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Kisileva I., Berezhnyi M. ENERGY CONSUMPTION AS A FACTOR INFLUENCE ON THE 
COMPETITIVENESS OF METALLURGICAL INDUSTRY PRODUCTS OF UKRAINE / Zaporizhzhya 
National University, Ukraine 

The paper deals with the today's market trends of metallurgical industry, as well as the formation of the 
competitiveness of this industry in the national and world markets. The trends analysis of causal relationships, 
and the factors influencing the development of metallurgical industry on the example of one of the world 
leaders in the market of ferroalloys  PJSC "Nikopol ferroalloys plant" have been defined. The characteristics 
of factors that influenced the development of the competitiveness of domestic enterprises under the 
production cost influence, the main problems and prospects of further development as well as their solutions 
were presented. 

Key words: competitiveness, cost, energy intensity, analysis, market. 
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Koriniev V.L., sh u lov V.V. COMMODITY AS INSTRUMENT OF MARKETING STRATEGY OF 
ENTERPRISE / Classic private university, Ukraine 

In the article the features of the use of commodity are investigational as one of varieties of marketing tool at 
forming and realization of marketing strategy of enterprise and his role is certain in given process. Research 
of intercommunication is conducted between commodity and marketing strategies on a domestic enterprise. 
Approach is offered to the grounded choice of marketing strategies on the different stages of life cycle of 
products of enterprise during its realization at the market.  

Key words: marketing strategy, commodity, marketing instrument, life cycle of commodity, market, enterprise. 

 

 

 

 

 


