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BXOAAT TEKCTU/b N 06YBb, NPOAYKLNA XUMNYECKOM MPOMbILLNIEHHOCTW. [0 0CHOBHbIM TOBap-
HbIM NO3MUMAM Hanbonbluelr Aoneli nmMnopTa XapakTepnayTca TenedoHbl, KOMObOTEPbI Y
KOMMAEeKTyOLWMe ans aBTomo6mneii.

Bbirogbl 0T pa3BuUTUS NapTHEPCKMX OTHoweHUn EASC ¢ KHP:

1. Pa3BuTmne TPaHCMOPTHO-N0MMCTUYECKON MHMPACTPYKTYPbI C Liesblo cBO60AHOrO nepe-
OBVKEHUSA Tpy30B, kKanutana n paboyeri cunbl. CoBMECTHOe co3faHue U peanusaumsa Kpyn-
HbIX WH(PACTPYKTYPHbIX MPOEKTOB Ha nyTu «Hosoro LLlenkosoro nyTu» (CTPOUTENbCTBO
TPaHCMOPTHO-NOFUCTUYECKUX LIEHTPOB, MHAYCTPUasbHbIX NapKoB, Cyxux nopTtos). B 6yay-
LeM BO3MOXXHO CO34aHne eAuHON NorncTuyeckol nnathopMbl, BbIMNOMHAKOLWENA QYHKLNN
ynpasfieHUs TPaHCMOPTHbIMW MOTOKaMMU, a TakXe WUHTerpartopa 6u3Heca 4ns ynpoLweHus
MeXKopraHu3aLoHHOro B3anmogeincTeua Esponbl 1 Asnn [1].

2. MapTHepckue oTHoweHUs ¢ Kutaem npegnonaratT 3KOHOMUYeCKoe NPUCYTCTBUE KU-
TacKMx nNpegnpuaTuii Ha Tepputopnm EA3C, 4TO cNocobCTBYET POCTY MPAMbIX MHOCTPaH-
HbIX UHBeCTULMIA n3 KHP.

3. EA3C cTaHOBUTCA CBA3YOLW MM 3BEHOM B Toprosne mexay KHP u ctpaHamun EC, obec-
neunsasn AMBEPCUMULMPOBAHHbIA IKCAOPT U MMMNOPT. ITO YNPOLLAeT N O4HOBPEMEHHO Yyuy-
LwaeT Toprosble oTHoWweHUs mexxagy EASC n KHP 3a cyeT B3auMHOro yoBneTBOPEHUSA MO-
TpebHOCTe MO MHOTMM TOBapPHbLIM MO3ULUAM.

4. Kutaii saiBnsietcst 06LUMPHBIM PbIHKOM CObITa 415 NpeanpusaTuii ctpan EA3C. Topro-
BO-3KOHOMMYECKOE CornalleHns Mexkay cTpaHamuy no3BoisAioT HapawmsaTb 3KCMOPT Ha PbIHOK
KuTasa gna 6enopycckmx ToBaponponssoanTeneii. B HacToswee BpeMs pbIHOK A3 ABNSAET-
€A 04HVM 13 Haunbosee NpuBeKaTesibHbIX B MMpe. OT0 06yC/10B/IEHO POCTOM BAUAHUSA CTpaH
A31N HA MUPOBYIO 3KOHOMMUKY.

Mpo6nembl B3auMHoli Toprosnu mexagy EASC n Kntaem:

* BbiCOKas f0N1A MMAopTa NPOAYKLNU KNTaNCKOro MallMHOCTPOEHUA W APYTUX oTpacnei
co3/aeT KOHKYPeHLMI0 ANS HaLMOHa/IbHbIX NMPOU3BOAUTENENA U BbITECHSET UX C PbIHKA,;

« pocT Kntalickoi 3KOHOMWKN OLLYTUMO Bbille TEMMOB pocTa 3IKOHOMUK cTpaH EASC,
3a CYeT Yero NPoMCXoANT NocTeneHHbIN Nepexos 0T aKcnopTa onpeAeneHHON NpoAYyKLUMN K ee
nmnopTy. MNMprmepom ABNAETCA NPOAYKLNSA XUMMUYECKON NPOMbILLNIEHHOCTH, A0S 3KCnopTa
KOTOPOW 3a nocnefHui rog ynana Ha 18 %, a umnopT yBenuuunca Ha 21,2 %;

* CHWXEeHMe TeMnoB pa3BmuTusa ctpaH EASC MoXXeT nosfeyb 3a c060M CHMXEHMEe NHTepe-
ca co CTOpoHbl KHP 1 yMeHbLNTb 3KCMOPT.
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INTERNATIONALIZATION IN RETAIL:
ADOPTING THE OPTIMAL STRATEGY

B A4aHHON cTaTbe paccMaTpUBalOTCSA acnekKThbl CTpPaTerum UHTepHauoHannsaumm
[AN1S1PO3HUYHbBIX TOProBbIX ceTell. AHA/TM3NPYIO T CA BCE CT ANy MHTepHaLMOHaIN3aLMmMpo3-
HUYHbIX TOProBbIX CET e HauMHasA ¢ MOCTAHOBKM LeNIn U 3aa4 Ao pa3paboTKu AuHaMuye-
CKOro njiaHa NPOHUKHOBEHUS HA 3apy6Be>KHbIE PbIHKN.
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This paper studies the aspects of Internationalization strategy in retail industry, by
analyzing the overall internationalization process from the initial entry mode to post-entry
expansion plan considering the dynamics involved.

Retail industry and supermarkets in particular witnessed a major growth during the
past two decades mainly as a result of the active expansion into international markets.
The emergence of new retail formats, technologies, coupled with the globalization of world
trade all helped in rising opportunities for entering new markets. For many retailers,
internationalization is considered the optimal strategy to achieve sustainable and profitable
growth and avoid marginalization. International operations offers retailers new opportu-
nities for concept development, sourcing and operational development, which are not
necessarily available within the domestic market. In addition, international markets
provide valuable growth opportunities and allow building up and optimization of retailers’
commercial experience.

The paper analyzes the WHY'’s, HOW'’s and the WHAT'S of retailers’ internationali-
zation strategy. Various proactive and reactive factors, either company-specific or environ-
mental, are involved in directing a retailer into a “Foreign Expansion Mode”, such as
growth-orientation, limited domestic opportunities, saturation within domestic market,
opportunities in international markets, cost efficiency and optimization, international
appeal of the retail concept, retailers’ risk appetite and various other passive/subjective
incentives

Equally important is the entry mode and foreign expansion mode itself, the “HOW's?”
i.e. the arrangement a company considers in setting up international business activities and
eventually the process of expansion and growth that follows. The application of generic
business internationalization theories in retail industry is limited due to the specifics of the
retail industry. Therefore, foreign expansion mode is examined from a dynamic perspective
as it’s not necessarily directly related to the entry mode; since retailers tend to adjust their
growth and expansion strategies after entering an international market which makes the
study of the whole expansion process more important rather than just analyzing the static
entry mode choice. This being said, the choice of entry mode is critical in the overall success
of the international operations; theoretically many options are available, retail stores could
be either managed from the domestic market or via a fully-owned subsidiary or joint
venture and may take the form of store-in-store or standalone company-owned stores [2].
Once retailers establish their operation in the international market, many of them, and
based on certain circumstances, tend to shift their foreign expansion mode, this shift may
be attributed to either economic or behavioral attributes [3]. Economic circumstances are
basically the drastic external or internal changes that impact the choice of degree of control,
resource investment and flexibility which lead to an increase or decrease in commitment
depending on the type of change. Behavioral circumstances could be examined in the
context of two internationalization theories and their relevance to the retail industry:
Uppsala Model and Network Model [4-6].

Finally, pillars of retail internationalization strategy are the actual factors that impact
the decisions around this dynamic relationship between entry mode and expansion mode,
i.e. the “WHATSs”. What really makes a retailer choose a specific entry mode over another
and what makes it eventually venture into a foreign market and make decisions that would
switch modes in adynamic manner. These factors could be categorized into four main sets in
light of economic-strategic and behavioral streams: a) Retailer’s Marketing policy; b) Retai-
ler’s Business Strategy; c) Retailer’s Characteristics; d) Factors of the foreign market [7].

The success of a retailer in the new market is determined by its competitive advantage in
terms of its internal capabilities (operating model and supply chain), differentiation edge,
and adaptation of the right international marketing plan. Some retailers tend to undermine
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the importance of analyzing foreign market's specifics in their marketing positioning and
mix which would set them to failure no matter how well planned and considered their
international entry mode was.
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NOTMCTUKA B CNCTEME ®AKTOPOB IMNMOBbILLEHUNA
KOHKYPEHTHOW YCTOMUMBOCTU MPEAMPUATUNA

Pa3BuTune noructnyeckoii cuctemsl B Pecny6nvnke benapycb cTaHOBUTCA 0CO6EHHO aKTy-
anbHbIM, TaK Kak pecrny6aunka no3numoHnpyeT cebs Kak TPaH3MTHOE rocyapcTBo, U TO/IbKO
3a cyeT TpaduKa rpy3oB rocyaapcrso nosydaeT JONOSHUTENbHY NPUbbINb.

BmecTe ¢ Tem nornctmka BAnseT Ha aQppeKTUBHOCTb paboTbl BCero HapogHOX03ACTBEH-
HOro KOMMJeKCa, a B 4acTHOCTM, Ha MoBbllleHWe KOHKYPEHTHOM YyCTOMUYMBOCTM NpPoOun3BoA-
CTBEHHOI eIMHULbI — NPesNpUATHS.

PaccMoTpeHWe NOrMCTUKM B KayecTBe haKTopa MOBbILLEHWSA KOHKYPEHTOCMOCO6HOCTU
npegnonaraet, 4TO NOC/AeACTBUA MPUHUMAEMbIX PeLleHnli B JaHHOW 06/1acTy JO/KHbBI Noaja-
BaTbCA M3MEPEHMIO B M/1aHe UX BO3AecTBUA Ha (hyHKLMOHa IbHbIE 3aTpaThbl U [JOX0Abl OT Mpo-
[la>Xun ToBapoB. B cBA3M ¢ 3TUM aKTyanm3npyeTca 3ajaya HaxoXxAeHUs crnocoba KOHTPONSA 13-
flep>XXeK 1 nokasareseld, Hanbosiee KOPPEKTHO OTPaXkaloLUX CBA3b IOFUCTUKMN C OCHOBHbIMM
9KOHOMUYECKUMM N (HMHAHCOBbIMW MHAMKATOpPaMu NpeanpuaTuii.

Mpy TaKoM MeTOL0/10rMHECKOM MOAX0fe HECKO/IbKO apXamyHbIM BbIFAANT Knaccudmka-
LMA NIOTUCTUKM Ha 3aroToBUTENbHYIO, MPOU3BOACTBEHHYIO, TPaHCMOPTHYIO, CKAaAcCKyto,
pacrnpefennTesibHyl0 1 apyrue Buabl. Takoe ApobsieHne MMeeT CMbICA NILb NPU YCI0BUM,
4YTO OHW ABJIATCA 3BEHbAMUN OCHOBHOW Lilenn — 06LLero oxeara M oNTMMMU3aL MM NoTOKOBbIX
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