ne YII — yuctuii npubyToK MiaAnpueMCTBa; AM — aMOPTH3aLllHI BlJIpaXyBaHHS;
AT3, A3, AK3, AHA, ABK, AKB — 3mina 3a niepioj] BIAIIOBIIHO TOBAPHUX 3aIlacCiB,
ne0ITOPChKOI W KPEeIUTOPChKOI 3a00proBaHOCTEM, HEOOOPOTHUX AKTHUBIB, BJIACHOTO
KamiTaiy, KpeIuTiB 0aHkiB; J[1 — KOLITH, BUKOPUCTOBYBAaHI1 Ha BUIIATY JMUBIJACH/IB,
a00 Ha croXkMBaHHS; [H — pI3HUILI IHIIMX HAAXOHKEHb 1 MJIATEXIB.

Sk1o 1aHe piBHAHHS MEPErpyIyBaTH, TO OJCPKUMO BUPA3:

U TI=(YIT + Am) £ (AT3 £ AHA) £ (A3 £ AK3) + (ACK £ AKB) -Ix £l (6),

ne nepmui qogaHok (UII+Am) — yucTuil 10XiA BiJ OomepaiiiHol isUIbHOCTI;
npyruit — (AT3 + AHA) — 3mina martepianbHUX akTuBiB; TpeTid — (A3 £ AK3) —
CykymnHa 3MiHa 3aboproBanocteit; yetBeptuii — (ABK = AKB) — 3minu ckiagoBux
KamiTamy, [0 BH3HAYaIOTh HOTOo (iHAHCOBY CTPYKTYpYy; AoAaHOK [l — BU3HaAYae
KOIITH, IO BHUBUIBHWIKHCS 3 OOOpOTYy, IJs 3aJ0BOJICHHS MOTpeO BIIACHUKIB
IiAIpUEMCTBA.

KoxHuil 13 1UX T0AaHKIB (POPMYETHCS Mij BIUIUBOM K 00'€KTUBHHMX 30BHILIHIX
1 BHYTpimHIX ()aKTOpiB, TaK 1 MiJ BIUIMBOM (PIHAHCOBOI MOJITUKU MiANPHUEMCTBA,
piBHS ¥ edexkTuBHOCTI ympaBiiHHA. lleperpymyBaHHs cTaTeil «3BITYy OpO pyx
IPOILIOBUX KOIITIB» BIAMOBIJHO JI0 3aJ€KHOCTI 6 [al0Th MOJKJIUBICTH OIIIHUTH
e(eKTUBHICTh PI3HUX CKIAJA0BUX (PIHAHCOBOT MONITHKH MiAMPHEMCTBA: (HOPMYBaHHS
M pO3MOJTy YUCTOTO JIOXOJY; PO3BUTKY MaTepiaibHUX aKTUBIB 1 JHKepen IXHbOTo
(dbiHaHCYBaHHS; CIIBBIIHOIICHHS 1€0ITOPCHKOT Ta KPEAUTOPCHKOT 3a00proBaHOCTEH.

Cnmcok BUKOPUCTAHUX JIAKepet:
1. ®inancu mianpuemcts: miapyunuk / H.O. Bnacosa, B.A. Mimenko, T.B.
[T’sitak Ta iH.; 3a Hayk. pea. npod. H.O. Bmacosoi. — X.: Csit Kuawur, 2018. - 437 c.
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INTEGRATING INTERNATIONAL MARKETING STRATEGY INTO
THE BUSINESS MODEL FRAMEWORK

The introduction of business design thinking triggered by the progress in the
theory of technology entrepreneurship and startup experimentation has caused the
recent shift of business management focus to the issues of value creation and delivery
[1]. This was followed by the rise of studies on the role of business models in firm
internationalization [2, 3] as well as business model innovation through industry 4.0
[4].

Simultaneously value proposition is at the core of the modern marketing
paradigm [5, 6]. Consequently, these developments lead to the problem of integrating
international marketing strategy into the business model framework.
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There is a wide consensus that the typical international marketing strategy
includes the country’s marketing objectives defined, target market description, and
the corresponding marketing mix [7]. In this approach, the value proposition was
viewed as an instrument to develop a winning marketing strategy. In other words, the
value proposition is not considered as a distinct element of the marketing strategy.
Yet value description is frequently present in the brand concept, as well as product
concept but can be frequently found in many versions of the marketing strategy
statements.

In view of that, we suggest that highlighting the value proposition within the
typical international marketing strategy would make it operational for its further
integration into the business model frameworks.
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Inb L3uHb

K.K.H, OUPEKMOP UEHMPa MIHCHAPOOHO20 00MIHY,npoghecop
1ligniuno — KumaucbKul IHCIMUmMyYm aepoKoCMIiuHOi mexHoa02ii
m. Jlanghan, Kumaii

Apyrosa O.C.

K.e.H, 00yenm Kagheopu mixcHapoonozo oiznecy ma hinaucie
Hayionanvnuii mexniunuu ynisepcumem

«XapxriecoKutl NOITMEXHIYHUL THCMUMYmy»

M. Xapxie, Ykpaina

TEHJIEHII PO3BUTKY MI2KHAPOJJHOI'O BI3HECY B EIIOXY
TJIOBAJIIBAIIIL
CyyacHa MDKHapoJHa €KOHOMIKa Bce Ouiblie HalOyBae Tr100adbHOrO
xapaktepy. lle cnpuumHMiIO 06arato CyTT€BUX 3MiH: BUHUKHEHHS 1 TOIIMPEHHS
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