
When Mars launched Ice cream ''Мars" in 1989, it was competing with two estab­
lished national suppliers. These were Birds Еуе Walls (BEW) and J. Lyons (Lyons). 
BEW was at that time the clear market leader accounting for aЬout 50 % of sales of im­
pulse ice cream. Lyons Maid accounted for about 39%, but this figure had been falling 
from а position of alniost equal parity with BEW 1 О years earlier. Mars was entering. а 
market dominated Ьу two seemingly well- entrenched companies. But Mars Ьelieved it 
could apply its expertise as а manufacturer of impuJse confectionery products Ьу extend­
ing these brands into ice cream products. It quick.ly found the grocery sector supportive 
of its new product, made with real chocolate and dairy ice crearn, but found penetration 
ofthe impulse market much more difficuJt. Неге, it encountered the proЬ!em that retail­
ers were precluded from stocking !се Cream "Mars" in the freeиrs supplied Ьу BEW ог 
Lyons. Mars clearly felt frustrated Ьу the difficulties it encountered in the early l 990s. 

Mars was prepared to offer strong marketing support for its new product and to pre­
sent а genuine national challenge to its two estaЫished rivals. ln 1989 mars was the sup­
plier offour ofthe confectionery industry' s top five best-selling brands. 

Mars launched its new brand at а premium price of 60 р - а price sigг.ificantly аЬоvе 
that of most other impulse products. Тhus Мars didn 't just compete on price with the 
two estaЬlished national frnns of BEW and Lyons. Mars was, in effect, challenging then 
accepted views of its iivals that consumers would not рау for premium product price to 
reflect higher-quality ingredients. 

I paid your attention at new entry with reference to some UК industries. 1 tried to 
question the assumptions that new entry is Ьу new firms who only enter expanding mar­
kets, and that new entrants compete on price so as to eliminate excess profits. 1 consider 
that entry should Ье seen in а broader light" Entry сап Ье Ьу established fi.rms and made 
into а declining industry. То sum it up l'd Шее to say that the new entrant may well iл­
troduce а new product and stimulate competition in product variety rather than price. It 
this way, а market сал Ье expanded through successful marketing activity which goes 
much wider than the relevance of price. 

LES SERVICES PUВLICS FAVORISANT L' ACCES DES ENTROPRISES 
~~<;AISES AUX МАRСНЕS EТRANGERS 

Semoutkina Т .L., Etudiante dи grouppe М-022 ЕЕ FB UBEE 
Dirigeant scientifique: М. Komarova 

Les enterprises franyaises d6sireuses d 'aborder pour !а premiere fois les marches 
etrangers, ou d'y developper leur presence, disposent d'une gamme etendue d'appuis, 
parmi lesquels Jes s":rvices puЫics jouent un role important sans toutefois etre exc\usif. 

La Direction des relations economiques exterieures (DREE) 
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Outre sa vocation а defimr la poblique commerciale au sein du ministere de 
l'Economie, des Finances et de l'Industrie, Ja DREE est investie de trois missions dans 
les domaines de I'information, de Ja promotion des exportations et de 1' 
accompagnement des entreprises. Us foumissent en particulier une evaluation du marche 
dont ils ont la responsaЬilite, notamment en се qui concerne sa taille, son environnernent 
economique. 

Le Centre fraщ:ais du commerce extreriur (CFCE) 
Rattache а la DREE, le CFCE centralise toutes les infoпnations susceptiЫes de 

favoriser le developpement intemanional des enterprises. 11 puЫie divers bulletins 
d' inforrnation sectorielle et offre plusiurs services d'inforrnation en ligne dont l'un, ахе 
sur les informations les plus directement utilisaЫes par les entreprises (appels d 'offres, 
opportullites d'affaires) est accessiЫe, en France, par Minitel . 

Le СFМЕ-АСТIМ 
Le СFМЕ-АСТТМ (agence pour la promotion intemationale des technologies et des 

entreprises fraщ:aises) а pour vocation de favoriser le developpement intemational des 
entreprises fraщ:aises par des actions de promotiop incluant, entre autres, des actions de 
cooperation techШque, industrielle et commerciale et !а participation а des foires et 
manifestations internationales et nationales а l'etranger. 

Les Chambres de commerce et d'industrie (CCI) 
Les CCI diffusent des inforrnations economiques, commerciales, administratives et 

fmancieres relatives aux marches etrangers. Les CCI fournissent des conseils et aides 
techniques pour l'approche des marches etrangers, sous forme de plans export, de 
selection et d'analrse_ des marcMs, d 'evaluatoin des produits et d'appreciation de .Je 
concurrence. 

Le Conseil national du patronat franyias (CNPF) 
Le CNPF Intemational favorise les contacts а haut niveau entre les responsaЬJes du 

secteur puЬlic et les hommes d'affaires, evalue le potentiel des divers marches pour les 
producteurs franyais et identifie leurs partenaires eventuels. 

Les conseillers du commerce exterieur de la France 
Ces personnalites favorisent le developpement des exportations fraщ:aises par leurs 

avis au sein de leur entreprise, de leur profession, de leur region ou de leur pays de 
residence. 

SOPEXA 
Cette societe anonyme creee sous l'egide du ministere de l 'Agriculture est chargee 

de promouvoir les produits agricoles franyais tant sur le marche interieur que dans !е 

reste du monde. 
La Banque fran~aise du commerce exterieur (ВFСЕ) 
Cette banque apporte financemenfs et services aux entreprises engagees dans la 

competition internationale. Pour son propre compte, elle exerce des activites concemant 
les entreprises moyerшes et grandes. 
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L'assistance, que les entreprises fran~aises peuvent obtenir des services puЬ\ices, est 
suffisant pour aЬorder les marches etrangers et pour assurer leur developpement staЬ!e. 

ESSENCE AND BASIC TASKS SOLVED 1N ТНЕ INTERNATTONAL 
МARКETING. КINDS OF DECISIONS 

Shepelevich Т.О. , 2"d year student ЕЕ ВВ BSEU 
Research leader L.P. Pavlova 

Marketing is а kind of human activity directed on meeting needs and requirements 
Ьу means of an exchange. 

Тhе intemational marketing is а logic of the enterprise thinking considering atl 
world markets as а ~phere of marketing activity and а source of reception of the profit оп 
а systematized scheduled basis. 

Essence of the intemational marketing is consideration the whole world as а poten­
tial market, analysis and satisfaction of its needs and requirements. 

The main features ofthe intemational marketing are: 
1. Тhе large risk, as the large efforts are neeessary to the intemational marketing to 

defme а method of work in the market. 
2. Нigher requirements to competitiveness ofthe goods. 
3. Many difficulties in studying ofthe market. 
4. Нigher competition of market and necessity of the account of the international 

business management. 
5. Тhс international marketing enaЫes to define target positions of firm in manage-

ment ofbusiness activity offum in the world market. 
Attributes of export operation are: 
А. Crossing Ьу the.goods ofЬorder. 

В. Payment in foreign currency 
The basic concepts are: 
The traditional export is to sale abroad for transfer to the property. Тhis sale is car­

ried out without the further support (exporter bears responsibllity only up to the mornent 
of delivery). 

Export marketing: the exporter regularly processes the foreign market, adapts the 
goods for it, supervises all ways ofthe goods.from the supplier to the consurner 

Тhе international marketing: the exporter deeply and constantly investigates the for­
eign market, uses all tools of marketing and various foпns of foreign economic relations. 
Тhе international management assumes marketing activity abroad, which covers not 
only selling, but also all spheres of activity of the enterprise, fmance, staff an.d etc. lt 
frequently takes р!асе in fi:ameworks ТNС. 

Tasks of the intemational marketing: 
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