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Introduction:

Nowadays the confectionary industry is one of the most developed in the world and in Ukraine, in particular. In accordance with recent studies, the annual growth rate of Ukrainian chocolate market is 2.1% during the last five years. Existing production capacities of Ukrainian companies also create powerful opportunities for penetration into foreign markets. One of the specific features of confectionary market is a fear competition which encourages companies’ management to look for new ways of trade expansion. This creates new challenges and urges the companies to marketing strategy renewal.
 This study is conducted to analyze the main barriers for foreign companies to enter Ukrainian market resulting from the country’s cultural, economic and legal features and the pitfalls for Ukrainian companies on their way to enter the foreign confectionary markets. Another objective of this paper is to find out key factors of the successful development and implementation of export marketing strategy. Finally, the ultimate goal of the conducted research lays in drafting the appropriate recommendations for companies’ marketing strategy development based on the analyses conducted. 


Literature review:



O. C. Ferrell (2010) defines marketing strategy as «inherently people-driven and never stagnant». He adds that the marketing strategy is about people and finding ways to deliver exceptional value by fulfilling the needs and wants of other people, as well as the needs of the organization itself. Paul Fifield confirms this by standing out a thesis that both marketing and strategy are strongly connected with relationships, first of all, with people (Fifield, 2012).  
Business reality pushes companies to choose their marketing strategies according to the expectations of their stakeholders (Doole at al. 2012). It is caused by sources which these groups can provide business with. Previous investigations showed that organizations which are integrating customers (or other stakeholders) into marketing strategy making and implementation has an opportunity to create something new, valuable and even rare (Hult, 2011). Such companies can form a special ideology, image and brand vision that gives their customers a feeling that they will get something unique and useful, especially, when company’s goods are supported by a high quality level.
On the other hand Rajan Varadarajan (2010) speaks about a long-term effect of strategic marketing decisions on organizations that can be positive or negative due to the environment they are surrounded by. If business is interested in a long-term partnership relations with its stakeholders (customers, first of all) it will prefer to establish a strong basement from the very beginning – strategic planning – by adjusting to the stakeholders’ needs.
The new trend in the most of markets which connected with proposition of something fundamentally new, unique, individual and innovative leads to another important statement. Some economists suggest that there is nothing surprising in the success of companies that can provide creative marketing strategy (Slater at al. 2011). Creativity makes you a pioneer in some sphere and brings you an undeniable competitive advantage such as a defense from substitution. 
The previous studies found out that marketing strategy is connected with a marketing segmentation, resource-based view and product life-cycle (Wensley, 2010). Marketing segmentation is useful for differentiation and targeting. Targeting is caused by resource limitation that’s why company can’t serve to all consumer groups. So it should choose one target audience and one marketing mix and change it according to product’s life-cycle. 
Due to the worsening business environment companies face the problem of domestic economy decrease, especially, in Western Europe and some Asian countries. But according to Czinkota (2012) the growth of highly potential markets can become a good opportunity for solving this problem. The second investigated factor is a globalization that stimulated an ever increasing number of companies to internationalize (Morgan, 2012). But the process of entering a new market has its own specific characteristics. The most critical challenges often arise from specific difference in cultural, socio-political, legal and marketing environment due to the results of surveys (Albaum at al., 2008). So these risks should be taken into account when developing and implementing a marketing strategy. The strategic goals on the foreign market vary from broadening a product slate, improving a scale, diversifying the market, learning and experimenting (Lavin at al., 2011). That’s the key point that marketing managers should deal with.


Methodology:

To analyze the main mistakes and key drivers of successful marketing strategy building I use qualitative and inductive research methodology. Both primary and secondary methods were applied to analyze the world tea market and the leading companies acting on it. For the first methodology type interviews, surveys, observations and cross-sectional studies were carried out to define the barriers and difficulties that companies face and their marketing policies on the new markets. The sample included such companies as “Roshen”, “KONTI”, “Nestle”, “Mondeliz”, “AVK” “Biscuit Chocolate”. The respondents we approached for interviews refused to participate and share the information probably because of their confidentiality policy.  
The secondary studies are analyses of confectionery market and content analyses of companies’ sites and social networks. 
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