climate, geographical environment and the like. This
is especially important for TNCs specializing in the
food and light industries, where buyers' tastes and
biases have a tangible impact on their consumer
choices and purchasing behavior.
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