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In this article we suggest to consider investmeaiketing in the region’s
industry as a purposeful activity aimed to increhseinvestment attractiveness
of industrial enterprises and industrial real estabjects in the region,
promotion, accumulation and realization of theiwastment potential towards
activating direct foreign investment attraction. VMlave generalized some
specific characteristics determining the featurést® implementing on the
region level. We have also substantiated the basnstituents of investment
marketing in the industry, which are necessary lfamching an effective
promotion, building-up and realization the indusinyestment potential in the
region. The algorithm of conducting marketing reskaf the region’s industry
investment environment has also been developed.

Keywords: the foreign direct investments, the industry, tbgion, the
investment marketing, the investment potential.

Unukango-Konapauska Ipuna BbopwuciBHa, n.e.H., npodecop, bypsk
AJibOHa AmHaToJiiBHA, acmipadT, [lonaTaBChkuii HaIIOHATBPHUN TEXHIYHUIN
yHiBepcuteT iMeHi 0. Konaparioka. KonuenryaabHi 3acaau BIpoBaaKeHHA
iHBeCTHLIIIHOr0 MapKeTHHIY B IPOMMCJIOBOCTI perioHiB Ykpainu. Y crarti
3allpOIOHOBAHO PO3IJISIAATH 1HBECTUIIMHUI MapKeTHMHI Yy MPOMHUCIOBOCTI
perioHy sK IUIECHPSIMOBaHY JisJIbHICTh y HANPsMI MiABUIIEHHS 1HBECTUIIIHHOT
npuBaOIMBOCTI MPOMHUCIOBUX MIANPUEMCTB Ta 00’ €KTIB MPOMHUCIOBOI

HEPYXOMOCTI Yy PperioHi, MpOCYyBaHHs, HApOIIyBaHHS Ta peam3amii ix



1HBECTHUIIMHOTO TOTEHIlialy 3 METOK aKTHBI3aIlli 3yCWJIb HIOAO0 3aTy4YeHHS
IpSIMUX 1HO3EMHHUX 1HBECTHUIIN. ¥Y3araibHEeHO crenudidHil XapaKTePUCTUKH, 110
BU3HAYAIOTh OCOOJMBOCTI BHIPOBAKEHHS 1HBECTUIIITHOTO MApKETHHTY Ha
perioHaapHOMy  piBHI.  OOIPYHTOBaHO  OCHOBHI  CKJIQJIOBI  €JIE€MEHTHU
1HBECTUI[INHOTO MAapKETHHTy B MPOMHUCIOBOCTI, SIKI € HEOOXIIHMMHU 3aais
MiABUIICHHS €(QEeKTUBHOCTI TPOCYBaHHs, HApOIIyBaHHS Ta peai3alii
1HBECTHUIIHHOTO TOTEHLIaTy MPOMHUCIOBOCTI B perioHi. Po3pobieHo anroputm
BUKOHAHHS ~ MAapKETHMHITOBUX  JOCHIJKEHb  I1HBECTUIIMHOTO  CepeloBUIIA
MIPOMUCIIOBOCTI PETI1OHY.

KirouoBi ciaoBa: mpsimMi 1HO3eMHI 1HBECTHIIli, MMPOMUCIIOBICTh, PETIOH,
1HBECTHUIIMHUI MapKETUHT, IHBECTULIIMHUIN TTOTEHITIAJ.

Unukano-Konapaukas Upuna bopucoBna, 1.5.H., npodeccop, bypsak
AsleHa AHaToJIbeBHA, acnupaHt, [lonTaBckuii HAMOHANBHBIA TEXHUYECKUU
yauBepcuteT uMenu 0. Konnpatioka. KonnenryajbHble 0CHOBbI BHEIPeHHSA
HHBECTUIIMOHHOT0 MAPKETHHIa B NMPOMbIILIEHHOCTH PETHOHOB Y KPAaHWHbI.
B cratbe mnpennoxkeHo paccMaTpuBaTh WHBECTULIMOHHBIM MapKeTHHI B
IPOMBIIIUICHHOCTA  PErMoHa Kak IIeJICHANPAaBICHHYIO JIESITEIbHOCTh B
HaIpaBJICHUU MTOBBIIIICHUS WHBECTUIIMOHHOMN MPUBJICKATETLHOCTH
IMPOMBIIIUIEHHBIX TPEANPUATUA U 0OBEKTOB MPOMBIIIICHHON HEJBUKUMOCTH B
pernoHe, MPOJBIKCHHUE, HAPANIUBAHUE W PEATU3ANNH WX HHBECTUIIMOHHOTO
NOTEHIMANAa C LEeNbl0 AaKTHBU3ALMM YCWIMA 1O MPHUBJICUYCHUIO TMPSIMbIX
MHOCTPaHHbIX HWHBecTULMM. O0001IEeHB cnenuduueckre XapakTEepPUCTHUKH,
OTIpEIETISIONINEe OCOOCHHOCTH BHEIPEHUS WHBECTUIIMOHHOTO MAapKETHHTa Ha
peruoHanbHoM ypoBHE. OOOCHOBAaHBI OCHOBHBIE COCTABIISIIOIIME 3JIEMEHTHI
WHBECTUIIMOHHOTO MApPKETHHTa B MPOMBIIUICHHOCTH, HEOOXOIUMBIE IS
MOBBIMICHUS S()PEKTUBHOCTA TPOJBIDKCHUS, HapallMBaHUS W peaU3aiiu
WHBECTUIIMOHHOTO TMOTEHIMaja MPOMBIIUIEHHOCTH B peruoHe. Paspabotan
QITOPUTM BBHITIOJIHEHUSI MAPKETUHTOBBIX HCCIICIOBAHUNA HWHBECTUIIMOHHOM

CpCabl B IIPOMBIIIJICHHOCTH PErHOHA.



KuaroueBble cJioBa: IIPsAMBIC HMHOCTPAHHLBIC NHBCECTHUIINU,
IMPOMBIIIJICHHOCTb, PCIUOH, I/IHBeCTHHHOHHblﬁ MAapKCTHHT, I/IHBeCTI/IHI/IOHHHﬁ
IHOTECHIIMAJ.

Introduction. Considering Ukrainian investment area heterogeneitis
region and field aspects, the growing level of stu@nt risk owing to political,
war, social and economic spottiness, and a sigmfiancertainty in the business
environment caused by the global internationaliraprocesses, it is important
to stimulate economic activity of foreign investons Ukrainian regions
industry. We consider investment marketing to be ohthe effective tools for
stimulating the direct investment processes inrtdastry on the region level.

The latest resear ches and publications survey. As far as the problem of
marketing research in the industry investment emvirent is a rather new
branch, it has been primarily given coverage tothe works of foreign
scientists. Still the works of domestic researchiease recently begun to
emerge. In particular domestic authors, such as Betovodsk, K.V. Bohun,
N.V. Butenko, O.l. Soskin, O.V. Sobkevych, A.V. Sbkenko, A.lL
Sukhorukov E.V. Belashov [1-5] have worked out tletioal approaches of
marketing investigations. However the issues ofestment marketing
implementing into the industry still remain undevestigated.

Purpose of the articleis to determine conceptual principles of
implementing investment marketing in the industiry&raine regions.

The main material and the results. The authors are convinced that
investment marketing in the region’s industry skiolle reviewed as a
purposeful activity aimed to increase the investnatractiveness of industrial
enterprises and industrial real estate objects ha tegion, promotion,
accumulation and realization of their investmenteptal towards activating

direct foreign investment attraction.



Investment marketing in the industry has a range fafowing
characteristics which determine the features ofniiglementing on the region
level:

1) need-satisfying commitment to foreign investmerdotgses of the
region’s industrial field subjects;

2) covering the industry as a whole including entegsiand industrial
real estate objects in all the region’s residemiates and areas;

3) orientation the investment marketing strategies respecting the
interests of both the regions residents and in@distnterprises and foreign
investors;

4) directing investment process in the industry towapdeserving and
increasing the socio-cultural and ecological regafety;

5) existence of respective structures responsibled@relopment and
implementation of investment marketing in the regandustry;

6) existence of highly-qualified staff able to develapd implement
investment marketing strategy of the region’s indusector, and to improve it
in terms of searching a new advanced cooperatistth

The constituents of the investment marketing inititkistry depicted on
fig. 1 are considered by us to be basic and negedea implementing an
effective promotion in the region, accumulation agdlization of the industry

investment potential. Let’'s closely envisage them.
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Fig. 1: The elements of the investment marketintp@region’s industry

Therefore the target and the basic tasks of invastrmarketing emerge

in dependence on the formed potential of the

attractiveness.

régiamdustry investment

Table 1

The target and the basic tasks of investment market the region’s

industry

Types of regions according
the level of the industry

investment potential being
formed

Realization the industry
investment potential for the
highest price

Industry investment potentig
is above the average

Basic tasks

—+

Region’s industry investmer
rebranding, costly positionin
regarding social-economic
security, guaranteeing the
region’s industry long-term
competitiveness

Q

Providing the steady
accumulating of investment
potential in the industry

Industry investment potentia
Is average

Improving the investment
image of the region’s
industry, implementing the
differentiating strategy whilg
selling the industry
investment potential,

searching for new foreign
investors and forms of diregt
foreign investment attraction.




Forming the region’s industr,
Mass selling of the industry investment image, primary
Industry investment potentig investment potential to the| positioning, and development

is below the average maximum amount of of marketing measures to
investors form the industry investment
potential.

The next important constituent of investment markgin the region is its
investment positioning in the international envir@nt as a territory having its
own competitive advantages formed and possibilittes commercially-
profitable investment projects realization.

The main assumption of the region’s industry posiig in the
international environment based on determiningnigrketing advantages is
evaluating the region’s industry investment potdrftiom the foreign investor’'s
point of view. Thus for the regions with industnvestment potential below the
average and with the main task of attracting th&imam amount of foreign
investment, positioning should foresee the minianaount of parameters for
providing the mass flow of foreign investors.

For the regions with the average and above theagedevels of industry
investment potential, positioning should includéeexled requests to the foreign
investments according to their innovative and egwat orientation, and to
providing on their basis the increase in the regioesidents standards of living
and improvement of environmental conditions.

In turn, positioning of the region’s industry in ethinternational
environment requires the development of the intesnal investment market
entry strategy. On the other hand revealing of sisshes as the investor's
reasons for taking a positive decision to invesb ithe project, barriers to
conduct investment activity, forming a target gradpotential investors willing
to establish an effective cooperation with the heflphe marketing tools is no
less important for attracting investment resournebie necessary amount for a

particular project by the industrial enterprise.



Investment marketing enables consideration of itmdu®nterprise and its
valuable security needed to issue profitably anddcease their turnover on the
stock market, at the same time attracting the maminfunds. In addition the
targets of investment strategy of development aegusiith the corporate-wide
strategy and plans on the other functional levéisukl remain prioritized,
meaning a course toward the constant increase lmismess market value,
which is welfare grows of both majority and mingrghareholders. Besides this
will enable expanding of the business activityhe tegion, speed up the paces
of productivity increasing in the industry.

Globalization of the capital market and rivalry @tb in the sphere of
investment resources reallocation determine thess#ty of strategic planning
the industrial enterprises investment activity,ll stonducting the SWOT-
analysis, benchmarking and marketing research.

Marketing research of the industry investment emment is a basis for
making strategic decisions about its investmenivi@ct Moreover this is a
necessary constituent of economic activity on tingt fstages of investment
strategy realization. Generalizing the academicitdger in the sphere of
marketing [1-4] we suggest to review marketing aede in the region’s
industry investment environment as a scientificcaesh aimed at collecting,
evaluating, and analyzing information about thedse@riorities, motivations,
and real behavior of prospective foreign investorthe region’s industry with a
purpose to increase investment attractiveness ratidei long run to set long-
term cooperation of the enterprise managementfaithgn investors.

It should be mentioned that it is necessary to kaepomplex and
systematic approaches to conducting marketing relses. The algorithm of
conducting marketing research in the region’s ingusvestment environment

in illustrated on fig. 2.



Targeting the marketing research, and strategidactit tasks of
an industrial enterprise
v
Determining the possible sources of getting theeseary data
v
Developing the program of conducting marketing aesle

v
Compiling a schedule of research, determining ithe aind
consequence of all the operations
v

Determining the executor of marketing researchthedgersons to analyze the
information received

v
Choosing the methods of marketing research
v
Forming a sampling fran
v
Gathering the necessary data and analyzing them
v

Making presentations containing a report on coridganarketing research and
recommendations concerning the usage of results.

Fig. 2 The algorithm of conducting marketing resbain the region’s
industry

As far as we see, developing a program of the imv&st environment
marketing research foresees defining the amouninfoirmation needed to
collect to reach a defined goal of research andfies&ion of working
hypothesis. This information can be classifiechia following directions:

1) studying the main indexes of investment market ttarg

2) evaluating the general industry condition, the levkethe region’s
investment attractiveness;

3) studying the industrial enterprises competitors kivay in the same
region and having the alike investment advantagyes steady market position;

4) analyzing the activity of the main members of stweent market;

5) studying the behavior of potential investors;



6) foreseeing the possible direction of cooperatioith wpotential
investors.

Having established a program of marketing resedrhmuch easier to
start looking for information. Having found and s$#ied either of the data
according to the directions mentioned above, thalityu and level of
information appliance increases. Summing up thevalsaid, it is obvious that
determining the level of regional and field investrhattractiveness is a parallel
process to conducting marketing research and ewaduainvestment
environment, which will become a serious concerrnntrease the industrial
enterprise investment attractiveness under theehadaditions.

Conclusion. Therefore, the article justifies conceptual pritesp of
implementing investment marketing in Ukraine regiomdustry. It is proved
that prospective of gaining really positive resudtsst under the condition of
undertaking the systematic approach, providing kbgwveent of clear
methodology of conducting marketing research, aidng into account the
special nature of industrial enterprise investnsgitere. That's why industrial
enterprise should better work out methodologicaisaf investment strategy
development realization together with introducinggtical recommendations
concerning marketing assurance of tactical andegfi@actions of an enterprise
towards foreign investment attractiveness.
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