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The article deals with the essence of positioning, factors and strategies of enterprises positioning. It is determined that today the positioning is the marketing strategy of the enterprise, the essence of which lies in the place occupied by the enterprise in the consciousness of the target audience. The approach to formation and realization of strategies of positioning of agrarian enterprises is highlighted. The main factors that determine the increase of positions in the world ranking of Ukrainian enterprises are described. An example of an effective positioning of Ukrainian enterprises on foreign grain markets is provided with the help of modern logistics infrastructure, product quality, and established trade relations.
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Formulation of the problem. Questions of the competitiveness of Ukrainian enterprises engaged in the marketing of grain in international markets are of particular relevance. The growth of the export rate of these enterprises and the leadership of Ukrainian grain producers in the world markets determine the need to study the effective positioning of both enterprises and their products. Today the image and success of the company in the foreign market depends on the correct positioning of the company. Positioning, as an element of marketing, requires careful theoretical and practical study, because there are no sufficient thorough research of this issue by domestic scientists, and accordingly there is no basis for the practical realization of this component of the marketing policy of the enterprise.

An analysis of the latest research and publications that initiated the solution of the problem. A large number of researchers engaged in the problem of the positioning of enterprises in foreign markets because the marketing program is an integral part of the company's sales policy. At the same time, many works of scientists are devoted to questions of positioning agricultural enterprises. In particular, Kozak L.V. [6, 7], one of the leading scientists in the marketing positioning of the enterprise and the product, considers the theoretical and methodological approaches to the formation of strategic vision and goals of positioning products of agrarian enterprises, the formation of strategies for positioning products of agrarian enterprises at the domestic level and world markets. We should highlight the study of Kosharna P. S. [9] regarding the formation of strategic positioning tools for the enterprise, Artiukhov K. V. and Bondarenko V. V. [1] regarding the formation of the market position of agricultural enterprises, Bondar O. I. [3] regarding the features formation of the marketing strategy of the enterprise in the implementation of foreign economic activity, Zhadan T. A. [4] concerning the market segmentation and positioning of products for sunflower processing enterprises, Petrik O. O. [10] regarding the formation of a strategy of competitive positioning of enterprises in foreign markets, Beliaieva N. S. [2] regarding the strategic positioning as part of strategic management. In the above-mentioned works, the study of the bases of the positioning of Ukrainian enterprises in foreign grain markets was initiated mainly from the theoretical point of view, the features of the positioning of the products of agrarian enterprises in general and certain branches of agriculture in particular were determined. At the moment, unexplored issues can be considered regarding the positioning of Ukrainian grain markets in international markets.

The purpose of the study is to provide a theoretical and practical analysis of the positioning of Ukrainian enterprises in foreign grain markets.

In order to achieve the goal, the following tasks have been implemented: the essence, stages, strategies of the enterprise's positioning have been determined, factors which should be taken into account by the enterprise for the implementation of foreign economic activity are characterized, an analysis of existing strategies of positioning of Ukrainian enterprises on the external grain markets is carried out.

Materials and methods of research. The source of the research consisted of dissertations and articles of domestic and foreign scientists, statistical data, Internet resources of leading grain producers in Ukraine. In the course of the study, the methods of analysis and synthesis were used to determine the nature of the positioning, systematization of concepts and existing information about positioning, tabulated method – for visualization of information.

Research results. Positioning means the place that a brand, enterprise or product occupies in the client's mind and subconscious; how the company and its products differ from the products of the main competitors. To position products or brands, companies can emphasize attention the distinctive features of their brand or they can try to create an appropriate image (inexpensive or premium, utilitarian or luxurious, middle-level or high-end, etc.) with the help of marketing combinations. As soon as the company occupies a leading position, it becomes competitive with its rivals.

On the external market there are factors «6P», which should be taken into account in the foreign economic activity of the enterprise [13]:

1) planning – strategies of business, market, sales, etc.;

2) personnel – identifying the skills necessary for the development and delivery of the product;

3) practice – business practice within the culture of the target market;

4) partners that can enhance opportunities;

5) positioning – how the company wants to be perceived by intermediaries and clients;

6) protection – assessment of potential risks in all aspects of the enterprise.

So, we see that the positioning of the company in terms of this approach is a significant factor of competitiveness in international markets. Positioning is one of the most powerful marketing concepts. Originally, product-centric positioning became more and more popular, including creating a product image and its ranking among competitors' products. First of all, it's about «the place a brand takes in the subconscious of its target audience».
Positioning is now an ordinary marketing activity or strategy. The national positioning strategy can often be used or slightly modified as a tool for entry into foreign markets.

In foreign literature on product marketing management, there is no single interpretation of the notion of «market position» of an enterprise or product. Foreign authors quite widely use the category of market position of the company precisely when dealing with the issues of efficient management of marketing activities. Domestic researchers more use of the conceptual device for positioning products as a result of market segmentation by commodity-price or consumer criteria [7].


The notion of «positioning» comes from the Latin «position» – the setting, position, principle, point of view. Synonyms of the notion of «positioning» are «designation», «relation» to something and the corresponding actions defined by such an attitude. In strategic management, positioning is considered as the upstream stage of developing of strategic events for the implementation of goals. The term of positioning is most actively used in marketing and is considered as the activity of the company to fix its products in the market and awareness of its difference from competitors. That is, the focus is not on product properties and consumer perceptions about it, but on distinctive features and qualities that provided to the consumer about the properties of the product [9].


Artiukhova K. V., Bondarenko V. V. define the market position of the enterprise as a set of existing advantages of innovation, price, production nature which allow to significantly influence in the short run the behavior of other participants in market processes in order to obtain positive results of their activities. The authors also distinguish three groups of factors for the formation of the market position of the grain manufacturer [1]:

1) a group of factors of production and technological nature, because the company's costs to create a unit of production depends on the level of technology and technology in the enterprise, the resource provision of its production activities, the application of innovative solutions in the field of production in the enterprise directly;

2) infrastructural factors, which cover, first of all, the logistical problems: the storage of the crop in order to reduce the seasonal fluctuations in prices, transportation in order to prevent losses, ensure the physical functioning of consumer ties, which is the basis successful sales activity;

3) commercial factors, which, in fact, determine the formalization of the applied system of product distribution in the market, and thus obtain financial performance.

Bondar O. I. notes that segmentation and positioning are an integral part of the stage of development of strategic directions and the formulation of a marketing strategy, which is one of the stages of an enterprise's marketing program, in the implementation of foreign trade activities.

Petrik O. O. notes that positioning strategies in modern conditions are a set of tools and means for implementing this task, their role and importance in shaping the strategic set of enterprises is steadily increasing. In general, positioning serves as the stage of creating a competitive strategy of the company in the market. It provides for the formation of a competitive position of a product or enterprise based on market research, consumers, competitors and internal corporate analysis [10].

Positioning contributes to the creation of a company promoting a company that provides a homogeneous image, a difference from competitors, a matching with the needs of customers, and also stimulates and directs strategic initiatives, demonstrates the values ​​and culture of the organization [10].

Strategic positioning models are methodical tools that allow you to determine the place of organization in the business space, both now and in the future, to predict the desired state and identify the direction of further development. With the help of the positioning model of the company on the market, it is possible to develop recommendations for the behavior of the enterprise in each situation that has arisen in the industry [10].

Positioning of the product is one of the stages of market segmentation. Positioning of goods in the selected market is a logical continuation of finding the target segments. The factors that determine the product's position on the market are prices, quality, manufacturer, design, discounts, service, image of the product and the ratio of these factors [4].

Kozak L. V. offers such an approach to the formation and implementation of strategies for the positioning of agrarian enterprises [6]:

1) the formation of a vision of a strategic positioning of a particular product (group of goods related to demand) offered by the enterprise for a particular segment of the market;

2) the formation of strategic positioning goals for a particular market segment;

3) development of the strategy of positioning a certain product (group of goods related to demand) offered by the enterprise for a certain segment of the market;

4) introduction of the strategy of positioning of the certain product (group of goods related to demand) offered by the enterprise for a certain segment of the market;

5) assessment of the results of the strategy of positioning a particular product (group of goods related to demand) offered by the enterprise for a certain segment of the market.

The author also says that the vision of strategic positioning is a vector (direction) of the future development of a product (group of goods) in the market, and the first step in its definition is the formulation of the conceptual essence of consumer value that will be offered to consumers. A fundamental prerequisite for the success of positioning strategies is the perception of goods offered on the market as unique or as those that are most effective in solving problems of consumers. In accordance with the concept of multi-attribute, which predominates in modern terms, goods acquire uniqueness through the professional and successful combination of their functional and associative attributes that are relevant to the needs of consumers [6].

Beliaieva N. S. notes that before the implementation of the choice of strategic positioning the company must choose a strategic direction of its activity, which is determined by the results of the analysis of the environment of the functioning of the industrial enterprise, as well as on the basis of its resource base and financial capacity. This analysis can be done using SWOT analysis (English: S – Strength; W – Weakness; O – Opportunities; T – Threats). This is a tool for determining the strategic situation of a business entity. It obeys the basic principle: the strategy must ensure compliance of the internal capabilities of the enterprise (its strengths and weaknesses) to the external situation (due, in part, to its capabilities and risks (threats)). Thus, the sequence of SWOT analysis involves the definition and analysis of external opportunities and threats, analysis of internal strengths and weaknesses of the enterprise and on the basis of this development and adoption of strategic and tactical decisions [2].

To find out the current state of competitiveness of domestic agrarian enterprises, L. L. Kozak carried out an assessment of their market positions in the domestic and world markets through indicators of foreign trade turnover, net exports and competitive price analysis. Using a comparative analysis of average prices of sales of agricultural products, average prices of domestic exports and world authors, it was found that during the investigated period, the agrarian enterprises used the classical strategy of «least cost», which involves the use of low prices in market competition. Despite the liberalization of foreign trade after Ukraine's accession to the WTO, Ukrainian producers of agrarian and food products are generally competitive on the domestic and foreign markets, but the situation is heterogeneous in the context of certain types of commodity groups. At the same time, the author notes that the applied strategies of positioning in the grain, leguminous and oilseeds crops were effective. Indicators of this process are the high share of agricultural enterprises in the domestic market (more than 90 %), dynamic rates of export growth, competitive prices, etc. [7].

The grain sector is one of the key places in the structure of the agrarian economy of Ukraine, forming more than a quarter of the total output of agricultural products. About 33 thousand agricultural producers are involved in the production of grain. Taking into account the related sectors (logistics, storage, processing, trade), the number of economic entities employed in the grain sector exceeds 38 thousand units. Grain is one of the main articles of foreign exchange earnings in the Ukrainian economy. Only in the last 5 years the total export earnings from grain sales amounted to over 32.4 billion dollars. The US with a surplus of foreign trade at the level of 31.2 billion dollars USA. Ukraine is currently among the top three grain exporters in the world. And, first of all, the transparent and stable functioning of the grain sector remains a key factor in ensuring the food security of our state. It should be noted that during the last decade the grain sector has demonstrated significant growth rates. During this period, the volume of grain production in Ukraine increased almost twice or by more than 30 million tons. Of course, the corresponding growth was made possible by the cumulative effect of a number of factors: improvement of the material and technical base of the agrarian sector, introduction of new technologies, significant investments in development grain market infrastructures, world demand growth, etc. [5]. These factors lead to an increase in positions in the world ranking of Ukrainian enterprises, but at the same time remain low, compared with other world leaders.

According to the State Statistics Service, at the beginning of 2017, the number of business entities involved in the storage and processing of grain crops was 933 units. Among them [5]:

1) «Large» – enterprises with the capacity of simultaneous storage of more than 50 000 tons;

2) «Medium» – enterprises with simultaneous storage capacities from 5,000 to 50,000 tons;

3) «Small» – from 500 to 5,000 tons;

4) «Micro» – other entities.

Currently, the positioning of Ukrainian enterprises in foreign markets of grain can also be classified according to the size of the enterprise, since large grain companies are able to spend on marketing measures, respectively, on the establishment of leading positions, significant financial resources, while small grain producers still face the problems of effective positioning on external markets. Today, one of the leaders in grain exports of «Nibulon» Ltd. is an example of an effective positioning of the company and products. One of the competitive advantages of the company is an operational response to the changing situation in the foreign market and a flexible decision-making approach. At the moment, the company has established a modern and powerful logistics system, which in particular includes a multi-level system of control and quality management, provides him with the leading positions in the foreign grain market. Thus, an enterprise can form a broader export range of goods compared to competitors, which gives it advantages in dealing with end users of agricultural products [11].

The wide geography of exports of «Nibulon» Ltd. provides support for the image of a reliable supplier of grain crops to the main markets of the world: Africa, Middle East, Europe, Southeast Asia, China and India. The company remains a partner of leading government purchasers of high-quality products, in particular: the General Food Supply Agency (GASC) in Egypt and the Ministry of Commerce and Industry of Jordan. In addition, the company is constantly expanding sales markets [11].

The opening of new markets, together with the strengthening of positions on existing ones, enables the company to increase its turnover and expand the range of partners in destination countries. Expansion of export horizons in the wholesale trade of grain crops was possible, first of all, due to the steady control over the quality of products, as well as high standards for the implementation of foreign economic contracts, focusing on the unique needs of individual consumers. «Nibulon» Ltd. continues to occupy a leading position due to the successful delivery of grain products to foreign markets, despite quality risks and strong competition from the USA, Argentina and Brazil. The company establishes and improves existing trade relations with bio-ethanol producers in Europe and carries out direct deliveries of domestic grain products to plants producing «green» fuel, which makes it possible to position the company as an advocate of alternative energy and further strengthen the position on the world markets [11].

Therefore, we can conclude that «Nibulon» Ltd. is positioning itself as a first-class exporter of high-quality products with an efficient and modern logistic structure, adjusted trade relations. The company constantly improves its position by improving the production culture and ensuring compliance with the phytosanitary requirements of importing countries. Growing competition serves as an incentive for the company to improve and maintain its position, to deliver grain crops to foreign markets, and to reduce the cost of production in order to become more competitive with other exporting countries.

It should be noted that despite the existing positive factors in the development of the grain market, positive experience of positioning leading grain exporters in Ukraine, such as «Nibulon» Ltd., for the majority of Ukrainian enterprises there are significant obstacles for the further growth of grain crops production and exports, among which one can distinguish the following [12]:

1. The logistics infrastructure is the main bottleneck for increasing grain exports. In particular, such existing problems of grain infrastructure that could threaten the effective positioning of Ukrainian exporters can be called: lack of capacities for storage of grain (elevators, warehouses); the inability to control the quality of the grain during storage due to poor quality assurance of elevators by laboratories; detention of goods due to lack of and poor technical condition of railway cars; high cost of transport services; low capacity of port facilities.

2. Particular attention is paid to the risks of shortages of transport capacities for all modes of transport, taking into account the possibilities of growth of volumes of production and export of grain. According to some studies by 2030, the volume of grain exports should exceed 61 million tons, and therefore the throughput of Ukraine's grain logistics system by this period should ensure the processing of the specified volume of cargoes.

3. The constant increase in grain production, with the simultaneous low share of quality food grain that exporters can offer partner countries is a constraining factor in improving the global position of Ukrainian enterprises. For example, neighboring with us, Romania sells wheat with a protein content of 12.5 %, and this makes it an average of 10 USD per ton more expensive than Ukrainian with a protein content of 11.5 %.

Consequently, Ukrainian enterprises, which position themselves on the external markets of grain, are facing problems of producing more expensive products with simultaneously higher demand and better quality among importers. The main incentives for effective positioning at the moment for Ukrainian enterprises should be the improvement of quality and corresponding prices, which will result in the expansion of markets, compliance with world quality standards, and the establishment of an efficient logistics infrastructure [8].

Conclusion. Consequently, we can conclude that the positioning of the enterprise is an important marketing concept, is an element of the marketing program of any enterprise, however, being a factor in the company's position on the international market. The market position of the enterprise today is determined by three groups of factors: factors of production and technological character, factors of an infrastructure nature, commercial factors.

The grain sector is one of the key places in the structure of the agrarian economy of Ukraine, forming over a quarter of the total agricultural production, while improving the material and technical base of the agrarian sector, introducing new technologies, investing heavily in the development of the grain market infrastructure, and increasing world demand lead to an increase in global positions. The rating of Ukrainian enterprises, which at the moment remain at a low level, compared with other world leaders. The borrowing of effective experience of positioning by Ukrainian enterprises from world grain exporters will make it possible to occupy leading positions and their niche in foreign markets, which is the prospect of further research in this direction. In particular, for today the main factors of positioning for Ukrainian enterprises should be: increase of quality and corresponding prices, which will lead to expansion of markets, compliance with world quality standards, establishment of effective logistic infrastructure.
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