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Bepa Linbakosa

[OKTOp hinocodii (eKoH.), Npochecop Kadeapu MapKeTUHry, PEKTop,

Buwa wkona eKoHOMIKK Ta Aep>kaBHOro ynpaeniHHA y BpaTtucnasi, CnosavunHa

Bepa Yuxoscka

[OKTOp chinocodii (eKoH.), Npochecop Kadeapn MapkKeTuHry, hakynbTeT KoMmepuii,

YHiBepcuTeT ekoHoMiku B bpaTtucnasi, CnosayunHa

€BpOMapKeTUHT: (PaKTopM i AeTepMiHaHTU €BPONENCHKOro PUHKY

AHoOTaUiA. €BPONENCbKNA MapKETUHI PO3rfAAAETLCA AK BiAMOBIAb HA MONITUYHI NMpouecy iHTerpauii Ta CTBOPEHHA €4MHOMO
€BPOMNENCbKOro BHYTPILIHBOrO PUHKY, & TakoX i noganbily rnobanisauito CBiTOBOI EKOHOMIKM | 3pOCTaHHA MiXXKHAPOAHOI KOHKY-
peHLUii. ABTOpY AaHOI CTaTTi NOKNNKaHIi NPpMBECTU (DOPMYHOUNIA EBPONENCHKNIN MapKETUHIOBUIN KOHTEHT Y HOBWI yNpaBniHCbKWI
nigxia, AKUA AO3BOSIMTL KOMMAHIAM MOMErwmMT Yroam Ha eauHoMy puHKy €C i npu UbOMYy MakcuMasibHO BpaxyBaTu notpebu
€BPOMNENCHKOro croxmeada.

Knto4oBi cnoBa: €Bponencbkuii MapKeTuHr; €Bponeicbkuii Cots; YMHHUKK | (hakTopy, WO BM3HAYAKTb €AVHUIA pUHOK €C;
rno6anbHNn MapKeTHHT.

Bepa Linubakosa

[okTop chmnocodum (3KoH.), npodeccop Kadenpbl MapKeTuHra, pekTop,

Bhbiclwan Wwkona 3KOHOMWKM U rocyAapCTBEHHOro ynpasneHvA B bpatucnase, CnosakuA

Bepa Yuxoscka

[OKTOp chmnocodun (3KoH.), npodeccop kKadenpbl MapKeTuHra, hakynbTeT KOMMepPLUN,

YHuBepcuteT aKoHOMUKK B BpaTtucnase, Cnosakusa

EBpomMapKeTuHr: (hakTopbl U AeTEPMUHAHTbI EBPONENCKOro pbiHKa

AHHOTauuA. EBPONEcKUin MapKeTUHI paccMaTpyMBaeTCA Kak OTBET Ha MONMUTMYECKME NMPOLECChl UHTerpaumMm u cosgaHue
€[IMHOrO €BPOMENCKOro BHYTPEHHENO PbIHKA, a Tak>Ke 1 MoCceayoLLyto rnobanusaumio MMPOBOM SKOHOMUKUN 1 POCT MeXayHa-
POOHON KOHKYpPEeHUMN. ABTOPbI AAHHOW CTaTby NpU3BaHbl NPMBECTU (POPMUPYHIOLLUMIA €BPONENCKUA MAPKETUHIOBBIA KOHTEHT B
HOBBIN yrpaBfeH4YeCcKnin N0AX04, KOTOPbIA NO3BONUT KOMMAHWAM 06MerynTb CAENKM Ha eanHoM pbiHke EC v npu aToM Makcu-
ManbHO y4ecTb NOTPEBHOCTM eBPONENCKOro noTpebuTena.

KnioueBble cnoBa: eBponencknii MapkeTuHr; EBponeickuin Cotos; obwwmin hakTopbl pbiHka EC 1 thakTopbl, onpeaenatowme

eavHbIv pbiHOK EC; rnobanbHbIn MapKeTuHr.

1. Introduction

The European Union currently represents the strongest
political and economic grouping in the world with more than half
a billion inhabitants living at its territory. Gross Domestic
Product (GDP) generated at this territory amounts up to almost
16 trillion USD and exceeds the GDP of the United States. The
formation and gradual enlargement of the EU have resulted in
a common market, which creates a strong economic area with-
out internal borders with granted free movement of goods, per-
sons, services and capital. It currently represents 40% of global
trade and is the greatest internal market with fixed conditions
applicable for all EU member states. Such a common market
requires the implementation of a specific marketing approach,
which needs to reflect changes of market conditions depending
on the market a business is carried out on. Environment for
commercial activities on the European market is characterised
by high-level competition, and significant turbulent and dynamic
changes. Those are reflected in European economic, legal,
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social and cultural environments of most of the EU countries.
The key characteristic feature of such changes is increasing
globalisation of economic and social structures, resulting in a
whole range of disparities of individual regions and whole
states, regionalisation and localisation as a reaction to global
expressions of the life of society, increasing significance of
national cultures as well as mass customization of European
consumers. Characteristic features of the EU market area
include the fact that the common European market records a
still quite high level of heterogeneity in spite of the efforts to con-
verge individual member states.

2. Brief literature Review

The European marketing theory has been little elaborated
in domestic and foreign literature, as it is a quite new matter,
which has been getting at the forefront more significantly only
after formation of the common European market in 1993.
Distinguished representatives who were the first to start dealing
with the issues of European marketing include Ch. Halliburton
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[1] and E. Kaynak, (2004) [2], who had published the first study
on European marketing in International Business Press already
in 1994. In 2004, he issued a publication «Euromarketing», pro-
viding an interpretation of the transformation from national
towards European marketing and considers the intensity of
selected variables at the transition from national marketing to
European marketing. They predominantly include: competitive-
ness, price discrimination, effectiveness in product research
and development, effectiveness in logistics and distribution,
extent of product variations, configuration of activities, range of
benefits, etc. From his viewpoint, the European marketing rep-
resents a certain transition between internal, international and
global marketing. It exhibits the characteristics of internal mar-
keting along with cultural diversification and globalisation (2004,
2012) [2, 3]. In 1993 Ch. Halliburton and R. Hunerberg issued
a publication «Pan — European Marketing» (1993) [1], where
they argued over the new marketing concept as a myth and a
reality. Other theoreticians dealing with the issue of European
marketing include P. Harris, E McDonald (2004) [4] and F
Burton (2002) [5], who characterised the European marketing
as marketing similar to international marketing, as it includes
different decisions necessary to sell products across the bor-
ders of a country. Borders represent barriers differentiating the
European marketing from national marketing. Of course, the EU
member states have smaller barriers than non-members. The
issues of Euromarketing are dealt with in more detail by
V. Cihovska (2008) within scientific projects VEGA 1/0251/08
«The Research of Factors and Determinants that Influence
European Business Environment and Marketing Strategies for
Slovak Firms at a Common Market of EU with the Support of
Specific Marketing Instruments» and KEGA 018 EU - 4/2014
«Euromarketing — Factors and Determinants of Common
European Market» (2014), where she published a number of
articles on Euromarketing. In the publication «European Marke-
ting» (2011) [6], she provides a summary overview of European
marketing in the context of international and global marketing.
Monograph «Marketing Environment of Common European
Market» (2010) [7, 8], analyses the key factors of the macro
environment of European market and their influence on the mar-
keting aspects of success of companies on the common mar-
ket. In the textbook of scientific articles «Factors and Determi-
nants of Business Environment of Common European Market»
(2009) [9, 10], she highlights significant disparities of individual
countries of the European community in economic, social and
cultural environment, which hamper the divergent development
of both business environment and European consumer.

3. Purpose

One of the most considerable achievements of the Euro-
pean integration is the creation of a common internal market.
Accession of 28 countries in the EU had signalled the transfor-
mation of individual national markets to a single and big inter-
national market with huge economic potential without internal
borders. Following its formation at the beginning of 1993, room
enabling free movement of goods, services, workforce and capi-
tal was created and a possibility to build the most competitive
world economies was opened. As a result of deepening integra-
tion processes, the European Union market is a very specific
market with global, supranational, national as well as regional
special characteristics. Practice shows that the EU does not cre-
ate a common market for the implementation of global, pan-
European marketing strategies. Even though almost all barriers
of free trade have been removed, and buying patterns of con-
sumers have gradually been converged, there are remaining
cultural, economic and social disparities, present in the long
term, which still divide individual EU countries. Therefore, this
paper aims at collecting, analysing and developing theoretical
knowledge and relations regarding European marketing and
identifying the key factors and determinants of the European
marketing environment for both theory and practice of busines-
ses which want to establish themselves at a highly competitive
EU market.

4. Results

European marketing as a scientific discipline was estab-
lished at the turn of the 1970s and 1980s within the German
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school of marketing as a reaction of theory to the political
processes of creating a common European market and subse-
quent processes of globalisation of world economy. The initial
vision of the European market was creation of a common mar-
ket in the European area. Later, following the formation of the
European community, this idea was transformed into the
«European sector for global competition» (Halliburton &
Hunerberg,1993) [1].

The formation process of European marketing is thus a
reaction to the establishment of European market, which
enlarges the area of its examination from the originally separa-
ted markets to a single, big, multinational and multicultural mar-
ket. Harris and McDonald (2004) [4] characterised the
European marketing as marketing similar to international mar-
keting, as it includes different decisions necessary to sell prod-
ucts across the borders of a country. Borders are barriers dis-
tinguishing European marketing and national marketing. Of
course, the EU member states have smaller barriers than non-
members. Eurozone members use the same currency — euro,
which represents zero risk at rate exchanges as well as zero
costs of foreign currency transactions. According to many
authors, the basis of European marketing is creation and deve-
lopment of means how to achieve the convergence of legal,
economic, social and cultural conditions in European countries,
which are to facilitate mutual business transactions. It links
global and local approaches with a maximum effort to use the
strategies of standardisation of the offer of goods and services
with regard to the specific features of individual markets of the
EU member states. It can be defined as an adaptation of the
elements and strategies of marketing mix, so called product,
distribution, price and promotion policy to the conditions of com-
mon European market. At comparing the European market to
national markets of individual EU countries, differences are
quite significant. The common European market brings greater
competitiveness; however, on the other hand, businesses can
use savings from the extent, resulting from the market size. It
also contributes to the formation of closer cooperation relations
between companies, which can increase the effectiveness of
research and development activities. Higher effectiveness in
logistics and distribution is also expected. As the European
market includes a great number of consumers and corporate
customers, more numerous product variations than on national
markets are expected. Specific features of European marketing
include the fact that Europe is perceived as a clearly geogra-
phically defined segment, behaving homogeneously from the
viewpoint of Europe however diversely from the viewpoint of
other global regions. The key concept of European marketing is
therefore market segmentation, applying national borders as
the basic criteria of segmentation policy. From the viewpoint of
global marketing, the world behaves as a single market seg-
ment, while European marketing perceives individual European
economies rather as different countries with their national spe-
cific characteristics. Definition of whether the European market
is a suitable area for global marketing and globalisation strate-
gies depends on the analysis of macro environment, which can
serve as the first step at decision-making on Euromarketing
strategies from the business viewpoint. Arguments of some
authors in favour of the global approach can be reduced to two
complementary directions — customer convergence (global con-
sumer or European consumer) and the effectiveness of global
products (global product or Euro product), or customer diver-
gence especially resulting from cultural and economic dispari-
ties. We agree with the global viewpoint supporters, who per-
ceive European marketing as a transition from national towards
global marketing approach, which however accentuates the
intercultural marketing approach. This concept reacts to weak-
nesses of the global marketing, which does not take into
account social and cultural differences of consumer markets in
a sufficient extent, and does not enable a prompt reaction of
companies to competition.

We can essentially compare it to the approach of Perry
(Halliburton & Hunerberg (2004) [1], who claims that European
marketing is a unique phenomenon comprising exogenous fac-
tors, which are part of a continuous process of shaping and
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combining marketing strategies due to changes of local, region-
al and global development. This approach points to certain sim-
ilarities of individual marketing system, however it also confirms
their natural disparity.

Disparities of the European Marketing. The fact that the
European market is significantly heterogeneous in spite of grad-
ual unification of norms and standards and convergence of the
economic power of individual countries and regions is a persis-
tent feature of the European market, which is reflected in eco-
nomic, social and cultural environments.

Economic environment of the European market is created
by a number of factors affecting the possibilities of companies
to make offers on the one hand, and the possibilities of citizens
to buy such offered products and services on the other. Factors
and determinants of economic environment therefore have an
immediate impact on the purchasing power of consumers and
structure of their expenses. One of the most significant indica-
tors of state economic power is gross domestic product (GDP)
expressed in current prices, or gross domestic product per capi-
ta. From the factual viewpoint, GDP can be defined as a sum-
mary of final goods (consumer and investment goods) and ser-
vices produced and provided over a certain time (usually a
year) at the territory of a country. GDP thus represents the most
complex criterion of the overall level of production of goods and
services in a country.

The 28 EU member states record very different data on their
economic power, however collectively they represent great eco-
nomic power and strength in the world economy. In 2008
(before the crisis), the overall EU GDP amounted to
EUR 12.511 billion, outpacing the USA with GDP at the level of
EUR 9.769 billion, only representing 78.1% of the EU-27 econ-
omy (Cihovska, 2009) [10]. The most efficient EU economies
according to the financial value of final products and services
produced in the country over 2013 included: Germany, Great
Britain, France, Italy and Spain. The lowest economic efficiency
out of the 28 member states was recorded in Latvia, Lithuania,
Cyprus, Estonia and Malta. Differences in the efficiency of indi-
vidual national economies of the EU countries are even clearer
at comparing the achieved GDP per capita, converted to stan-
dard purchasing power parities against the EU average.
Different levels of GDP per capita not only show different levels
of individual national economies but also differences in the liv-
ing standards of its citizens, which affects, besides others, the
average consumption and structure of household expenditure
as well as other indicators. That needs to be a matter of inter-
est of business entities, as they are directly reflected in the pur-
chasing power and demand structure of potential customers.

Average GDP per capita in the EU-28 was EUR 25,700 in
2013. The EU countries with GDP per capita exceeding the
average of EU-28 are Luxembourg (EUR 67900), Sweden
(EUR 32,700), Netherlands (EUR 32,600), Ireland
(EUR 32,500), Austria (EUR 33,200), Denmark (EUR 32,100),
Germany (EUR 32,000), Belgium (EUR 30,500), Finland
(EUR 28,700), France (EUR 27,800). The significant difference
in the average GDP per capita between the EU-28 and
Luxembourg results to a significant extent from the fact that
Luxembourg has a great number of foreign employees in rela-
tion to own citizens. Foreign employees significantly contribute
to the GDP amount; however they are not included in the num-
ber of citizens applied in calculating the GDP per capita. That is
not to imply that the first place of Luxembourg in the GDP indi-
cator is not correct, it is only necessary to point to the correct
interpretation of the result. Other countries significantly lag
behind the EU-28 average. The lowest GDP values per capita
are recorded by the poorest EU countries — Romania and
Bulgaria, where this indicator only amounts to 40 % of the ave-
rage of EU-28 [12].

Not only differences between individual EU countries but
also differences between individual regions (currently in the
amount of 271 within EU-28) have deepened with the increas-
ing number of members. The second enlargement of the
European community in 1981 by Greece and subsequent third
enlargement by Spain and Portugal meant an increased share
of economically underdeveloped regions at the whole territory
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of the community, which was even deepened in 2005 following
the accession of ten new members mostly from the former
Eastern bloc and in 2007 following the accession of Romania
and Bulgaria. The number of regions not reaching 75 % of the
average GDP per capita increased after the EU enlargement on
1st May 2005. Up to 92 % of the citizens of new member states
live in such poor regions. Up to 61 % of the citizens of new
member states live in regions where per capita income is lower
than 50 % of EU average (EU-25). Original member states only
had 32 so called poor regions. The richest regions currently
include central London, Brussels and Luxembourg. The poorest
regions include areas in Bulgaria, Romania and Poland with the
average of 25 % up to 36 % (EU-28 = 100 %). Only four regions
of the new member states achieve higher than average EU
level. They include capitals: Prague (162.3 %), Bratislava
(148.7 %), Budapest and Warsaw. EU regional policy and natio-
nal resources should have changed the structure of the poorest
regions by 2015 in order for them to be able to develop effec-
tively and reach the level of developed regions faster; however
the recession would delay such efforts.

Household spending. Household expenditure and its distri-
bution is another important economic indicator. The biggest
share of EU-28 overall household expenditure is created by
three important groups: expenditure on food, living and trans-
portation. Each of them represents approximately 15 % of ex-
penditure on final consumption in both EU-28 countries and the
Eurozone countries. Approximately 10 % share is created by
expenditure on recreation and culture, while the share of such
expenditure is slightly bigger in the EU than the Eurozone. Only
a slightly smaller share is created by the expenditure on restau-
rant and accommodation services, which is also higher within
the whole EU.

Expenditure on food in individual countries is between 10
and 12 % (Great Britain, Luxembourg, Germany and Austria) up
to 36 % in Romania. Expenditure on transportation is between
8 and 12 % (Romania, Lithuania, and Latvia) up to 19 — 22 %
(Slovenia, Portugal and Luxembourg). Share of expenditure on
recreation and culture is between 5 % (Romania, Portugal, and
Greece) and 12 — 15 % (Sweden, Great Britain). The category
of accommodation expenditure is at the level of 9 % (Malta,
Cyprus, Greece, and Luxembourg) up to 19 — 23 % (Romania,
Germany, Poland and Slovakia). It is necessary to point out that
this item is only created by financial expenditure not related to
services provided by the owners of occupied flats (rent). It
means that countries in which a greater share of citizens live in
rented flats have a bigger share of expenditure on accommo-
dation than countries in which majority of citizens live in their
own flats.

In relation to this item, the economic crisis mostly affected
the poorest countries, especially Romania, Bulgaria and
Lithuania, where expenditure on food and transportation are the
highest, and the expenditure on recreation and culture are the
lowest in the whole EU.

EU Labour Market. Knowledge of the situation on labour
market provides an additional view for the analysis of econom-
ic performance and growth as well as social status of citizens.
Unemployment has a significant impact on the consumption of
Europeans, which is why it is necessary for companies operat-
ing on this market to monitor these indicators. Long-term unem-
ployment is one of the greatest worries of the governments of
the member states. Besides its negative influence on personal
lives of consumers, it restricts social cohesion and decelerates
economic growth of countries.

Years 2008 and 2009 resulted in a significant unemploy-
ment increase due to the global economic crisis in all EU coun-
tries. Unemployment level in EU-27 amounted up to 8.9 % in
2009, and up to 9.7 % in 2010-2011, which can be attributed to
adopted austerity measures of companies which were reducing
the number of their employees in order to maintain profitability.
However, unemployment indicators are considerably different in
individual countries. The highest unemployment levels of the
EU countries were recorded in 2013 in Spain (22.5 %), Greece
(18.3 %), Latvia (16.2 %), Lithuania (15 %), Slovakia (13.6 %)
and Estonia (11.3 %). High values were also recorded in Ireland



(14.3 %). States with the lowest unemployment levels include
Netherlands (4.8 %) and Austria (4.1 %).

Further serious difficulties have persisted on the labour mar-
kets of individual EU countries. The most urgent one is the fact
that unemployment of especially young people is very high in
many EU states and that young people have not achieved pro-
portionate benefits from the EU economic boom before the cri-
sis. Even though there was a positive development recorded
also in the level of unemployment of young people (between 15
and 24 years of age) in 2007, the unemployment level of this
group was more than double compared to the unemployment
level of the whole workforce. Almost one in six young people in
EU-28, i.e. around seven million people is leaving the educa-
tional system early and the level of achieved education has not
increased. Every sixth young person (15.3 %) within the EU
member states at the age between 18 and 24 leaves school
after achieving the maximum of lower secondary education
(men: 17.5 %, women: 13.2 %) and they neither participate in
further education nor training afterwards. In some states (Spain,
Italy, Malta, Portugal), the number of such young people is very
high (approximately 20 %), while in other countries, the results
have actually deteriorated since 2000 (Luxembourg and
Slovakia). Although there has been certain progress achieved in
relation to the number of people who have completed higher
secondary education, it has not been sufficient to achieve the
goal of at least 85 % young people at the age of 22 with com-
pleted at least higher secondary education by 2010. The longest
compulsory school attendance out of the 28 EU countries has
been implemented by Germany (until 19 years of age) and
Great Britain (18 years of age), while majority of other countries
including Slovakia has implemented the compulsory school
attendance until 16 years of age. Slovakia is also among coun-
tries reporting the highest share of young people with a com-
pleted secondary school (men: 86 %, women: 95 %), which is
by 23 % more than such a developed country as Luxembourg.

Data of a report presented by the European Commission in
December 2013 showed that every fifth young person of the EU
on average, i.e. 5.4 million people younger than 25, are unem-
ployed, which is alarming. This group of young people was
defined by Brussels as LOST GENERATION, which is also the
name the European Commission used for a group of socially
excluded people whom society has not enabled employment
and success on the labour market. They are young people not
having reached 25 years of age, who have graduated from
school however are unable to find a job. The European
Commission wants to solve such serious problems by adopting
a strategy which could decrease the number of unemployed
young people of the Union by 340,000. The member states are
recommended to decrease the number of people without edu-
cation, to improve the quality of education and interconnect
schools with practice [11].

In spite of persistent disparities of individual EU countries
(especially in economic and social environments), EU legisla-
tion, distribution systems and economic growth of individual
member states (temporarily decreased by the finishing reces-
sion) are directed towards harmonisation of the European
market.

Conclusions. European marketing has much in common
with international marketing, especially in management and
decision-making in products sales (goods and services and
their combination) across state borders. These borders become
barriers, which can be considered to be the key difference
between European and international marketing. Even though
the intensities of such barriers differ within individual EU coun-
tries, their common focus of interest is marketing activities. The
key difference between European and internal marketing is
based on cross-border trade barriers. These differ according to
whether a country is part of the EU and Eurozone. Countries
outside Europe trying to enter this market are exposed to a

WORLD ECONOMY AND INTERNATIONAL ECONOMIC RELATIONS

complex marketing environment, while there are similarities in
economic and legal environment but there are also big differ-
ences in cultural and social spheres. European marketing can
therefore be characterised as a special type of international
marketing with certain characteristics in common with national
marketing of the countries with minimum differences in legal,
economic, social and cultural spheres. It means that the foun-
ding countries of the EU and Eurozone countries have the lo-
west level of political and economic barriers from among all EU
countries. Many marketing experts expect that the common
European market will support the convergence of taste of
European consumers and will enforce a «European consumer».
Convergence of values, lifestyles, opinions, habits and taste still
does not necessarily result in the convergence of needs. They
can differ on individual national markets similarly to differing
purchasing power and consumer habits of buyers. Europe as a
mixture of different cultures and systems offers great marketing
opportunities for businesses in the sphere of production and
trade.

Although it is possible to combine social and demograph-
ic characteristics and marketing strategies of consumer pro-
ducts companies in order for them to converge the styles of
individual European countries, diversity will have an equally
important role as convergence in the new global economy.
Businesses should therefore identify regional, national and
local specific features and create suitable marketing strategies
reflecting such diversity. Pan-European strategies can be pro-
fitable where consumers have similar cultural values and
homogenous taste in relation to a particular product or ser-
vice. Standard marketing programme can be used e.g. for lux-
urious products (like jewellery, watches, sports cars, etc.),
which are demanded by a small number of similarly thinking
customers, or for fashion products, which are purchased by
young people in all countries (global approach).

However, social and cultural characteristics differ signifi-
cantly within Europe, which requires an adaptation of marketing
strategies depending on individual EU regional markets. We
can therefore say that Europe is far from becoming a common
internal market for European companies but also far from
becoming a common foreign market for companies outside
Europe.
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