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Introduction

As they say we live in a globalized world. Thanks to advancements in
technology and communication, the Internet, emergence of new developing and
developed countries and more open attitudes to free trade, the world has become a
much more global economy in the late-20th and early-21st centuries. The evolution
of the global economy offers countries opportunities for mutually beneficial
economic partnerships and gives businesses better opportunities for less restricted
trade and investment.

Thus globalization causes dramatic changes in business environments both in
terms of their degree and swiftness. We are living through an era of enormous
transformation in the nature of competition. Various companies from different
countries are looking for new growth opportunities beyond their home country
borders. An International Business is any firm that engages in international trade or
investment. On the other hand the task of managing an international business differs
from that of a purely domestic business in many ways. At the most fundamental
level, the differences arise from the simple fact that countries are different. Countries
differ in their cultures, political systems, economic systems, legal systems, and levels
of economic development. Differences among countries require that an international
business vary its practices country by country. A further way in which international
business differs from domestic business is the greater complexity of managing an
international business. Much of this manual is devoted to explaining the sources of
these differences and the methods for coping with them successfully.

The aim of the course ““International Business™ is presenting the basic content
for the international business activity, its main principles and forms of development,
and to improve and extend English language skills in this context. Thus the main
course tasks cover studying the following issues:

- The Essence and Forms of International Business;

- The Environment of International Business;

- The Choice of International Business Contractor Country;

- The Strategy of International Business;

- The Organization of International Business;

- International Business Operations;

- Marketing in International Business;

- R&D in International Business.

The material is given in bilingual form (English and Ukrainian) that makes it
possible to read and study in parallel. The main advantage of parallel reading is
developing the sense of language. It provides opportunities: to better understand the
English language structure, its construction principles, as well as to enhance the
bilingual categorical apparatus in the field of international business, along with its
economic principles studying.



Beryn

SK CTBEPIXKYIOTh, MU )KUBEMO B TJI00a1130BaHOMY CBITI. 3aBIISKU JIOCATHCHHSIM
y Traigy3l TEXHOJIOrid Ta KOMYHIKalli, IHTepHeTy, MOsBI HOBUX KpaiH, IO
pPO3BHUBAIOTHCA Ta PO3BUHEHHMX KpaiH, OUIbII BIJKPUTOTO CIPUUHATTS BUIBHOI
TOPTiBII, CBITOBa €KOHOMIKa HampukiHii XX - moyaTtky XXI cTomiTTs crana
HabaraTo riao0abHiIoK. EBOMIONIS CBITOBOI €KOHOMIKHM HaJa€ KpaiHaM MOKJIMBOCTI
JUTSI B3A€EMOBUTIIHOTO €KOHOMIYHOTO MAapTHEPCTBA Ta HAJa€ MiJMPUEMCTBAM Kparli
MOJIMBOCTI JUIsl MEHIIT 0OMEKEHOT TOPTiBJIl Ta IHBECTYBAaHHS.

Takum ynHOM, Ti00amizaiis BUKIUKAE Pi3Ki 3MIHU y CEpeOBUII Oi3HECYy K 3
TOYKH 30pY CTYINEHS, TaKk 1 IIBUJIKOCTI HOro po3BUTKY. MHU KMBEMO B €HOXY
BEJIMYE3HUX TEPETBOPEHb KOHKYPEHTHOI Mpupoau. Pi3HI kKoMmmaHii 3 pi3HUX KpaiH
IIYKalOTh HOBI MOXJIMBOCTI [IJIi 3pPOCTAaHHS 3a MeEXaMU IXHIX HaI[lOHAJIbHUX
KOpaoHiB. Midcnapoonuii 6iznec - 1e Oynp-ska ¢ipma, sAKa 3aliMaeTbCA
MDKHApPOJHOIO TOPTiBIICI0 200 1HBECTHUIISIMU. 3 1HIIOTO OOKY, 3aBAAHHS YIpPaBIiHHS
MIDKXHApOJHUM OI3HECOM y 0ararbOX HampsiMKaxX BiAPIZHSAETHCS BiJl 3aBJAHHS CYTO
BHYTpilIHbOTO O13Hecy. Ha HalipyH1aMeHTanpHIIIOMY pIBHI BIIMIHHOCTI BUHUKAIOTh
3 mpocToro ¢akty pi3HOCTI KpaiH. KpaiHu BiApI3HSAIOTHCS 3a CBOIMH KYJIbTYpamH,
MOJIITUYHUMH, €KOHOMIYHMMH, MPABOBUMU CHUCTEMaMU Ta PIBHSAMHU E€KOHOMIYHOIO
PO3BUTKY. BiIMIHHOCTI MK KpaiHaMM BHMAararOThb BIJIMOBIJHOTO MPHUCTOCYBaHHS
NpakTUKA  MDKHApoAHOro  Oi3Hecy.  [mOmmM — acmekToM — BIAMIHHOCTEH
MDKHAPOHOTO Ta BITYM3HIHOTO Oi3HECY € Oibla CKIIAIHICTh YIpaBiHHA. [ 0J0BHA
yBara LbOr0 OMNOPHOIO KOHCIEKTY JIEKI[H NpPHUCBSUYE€HA MOSICHEHHIO JKEpeN LuX
BIJIMIHHOCTEH Ta METO(IB IXHHOT'O YCIIIITHOTO MOA0JaHHSI.

Memoto xypcy “Misxcnapoonuti 6i3nec” € PO3KPUTTS OCHOBHOTO 3MICTY
MDKXHApOIHO1 O13HEC JISIIBHOCTI, 11 TOJIOBHUX MPUHUUIIB Ta (POPM PO3BUTKY, a TAKOXK
YIOCKOHAJICHHS Ta PO3LUIMPEHHS aHTJIOMOBHHUX HAaBHUYOK y IIbOMY KOHTEKCTi. Takum
YHHOM, OCHOBHI 3@80aHHA KypCY OXOIUTIOIOTh BUBYCHHS HACTYTHUX TUTAHb:

- cyTh 1 (POpMH MIKHAPOIHOTO O13HECY;

- CEpEIOBUIIE MIKHAPOAHOTO O13HECY;

- BUOIp KpaiHU-IapTHEpa MIKHAPOAHOTO O13HECY;

- CTpaTerisi M>XXHapOAHOTO O13HECY;

- oprasizariis Mi>kHapOIHOTO Oi3HECY,

- MXKHApO/IH1 O13HEC-omepariii,

- MApKETHHT Y MIXKHApOIHOMY O13HECH;

- HIJAKP y mi>xknapogHomMy OGi3Hecl.

Martepian Hamaetbcs y 06omog6Hiti GHopmi (aHTTIHACEKOI Ta YKPaiHCHKOIO
MOBaMH), IO Ja€ MOKJIUBICTh NapaliebHOTO YUTAaHHS Ta BUBYEHHA. [ 0JIOBHA
nepeBara napajesibHOTO YUTaHHS - € PO3BUTOK BIAUYTTs MOBHU. Lle 1ae MOKIMBOCTI:
Kpale 3pO3yMITH CTPYKTYPY aHTJINHCHKOI MOBH, i MPUHIUNHN MOOYJOBH, a TaKOX
MOKPAIIUTH JBOMOBHHI KaTeTOpiaJIbHUN amapar y raiay3li MiKHApOJHOTO Oi3HeECy,
NOpsIJT 13 BABYEHHSIM HOTO EKOHOMIYHUX MPUHLMITIB.



Topic 1. The Essence and Forms of International Business

1. The Essence, Purpose and Features of International Business
2. The Main Forms of International Business

3. Selecting an Entry Mode

4. Key Tendencies of International Business Development

1. The Essence, Purpose and Features of International Business.
International business - is the aggregate of business operations, that are associated
with national borders crossing, and with flow of goods, services, capital, labour; with
the transfer of technologies and information.

International business is a functional part of the total system of international
economic relations, presented at the micro-level. It includes any economic operation
which is implemented by two or more countries.

Such business mutual relations can arise up at the level of both private and state
organizations. They are characterized by the aggregate of agreements, celled and
carried out through national borders for realization of separate individuals’,
organizations’, firms’ aims.

The main reasons of international business development:

1) access to the foreign labor force markets (price, qualification);

2) output to the deposits of minerals and sources of raw material;

3) aspiration to the new sale markets;

4) increase of production and decline of products prime price (effect of scale and
curve of experience);

5) decline of currency risks.

The basic features of international business:

1) receipt of income which is mainly due to advantages beyond national limits;

2) variety of forms depending on the level of internationalization (from non-
permanent delivery to the foreign market to developed structure of international
(global) corporation;

3) taking into account on cultural factor (differences of cultures between
country-donor and host-country);

4) global character of development (scope of the world informative system,
world financial market, global structure of technological development etc.);

5) bringing in the best national standards, the best of the world practice;

6) information as the main strategic resource; adaptation as the main strategic
weapon.



Tema 1. CyTtb i popmu MizkHapoaHOTrO Oi3HeECy

1. CyTb, 1111 Ta XapakTepH1 PUCH MI>KHAPOIHOTO O13HECY
2. OcHOBHI (popMU MIKHAPOJHOTO Oi3HECY

3. BuOip cnoco0y BXOKEHHS Y 3apyO1>KHUI pUHOK

4, Kimro4uoBi TeHACHINT PO3BUTKY MI)KHAPOIHOTO O13HECY

1. Cyrtb, miai Ta xapaKTepHi pucu Mi)KHﬂpOIlHOFO OisHecy. Mixcnapoonuii
Oi3nec sBisie co0OK0 CYKYMHICTh JUIOBHX OIEpallii, MoB’s3aHUX 3 MEepPEeTUHAHHSAM
HAI[IOHAIBHUX KOPJAOHIB 1 PYXOM TOBapiB, NOCIYT, KamiTaliB, MPAIiBHUKIB;
TpaHchepoM TEXHOJIOT1H, iHpopMaIlii 1 JaHUX.

Mixycnapoonuii  6i3nec € (PYHKIIOHAIBHOI YACTHHOIO YCI€l CHCTEMHU
MDKHApOJIHUX €KOHOMIYHUX BIJHOCHH, PpEIPE3eHTOBAHUX Ha MIKpopiBHI. BiH
OXOIUTIOE OyJb-sKI TOCHOJAPChKI oOmeparlii, 110 HPOBOJATHCA JBOMA 1 OUIbIIE
KpalHaMmH.

Taxki A1710B1 B3a€MOBIJTHOCMHU MOKYTh BUHHMKATH Ha PiBHI SIK IPUBATHUX, TaK 1
Jep’)KaBHUX opraHizaiiii. BoHr xapakTepu3yloTbCsl CYKYIHICTIO YIroJl, YKJIaJEHUX 1
3MIMCHIOBAHUX 4Yepe3 Hal[lOHAJIbHI KOPJAOHM JJsl peaii3alii Liied OKpeMHuX
1HIMBIAYYMIB, OpraHizaiii, Gipm.

T'o106Hi MOmueu po3BUTKY MI>KHAPOIHOTO Oi3HECY:

1) mocTyn 10 3apyOi>KHUX PUHKIB poO0401 cuiM (1iHa, KBamidikaiis);

2) BUXIiJ 10 POJIOBHII KOPHUCHUX KOTAJIUH 1 JUKEPEJI CHPOBHHM;

3) mparHeHHsl 10 HOBUX PUHKI 30yTy;

4) 30inbIIeHHST 00CATIB BUPOOHUIITBA 1 3HUKEHHST cOO1BapTOCTI BUPOOIB (eheKT
MacmTady 1 KpuBa JOCBiY);

5) 3MEHILIEHHS BAIFOTHUX PU3HKIB.

OcHnoeni pucu MI>XHApOJHOTO O13HECY:

1) oTpumanHs TpuOYTKY TOJOBHHUM UYHMHOM 3a PaxyHOK IepeBar BHXOHIY 3a
HAaIllOHAJIbH1 MEXI;

2) BapiauiiHIiCTh (OPM 3aJE€XKHO BiJ PIBHS 1HTEpHALOHAi3aMliil (Bl pa30BUX
[OCTABOK Ha 3apyODKHUA pPHUHOK JO PO3BUHYTOI CTPYKTYpH MIKHAPOAHOI
(rmob6asbHOT) KOpIIOpartii;

3) BpaxyBaHHsI KyJbTYpHOTO (pakTopa (BIAMIHHOCTEH KyJbTYp KpaiHH JOHOpA 1
KpaiH-peLMIIIEHTIB);

4) rnobanbHUIl XapakTep PO3BUTKY (OXOIJIEHHS CBITOBOI 1H(MOpMaIliitHO1
CUCTEMH, CBITOBOTO (hIHAHCOBOTO PHUHKY, TJI00adbHOI CTPYKTYPH TEXHOJIOTTYHOTO
PO3BUTKY TOIIO);

5) BTSATHEHHS HaWKpaluxX HAIlOHAIBHHUX 3pa3KiB, HAWKpamoro 3i CBIHTOBOI
IPAKTUKH;

6) roJIOBHUI CTpaTEriuHMUM pecypc — inghopmayis; TONOBHA CTpaTeriyHa 30post —
aoanmayisi.



2. The Main Forms of International Business. There are six main forms of
international business or ways to enter a foreign market:

1) exporting; 2) turnkey projects; 3) licensing; 4) franchising; 5) joint venturing
with a host-country firm; 6) setting up a wholly owned subsidiary in the host country.

Each entry mode has advantages and disadvantages. Most manufacturing firms
begin their global expansion as exporters and only later switch to another mode for
serving a foreign market.

Exporting is the simplest form of international business, which means sale of
goods (services) to other countries. It is historically the first and most widespread
form of international business. In modern terms foreign trade operations set up over
80% of international business volumes. In addition, exporting is the least risky, but
also the least profitable form of international business.

Turnkey project is a project in which a firm agrees to set up an operating plant
for a foreign client and hand over the “key” when the plant is fully operational. This
Is actually a means of exporting process technology to other countries. In a sense it is
just a very, specialized kind of exporting. To the major terms of turnkey contract
usually are taken: contract cost; export financing; technology and management
quality; experience and reputation of the firm. Turnkey projects are most common in
the chemical, pharmaceutical, petroleum refining, and metal refining industries, all of
which use complex, expensive production-process technologies.

A licensing agreement is an arrangement whereby a licensor grants the rights to
intangible property to another entity (the licensee) for a specified period of time, and
in return, the licensor receives a royalty fee from the licensee. Intangible property
includes patents, inventions, formulas, processes, designs, copyrights, and
trademarks.

Franchising is basically a specialized form of licensing in which the franchisor
not only sells intangible property to the franchisee (normally a trademark), but also
insists the franchisee agree to abide by strict rules as to how it does business. The
franchisor will also often assist the franchisee to run his business on an ongoing basis.
As with licensing the franchisor typically receives a royalty payment that amounts to
some percentage of the franchisee’s revenues. Whereas licensing is pursued primarily
by manufacturing firms, franchising is employed primarily by service firms.

A joint venture entails establishing a firm that is jointly owned by two or more
otherwise independent firms. Establishing a joint venture with a foreign firm has long
been a popular mode for entering a new market. The most typical joint venture is a
50/50 arrangement, in which there are two parties, each of which holds a 50 percent
ownership stake and contributes a team of managers to share operating control. Some
firms, however, have sought joint ventures in which they have a majority share and
thus tighter control.



2. OcHoBHi ¢opMu MikHapoaHoro O0i3Hecy. IcHye 6 TOJOBHHX (opm
MIXHAPOIHOTO Oi3Hecy abo crioco0iB BXOKCHHS Ha 3apyO1KHUN PHHOK:

1) exkcnopt; 2) mpoektH “‘mia Kiaou’; 3) mineH3yBaHHs; 4) (paHyaii3uHT;
5) CTBOpEHHSI CHUIBHOTO MiANPUEMCTBA 3  (PIpMOO 3 NPUKWMAIOY0i  KpaiHu;
6) ctBopeHHs BiacHoi (il y mpuiimMarouiii kpaini. KoxxeH crnociO BXOJKEHHS Mae
CBOi TlepeBaru Ta HeAoJIKU. barato BUpoOHMUMX (ipM MOYMHAIOTH CBOIO TJIO0ATBHY
TISJIBHICTh  SIK  €KCIIOPTEepPH 1 TIABKM TI3HINIE TNEPeXOoJsiaTh Ha IHIIMH Crocio
00CITyroByBaHHS 1HO3€MHOT'O PUHKY.

Excnopm — naitnpocrima ¢opmMa MDKHAPOIHOTO Oi3HECy, sika SIBJsS€E COOOO
poJax TOBapiB (Mocnyr) B iHII Kpainu. lle icTopuyHO mepina 1 HaWmommpeHiia
dopma MiKHapomHOTO Oi3Hecy. Y Cy4aCHHMX YMOBax 30BHINITHBOTOPTOBEIbHI
omeparii ctaHoBATH mMOHaA 80% o00csriB MixkHapoaHoro 6i3Hecy. Kpim Toro,
eKCIOpT € HaWMEHIIl PU3MKOBAHOIO, aje U HailMeHIl NpuOyTKOBOKO (POpMOIO
MDKHApOIHOTO Oi3HECY.

Ilpoexm “nio knwu” - 1ie MPOEKT, 3a SKUM (ipma 3000B’SI3ye€ThCs 30y TyBaTH
JUISl IHO3EMHOTO KJIIEHTA A1I0YMHM 3aBOJ] 1 BpYYUTH HOMY “KIIIOY’, KOJHM 3aBOJ IMOYHE
IpaloBaTh Ha MOBHY MOTYXHICTh. [1o cyTi 1€ crnocid eKcrnopTyBaHHS TEXHOJIOTI,
abo crneuudiuna popma excrnopry. Jlo HAMBaXXJIMBIIKX YMOB KOHTPAKTY “IiJ K04
3BUYAWHO BIJHOCSTH: IIHY KOHTPAKTy; (piHAHCYBAHHS €KCIOPTY; SKICTh TEXHOJOTII
Ta YNpaBIiHHS, JOCBI 1 penyTanio Gipmu. [IpoekTu “mig ko4’ HANTOMMPEHII y
XiMIUHI¥, (¢apmaleBTU4HIA, HAQTOOUYUCHIA, METAIO00pOOHIM ramy3sax, Je
BUKOPHUCTOBYIOTHCS CKJIaJIHI, JOPOT1 TEXHOJIOT1l BUPOOHUIITBA.

Jliyenzinina yzooa - 1ue yroma, 3a SKOW JIIIEH31ap TMepefae MpaBO Ha
IHTEeKTyaJIbHy BIIACHICTH 1HIIIA 0co01 (JIeH31aToOBl) HA TMEBHUN TEpioN, a y
BIJIMOBIb OJIEPXKY€E BiA JlilleH31aTa BUHaropody (posuiti) 3a minensito. Jlo
IHTENIEKTYaJIbHOI BJIACHOCT1 HaJle)KaTh MATEHTH, BUHAXoIu, (OpPMYJH, MPOIIECH,
JIM3aiiH, aBTOPCHKI [TpaBa Ta TOProBl MapKHu.

@panuaizune - 1e, 3a CBOEIO CYTTIO, CTeIiabHa (hopMa JTIIEH3YBaHHS, 3 SIKOT
¢panyaiizep He TUIBKA MPOJAE I1HTENEKTYaJlbHYy BJIACHICTh (IEPEBAKHO TOPIOBY
MapkKy) ¢paHuaiizi, aje i HamoJsArae, o0 OCTaHHIM MOTOJAMBCS Ha CyBOpI MpaBHIIa
BeJeHHs1 Oi3Hecy. @DpaHuaiizep yacTo ponomarae (paHuaiizi BecTu Oi3HEC Ha
JOBrOTpUBAIN OCHOBI. fIK 1 B JIiIIEeH3yBaHHI, (ppaHUaii3ep 3a3BUUYall OTPUMYE POSIITI,
IO CTAHOBUTH IMEBHHUI MPOLEHT HAAXOKeHb ¢paHuaiizi. Toal gk JilleH3yBaHHSA
NEPEeBAKHO TMPAKTUKYETHCSA BUPOOHMUMMHU MIAIPUEMCTBAMHU, N0 (PpaHUal3UHTY
BJIAIOTHCSA 31¢01TBIIOro hipMu chepu MOCIyT.

Cninbne nionpuemcmeo tnependadae CTBOpEHHsS GipMHU, SKOKW CIUIHHO
BOJIOJIIFOTH J1B1 200 Ounbiie HezanexHuX (pipm. CTBOpEHHS CHIJIBLHOTO IMiANPUEMCTBA
3 1HO3eMHOIO (IpMOIO TpHUBAIMK dYac OyJO TOMYJISPHUM CIOCOOOM BHUXOIy Ha
1HO3eMHUW puHOK. Halitunosime cninbHe mianpuemctso - e CII "50/50", y axomy
OepyTh yuyacTb JIBl CTOPOHM, KOXHa 3 SIKUX € BIacHUKOM S50 BIJICOTKIB akKIii i
BUHAMae Tpyly MEHEIKEPIB MJIs KOHTPOJII 3a OINEPAaTUBHOK ISJIBHICTIO.
Boagnouac neski ¢gipMu OparHyTh CTBOPUTH CIHUIbHI MIJANPUEMCTBA, B SKUX iM
HAJIEKUTh OUIBIIICTh AaKUid, a OTXE, BOHHU 3MOXKYTh 3HIHCHIOBAaTH CYBOPILIMMA
KOHTPOJIb.
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In a wholly owned subsidiary, the firm owns 100 percent of the stock.
Establishing a wholly owned subsidiary in a foreign market can be done two ways.
The firm can either set up a new operation in that country or it can acquire an
established firm and use that firm to promote its products in the country’s market.

International corporation is an enterprise with foreign investments, when
foreign affiliates are the property of the company.

3. Selecting an Entry Mode. The process of Entry Mode Selecting is based on
three main categories:

1) Core competencies — firm skills that competitors cannot easily match or
imitate. The optimal entry mode for a firm depends to some degree on the nature of
its core competencies which are realized by transferring the skills and products
derived from their core competencies to foreign markets where indigenous
competitors lack those skills. We say such firms are pursuing an international
strategy. In particular, a distinction can be drawn between firms whose core
competency is in:

a) technological know-how - a firm’s competitive advantage is based on control
over proprietary technological know-how, licensing and joint-venture arrangements
should be avoided if possible so that the risk of losing control over that technology is
minimized.

b) management know-how — these firms’ valuable asset is their brand name; for
such firms the risk of losing control over their management skills to franchisees or
joint-venture partners is not that great (e.g., McDonald’s).

2) Experience curve — systematic production cost reductions that occur over the
life of a product. Two things explain this: learning effects and economies of scale.

3) Location economies — are cost advantages from performing a value creation
activity at the optimal location for that activity.

All those forms of International Business mean certain entry mode, serving
foreign markets. There are advantages and disadvantages associated with all the entry
modes; they are summarized in Table 1.1. Due to these advantages and
disadvantages, trade-offs are inevitable when selecting an entry mode. For example,
when considering entry into an unfamiliar country with a track record for
nationalizing foreign-owned enterprises, a firm might favor a joint venture with a
local enterprise. Its rationale might be that the local partner will help it establish
operations in an unfamiliar environment and will speak out against nationalization
should the possibility arise. However, if the firm’s core competence is based on
proprietary technology, entering a joint venture might risk losing control of that
technology to the joint-venture partner, in which case the strategy may seem very
unattractive.

11



CrtBopuBiu énacuy inito, pipma yrpumye 100 BifgcoTkiB akimiii. Bimkpurts
BJacHOi (iyii Ha 1HO3EMHOMY PHHKY MOKe BinOyBatucs ABoMa criocobamu. Dipma
MOK€ CTBOPUTH HOBE MIJIMPUEMCTBO B MEBHIM KpaiHi a00 MpuAOATH BXKE ICHYIOUY
(bipMy 1 CKOPUCTATUCS HEIO JIJISl CTUMYJIFOBAHHS MTPOJIAXy CBOET MPOTYKIIIi.

Mixcnapooni  kopnopauii — TiAOPUEMCTBA 3 TOPSIMHUMH  1HO3EMHUMU
IHBECTHIIISIMH, KOJIM 3apyOikH1 (1111 € BIACHICTIO KOMIIaHI1.

3. Bubip cmoco0y BXxo:keHHsI Yy 3apyOixkHmii puHok. I[Ipouec Bubopy
crnoco0y BXO/KEHHA Yy 3apyODKHUNM PUHOK IPYHTYETbCS Ha TaKUX OCHOBHHX
KaTeropisx:

1) Ba3o6i 3nanns — HaBUYKH TIPALiBHUKIB QipMH, SKi HE MAJISATal0Th JISTKOMY
BIITBOPCHHIO YW 1MiTalil KOHKypeHTaMu. ONTUMaIbHHUM CIIOCIO BXOJKEHHS IS
¢dipMU IEBHOTO MIPOIO 3aJIEKUTh BIJl MPUPOAM ii 6A3068uUx 3HAHL, 10 PEATIZYIOTHCA
[UIIXOM TMEPEHECEHHs] HAa 1HO3EMHI PUHKU CTBOPEHI LMMH 3HAHHSMU HABUYKH U
BUPOOH, SKHX HE MAalOTh MICIEBI KOHKYpeHTH. Mu roBopumo, Imo Taki (pipmu
JOTPUMYIOTbCS MIKHApPOAHOI cTparerii. MoxkHa po3MexyBaTu ¢ipmu, udi 0a3oBi
3HAHHS JIEKaTh Yy MJIOLIUHI:

a) MexXHON02IUH020 HOY-Xay - KOHKYPEHTHA NlepeBara IpyHTY€eThCsl Ha KOHTPOJIL
32 MATEHTOBAHOIO TEXHOJOTIEI0; € PU3UK BTPATH KOHTPOJIIO MPHU JIIEH3YBaHHI 4H
ctBopenHi CII;

0) ynpaenincbko2o HOy-xay - KOHKYPEHTHA TIepeBara I'pyHTYEThCSl Ha KOHTPOJIL
YOPaBIIHCHKMMHU HAaBUYKAMHM Ta MapOYHId Ha3Bl, PU3UK BTPATH KOHTPOIIO Ha
KOpPUCTh (paHUaiizsi abo MapTHEPIB MO CHUIBHOMY MIANPUEMCTBY HE3HAYHHMA
(mampukian, “McDonald’s”).

2) Kpuea 0oceidy — cucteMaTnyHe 3MEHIIICHHS BUPOOHMYUX BUTPAT YIPOIOBIK
KUTTEBOTO IMKIY Mpoaykiii. Take SBHUINE TMOSCHIOETHCS JIBOMAa YHMHHUKAMH:
eghexkmom 00c6i0y ma eKOHOMIEIO 34 PaXyHOK Macuimaois.

3) Exonomin 3a pAXyHOK ONMUMANbHO20 DPO3MIWEHHA GUPOOHUYOT
OiflbHOCMI — EKOHOMISl BUTPAT 3aBASKU 3I1ACHEHHIO MiSUTBHOCTI 3 1 CTBOPEHHS
BapPTOCTI B ONITUMAJIbHOMY MICIII.

VYei ui hopmu MibKHapogHOro Oi13HECY € OKPEMUMH CHOCOOAMU BXOJKEHHS Y
3apyOiKHUM puHOK. KOXXHUI 13 crToc001B BXO/KEHHSI Ma€ CBOI MepeBar i HeJOJIKH,
K1 3BEJICHO pa3oM y mabauyi 1.1. Yepes 11 mepeBaru ¥ HEJOJIKH BUOIT CriocoOy
BXOJ/DKEHHSI HEMHHYYe O3Hauyae allbTepHATMBHE B3a€MOBUKIIOUEHHsA. Hampukian,
PO3IIIAIal0Yd MOXJIMBICTh BXOJPKCHHSI JI0 HE3HAMOMOi KpaiHu, e BXXEe He pa3
HAI[lOHATI3yBAIKCS MIAMPUEMCTBA 1HO3EMHUX BIIACHUKIB, (ipMa, MOKIUBO, HA/1aCTh
nepeBary CHUIBHOMY IIANPHEMCTBY 3  MiclleBor Kommadiero. Ileir BuoOip
OOTPYHTOBYETHLCSI THM, 1[0 MICIIEBUI MapTHEP JOMOMOKE 3aro4aTKyBaTH oreparlii B
HE3HallOMOMY cepeAoBHILI i IpH MOTpeOl BUCTYNUTh NPOTH HamioHamizamii. OJHaK,
AKIIO0 0a30B1 3HAaHHA (DIPMU IPYHTYIOTHCA HA MATEHTOBAHIM TEXHOJIOT1i, CTBOPEHHS
CHUJIBHOTO MIANPUEMCTBA MOXE TaiTM HEOE3MEeKy BTPATH KOHTPOJIO HaJ II€I0
TEXHOJIOT1€I0 Ha KOPUCTh 1HO3EMHOI'O MapTHEpa, IO pPOOUTh TaKy CTpPATErio
HENpHUBaOJIUBOIO.
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Table 1.1

Advantages and Disadvantages of International Business forms

International
Business form

Advantages

Disadvantages

Exporting Ability to realize location and High transport costs
experience curve economies Trade barriers
Problems with local marketing
agents
Turnkey Ability to earn returns from process Creating efficient competitors
contracts technology skills in countries where | Lack of long-term market presence
FDI is restricted
Licensing Low development costs and risks Lack of control over technology
Inability to realize location and
experience curve economies Inability
to engage in global strategic
coordination
Franchising Low development costs and risks Lack of control over quality

Inability to engage in global
strategic coordination

Joint ventures

Access to local partner's knowledge
Sharing development costs and risks
Politically acceptable

Lack of control over technology
Inability to engage in global strategic
coordination

Inability to realize location and
experience economies
High costs and risks

Wholly owned
subsidiaries

Protection of technology
Ability to engage in global
strategic coordination
Ability to realize location

4. Key tendencies of international business development:

1. Globalization — is the process of national economies interdependence
strengthening, interlacing of socio-economic processes which take place in the
different regions of the world and induce firms to search for the best terms of activity.

2. Regionalization - continuing process of regions forming as geopolitical units;
organized political cooperation within a particular group of states.

3. Internationalization of business and management is joining efforts of
national and international companies from different countries in the implementation
of business operations variety.

4. Transnationalization is a key tendency of the modern stage of
internationalization. It appears in the growing number of international companies and
extension of their activity as well as in creation of intra-corporate international
markets that cover the majority of the world flows of goods, services, capital and
labour.

5. Internalization is the process of transforming external market links into
internal (centralized corporate) in the conditions of their greater perfection.
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Tabnuys 1.1
IlepeBaru Ta HemoTiKH OKpeMuX GOPM MiKHAPOIHOIO Oi3HeCy

dopmu ITepeBaru Hemomixu
MD>XHApPOJIHOTO
Oi3Hecy
Excmopt CrpoMOXHICTh EKOHOMHUTH Ha 3HavHI TPAaHCTIOPTHI BUTPATH; TOPTOBI
MICIIe3HaXO/KEHH] Ta 338 PaXyHOK KpPHUBOT Oap'epu; poOIeMH 3 MiCIIEBUMU
JOCBiaY MapKeTHHI-aIeHTaMH1
[Ipoekru “min CHpoMO’KHICTB OJIepKaTh MPUOYTKH BiJl CrtBopeHHs HeOe3MeYHNX KOHKYPEHTIB;
KITI09” HAaBUYOK TEXHOJIOTIYHOTO TIPOIlecy B HEMO>KJIMBICTh TPUBAJIOL MPUCYTHOCTI
kpainax, ge Il odMexyroThes Ha PUHKY
JlinensyBanns | He3nauHi BUTpaTH Ha po3poOKy TOBapy; HenocraTHili KOHTPOJIB 32 TEXHOJIOTIEIO;
HE3HAYHUN PU3HK HECTIPOMOXKHICTh €KOHOMUTH Ha

MICIIE3HaX0/PKEHHI Ta 32 PaXyHOK KPHBOI
JIOCBiJTy; HEMOXJIMBICTh y4acTi B
ro0aIbHIM CTpaTeriuHiil KoopAWHAI1

DpaHgaii3uHT Hesnauni BuTpatn Ha po3poOKy TOBapYy; HenocrartHiif KOHTPOIIb 32 SKICTIO;
HE3HAYHUHN PU3UK HEMO>KJIMBICTh y4acTi B II100aNbHIN
CTpaTeTiuHii KoopauHaii
CrinpHi Joctym 10 3HaHB MiCIIEBHX TTapTHEPIB; HenocratHili KOHTPOIE 32 TEXHOJIOTIER;
MiATPUEMCTBA PO3IO/IT BUTPAT Ta PU3UKY; MTOTITHIHO HEMO>KJIMBICTh y4acTi B II100aNbHIN
npuiiHsaTHa Gopma OizHecy CTpaTeriuHii KoopauHauii,

HECTIPOMOXKHICTh CKOHOMHUTH Ha
MiCIIe3HaXODKCHHI Ta 32 paXyHOK KPHUBOi

JIOCBITY
BracHhi ¢inii 3axHCT TEXHOJIOT11; MOXKJIMBICTh Y4acTi B 3Ha4HI BUTPATH Ta BUCOKUHU CTYIiHb
rI00aIbHIN cTpaTeriuHiil KOOpAWHAIIIT; pU3UKY

CIIPOMOYKHICTh €KOHOMHUTH KOIIITH Ha
MICIIe3HAXO/KEHHI Ta 33 paXyHOK KPHBOi
JIOCBiTY

4. Kiito4oBi TeHJIeHLIi pO3BUTKY MI>KHApOJAHOTO O13HECY:

1. I'nobanizayia — n1ponec TMOCUICHHS B3a€EMO3AJICKHOCTI HAaI[lOHAJTBHUX
€KOHOMIK, MEpeIvIeTiHHSA COL[lalbHO-€KOHOMIYHUX MPOLECIB, 10 BIJIOYBAlOTHCS Y
PI3HUX PETiOHAaX CBITY 1 CIIOHYKAIOTh (PipMU JI0 MOIIYKY KpaIIUuX YMOB JTIsJIBHOCTI.

2. Pezionanizayin — Tpuanuii mporec GOpMyBaHHS PETIOHIB SK I€OMOJITHIHUX
OJIMHUIIb, OpraHi30BaHa TIOJITHYHA KOOMepallis B Mexax crernudiuaoi rpymnu
JIEPIKaB.

3. Inmepnauionanizayia 0iznecy i MeHeOycMeHmy — TIOETHAHHSI 3YCHIIb
HAI[lIOHATBHUX 1 MDKHAPOIHUX KOMIAHIN PI3HUX KpaiH y 3M1MCHEHHI PI3HOMAaHITHUX
JJIOBUX OTeparliil.

4. Tpancunayionanizayia — e KJIIOYOBA TEHJICHI[ISI PO3BUTKY CYYaCHOI'O e€Tamy
1HTepHalloHam3amii. BoHa mposBIsSIETbCS y 3pOCTarOyiil KIIBKOCTI MIKHApPOIHUX
KOpHopauid Ta pO3rOpPTaHHI IXHbOI JISUIBHOCTI, a TakKOX Yy CTBOPEHHI
BHTYPIIIHBOKOPIIOPATUBHUX PUHKIB, SIKI OXOIUIIOIOTH NEpEeBaXHY OUIBIIICTD
CBITOBUX IOTOKIB TOBapiB, MOCIYT, KaIiTaliB 1 poO0YOi CUJIH.

5. Inmepuanizayia — npouec NEepeTBOPEHHsI 30BHIMIHIX PUHKOBHUX 3B’SI3KIB Y
BHYTpIIIHI (IIEHTPaJII30BaHO KOPTOPATHUBHI) 3a YMOB OUIBIIOI JOCKOHAIOCTI
OCTaHHIX.
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GLOSSARY

Core competencies (bazosi suannsn) — firm skills that competitors cannot easily
match or imitate.

Experience curve (Kpusa docsioy) — systematic production cost reductions that occur
over the life of a product.

Exporting (Excnopm) is the simplest form of international business, which means
sale of goods (services) to other countries. Sale of products produced in one country
to residents of another country.

Foreign direct investment (FDI) (IIpsimi inozemni ineecmuyii) - direct investment in
business operations in a foreign country.

Franchising (@panuaiizune) is basically a specialized form of licensing in which the
franchisor not only sells intangible property to the franchisee (normally a trademark),
but also insists the franchisee agree to abide by strict rules as to how it does business.

Globalization (Ino6anizayis) — is the process of national economies interdependence
strengthening, interlacing of socio-economic processes which take place in the
different regions of the world and induce firms to search for the best terms of activity.

Internalization (lumepnanizayis) is the process of transforming external market links
into internal (centralized corporate) in the conditions of their greater perfection.

International business (Mixcnapoonuii 6iznec) 1S the aggregate of business
operations, that are associated with national borders crossing, and with flow of goods,
services, capital, labour; with the transfer of technologies and information.

International corporation (Mixcrnapoona xopnopayis) is an enterprise with foreign
investments, when foreign affiliates are the property of the company.

A joint venture (Cninzone nionpuemcmso) entails establishing a firm that is jointly
owned by two or more otherwise independent firms. It is a cooperative undertaking
between two or more firms.

Location economies (Exoromis 3a paxyHOK OnmuMaibHo20 pO3MIWEHHS UPOOHUYOT
oistbnocmi) — are cost advantages from performing a value creation activity at the
optimal location for that activity.

Licensing (/liyensysanns) occurs when a firm (the licensor) licenses the right to
produce its product, use its production processes, or use its brand name or trademark
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to another firm (the licensee). In return for giving the licensee these rights the
licensor collects a royalty fee on every unit the licensee sells.

A licensing agreement (Jliyensitina yeooa) is an arrangement whereby a licensor
grants the rights to intangible property to another entity (the licensee) for a specified
period of time, and in return, the licensor receives a royalty fee from the licensee.

Turnkey project (/Ipoexm “nio xmou’) is a project in which a firm agrees to set up
an operating plant for a foreign client and hand over the “key” when the plant is fully
operational.

Multinational company (MNC ) (hazcamonauionanrvna komnanis - BHK) - a firm that
owns business operations in more than one country.

Regionalization (Pecionanizayis) - continuing process of regions forming as
geopolitical units; organized political cooperation within a particular group of states.

Transnational corporation (TNC) (Tpancuayionanvna xopnopayis — THK) - a firm
that tries to simultaneously realize gains from experience curve economies, location
economies, and global learning, while remaining locally responsive.

Transnationalization (Tpancnayionanizayis) is a key tendency of the modern stage
of internationalization. It appears in the growing number of international companies
and extension of their activity as well as in creation of intra-corporate international
markets that cover the majority of the world flows of goods, services, capital and
labour.

Wholly owned subsidiary (Bracua ¢hinis) - a subsidiary in which the firm owns 100
percent of the stock.
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Topic 2. The Environment of International Business

1. The Essence and Structure of International Business Environment

2. Political and Legal Environment of International Business

3. Economic System as an Elements of International Business Environment
4. Differences in Culture as International Business Factor

1. The Essence and Structure of International Business Environment.

The environment of international business - is the system of terms, processes
and factors which promote or counteract the development of international economic
activity of a firm. It is conditionally divided by the next criteria:

1) in relation to the subject of international business:

a) internal environment — include functional structures of the firm and system
of information transfer between its different management levels;

b) external environment - is the complex system of external terms and factors
which form the firms behavior motivation and determine efficiency of its
international management.

2) by the character of influence:

a) which can be managed by the firm (manageable);

b) which can’t be managed (unmanageable), and consequently require
adaptation concerning them.

3) by geographical approach:

a) environment of maternal country which is good known by the firm and does
not create special complexity for its activity;

b) environment of host countries, which differs from a maternal environment
and creates additional risks in organization of foreign business;

¢) neutral environment (neutral waters, air spaces, Antarctic Continent,
territories of international organizations) which matters for Multinational
Corporations mostly by influence of international organizations.

4) by a particular branch approach environmental PEST-analysis is applied.
Including following elements:

P - Political factors: E - Economic factors:

- participation in international agreements; - the level of economy openness;
- political stability; - rates of economic growth by the basic
- the level of market relations governmental macroeconomic indexes;
control; - level of transnationalization;
- changes in the legislative base; - the state of balance of payments;
- national: sovereignty, safety, welfare, -degree of external influence on national economy
interests. development.

S — Social factors: T - Technological factors:
- changes in public values; - technological achievements which influence on
- demographic situation; production charges;
- a consumer’s behavior and motivation; - basic directions of technological breach;
- social institutes; - scientific achievements;
- population’s attitude to business; - patenting and inventions.
- different aspects of culture, moral, religion,
education.
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Tema 2. CepenoBuiie MizkHApPOIHOT O Oi3HeCy

1. CyTh Ta cTpyKTypa cepeoBHIla Mi>KHAPOAHOTO O13HECY

2. IloniTdHe Ta 3aKOHOJIaBYE CEPEIOBUINE MI>KHAPOIHOTO Oi13HECY

3. ExoHOMIYHa cucTeMa SIK €JIEMEHT CepeIOBHINA MIKHAPOIHOTO O13HECY
4. KynbTypHi BIIMIHHOCTI SIK (PaKTOp MI>KHApOAHOTO O13HECY

1. Cyth Ta cTpyKTypa cepefoBHIa MixKHApPoaHOro Oi3Hecy. Cepedosuuye
MDHCHAPOOHO20 Oi3Hecy — 1€ CUCTEMA YMOB, MPOIIECIB 1 (PAKTOPIB, IO COPUSIOTH YU
NPOTH/IIOTh PO3BUTKOBI MiKHAPOIHOI TrOCMOAPChKOi isutbHOCTI (ipmu. Moro
YMOBHO MOJUISIIOTh KPUTEPISIMHU:

1) BimHOCHO Cy0’€KTa MI>KHApOIHOTO Oi3HECY:

a) eHympiwHe — (QYHKIIOHATBHI CTPYKTypu (ipMH Ta CHUCTEMH Iepenadi
1H(popMaIli MIX pI3HUMHU PIBHAMH 11 YIIPaBIIHHS;

0) 306HiwHKe - CKIIaJHA CHCTEMa 30BHIIIHIX YMOB i (hakTopiB, M0 (GOPMYIOTH
MOTHBALIIO MOBEIIHKK (PipM Ta BU3HAYAIOTh €(DEKTUBHICTh iXHBOTO MIKHAPOIHOTO
rOCIIOIapIOBaHHSI.

2) 3a XapaKTepOM BILIUBY:

a) sKi nio0aromsvcs ynpaesiintio 3 60Ky GpipMmu;

0) sxi He nidoaromuvcs YNpaesiiHHio, a OTKE BUMAraloTh IPUCTOCYBaHHS HipMH
110 ceoe.

3) 3a reorpadiuHUM ITiIX0JIOM:

a) cepedosuue MamepuHcbkoi Kpainu, Mo € nodpe BimomMuM GipMmi 1 He
CTBOPIOE OCOOJIMBUX YCKIAAHEHb IS ii JISIBHOCTI;

0) cepedosuwe nputimarouux Kpaid, SIK€ BIAPIZHAETHCSA Bii MAaTEPUHCHKOTO
CEpeIOBHUIIA 1 CTBOPIOE TOAATKOBI PU3MKH B OpraHi3auii 3apy0iHoOro 0i3Hecy;

B) HeumpanvbHe cepedoguuje (HEUTpaabHl BOJHI, HOBITPSIHI IPOCTOPH, MaTEPUK
AHTapkTH[a, TEpUTOpli MDKHAPOJHUX OpraHizauliid), sK€ Mae€ 3HA4YeHHsS IS
OaraToHaIllOHAJILHUX Kopropalliii (uepe3 BIUIMB MI>XKHAPOJHUX OpraHi3allii).

4. 3a raimy3eBUM MiAXO0J0M 3aCTOCOBYIOTH cepenoBuiiHuii PEST-ananis, mo
BKJIFOYA€ HACTYITHI €JIEMEHTH:

P — Iloaitnuni pakTopu:
- y9acTh Y MDDKHAPOJIHUX yroJax;
- IIOJITHYHA CTa0IBHICTS;
- piBEHb JEPKABHOTO PETYIIIOBAHHS
PUHKOBUX B1JTHOCHUH;
- 3MIHH B 3aKOHOIaB4iii 0a3i;
- HalllOHAJIbHI: CyBEPEHITeT, Oe3meka,
100poOyT, IHTEpECH.

E — ExonomiuHni paxropu:
- M€a BIJKPUTOCTI EKOHOMIKH KpaiHu;
- TEMITH €KOHOMIYHOTO POCTY 10 OCHOBHUX
MaKpOEKOHOMIYHUX MOKa3HUKAX;
- piBEeHb TpaHCHAIlIOHAI3allii;
- CTaH IJIATIXHOTO OaJlaHCy;
- CTyMiHb 3aKOPJJOHHOTO BIUTMBY Ha PO3BUTOK
HaIlOHAJILHOT EKOHOMIKH.

S — CouianbHi pakTopu:
- 3MiHU B CYCIIJIbHUX I[IHHOCTSX;
- neMorpadiyHa CUTYyalis;
- CIIOJKMBYE IMOBOYKEHHS 1 MOTHBAIli;
- coliabHI IHCTUTYTH;
- BIIHOIIICHHS HACEJICHHs 10 Oi3Hecy;

- pI3HI acleKTU KyJIbTYPH, MOpaJi, OCBITH.

T — TexnoJioriuni ¢paxkropu:
- TEXHOJIOT14HI JOCSATHEHHS, 1110 BIUIMBAIOTh Ha
BUPOOHWYI BUTPATH;
- OCHOBHI HaIIPSIMU TE€XHOJIOTIYHOT'O ITPOPUBY;
- HAYKOBI JIOCSTHEHHSI;
- IATEHTYBAHHS 1 BUHAXO/IH.
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2. Political and Legal Environment of International Business.

The economic and legal systems of a country are often shaped by its political
system. By political system we mean the system of government in a nation.

Political systems can be assessed according to two related dimensions:

1) the degree to which they emphasize collectivism as opposed to
individualism;

2) the degree to which they are democratic or totalitarian.

These dimensions are interrelated; systems that emphasize collectivism tend to
be totalitarian while systems that place a high value on individualism tend to be
democratic. However, there is a gray area in the middle. It is possible to have
democratic societies that emphasize a mix of collectivism and individualism.
Similarly, it is possible to have totalitarian societies that are not collectivist.

The term collectivism refers to a system that stresses the primacy of collective
goals over individual goals. Advocacy of collectivism can be traced to the ancient
Greek philosopher Plato (427-347 BC), who in The Republic argued that individual
rights should be sacrificed for the good of the majority and that property should be
owned in common. In modern times the collectivist mantle has been picked up by
socialists.

Socialism lies in the main idea to manage state-owned enterprise to benefit
society as a whole, rather than individual capitalists. Socialists trace their intellectual
roots back to Karl Marx (1818-1883). Marx’s basic argument is that in a capitalist
society where individual freedoms are not restricted, the few benefit at the expense of
the many.

In the early 20th century, the socialist ideology split into two broad camps:

1) communists, who believed that socialism could be achieved only through
violent revolution and totalitarian dictatorship;

2) social democrats who committed themselves to achieving socialism by
democratic means, and who turned their backs on violent revolution and dictatorship.
Both versions of socialism have waxed and waned during the 20th century.

In a political sense, individualism refers to a philosophy that an individual
should have freedom in his or her economic and political pursuits. It can be traced
back to an ancient Greek philosopher, Aristotle (384-322 BC). In contrast to Plato,
Aristotle argued that individual diversity and private ownership are desirable.
According to Aristotle, communal property receives little care, whereas property that
iIs owned by an individual will receive the greatest care and therefore be most
productive.
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2. IlojiTuyHe Ta 3aKOHOJABYe CepeOBHMINE MiKHAPOAHOI0 Oi3Hecy.
ExoHOMIYHA Ta 3aKOHOJAaBYa CHUCTEMH KpaiHW 4acTO (POPMYIOTHCS MiJl BIUTMBOM ii
nonimuynoi cucmemu. Ilin nonimuynorw cucmemory MU PO3YMIEMO CHCTEMY
YOpaBIIHHS JiepkaBoro. [lojiTHYHI CUCTEMHM MOKHA OIL[IHIOBaTHM 3a JBOMa
B3a€MOIIOB’ I3aHUMHU BUMIPaMHU:

1) piBHEM IXHBOIO TSDKIHHS JO KOJIEKMUEi3My SK TPOTHUCTABICHHS
iHOUGIOyanizmoei,

2) piBHEM iXHbOI 0eMOKpamuyHOCmi Y1 mOmajiimapusmy.

O6uaBa 1i BUMIpPH TICHO TIOB’s3aHl MiX cobor. Cucremu, A€ poOUTHCS
HAroJIoC Ha KOJIGKTHBI3MI, CXWJIbHI JIO TOTAJTITApPHOCTI, TOMI SK CHCTEMH, Ji¢ 3
MOBArol0 CTABJISATHCS O 1HAUBIIyali3My, MalOTh TEHJICHIIIO 0 JeMOKpatii. Brim,
MK JBOMa KpaWHOIIAMH ICHYE JOCUTh 00’eMmHa ‘“‘cipa” 30Ha. Llinkom MoxiuBe
ICHYBaHHSI JEMOKpPaTUYHHMX CYCHUIbCTB, IO TIPYHTYIOTbCS Ha MIIIAHUX 1A€sX
KOJIEKTUBI3MY Ta I1HAMBIAyanisMy. Tak camMO MOXYyTb ICHYBaTH TOTalITapHI
HEKOJIEKTUBICTCHKI CyCIIbCTBA.

TepMiH Ko1exkmuegizm 3aCTOCOBYETHCS [0 CHUCTEM, SIKI BIJJAOTh IepeBary
KOJIEKTUBHUM LIUIAM Mepe] 1HAUBITyaIbHUMH. [1€i KOJEKTHUBI3MY OepyTh MOYATOK
Bl JnaBHBbOrpenbkoro ¢inocoda I[lnarona (427-347 pp. A0 H.e.), SIKMM y CBOEMY
Tpaktari ‘“Pecmy0Oiika” cTBep/pKyBaB, IO 1HAWBIAyadbHI MpaBa CIiJ MPUHECTH B
KEPTBY JyIsl Oyara OUIBIIOCTI, a MAHO TTOBUHHE OYTH BJIACHICTIO BCiX. Y CydacHii
1CTOPIi Tpanop KOJICKTUBI3MY IMiAXOIMUIN COIIaTiCTH.

["onoBHa 17e51 coyianizmy nionsrae B ToMy, o0 KepyBaTH MiANPUEMCTBAMH, SKi
€ JICp’)KaBHOIO BIIACHICTIO, B IHTEpEcax CYyCHUIbCTBA B IIIJIOMY, a HE OKPEMHUX
KamiTamicTiB. [HTeNeKTyalbHEe KOPIHHS coliali3My IPYHTYyeThcsi Ha inmesx Kapia
Mapxca (1818-1883). Mapkc cTBepIKyBaB, 110 B KaliTaliCTHYHOMY CYCILUIBCTBI, JI€
IHMBIAyallbHI CBOOOJM HE OOMEXKEHO, MEHIIICTh KOPHUCTYEThCS BUTOJAMHU 3a
PaxyHOK OiBIIOCTI.

Ha mowatky XX cT. cowmiamicTU4yHa 1J€0JIOTIS pO3KOJoJiacsd Ha JIBa BEJUKI
Tabopu:

1) komyHicmie, KOTpi BBaKajd, IO COLIaJdi3M MOXHa MMOOYAyBaTH JIUIIIC
[UIIXOM HaCWJIBHMIIBKOT PEBOJIIOLIIT i TOTANITApHOI JUKTATYPH,

2) coyian-oemoxkpamis, sSKi 00CTOIOBaIM 110 TMOOYJOBH  COILIaIi3My
JNEMOKpPaTUYHUMHM METOJaMU ¥ BIAKMJANM 1/1ei HACHJIBHUIBKOI PEBOJIIOIIT Ta
nuktaTypu. OOuziBa BaplaHTH COILIATI3MYy MEPEKUIM BOPOJOBK XX CT. 3JeT 1
MMa1HHA.

VY noniTHYHOMY CEHC1 IHOugidyanizmom Ha3uBaOTh (Hi1ocodito, 3riTHO 3 KOO
KOJKHA JIFOJMHA ITOBUHHA MAaTH CBOOOAY Jiii B €KOHOMIUHIM Ta MOJITHYHIA cdepax.
Bin Mae cBoe KOpiHHS y JaBHBOTPENbKINA (inocodii, I[bOr0 pa3y B Mpalsgx y4HS
[Inatona - Apuctorens (384-322 pp. ao H.e.). Ha Biaminy Bix IlnaTtona, Apucrorens
CTBEP/)KYBaB, 1110 1HAUBIyalbHI BIAMIHHOCTI Ta MPUBAaTHA BJIACHICTh € OaKaHUMU U
KOPUCHUMHU ISl CYCIUIBCTBA. 32 APUCTOTENIEM, KOMYHAJIbHOIO BJIACHICTIO HIXTO HE
OMIKYETHCS, TOAl K MailHO, 10 HaJekKUTh OKPEMHUM 0co0aMm, OJIEP)Kye€ MaKCUMYM
JOTJISAY 1, TAKUM YHHOM, € HAUTIPOAYKTHUBHIIITUM.
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Democracy refers to a political system in which government is by the people,
exercised either directly or through elected representatives. The pure form of
democracy, as originally practiced by several city states in ancient Greece, is based
on a belief that citizens should be directly involved in decision making processes.
Most modern democratic states practice what is commonly referred to as
representative democracy. In a representative democracy, citizens periodically elect
individuals to represent them in government.

Totalitarianism is a form of government in which one person or political party
exercises absolute control over all spheres of human life, and opposing political
parties are prohibited.

There are four major forms of totalitarianism in the world today:

1) communist totalitarianism. It is a version of collectivism that advocates
socialism can be achieved only through totalitarian dictatorship (North Korea);

2) theocratic totalitarianism. It is found in states where political power is
monopolized by a party, group, or individual that governs according to religious
principles (Iran, Saudi Arabia);

3) tribal totalitarianism. It occurs when a political party that represents the
interests of a particular tribe (and not always the majority tribe) monopolizes power
(Zimbabwe, Tanzania, Uganda, Kenya);

4) right-wing totalitarianism. It generally permits individual economic freedom
but restricts individual political freedom on the grounds that it would lead to a rise of
communism (Latin America, several Asian countries, particularly South Korea,
Taiwan, Singapore, Indonesia, and the Philippines).

The legal system of a country refers to the system of rules, or laws, that regulate
behavior, along with the processes by which the laws of a country are enforced and
through which redress for grievances is obtained.

The most important Legal Systems issues for IB are defined as:

1) the laws governing property rights with particular reference to patents,
copyrights, and trademarks;

2) laws covering product safety and product liability;

3) country differences in contract law.

In a legal sense the term property refers to resources over which individuals or
businesses hold legal title; that is, resources that they own. Property rights refer to
the bundle of legal rights over the use to which a resource is put and over the use
made of any income that may be derived from that resource. Countries differ
significantly in the extent to which their legal system protects property rights.

Property rights can be violated in two ways:

1) through private actions (refer to theft, piracy, blackmail, and the like by
private individuals or groups);

2) through public action (occurs when public officials, such as politicians and
government bureaucrats, extort income or resources from property holders,
Implementing excessive taxation, requiring expensive licenses, taking assets into state
ownership without compensating the owners, demanding bribes from businesses).
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/Jlemokpami€lo Ha3UBaIOTh MOJITHYHY CHUCTEMY, B SIKIM J€p>KaBHE YIpaBIIHHS
3MIACHIOETBCS TPOMAaJsHaMU KpaiHu sK Oe3mocepefHbOo, Tak 1 depe3 BUOOPHUX
npeAcTaBHuKIB. Yucta Qopma gemokparii, sika Oyna BTUIEHA B KUIBKOX
JaBHBOTPEIBKUX MicTax-AepXaBaxX, IpyHTyBajacs Ha iaei, mo rpoMajsHu MaroTb
Opatu 0Ge3MoCepe/IHI0 y4acTh Y MPOLIECi yXBaJCHHS JACP>KaBHUX pillieHb. BUIbIIICTh
CyYaCHUX JEMOKPATHUYHUX JepXkKaB MPaKTUKYIOTh TaK 3BaHy npeoCmasHUYbKY
oemokpamiio (TpOMaJIsTHA TEPIOAUYHO OOMPAIOTh 0CI0, SIKi MPEACTABIATUMYTh iX).

Tomanimapu3sm - 1e Gopma Jep>KkaBHOTO YNPaBIIIHHS, 32 SKOT OJHA JIIOANHA YU
MOJIITUYHA TIAPTis 31HCHIOE TIOBHUI KOHTPOJIb 3a BCiMa chpepamu JIF0ICHKOTO KUTTS,
a JISUTbHICTH OMO3UIIIMHKUX IMOJITUYHUX NapTiid 3a00poHeHa.

Ha crorosHi B CBITi ICHYIOTh YOTUPHU OCHOBHUX (JOPMHU TOTATITAPUMY:

1) komynicmuunuti momanimapusm. Lle ouH 3 BapiaHTIB KOJIEKTHUBI3MY, 3T1IHO
3 QocTyjJaTamMu $IKOro, coliali3M Moxe OyTH noOyAOBaHHWI JHIIE MIISXOM
totasitapHoi nuktatypu (ITiBaiuna Kopes);

2) meokpamuynutl momanimapusm. BiH iCHye B iep)kaBax, J¢ MOJITHYHA Blaja
MOHOIIOII30BaHa MapTi€ro, IPYyNo 4u 0co00r0, KA 3/11MCHIOE KEPIBHULITBO 3TIAHO 3
peniriiiaumu npuHimnamu (Ipan, Cayniceka Apasis).

3) nreminnuti momanimapusm. Konu Biiagy MOHOMOJI3Y€E MOTITHYHA MAPTIs, IO
IpEeJCTaBIISIE IHTEPECH AKOrOCh IIeBHOTrO miemeHi (3im0aodBe, Tan3zanis, Kenis).

4)  “momanimapusm npasoco Kpuia’. BiH, fAK TpaBWIO, I03BOJISE
IHIWBIAYaJIbHY €KOHOMIYHY CBOOOYy, ajieé OOMEXYy€e I1HAUBIAyaJbHY IMOJITUYHY
cBOOOy Ha Ti¥l MiACTaBi, IO 1€ MOXKE MPU3BECTH JI0 MOIMIMPEHHS KOMYHI3MY (IesiKi
kpanu JlatuHChKOT AMepuku Ta A3ii).

3akonooasua cucmema XpaiHu - 1€ TpaBWIA 1 3aKOHH, SKI PETyJIOITh
MOBEAIHKY JIIOJIEW Ta Opraizailiif, a TaKOX MPOIIECH, IO 3aCTOCOBYIOTHCS IS
BTIJICHHS IMX 3aKOHIB Y )KUTTS 1 pO3B’s13aHHSA KOH(IIKTIB.

HaliBaxnmuBimmMu TUTaHHSIMA 3aKOHO/JABYOi CHCTEMH I MIKHAPOIHOTO
Oi3Hecy €: 1) 3aKkOHHM, IO PETYIIOIOTh MAUHOBI npasd, 30KpeMa NaTEHTHE MpaBo,
aBTOPCbKE MpaBO Ta TOPTrOBENbHI MapKu; 2) 3aKOHHW, IO PETYJIOITh Oe3neky
npoodykyii Ta 6IOnosidanvbHicms upoOHUKa; 3) OCOOTUBOCTI KOHMPAKMHOZO0
3aKOHO00A8CMEdA.

Y OpuAUYHOMY pO3YMIHHI TEpMiH MaiiHo (BJIACHICTh) 3aCTOCOBYETHCS IO
pecypciB, MO0 SAKUX (Pi3UUHA YK IOPUAMYHA 0c00a Mae MPaBOBUM CTATYyC BJIACHHKA,
TOOTO 3rajiani pecypci Hajexarb . TepMmiH maliHo6i npasa 3acTOCOBYETHCS [0
TpyIy 3aKOHHHUX TIPaB, SKI BU3HAYAIOTh CMOCIO BUKOPUCTAHHS MEBHUX PECYpPCIB, a
TaKOXX BUKOPUCTAHHS JOXOJIB, OJIEP’)KaHUX BHACIIJOK BUKOPUCTAHHS IIUX PECypCiB.
MaiinoBi rpaBa y pi3HUX KpaiHaX 3axXuIIeH] Pi3HOI0 MIpOIO.

[TopymeHHs: MalfHOBUX MpaB MOXKE OYTH CIIPUYMHEHE IBOMA CIIOCOOaMM:

1) npusamnumu Oismu (KpaaiKKW, MIpaTCTBO, IIAHTAXX, BUMaraHHS Ta iHIII
noa10H1 J1i MpuBaTHUX 0¢10 abo rpym);

2) Oisimu Oepoicasu (Ko jaepxaBHI odimiitHi ocoOu (MOJITUKKA Y JIep)KaBHI
YMHOBHUKH) BUMAararoTh KOLITH a00 pecypcH Yy BIACHHMKIB MailHa dyepe3 HaAMIpHHI
NOJIaTKOBHI TATap, JOPOTi JiLeH31i Ta 103BOJIM, IEPETBOPEHHS AKTUBIB Ha JEPKaBHY
BJIACHICTH 0€3 KOMITeHC Il a00 NUITXOM BUMaraHHs xabapiB BiJ Oi13HECMEHIB).
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Intellectual property refers to property, such as computer software, a screen
play, a music score, or the chemical formula for a new drug that is the product of
intellectual activity. It is possible to establish ownership rights over intellectual
property through patents, copyrights, and trademarks.

A patent grants the inventor of a new product or process exclusive rights to the
manufacture, use, or sale of that invention.

Copyrights are the exclusive legal rights of authors, composers, playwrights,
artists, and publishers to publish and dispose of their work as they see fit.

Trademarks are designs and names, often officially registered, by which
merchants or manufacturers designate and differentiate their products (e.g., Christian
Dior clothes).

Product safety laws set certain safety standards to which a product must adhere.

Product liability involves holding a firm and its officers responsible when their
product causes injury, death, or damage. Product liability can be much greater if a
product does not conform to required safety standards. There are both civil and
criminal product liability laws. Civil laws call for payment and money damages.
Criminal liability laws result in fines or imprisonment. Liability laws are typically
least extensive in less developed nations.

A contract is a document that specifies the conditions under which an exchange
Is to occur and details the rights and obligations of the parties to a contract. Contract
law can differ significantly across countries, and as such it affects the kind of
contracts that an international business will want to use to safeguard its position
should a contract dispute arise. The main differences can be traced to variations in
legal tradition.

The two main legal traditions found in the world today are

1) the common law system. It is now found in most of Britain’s former colonies,
including the United States. Common law is based on tradition, precedent, and
custom. Since common law tends to be relatively ill-specified, contracts drafted under
a common law framework tend to be very detailed with all contingencies spelled out;

2) the civil law system. It is based on a very detailed set of laws that are
organized into codes. Over 80 countries, including Germany, France, Japan, Russia,
Ukraine operate with a civil law system. In civil law systems, however, contracts tend
to be much shorter and less specific, since many of the issues typically covered in a
common law contract are already covered in a civil code.
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Inmenexmyansvnow enacwicmio Ha3WBAIOTh CHENU(PIYHMIA BUJ MaiiHa:
KOMII'FOTepHI MporpaMu, (HiTbMHU 1 KiHOCLIEHAPii, My3UUHI TBOPH, XiMi4HI opMynn
HOBUX JIIKIB TOWIO, K1 € TPOJYKTOM 1HTEIEKTyalIbHOI IsJIbHOCTI. MaliHOBI IpaBa Ha
IHTEJEKTyalIbHy BJIACHICTh BCTAHOBIIIOIOTHCS LUISIXOM BUJAYl MATEHTIB, peecTparii
aBTOPCHKUX MpaB Ta TOPrOBeNbHUX Mapok. Ilamenm Hanae BUHAXIAHUKOBI HOBOIO
BUy TIPOIYKIli ab0 MpoIecy eKCKII03MBHI IpaBa Ha BUPOOHUIITBO, BUKOPUCTAHHS
Yy MpojaaXk CBOro BuHaxonay. Aemopcwki npasa (Copyrights) - e eKCKIIO3UBHI
3aKOHHI MpaBa aBTOPIB, KOMIIO3UTOPIB, ApaMaTypriB 1 CIICHAPHUCTIB, XyJA0KHHUKIB Ta
BUJIABI[IB Ha MyOJIIKAIliI0 1 PO3IMOBCIOKEHHS CBOiX pOOIT Tak, IK BOHH BBaXKalOTh 3a
notpioHe. Topzoeenvni mapku - 1€ PO3poOKHM 1 Ha3BH, HYacTO OQIIIHHO
3apeecTpoOBaHi, 3a JOMOMOTOI0 SIKMX BHUPOOHUKH Ta TOPTOBEIbHI CTPYKTYpH
MO3HAYAIOTh 1 PO3PI3HAIOTH CBOIO MPOAYKITiIO (Hanpukiaf, omiar “Christian Dior”).

3akonu npo 0e3nexky npoOoyKyii BCTAHOBIIIOIOTh NIEBHI CTaHAAPTH O€3MEKH, 1110
iM Mae BIONOBLIATH JaHUW BUJ NOpOAYKUli. Bidnogidansnicms eupoodHuKa
nependavae BiAMOBIAANBHICT QipMu Ta ii KEPIBHUITBA, SKIIO BUPOOIEHA (ipMOIO
IPOAYKIIisl CTaja MPUYMHOI 30UTKIB, IIKOAU YU 3aruoeni aroaei. BianoBigaibHICTh
BUpOOHMKA MOKe OyTHM Ha0arato 3HAUHILIOW, SKIIO MPOIYKLIS HE 3aJ0BOJIbHSE
BCTAHOBJICHUX CTaHJApTiB Oe3neku. ICHYIOTh 3aKOHM SK Mpo IMBUIbHY (cruiara
KOMIICHcaIl Ta ¢iHaHCOBMX 30MTKIB) Ta KpuMiHaIbHY (miTpadgu abo yB S3HCHHS)
BIJIMOBIAQIBHICTD 3a BUMYCK HEOE3MeUHO1 MPOAYKIi. Y ciabiie po3BUHYTHX KpaiHax
TaKi 3aKOHU 3a3BUYall MEHII KOPCTKI.

Konmpaxkmom Ha3UBaeTbCsl JOKYMEHT, 3TITHO 3 SIKUM BH3HAYaIOThCS YMOBH
00MiHy Ta JOKJIaJAHO (OPMYIIIOIOTHCS MpaBa 1 000B’SI3KK CTOPiH, IO WOT0 yKJIaIH.
KoHTpakTHe 3aKOHOZABCTBO B PI3HUX KpaiHax 1HOAI CYTTEBO BiJPI3HAETHCA, IO
BILJIUBA€ HA BUJIM KOHTPAKTIB, SIKI MOXE 3aCTOCYBaTH MIKHAPOJHE MIiIMPHUEMCTBO,
abu yOe3MeyuTH CBOI MO3HIIIT B pa3l BAHUKHEHHI KOHTPAKTHUX cyrepedoK. OCHOBHI
BIJIMIHHOCTI I10B’s13aH1 3 BAKOPUCTAHHAM PI3HUX 3aKOHOJIaBUMX TPaaULIi. Y CBITI Ha
ChOT'0JIHI ICHYIOTH JIB1 3aKOHO/IaBUMX TPAJIULIII:

1) cucmema 3azanvnozo npaea. 3apa3 BOHA Ji€ Yy OUIBIIOCTI KOJHUIIHIX
OpUTaHCHKUX KOJIOHIM, 30Kkpema 1 B Cnonydenux Ilratax. B ocHOBYy cucremu
3arajJpHOrO MpaBa TMOKIAJAEHO TPAAMIIIo, NpeueneHT Ta 3Buyai. Komm cyau
IHTEPNPETYIOTh 3arajbHUN 3aKOH, BOHM yXBAJIIOIOTH PIIIEHHS 3T1THO 31 3raJlaHuMU
xapakTepuctTukaMu. OCKUIbKM 3aKOHU 3arajibHOro mpasa c(OpMyJIbOBaHI HE JOCHUTh
KOHKPETHO, KOHTPAKTH, SIKI YKJIAQJAIOThCsl B YMOBax 3arajlbHOro IpaBa, 3a3BUYaii
Jy>Ke JIETaJIbHI.

2) cucmema uuginbho2o npasa. BoHa TPYHTYEThCS Ha JyKe NCTaTbHOMY
KOMIIJIEKC] 3aKOHIB, OPTraHi30BaHUX Yy KoJeKcH 1 jaie y moHaa 80 kpaiHax, y TOMY
guca B Himeuunni, ®panmii, Anonii, Pocii, Ykpaini. ¥ cucreMi HUBUIHBHOTO MpaBa
KOHTPAaKTH KOPOTIN W MEHII JAeTali30BaHl, OCKUIbKM YHMAall0 THTaHb, SKi
00yMOBJIIOIOTHCSI KOHTPAKTAMU, YKJIAJI€HUMH B CUCTEMI 3arajJbHOr0 IIpaBa, y CUCTEMI
IMBUIBHOTO ITpaBa BU3HAYAOTHCS KOJEKCOM 3aKOHIB.
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3. Economic System as an Element of International Business Environment.

It is obviously that there is a connection between political ideology and
economic systems. More specifically, we can identify three broad types of economic
system:

1) a market economy; 2) a command economy; 3) a mixed economy.

Market economy — is the allocation of resources determined by the invisible
hand of the price system. In a pure market economy, the goods and services a country
produces, and the quantity in which they are produced, is not planned by anyone.
Rather, it is determined by the interaction of supply and demand and signaled to
producers through the price system. In this system consumers are sovereign. It is the
purchasing patterns of consumers, as signaled to producers through the mechanism of
the price system, that determines what is produced and in what quantity. For a market
to work in this manner there must be no restrictions on supply. A restriction on
supply occurs when a market is monopolized by a single firm. Given the dangers
inherent in monopoly, the role of government in a market economy is to encourage
vigorous competition among producers. Governments do this by outlawing
monopolies and restrictive business practices designed to monopolize a market
(antitrust laws serve this function in the United States). Private ownership also
encourages vigorous competition and economic efficiency.

Command economy — an economic system where the allocation of resources,
including determination of what goods and services should be produced, and in what
guantity, is planned by the government. Consistent with the collectivist ideology, the
objective of a command economy is for government to allocate resources for “the
good of society.” In addition, in a pure command economy, all businesses are state
owned; the government can then direct them to make investments that are in the best
interests of the nation as a whole, rather than in the interests of private individuals.
While the objective of a command economy is to mobilize economic resources for
the public well, in practice just the opposite seems to have occurred. In a command
economy, state-owned enterprises have little incentive to control costs and be
efficient, since they cannot go out of business.

Mixed economy — an economic system where certain sectors are left to private
ownership and free market mechanisms, while other sectors have significant
government ownership and government planning. Mixed economies are relatively
common among the states of Western Europe; although they are becoming less so.
Britain, France, Italy, and Sweden can all be classified as mixed economies. In these
countries the government intervenes in those sectors where it believes private
ownership is not in the best interests of society. For example, Britain and Sweden
both have extensive state-owned health systems that provide free universal health
care to all citizens (actually it’s not really free since it is paid for through higher
taxes). In mixed economies governments also tend to take into state ownership
troubled firms whose continued operation is felt to be vital to national interests.
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3. ExoHoMiuHa cucTeMa SIK eJIeMEeHT cepel0BHIIA MiZKHAPOIHOIO Oi3Hecy.

O4eBHAHO, IO MDK MOJITHYHOIO 1JIE€OJOTI€I0 Ta €KOHOMIYHHUMH CHUCTEMaMH
ICHy€e TIE€BHUW 3B'A30K. 30KpemMa BHUIUISAIOTH YOTUPU TUIH E€KOHOMIYHHMX CHCTEM:
1) punxosa exonomixa; 2) komanona ekonomixa, 3) 3miulana eKoOHOMIKA.

Punkosa exonomika — po3noJiia pecypciB 3a JOMOMOTOK “HEBUAMMOI PYKU™’
I[IHOBOi CHUCTEMH. Y YHCTO PHUHKOBIM E€KOHOMIIIl TOBApU Ta IOCIYTH Ta OOCSATH
iXHBOTO BHPOOHHUIITBA 1 HAJAaHHA HIKUM HE IUIAaHYIOThCA. BHUpPOOHUIITBO
BU3HAYAETHCS CIIBBITHOIICHHSAM TOMUTY 1 MPOMO3HUIlii, a 1HPOpMaIlil0 BUPOOHUKH
OJIEPXKYIOTh 4Yepe3 CHCTeMy IiH. Y Il CHCTeMi CHOXKHMBa4 € TOJOBHOKO [1HOBOIO
ocoboro. KymiBenbHi yrmogoOaHHS CIIOKHBAdYIB YepPe3 CHCTEMY IIH JIOBOJATHCS IO
BiJloMa BHUPOOHMKIB 1 BU3HAYAIOTh, 110 MA€ BUPOOJIATHCS Ta B SKIM KUTbKOCTI. AOH
PUHOK MIT JiSITH B TaKWi cHociO, HE MOBHHHO ICHYBATH >XOJHUX OOMEXKCHb Ha
nporno3uniro. OOMeXeHHs NpOINo3ulli HaWyacTille TPaIUIaIOThCS, KOJU PUHOK
MOHOTMOJII30BaHMil onHi€l0 (ipmoro. BpaxoByroun HeOe3leky, sIKy TaiThb y €001
MOHOIIOMIS, 3aBJAHHSAM YypsAdy € CHPHUSHHS PO3BUTKOBI KOHKYPEHIT MIiX
NPUBATHUMU BUPOOHWUKAMH. YPSAM 3IIHCHIOIOTH 1€ IUISIXOM  OTOJIOIICHHS
MOHOIIOJIN Ta 0OMeXeHHs MpakThKU 0i3Hecy He3akoHHUMH (y CIIA 3 miero MeToro
3allpOBa/KEHO aHTHUTPECTOBE 3aKOHOAABCTBO). [IpMBaTHA BIACHICTH TaKOX CHpPHUSE
3aroCTPEHHIO KOHKYPEHIIil Ta M1BUIICHHIO €eKOHOMIYHOT €()eKTUBHOCTI.

Komanona exonomika — eKOHOMIYHA CHCTE€Ma, B SIKIM pO3MIIIIEHHS PecypciB,
30KpeMa KUIbKICTh 1 aCOPTUMEHT TOBAPIB 1 MOCIYT, 1110 MalOTh BUPOOJIATUCS B KpaiHi,
TUTAHYIOTBCS  YPSAJAOM. 3TiIHO 3 KOJICKTHUBICTCHKOIO 1/I€0JIOTI€I0, METOI YpSIy B
yMOBaxX KOMaHIHOI €KOHOMIKH € PO3MOALT pecypciB “Ha Oiaro cycmiiabcTBa”. Kpim
TOTO, B yMOBaX YHCTO KOMAaHJHOI E€KOHOMIKM BCl MIAMPUEMCTBA € BIACHICTIO
JIEp’KaBH, 1 came 3 1€l TPUYUHU yPSAJl Ma€ 3MOTY HaKa3zyBaTH iM pOOUTH 1HBECTHIII],
SIKI IIOHAWKpallle 3aJ0BOJIbHSIOTH IHTEPECH Hallli B IJIOMY, a HE NPUBATHUX
1HMB1AIB. X0ua METOI KOMaH/IHOI €KOHOMIKHM € MOOLTI3allisi EKOHOMIYHUX PECYPCIB
Ha 0Jlaro BChOI'O CYCIJIBCTBA, HA MPAKTULI BUXOAMTH 30BCIM HaBMaku. B ymoBax
KOMaHJIHOT €KOHOMIKHM JI€p>KaBHI MIANPUEMCTBA MPAKTUYHO HE MAIOTh CTUMYJIIB
KOHTPOJIFOBAaTH CBOi BHJATKHU Ta MIJBUILYBAaTH €(EKTHUBHICTh POOOTH, OCKUIBKH HE
MOXKYTb 30aHKPYTyBaTH.

3mimana exonomika — €KOHOMIKA, Yy JESIKUX CEKTOpaxX SIKOI J03BOJICHO
NPUBATHY BJIACHICTh Ta JiI0OTh PUHKOBI MEXaHI3MH, TOJI SK B IHIIMX CEKTOpax
nepeBaXkae Jiep>kaBHa BJIACHICTD 1 Jll€ CUCTEMA JIepKaBHOTO 1ianyBaHHa. Cucremu 3
MIIIAHOK €KOHOMIKOIO JOCHUThH MOIIMPEHI y 3axXiHii €Bpori, Xo4a OCTaHHIM 4acoM
iXHS 9acTKa TMOCTIHHO 3MEHIyeThcs. J[o MilmaHuX HajiekaTh €KOHOMIkM DpaHiiii,
Itami ta HIBemii. ¥ nux kpaiHax ypsia 3[IiHCHIOE BTpYYaHHS B T1 CEKTOPH, Jie, 5K
BBAXKAETHCS, MMPUBATHA BIIACHICTH HE CIIPUSE 3aOBOJICHHIO 1HTEPECIB CYCIIbCTBA.
Hanpuknan, y Benukiit bpuranii ta llIBewnii 1if0Th B OCHOBHOMY J€pKaBHI CUCTEMH
OXOPOHH 3/10pPOB’sl, 10 3a0€3MeUyI0Th OE3KOITOBHY i OJJHAKOBY MEIUYHY JTOIOMOTY
BCIM TIpOMajsiHaM (XO4a OIUIaYyIOThCA JOCHUTh BUCOKMMH TojaaTtkamu). B ymoBax
MIIIAHOT E€KOHOMIKM YpSAIW TaK0oX CXWIbHI TEPEBOJUTU Yy JEp>KaBHY BIACHICTb
HeOJ1aronoayyHi (pipMu, IpoIOBKEHHS (PYHKIIIOHYBAHHS SKUX BBAXAETHCS KUTTEBO
HEOOX1THUM JJIs1 HaI[lOHAJTBLHUX 1HTEPECIB.

26



State-directed economy — is an economy where the state plays an important role
In private investment activity direction by the so-called “industrial policy”, regulating
business activity in accordance with national aims. Japan and Korea are mostly point
as examples of such system.

In the conditions of state-directed economy, as distinct from mixed economy,
the state, as a rule, does not transform private enterprises in state-owned. But it
supports private enterprises and at the same time imperceptibly directs the private
investments in accordance with the aims of the industrial politics. The philosophy of
state-directed economy is the so-called infant industry argument.

Infant industry argument. New industries in developing countries must be
temporarily protected from international competition to help them reach a position
where they can compete on world markets with the firms of developed nations.

4. Differences in Culture as International Business Factor. Scholars have
never been able to agree on a simple definition of culture. In general we can identify
culture as a system of values and norms that are shared among a group of people and
that when taken together constitute a design for living [by Hofstede and Namenwirth
and Weber].

By values we mean abstract ideas about what a group believes to be good, right,
and desirable. Put differently, values are shared assumptions about how things ought
to be. By norms we mean the social rules and guidelines that prescribe appropriate
behavior in particular situations. We shall use the term society to refer to a group of
people who share a common set of values and norms.

Values form the bedrock of a culture. They provide the context within which a
society’s norms are established and justified. They may include a society’s attitudes
toward such concepts as individual freedom, democracy, truth, justice, honesty,
loyalty, social obligations, collective responsibility, the role of women, love, sex,
marriage, and so on. Values are not just abstract concepts; they are invested with
considerable emotional significance.

Norms are the social rules that govern the actions of people toward one another.
Norms can be subdivided further into two major categories:

1) folkways - are the routine conventions of everyday life. Generally, folkways
are actions of little moral significance. Rather, folkways are social conventions
concerning things such as what constitutes the appropriate dress code in a particular
situation, good social manners, eating with the correct utensils, neighborly behavior,
and the like. In many countries foreigners may be initially excused for violating
folkways;

2) mores - are norms that are seen as central to the functioning of a society and
to its social life. They take on a much greater significance than folkways (indictments
against theft, adultery, incest, and cannibalism). In many societies certain mores have
been enacted into law. However, there are also many differences between cultures as
to what is perceived as mores.
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Keposana oOepiwcasoro ekonomixa — 1i€ €KOHOMIKA, B SIKIi JepkaBa BIIICPa€e
BaXJIMBY POJIb y CIPSAMYBAaHHI IHBECTULIIMHOI TISUTBHOCTI MPUBATHUX MIJIPUEMCTB 32
JOTIOMOTOI0 Tak 3BaHOi ‘“‘TnHdycmpianvnoi nonimuxku’, TOOTO, 1HAKIIE KaXKyyH,
IUISIXOM PEryJIlOBaHHS O13HECOBOT JISJIBHOCTI Yy BIAMOBIIHOCTI 3 HaI[lOHAJTLHUMHU
IUIIMU. SIK IPUKIaau Takoi EKOHOMIKH, HaiuacTimie HaBoAsATh SAnoHito Ta Kopeto.

B yMoBa kepoBaHO1 Jiep»KaBOO €KOHOMIKH, Ha BIJIMIHY BiJ 3MIIIIaHO1, AepKaBa,
K MPaBUJI0, HE TpaHC(HOPMY€E IPUBATHI MIANPUEMCTBA y AepkaBHi. HatomicTs BoHa
OIATPUMY€ MPUBATHI MIANPUEMCTBA 1 BOJAHOYAC HESIBHO CIPSMOBYE I1HBECTHIIIT
npuBaTHUX (GIipM  BIAMOBIAHO 10 UIJIEH CBO€I  1HAYCTPIaIbHOI  MOJITHUKH.
®d110c0hCHKOI0 OCHOBOIO KEPOBAHOI JIEP’KaBOI0 €EKOHOMIKH € TaK 3BaHa ides M0oJ10001
2any3i, 3riTHO 3 AKOKO 1HAYCTplaJibHA TMOJITHKA MOKE JOMOMOTTH KpaiHi 3aXOMHUTH
MPOBIIHI TO3UIli Y HOBOCTBOPEHHMX Taly3siX, /e YAHHUK €KOHOMII Ha MaciiTadax
0e33anepeyHo BIAIrpae Ay»Ke BaXKIUBY POJib.

4. KyabTypHi BiIMiHHOCTI sIK (pakTOp MixKHapoaHoro OizHecy. HaykoBisim
HIKOJIM HE BJABAJIOCS MIMNTH CHIIBHOI JYMKH 3 MPUBOAY IPOCTOrO BU3HAUEHHS
HOHATTS “KyJbTypa”. Y 3arajlbHOMY MiAXOA1 MU MOXKEMO BU3HAUUTH KYAbMYpy SIK
CUCTEMY I[IHHOCTEH 1 HOPM, 1110 € CIUJIbHUMH JIJIsl IEBHOI TPYMH JIFOAEH 1 B35TI pa3oM
YTBOPIOKOTH CTPYKTYPY KHTT# [3a migxomamu ['odcerena, Hamensipra it Bebepal.

[lin yinnocmamu OynemMo po3yMmiTH aOCTpakTHI idei, SIKI Tpyna BBaXae
T00pUMH, TPABUIBHUMH 1 OakaHUMH. B3sTi OKpeMo, IIHHOCTI YOCOOIIOIOTH
3arajJbHOBU3HAHI YABJICHHS MPO T€, SKUMU MOBUHHI OyTH Ti uu Ti peul. [1in nopmamu
OyZIeMo pO3yMITH COIliaJibHI MpaBWia Ta MPUHIUIH, IO BU3HAYAIOTH MPABUIHHY
MOBEAIHKY B KOHKPETHHUX CHUTYyaIisix. MU 3aCTOCYEMO TEPMiH CYCRINbCHIEO TIO TPYM
JIOJICH, K1 MTOAIAIOTH CIIIBHUM KOMIUIEKC IIHHOCTEH 1 HOPM.

Lfinnocmi  yTBOPIOIOTH  (yHIAMEHT  KyJbTypu. BoHuM  3a0e3meuyroTh
CEpEllOBHUILE, B YMOBAxX SIKOTO BHU3HAUYAIOTHCS 1 KOPUTYIOTHCS CyCHUIbHI HOpMH. Ll
HOPMH MICTSTh Y COO1 CTaBJICHHSI CYCIUIbCTBA JIO TAKUX MOHSTH, K 1HJUBIIyalibHA
cBO0O/a, JEMOKpaTis, ICTHUHA, CIPaBEJIUBICTh, YECHICTh, BIPHICTh, COIllAJIbHI
3000B’3aHHSI, KOJIEKTUBHA BIAMOBIIAIBHICTh, POJIb *KIHKH, KOXaHHS, CEKC, U0
Too. L{iHHOCTI € He mpOocTO a0CTPaKTHUMHM MOHATTSAMHU, Y HUX BKIIQJAIOTh NEBHE
eMOIIiifHE HaBaHTaXKEHHSI.

Hopmu - e comianpHi mpaBuia, ki CKEPOBYIOTH il JIOJIeH Y HANpPsIMKY OJTHA
10 oHoi. Hopmu, cBo€ro ueproro, MokHa MOJAUIMTH Ha JIB1 BEJIUKI KaTEropii:

1) 3Buuai - me 3BWYAHHI CTaHIAPTH TOBEMIHKH Y TIOBCSIKIACHHOMY JKHUTTI.
3arajioM BOHM HE HECYTh MOPAJbHOIO HAaBAHTAXEHHS. SIK MpaBuiIo, Le COoLialbHI
CTaHJApPTH, IO CTOCYIOTHCSA TAKUX pedel, sIK CTUJIb OJATY Y Tid YW T KOHKPETHIH
cutyarii, 100pi comiaJbHI MaHepH, BMIHHS KpPacHUBO iCTH, BKMBAKOYH BIJIOBIIHI
CTOJIOBI IPHOOPH, CTOCYHKM MDK cCycigamu Towo. [HO3eMuUsM Ha MHeplux mnopax
NOpYIIECHHS 3BUYAIB, SIK IPABHUIIO, BHOAYAIOTb.

2) HOpPMH MoOpaji - IIc HOPMH, SIKi BBaXKAIOTHCS CEPICBHHHUMH IS
(YHKILIOHYBaHHS CYCIUIBCTBA Ta MO0 COLIANBHOIO KUTTA. BoHM MaroTh HabaraTo
OlbIlIe 3HAYCHHS, HiXK 3BUYal (OCY KPaJiKKH, THIIECTY YM KaHiOani3my). Y O6aratbox
CyCHUIbCTBAaX J€sKI MOpajibHI HOPMHU 3aKpIIJIeH] B 3aKOHAX.
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The determinants of Culture as a system of norms and value are the following:

1) Political Philosophy;

2) Economic Philosophy;

3) Social Structure — the basic social organization of a society. Its main aspects
that can explain differences in culture are:

- the degree to which the basic unit of social organization is individual (US) as
opposed to the group (Japan);

- the degree to which a society is stratified into classes (Britain) or castes
(India);

4) Religion — a system of shared beliefs and rituals that are concerned with the
realm of the sacred. The relationship between religion and society is subtle, complex,
and profound. While there are thousands of different religions in the world today, five
dominate: Christianity, Islam, Hinduism, Buddhism, and Confucianism;

5) Language — both the spoken and unspoken means of communication. It is
one of the defining characteristics of a culture. The nature of a language also
structures the way we perceive the world. The language of a society can direct its
members’ attention to certain features of the world;

6) Education. Formal education is the medium through which individuals learn
many of the language, conceptual, and mathematical skills that are indispensable in a
modern society. Formal education also supplements the family’s role in socializing
the young into the values and norms of a society.
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JleTepMiHaHTaMu KyJIbTYPH SIK CHCTEMH HOPM 1 LIIHHOCTEH €:

1) Honimuuna ginocogpis;

2) Exonomiuna ghinocogpis;

3) Couianvna cmpykmypa — 6a30Ba colliaflbHa OpraHizallis CycHiabcTBa. Ii
TOJIOBHUMHU aCIeKTaMU, K1 JEMOHCTPYIOTh BIIMIHHOCTI MK KyJIbTypaMH €:

- 0a30BUl piBeHB COIliaabHOI opranizaiii: irousio (CIIA) uu epyna (SnoHis);

- CTYIHb PO3IIapyBaHHS CYCHUIbCTBA Ha kiacu (BemukoOpuTaHis) uu xacmu
(Inmis);

4) Penizia — cucTteMa CHUIBHHX BIpYBaHb Ta pPHUTYaiB, IIOB’SI3aHUX 3
00KeCTBEHHOI0 C(heporo. 3B’S30K MIXK PENITi€l0, €TUKOI0 Ta CYCHIJILCTBOM TOHKHI,
CKJIQAHUH 1 TTHOUHHMA. X04 HA CHOTOAHI Yy CBITI ICHYIOTh TUCSY1 PETITiii, YOTHPH 3
HUX € JTOMIHYIOUUMU: XPUCIUSHCINGO, ICAaM, IHOYI3M ma 6y00usm;

5) Mosa — e sk BepOanbHi, Tak i HeBepOanbHI 3acO0M KOMYyHiKamii. MoBa €
OJIHIEI0 3 BUPIMAIBHUX XapaKTEPUCTUK KyIbTypHu. [Ipupoma MOBIEHHS BH3HAYA€E
TaKOXX CHoci0 CIpuiHATTS CBITY. MoOBa, KOO KOPHCTYETHCS CYCHIUIBCTBO, MOXKE
CHpsIMYBaTH yBary Horo 4jeHiB Ha MEBHI 0COOJIMBOCTI CBITY;

6) Oceima. dopmanbHa OCBiTa - II¢ 3acid, 3a JIOMOMOTOK SKOTO OKpeMi
iHIUBIIM HAOYBAarOTh OCHOBHMX MOBHHUX, KOHIICTITYaJIbHUX Ta MAaTEMaTUYHUX 3HAHbD,
HEOOX1THMX Y CY4YaCHOMY CYCIHUIbCTBI. DOpMaIbHy OCBITY JIOMOBHIOE BIUIUB POJIMHU
Ha TIiArOTOBKY MOJIOAOI JIIOJUHHM IO JKUTTS B CYCIUIBCTBI, O3HAWOMJIEHHS i 13
CYCHUIBHUMHU IIIHHOCTSIMU Ta HOPMaMH.
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GLOSSARY

Collectivism (Konrexmusizm) - a philosophy that stresses the primacy of collective
goals over individual goals.

Command economy (Komanona exonomixa) — an economic system where the
allocation of resources, including determination of what goods and services should be
produced, and in what quantity, is planned by the government.

A contract (Koumpaxm) is a document that specifies the conditions under which an
exchange is to occur and details the rights and obligations of the parties to a contract.

Copyrights (4demopcwki npasa) are the exclusive legal rights of authors, composers,
playwrights, artists, and publishers to publish and dispose of their work as they see
fit.

Culture (Kyremypa) - a system of values and norms that are shared among a group of
people and that when taken together constitute a design for living.

Democracy (Jemoxpamis) - a political system in which government is by the people,
exercised either directly or through elected representatives.

The environment of international business (Cepedosuwe misxcnapoonozo 6disnecy) -
the system of terms, processes and factors which promote or counteract the
development of international economic activity of a firm.

Folkways (3suuai) are the routine conventions of everyday life.

Individualism (/nousioyanizm) is a philosophy that an individual should have
freedom in his or her economic and political pursuits. An emphasis on the importance
of guaranteeing individual freedom and self-expression.

Infant industry argument (loes monoooi eanysi) — the idea, that new industries in
developing countries must be temporarily protected from international competition to
help them reach a position where they can compete on world markets with the firms
of developed nations.

Legal system (3axonooasua cucmema) - the system of rules, or laws, that regulate
behavior, along with the processes by which the laws of a country are enforced and
through which redress for grievances is obtained.

Market economy (Punkosa exonomika) - the allocation of resources is determined by
the invisible hand of the price system.
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Mixed economy (3miwarna exonomika) — an economic system where certain sectors
are left to private ownership and free market mechanisms, while other sectors have
significant government ownership and government planning.

Mores (Hopmu mopani) are norms that are seen as central to the functioning of a
society and to its social life.

Norms (Hopmu) - the social rules and guidelines that prescribe appropriate behavior
in particular situations.

A patent (/lamenm) - a document which grants the inventor of a new product or
process exclusive rights to the manufacture, use, or sale of that invention.

Political system (/1lozimuuna cucmema) is the system of government in a nation.

Socialism (Coyianizm) is a political philosophy advocating substantial public
involvement, through government ownership, in the means of production and
distribution. It lies in the main idea to manage state-owned enterprise to benefit
society as a whole, rather than individual capitalists.

Society (Cycninecmso) - a group of people who share a common set of values and
norms.

State-directed economy (Keposarna odepoicasoro exonomixa) — IS an economy where
the state plays an important role in private investment activity direction by the so-
called “industrial policy”, regulating business activity in accordance with national
aims. Japan and Korea are mostly point as examples of such system.

Totalitarianism (Tomanimapusm) is a form of government in which one person or
political party exercises absolute control over all spheres of human life, and opposing
political parties are prohibited.

Trademarks (Topeosenvui mapru) are designs and names, often officially registered,
by which merchants or manufacturers designate and differentiate their products (e.g.,
Christian Dior clothes).

Values (I[innocmi) - abstract ideas about what a group believes to be good, right, and
desirable.
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Topic 3. The Choice of International Business Contractor Country

1. The Determinants of Economic Development.

2. Dimensions of Nation’s Cultural differentiation.

3. Environmental Implication for International Business.
4. Firm’s Country Dossier.

1. The Determinants of Economic Development. Countries have
dramatically different levels of economic development. The most common measures
of economic development of a country are:

1) the gross national product (GNP) per head of population(per capita). GNP is
often regarded as a yardstick for the economic activity of a country. Gross National
Product (GNP) is the market value of all the final goods and services produced by a
national economy annually. Gross Domestic Product (GDP) is the market value of a
country’s output attributable to factors of production located in the country’s
territory;

2) the purchasing power parity index (PPP) (developed by the United Nations)
Is an adjustment in GNP per capita to reflect differences in the cost of living. This
index allows for a more direct comparison of living standards in different countries.
The index is set equal to 100 for the country in which PPP is the highest (the United
States);

3) the rate of growth in GDP;

4) the human development index (developed by the United Nations) is based on
three measures: 1) life expectancy; 2) literacy rates; 3) whether average incomes,
based on PPP estimates, are sufficient to meet the basic needs (adequate food, shelter,
and health care). The human development index is scaled from 0 to 100. Countries
scoring:

- less than 50 are classified has having low human development (the quality of
life is poor) (India, Pakistan, Bangladesh, Nigeria);

- from 50 to 80 are classified as having medium human development (Indonesia,
China, Thailand, Brazil, Malaysia);

- above 80 are classified as having high human development (Japan, United
States, Canada, Great Britain, Germany, Hungary, Mexico).

2. Dimensions of Nation’s Cultural differentiation. The most famous study
of how culture relates to values in the workplace was undertaken by Geert Hofstede.
He isolated four dimensions that he claimed summarized different cultures. These
were:

1) power distance dimension that focused on how a society deals with the fact
that people are unequal in physical and intellectual capabilities. According to
Hofstede, high power distance cultures were found in countries that let inequalities
grow over time into inequalities of power and wealth;
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Tema 3. Bubip kpainu-naptHepa Mi’kHapoaHOro 6i3Hecy

1. IToka3HUKM EKOHOMIYHOTO PO3BUTKY KpaiHU.

2. Kpurepii audepeniiianii HalloHaIbHUX KYJIbTYP.
3. BruiuB cepejoBuIia Ha Mi>KHApOAHUM O13HEC.

4. dipmoBe J0Che HA KpaiHy.

1. Iloxka3HUKHM €KOHOMIYHOr0 PO3BUTKY KpaiHu. PiBHI €KOHOMIYHOTO
PO3BUTKY pI3HUX KpaiH TJIMO0OKO po30DKHI. HalmomupeHimmMu —MipuaaMu
€KOHOMIYHOT'O PO3BUTKY KpaiHH €:

1) BHII (sanosuit nayionanvhuii npooykm) KpaiHu B PO3PaxyHKy Ha JyIILy
HaceneHds. BHII wacto po3risaaroTe ik Kputepii eKOHOMIYHOI aKTUBHOCT1 KpaiHH.
BHII - ue puHKOBa BapTICTh BCIX TOTOBMX BHPOOIB 1 MOCIYT, BUPOOJIEHHX
HalllOHAJIBHOK E€KOHOMIKOI 3a pik. BBII (eanoeuit enympiwiniiic npodykm) —
pPUHKOBA BapTICTh BHPOOJEHOI KpaiHOIO MPOAYKII, SKy MOXHa IOB’sI3aTH 3
(akTopamu BUpOOHHULITBA, PO3MILIEHUMHU HA TEPUTOPIT LI€T KPAiHU;

2) napumem KynigeabHOi CHPOMOMCHOCHMI — 1I¢ TIPUHIUI KOPUTYBaHHS
BenuunH BBII B po3paxyHKy Ha Jylly HaceleHHs 3 YpaxyBaHHSIM pI3HULI Y
BapTOCTI JKUTTS B PI3HUX KpaiHax. Take KOpUI'YBaHHS Ja€ 3MOTY KOPEKTHIIEe
MOPIBHIOBATH PIBEHb KUTTS Yy PI3HUX KpaiHaX. 3a OCHOBY Ui KOPUIYBaHHS B3SITO
BapTicTh )uTTs y CIIA (100);

3) memn 3pocmannsa BHIT,

4) inoexc pozeumky nioounu (pospoonenuti OOH) TPyHTYETbCS Ha TPHOX
MOKa3HHWKax: 1) cepemHid TPUBAIOCTI KUTTS; 2) piBHI OCBITH; 3) MOKIIMBOCTI
cepennix noxoxiB (3a manumu BHII 3 monpaskoro Ha PPP) 3a0BOJILHATH OCHOBHI
KUTTEBI TOTPEeOM HACEJIeHHs L€l KpaiHW (BIANOBIJIHE XapyyBaHHSA, >XUTIO Ta
MeanyHe oOciayroByBaHHs). [HIeke po3BuTKy moannu Mae 3HadeHHs Big 0 mo 100.
Kpainu, ans sikux ianexc IPJI mae 3HaYeHHS:

- meHme 50 - BBa)XalTbCs TAaKUMHM, 110 MalOTh HU3BKUW PIBEHb PO3BUTKY
monunu (Ianis, [lakucran, banrnagem, Hirepis);

- 50-80, BBaxkaroThCA KpaiHaMu 13 cepeAHiM po3BUTKOM JroauHu (IHmoHesis,
Kwurait, Tainann, bpaswnis, Manaiizis);

- nepeuinye 80, BBAXKAIOTHCSA KpaiHAMHU 3 BUCOKMM PIBHEM PO3BUTKY JIFOJIUHU
(Amnownis, CILIA, Kanana, senuka bputanisa, Himequnna, Yropiiuna, Mekcuka).

2. Kpurepii agudepenmianii HamioHanbHuX KYJbTYp. HaiiBigomime
TOCITIKEHHSI 3B’SI3KY KyJIbTYpHU 3 ILIHHOCTSMH, TOB’SI3aHUMH 3 POOOTOI0, OYJIO0
sniiciene ['eprom ['oderenom. BiH BUIIIMB 4OTHpPW acmeKTH, 3a SKUMH, Ha HOTO
IYMKY, PO3PI3HAIOTHCS KYJIbTYPH:

1) acnekT Hepignicmb ModHCIUBOCMEN CTOCYETHCA TOTO, K CYCILUIBCTBO
CTaBUTHCS 70 (aKTy, IIO BCl JIOJU MalOTh HEOJHAKOBI (pi3UYHI Ta 1HTENEKTyallbHI
MoxsuBocTl. 3a [odcrenom, KyapTypu 3 BHCOKHMM CTYINEHEM HEpIBHOCTI
MOKJIMBOCTEH ICHYIOTh y THUX KpaiHax, J€ I1HAMBIAyallbHa HEPIBHICTh 13 4YacOM
NEPETBOPIOETHCS HA HEPIBHICTH MO BIIHOUIEHHIO JI0 BJIau i 100po0yTY;
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2) individualism versus collectivism dimension that focused on the relationship
between the individual and his or her fellows. In individualistic societies the ties
between individuals were loose and individual achievement and freedom were highly
valued. In societies where collectivism was emphasized, the ties between individuals
were tight. In such societies people were born into collectives, such as extended
families, and everyone was supposed to look after the interest of his or her collective;

3) uncertainty avoidance dimension that measured the extent to which different
cultures socialized their members into accepting ambiguous situations and tolerating
uncertainty. Members of high uncertainty avoidance cultures placed a premium on
job security, career patterns, retirement benefits, and so on. Lower uncertainty
avoidance cultures were characterized by a greater readiness to take risks and less
emotional resistance to change;

4) masculinity versus femininity dimension that looked at the relationship
between gender and work roles. In masculine cultures sex roles were sharply
differentiated and traditional “masculine values,” such as achievement and the
effective exercise of power, determined cultural ideals. In feminine cultures sex roles
were less sharply distinguished, and little differentiation was made between men and
women in the same job.

Table 3.1
Values related to the workplace by G.Hofstede
Power distance Uncertainty Individualism Masculinity
avoidance Versus versus femininity
collectivism
Argentina 49 86 46 56
Australia 36 51 90 61
Brazil 69 76 38 49
Canada 39 48 80 52
Denmark 18 23 74 16
France 68 86 71 43
Germany 35 65 67 66
Great Britain 35 35 89 66
Indonesia 78 48 14 46
India 77 40 48 56
Israel 13 81 54 47
Japan 54 92 46 95
Mexico 81 82 30 69
Netherlands 38 53 80 14
Panama 95 86 11 44
Spain 57 86 51 42
Sweden 31 29 71 5
Thailand 64 64 20 34
Turkey 66 85 37 45
United States 40 46 91 62
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2) acmekT iHOusidyanizm/KoneKmueizm CTOCYEThCS BIJHOCHMH 1HAMBIIA 31
CBOIMM KoyieramMH. B 1HIMBIAYyalmiCTUUHHMX CYCHUIBCTBaX 3B A3KH MIX 1HAMBIIAMHU
cnabki, a 1HAUBIAyallbHA CBOOOA M 1HAMBIAYaJIbHI JOCATHEHHS BHUCOKO I[IHYIOTHCS.
VY cycninbcTBax, /e 3p00JI€HO HArojaoCc Ha KOJICKTHUBI3MI, 3B SI3KM MiX 1HIWBIAaAMU
Iy’Ke TiCHI. B Takux cycnilibcTBax JItOJAM HapOKYIOThCS WIEHAMH KOJEKTHUBIB, SIK,
CKaXiMO, ciM’S y 11 IIUPOKOMY pPO3yMiHHI, 1 BBa)KA€ThCS, IO KOXEH IMOBUHEH
00CTOIOBATH IHTEPECH CBOT'O KOJIEKTUBY;

3) cmasnenna 00 HesU3HAUEHOCMI XaPAKTEPU3YE T, SKOI MIpOI0 pi3Hi
KyJbTYPHU TOTYIOTh CBOIX MPEJACTABHUKIB JI0 CIPUNUHATTS HEOJHO3HAYHUX CUTYaIlil 1
nependavyaroTh TOJIEPAHTHE CTABICHHS 0 HeBU3HaYeHOCTI. [IpencTaBHUKY KyIbTYp 3
HETEPIUMHUM CTaBJICHHSIM J0 HEBH3HAYEHOCTI BUCOKO IIHYIOTh TapaHTii 3aifHATOCTI,
3a37aJIeTiIb B1IOMI CXEMHU PO3BUTKY Kap’€pH, MIJIbI'M MPU BUXOJl HA MEHCIIO TOIIO.
KynbTypu 3 TepnuMuM CTaBIECHHSM /10 HEBU3HAYCHOCTI XapaKTEPU3YIOThCSI BUCOKUM
PIBHEM F'OTOBHOCTI IO PU3HMKY ¥ MEHIII HEIaTUBHO-EMOILIHHUM CTaBJIEHHSM JI0 3MIH;

4) acneKkT MacKyaiHi3mM/(heMinizm XapaKTEepU3ye 3B’SI30K MK I'€HICPHUMH Ta
poOOYMMH POJISIMU TPEICTABHUKIB PI3HOI CTaTl. Y MACKYJIHICTUYHHMX KYJIbTypax
TeHJIepHI poil cTporo audepeHIiioBaHO, 1 KYyJbTYpPHI iJeaii BU3HAYAIOThCS
TPAAUIIMHO ‘‘HOJIOBIYMMU I[IHHOCTSIMU, TAaKUMH, SIK JIOCATHEHHS Ta €()EKTHUBHE
BUKOPHUCTaHHS BJagu. Y (EMIHICTHUHMX KYJIbTypax TEHIEPHI POJII MEHII SIBHO
nudepeHIiiioBaHi, a CTaBJICHHS JI0 YOJIOBIKIB 1 )KIHOK Ha Til camiil poOOTI Maiike He
BIJIPI3HSAETHCS.

Tabnuys 3.1
IlinnocTi, moB’si3ani 3 po6oToro 3a I'.I'odcrenom
Hepisnicmo Hezamuene Ionusioyanizm/ | Mackyninizm /
Modxcnugocment cmaeieHHsa 00 KOJIeKMUGizm deminizm
Hesu3HaueHocmi
ApreHtuHa 49 86 46 56
ABcTpais 36 51 90 61
Bbpazunis 69 76 38 49
Kanana 39 48 80 52
Jlanis 18 23 74 16
OpaHnis 68 86 71 43
Himeuunna (OPH) 35 65 67 66
Benuka bputanis 35 35 89 66
Inonesis 78 48 14 46
Iamis 77 40 48 56
I3paine 13 81 54 47
SAnoHis 54 92 46 95
Mekcuka 81 82 30 69
Hinepnanam 38 53 80 14
[Tanama 95 86 11 44
[crianis 57 86 51 42
[IBeris 31 29 71 5
Tainann 64 64 20 34
Typeuunna 66 85 37 45
CIIA 40 46 91 62
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Hofstede created an index score for each of these four dimensions that ranged
from 0 to 100 and scored high for high individualism, high power distance, high
uncertainty avoidance, and high masculinity. He averaged the score for all employees
from a given country and plotted the resulting score for each country on a series of
graphs. In general it is given on the Table 3.1.

Hofstede’s results are interesting for what they tell us in a general way about
differences between cultures. Many of Hofstede’s findings are consistent with some
standard Western stereotypes about cultural differences. However, one should be
careful about reading too much into Hofstede’s research. For all its fame, it is
deficient in a number of important respects. They are:

1) many countries have more than one culture. Hofstede’s results do not capture
this distinction;

2) the research itself may have been culturally bound. The research team was
composed of Europeans and Americans;

3) Hofstede’s informants worked not only within a single industry, the computer
industry, but also within a single company, IBM. At the time IBM was renowned for
its own strong corporate culture and employee selection procedures.

4) Hofstede’s work is now beginning to look dated. Cultures do not stand still,
they evolve over time, albeit slowly. What was a reasonable characterization in the
1960s and 1970s may not be so reasonable today.

Economic progress and globalization seem to be two important engines of
cultural change.

One danger confronting a company that goes abroad for the first time is being
ill-informed. To develop cross-cultural literacy international businesses need to
employ host country nationals, build a cadre of cosmopolitan executives, and guard
against the dangers of ethnocentric behavior.

Ethnocentrism is a belief in the superiority of one’s own ethnic group culture.

3. Environmental Implication for International Business. The implications
for international business of a country’s environment mostly fall into the
attractiveness of that country as a market and/or investment site. The overall
attractiveness of a country as a market and/or investment site depends on balancing
the likely long-term benefits of doing business in that country against the likely costs
and risks. The determinants of benefits, costs, and risks:

1. Benefits. In the most general sense, the long-run monetary benefits of doing
business in a country are:

1) economic system and property rights regime. Countries with free market
economies in which property rights are well protected tend to achieve greater
economic growth rates than command economies and/or economies where property
rights are poorly protected,
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3a KOXKHHUM 13 YOTHPbOX acnekTiB ['odcren po3poOuB cnerianbHul 1HACKC, SIKUH
mir HaOyBaTtu 3HaueHHS Bix 0 go 100. 3ravennro 100 BignmoBigasm MakCHUMaIbHHUMA
piBEHb 1HAMBIAYyalli3My, MaKCHMaJlbHa HEPIBHICTh MOXIJIMBOCTEH, MAaKCUMAJIbHO
HETEPIMME CTaBJIEHHS 1O HEBU3HAYEHOCTI Ta MaKCUMaJbHUU PIBEHb MACKYJiHI3MY.
lodcren migpaxyBaB cepenHiit 6an 1y MpalliBHUKIB KOXKHOI KpaiHu. PesynbTaTn
MipaxyHKIB, 110 CTOCYIOThcs moHaa 20 KpaiH, 3BefieHo y maoauyi 3.1.

Opnnak ciig OyTH oOepekHUM 1 HE HAATO JOBIPSATH BUCHOBKAM 13 JOCIIKEHb
I'odcrena. Bonu 3a 6ararbma BaKJIMBUMHU XapaKTEPUCTUKAMU HE 30BCIM JIOCTOBIpHI:

1) y OGaratbox KpaiHax CHIBICHYIOTh JEKUIbKa KyJnbTyp, mpore ['oderen He
BPaxOBYE IUX OCOOJIMBOCTEH y CBOTX BUCHOBKAX; 2) Ha pe3yJbTaTH HOTO JOCIIIKCHD
MOTJIM BIUIMHYTH OCOOJIMBOCTI KyJbTYpHM IX BHKOHABIIB. Jlo ckimamy KomaHau
JOCIITHUKIB BXOJWIM TUIBKM €BPOTEHIIl Ta aMepHKaHil; 3) BCi PECIOHICHTH
I'o¢crena npamroBany He MPOCTO B OJHINA Tally3l - KOMII' FOTEPHIN MPOMHUCIOBOCTI, a
i B omHil kommawnii - “International Business Machines”. Ha rtoit wac “IBM” Oyia
BXKE BIJIOMa CBOEI0 BIIACHOTO KOPHOPAMUBHOIO KYIbmyporo Ta CIHelialbHUMU
nporeaypamMu 1000py nepconany; 4) poootu I'oderena Ha ChOTOAHI BXKE, MOKIUBO,
Tpoxu 3actapimi. KyiabTypu HE NUIIAIOTHCS HE3MIHHUMHU. BOHU pO3BHBAIOTHCS B
yaci, xo4a i moBuibHO. Tomy pesynbratu, oTpumani B 1960-x 1 1970-x poxax,
ChOTOJH1 MOXKYTh BUSIBUTHCS HEIIMCHUMH.

JIBoOMa HaMrOJOBHIMIMMH PYIIIHHUMH CHJIAMH 3MIH Y KYJBTYpl € €KOHOMIUYHUM
mporpec Ta riiodanizarisi.

Opniero 3 HeOe3MeEK, MO 3arpoXKye KOMIaHIi, sKa BIIEPIIe BUXOIUTh Ha PUHKH
IHIMX KpaiH, € Opak iHdopmaiii. s mornubieHHs po3yMiHHS 1HIIUX KYJIBTYP
MIKHAPOJHOMY MIAMPUEMCTBY CIiJ] 3alpoIIyBaThd HAa POOOTY MENIKAHINB KpaiHu
nepeOyBaHHs, BUPOOISATH HABUUKH KOCMOTIONITUYHOTO MUCTIEHHS Y KEPIBHUX KaJIpiB
1 3ano0iratu HeOE3MEYHUM BUSIBAM €MHOUECHMPUUHOT NOGECOIHKU.

Emnouyenmpuszm - 11e Bipa y “BUIIICTE” CBOET BJIACHOI €THIYHOI TPYyNHU UU
KYJbTYPH.

3. BniuB cepeoBuIa Ha MizkHapoaHuUii 6i3Hec. BruiB cepenoBuia kpainu
Ha MDKHApOJAHUM O13HEC MEPEBaKHO 3BOJUTHCSA A0 MPUBAOIMBOCTI KpAaiHU K PUHKY
Ta MICISl CHOpsIMyBaHHS 1HBECTHIIH. Buromu, BuTpaTH W pU3WKH, IOB’s3aHI 3
BEJICHHSAM Oi3HeCy B TMEBHIM KpaiHi, 3ajexaTb BiJ MOJITUYHOI, E€KOHOMIYHOI,
3aKOHOJIAaBYOT CUCTEM Ta KYJbTYpPH.

3aranpHa MPUBAOIMBICTh KpaiHH SIK PUHKY YU MICISI COIPSIMYBAHHS 1HBECTHIIIM
3aJIeKUThH BiJl 30aJJaHCOBAHOCT1 JIOBFOTPUBAIUX BUTIA BiJ 3aHATTS Oi3HECOM Y IMiif
KpaiHi Ta UMOBIPHUX BUTPAT 1 pu3UKiB. KpuTepisiMu iXHBOT OIIHKH €:

1. Buzoou. Y Hai3araipHIIIOMY PO3YMIHHI JIOBFOTPUBAJIi MOHETApHI BHUTOIM
BiJl 3aHATTsI O13HECOM Y TIEBHIM KpaiHi 3ajeXarh Bi:

1) exonomiunoi cucmemu ta pexcumy saxucmy mainoseux npae. Kpainu 3
BUTLHOIO PUHKOBOIO €KOHOMIKOIO, JI¢ MAiHOBI MTpaBa HAIIHO 3aXUIICHI, K MPABUIIO,
XapaKTepU3yIOThCS BUIIMMH TEMIIAMU eKOHOMIUHO20 pO36umKy, HIXK KpaiHu 3
KOMaHJTHOIO €KOHOMIKOIO Ta KpaiHH, y IKMX MallHOBI [IpaBa 3aXUIIEH] HEJOCTATHbO;
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2) market size (in terms of population), the present wealth (purchasing power)
of consumers in that market, and the likely future wealth of consumers. Early entrants
into potential future economic stars may be able to reap substantial first-mover
advantages, while late entrants may fall victim to late mover disadvantages. First-
mover advantages — advantages accruing to the first to enter a market;

3) cultural development (education system, social stratification, linguistic
groups etc.). 2. Costs. The costs of doing business in a country are determined by a
number of main factors:

1) political factors. With regard to political factors, the costs of doing business
in a country can be increased by a need to pay off the politically powerful to be
allowed by the government to do business in that country (bribes);

2) economic factors. With regard to economic factors, one of the most important
variables is the sophistication of a country’s economy. It may well be more costly to
do business in relatively primitive or undeveloped economies because of the lack of
infrastructure and supporting businesses;

3) legal factors. As for legal factors, it can be more costly to do business in a
country where local laws and regulations set strict standards with regard to product
safety, safety in the workplace, environmental pollution, and the like (since adhering
to such regulations is costly);

4) cultural factors. The lack of a good education system and the dominance of a
religion that stresses ascetic behavior as a way of achieving advancement in the next
life can be expected to work against the attainment of business goals.

3. Risks. The risks of doing business in a country are also determined by a
number of factors:

1) political risks - the likelihood that political forces will cause drastic changes
In a country’s business environment that adversely affect the profit and other goals of
a particular business enterprise (social unrest and disorder);

2) economic risks - the likelihood that economic mismanagement will cause
drastic changes in a country’s business environment that adversely affect the profit
and other goals of a particular business enterprise. The most visible indicator of
economic mismanagement tends to be a country’s inflation rate;

3) legal risks - the likelihood that a trading partner will opportunistically break a
contract or expropriate property rights. When legal risks in a country are high, an
international business might be hesitant to enter into a long-term contract, or joint
venture agreement, with a firm in that country;

4) cultural risks are mostly referred to being ill-informed. International
businesses that are ill-informed about the practices of another culture are unlikely to
succeed. Doing business in a different culture requires adaptation to conform with the
value systems and norms of that culture.
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2) micmkocmi puUHKy, TIOTOYHOTO piBHA J00poOyTy  (KyIiBeIbHOI
CIPOMOXHOCTI) CIOKHBAYIB, IO CKIAAAOTh 1€l PUHOK, Ta NOTEHIIIITHO MOKIIMBOTO
piBHs 100po0yTy crokuBadiB y MailOyTHpomy. DipMu, SKI HNEpIIMMUA BUMIILIM Ha
PUHOK KpaiHM, MNOTEHUIMHO 3JaTHOI CTaTh ‘“‘©KOHOMIYHOIO 3IPKOI0”, MOXYTb
CKOPUCTATUCS Hepesazamu nepuionpoxoovys, TOIAl SK Ti, W0 3poOWiIud 1e 13
3aIi3HEHHSM, MOXYTh CTaTH KEPTBAMU eqheKmy 3anizHeHHA,

3) Kyabmypnozo po3eumky (CUCTEMH OCBITH, COI[IQJILHOTO PO3IIApyBaHHS,
JIHTBICTHYHHUX TPy TOIIO).

2. Bumpamu. OOcsru BUTpaT, HEOOXiTHI /IS 3aHATTA Oi3HECOM Yy TIEBHIil
KpaiHi, BU3HAYAIOTHCS HU3KOK YMHHUKIB:

1) nonimuuni uwunnuxu. Butpatn Ha BeleHHs Oi3Hecy B KpaiHi MOXYTb
30UTBITYBATUCS, SIKIO JUISI OTPUMAHHS YPSAOBOrO J03BOJY Ha MISJBHICTh y KpaiHi
Tpeba cruiauyBaTH NEBHI CyMH (Xa0api) BIULIMBOBUM IMOJITUYHUM CHUJIAM;

2) exkonomiuni uunHuku. TyT OJHIEIO0 3 HAWBKIMBINIMX 3MIHHUX € piGeHb
cknaoHocmi  ekowomiku. bi3HEC B yMOBaxX  BIJHOCHO IPUMITUBHOI  4YH
C1abOpO3BUHYTOI E€KOHOMIKM MOKE KOIITYBaTW Habarato JOpokue depes
BIJICYTHICTh 1H(PACTPYKTYpPH 1 JOMOMINKHOTO O13HECY;

3) ropuouuni yunnuku. BenenHns Oi3Hecy BHMMarae OUIBIIMX BUTpPAT Yy THX
KpaiHax, Je MICIEBl 3aKOHM Ta TpaBWJIa BCTAHOBJIIOIOTH >KOPCTKI CTaHAApPTH Ha
Oe3reKy MpoayKilii, 0e3neyHi yMOBH Tipalll, 3a0pyAHEHHS JOBKIUIS TOMO (OCKIIBKH
JOTPUMAHHS MOAIOHUX HOPM 3aBXKIU KOIITYE JOCUTH JJOPOTO);

4) kyavmypni uunnuxku. Cnabopo3BUHYTa CUCTEMa OCBITH Ta JOMIHYyBaHHS
penirii, mo poOUTh HArOJIOC HAa ACKETHYHY IOBEMIHKY SK NUISIXY IEPEeXony [0
BUIIOIO CTYIEHS PO3BUTKY Y HACTyHHOMY MHUTTI HE CIPHUSIOTH €PEKTUBHOMY
JOCATHEHHIO O13HECOBHUX II1JIEH.

3. Pusuxu. Pu3uku BeieHHs 0i3HECY B KpaiHi BUBHAYAIOTHCS HU3KOIO YMHHHKIB:

1) nonimuumi puzuku - IMOBIPHICTH TOTO, IO TMOJITHYHI CHJIM CIIPUYUHSTH
pi3Kl 3MIHM y OI3HECOBOMY CEpPEIOBHUILl KpaiHW, SIKI HEIaTUBHO BIUIMHYTH Ha
NpuOYTKM Ta IHIN il KOHKPETHOTO MiANpUeEMCTBa (COllialbHE HEBJIOBOJICHHSI,
Oe3mams).

2) eKOHoMiuHi pu3uKu - IMOBIPHICTH TOTO, IIO HEAJICKBATHE YIPABIIIHHS
CIIPUYMHUTH PI3KI 3MIHHU Yy OI3HECOBOMY CEpEIOBHUIIl KpaiHW, SKI HEraTUBHO
BIUIMHYTh Ha NPHOYTKHU Ta 1HIII i KOHKPETHOIO MignpueMcTBa (piBeHb 1HQIIAIII,
013HECOBOI'0 Ta JIEPIKABHOIO OOPTy KpaiHH).

3) 3aKkono00as4i puzuku - IMOBIpHICTh TOTO, IIIO IMAPTHEP 1O Oi3HECY 3 BJIACHOI
1HIIIATUBY TOPYIIYyBaTUME YMOBU KOHTPAKTY UM EKCIIPOTPIFOBATUME MAHOBI TMpaBa.
Konu 3akoHO/1aBY1 pU3HUKHU B KpaiHi BIIHOCHO BUCOKI, MI)KHAPOHI MIIPUEMCTBA HE
HOCMIIIATUMYTh YKJIaJaTh JOBTOTEPMIHOBI KOHTPAKTH 1 CTBOPIOBaTH CILJIbHI
nianpueMcTBa 3 GpipMaMu Takoi KpaiHu;

4) Kyabmypui puszuku 3AcOUTBIIOTO 3BOASATBCA OO0 HeOesneku Opaky
iH(popmarii. MixkaaponHi ¢ipmu, nmorano iHpOpMOBaHI MPO MPAKTUIHI OCOOTMBOCTI
1HIIOI KyJbTYpH, HAaMIMOBIpHillIe, 3a3HalOTh HeBaaui. Benenus Oi3Hecy B ymoBax
1HIIOI KyJbTYypH BUMAara€e iHoro ajganrtaimii A0 CHUCTEMH ILIHHOCTEH 1 HOpPM i€l
KyJbTYpH.
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4. Firm’s Country Dossier. A “Country Dossier” is the first stage of
countries choice for international business activity. For the previous analysis of a
country the basic information is necessary for:

1) country’s market potential estimation;

2) identification of the problems for the countries exception from further
consideration;

3) identification of those aspects of country’s environment that require further
research;

4) setting up the marketing-mix components for possible adaptation; working
out strategic marketing-plan.

Usually during collecting and analyzing data necessary for implementation of
“Country Dossier” four groups of so-called directives are distinguish:

1. Directives for a cultural analysis (appropriate historical events of a country,
geographical data, social institutes, world view, religion, language, life conditions
(food, shelter, clothing, rest, sport, terms of labor, social security, and health
protection).

2. Directives for economic analysis:

- population (incurrence, growth rate, differenciation by age, sex, geographical
areas);

- economic statistics and activity (GDP, GDP per capita (real, rate of growth),
main industries (their share in GDP), foreign investments (industries, favourable
possibilities), external trade statistics (principal items of export-import, balance of
paiments), foreign trade ristrictions (embargo, quota, import taxes, tariffs, licensing,
duties), the recieved foreign payments, labour force (quantity, index of
unemployment); index of inflation;

- scientific and technological development (existing technologies, GNP share in
R&D investments);

- distribution channels (macroanalysis);

- medias (presence of medias; charges on: television; radio; the press; other
medias; population part that is embraced by each of the marked types of medias).

3. Directives for marketing audit and competition analysis (goods, market,
forms of transporting and communication, consumers’ purchasing skills).

4. Directives for previous marketing-plan preparation (marketing task, target
market, goods and services adaptation, promotion, distribution, price, basic terms
(INCOTERMS), methods of payment, marketing budget).

41



4. ®ipmoBe aoche Ha Kpainy. “/Jocve na kpainy” - e nepuuii etan BUOOpPY
KpaiH s BEACHHS MIDKHApOAHOro Oi3Hecy. [lns momepenHbOro aHamidy KpaiHd
HeoOxiaHa 6a3ucHa iHdopmallis, 1o0o:

1) OLIIHUTH NOTEHL1AJl PUHKY KpaiHu;

2) igeHTUdIKYBaTH MpoOJEMHU [Js BHUKIIOYEHHS KpaiHM 3 MOAAJIBLIOrO
pO3IIIANY;

3) imeHTudiKyBaTH Ti aCMEKTH HABKOJHUIIHBOT'O CEPEJOBHINA KpaiHu, IO
BHUMAararoTh MOJANIbIIOTO JOCIKEHHS;

4) BCTAaHOBUTH KOMIIOHCHTH MAapKETHUHT-MIKCY JUIS MOJJIMBOI aJamTallii;
PO3pOOUTH CTPATETIYHUN MaPKETUHT-TIJIaH.

3BuyaitHO mpu 300pi i aHai31 JaHUX, HEOOXITHUX s miaroryBanHs "Jloche Ha
KpaiHny", BUIISIOTh YOTUPU TPYIIN TaK 3BAHUX JTUPEKTHB:

1. /lupekmusu 013 Kyaemypnoco ananizy (IOpeyHl ICTOPUYHI MOJii KpaiHW,
reorpQiyHi JaHi, COLIaJbHI IHCTUTYTH, CBITOIVISIA, PEJIris, MOBAa, YMOBHU JXHUTTS
(XapuyBaHHSI, JKWTJIO, OJSr, BIANOYMHOK, CHOPT, YMOBHM TIpaill, COIIaJbHE
CTpaxyBaHHs, OXOPOHa 3/I0POB’s).

2. /lupekmueu 014 eKOHOMIYHO20 AHANI3Y

- HAceJIeHHs (3arajbHe YHUCIO, TEMIT MPUPOCTY, PO3MOILT 3a BIKOM, CCTATTIO,
reorpadiyHIMU 30HAMH );

- ekoHomiyHa ctatuctuka ¥ aktuBHICTH, (BBII, BBII Ha aymry HaceneHHs
(peanbHM, TeMn poOCTy), ToJoBHI Taiy3i (uactka y BBII), iHO3eMH1 i1HBecTHIIii
(ramy3si, CIIPUSATINBI MOXKJIMBOCTI), CTATUCTHKA 30BHINIHOI TOPTiBIi (OCHOBHI CTaTTi
CKCIIOPTY-IMIIOPTY, CHTYyaIlisl 3 TUIATOKHUM OajaHCcoOM), 30BHIITHBOTOPTOBEIbHI
oOMexxeHHs (emOapro, KBOTH, MOJATKWA Ha IMIIOPT, Tapudwu, JileH3yBaHHS, MUTA),
oJiepKyBaHa 1HO3eMHa Jomomora, poboda cuia (po3Mip, MOKA3HUK Oe3poOiITTH);
KoeiieHT QI

- HAYKOB1 1 TEXHOJOTI4HI po3poOku (HasBHI TexHoiorii, yactka BHII, mo
iuBectyethest B HIJIKP;

- KaHaJli JUCTpuO 101111 (MakpoaHali3);

- Mefia (HassBHICTh MeJlia; BUTPATH Ha: TeJeOaueHHs; pajio; Mpecy; 1HII Meaua;
NPOLIEHTHA YacTKa HACEJEeHMs, L0 OXOIUIIOEThCS KOKHHUM 13 3a3HAUYEHHUX THUIIIB
Memia.

3. /lupekmueu 011 MAPKeMuHz08020 ayOumy i KOHKYPEHMIHO020 QHANI3y
(ToBap, pWHOK, (GopMH TpaHCIIOPTYBAaHHS 1 KOMYHIKAIlli, KyIiBEeJIbHI HABUYKH
CIIO’KMBAYIB).

4. Tupexmueu 014 niozomyeanHns nonepeonbozo mapkemunzy-niany (3amada
MapKETUHTY, IIIbOBUI PUHOK, aJamnTallis ToBapy, MpOCyBaHHs, TUCTPUO FOITis, IiHA,
0asucai ymoBu mocradanHs (INCOTERMS), cmocobu mmarexy, Omomker
MapKETUHTY).
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GLOSSARY

Corporate culture (Kopnopamusna xyremypa) - the values and behaviors that
contribute to the unique social and psychological environment of an organization.

Country Dossier (Hocwve Ha Kpainy) - a collection
of papers containing detailed information about a country.

Economic growth (Exonomiune 3pocmanns) - increase in a country’s productive
capacity, as measured by comparing GNP in a year with the GNP in the previous
year.

Economic progress (Exonomiunuti npoepec) - economic development towards an
improved or more advanced condition.

Economic risks (Exonomiuni pusuxu) - the likelihood that economic mismanagement
will cause drastic changes in a country’s business environment that adversely affect
the profit and other goals of a particular business enterprise.

Ethnocentrism (Emnoyenmpusm) is a belief in the superiority of one’s own ethnic
group culture.

First-mover advantages (/lepesacu nepuwonpoxoovys) - advantages accruing to the
first to enter a market.

Gross Domestic Product (GDP) (BBII) is the market value of a country’s output
attributable to factors of production located in the country’s territory.

Gross National Product (GNP) (BHII) is the market value of all the final goods and
services produced by a national economy annually.

Human development index [developed by the United Nations] (/lnoexc pozsumxy
moounu) - an attempt to assess the impact of a number of factors on the quality of
human life in a country.

Individualism versus collectivism dimension [by G. Hofstede] (Acnexm
inousioyanizm/konexkmueizm) — the aspect that focused on the relationship between the
individual and his or her fellows.

Infrastructure (Ingppacmpyxmypa) - the basic physical and organizational structures

and facilities (e.g. buildings, roads, power supplies) needed for the operation of a
society or enterprise.
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INCOTERMS (International Commercial Terms) [published by the International
Chamber of Commerce (ICC]- terms of sale accepted worldwide in assignment of
costs and responsibilities between the buyer and the seller.

Intellectual property (Ilnmenexmyanvna énacnicme) - property, that is the product of
intellectual activity / mind, ideas (such as computer software, a screen play, a music
score, a book, designs, technological know-how or the chemical formula for a new
drug).

Legal risks (3axonooaeui pusuxu) - the likelihood that a trading partner will
opportunistically break a contract or expropriate property rights.

Market size (Micmkicmo punxy) - the present wealth (purchasing power) of
consumers in the market, and the likely future wealth of consumers (in terms of
population).

Masculinity versus femininity dimension [by G. Hofstede] (Acnexm
mackyninizm/peminizm) — the aspect that looked at the relationship between gender
and work roles.

Political risks (ITorimuuni pusuxu) - the likelihood that political forces will cause
drastic changes in a country’s business environment that adversely affect the profit
and other goals of a particular business enterprise (social unrest and disorder).

Property (Maiino) - is resources over which individuals or businesses hold legal title;
that is, resources that they own.

Property rights (Maiinosi npasa) - the bundle of legal rights over the use to which a
resource is put and over the use made of any income that may be derived from that
resource.

The Purchasing Power Parity Index (PPP) (ITapumem xynisenvrnoi cnpomosicrnocmi)
- is an adjustment in GNP per capita to reflect differences in the cost of living.

Power distance dimension [by G. Hofstede] (4dcnexm nepienicmes mosciusocmeti) —
the aspect that focused on how a society deals with the fact that people are unequal in
physical and intellectual capabilities.

Uncertainty avoidance dimension [by G. Hofstede] (Acnexm cmasnenns oo
nesuznauenocmi) — the aspect that measured the extent to which different cultures
socialized their members into accepting ambiguous situations and tolerating
uncertainty.
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Topic 4. The Strategy of International Business

1. The Meaning and Role of a Strategy

2. Profiting from Global Expansion

3. Pressures for Cost Reductions and Local Responsiveness
4. Strategic Choice

1. The Meaning and Role of a Strategy. Firms can increase their profits in two
ways: 1) by adding value to a product so consumers are willing to pay more for it,
and 2) by lowering the costs of value creation (i.e., the costs of production).

Thus there are two basic strategies for improving a firm’s profitability - a
differentiation strategy and a low-cost strategy.

It is useful to think of the firm as a value chain composed of primary activities
and support activities.

The primary activities of a firm have to do with:

1) creating the product;

2) marketing and delivering the product to buyers;

3) providing support and aftersale service to the buyers of the product.

Support activities provide the inputs that allow the primary activities of
production and marketing to occur:

1) the materials management function (controls the transmission of physical
materials through the value chain - from procurement through production and into
distribution);

2) the R&D function (develops new product and process technologies);

3) an effective human resource function (ensures that the firm has an optimal
mix or people to perform its primary production and marketing activities, that the
staffing requirements of the support activities are met, and that employees are well
trainee for their tasks and compensated accordingly);

4) the information systems function (makes certain that management has the
information it needs to maximize the efficiency of its value chain and to exploit
information-based competitive advantages in the marketplace).

A firm’s strategy can be defined as the actions managers take to attain the goals
of the firm. For most firms a principal goal is to be highly profitable. Markets are
now extremely competitive due to the liberalization of the world trade and investment
environment. In industry after industry many capable competitors confront each other
around the globe. To be profitable in such an environment, a firm must pay continual
attention to both reducing the costs of value creation and to differentiating its product
offering in such a manner that consumers are willing to pay more fc: the product than
it costs to produce it. Thus strategy is often concerned with identifying and taking
actions that will lower the costs of value creation and/or will differentiate the firm’s
product offering through superior design, quality, service, functionality, and the like.
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Tema 4. CTparerisi MizKHApOIHOTO0 Oi3HeCy

1. 3HadeHHs 1 posib cTpaTerii MiXkKHapOIHOT pipMuU

2. [IpubyTKU BiJ I7100ATILHOTO PO3MIMPEHHS

3. HeoOXiHICTh 3MEHIIEHHS BUTPAT 1 pearyBaHHs Ha MICLIEBUN MOTTUT
4. Ctpateriyauii BUOip

1. 3navenHss i poJb crparerii MixkHapoaHoi ¢Qipmu. DipMu MOXKYTh
30UIBIIUTH CBOI TPUOYTKM JABOMA HUIAXaMu: 1) dodaswiu 00 npooykyii nesuy
yinnicms, abU CIOKMBAYl MOTOMMJIMCS IUIATUTH 3a Hel Olnblne Ta 2) 3MeHuusuiu
suUmMpamu Ha cmeopeHHs yinHocmi (TOOTO BUPOOHUY1 BUTPATH).

ToOTo, ICHYIOTH Bl TOJOBHI CTpaTerii MOMNIMIICHHS MPUOYTKOBOCTI (ipMu -
cmpamezia ougepenyiayii Ta cmpamezisa 3MEHUIEHHA UMPAM.

®dipMy 3pydHO VYSBISATH COO1 SIK JIGHYIOJICOK CMBOPEHH 8apmocmi, 10
BKJIFOYAIOTh MPIOPUTETHY AISIIBHICTD Ta JOTIOMIKHY J1SUIBHICT.

Ilpiopumemna Oianvnicme GipMu cTocyeTbesi: 1) cmeopennss npooykmy;
2) mapkemuncy ma nocmavantsi MPOAYKTY TMOKYIISAM; 3) 3a0e3MeueHHs niOmpumKu
ma nicaanpooadcHo2o cepsicy s OKYIILIB MPOIYKTY.

Jlonomixcna dianpvHicms CTBOPIOE MEPEyMOBH, K1 JI03BOJISIIOTH peai3yBaTh
NPIOPUTETHI HANPSIMKUA BUPOOHUIITBA W MapKETUHTY: 1) ynpaeninnsa mamepianramu
(KOHTPOJIIOE TIPOXOUKEHHS (I3UYHUX MaTepiayliB JIAHIIOKKOM I[IHHOCTEH - BiJ
MOCTayaHHs J0 BUPOOHHMIITBA 1 Jaii A0 PO3MOALTY); 2) HAYKOBO-0OCIIOHUYbKA
OisinbHicms (PO3poOKa HOBUX MPOAYKTIB 1 TEXHOJIOT1i BUPOOHUIITBA); 3) eheKTUBHUIA
000ip nr00cvKuUX pecypcis (3abe3mnedye HasIBHICTh y (ipMU ONTUMAJIBLHOTO KOJEKTUBY
JrONeH, SK1 3AIACHIOIOTH TMPIOPUTETHI omeparii 3 BUPOOHHMIITBA W MapKETHUHTY,
BUKOHAHHSI BUMOT JI0 IEPCOHANY (pipMH CTOCOBHO JONOMIKHOI AISUIBHOCTI, @ TAKOX
HaJEXHY IMIJMOTOBKY IEPCOHAIY 1O BUKOHAHHSA MPSAMHUX 3aBJaHb 1 BIJIOBIIHY
omnary ixHpoi mpari); 4) ingopmayitini cucmemu (3a0be3nedye HASABHICTh Y
KEpIBHMIITBA HEOOXI1/IHO1 1H(pOpMallii 315 MaKkCcuMi3alii e(PeKTUBHOCTI JIAHIFOKKA
HIHHOCTEH (PipMH Ta BUKOPUCTAHHS KOHKYPEHTHOI mepeBaru y cdepi iHpopmaliii Ha
PHUHKY).

Cmpamezito bipMu MOXKHA BU3HAUUTH SIK JISUIBHICTE MEHEKEPIB, CIIPSIMOBAHY
Ha JOCATHEHHS MeTu (¢ipmu. s Outbmocti (ipM TOJIOBHOK METOK € BHCOKa
npuOyTKoBicTh. IIl00 oxmepkyBatm TpPUOYTKM B KOHKYPEHTHOMY TJIOOAIbHOMY
cepenoBuili, ¢gipMa MyCUTh TPHUIAUIATA TOCTIMHY yBary 3MEHIICHHIO BUTpaT Ta
mudepenmiamii cBo€i TOBapHOI MPOMO3MIlii, 3 TUM OO CIOXKBa4i OyJIM 3roaHi
3aIIaTUTU 3a BUPIO OlIbIIe BapTOCTI Moro BUpoOHUIITBA. TakuM YMHOM, CTpaTeris
4acTO O3HA4Ya€ BU3HAUCHHS Ta peali3aiiio Aid, Kl 3MeHwyroms eumpamu Ha
CTBOPEHHS IIIHHOCTI 1/a00 OJugpepenyioroms TOBApHY MPONO3uLil0 GipMHU uepes
BHUCOKOKJIACHUI TU3aiiH, SKICTh, CEPBIC, PYHKI1OHAIbHI XapaKTEPUCTUKH TOLIO.
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2. Profiting from Global Expansion. Expanding globally allows firms to
increase their profitability in ways not available to purely domestic enterprises. Firms
that operate internationally are able to:

1) earn a greater return from their distinctive skills, or core competencies.
Global expansion is a way of further exploiting the value-creation potential of their
skills and product offerings by applying those skills and products in a larger market.
The potential for creating value from such a strategy is greatest when:

a) the skills and products of the firm are most unique;

b) the value placed on them by consumers is great;

c) there are very few capable competitors with similar skills and/or products in
foreign markets. Firms with unique and valuable skills can often realize enormous
returns by applying those skills, and the products they produce, to foreign markets
where indigenous competitors lack similar skills and products;

2) realize location economies by dispersing particular value-creation activities
to those locations where they can be performed most efficiently. Global expansion is
realized here by the creation of a global web of value-creation activities, with
different stages of the value chain being dispersed to those locations around the globe
where value added is maximized, or where the costs of value creation are minimized.
The main caveats here can be summarized up in such aspects:

a) transportation costs and trade barriers;

b) the importance of assessing political risks when making location decisions;

3) realize greater experience curve economies, which reduce the costs of value
creation. The experience curve refers to the systematic reductions in production costs
that have been observed to occur over the life of a product. Two things explain this:

a) Learning effects which refer to cost savings that come from learning by
doing learning effects and economies of scale;

b) Economies of scale that refers to the reductions in unit cost achieved by
producing a large volume of a product. The strategic significance of the experience
curve is clear. Moving down the experience curve allows a firm to reduce its cost of
creating value. The firm that moves down the experience curve most rapidly will
have a cost advantage vis-a-Vvis its competitors.

However, a firm’s ability to increase its profitability by pursuing these strategies
is constrained by the need to customize its product offering, marketing strategy, and
business strategy to differing national conditions.

47



2. IlpuOyTkM BiA 1J00aJbHOr0 poO3MIMpPeHHsl. Po3MIMpEHHS B CBITOBOMY
MmaciTadi gae 3mory ¢ipmMaM 301UTbIIUTH TPUOYTKOBICTh Y CIIOCIO, HEMOCTYITHUMN AJIs
CYyTO BITYM3HSHUX MANPUEMCTB. PipMu, 1O AIIOTH y MDKHApOAHOMY MacluTaoi,
CIIPOMOXHI:

1) onepxyBatu OuTbLIl NPUOYTKHU BiJl CBOIX BMHSATKOBUX HaBUYOK YU 0A308UX
3Haney. ['7n00anbHE PO3MIMPEHHA TYT € CHOCOOOM TOAANBIIOl  eKCIuTyaTarlii
I[IHHICHOTBOPYOI'O TOTEHIlIAly CBOIX HABHYOK 1 TOBAPHHUX IMPOIMO3UIIN 3aBIASKH
BUKOPHCTaHHIO iX Ha pPUHKY OuIpimoro wmacmTady. I[loTeHIiiHI MOMXIHMBOCTI
CTBOPEHHS IIIHHOCTI 3a TaKOi CTpaTerii HalO1IbIII 32 YMOB KOJIH:

a) HABUYKHU Ta BUPOOU (HipMU € YHIKATbHUMU;

0) crio>kuBavi BUCOKO IIHYIOTh 1X;

B) Ha 3aKOpPJIOHHUX PUHKAX ICHY€ IyX€ Mall0 KOHKYPEHTIB 3 MOJIOHUMHU
HaBUYKaMHu 1/a00 momiOHMMu npoaykTtamu. DipMu 3 YHIKaJIbHUMHU Ta LIHHUMH
HABUYKAMHU MOXYTh MaTH BEJIMYE3HI MPUOYTKU 32 YMOBH 3aCTOCYBAHHS LINX HABUYOK
Ta MPOMNO3ULIi CBOIX HNPOJAYKTIB Ha 1HO3EMHHUX PHHKAaX, 1€ MICLIEBUM KOHKYPEHTaM
Opakye mo1iI0OHUX SIKOCTEH;

2) TOMOTTHUCS] eKOHOMII HA pO3mauiy8anHi, 3MICTUBILIA KOHKPETHI omeparlii 1o
CTBOPEHHIO I[IHHOCTEH JIO THUX MICIEBOCTEH, Je I1X MOXYTh 3J1HCHIOBATH
HatiepexTuBHime. [o0anbHEe PO3MIMPEHHS TYT 3BOAUTHCA 10 (OpPMYyBaHHS
2/100a1bHOI Mepeyxci 31 CTBOPEHHS IIIHHOCTI, 3a SKOI Pi3HI JIAaHKW JIAHITIOXKKA
I[IHHOCTEH 3aKPITUIIOITHCS y TUX MICIIIX CBITY, A€ MaKCHUMI3YEThCA J0JIaHa BapTICTh
a00 7€ MIHIMI3YIOTBCSI BUTPATH Ha CTBOPEHHS IIHHOCTI. OCHOBHI 3aCTEPEKEHHS TYT
CTOCYIOTHCSI TAKUX ACIICKTIB SIK:

a) BUTPATH Ha MIEPEBE3CHHS 1 TOPTOBEIbHI 0ap’ epu;

0) poJib TIONITUYHUX Ta €KOHOMIYHUX (DaKTOPIB PU3UKY Yy MPUHHATTI PIllICHHS
110/10 PO3MIILIEHHS! BUPOOHUIITBA;

3) nomortucs OLIbIIOI E€KOHOMII 3aBISKU Kpuegiil 00ceidy, 1O 3MEHIIYE
BapTICTh CTBOpPEHHs WiHHOCTeH. KpuBa m0CBiny € QYHKIIE CHCTEMAaTUIHOTO
CKOPOYEHHS BHPOOHMYUX BHUTPAT, IO MalIH MiCIe MPOTITOM YChOTO >KUTTEBOTO
UKITY TPOAYKTY. Lle MOosSICHIOEThCS TAKUMU KaTETOPISIMH SIK:

a) egpexm Ooceidy, O 03HAYAE 330IAPKCHHS HAa BUTpPATaX 3aBISKU Ha0yTOMY
JOCBITy POOOTH;

0) exonomin 3a paxyHoK macuimafie TO3HAYAETHLCS 3MCHIICHHS BUTpPAT Ha
OJIMHUITI0 TIPOAYKIN, 10 BIAOYBAETHCS 3aBISKH BUPOOHUIITBY OLIBIIOTO 0OCATY
nponykiuii. Cmpameziuna e6axciusicms KPUBOI NOCBiTy oueBuaHA. [IpocyBaHHs
KPUBOIO JIOCBiYy Ja€ 3Mory ¢ipmi 3MEHIITYBaTH BUTpPATH Ha CTBOPEHHS IIHHOCTI.
®dipma, MO SKHAWIIBUIIIE MPOCYBAETHCS KPUBOIO JIOCBITY, MAaTUME IOPIBHSIHO 3
KOHKYpPEHTaMU TIepeBary B 3MEHIIICHHI BUTPAT.

Opnak, 31aTHICT (PipMH 30UIbIIYBAaTH MPUOYTKOBICTH 3aBASKUA LUM (PaKkTopam
00MEXY€eTHCSI TOTPEOOI0 MPUCTOCYBATH CBOIO TOBAPHY MPOMO3HIII0, MAPKETUHTOBY
CTpPATETIIO Ta CTPATET1I0 O13HECY 10 PI3HOMAHITHUX HAI[lIOHAIBHUX YMOB.
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3. Pressures for Cost Reductions and Local Responsiveness. Firms that
compete in the global marketplace typically face two types of competitive pressure:

1) pressures for cost reductions (by mass producing a standardized product at
the optimal location in the world, wherever that might be, to try to realize location
and experience curve economies). Pressures for cost reductions can be particularly
intense in industries producing commodity type products where meaningful
differentiation on nonprice factors is difficult and price is the main competitive
weapon. This tends to be the case for products that serve universal needs:
a) conventional commodity products (bulk chemicals, petroleum, steel, sugar, and
the like); b) many industrial and consumer products (for example, semiconductor
chips, personal computers). Pressures for cost reductions are also intense in industries
where major competitors are based in low-cost locations, where there is persistent
excess capacity, and where consumers are powerful and face low switching costs;

2) pressures for local responsiveness arise from a number of sources including:

a) differences in consumer tastes and preferences which differ significantly
between countries - as they may for historic or cultural reasons. In such cases product
and/or marketing messages have to be customized to appeal to the tastes and
preferences of local consumers. This typically creates pressures for the delegation of
production and marketing functions to national subsidiaries;

b) differences in infrastructure and traditional practices between countries. In
such circumstances there can be a need to customize the product to the distinctive
infrastructure and practices. This may necessitate delegating manufacturing and
production functions to foreign subsidiaries;

c) differences in distribution channels between countries. This may necessitate
the delegation of marketing functions to national subsidiaries;

d) host government demands. Economic and political demands imposed by host
country governments may necessitate a degree of local responsiveness. For example,
the politics of health care around the world requires that pharmaceutical firms
manufacture in multiple locations.

These competitive pressures place conflicting demands on a firm. Responding to
pressures for cost reductions requires that a firm try to minimize its unit costs.
Attaining such a goal may necessitate that a firm base its productive activities at the
most favorable low-cost location, wherever in the world that might be. It may also
necessitate that a firm offer a standardized product to the global marketplace to ride
down the experience curve as quickly as possible. In contrast, responding to pressures
to be locally responsive requires that a firm differentiate its product offering and
marketing strategy from country to country in an attempt to accommodate the diverse
demands that arise from national differences in consumer tastes and preferences,
business practices, distribution channels, competitive conditions, and government
policies.
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3. HeoOxinHicTh 3MeHIIEHHS1 BUTPAT i pearyBaHHsl Ha MicUeBMil MOMMUT.
®ipmu, 1o (HYHKIIOHYIOTh Ha CBITOBOMY PUHKY, MEPEBAXKHO CTUKAIOTHCS 3 JBOMA
BUJIaMU KOHKYPEHTHOTO THCKY:

1) Heobxionicms 3menuients eumpam (MacoBO BUPOOJISIFOUN CTaHIAPTH30BAHY
OPOAYKIII0O B ONTHUMalbHIA MICIEBOCTI CBITy, JOMAararO4uch €KOHOMIi Ha
MICIIE3HAaXO/PKEHHI Ta 3a paxyHOK KpuBOi 10cBiny). HeoOximHICTh 3MEHIIEHHS
BUTpAT MOe OyTH 0COOJIMBO HArajabHOIO B ray3siX MaTepiajJbHOTO BUPOOHMIITBA, /1€
I[IHa € TOJIOBHUM 3HAPSI/ISIM KOHKYPEHIIii, a TOBHO3HA4YHA AudepeHItialis HeliHOBUX
dakTopi  mpobsemarnuHa. Ile crocyeTbcs  mepeBaXKHO  MPOJYKTIB, IO
3aJI0BOJIBHSIIOTH YHIBEpCAJIbHI TMOTPeOH, 30KpeMa: a) TPAAuIliHHUX MaTreplalbHUX
TOBapiB (XiMI4uHI mpenapaTd, O€H3WH, CTajlb, ILYKOp TomO); O0) Oaratbox
OPOMUCIIOBUX Ta CHOXHBYMX BHUPOOIB  (HAMIBIPOBIIHUKOBUX  MIKPOCXEM,
NEPCOHAJIBHUX KOMIT 10TepiB). HeoOXIIHICTh 3MEHUIEHHS BUTPAT € HAaraJbHOK 1 B
rajiy3sx, 7€ roJIOBHI KOHKYPEHTH PO3TAIlIOBaHI B HU3bKO3aTPATHUX MICLEBOCTSX, A€
NOCTIMHO 1CHY€ HAJUIMIIKOBA MPOAYKTHBHICTH 1 JI€ OCHOBHI CIIOKHMBaul 3a3HAOTh
HE3HAYHUX TEePEXiTHUX BUTPAT;

2) HeoOXIiOHiCMb peazy8aHHsa Ha Micueéuil NONUM BUIUIMBAE 3 KUIBKOX
NPUYMH, a caMe: a) BiIOMIHHOCMI 8 NPUXUTbHOCMAX MA YNOOOOAHHSX CHONACUBAYIB, K1
y pI3HUX KpaiHax iCTOTHO BIIPIZHSIOTHCA, - 11€ MOXKE BiIOyBaTUCA 3 ICTOPUYHUX 200
KyJbTYypPHUX TMPUYUH. Y TaKUX BUIAJIKaX TOBapHI 1/a00 MapKETUHIOB1 3BEPHEHHSI
MaloTh Y3TOPKYBAaTHUCS BIJHOCHO BHMOT MICLIEBHX CIOXHUBayiB. SIK mpaBujo, 1e
O3HAYya€ JeNeryBaHHA BHUPOOHMYMX Ta MAPKETUHIOBUX (YHKIIN HaIlOHATLHUM
bimism bipmu; 6) giominnocmi 6 inppacmpykmypi i mpaouyilnit npaxmuyi pi3HAX
KpaiH. 3a Takux OOCTaBMH TMPHUCTOCYBAHHS TMPOAYKTY [0 XapaKTEPHOI
1HQpacTPyKTypu ¥ TPAKTUKH PpI3HUX KpaiH MOXKE€ BHUMAaraTtd JeJeryBaHHS
BUPOOHMYMX (PYHKUINA 1HO3EMHUM (PUIISIM; 8) IOMIHHOCMI 6 KAHANAX PO3NOOLNY, 1O
MOKE€ BHMAaraTu JeJeryBaHHS MapKETHHTOBUX (DYHKIIM HAI[lOHAIBbHUM (DiTisaM;
2) umozau ypsoie Kpain-eocnodapig, 1O MOXKYTh CHPHUYMHATA HEOOXITHICTH
pearyBaHHsI Ha MICII€Bl YMOBH (HaNpuUKIaja, MOJITHKA OXOPOHHU 3JI0POB’Sl Oararbox
KpaiH CBITY BUMarae Bij (papMaueBTUYHUX (PipM BUPOOJISATH MPOAYKIIIO B KUIBKOX
NYHKTaXx).

Taki konkypewmui 6umocu CTaBJISITH Tiepen (IpMOIO CynepewInBl 3aBIaHHS.
3aBIaHHs 3MeHWUmu gumpamu BUMarae BiJ pipMu MiHIMI3aIlil BUTpAT Ha OJUHUIIIO
npoaykitii. [llo0 BukoHatu 1e 3aBaaHHs, Gpipmi, 0O4EBUIHO, JOBEACTHCS PO3TAIIYBATH
CBOIO BUPOOHWYY MisUIbHICTh y HAUCHPHUATIUBININ 3 MOMJISIAY 3aTpaT MICIIEBOCTI, B
K1 OW yacTuHI CBITY BoHa He Oyna. Kpim Toro, dbipma, MoxnuBo, Oyje 3MmylieHa
3aMpONOHYBATH CTAHJAPTHU30BAHUN MPOIYKT HA CBITOBOMY PUHKY, a0M YUMIIIBU/IIIIE
IIPOCYHYTHUCS KPUBOIO JIOCBiY. 3 1HIIOTO OOKY, HEOOX1THICTh YYTIMBO peacy8amu Ha
Micyesuil nonum BUMarae Bia GpipmMu 1udepeHIiroBaTi CBOK TOBApHY MPOMO3ULIIO 1
MapKETUHIOBY CTPATEri0 LI0J0 PI3HUX KpaiH, abu MPHUCTOCYBaTUCA A0 PI3HOBUIIB
MOTUTY, TPOJAUKTOBAHUX  HAIIOHATGHUMH  BIAMIHHOCTSIMH Yy  CIIOKHBYHUX
NPUXWIBHOCTSAX Ta YyNOAOOaHHSIX, MPAaKTUKH OI13HECY, KaHaJiB PO3MOJLTYy, YMOB
KOHKYPEHII1i, @ TAKOX YPSAA0BOI MOTITHKH.
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4. Strategic Choice. Firms use four basic strategies to enter and compete in the
international environment:

1. International Strategy. Firms that pursue an international strategy try to
create value by transferring valuable skills and products to foreign markets where
indigenous competitors lack those skills and products.

Most international firms have created value by transferring differentiated
product offerings developed at home to new markets overseas. Accordingly they tend
to centralize product development functions at home (e.g. R&D). However, they also
tend to establish manufacturing and marketing functions in each major country in
which they do business. But while they may undertake some local customization of
product offering and marketing strategy, this tends to be limited. Ultimately, in most
international firms the head office retains tight control over marketing and product
strategy.An international strategy makes sense if a firm has a valuable core
competence that indigenous competitors in foreign markets lack, and if the firm faces
relatively weak pressures for local responsiveness and cost reductions.

2. Multidomestic Strategy. Firms pursuing a multidomestic strategy orient
themselves toward achieving maximum local responsiveness.

Like firms pursuing an international strategy, firms pursuing a multidomestic
strategy also tend to transfer skills and products developed at home to foreign
markets. However, unlike international firms, multidomestic firms extensively
customize both their product offering and their marketing strategy to different
national conditions. Consistent with this, they also have a tendency to establish a
complete set of value-creation activities - including production, marketing, and R&D
- in each major national market in which they do business. As a consequence they are
generally unable to realize value from experience curve effects and location
economies. Accordingly many multidomestic firms have a high cost structure. A
multidomestic strategy makes most sense when there are high pressures for local
responsiveness and low pressures for cost reductions.

3. Global Strategy. Firms that pursue a global strategy focus on increasing
profitability by reaping the cost reductions that come from experience curve effects
and location economies. They are pursuing a low-cost strategy. The production,
marketing, and R&D activities of firms pursuing a global strategy are concentrated in
a few favorable locations. Global firms tend not to customize their product offering
and marketing strategy to local conditions because customization raises costs (it
involves shorter production runs and the duplication of functions). Instead global
firms prefer to market a standardized product worldwide so they can reap the
maximum benefits from the economies of scale that underlie the experience curve.
They also tend to use their cost advantage to support aggressive pricing in world
markets.
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4. Crpareriuamii BuOip. ®PipMU KOPUCTYIOTBCA YOTHPMA TOJIOBHHUMH
CTpATETriIMH KOHKYPEHIIII B MKHAPOJHOMY CE€PETOBHILIL:

1. Misgxcnapoona cmpamezia. ®ipmu, 10 TOTPUMYIOTHCS MI>XKHAPOJIHO CTpaTert,
NparHyTh CTBOPUTH LIHHICTh, IEPEHOCAYN HA THO3EMHI1 PUHKH CBOI I[IHHI HABUYKH Ta
IPOJIYKTH, SKUX MICLIEB] KOHKYPEHTHU HE MalOTh. BUIbLIICTh MiXKHAPOIHUX (DipM TpH
CTBOPEHHI IIIHHOCTI Ha HOBHX 3apyOKHUX PHHKAaX BHUKOPHUCTOBYBaJla TOBApHI
npomno3uilii, po3po6ieHi Baoma. @ipmu nparayTh 1eHTpaIizyBaTu QyHKIIT po3poOKH
NpPOAYKTY Ha 0a30BOMYy MIANPHUEMCTBI (K, CKaXiMO, HayKOBO-IOCJITHUIIBKY
TisNbHICTE). IIpoTe BOHM TakoX, SIK TMPaBWIO, CTBOPIOIOTH BUPOOHWYI U
MapKeTUHTOB1 (yHKIII B KOXKHIN KpaiHi, e poOssaTh 6i3Hec. OpgHaK, X0U MEBHOIO
MIpPOI0 MOHA MPUCTOCYBATH CBO1 BUPOOU Ta MAPKETHUHTOBY CTPATETIIO JI0 MICIIEBUX
YMOB, TaKe MPUCTOCYBAaHHA 3a3BUYail 0OMexxeHe. Bperri, y O11b110CcTi MiXKHAPOTHUX
¢ipMm ueHTpanbHUM ogic 30epirae CyBOpUA KOHTPOJb 32 MAapKETUHTOBHUMH 1
TOBAapHUMHU CTpaTeriiMu. MI>KHapoJIHa CTpaTerist Ma€e CEHC TOA1, KOJIM (pipMa BOJIOAIE
IHHUMH 0a30BUMH 3HAHHSIMU, SKUX OpaKye MICLIEBUM KOHKYpPEHTaM Ha 3apyOiKHUX
PUHKAX, 1 KoM (ipMa CTHUKAETHCA 3 HE3HAYHOIO MOTPeOOI0 pearyBaTH Ha MICLEBI
YMOBH Ta 3MEHIITYBaTH BUTPATH.

2. Mynemupunkoea cmpamecia. Oipmu, sKi JOTPUMYIOTHCA MYJIBTUPUHKOBOI
CTparerii, OpIEHTYIOThCS Ha MaKCHMaJlbHE MPUCTOCYBaHHS 10 MICLEBUX MOTPEOD.
MynabTupuHKOBI (pipMu 100pe aanTyrOThCA 31 CBOEID TOBAPHOIO IPOIO3UIIIEI0 Ta
MapKETUHIOBOIO CTpATEri€l0 B PI3HUX HalllOHAJIBHUX yMoBax. KpiM Toro, BoHHU
NEPEBAKHO TEPEHOCATh yBECh LMKJI CTBOPEHHS IIHHOCTI — BKJIIOYAIOUU
BUPOOHMIITBO, MApPKETUHI Ta HAyKOBO-JAOCITIAHUIIBKY MISUTBHICTE - Ha KOXEH
BOXJIMBUN HAI[IOHAIILHUNA PUHOK, A¢ pipmu poOisaTh Oi3Hec. Yepes 1ie BOHH 3arajioM
HECIIPOMOXH1 peasizyBaTh BHUTOAY BiJl €PeKTy KpHBOi JOCBIAy Ta €KOHOMIi Ha
MICII€3HaXOKeHH1. BinmoBigHo, /st 0araTb0X MYJbTUPUHKOBUX (pIpM XapakTepHa
BHUCOKO3aTpaTHa CTpyKTypa. [lo Toro >k BOHM 3a3BHYail Hee()EKTHUBHO 3IIMCHIOIOTH
nepenady 0a30BUX 3HaHb y Mexkax ¢ipmu. MynbTHUPHHKOBA CTpaTeris HaiOimbIie
BUIMPABAOBYE cele 3a Oe3nepeuHoi HeOOX1AHOCTI pearyBaTi Ha MiCIIeB1 OCOOJIMBOCTI
Ta HE3HAYHO1 NOTPEeOM Y 3MEHILIEHHI BUTPAT.

3. I'nobanvna cmpamezia . Oipmu, SKi TOTPUMYIOTHCS TJIOOAIBHOI CTpaTerii
30CePeKYIOThCSI HAa HApOIIyBaHHI MPUOYTKOBOCTI 3aBASKHU 3MEHILIEHHIO BUTPAT, SIKE
JTalTh e(EeKTH KPUBOI JOCBIly Ta EKOHOMIisSl Ha MICIe3HaXo/KeHHI. BoHu
JOTPUMYIOTbCSI cTpaTerii Hu3bKux 3arpar. DyHKIIT BUPOOHUITBA, MAPKETHHIY Ta
HAYKOBO-JIOCTITHUIIBKOT AISUTBHOCTI (DipM - TPUXUIBHUKIB TJI0OATBHOI CTparterii
30CEPEKYIOThCS B KUIBKOX 3pYyYHUX MicIsaX. ['7obanbHi (ipMu, sIK TpaBWIIO, HE
MPUCTOCOBYIOTh CBO€EI TOBAapHOI NPOMO3HUINI Ta MApPKETHMHTOBOI CTpaTerii 1o
MICHEBUX YMOB, OCKIJIbKM TaKe MPUCTOCYBAaHHS HApOLIy€ BUTpPATH (BOHO O3HAYa€e
CKOpPOYEHHSI BUPOOHMUYUX LMKIIB Ta po3mMpeHHs ¢yHkuii). HatomicTe riao0anbH1
(GipMU HaJAIOTh NEpEeBary MapKETUHIY CTAHJIAPTU30BAHOI'O MPOJIYKTY B CBITOBOMY
MacmTabl 3 METOK OJEpKaTH MaKCHMallbHI BUTOJM BIJI €KOHOMII 32 paxyHOK
MacmTabiB, 110 JIEKUTh B OCHOBI KpuBOi JocBigy. KpiM Toro, BOHM 3a3BHYaii
KOPHUCTYIOThCSl TIEpEBarol0 y 3MEHIICHHI BUTpAT 3aJylsl MiATPUMKH arpecHBHOTO
METO/1y LIIHOYTBOPEHHS HA CBITOBUX PUHKAX.
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4. Transnational Strategy. A transnational strategy makes sense when a firm
faces high pressures for cost reductions and high pressures for local responsiveness.
Firms that pursue a transnational strategy are trying to simultaneously achieve low
cost and differentiation advantages. As attractive as this sounds, in practice the
strategy is not easy. Pressures for local responsiveness and cost reductions place
conflicting demands on a firm. Being locally responsive raises costs, which obviously
makes cost reductions difficult to achieve.

The advantages and disadvantages of each of the four strategies discussed above
are summarized in Table 4.1. While a transnational strategy appears to offer the most
advantages, implementing such a strategy raises difficult organizational issues. More
generally, the appropriateness of each strategy depends on the relative strength of
pressures for cost reductions and pressures for local responsiveness.

Table 4.1
The Advantages and Disadvantages of the Four Strategies
Strategy Advantages Disadvantages
Global Exploit experience curve effects Lack of local responsiveness
Exploit location economies
International Transfer distinctive competencies to | Lack of local responsiveness
foreign markets Inability to realize location
economies
Failure to exploit experience curve
effects
Multidomestic Customize product offerings and Inability to realize location
marketing in accordance with local economies
responsiveness Failure to exploit experience curve
effects

Failure to transfer distinctive
competencies to foreign markets
Transnational Exploit experience curve effects Difficult to implement due to
Exploit location economies organizational problems
Customize product offerings and
marketing in accordance with local
responsiveness

Reap benefits of global learning
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4. Tpancuauionanvna cmpamezia BUTIpaBIaHa TOMAl, Koiau (ipMa BigdyBae
HaraJlbHy HEOOXITHICTh 3MEHIICHHS BUTpPAT 1 Oe3mepeuHy moTpedy pearyBaTH Ha
MmicueBl yMoBU. DipMH, 10 JOTPUMYIOTHCS TpPAHCHALIOHAIBHOI CTpaTerii,
HAMararoTbCid OJHOYACHO 3MEHIIMTH BUTpaTH ¥ JAOMOITHCS AudepeHIianii
npoaykTy. Sk Ou mnpuBabJMBO 1€ HE 3By4YaJlo, HAa MPAKTUIIl TaKoi CTpaTeri
noTpuMyBaTuch Henerko. I[loTpebu pearyBath Ha MICIIEBI YMOBM Ta BHUMOTH
3MEHIIIEHHS] BUTPAT O3HAYAIOTh JJisi (ipMU B3a€EMHO NMPOTUIICXKHI [1i. PearyBanHs Ha
MICIIEBI OCOOJIMBOCTI MOMUTY 301IbIIY BUTPATH, a OTXKE CyINEpPeYUTh HEOOX1THOCTI
iXHBOTO CKOPOUYECHHS.

[lepeBarn Ta HENONIKM KOXXHOI 3 YOTHUPHOX CTPATETiil, PO3TISHYTHUX BHIIIE,
cxematuzoBaHi y mabauyi 4.1. Tomi sk HaiOuIbIIe TMepeBar MPOIOHYE
TpaHCHAIlIOHAJIbHA CTpaTeris, ii BIPOBAKEHHS BHUKJIMKAE CKJIAJIHI OpraHi3amiiHi
npoOiemMu. 3a OUIbII y3arajdbHEHOro MIAXOAY aJEKBaTHICTh KOXHOI 31 CTpaTerii
3aNeXUTh BiJ MipH HEOOXITHOCTI 3MEHIIEHHS BHUTpAT Ta MOTPeOM pearyBaHHS Ha
MICILIEBUI [TOIHUT.

Tabnuysa 4.1
IlepeBaru Ta He0JIiKH YOTHPbOX CTpPATeErii
Crpareris IlepeBaru Henouikn

I'mobanbpHa - BUKOPHUCTaHHA €(EKTiB KPUBOI - BIICYTHICTb pearyBaHHs Ha
JIOCBiNY; 0COOJIMBOCTI MICIIEBOTO MOTHTY
- BUKOPUCTaHHs €KOHOMII 3a
paxyHOK mMaciTabiB

MixHapoaHa - IEpeHeCeHHsI Ha0yTOTO JOCBiAY Ha | - BIACYTHICTh pearyBaHHs Ha
1HO3EeMH1 PUHKH 0COOJIMBOCTI MICIIEBOTO MOTHTY;

- HE3JJaTHICTh peali3yBaTH
€KOHOMIIO Ha MiCII€3HAaX0KEHHI;
- HE3JJaTHICTh CKOPHUCTATHCS
eheKTOM KPHBOi JOCBITY

MynbTHPUHKOBA - MPUCTOCYBAHHS TOBAPHOI MO3HIT | - HE3JATHICTh peali3yBaTH
Ta MapKETHHTY JI0 MiCIIEBHX €KOHOMIIO Ha MICII€3HAXOKEHHI;
0CO0JIMBOCTEH - HE3JJaTHICTh CKOPUCTATHUCS

eeKTOM KpHBOI I0CBiY;
- HE3JJaTHICTh IEPEHECTH HAOYTHIA
JOCBiJ] HAa 1HO3eMH1 pUHKHU

TpaHcHaIioHaJIbHA |- BUKOPUCTAHHS €(PEKTIB KPUBOT - CKJIQ/IHICTh BITPOBA’KCHHS,
TOCBITY; CIpUYMHEHA OpraHi3alifHuMI
- BUKOPUCTAHHS €KOHOMIT 3a noTpedaMu

paxyHOK MaciTaiB;

- MPUCTOCYBAHHS TOBAPHOI MO3HIIIT
Ta MapKETHHTY JI0 MiCIIEBHX
0COOJIMBOCTEN;

- OJICpKaHHS BUTOJIU BiJ{
r100aJTbHOTO HaBYAHHS
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GLOSSARY

Barriers to entry (bap ‘epu ons exooxcenns) - factors that make it difficult or costly
for firms to enter an industry or market.

Competitive pressures (Kouxypenmni eumocu) - degree of competition faced by a
firm which is reflected in its business performance.

Differentiation strategy (Cmpameecis oughepenuiayii) - approach under which a firm
aims to develop and market unique products for different customer segments.

Distribution channel (Kanan posnooiny) - a chain of businesses or intermediaries
through which a good or service passes until it reaches the end consumer.

Economies of scale (Exonomisn 3a paxynox macuma6is) - cost advantages associated
with large-scale production.

Globalization of markets (Inobanizayis punxie) - moving away from an economic
system in which national markets are distinct entities, isolated by trade barriers and
barriers of distance, time, and culture, and toward a system in which national markets
are merging into one global market.

Globalization of production (Irobanizauis eupobruymea) - trend by individual firms
to disperse parts of their productive processes to different locations around the globe
to take advantage of differences in cost and quality of factors of production.

Global strategy (/mobanvna cmpameeis) - Strategy focusing on increasing
profitability by reaping the cost reductions from experience curve and location
economies.

Global value chain (GVC) (Iobanvuuii nanyrodicox cmeopenHs eapmocmi) —
different stages of the production process located across different countries. All of the
factors involved in the production of a good or service and its global level supply,
distribution and post sales activities (also known as the supply chain).

International strategy (Miowcnapoona cmpameeis) - trying to create value by
transferring core competencies to foreign markets where indigenous competitors lack
those competencies.

Learning effects (E¢pexm doceioy) - cost savings from learning by doing.

Local responsiveness (localization) (Peacysanns na micyesuti nonum) 1S the
willingness of firms to make adjustments to their products, services, and ways of
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conducting business at the local level, taking into consideration local culture and
needs.

Low-cost strategy (Cmpameeis smenwenns eumpam) - a pricing strategy in which a
company offers a relatively low price to stimulate demand and gain market share.
The firm can gain cost advantages by increasing their efficiency, taking advantage of
economies of scale, or by getting the raw material at low cost.

Multidomestic strategy (Myarsmupunxosa cmpameeis) - emphasizing the need to be
responsive to the unique conditions prevailing in different national markets.

Strategy (Cmpameczis) - a plan of action designed to achieve a long-term or overall
aim. The actions managers take to attain the goals of the firm.

A supply chain (Jlaunywowcox nocmauanns) 1S a system of organizations, people,
activities, information, and resources involved in moving a product or service from
supplier to customer.

Transnational Strategy (7pancnayionanvna cmpameeis) - trying to simultaneously
achieve low cost and differentiation advantages.

Value chain (Jlanyroocox cmeopenns sapmocmi) - the process or activities by which

a company adds value to an article, including production, marketing, and the
provision of after-sales service.
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Topic 5. The Organization of International Business

1. Vertical and Horizontal Integration Differentiation
2. Integrating Mechanisms

3. Control Systems in the International Business

4. Synthesis: Strategy and Structure

1. Vertical and Horizontal Integration Differentiation. To come to grips
with issues of structure and control in international business, it is necessary to
consider the basic dimensions of structure and control: 1) vertical differentiation is
the distribution of decision-making authority within a hierarchy (i.e., centralized
versus decentralized); 2) horizontal differentiation is the division of an organization
into subunits (e.g., into functions, divisions, or subsidiaries); 3) integration refers to
the body of mechanisms that coordinate and integrate the subunits. These
mechanisms are formal and informal; 4) control systems are the systems top
management uses to direct and control subunits, and these also are formal and
informal.

Arguments for centralization: 1) it can facilitate coordination; 2) it can help
ensure that decisions are consistent with organizational objectives; 3) by
concentrating power and authority in one individual or a top-management team,
centralization can give top-level managers the means to bring about needed major
organizational changes; 4) it can avoid the duplication of activities that occurs when
similar activities are carried on by various subunits within the organization.

Arguments for decentralization: 1) top management can become overburdened
when decision-making authority is centralized, and this can result in poor decisions;
2) motivational research favors decentralization (people are willing to give more to
their jobs when they have a greater degree of individual freedom and control over
their work); 3) it permits greater flexibility - more rapid response to environmental
changes; 4) it can result in better decisions, since decisions are made closer to the
spot by individuals who (presumably) have better information than managers several
levels up in a hierarchy; 5) it can increase control. Decentralization can be used to
establish relatively autonomous, self-contained subunits within an organization.

The choice between centralization and decentralization is not absolute.
Frequently it makes sense to centralize some decisions and to decentralize others,
depending on the type of decision and the firm’s strategy.

Horizontal differentiation is basically concerned with how the firm decides to
divide itself into subunits. The decision is typically made on the basis of function,
type of business, or geographical area. The main firms’ types of organizational
structures are as follows:

57



Tema 5. Opranizanisi MizkHapoaHOT0 Oi3HECY

1. BepTukanbHa Ta ropu3oHTaNbHaA AU EepeHIianis

2. MexaH13MH KOPIIOPaTUBHOT 1HTErparii

3. CuctemMu KOHTPOJIIO Y MIXKHAPOAHOMY O13HEcI

4. CuHte3 cTpaTerii 1 CTPYKTypH Y MIXKHApPOJJHOMY O13HeEC1

1. BepTukaabHa Ta ropusoHTajibHa qudepenuianis. [[lo6 kpaiie 3po3ymiTu
npoOJieMH CTPYKTYpPH Ta KOHTPOJIKO B MIKHApPOJHOMY OI3HECI BapTO PO3IISIHYTH
0a30Bi TMOKAa3HUKH CTPYKTYpH ¥ KOHTpouto: 1) éepmuxanvna ougpepenuiauis - e
pPO3MOJIII TOBHOBAXEHb OO0 MPUUHATTS pINIEHh y Mexax lepapxii (ToOTo
LICHTpaTi30BaHe IPOTH AELEHTPAIi30BaHOI0); 2) 2opuszonmanvha oughepenuiayis -
e NOoAUI opradizamii Ha miapo3auu (Todto Ha GyHKIND, BiAAIM ado i),
3) inmeczpayia cTOCy€eThCS KOMIUIEKCY MEXaHI3MIB, SIKi KOOPIUHYIOTh Ta IHTETPYIOTh
niapo3ainu. i mexanizmMu € popmanbHi Ta HeopMalbHi; 4) cucmemu KOHmMpPO0 —
L€ CHUCTEMH, SKUMHU KEpIBHA BEpXiBKa KOPUCTYETHCS AJIi KOHTPOJIO MIAPO3ALIIB, 1
BOHU TakoX OyBaroTh popMaIbHUMU U HEHOPMATIBHUMH.

Apeymenmu na kopucmov yenmpanizayii: 1) Moxe MOJErIUTH KOOPAUHYBaHHS
Tii; 2) MOXe rapaHTyBaTH Y3TOJKEHICTh PIIICHb 3 HAMIYCHUMH LIUIIMHU OpraHi3allii;
3) MoXe HaJaTd MEHeIKepaM HaWBUIIOI JIaHKH 3aco0M  BIPOBAKEHHS
HAWTOJIOBHINIMX OpraHi3allifHuX 3MiH; 4) [gomomara€ yHUKHYTH JTyOJtOBaHHS
GbyHKIIH, Koau TOMIOHI BHAM MISJIBHOCTI BHUKOHYIOTHCS PI3HHMH IMAPO3ALIaAMH
OJTHIET opraHizariii.

Apzymenmu na kopucms oeyenmpanizauii:

1) meHTpanizoBaHe MPUUHSATTS PIlIEHb MEPEOOTSHKYE KEpIBHY BEpXIBKY, a II€
MOXKE T[03HAYaTUCA Ha SKOCTI pilleHb, 2) TOCWJIEHHS MOTHUBaIli (JIIoau
HANMPOAYKTUBHIIIE MPAIfOI0Th, KOJM MaloTh OUIbIIE 1HAMBIAYyaldbHOI CBOOOIU Ta
KOHTPOJIKO 32 CBOEIO MAISUTBHICTIO); 3) 3a0e3nedye BEIUKY THYYKICTh - JI03BOJISIE
MIBUIIE pearyBaTH Ha HABKOJIMILHI 3MIHM; 4) MOXE MOKPAUIUTH SIKICTh PIIICHb,
OCKIJIbKM BOHHM MPUHMAIOThCsS O€3M0ocepeiHbO 0co00amMu, Kpaiie noiHhOpMOBaHUMH,
HIK MEHEI)KEpU Ha BHIIUX pPIBHIAX lepapxii; 5) MOXKe CHPHUSITH IOCUIICHHIO
KOHTPOJI0. JleneHTpaiizaiielo MOXHa CKOPUCTATUCS [UIsi CTBOPEHHS BITHOCHO
CaMOCTIMHHMX, CAMOOKYITHUX MIAPO3AUIIB y MEXaxX opraHizarfii.

Bubip Mk mneHTpamizalicro Ta ACIEHTpali3aiielo He € a0coioTHUM. YacTo
OyBae MOUUIBHUM MEHTPai3yBaTH MPUUHATTS OJHHUX PIIIEHb 1 JCIEHTpaIi3yBaTu
BUPOOJIEHHS 1HIINX (BUPOOHHUIITBO, MAPKETUHT, HAYKOBO-IOCTITHUIIbKA JTISITEHOCTH ),
3aJIeXKHO BiJ] TUITY PIIIEHHS Ta CTpaTerii Gpipmu.

T'opuzonmanvna oughepenyiayia epeioBCiM CTOCYETHCSA TOTO, B KU CITOCIO
¢ipMa XO04ye NOAUIMTUCA Ha MiAPO3AUIM. PillleHHS NEepeBaXHO MNPUHMAETHCA Ha
OCHOBI (yHKIIII, BUIy 0i3HEecy abo reorpadidnoi 30HM. MOKHA BUIUINTA HACTYITHI
TUIIM OPraHi3alllHUX CTPYKTYp (ipMu:
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1. Typical Functional Structure. Most firms begin with no formal structure and
as they grow, the demands of management become too great for one individual to
handle. At this point the organization is typically split into functions reflecting the
firm’s value-creation activities (e.g., finance, production, marketing, R&D). These
functions are typically coordinated and controlled by a top-management team (see
Figure 5.1). By its very nature decision making in this functional structure tends to
be relatively centralized.

Top management

Purchasing

Manufacturing

Marketing

Finance

Buying units Plants Branch sales units Accounting units

Figure 5.1 A typical Functional Structure

2. Typical Product Division Structure. Further horizontal differentiation may be
required if the firm significantly diversifies its product offering, which takes the firm
into different business areas. To solve the problems of coordination and control, at
this stage most firms switch to a product division structure (see Figure 5.2). With a
product division structure, each division is responsible for a distinct product line
(business area).

Headquarters

Division product line A Division product line B Division product line C

Department Department Department Department
purchasing manufacturing marketing finance

| I | | 1 | ! |
Buying units Plants Branch sales units Accounting units

Figure 5.2. A typical Product Division Structure
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1. Tunoea @ynkuionanvna cmpykmypa. buibliicTh (pipM MOYMHAE CBOIO
TISUTbHICTG, HE MAlO4yd >KOAHOI (OPMAIBbHOI CTPYKTYPH, OJHAK y Mipy iXHBOTO
3pOCTaHHs KepyBaTH cClpaBaMu OJHIM ocoOi crae Bce Baxde. Ha 1mpomy erami
oprasizaiisi MEepeBaKHO PO3WICHOBYEThCA 3a (YHKLISIMU CTBOPEHHS I[IHHOCTEH
(To0To (hiHaHCH, BUPOOHHUIITBO, MAPKETUHT, HAYKOBO-AO0CIIHUIIbKA AisUTbHICTD). Ll
byHKIIT 3a3BUYail KOOPJIUHYIOTHCS Ta KOHTPOJIIOIOTHCS KEPIBHOIO BEPXiBKOIO (HipMH
(puc.5.1). TlpuHATTA pilIeHb Yy TakKii (YHKIIOHAJIBHIN CTPYKTYpl, SIK TPaBUIIO,
B1J10YBa€ThCS IIEHTPATI30BaHO.

KepiBHa BepxiBka

3aKymiBis Bupo6uunreo MapxkeTuHr dinancu
| | ! ] b | 1 | ! |
3aKkymiBenbHI 3aBoau I"amysesi ByxranTepchki
M1IPO3ALTH M1IPO3 AN M1IPO3 AN
MPOJIaXKiB

Puc. 5.1. Tunosa ¢ynxyionanvna cmpykmypa

2. Tunosea cmpykmypa moeapno2o noodiny. lloganbpiiia TOpPU3OHTAJIbHA
nudepeHItialis, MOXINBO, 3HaJOOUTHCS 32 YMOBH, 1110 (pipMa iCTOTHO TuBEpCUDIKYE
CBOIO TOBapHy npono3uuito. 100 BupimmTH npodiieMu KOOpAUHALIi Ta KOHTPOJIIO,
Oarato ¢ipM Ha IILOMY €Talll NEPEXOATh A0 CTPYKTYpPU TOBAPHOTO MOALTY (puc.5.2).
3a Takoi CTPYKTYpHU KOKEH MIJIPO3/ILI BIAMOBIIAE 32 OKpeMuil ToBapHUl psin (chepy
O13HeCy).

[ITa6-kBapTupa
|

[Tizpo3ain “ToBapuuit [Tizpo3main “ToBapuuit [Tigpoznin “ToBapuuii
pﬂﬂ An pf[[[ Bn pHI[ Bn
|
3akymiBeIbHUN Bupobuuunit Bigmin dinancosuit
BT BT MapKeTUHTY BT

] 1 ] 1 1 0 !
3aKymiBelbHi 3aBoau Tay3esi Byxranrepcrki

OJIMHUII TOProBEJbHI H1IPO3IUTH

OIMHMUII

Puc. 5.2. Tunosa cmpykxmypa moeapro2o nooiuy
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3. The International Division. Historically when firms have expanded abroad

Headquarters

they have typically grouped all their international activities into an international
division. This has tended to be the case for firms organized on the basis of functions
and for firms organized on the basis of product divisions. Regardless of the firm’s
domestic structure, its international division tends to be organized on geography (see
Figure 5.3).

Domestic division

General manager
product line A

Domestic division

General manager
product line B

Domestic division

General manager
product line C

International division

General manager
area line

|

Functional units

Country 1

General manager
(product A, B,
and/or C)

Country 2

General manager
(product A, B,
and/or C)

Functional units

Figure 5.3 One Company’s International Division Structure

Many manufacturing firms expanded internationally by exporting the product
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manufactured at home to foreign subsidiaries to sell. Thus, in the firm illustrated in
Figure 5.3, the subsidiaries in Countries 1 and 2 would sell the products
manufactured by Divisions A, B, and C. In time, however, it might prove viable to
manufacture the product in each country, and so production facilities would be added
on a country-by-country basis. For firms with a functional structure at home, this
might mean replicating the functional structure in every country in which the firm
does business.




3. Opeanizauyitina cmpykmypa 3 MIiHCHAPOOHUM ROOL1OM. B icTopuuHOMy
acreKTi, Koiu (pipMu MOIIKPIOIOTH BIACHY NISIIBHICTH 32 KOPAOH, BOHH MEPEBAXHO
3rpyNnoBYIOTh CBOI MIDKHApPOAHI oOmepaiii B OJWH MDKHApOAHUN mmigpo3aul. Sk
OpaBWJIO, TaK YHUHATH y (ipMax, OpraHi30BaHMX Ha OCHOBI (YHKIIH, Ta y ¢ipmax,
OpraHi30BaHMX Ha OCHOBI TOBapHOIo Mojuty. HezanexHo BiJ BITYU3HSIHOL CTPYKTYpHU
dbipMu, 11 MDKHApOIHUHN MO 3BUYAHHO B11I0YBA€ETHCS 3a reorpadiqyHUM MPUHIIMIIOM
(puc. 5.3).

[[ITab6-kBapTHpa

BiTun3nsaumii BiTun3nsuuii BiTun3HsHmiA MixHapoaHuii
1 IPO3 LT TiIpO3 LT HiApO3 LT MPO3 LT
I'enepanbanii I'enepanbuui I'enepayibHui I'enepanbauii
MCHEJIKED MEHEKEP MEHEIKEP MEHEIKEDP
Tosaphwii psg A Tosapuuii pan b Tosapuuii pan B ApeanbHuil psin

Y | |

DyHKIIOHATBHI OJUHHII Kpana 1 Kpana 2
I'enepanbumit I'enepanbumii
MEHEDKEP MEHEKEP
(Bupobu A, b (Bupobu A, b
i/abo B) i/abo B)

\

DyHKITIOHATBHI OJTMHUIII
Puc. 5.3. Cmpyxkmypa misxicnapoOoro2o niopo30iny 00Hi€i KOMRnAauii

barato BupoOHHMYMX ¢GipM TOMMUPIOBAIA CBOIO MJISUIBHICTE 3a KOPJIOH,
EKCIIOPTYIOUM TPOAYKII0, BUPOOJEHY BIOMa 1 TMPOMOHOBAHY [0 MPOJAXKY
3apyoikHuME GimisMu. Tak, y BUNAAKY 3 (pipMoro, moka3aHoro Ha puc. 5.3, Qi y
KpaiHax 1 1 2 mpomaBaTUMyTh MNPOAYKIlit0, BHpoOseHy migpo3aiiamu A, b 1 B.
Mo>xJnBO, He3a0apoM CTaHe BUTIAHO BUPOOJISITH HPOAYKIIIO B KOXKHINA KpaiHl, TOX
BUPOOHHMYl TIOTYXHOCTI CTBOPIOBATHUMYTbCS CKpi3b. [ ¢ipm, £AKi MaroTh
(GYHKIIIOHAJBHY CTPYKTYpPY BIOMA, 1I€ MOKE 03HAYaTH TyOIIOBaHHS TaKOl CTPYKTYpHU
B KOXHII KpaiHi, /e € iXHiii O13HecC.
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4. Worldwide Area Structure. A worldwide area structure tends to be favoured
by firms with a low degree of diversification and a domestic structure based on
function (see Figure 5.4).

Headquarters

North American European area
area

Latin American Middle East / Far East area
area Africa area

Figure 5.4. A Worldwide Area Structure

This structure divides the world into areas. An area may be a country (if the
market is large enough) or a group of countries. Each area tends to be a self-
contained, largely autonomous entity with its own set of value-creation activities
(e.g., its own production, marketing, R&D, human resources, and finance functions).
Operations authority and strategic decisions relating to each of these activities are
typically decentralized to each area, with headquarters retaining authority for the
overall strategic direction of the firm and overall financial control. The weakness of
the structure is that it encourages fragmentation of the organization into highly
autonomous entities.

5. Worldwide Product Division Structure. A worldwide product division
structure tends to be adopted by firms that are reasonably diversified and,
accordingly, originally had domestic structures based on product divisions. As with
the domestic product division structure, the basic idea is that each division is a
selfcontained, largely autonomous entity with full responsibility for its own value-
creation activities. The headquarters retains responsibility for the overall strategic
development and financial control of the firm (see Figure 5.5).
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4. Apeanvna (mepumopianvha) cmpykmypa ceimoeozo macumaoy, sk
MPaBUIIO0, KOPUCTYETHCSA MPUXUIBHICTIO (PipM 3 HU3BKUM CTyINEHEM TuBepcH]ikarii
Ta BHYTPIIIHbOIO CTPYKTYPOIO, IO IPYHTYEThCA HA QyHKLII (puc. 5.4).

[ITa6-kBapTHpa

|

Teputopis €Bponeiicbka

[TiBHiuHO1 TEPUTOPIs

Amepuku
Tepuropis Tepuropis Tepuropis
JlaTuHCBKOL binsbkoro Jlanekoro
AMepuku Cxomy / Cxony

Adpuxu

Puc. 5.4. Apeanvra (mepumopianvra) cmpykmypa y c6imogomy macuimaoi

L{s cTpykTypa mojiisie CBIT Ha TepuTopii. TepuTopiero Moxke OyTH OJHa KpaiHa
(32 TOCTaTHBO BEIUKOI0 PHUHKY) abo rpymna kpain. KoxHa TepuTopis 3a3BUYail €
CaMOOKYITHOI0, 3HAaYHOIO MIpOI0 CaMOCTIMHOIO OJIMHUIICI0 3 BIACHOIO HU3KOIO
dakTopiB, WO CTBOPIOIOTH I[IHHOCTI (HANPUKIAJ, BJIACHUM BUPOOHUIITBOM,
MapKeTHHTOM, HAayKOBO-JOCTIHUIIBKOIO MiSUIbHICTIO, JIIOJCBKMMH pecypcaMu Ta
¢dinancamu). OneparliiiHi TOBHOB)XEHHSI Ta CTpaTeriuHi PIIICHHS, 10 CTOCYIOTHCA
KOXKHOI 3 IUX (YHKIIN, MepeBa)XKHO AENEryloThCsa BIAMOBIAHIN TepUTOpii, a 1mTad-
KBapTHUpa Kepye 3arajbHUM CTpaTeTiuHUM KypcoM (ipMu Ta 3IHCHIOE 3araJbHHMA
¢dinancoBuii KOHTPOIb. Crnabke Micre Ii€i CTPYKTypu B TOMY, IIO BOHA CTHMYJIIOE
dbparMeHTailito opratizaiiii Ha JOCUTh CAMOCTIMH1 OJMHUIII.

5. Jlusizionanvho-npodykmosea cmpykmypa y ceimogomy macuimaoi, sx
PaBUIIO, KOPUCTYETHCS TOIMYJSPHICTIO B JAUBEPCU(PIKOBAHUX Y PO3YMHHX MexkKax
¢bipM, sIKi, BIIMIOBIIHO, MAIOTh BITUYM3HSHI CTPYKTYPH, 110 IPYHTYIOTHCS Ha TOBapHUX
nigpo3aiiax. Sk 1 y BUIAAKY 3 BITUM3HSHOK CTPYKTYpPOHO TOBApHOIO TOJLIY,
KOXXHUU MIAPO3/1T € CAMOOKYITHUM, 3HAYHOIO MIpOI0 CAMOCTIMHUM yTBOPEHHSIM, IO
MOBHICTIO BI/IMOBI/IA€ 33 CBOIO MISUIbHICTH 1O CTBOPEHHIO IiHHOCTEH. [1ITab-kBapTHpa
HECe BIJMOBIIATBHICTD 32 PO3POOKY 3araibHOI cTparterii Ta (1HaHCOBUM KOHTPOJIb 3
nisTpHICTIO BipMu (puc. 5.5).
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Headquarters

Worldwide product
group or division A

Worldwide product
group or division B

Worldwide product
group or division C

Area 2
(international)

Area l
(domestic)

Functional units Functional units

Figure 5.5. A Worldwide Product Division Structure

The great strength of this structure is that it provides an organizational context in
which it is easier to pursue the consolidation of value-creation activities at key
locations necessary for realizing location and experience curve economies. It also
facilitates the transfer of core competencies within a division’s worldwide operations
and the simultaneous worldwide introduction of new products. The main problem
with the structure is the limited voice it gives to area or country managers, since they
are seen as subservient to product division managers. The result can be a lack of local
responsiveness, which can be a fatal flaw.

6. Global Matrix Structure. In the classic global matrix structure, horizontal
differentiation proceeds along two dimensions: product division and geographical
area (see Figure 5.6).

| Headquarters
| |
Area 1l Area 2 Area 3

|| Product

division A

Product

division B Manager here /‘

belongs to division
Product B and area 2
division C

Figure 5.6. A Global Matrix Structure
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[[ITab6-kBapTHpa

I'pyna ToBapy I'pyna ToBapy I'pyna ToBapy
CBITOBOT'O MacITady CBITOBOT'O MacITady CBITOBOT'O MacITady
abo miapo3ain A a6o miaposain b abo miapo3zain B
|
TepuTtopis 1 Tepuropist 2
(BiTUM3HSHA) (MixkHapoaHa)
I I | I
@OyHKIIIOHATBHI qDYHKI_IiOHaJ"ILHi
OIMHHUI OJTMHHITI

Puc. 5.5. Jlusizionanvno-npodykmosa cmpykmypa y c8imosomy macumaoi

Benmuka mepeBara 1ii€i CTpyKTypH TIOJIATaE y TOMY, IO BOHA 3a0e3leuye
oprasizailiiiHe cepenoBHIle, B SKOMY JIETIIE 3TypTyBaTH AISUIBHICTh 1O CTBOPEHHIO
I[IHHOCTEW y HAWTOJOBHIMIMX ITyHKTaX PO3MIIICHHS, HEOOXITHUX s peami3aiii
€KOHOMIT Ha MICIIe3HAXO/KCHHI Ta 3a paxyHOK KpuBOi JnocBimy. Kpim Toro, BoHa
CIIpOIIy€ Tepenady 0a30BUX 3HAHb Y MeEXaxX MISIIBHOCTI CBITOBOTO MIAPO3ILIY Ta
OJIHOYACHE BIPOBAKEHHS HOBHX MPOJYKTIB y CBITOBOMY MaciTall. [osioBHa
npoOiema I1i€i CTPYKTypH - OOMEXEHI1 IpaBa MEHEIKEpIB MEBHOTrO apeany ado
NIEeBHOI KpaiHM, K1 BBAXKAIOTHCS IMICTIIMMH MEHEKEpiB TOBapHUX miapo3aims. Lle
MOK€ TPU3BOJWTH JI0 HEAOCTATHHOTO pearyBaHHS Ha OCOOJIMBOCTI MIiCIIEBOTO
TIOTIUTY.

6. I'nobanvna mampuuna cmpykmypa. Y KIaCU4HIN TI00aNbHIM MaTpUUHIM
CTPYKTYpl ropu30HTalbHa audepeHiialis BiAOYyBaeTbCcAd 3a JABOMAa MOKAa3HUKAMM:
TOBAapHUM MO Ta reorpadivyna 30Ha (puc. 5.6).

—| IlIra6-kBapTHpa
3ona 1 3oHa 2 3oHa 3

|| Tosapuuit

miapo3ain A
1 Tosapuuit _

. . Micuesi MeHemKEpU
niapo3ain b HaJIeXKaTh 10
nigpo3niny b

|| TOBapHI/Iﬁ Ta 30HU 2

mapo3ait B

Puc. 5.6. I'nobanvna mampuuna cmpykmypa
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The basic philosophy is that responsibility for operating decisions pertaining to a
particular product should be shared by the product division and the various areas of
the firm. Thus the nature of the product offering, the marketing strategy, and the
business strategy to be pursued in Area 1 for the products produced by Division A are
determined by consultation between Division A and Area 1 management. The reality
of the global matrix structure is that it often does not work as well as the theory
predicts. The matrix often turns out to be clumsy and bureaucratic. In light of this
problems, many transnational firms are now trying to build “flexible” matrix
structures based more on firmwide networks and shared culture and vision than on a
rigid hierarchical arrangement. Within such companies the informal structure plays a
greater role than the formal structure.

2. Integrating Mechanisms. The need for coordination between subunits varies
systematically with the strategy of the firm. The need for coordination is lowest in
multidomestic companies, is higher in international companies, higher still in global
companies, and highest of all in the transnational. Multidomestic firms are primarily
concerned with local responsiveness. Such firms are likely to operate with a
worldwide area structure in which each area has considerable autonomy and its own
set of value-creation functions. Since each area is established as a stand-alone entity,
the need for coordination between areas is minimized.

The main impediments to coordination for various subunits: 1) different
managers orientations; 2) a lack of respect between subunits; 3) differences in
subunits’ orientations that arise from their differing goals; 4) the separations of time
zone, distance, and nationality between managers of the subunits.

There are both formal and informal integrating mechanisms.

Formal Integrating Mechanisms. The formal mechanisms used to integrate
subunits vary in complexity:

1) simple direct contact between subunit managers is the simplest integrating
mechanism. By this “mechanism,” managers of the various subunits simply contact
each other whenever they have a common concern;

2) liaison roles are a bit more complex. When the volume of contacts between
subunits increases, coordination can be improved by giving a person in each subunit
responsibility for coordinating with another subunit on a regular basis;

3) temporary or permanent teams composed of individuals from the subunits
that need to achieve coordination. They are typically used to coordinate new-product
development and introduction, but they are useful when any aspect of operations or
strategy requires the cooperation of two or more subunits;
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dinocodis monsirae B TOMY, IO BIANOBIJANBHICTh 32 OMEPATHUBHI PIIICHHS
100 KOHKPETHOIO NPOAYKTY MAa€ MOAUIATUCA MIXK TOBAPHUM MIJPO3JAUIOM Ta
pI3HOMaHITHUMHM 30Hamu ¢ipmu. Tak, mpupoja TOBApHOI NPOIO3HMIIIi, cTpaTerii
MapKETUHTY 1 cTpaterii O13HeCy, SKUX JAOTPUMYIOThCA B 30H1 1, AJid mpoOAyKIi, 110
BUPOOJISIETHCS MIAPO3ALIOM A, BU3HAUAETHCS YTOJIOI0 MIXK MEHEDKEpAMU MiAPO3A1TY
A Ta 30nu 1. Ha ’xanp, Ha mpakTUI[l MaTPUIISl YACTO BUSBISETHCS TPOMIZIKOIO Ta
OIOpPOKpAaTUUYHOI0. Y CBITIJI IUX MpoOseM 0araTto TpaHCHAIIOHAIBHUX (DIpM ChOTOJIHI
HAMararoTbCs CTBOPUTH “THYUYKI” MAaTpU4HI CTPYKTYpH, Kl O IPYHTyBajJuCs HE Ha
KOPCTKOMY 1€papXiuHOMY MIAMOPSAKYBaHHI, a Ha 3B’s3Kax y Mexax (pipmu Ta Ha
CHUIBHIN KyJBTYpl ¥ CIUIbHOMY OaueHHI. Y TaKuX KOMIMAaHIsX OUIbIIY poJib BiJlirpae
He odimiitHa, a HedhopMaabHa CTPYKTYypa.

2. Mexanizmu kopnopaTuBHoi inTerpamii. [lorpeda B koopauHariii AissIbHOCTI
PI3HUX TIAPO3IUTIB BIAPI3HAETHCS 3aiexkHO Bifg crparerii ¢ipmu. Llg morpeba €
HAlMEHIIOI0 B MYJbTUPUHKOBHX KOMIMAHIsX, AEm0 OiIbIIOI0 B MIDKHAPOIHHUX
KOMITaHIsAX, I OUIBIIO B TJIOOAJIBHUX KOMIMAHIAX 1 HAWOUIBIIOW - Yy
TpaHCHaI[lOHAIbHUX (ipM. MynbTUpUHKOBI (ipMH 3aliKaBieHl Hepil 3a BCE B
3a/10BOJIEHH] 1OTpeO MicueBUX puHKIB. Taki (ipmu, HaWIMOBIpHIIIE, TIATUMYTh Ha
OCHOBI apeaJibHOI CTPYKTYpPH CBITOBOT'O MaciiTaly, B SKIH KOXKHAa TEPUTOPIS Mae
3HAYHY CaMOCTIMHICTb 1 BJaCHUU mepenik (QyHKIIA CTBOPEHHS IIHHOCTEeH. OCKIIbKU
KOXKHA TEPUTOPIS PO3TISATAETHCS SK OKpemMa OJIMHHULIL, MOoTpeda B KOOpAWHAI]
JUSTTBHOCT1 TEPUTOPINA € MIHIMAITBHOIO.

OCHOBHUMH TEPEIIKOIaMi Ha NUISIXY KOPIOPAaTUBHOI KOOpJAWHAII Ha PiBHI
OKpeMHX MIAPO3AUIIB €: 1) pi3HI MEHEIKEPChKI OpieHTHpH; 2) Opak B3a€MOIOBArH
MDK Tigpo3aigamMy; 3) BIAMIHHOCTI B Opi€HTAIlli IMIJPO3LIIB Yepe3 BiJMIHHICTH
1i1eil; 4) BIAMIHHOCTI B Opl€HTANll MIIPO3ALUTIB Y 3B’ 3Ky 3 PO3MEXYBaHHSAM YaCOBUX
MOSICIB, BIJICTAHHIO Ta HAI[IOHAJIbLHUMU BIIMIHHOCTSIMA MEHEIXKEPIB M1IPO3/LIIB.

[caytote sik  ¢QopmanpHi, Tak 1 HepoOpMalbHI MEXaHI3MH KOPHOPATUBHOI
1HTerpaii.

DopmanvHi mexanizmu IHmMezpy8aHHa TIIPO3IUIIB PIZHATHCS 3a CTYNEHEM
CKJIQHOCTI:

1) npsamuii kKommakm Midc MeHeoxcepamu niopo30inié — HAUMPOCTIIIHMA
IHTeTPYIOUUH MeXaHI3M. 3rigHo 3 [UM  “‘MeXaHI3MOM™, MEHEIHKEPH PIZHUX
HIIPO3I1IIB MPOCTO CIUIKYIOThCS OAWH 3 OJHUM, aOUu BHUPIINIUTH SIKYCh CHUIbHY
npobiemy;

2) poni 83aemo0itouux oci6 - Ieuo CKIamHim. 3a 3pOCTaHHs YHCia KOHTAKTiB
MDK MiAPO3JiJIaMH KOOPJMHAIIII0 MOXKHA TOKPAIIUTH, 3000B’SA3aBIIN KOHKPETHY
0c00y B KO)KHOMY 3 MiJIPO3/LUTIB PETYJISIPHO KOOPAUHYBATH CBOIO JiSTbHICTD 3 1HIIIUM
H1IPO3/1II0M;

3) mumuyacosi abo nocmitni epynu ocid 3 TUX MiIPO3IUTIB, SIKi BiIIyBalOTh
notpedy B koopauHarii. Lli rpynu 3a3Budail CTBOPIOIOTHCA TSI Y3TOIKEHHS MIPOLECY
pPO3pOOKH Ta BIPOBAIKEHHSI HOBOI MPOJYKIli, OTHAK BOHHU JAIOTh KOPUCTh 1 TO/I,
KoM OyAb-SIKMHA acmekT IisIbHOCTI abo cTparerii BUMarae CHiBIpami ABOX YH
OUIBIIIE MIAPO3ALTIB;
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4) matrix structure, in which all roles are viewed as integrating roles. The
structure is designed to facilitate maximum integration among subunits. However,
matrix structures tend to be bureaucratic, inflexible, and characterized by conflict
rather than the hoped-for cooperation. For such a structure to work it needs to be
somewhat flexible and to be supported by informal integrating mechanisms.

In attempting to alleviate or avoid the problems associated with formal
integrating mechanisms in general, and matrix structures in particular, firms with a
high need for integration have been experimenting with two informal integrating
mechanisms:

1) management networks - a system of informal contacts between managers
within an enterprise. For a network to exist, managers at different locations within the
organization must be linked to each other at least indirectly. The main efforts to
establish firmwide networks are information systems and management development
policies;

2) organization culture - a common set of norms and values; that is, that the
firm’s culture override differing subunit orientations. This can be achieved in part
through: 1) management education programs that “socialize” managers into the
firm’s norms and value system; 2) leadership; 3) human relations policies;
4) selecting managers who are team players; 5) reward and incentive policies that
encourage managers to cooperate for the good of the firm.

3. Control Systems in the International Business.

A major task of a firm’s leadership is to control the various subunits of the firm -
whether they be defined on the basis of function, product division, or geographical
area - to ensure their actions are consistent with the firm’s overall strategic and
financial objectives. Four main types of control systems are used in multinational
firms:

1) personal control - is control by personal contact with subordinates. This type
of control tends to be most widely used in small firms, where it is seen in the direct
supervision of subordinates’ actions. However, it also structures the relationships
between high-level managers in large multinational enterprises;

2) bureaucratic control - is control through a system of rules and procedures
that direct the actions of subunits. The most important bureaucratic controls in
subunits within multinational firms are budgets and capital spending rules;

3) output control involve setting goals for subunits to achieve; expressing those
goals in terms of relatively objective criteria such as profitability, productivity,
growth, market share, and quality; and then judging the performance of subunit
management by their ability to achieve the goals. Output controls are typically
reinforced by linking management reward and incentive schemes to their attainment;
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4) mampuuna cmpykmypa, y SKid BCl POJi pO3MIISLIAIOTHCS SK iHTErpyrodi. Lls
CTPYKTypa MpU3HAUeHa JJIsl CIPUSIHHS MaKCUMaJIbHINA 1HTErpallii pi3HUX MiAPO3LTIB.
Opnak, MaTpu4Hi CTPYKTYpH, SK MPaBWIO, € OIOPOKPATUYHUMH, HETHYYKUMHU 1
XapaKTepU3yThCsl MIBUAINIEC KOHQIIKTaMHU, HIXK CHiBOpaier. Taka CTpyKTypa
NOBMHHA OYTH THYYKINIOK 1 NIATpUMYBAaTHCS HE(HOPMAIbHUMHU MEXaHI3MaMU
1HTerparti.

Y cBoeMy mMparHeHHI IOM’SKIIMTH a00 YCYHYTH MpoOJieMH, TOB’s3aHl 3
dbopMaTbHUMKM MEXaHI3MaMHu 1HTerpamii B LUIOMYy Ta MaTPUYHOK CTPYKTYpPOIO
30KkpemMa, (GipMH 3 BHCOKOIO MOTPeOOI0 B IHTErpallii 3aBXKAu €KCIEPUMEHTYBAIIUA 3
JIBOMa HepopManbHumMu mexanizmamu inmezpauir.

1) mepexnca ynpaeninma - 1e cucteMa HEPOPMAIbHHX KOHTAKTIB MIK
MeHe/pKepaMu B Mekax mianpuemcTsa. 11[o6 Taka mepeka icHyBana, MEHEIKEpPH B
PI3HMX MYHKTax oprasizauii MOBWHHI, NMPUHAWMHI ONOCEPEAKOBAHO, MAaTH 3B’ SA30K
OIWH 3 OAHMUM. MeTomaMu CTBOPEHHS MEPEX y Macmrabax GipMu € nonimuxa
IHGhopmayitinux cucmem Ta NOLIMUKA PO3BUMK)Y MEHEOHCMEHMY;

2) opzanizauiitha Kyibmypa - CyKyIHICTh OpraHi3alliiHuX HOPM Ta IIIHHOCTEH,
AK1 CTaBJIATh IHTEPECH (PIPMU B LIJIOMY BHILE IHTEPECIB OKPEMOTO Miapo3auty. Llboro
MO’KHa YaCcTKOBO JOCATTH dYepe3: 1) mporpamMu MiATOTOBKA MEHEIKMEHTY, IO
“coImianmizyroTh MEHEKEPIB”, BBOJAUM iX y CUCTEMY HOPM 1 I[IHHOCTEH (bipMI/I; 2)
JIl,ZlepCTBO 3) mronchbKi cToCcyHKH; 4) moOip MeHeKepiB, siki Oyau O “rpaBIsgMH
KOMaHJu’; 5) TMOJITUKY BHHAropojJ 1 CTHUMYJiB, II00 3a0X04YyBaTH MEHEIKEpiB
CITIBIIpAITIOBATH Ha Oy1aro Gipmu.

3. CucTeMH KOHTPOJIIO Y MiKHAPOHOMY 0Oi3Heci.

['onoBHe 3aBmaHHS KEpIBHHUITBA (BipMH - KOHTPOJIOBATH PI3HI MiAPO3ILIH,
HE3aJIe)KHO B1J IXHBOIO PO3MEXKYBAHHS Ha OCHOB1 (DYyHKLIi, TOBAPHOTO MOJAUIY 4YH
reorpadigHoi TepuTopii, MO0 3a0e3MEeYUTH Y3TOMKEHICTh IXHIX il 13 3arajllbHUMH
CTpaTeriuHuMu Ta (IHAHCOBUMH IHUIAMH (ipMu. Y OaraToHamioHaNbHUX (ipMax
KOPHUCTYIOTHCSI YOTUPMa OCHOBHUMH BUAAMH CUCTEM KOHTPOIIIO:

1) ocobucmuit Konmpo.iv - 3IACHIOETHCS 3a JOIMTOMOIOK0 0COOMCTOTO KOHTAKTY
3 mianernumu. Takuii BUJ KOHTPOJIO, SIK MPABUJIO, IMUPOKO BUKOPUCTOBYETHCS Y
HEBEJIIMKUX (ipMax, BIH BHSBIAETbCA Yy O€3MOCEPEIHBOMY HAIJISAAl 3a JISIMH
miuieraux. Y BEJNHMKUX, OaraToHalioOHaJIbHUX MIJMPUEMCTBAX 1€ BHUJ KOHTPOJIO
CTPYKTYPOBAHO BHPa)Ka€ CTOCYHKH 13 MEHEKepaMH BHUILIOTO PiBHS;

2) OrpoKpamuuHUil KOHMPOAbL - 3IHCHIOETBCS 4Yepe3 CHUCTEMY IMpPaBHII i
IpoLeayp, AKI CHOPSIMOBYIOTh TISIBHICTH MiAPO3AUTIB. HallBaKIMBIMIUMU BHIAMH
OIOPOKPATUYHOTO KOHTPOIO Y MiAPO3/iiax OaraToHaI[iOHAIBHUX (ipM € KOHTPOJIb 32
OIOXKETOM 1 TIpaBuMIIa KamiTaIbHUX BUTPAT;

3) KoHmpoas 3a pe3yrbmamamu - O3HAYAE€ BCTAHOBJICHHS IIJICH, SKUX Mae
JOCSIITH MIAPO3/11; BUPAXKEHHS LIMX LIJIEH MOBOIO BITHOCHO 00’ €KTUBHHMX KPHUTEPIIB,
TaKHX, SIK NpUOYTKOBICTh, MPOAYKTHUBHICTh, 3DOCTaHHS, YaCTKa PUHKY Ta SKICTb; 1,
HapeILTI, OLIHKA JISJIbHOCTI MEHEKEPIB MIIPO3ALTY 32 iXHBOIO 3AaTHICTIO TOCSATAaTH
nineii. Kontpons 3a pe3ynbraTtamu, sSIK IPaBHIIO, MiACHIIOETHCS MMOETHAHHAM CHCTEM
BUHArOpO/ 1 CTUMYJIIOBaHHS MEHEKEPIB;
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4) cultural controls occur when employees tend to control their own behavior,
which reduces the need for direct management supervision. In other words, in a firm
with a strong culture, self- control can reduce the need for other control systems. The
problem with cultural control is that it is very difficult to build.

The key to understanding the relationship between international strategy and
control systems is the concept of performance ambiguity. It exists when the causes
of a subunit’s poor performance are ambiguous. This is not uncommon when a
subunit’s performance is partly dependent on the performance of other subunits; that
Is, when there is a high degree of interdependence between subunits within the
organization. The level of performance ambiguity, therefore, is a function of the
extent of interdependence of subunits in an organization. The degree of subunit
interdependence is a function of the firm’s strategy. It is lower in multidomestic firms
(each national operation is a stand-alone entity), higher in international firms (the
success of a foreign operation is partly dependent on the quality of the competency
transferred from the home country), higher still in global firms (the pursuit of
location and experience curve economies leads to the development of a global web of
value-creation activities. Many of the activities in a global firm are interdependent),
and highest in transnationals (high degree of joint decision making while they
emphasize the multidirectional transfer of core competencies) (see Table 5.1). In turn
it determines the implications for the costs of control, which might be defined as the
time top management must devote to monitoring and evaluating subunits’
performance.

Table 5.1
Interdependence, Performance Ambiguity, and the Costs of Control for the
Four International Business Strategies

Strategy Interdependence Performance Costs of Control
Ambiguity
Multidomestic Low Low Low
International Moderate Moderate Moderate
Global High High High
Transnational Very high Very high Very high

71




4) KyaibmypHuit KOHMPOAb - TPOSBIIIETLCS Y TOMY, IO CITYOOBIII TTOYHMHAOTH
KOHTPOJIFOBATH BJIACHY MOBEAIHKY, 1110 3MEHIIY€ MOTpeOy B MPsIMOMY KOHTpPOJiL. Y
¢GipMi 3 BUCOKOIO KYJbTYpOIO CaMOKOHTPOJIb MOXE 3MEHIIYBATH NOTPeOy B 1HIIMX
cuctemax KoHTpoiio. [IpobimemMa B ToMy, IO KyJIbTYpHUH KOHTPOJIb JYXKE BaKKO
chopmyBaTH.

Kirouem [0 po3yMiHHS B3a€MO3B’SI3KY MIXK CHCTEMaMH KOHTPOJIO Ta
MIXKHAPOJHOIO CTPATETIEI0 € TMOHATTS 0603Haunocmi pezyavmamis. lle cutyaiis,
KOJM TIPUYMHU HE3aJOBUILHUX HACHIJIKIB POOOTH MIAPO3AiIy MOXKHA BBaXKATH
criipuuMu. Take HEpPIAKO TParuBIEThCSA, KOJU JISUTHHICTh MIiAPO3AUTYy YacTKOBO
3aJIEKUTh BiJ] PE3yJAbTATUBHOCTI IHIIUX MAPO3AUTIB, TOOTO KOIM B MeXax
opraHizaiii iCHye€ BHCOKHM CTYyHiHb B3a€EMO3ajJeKHOCTI. PiBeHb JBO3HAYHOCTI
pe3yibTaTiB € (YHKIIEIO CTYIEHS B3a€EMO3AJICKHOCTI IMAPO3AUIB OpraHizarii.
CryniHp B3a€MO3aJIEAKHOCTI MIAPO3AUIIB € (QyHKUIE crparerii gipmu. HaitHmkua
BOHA Y Myabmupunkosux QipM (KOXHHUI HAIIOHATBHUN MIAPO3ALT € CAaMOCTIHHOIO
OJIMHUIICIO), BHILA Yy MidCHApPOOHuX (OCKUIbBKM YCIHIX 3apyODKHOI AisUIBHOCTI
YaCTKOBO 3aJICKUTh BiJ HABUYOK, 1[0 MEPENar0Thesl 3 0a30BO1 KpaiHM), I BUINA B
2nodanvuux (MparHeHHs €KOHOMII Ha MICLIE3HAXOJKEHHI Ta 3a PaxyHOK KpHUBOI
JOCBITy TIPU3BOAUTH JO PO3BUTKY TJI00QIBHOI BIITBOPIOBAIBLHOI MEPEXKi, i€ O6arato
BU/IIB JISTTLHOCTI B3a€EMO3AJIC)KH1) 1 HAalBUIA B mpancHayionaabhux GipM (BUCOKUIMA
CTYMiHb KOJEKTUBHOIO MPUUHSATTS PII€Hb, OCKUIBKM BOHU POOJIATH HArojoc Ha
OaraToBeKTOpHIM mepemadi 0a30BUX 3HaHb). lle y cBOIO uepry BU3HAYae pPiBEHb
BUTpaT Ha KOHTPOJb, SKI MOXHA BH3HAYUTH K OOCSAT dYacy, IO WOro KepiBHA
BEpXiBKa Ma€ MPHUCBATUTA MOHITOPUHTY Ta OI[IHIOBAaHHIO PE3yJbTATIB MisUIBHOCTI
miapo3auTiB. UM BHUINMKA CTYHiHB ABO3HAYHOCTI PE3YIbTATIB, TUM OLIBIIEC Yacy Mae
BUTPATUTH MEHEI>)KMEHT.

Tabmums 5.1.
B3aeMo3asie:KHICTh, IBO3HAYHICTH Pe3yJIbTATIB I BATPAT HA KOHTPOJIb Il
YOTUPHOX MIKHAPOJAHMX CTpaTeriii 6izHecy

Crparerin B3aemo3anexHnicTb JABo3HAYHICTH Burparu Ha
pe3yJabTaTiB KOHTPOJIb
MyJIbTUpUHKOBA Husbka Husbka Husbki
MixxHapoiHa [TomipHa ITomipHa [TomipHi
I'moGanpHa Bucoka Bucoka Bucoxki
TpaHCHa]_[iOHa_]]BHa Jly>xe BUCOKa Jyxe BHCOKa Jy>xe BUCOKI
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4. Synthesis: Strategy and Structure. Basing on the aspects of organizational
structure (vertical differentiation, horizontal differentiation, integration, control
systems) and four international business strategies (multidomestic, international,
global, and transnational strategies), we can synthesize the issues of strategies,
structure and control systems (see Table 5.2):

Table 5.2
A Synthesis of Strategy, Structure, and Control Systems
Structure and Strategy
Controls Multodomestic International Global Transnational
Vertical Decentralized Core competency | Some centralized | Mixed centralized
differentiation centralized; rest and decentralized
decentralized

Horizontal Worldwide area Worldwide Worldwide Informal matrix
differentiation structure product division product division
Need for Low Moderate High Very high
coordination
Integrating None Few Many Very many
mechanisms
Performance Low Moderate High Very high
ambiguity
Need for Low Moderate High Very high
cultural controls

1. Multidomestic Firms. Firms pursuing a multidomestic strategy focus on local
responsiveness. They tend to operate with worldwide area structures, within which
operating decisions are decentralized to functionally self-contained foreign
subsidiaries. The need for coordination between subunits (areas) is low, so
multidomestic firms operate with few interarea integrating mechanisms, either formal
or informal. The lack of interdependence implies that the level of performance
ambiguity in multidomestic concerns is low, as (by extension) are the costs of
control. Thus headquarters can manage foreign operations by relying primarily on
output and bureaucratic controls and a policy of management by exception. The need
for cultural controls is low. Were it not for the fact that these firms are unable to
profit from the realization of location and experience curve economies, or from the
transfer of core competencies, their organizational simplicity would make this a very
attractive strategy.
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4. CuHre3 crparerii i CTPYKTypH y MixkHapoaHoMmy Oi3Heci. Buxoasun 3
aCTeKTIB OpraHi3aliifHoi CTPYKTYpH (BepTUKajbHa AudepeHiiialis, ropu3oHTalIbHA
CUCTEMHU KOHTPOJIO) Ta YOTHUPbOX CTparerii

nudepeHiianis,
MIKHAPOIHOTO

1HTerpanisa 1
013HECy

(MyJBTUPUHKOBA,

MDKHApO/IHA,

riio0anpHa 154

TpaHCHAIlIOHAJIbHA), MOXKHA CUHTE3YBaTH MUTAHHS CTpaTerii, CTPyYKTypU Ta CUCTEM
KOHTpoO (maba. 5.2):

Tabnuys 5.2.
CuHrte3 cTparerii, CTPYKTYPH Ta CHCTEM KOHTPOJIIO
Crpykrypa i Crpareris
KOHTPOJIb Mynbsmupunxosa Mixcnapoona I'nobanvna Tpaucunayionanvna
Beprtukanbna HenentpainizoBana | LlenrpanizoBani Hesiki cTpykTtypu | 3MiliaHa
nudepeHiianis 0a30Bi 3HAHHS; JEIeHTPATI30BaHi | AeleHTpai3aiis i
BCE 1HIIIE - [EHTPAITI3aIlis
JICLICHTPAJII30BaHe
l'opusoHTansHa | ApeanbHa ToBapuuii mogin | ToBapuuit moxin | Hedopmansua
JeIeHTpami3alis | CTpyKTypa y y CBITOBOMY y CBITOBOMY MaTpHLIS
CBITOBOMY Macmradi Mmaciraoi
Macmraoi
[Totpeba B Husbka [TomipHa Bucoka Jly>xe BUCOKa
KOOpIUHAIIi1
[aTerpyroui Komamx Maro barato Hyxe 6arato
MeXaHI3MHU
JIBO3HAYHICTH Husbka [TomipHa Bucoka Jly>xe BUCOKa
pe3yJIbTaTiB
[ToTpeba B Hwuspka [Tomipua Bucoxka Jyxe Bucoka
KYJIBTypHOMY
KOHTPOJ1

1. Myasmupunkogi ¢ipmu 30cepeKyl0Th yBary Ha 3aJ0OBOJICHHI MICI[€BOTO
nonuty. BoHu, sk mpaBmiio, ONepyroTh 31 CBITOBUMH apeajbHUMH CTPYKTYpPaMH, Y
MEXKaxX SKUX TPUUHATTSA OINEPATHBHUX PIMICHb JENEryeThes (QYHKIIOHATBHO
CaMOOKYMHHMM 3aKOpAOHHUM Qurisim. [ToTpeba B koopauHaiii MiX HIIPO3ALIaMUA
(reputopisiMH) HHU3bKa, TOMY MYJIbTHPUHKOBI (ipMH OINEPYIOTH 3 KiUJIbKOMA
MDKTEPUTOPIAIbHUMHM ~ IHTCTPYIOUMMHU  MexaHi3MaMH,  (GopMaJIbHUMH  abo
HeopManbHUMU. BiCyTHICTh B3aEMO3aJIeKHOCTI O3HAYa€E, 0 PIBEHb JBO3ZHAYHOCTI
pE3yNbTaTIB Y MyJbTUPUHKOBUX (DipMax HU3BKHIA, K 1 BUTPATH HA KOHTPOJIh. OTXKe,
MEHE/DKepU B IITA0-KBApPTUPl MOXKYTh YIPABIATH 3apyOLKHHMH OIEpallisiMH,
JIOKJIa/IAl0UMCh TIEPIl 332 BCE HA KOHTPOJIb 33 pe3yJibTaTaMU Ta Ha OIOPOKPATUUHHIMA
KOHTPOJIb, a TAaKoX, fK BHHATOK, Ha TMOMTHKY MeHemxMeHTy. [loTpeba B
KyJIbTYPHOMY KOHTPOJI He3HauHa. SkOu Taki (ipMu MOTJIM BUTPATH BiJ peami3artii
€KOHOMIi Ha MiCIIe3HaXO/KEHHI Ta 3a paxXyHOK KpHBOi JOCBiZy abo Bia mepemaui
0a30BUX 3HaHb, IXHS OpraHi3aliifHa MpPocTOTa 3podmia O ILI0 CTpaTeriio IyXe
npUBadJIUBOIO.
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2. International Firms. Firms pursuing an international strategy attempt to
create value by transferring core competencies from home to foreign subunits. If they
are diverse, as most of them are, these firms operate with a worldwide product
division structure. Headquarters typically maintains centralized control over the
source of the firm’s core competency, which is most typically found in the R&D
and/or marketing functions of the firm. All other operating decisions are
decentralized within the firm to national operations (which in diverse firms report to
worldwide product divisions). The need for coordination is moderate in such firms,
reflecting the need to transfer core competencies. The relatively low level of
interdependence that results translates into a relatively low level of performance
ambiguity. Thus these firms can generally get by with output and bureaucratic
controls.

3. Global Firms. Firms pursuing a global strategy focus on the realization of
location and experience curve economies. If they are diverse, as most of them are,
these firms operate with a worldwide product division structure. To coordinate the
firm’s globally dispersed web of value-creation activities, headquarters typically
maintains ultimate control over most operating decisions. In general global firms are
more centralized than most multinational enterprises. Reflecting the great need for
coordination of the various stages of the firms’ globally dispersed value chains, the
need for integration in these firms also is high. Thus these firms tend to operate with
an array of formal and informal integrating mechanisms. The resulting
interdependencies can lead to significant performance ambiguities. As a result, in
addition to output and bureaucratic controls, global firms tend to stress cultural
controls. On average the organization of global firms is more complex than that of
multidomestic and transnational firms.

4. Transnational Firms. Firms pursuing a transnational strategy focus on the
simultaneous attainment of location and experience curve economies, local
responsiveness, and global learning (the multidirectional transfer of core
competencies). These firms tend to operate with matrix-type structures in which both
product divisions and areas have significant influence. The needs to coordinate a
globally dispersed value chain and to transfer core competencies create pressures for
centralizing some operating decisions (particularly production and R&D). At the
same time, the need to be locally responsive creates pressures for decentralizing other
operating decisions to national operations (particularly marketing). Consequently
these firms tend to mix relatively high degrees of centralization for some operating
decisions with relative high degrees of decentralization for other operating decisions.
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2. Misicnapooni ¢pipmu naMararoTbCs CTBOPIOBATH IIHHICTD, Mepealoun 0a30Bi
3HAHHS BiJ BITYM3HSHUX 1O 3apyODKHHMX PHHKIB. 3a pO30ODKHOCTI YMOB (SIK II€
HalyacTiiie OyBa€) Ha [IUX PUHKaX Taki PipMu ONEpyIOTh 13 CTPYKTYPOIO TOBAPHOTO
noauty |y cBitoBomy Macmrali. IlltaG-xkBapTupa mnepeBaKHO MIATPUMYE
[EHTpaIi30BaHUN KOHTPOJIb 3a JKepeaoM 0a30BUX 3HaHb (PipMH, IO HaMyacTilie
CIIOCTEPITAEThCA Y (PYHKIISIX HAYKOBO-IOCTITHUIIBKOT MiSUTBHOCTI 1/a00 MapKeTHHTY.
Bci inm1i onepaTtuBHI pillieHHsS] MPUUMAIOTHCS ACIEHTPATi30BaHO B Mekax (pipmu i1
JieJIeroBaH1 HalllOHAJIbHUM MiApo3AiiaM (siki B 1uBepcudikoBaHuX (pipmax 3BITYIOTh
nepej TOBapHUMU MiJIPO3JIJIaMH CBITOBOro macimTady). Ilorpeba B koopauHaiii y
Takux (pipMax momipHa, MO BimoOpakae HEOOXITHICTH Tepeaadi 0a30BHX 3HAHb.
BigHoCHO HU3BKUN PIBEHb B3a€EMO3AJICKHOCTI MPU3BOAUTH JO MOMIPHOTO CTYTICHS
JIBO3HAYHOCTI pe3ynbrariB. OTxe, Taki GipMu 3arajioM MOXKYTb OOIATHCS KOHTPOJIEM
3a pe3yJbTaTaMH Ta OIOPOKPATUIHUM KOHTPOJIEM.

3. TInobanvni ¢hipmu 30CepelKYyIOTbCS Ha peaiizailii eKOHOMil Ha
MICIIE3HAaXOPKEHHI Ta 32 PaXyHOK KpUBOi AOCBiAYy. SAKmio i ¢GipMd MalwTh pi3HE
CHpsSMYyBaHHS, 5K 11e HaifuacTiie OyBae, TO BOHH ONEPYIOTh 3 TOBAPHOIO CTPYKTYPOIO
cBitoBoro macirady. o6 ckoopavHyBaTd MOWIMpPEHY B rio0aibHOMY MaciiTadl
MEpPEXY CTBOPEHHS I[IHHOCTEH, MTab-KBapTUpa 3a3BHYail MIATPUMYE KIHUEBUN
KOHTPOJIb 32 OCHOBHOIO MAacOIO OINEPATHUBHUX PIIICHb. 3arajoM To0aiabHi (ipMu
ORI IEHTPaI30BaHi, HIXK OaraToHaIllOHAJbHI MiANpHEMCTBA. BuCOKO B 1UX
dbipMax € i morpeba B iHTErpailii, U0 CBIAYUTH MPO HEOOXITHICTh KOOPAMHYBAHHS
PI3HHX JIJAHOK PO3IMOPOIIEHUX y CBITOBOMY MaciiTabi JaHITIOKKIB IiHHOCTEH. OTXKe,
robanbHl  GipMU  TEPEeBaXHO OMEpPYHOTh 3 OarathMa (OPMAIBHUMH  Ta
He(OpPMAIBHUMH MeEXaHI3MaMH 1HTerpaiii. B3aemo3anexHicTh, sika BUHUKAE TIPU
IIbOMY, MO€ MPU3BOJUTU JIO BEJIMKOI TBO3ZHAYHOCTI pe3yJbTaTiB. Tomy, Ha Aoaady
JI0 KOHTPOJIIO 32 pe3yJIbTaTaMu Ta OIOPOKPATUYHOI'O KOHTPOJIIO, II100albHi (ipMU, K
OpaBWJIO, POOJIATH HArojoC Ha KyJbTYPHOMY KOHTpPOJi. 3arajioM Oprasizauis
rnobanbHUX  (QipM  CKIaAHIIIAa  Big  opraHizamii = MyJIbTHPUHKOBUX  Ta
TpaHCHAIIOHAIbHUX KOMITaHiH.

4. Tpancnauyionanvni ¢hipmu 30CEpeKYIOThCS HAa OJHOYACHOMY JOCSTHEHHI
€KOHOMIT Ha MICIE3HAXO/)KEHHI Ta 3a PaXxyHOK KpHBOi JOCBIAY, Ha 3aJ0BOJICHHI
MICIIEBOTO TIOTIUTY 1 Ha ri100aJlbHOMY HaBUYaHHI (OaraToBEKTOPHIN mepeaadi 0a30BUX
3HaHb). {1 ipmu 3a3BHUail ONepyrOTh 13 CTPYKTypaMHd MATPUUYHOTO THITY, B SIKUX
3HAQYHUH BIUTMB MalOTh TOBapHI miapo3ainu i tepurtopii. [lotpeba B xoopauHamii
PO3IOPOIICHOT0 Y CBITOBOMY MacIiTa0l JIAHITIO)KKA IIIHHOCTEH Ta mepeaadi 6a30BUX
3HaHb BUKJIMKA€ HEOOXIMHICTh Yy NEHTpali3allii MpoIecy MNPUHHATTS IeIKUX
OTEepaTUBHUX pillleHb (30KpeMa y cdepl BUPOOHHMIITBA Ta HAYKOBO-IOCIITHUIIKOT
nisibHOCT1). BogHouac moTpeba B pearyBaHHI Ha MICHEBHM IONMUT BUMArae
JeUeHTpaizalli npouecy NpUHHATTS pIllIeHb Ta JeJIETyBaHHS HOro HalllOHAJbHUM
nigpo3aiiaM (e ocoOMBO cTOCyeThbesa cepu Mapkerunry). Tomy Taki (ipmu, sk
[IPaBUJIO, MOEJHYIOTh JIOCUTh BUCOKMM pIBEHb LEHTpami3auli OPUIAHATTS JIEIKUX
OTNIEPAaTUBHUX PIIIEHb 3 JOCUTh BHUCOKHUM CTYIEHEM JeleHTpati3aiii 1HIIuX
OMEpPaTUBHUX PIIICHb.
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The need for coordination is particularly high in transnational firms. This is
reflected in the use of a wide array of formal and informal integrating mechanisms,
including formal matrix structures and informal management networks. The high
level of interdependence of subunits implied by such integration can result in
significant performance ambiguities, which raise the costs of control. To reduce
these, in addition to output and bureaucratic controls, transnational firms need to
cultivate cultural controls.

So, for a firm to achieve high performance it is necessary to “fit” between
strategy and structure. For a firm to succeed, two conditions must be fulfilled: 1) the
firm’s strategy must be consistent with the environment in which the firm operates; 2)
the firm’s organizational structure and control systems must be consistent with its
strategy.
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[loTpeba B KoopIuHAIll OCOOJMBO 3HA4YHA y TpaHCHauioHambHUX ¢ipM. Lle
BUPAKAETHCS y BUKOPHUCTAHHI LIJIOTO KOMIUIEKCY (popMalbHUX Ta HehOpMaabHHUX
MEXaHI3MIB  1HTerpaiii, 30kpemMa (OpMaJbHUX MaATPUYHUX CTPYKTYyp Ta
He(opManbHOI Mepexi yrpaBiliHHS. BUCOKHUIA piBEHb B3a€MO3JICKHOCTI MiAPO3ALTIB,
CIIPUYMHEHUM TaKOK IHTETpalli€lo, MOXE MPU3BOJUTH A0 BEIUKOi JBO3HAYHOCTI
pe3ynbTaTiB, U0 30UIbIIyE€ BUTPATH HA KOHTPOJIb. 331l 3MEHIICHHS IUX BUTPAT
TpaHCHAIIOHAIBHI (IpMH, KpIM KOHTPOJIIO 3a pe3yjbTaTaMH Ta OHPOKPATUYHOTO
KOHTPOJIIO, MAIOTh BIPOBAKYBATH 11I€ ¥ KYJIbTYpPHUI KOHTPOJIb.

Takum 4YuHOM, [JIsi JOCATHEHHS BHUCOKHMX peE3yJbTaTiB (ipMa IOBHHHA
“yB’s13yBaTh’’ CTPATETIIO 31 CBOEIO CTPYKTYporo. Dipma, sika Xoue TOMOTTUCS YCITIXY,
Ma€e BHUKOHAaTH JBI yMOBH: 1) ctpareria (ipMu MyCUTh Yy3rOJDKYyBaTHUCS 3
CEpelIOBHUIIEM, Y IKOMY BOHA Jii€; 2) opraHizailiiiHa CTPYKTypa i CHCTEMH KOHTPOJIIO
(1pMU MYCATh Y3rOJLKYBAaTHCS 3 i CTpATETIE0.
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GLOSSARY

Bureaucratic control (bropoxkpamuunuii koumpons) - is control through a system of
rules and procedures that direct the actions of subunits. The most important
bureaucratic controls in subunits within multinational firms are budgets and capital
spending rules.

Centralization (IJenmpanizayis) - the concentration of control of an activity or
organization under a single authority.

Control systems (Cucmemu xommponwo) are the systems top management uses to
direct and control subunits.

Cultural controls (Kyzemypuuii xouwmpoaw) - achieving control by persuading
subordinates to identify with the norms and value systems of the organization (self-
control).

Decentralization (deuenmpanizauis) - the movement of departments of a large
organization away from a single administrative center to other locations.

A functional organization structure (@yukyionanvno-opeanizayitina cmpykmypa) 1S
a hierarchical organization structure wherein people are grouped as per their area of
specialization.

Global matrix structure (Inobarona mampuuna cmpykmypa) - horizontal
differentiation proceeds along two dimensions: product divisions and areas.

Horizontal differentiation (I'opuzonmanvua ougpepenyiayis) - the division of an
organization into subunits (e.g., into functions, divisions, or subsidiaries)

Integrating mechanisms (Mexanismu inmeepayii) - mechanisms for achieving
coordination between subunits within an organization.

Integration (/mmezpayis) refers to the body of mechanisms that coordinate and
integrate the subunits.

Management networks (Mepesica ynpaeninns) - a system of informal contacts
between managers within an enterprise.

Organization culture (Opeanizayivina xyremypa) - a common set of norms and
values; that is, that the firm’s culture override differing subunit orientations.
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Output controls (Koumponws 3a pezyremamamu) - achieving control by setting goals
for subordinates, expressing these goals in terms of objective criteria, and then
judging performance by a subordinate’s ability to meet these goals.

Performance ambiguity (/{soznaunocmi pesynrsmamie) - occurs when the causes of
good or bad performance are not clearly identifiable.

Personal control (Ocobucmuii konmponw) - is control by personal contact with
subordinates.

Vertical differentiation (Bepmukanvua oupepenyiayis) - the distribution of decision-
making authority within a hierarchy (i.e., centralized versus decentralized).

Worldwide area structure (Apeanvna (mepumopianvua) cmpykmypa y c8imosomy
macwmabi) - organizational structure under which the world is divided into areas.

Worldwide product division structure (Jueizionanvho-npooykmosa cmpykmypa y

ceimosomy macwma6bi) - organizational structure based on product divisions that
have worldwide responsibility.
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Topic 6. International Business Operations

1. Improving Exporting Performance

2. Strategy, Manufacturing and Materials Management
3. Sourcing Decisions

4. Coordinating the Global Manufacturing System

1. Improving Exporting Performance. It is evident that exporting is not an
activity just for large multinational enterprises; many small firms have benefited
significantly from exporting activities. All the evidence suggests the volume of
export activity in the world economy, by firms of all sizes, is likely to increase in the
foreseeable future. One reason for this is that exporting has become easier over the
years. The gradual decline in trade barriers under the umbrella of WTO, along with
regional economic agreements such as the European Union and the North American
Free Trade Agreement, have significantly increased export opportunities. At the same
time the advent of modern communications and transportation technologies have
alleviated the logistical problems associated with exporting.

Nevertheless exporting remains a difficult challenge for many firms. Whereas
large multinational enterprises have long been conversant with the steps that must be
taken to export successfully, smaller enterprises can find the process intimidating.
However, there are a number of ways in which inexperienced exporters can gain
information about foreign market opportunities and avoid some common pitfalls that
tend to discourage and frustrate neophyte exporters. In addition a firm can reduce the
risks associated with exporting if it is careful about its choice of exporting strategy.
Here a few guidelines can help firms to improve their odds of success:

1) collection of information on potential foreign markets (Departments of
Commerce, Chambers of Commerce and Industry, another public agencies in the
field of foreign trade);

2) utilizing export management companies who act as the export marketing
department or international department for their client firms;

3) initially focusing on one market, or a handful of markets. The idea here is to
learn about what is required to succeed in those markets, before moving on to other
markets. In contrast the firm that enters many different markets at once runs the risk
of spreading its limited management resources too thinly;

4) entering a foreign market on a small scale to reduce risks;

5) adding additional product lines once the exporting operation starts to become
successful;

6) building strong and enduring relationships with local distributors and/or
customers;

7) hiring locals to promote the firm’s products;
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Tema 6. MizknapoaHi 0i3Hec-onepamii

1. BnockoHaneHHs1 eKCIOPTHOT IsUTbHOCTI1

2. Ctpareris, BUpOOHUIITBO Ta YIPABIIIHHS MaTepialaMu
3. Bubip mxepen nocrayaHHs

4. KoopauHyBaHHSI CUCTEMU CBITOBOI'O BUPOOHUIITBA

1. BaockoHa/ieHHsI eKCHOPTHOI AifibHOCTI. O4YeBUIHO, MO EKCIOPT — I
JUSJIBHICTh HE TUIBKHM BEJIMKUX, OaraTOHAI[IOHAJIBHUX IMIJANPUEMCTB; 0arato Majlux
¢bipM ICTOTHO BUTpaJId BiJ] MPUOYTKOBUX MOKIMBOCTEH €KCMOPTY. 3a MPOTHO3aMH,
00cAr eKCIIOPTHO MISITLHOCTI (ipM pi3HU MacHITabiB y CBITOBIM €KOHOMIIl, HMOBIPHO
3pocTatuMe y HalOmmxdoMy MaiOyTHpoMmy. OgHa 3 HOPUYMH — Ta, L0 MPOIEC
ekciopty chopoctuBcs. IlocTtynmoBe mociaOneHHsT TOPTroOBENbHUX Oap’epiB  Mif
nporekuiero BTO, mopsia 3 perioHaJibHUMU €KOHOMIYHUMHU yroJiaMH, TakuMu sik €C
ta €ABT, 3Ha4uHO 301UIBIIMIN MOKJIMBOCTI eKCHOpTy. BomHouac mosiBa cydacHUX
3ac001B KOMYHIKAIIll 1 TPAHCIIOPTHUX TEXHOJIOT1M CIPOCTHIIM JIOTICTUYHI TTPOOIeMH,
OB’ s13aH1 3 €KCIIOPTOM.

[ Bce k excropT 3anuiaeTbes s 6ararbox ¢ipm npobdiemoro. Tosl K BeauKi
TpaHCHAIIOHAJIbHI MIAMPUEMCTBA BXKE TPUBAJIUN Yac 3HAMOMI 3 eTaraMu YCHIITHOTO
IpoLIECy €KCHOPTY, JJI MaJIUX KOMIMAHIN Leld Mponec MOXKE BUSBUTUCS CKJIAJIHHUM.
Onnak, HEIOCBIUEHI EKCIOPTEepU MOXKYTh PIZHHUMH CIOCO0aMU  odepaicamu
iHhopmayito TIPO MOMKIJIMBOCTI 1HO3EMHOTO PUHKY Ta YHUKHYTH JESIKUX THUIIOBHX
npo0iem, 1o 3a3BHyail 30€HTEKYIOTh 1 BIUIIKYIOTh MovarkiBiiB. Kpim Toro, dipma
MO’K€ 3MEHIIUTH, IMOB'S3aHUNA 3 EKCHOPTOM PHU3UK, 0OEpPEKHO MOCTABUBILKCH IO
BUOOpY cmpamezii excnopmy. lllancn Ha ycmiX JOMOMOXYTH 30UTBIIUTH JESIKi
KEp1BHI PUHIINIIN:

1) 30ip iHdpopmamii mpo moTeHMHiMHI 3apyOikHI punku (B JlemaprameHTtax
toprieii, Toproso-IIpomucioBux Ilanatax, IHIIMX YpSAOOBUX YCTaHOBax y cdepi
30BHIIIHBOT TOPTiBIIi);

2) KOpPUCTYBaHHS MOCIyraMH KOMIAHIA YIpaBiIiHHS €KCIOPTOM, SIKI AIIOTH B
iHTEepecax CBOiX (IPM-KIIEHTIB Yy poOdl BIAAUTY EKCHOPTHOIO MAapKETUHTY abo
MDKHApOIHOTO BIIJILTY;

3) mepBUHHE 30CEPE/KEHHSI yBard Ha OJHOMY PUHKY a00 OJHIM CYKyMHOCTI
punkiB. CyTh mojsrac B ojepxkaHHl iHGopmMallii, HEoOXITHOI Js YCIIIIHOI
TISITBHOCTI HA IIUX PHHKA J0 MOMEHTY BUXOJy Ha iHII puHKU. Dipma, 10 BUXOAUTH
Ha OaraTo pUHKIB OJIHOYACHO PHU3UKYE HAATO PO3MOPOIIMTH CBOi OOMEXKEHI
YIPABIIHCHKI PECYPCH;

4) BXOJKEHHS Ha 3apyODKHUNA PHUHOK Y HEBEIMKUX MacmTabax 3ajyis
3MEHILEHHS PU3HKY;

5) CTBOPEHHSI JOJATKOBUX TOBAPHUX PSAIB 3@ YCIIIIHOIO OYATKY €KCIIOPTHUX
omeparrii;

6) po30ymoBa CTaOLIBHUX 1 TPUBAJIMX CTOCYHKIB 3  MICUEBUMH
JUCTpUO’I0TOpamMu 1/a00 MOKYIISMU;

/) HaliM MICLIEBUX areHTIB 3 MUTaHb CTUMYJIIOBAHHS NPOJaxXy ToBapiB (ipMu;
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8) using countertrade when exporting to a country whose currency is not freely
convertible and who may lack the foreign exchange reserves required to purchase the
imports.

9) using a third party in the case of lack of trust between exporters and importers
—normally a reputable bank (letter of credit, draft, bill of lading).

A letter of credit is issued by a bank at the request of an importer. It states the
bank promises to pay a beneficiary, normally the exporter, on presentation of
documents specified in the letter.

A draft is the instrument normally used in international commerce to effect
payment. It is an order written by exporter instructing an importer, or an importer’s
agent, to pay a specified amount of money at a specified time. Drafts are either sight
drafts or time drafts. Time drafts are negotiable instruments.

A bill of lading is issued to the exporter by the common carrier transporting the
merchandise. It serves as a receipt, contract, and a document of title.

2. Strategy, Manufacturing and Materials Management. The manufacturing
and materials management functions of an international firm have a number of
Important strategic objectives:

1) to lower costs;

2) to increase product quality (by eliminating defective products from both the
supply chain and the manufacturing process);

3) to accommodate demands for local responsiveness;

4) to respond quickly to shifts in customer demand (ability to respond to
consumer needs in a more timely manner by ensuring that products arrive just when
they are needed, and not too late or too soon).

Improved quality control reduces costs in three ways:

1) productivity increases, because time is not wasted manufacturing poor-quality
products that cannot be sold. This saving leads to a direct reduction in unit costs;

2) increased product quality means lower rework and scrap costs;

3) greater product quality means lower warranty and rework costs.

The effect is to lower the costs of value creation by reducing both manufacturing
and service costs. The main management technique that companies are utilizing to
boost their product quality is total quality management (TQM). TQM is a
management philosophy that takes as its central focus the need to improve the quality
of a company’s products and services.

For the firm that considers international production to be a feasible option, a
number of factors must be considered:

1) country factors (differences between countries political economy, culture,
relative factor costs, formal and informal trade barriers, rules and regulations
regarding foreign direct investment, expected future movements in its currency’s
exchange rate);
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8) BUKOpHCTAaHHS 3YCMpIiuHOi MOp2iéni 3a €KCIOPTYBAaHHS 1O KpaiH, 10 He
MaloTh BIIbHOKOHBEPTOBAHOI BATIOTH 1, MOXKIIMBO, BIAUYBalOTh Opak HEOOX1IHUX AJIs
3aKyMiBJIl IMIIOPTY BaJIOTHUX PE3EPBIB.

9) 3BepHEHHS JI0 TPEThOI CTOPOHH Y BHUIAIKY OpaKy JOBIPH MiX €KCIIOPTEPOM
Ta IMIOPTEPOM — TEPEBAKHO aBTOPUTETHOro OaHKy (aKpeauTUB, TpaTTa,
KOHOCaMEHT).

AKpedumug BUTYCKAEThCA OaHKOM Ha BHUMOTrY iMmoprepa. Y HbOMY
3a3HAYa€ThCs, IO OaHK pO3paxoOBYeThCA 3 OeHedimiapoM (SK TMpaBWiIo, I
€KCIIOpTep) MO Mpe’ IBJICHHIO 3raJJaHuX B aKPEJAUTHUBI JOKYMEHTIB.

Tpamma — 1ie 3aci0, SKUM 3a3BUYail KOPUCTYIOTHCS B MIKHAPOJHIA TOPTIBII
JUIsl po3paxyHkKiB. Lle Bummcane ekCrmopTepoM JOPYUEHHS IMIIOPTEPOBi, abo #oro
areHToOBl, CIJIATUTH TIEBHY CyMy Tpolled y Bu3HaueHuil uac. Tpartu OyBaroTh
CTpOKOB1 a00 Ha npen’ siBHUKA. CTPOKOB1 TPAaTTH — L€ 3aCO0M IUIATEXKY, SIKI MOXKYTh
00roBOPIOBATUCS CTOPOHAMM.

Konocamenm  BUIYCKA€eTbCS  3BUYANHUM  NEPEBI3HUKOM  TOBapiB I
excrioptrepa. Bid € po3nuckoro, yrojor Ta J0KYMEHTOM 13 BJIIaCHOIO Ha3BOIO.

2. Crpareriss, BHPOOHMUTBO Ta YyHpaBJiHHA Marepiagamu. DyHKuIi
BUPOOHUIITBA Ta YIIPaBJIIHHSA MarepialaMd B MDKHApPOAHINA (ipMi MiAIOpsIKOBaHI
JOCATHCHHIO OCHOBHMX CTpaTeriyHuX Iiiei: 1) smenwenns eumpam; 2) nioguujerns
sakocmi npodykyii (10 A0CITAEThCS YCYBaHHSAM OpakOBaHUX MPOJYKTIB 3 JIAHITIOXKKA
NOCTa4aHHsS Ta 3 BUPOOHUYOIrO MpOIECYy); 3) npucmocosy8ants eupoOHUYmMea ma
ynpaeninus mamepiaramu 00 ocobausocmetl micyegoeo nonumy; 4) weuoke
peazy8anHs GUPOOHUYMBA Mma YNPAGIIHHA Mamepiaiamu Ha 3MIiHU 6 Honumi
cnoxxcusayie (37aTHICTh BYACHO pearyBaTH HAa MOTPEOM CIOXKMBAYIB, MOCTAYAIOUU
MPOJIYKIIIO camMe TO/1, KOJIM BOHA MOTPiOHA, @ HE MI3HIIIE YU PAHILIE).

[locuneHHsT KOHTPOJIO 3a SKICTIO 3MEHIIy€e BHUTpPaTH TPbOMa CIIOCOOAMM:
1) 3pocTa€ TPOAYKTHBHICTb, OCKUJIbKM HE BHUTPAYa€TbCs Yac HA BHUIYCK
HU3bKOSKICHOI TMPOAYKIIii, Ky HEMOXKIIUBO MpoJaTH. Taka eKOHOMisl MPU3BOIUTH JI0
OpsIMOTO CKOPOYEHHSI BUTPAT Ha OJUHUIIO0 MNPOAYKLIi; 2) MIJBUILEHHS SKOCTI
OPOYKIIi O3HAYA€ 3MEHILIEHHS 00CATy BiIXO/IB Ta MOBTOPHOTO BUKOHAHHS pOOOTH;
3) BUIIA SIKICTh MPOAYKIIT O3HaYa€ 3MEHIICHHS] BUTpAT HA TapaHTyBaHHS SKOCTI Ta
Ha MOBTOPHE BUKOHAHHS PoOOTH. OTXeE, BaAPTICTh CTBOPEHHS I[IHHOCTI 3MEHIIY€ETHCS
3aBJSIKA 3MEHILIEHHSM BUTpPAT Ha BUPOOHMIITBO Ta Ha OOCIYroByBaHHA. [ 0JIOBHOIO
METOJUKOIO YIPABIiHHS, SIKOIO KOPHUCTYIOTHCS KOMITaHIl JUIS IiJBHINCHHS SKOCTI
CBOET TPOAYKIlli, € momanvhuit koumpoav axocmi (TKS). Ile - dinocodis
yIPaBIIiHHS, B IIEHTP1 yBaru skoi rnepedyBae motpeda BIOCKOHAIUTH SIKICTh BUPOOIB
1 TOCITyT KOMITaHii.

®ipmi, MO PO3rJISAAE MOXKIMBICTD BUPOOHMIITBA 3a KOPAOHOM, HEOOXI1THO
BpaxyBaTH KUIbKa 0a30BUX YMHHUKIB:

1) nauionanvmi yunnuku (Pi3HUIS y TONITHYHIA EKOHOMIi, KYyJBTYpI,
BITHOCHUX (DaKTOpHUX 3arparax, (opmalibHi W HepopManbHI TOProBi Oap’epw,
npaBuiia i PEeryJasTUBHI HOPMHU IIOAO MPSIMHUX 3aKOPAOHHHMX 1HBECTHUIIH, OUIKyBaHI
KOJIMBaHHS OOMIHHOTO KypCy BaJllOTU KpaiHH);
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2) technological factors include the following three characteristics of a
manufacturing technology:

a) the level of fixed costs. The fixed costs of setting up a manufacturing plant are
so high that a firm must serve the world market from a single location or from a very
few locations. A relatively low level of fixed costs can make it economical to perform
a particular activity in several locations at once. Some advantages of this are: that the
firm can better accommodate demands for local responsiveness; the firm avoid the
risks of becoming too dependent on one location (what is particularly risky in a world
floating exchange rates);

b) minimum efficient scale — the levell of output at which most plant-level scale
economies are exhausted. This is the scale of output a plant must operate to realize all
major plant-level scale economies;

c) flexible manufacturing technology (lean production) - covers a range of
manufacturing technologies that are designed to (1) reduce set-up times for complex
equipment, (2) increase the utilization of individual machines through better
scheduling, and (3) improve quality control at all stages of the manufacturing
process. Its adoption may increase efficiency and lower unit costs relative to what can
be achieved by the mass production of a standardized output;

3) product factors include location decisions which are affected by two product
features:

1) value-to-weight ratio because of its influence on transportation costs. Most
products that are expensive and do not weigh very much — with high value-to-weight
ratios (electronic components, pharmaceuticals) feasible to manufacture in the
optimal location and to serve the world market from there. Products with low value-
to-weight ratios - inexpensive products that weigh a lot (refined sugar, certain bulk
chemicals, paints, and petroleum products) feasible to manufacture in multiple
locations close to major markets to reduce transportation costs.

2) the product ability to serve universal needs, needs that are the same all over
the world. Examples include many industrial products (e.g., industrial electronics,
steel, bulk chemicals) and modern consumer products (e.g., handheld calculators and
personal computers). Since there are few national differences in consumer taste and
preference for such products, the need for local responsiveness is reduced. This
Increases the attractiveness of concentrating manufacturing at an optimal location.

There are two basic strategies for locating manufacturing facilities:
1) concentrating them in the optimal location and serving the world market from
there; 2) decentralizing them in various regional or national locations that are close to
major markets.
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2) mexHON02iuHi YUHHUKU 3BOIATHCS JIO 3-X XapaKTEPUCTHK BUPOOHUYOI
TEXHOJIOTII:

a) pigenwv ikcosanux eumpam. BUCOKi BUTpaTH HA CIIOPYIKEHHS BUPOOHUYOTO
HiJIPUEMCTBA 3MYIIYIOTh (pipMy OOCIYroBYyBaTH CBITOBHM PHUHOK 3 €IMHOTO MICUS
a00 3 OOMEXEeHOro 4ucia Micllb. BITHOCHO HM3BKHMH iXHIM pIBEHb BUIIPABIOBYE
TUSITBHICTh B KUTBKOX MICIIEBOCTSIX OJIHOYACHO, IO JIa€ TaKi MEpeBaru: MOXKJIUBICTh
Kpalie MpPUCTOCYBaTUCS IO MICIIEBUX OCOOJIMBOCTEW; YHUKHEHHS 3aJI€KHOCTI Bij
€MHOTO MicCIlsl BUPOOHMIITBA (HEOE3MEYHOI y CEpEeJOBHIN TUIABAIOYMX BaFOTHUX
KypCiB);

0) MinimanbHUuti eexmuHull macuimabd - 00CST BHPOOHUIITBA, 3a SKOTO
E€KOHOMISl 3a paxyHOK MacmTabiB OIIbIIOCTI MiANPUEMCTB BHUYEPIYE CBOi
MoJuBOCTI. Ile oOcar BupoOHMIITBA, SKUA Mae MIATPUMYBATH 3aBOA, 100
peami3yBaTh BCl HAWOUIbIII MOXJIMBOCTI €KOHOMIi 3a paxXyHOK MacmTaliB
BUPOOHHUIITBA,

8) eHYUKa MeXHOI02i 8UPOOHUYMEA (SHYUKe 8UPOOHUYMEB0) - OXOIUTIOE HU3KY
BUPOOHUYUX TEXHOJIOTH, NMpu3HaYeHuX is: (1) 3MeHIIeHHs 3aTpaT yacy Ha MOHTaX
KOMIUIEKCHOT'O YCTaTKyBaHHS, (2) TOCHJCHOTO BHKOPHUCTAHHS OKPEMHX MaAIHH
3aBJISKH KpaIloMy IUTAHYBaHHIO po0OTH; (3) MOKpaIIEeHHsS SKOCTI KOHTPOJIIO Ha BCIX
eTanax Ipolecy BUPOOHHITBA. IXHE BIPOBAIKEHHS MOKE IiABUIIUTH e(DeKTUBHICTD
1 3MCHIIMTH BUTPATH HA OJWHUINIO TMPOAYKII TPUOJIM3HO 10 PIBHA, KUK
JOCSITa€ThC MACOBUM BUPOOHUIITBOM CTaHAAPTU30BAHOI MPOAYKIIIT;

3) uuHHUKU nPOOYKMY - 3BOJATHCS 10 NPUAHATTSA PIMICHHS IIMOJ0 MICIS
BUPOOHMUIITBA, HA SIKE BIUTMBAIOTH JIB1 XapaKTEPUCTUKU MTPOIYKTY:

1) cnisgionowenns sapmocmi Ui 6azu npPoOyKmy, 10 MA€ BaroMuil BIJIUB Ha
TPAHCHOPTHI BUTpPATH. DBIUIbIIICTh BAapTICHUX 1 JETKUX MPOAYKTIB (€IEKTPOHHI
KOMITIOHEHTH, (hapMaleBTHYHI MpernapaTd) AOUUIBHO BHUPOOJSATH B ONTHUMAJIBbHIN
MICIIEBOCTI 1 3BIATH OOCIyrOBYBaTH CBITOBUM puHOK. Hemopori 1 Baxki (O4UIIEHUN
IyKOp, OKpeMi BHJM XIMIYHUX pe4oBHH, (papbu Ta HaPTONPOAYKTH) AOLIIHHO
BUPOOJIATH y 0araTh0X MICIEBOCTSAX NMOOIU3Y HAMTOJIOBHIIIKUX PUHKIB - 1I€ CKOPOUYE
TPaHCHOPTH1 BUTPATH);

2) 30ammuicmb NpoOyKkmy 00CIye08ysamu  YHieepcaibHi nompedu, TOOTO
noTpebu, OaHAKOBI B ycboMy CBiTi. Jlo HHMX Hajexarh 0araro IPOMHUCIOBUX
NPOAYKTIB (HANpHKIAJ, IPOMHUCIOBA EJICKTPOHIKA, CTajlb, HACUITHI XIMIiYHI
PEYOBHMHU), a TaKOXX CydYacHI CIHOXHBYI TOBapu (CKaXiMO, KHIIEHBKOBI
KaJIbKYJIAITOPH Ta TEpCOHAIbHI KOMIT t0TepHu). OCKUIbKM HAIllOHAJIBbHI BIJAMIHHOCTI
CMakiB Ta ymno/00aHb CIOXWBa4iB MO0 TaKUX MPOJYKTIB HEUUCIICHHI, MOTpeda B
NPUCTOCYBaHHI /IO MICIIEBUX YMOB 3MeHIIyeTbesa. lle mocumroe mpuBaOIMBICTH
KOHIICHTpAIIli BUPOOHUIITBA B ONITUMAJILHOMY MICIIi.

IcnytoTh 1B1 0a30B1 cmpamezii po3miuieHHA GUPOOHUUUX NOMYHCHOCHIEN:
1) 30cepedoicenns ix 6 onmumanvHoMy micyi Ta 0OCIyTOBYBaHHS 3BIATH CBITOBOTO
PUHKY; 2) Oeyenmpanizayis iX 3a pi3HUMHU perionamu abo KpaiHaMu, HaOJIMKECHUMHU
710 HaWOIBIINX PUHKIB.
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Concentration of manufacturing makes most sense when: 1) differences
between countries in factor costs, political economy, and culture have a substantial
impact on the costs of manufacturing in various countries; 2) trade barriers are low;
3) important exchange rates are expected to remain relatively stable; 4) the
production technology has high fixed costs, a high minimum efficient scale, or a
flexible manufacturing technology exists; 5) the product’s value-to-weight ratio is
high; 6) the product serves universal needs.

Decentralization of manufacturing is appropriate when: 1) differences between
countries in factor costs, political economy, and culture do not have a substantial
impact on the costs of manufacturing in various countries; 2) trade barriers are high;
3) volatility in important exchange rates is expected; 4) the production technology
has low fixed costs, low minimum efficient scale, and flexible manufacturing
technology is not available; 5) the product’s value-to-weight ratio is low; 6) the
product does not serve universal needs (that is, significant differences in consumer
tastes and preferences exist between nations).

In practice location decisions are seldom clear cut. For example, it is not unusual
for differences in factor costs, technological factors, and product factors to point to-
ward concentrated manufacturing while at the same time a combination of trade
barriers and volatile exchange rates points toward decentralized manufacturing. This
is probably the case in the world automobile industry.

3. Sourcing Decisions. International businesses also face sourcing decisions,
decisions about whether they should make or buy the component parts that go into
their final product. That is, should the firm vertically integrate into the manufacture
of its own component parts, or 2) should buy them from independent suppliers.

The advantages of make. The arguments that support making component parts
in-house - vertical integration - are fourfold:

1) lower costs. It may pay a firm to continue manufacturing a product or
component part in-house if the firm is more efficient at that production activity than
any other enterprise;

2) facilitating specialized investments. When substantial investments in
specialized assets are required to manufacture a component, the firm will prefer to
make the component internally rather than contract it out to a supplier.

3) proprietary product technology protection. Proprietary product technology is
technology unique to a firm. If it enables the firm to produce a product containing
superior features, proprietary technology can give the firm competitive advantage.
Thus, to maintain control over its technology, the firm might prefer to make such
component parts in-house.
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Konyenmpayis eupobnuymea BumnpaBlaHa, sKIo: 1) BIAMIHHOCTI MIX
(dhaKkTOpHUMU 3aTpaTaMu, MOTITHKO-CKOHOMIYHUMH CUCTEMaMU Ta KyJIbTYpPOIO PiI3HUX
KpaiH MaloTh 3HAYHUWA BIUIMB HA BUPOOHMYI BUTpPATH B 1LUX KpaiHax;
2) TOproBi 0Oap’epw HU3BKI; 3) KypCH OCHOBHHX BaJIIOT 3aJHMIIAIOTHCS BIIHOCHO
cTtabuibHMMM; 4)  TEXHOJIOTiss BHUpPOOHMIITBA BHUMarae (HIKCOBAaHUX BUTpAT,
MiHIMaJIbHUNA €()EeKTUBHUN MaciTad BUPOOHUIITBA MAa€ BHUCOKUH MOKa3HUK ab0 Xk
HasBHA THY4YKa TEXHOJOTis BHUPOOHUIITBA; 5) CHIBBIIHOIICHHS ‘‘BapTICTh-IiHA™
MPOAYKIIi Ma€ BUCOKUM MOKA3HUK; 6) TPOIYKT OOCIYTrOBY€ yHIBEpCaJbHI OTPEOHU.

Jleyenmpanizayis eupobHuymea JIOIIIbHA, SKIO: 1) BIAMIHHOCTI MiX
dbakTOpHUMHU 3aTpaTaMu, MOJITHKO-€KOHOMIYHUMH CHCTEMaMH Ta KyJIbTypaMu
PI3HHX KpaiH HE CHPAaBIAIOTH ICTOTHOTO BIUIMBY Ha BapTICTh BUPOOHMIITBA B IIUX
KpaiHax; 2) TOproi 0ap’€pu BUCOKI; 3) OUIKY€ThCS HECTAOUTBHICTh KypCiB OCHOBHUX
BaJIOT; 4) TEXHOJOrid BHPOOHMIITBA BUMAara€e 3HAYHUX (PIKCOBAHMX BUTpAT,
MiHIMATbHUNM €(EeKTUBHUN MacimTad Mae€ HU3BKAW TIOKA3HWK, BIJACYTHS THYYKa
TEXHOJIOT1 BUPOOHUIITBA; D) MOKA3HUK CIIBBIIHOIICHHS “‘BapTiCTh-Bara” HU3bKUM;
6) npoayKT He 00CIyroBy€e yHIBepcalbHUX MOTPeO (TOOTO B pI3HUX KpaiHaX ICHYIOTh
3HA4YHI BIIMIHHOCTI MK CMaKaMU Ta YNOJ00aHHSIMHU CIIOKUBAYIB).

Ha mnpakTuiii pimieHHS MO0 pO3TallyBaHHS HE TaK-TO JIETKO MPHUHHSATH.
Hanpuxknaz, BiiMiHHOCTI MK ()aKTOPHUMHM 3aTpaTaMu, TEXHOJIOTIYHUMHA YNHHUKAMU
Ta YMHHUKAMHU TMPOJYKTY YacTO CBIIYaTh Ha KOPUCTh KOHIIEHTpAaIlli BUPOOHMIITBA,
TOA1 SIK KOMOIHAIlisl TOProBUX Oap’€piB Ta HECTAOUIBHICTh KYpPCIB OOMIHY CXHUJISIOTH
n0 jgerneHTpamiszamii  BupoOHHMITBA. lle, sSK mpaBWIO, CIOCTEPITA€ThCS B
aBTOMOOUTBHIN 1HIYCTPIT CBITY.

3. Bubip nxepen nocrauanns. [lepen Mi>kHapoaHuMH (GipMaMu 4acTO MOCTAE
npo0sema JKepen MocTayaHHs - BOHU MarOTh BUPIIIUTH, GUPOOIAMU YU KYNysamu iM
KOMIUJIEKTYIOUl YaCTUHU I CBO€I KiHIEBOI npoaykuii. [Ipy npoMy BOHHM MaroTh
o0OpaTu 3 ABOX BapiaHTIB: 1) BEpTUKAIBHO IHTETPYBATHCS AJI1 BUPOOHHUIITBA BIACHUX
KOMIUIEKTYIOUMX YaCTHUH, CTBOPUTH MiANPUEMCTBO AJIA iXHbOI'O BUPOOHMIITBA YU
2) KyIyBaTH iX y HE3aJIC)KHUX MOCTa4YaIbHUKIB.

Ilepesacu enacnozo eupoonuymea. Ha xopucth BUPOOHUIITBA KOMIIOHEHTIB Y
MeKa KOMIaH1i — BEpTUKAILHO 1HTerpallii — CBiiuaTh 4OTUPH (HaKTOPHU:

1) s3menwenns eumpam. @ipMi BHUTIIHO TPOJOBXKYBATH BHYTPIIIHE
BUPOOHUIITBO MPOIYKTY a00 KOMIUIEKTYIOUOI YACTHUHH, SKIIO BOHA BHUPOOJISIE IO
MPOAYKITiI0 €(pEKTUBHIIIE 1HIITUX ITiAIPHEMCTB;

2) nonecuienHs ineecmysans y cneyianizogani akmueu. Komu mis BUpoOHUIITBA
KOMITOHEHTa MOTPiOHI 3HAYHI 1HBECTHUIIIi y CIeliaii3oBaHl aKTHBH, (ipMa MIBUAIIC
BUpOOJIAITUME L€ KOMIOHEHT BJIAaCHUMHM CHJIaMH, HDK JopydyaTUMe Horo
NOCTAYaJIbHUKAM.

3) 3axucm namenmoganoi mexnonozii supoonuymea. IlaTeHTOBaHA TEXHOJIOTIS
BUPOOHUIITBA - 1€ YHIKaJbHA TEXHOJIOTiA (pipMu. SIKI0 BOHA Ja€ 3MOTY BUPOOIATH
IPOIYKIIIO 3 SIKUMHUCh YHIKaJIbHUMU BIACTUBOCTSIMU, - (pipMa OJE€pKy€e KOHKYPEHTHY
nepesary. Tomy, 11100 30eperTu KOHTPOJIb 3a CBOEIO TEXHOJIOTIE0, (pipMa, OUEBUTHO,
BUPOOJISATUME TaKi KOMIUIEKTYIOY1 YaCTUHU BJIOMA.
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4) improved scheduling. For international businesses that source worldwide,
scheduling problems can be exacerbated by the time and distance between the firm
and its suppliers.

The advantages of buy. Buying component parts from independent suppliers
gives the firm:

1) strategic flexibility, switching orders between suppliers as circumstances
dictate. This is particularly important in the international context, where changes in
exchange rates and trade barriers can alter the attractiveness of supply sources over
time. One year Hong Kong might be the lowest-cost source for a particular
component, and the next year Mexico may be;

2) lower costs. The firm that sources from independent suppliers has fewer
subunits to control;

3) capture more orders from the suppliers home country (offsets). For example,
representatives of the U.S. government have repeatedly urged Japanese automobile
companies to purchase more component parts from U.S. suppliers to partially offset
the large volume of automobile exports from Japan to the United States.

4. Coordinating the Global Manufacturing System. Materials management,
which encompasses logistics, embraces the activities necessary to get materials to a
manufacturing facility, through the manufacturing process, and out through a
distribution system to the end user. The twin objectives of materials management are
to achieve this at the lowest possible cost and in a way that best serves customer
needs, thereby lowering the costs of value creation and helping the firm establish a
competitive advantage through superior customer service.

The key principles are:

1) the power of just-in-time. Pioneered by Japanese firms during the 1950s and
60s, just-in-time inventory systems now play a major role in most manufacturing
firms. The basic philosophy behind just-in-time (JIT) systems is to economize on
inventory holding costs by having materials arrive at a manufacturing plant just in
time to enter the production process, and not before. The major cost saving comes
from speeding up inventory turnover; this reduces inventory holding costs, such as
warehousing and storage costs. In addition to the cost benefits, JIT systems can also
help firms improve product quality. Under a JIT system, parts enter the
manufacturing process immediately; they are not warehoused. This allows defective
inputs to be spotted right away. The drawback of a JIT system is that it leaves a firm
without a buffer stock of inventory (during shortages brought about by disruption
among suppliers or sudden increases in demand);
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4) cnpowenns niamysanus cymixcHux npoyecis. Jljisi MikHapoaHUX (BipMm, sKi
PO3MIIIYIOTH BUPOOHHUI omeparlii y MacmTadax cBiTy, mpo0ieMa IUIaHyBaHHS MOXKe
YCKJIQJHIOBATUCS YacCOBUMU 1 MPOCTOPOBUMHU Oap’epamu MK (ipmoro T1a ii
NOCTaYaJIbHUKAMH.

Ilepesacu Kynieni KOMIUIEKTYIOUMX YacCTHH y HE3aJIEKHUX IMOCTAYaIbHUKIB
HOJIATAIOTh Y:

1) 30amuicmo 36epicamu eHyyKicmo, PO3MOAUISIOUN 3aMOBJICHHS MK CBOIMHU
NoCTavyajJbHUKAMH TakK, SIK 1bOr0 BUMaraioTh oOctaBuHH. Lle 0co0iMBO BaxJIMBO B
MDKHApOJHOMY MaciiTabi, Je¢ KOJMBaHHA OOMIHHMX KypcCiB 1 TOpromi Oap’epu
MOXXYTh BIUIMHYTH Ha MNpUBAOIUBICTh JKepen mnocTadanHs. OIHOTO pPOKy
HaAWJCIICBIINM JH)KEPEJIOM MTOCTauYaHHs TIEBHOTO KOMIOHEHTa MOKe OyTu ['OHKOHT, a
1HIIoro - Mexiko.

2) 3meHwenHs eumpam. Dipma, KOTpa KyMye€ KOMIUIEKTYIOUl YacCTUHU Y
HE3aJIe)KHOTO MOCTAYAIbHUKA MAa€ MEHIIE IMiIPO3UTIB, MIsIIBbHICTh SKHX HEOOXiTHO
KOHTPOJIIOBATH;

3) ooeporcanus 000amMKOBUX 3AMOBIEHb 8i0 KpaHu 0aA3y8aHHsI NOCMAYANbHUKIG
(ogpcemis). Hanpuknan, cuyx6oBui ypsgy CIIA HeoaHOpPa30BO CHOHYKAIH
AMOHCHKI aBTOMOO1UIbHI KOMIIaHIi 3aKyNOBYBAaTH OUIbIIE KOMIUIEKTYIOUUX YAaCTUH Y
Cnonyuenux I[ltarax, mo6 mpuHAlMHI YAaCTKOBO KOMIIEHCYBATH 3HAYHUN 0OCST
ekcropty aBToMoO111B 3 Anonii 1o CIIA.

4. KoopanHyBaHHfI CHCTeMH CBiTOBOIO BHMPOOHMUTBA. Ynpaeninus
mMamepianamu, MO MICTUTh B €001 J02icmuKky OXOIUIIOE OTepailii, HeOOXITHI s
NEepPEeMIIIeHHST MaTepialiB A0 BUPOOHUYOIO MIANMPUEMCTBA, MPOXOIKEHHS IX uepes
BUPOOHMYMN TMpOIEC Ta BUXOAY iX 4YEpe3 CUCTEMY pO3MOJAUTY JO KIHIIEBOTO
cnokuBada. JIBoicta MeTa ympaBliHHS MaTepiajlaMd BHMAarae JOCSITTH IbOTO 3
SIKOMOTa MEHIITUMH BUTpPaTaMH 1 B TaKUH CITOCiO, 1100 Kpalle 3a10BOJILHUTH MOTPeOr
CIOKMBAa4a, CKOPOTHBIINM TaKUM YWHOM BHTpPAaTH Ha CTBOPEHHS IIIHHOCTI W
gonoMirm  gipmi  3100yTHM  KOHKYPEHTHY II€peBary 3aBJAsKM  BIIMIHHOMY
00CIIyrOByBaHHIO TIOKYIIIIIB.

['0OBHUMHU TIPHHIMIIAMHU TYT €: 1) moacnusocmi cucmemu “came eéuacrno’.
3anouarkoBana B 1950-1960-1 pp. smoHcbkuMH ¢ipMaMH CHUCTeMa MaTepialbHUX
3amaciB “‘came uacno’’ ChOTOIHI BIAITPA€ BAXKIUBY POJb y OUIBIIOCTI BUPOOHHUMX
KoMmmaHiit. ®inocodis, mo JASKUTh B OCHOBI cucremu ‘‘came euacno” (JIT), -
EKOHOMIsl Ha BUTpATax Ha CKJIalyBaHHS 3aIaciB, 10 JOCITA€THCS 3aBISIKH TPUOYTTIO
MaTepiaiiB J0 MiAMPUEMCTBA CaM€ BYACHO J0 MOYATKy Mpollecy BUPOOHHUIITBA, 1 HE
panime. ToOTO 3aBASKH MPUCKOPEHHIO OOOPOTHOCTI  CKJIAJCHKHX  3allaciB
3MEHIIYIOThCSI TIOB’sI3aHI 3 MaTepiajlaMd BHUTpATH, TaKi, SK CKJIQJyBaHHS Ta
30epiranHs 3amaciB. Kpim mepeBar y 3meHmneHHI Butpar, cucrema JIT moxe
JOTIOMOTTH (ipMi MiJABULIUTH AKICTh mpoaykuii. 3a cuctemu JIT kommiekTyroui
YaCTHUHHU BOJSATH JI0 BUPOOHUYOTO TPOIECY HETAiHO, BOHW HE CKiIaayroThbes. lle
JI03BOJISIE€ OJIpa3y X BijcitoBaTu OpakoBaHi matepianu. Hemonikom cucremu JIT € Te,
10 BOHa 1030aBisie (ipMy OydepHOro 3amacy martepiaiiB (Ha BHIAJO0K HEpeOOiB y
IOCTaYaHHI YU MUTTEBOT'O 3POCTAHHS IOIHUTY);
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2) the role of organization. It answers the question, how best can the firm be
organized to achieve tight coordination of the various stages of the value-creation
process. Under a centralized solution most materials management decisions are made
at the corporate level, which can ensure efficiency and adherence to overall corporate
objectives. In large, complex organizations with many manufacturing plants,
however, a centralized materials management function may soon become overloaded
and unable to perform its task effectively. In such cases a decentralized solution is
needed. A decentralized solution delegates most materials management decisions to
the level of individual manufacturing plants within the firm, although corporate head-
quarters retains responsibility for overseeing the function. The great advantage of
decentralizing is that it allows plant-level materials management groups to develop
the knowledge and skills needed for interacting with foreign suppliers that are
important to their particular plant. This can lead to better decision making. The
disadvantage is that a lack of coordination between plants can result in less than
optimal global sourcing. It can also lead to duplication of materials management
efforts across plants. These disadvantages can be attenuated, however, if the firm has
information systems that enable headquarters to facilitate coordination of the various
plant-level materials management groups.

3) the role of information technology. By tracking component parts as they
make their way across the globe toward an assembly plant, information systems
enable a firm to optimize its production scheduling according to when components
are expected to arrive. By locating component parts in the supply chain precisely,
good information systems allow the firm to accelerate production when needed by
pulling key components out of the regular supply chain and having them air
expressed to the manufacturing plant.
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2) ponv opeanizayii. BoHa BiANOBijla€ HA MHUTaHHS, K HaWKpalie Moxe OyTH
oprasizoBana ¢ipma, 00 peTeNbHO KOOPAUHYBATH Pi3HI €Talu MpoIecy CTBOPEHHS
I[IHHOCTI. 3a yeHmpanizo8ano2o TOPSAKY OUIBIIICTh pillieHb Y cdepi ympaBiiHHS
MaTepiaJlaMi NpUUMA€EThCsl Ha KOPIOPATUBHOMY PiBHI, 1110 3a0e3neuye e(heKTUBHICTD
1 JOTpUMaHHS 3arajbHUX MUIeH Kopropaimii. OgHak, y BEJIMKUX KOMILIEKCHUX
opraizalisix 3 6araTbMa BUPOOHUYMMH MIAMPUEMCTBAMU IICHTpaTi30BaHa (PYHKIIIS
YIOPAaBIIHHS MaTepiaiaMi MOXKe OyTH TEepeBaHTaXKEHOI, a OTXE, BTpadyaTh CBOIO
e()eKTUBHICTh. ¥Y TaKu BUIAJKa HEOOXiaHA ACIeHTpati3alis. 3a deyenmpanizo8anozo
MOPSIAKY OUIBIIICTh PIIICHb MIOAO YIPAaBIIHHS MaTepiajlaMHu JIeJIeTyEThCS 0 PIBHS
OKpeMHUX BUPOOHHUYUX MIANPUEMCTB Yy CTPYKTypi (ipMu, Xo4ya KOpHOpaTHBHA
BEepXiBKa U 3amumiae 3a Cco0OK0 TPaBO HArSAY 3a 3AIMCHEHHSM QyHKIIII.
JlenienTpanizaifisi Ja€ BEIUKY IepeBary, O3BOJISIOYM TpynaM yMpaBIiHHS
MaTepiaJlaMi OKPEMHUX 3aBOJIIB PO3BMBATH BMIHHS i1 HABMYKH, HEOOX1/IHI y CHUJIBHIN
po0OOTI 3 IHO3EMHUMH NOCTaYaJIbHUKAMU, TAKUMHU BXJIMBUMHU JJIA iXH1 3aBoiB. Lle
COPUATUME ¥ MONIMNIICHHIO MPOLECY MPUUHATTA pimieHb. Henomik neneHTpamsanii
NoJIsSiTa€ 'y HENOCTATHIM KOOPJAMHAIIT AiSUTbHOCTI 3aBOJIIB, IO MOXE 3alIKOJAUTH
BUOOPY ONTHMAJIBHOTO JiKepesia mocTadanHs. KpiMm Toro, BoHa MOKe MPU3BECTH 10
NyOJIFOBaHHS 3yCWIb LIOAO0 YMPABIIHHSA MaTepiagaMu. Taki HEIONIKH yCYBalOThCS
iHpopMalitHUMK CcHUCTEMaMH, sIKI Jal0Th 3MOTY IITa0-KBapTUpaM KOOPJUHYBATH
JISITBHICTB PI3HM TPYN YIPABIIHHS MaTepiajlaMH Ha PiBHI OKPEMHX 3aBO/IIB.

3) poav ingpopmauitinoi mexnonozii. IIpoCTEKYIOUN NUISX KOMIUIEKTYIOUHX
YaCTHH 3 yChOTO CBITY JI0 KOHBEEpPA 3aBOJy, 1H(OpMAIliiHI CUCTEMHU TOTIOMAraroTh
¢bipmMi ONTUMI3YyBaTH IUIAHYBAaHHS BUPOOHUIITBA, MIPUCTOCYBABIIHA MOTO 10 MOMEHTY
HAJXOPKCHHSI KOMIUICKTYIOUMX YacTUH. BU3HAYEeHHS 3 BEJIMKOI TOYHICTIO MICIA
KOMITOHEHTIB Yy JIAQHITIOKKY TIIOCTAa4aHHS 3aB/SIKA JTOCKOHAIMM 1H(OpMaIiiHuM
cucTteMaM Jae 3Mory (ipMi NPUCKOPUTH MpOLEC BUPOOHUUTBA, MpU MNOTPeOI
BUJYyYalOUd 3 JIAHIIOKKA PETYJSIPHOTO TIOCTadaHHS KIFOYOBI KOMITOHEHTH 1
NEPEMILIYIOUH iX 10 3aBOJY.

92



GLOSSARY

Barter (bapmep) - the direct exchange of goods or services between two parties
without a cash transaction.

Bill of lading (Konocamenm) - a document issued to an exporter by a common carrier
transporting merchandise. It serves as a receipt, a contract, and a document of title.

Countertrade (3ycmpiuna mopeiens) - the trade of goods and services for other goods
and services.

A draft (Tpamma) is the instrument normally used in international commerce to
effect payment. It is an order written by exporter instructing an importer, or an
importer’s agent, to pay a specified amount of money at a specified time.

Fixed costs (@ixcosani sumpamu) - business costs, such as rent, that are constant
whatever the amount of goods produced.

Flexible manufacturing technologies (I'nyuxi mexnonocii  eupobnuymsa) -
manufacturing technologies designed to improve job scheduling, reduce setup time,
and improve quality control.

Just-in-time (JIT) (Cucmema “came suacno™) - logistics systems designed to deliver
parts to a production process as they are needed, not before.

Lean production systems (Cucmema enyukoco eupoonuymea) - flexible
manufacturing technologies pioneered at Toyota and now used in much of the
automobile industry. A systematic method for waste minimization within a
manufacturing system without sacrificing productivity

A letter of credit (Axkpeoumus) is issued by a bank at the request of an importer. It
states the bank promises to pay a beneficiary, normally the exporter, on presentation
of documents specified in the letter.

Logistics (Jlocicmuxa) - the commercial activity of transporting goods to customers.
Materials management (Vnpaesninus mamepianamu) - the planning and control of the
functions supporting the complete cycle (flow) of materials, and the associated flow

of information.

Minimum efficient scale (Minimanonuii epexmusnuii macuma6) — the levell of
output at which most plant-level scale economies are exhausted.
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Nonconvertible currency (Hexonsepmosana sanioma) - a currency is not convertible
when both residents and nonresidents are prohibited from converting their holdings of
that currency into another currency.

Offsets (Oghcem) - provisions to an import agreement, between an exporting foreign
company, or possibly a government acting as intermediary, and an importing public
entity, that oblige the exporter to undertake activities in order to satisfy a second
objective of the importing entity, distinct from the acquisition of the goods and/or
services that form the core transaction.

Total quality management (TQM) (momanvuuii xonmpons sikocmi - TKA) 1S a
management philosophy that takes as its central focus the need to improve the quality
of a company’s products and services.

Trade barriers (Topeosenvni 6ap epu) - a government imposed restriction on the free
international exchange of goods or services.

Value-to-weight ratio (Koegivicnm cnissionowenns sapmocmi i 6azu npooykmy) -
ratio which determines parts of the distribution network. A high value-to-weight ratio
means that the product is expensive and doesn’t weigh a lot so the cost to ship the
products is low.
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Topic 7. Marketing in International Business

1. Product Attributes

2. Distribution Strategy

3. Communication Strategy
4. Pricing Strategy

1. Product Attributes. A critical aspect of the marketing function is identifying
gaps in the market so that new products can be developed to fill those gaps. A
product can be viewed as a bundle of attributes. For example, the attributes that make
up a car include power, design, quality, performance, fuel consumption, and comfort;
the attributes of a hamburger include taste, texture, and size; a hotel’s attributes
include atmosphere, quality, comfort, and service. Products sell well when their
attributes match consumer needs (and when their prices are appropriate). A firm’s
ability to sell the same product worldwide is constrained by the following key factors:

1) cultural differences. Countries differ along a whole range of dimensions,
including social structure, language, religion, and education. These differences have
important implications for marketing strategy. The most important aspect of
countries’ cultural differences is probably the impact of tradition. Tradition is
particularly important in foodstuffs and beverages. For example, “hamburgers” do
not sell well in Islamic countries, where the consumption of ham is forbidden by
Islamic law. In particular, reflecting differences in traditional eating habits, the
Findus frozen food division of Nestlé, the Swiss food giant, markets fish cakes and
fish fingers in Great Britain, but beef bourguignon and cog au vin in France, and
vitello con funghi and braviola in Italy. In addition to its normal range of products,
Coca-Cola in Japan markets “Georgia,” a cold coffee in a can, and “Aquarius,” a
tonic drink, products that appeal to traditional Japanese tastes;

2) economic differences. Consumer behavior is influenced by the level of
economic development of a country. Firms based in highly developed countries such
as the United States tend to build a lot of extra performance attributes into their
products. These extra attributes are not usually demanded by consumers in less-
developed nations, where the preference is for more basic products. Thus cars sold in
less-developed nations typically lack many of the features found in the West, such as
air-conditioning, power steering, power windows, radios, and cassette players. At the
same time, for most consumer durables, product reliability may be a more important
attribute in less-developed nations, where such a purchase may account for a major
proportion of a consumer’s income, than it is in advanced nations.

95



Tema 7. MapkeTuHT y MizKHapoaHOMY Oi3Heci

1. XapakTepuCTUKH MPOTYKTY
2. Ctparerist po3noaity

3. Ctparerisi KOMyHIKaIlii

4. Ctpareris IHOYTBOPEHHS

1. XapakrepucTukH mnpoaykTy. BupimaneHumu acnekramu  QyHKIIT
MapKETUHTY MIXHApOAHOT (pipMH € BU3HAUEHHS HE3allOBHEHUX PUHKOBUX HIII Ta
pO3poOKa HOBUX MPOAYKTIB, II0 MAIOTh 3allOBHUTH iX. [IpoayKT MOXKHa ySBISTH K
KOMIUIEKC XapakTEepUCTHK. Hampuknan, XapakTepuUCTUKU aBTOMOOIIS MICTATH
MOTYXHICTh, IU3aifH, AKICTh, pOOOTY JBUTYHA, CIIOKMBAHHS MalMBa Ta KOMGOPT; A0
XapakTepUCTUK ramMOyprepa HajexaTb CMaK, CKJIaJOBI YaCTUHM Ta pPO3MIPH;
XapaKTepUCTHKU TOTeNto - Iie arMmocdepa, [KicTb, koMpopT 1 cepsic. [IpogykTu
KOPUCTYIOTBCSL TIONUTOM, SKIIO iXHI XapakTEPUCTHKU BIANOBIAAIOTH MOTpedam
CHOKMBayiB (1 AKIIO IIHM HAa HUX AOCTymH1). COpOMOXHICTh IPOJABATH OJHH 1 TOU
caMuil IPOJYKT y LIJIOMY CBITI OOMEKYETHCS HACTYITHUMH (paKTOpamu:

1) kyavmypui eiominnocmi. KpaiHu Bipi3HSAIOTBCSA 3a IIUIMM J1ialla30HOM
MOKa3HUKIB, TAaKWX, SK CoOIllaJbHAa CTPYKTypa, MOBa, BIPOCIOBIJaHHS Ta PIBECHb
ocBiTh. [Ii BIAMIHHOCTI MarOTh BaXJIWBE 3HAYCHHS MJIA CTpaTerii MapKeTHHTY.
HaiiBaxuBimmii acrmekT KyJdbTypHUX BIAMIHHOCTEH - 1I€, OYEBHUIHO, BIUIMB
Tpaauilid. Tpaauiiis Mae 0coOJIMBE 3HAUCHHS Y CIIOKHMBaHHI 1k1 Ta HamoiB. CkaxiMo,
ramMOyprepu He KOPUCTYIOTbCSI BEJIMKUM IMOMMTOM Y MYCYJIbMAaHCBKHX KpaiHax, Je
CIIO’KMBAHHS IIMHKU 3a00pOHSAETHCS 1cIaMOM. 30KpeMa, BPaxOBYIOUYH BIIMIHHOCTI Yy
TpaJMIIIHUX 3BUYKax XapuyBaHHs, “Findus”, miapo3min 3aMOpOKEHUX CTpaB
IBEHAPCHKOT0 TiraHTa Xap4oBoi npomucioBocTi “Nestlé”, npogae puOHI MUpPOTH Ta
pu6’sui miaBHukY y Benukiit bputanii, snoBudi BiIOMBHI i1 coqau vin (KypKa y BUHI)
y @pannii Ta vitello 3 rpubamu i1 6pasiony B Itamii. Ha nomauy no cBoro 3suuaitHoro
nepeniky crtpaB “Coca-Cola” B Sfnonii mpomnonye “Georgia” (XOJOJHY KaBy B
ongmanux 0aHkax) Ta “Aquarius” (TOHI3YHOUMI Hamiil), po3paxoBaHi Ha TPaauLIiHI
SITOHCBHKI CMaKH;

2) exonomiuni eiominnocmi. Crio)kMBYa MOBEIIHKA 3a3HA€ BIUIMBY 3 OOKY PiBHS
E€KOHOMIYHOI'O0 PO3BUTKY MEBHOI KpaiHu. DipMu, pO3MIIEHI Y BUCOKOPO3BUHYTHX
KpaiHax, Ttakux, sk Cnomyueni llltatu, sk mpaBmio, HaAarOTh CBOIM MPOAYKTaM
YUCJIEHHUX BHINYKAHUX XapaKTEpUCTUK. TaKWX XapaKTEpUCTUK TMEPEBaXXHO HE
noTpeOyroTh CIOXHUBa4Yl y KpaiHaX 3 HIDKYMM pIBHEM pPO3BUTKY, JI¢ TepeBara
HAJAE€ThCS TEpII 3a Bce HEOOXimHMM mnpoayktam. CkaxkiMo, aBTOMOOUT, IO
IPOJAIOThCS Y KpaiHaxX 3 HIDKYUM PIBHEM PO3BUTKY, SIK MPABUJIO, HE OCHAIIYIOTHCS
TUNIOBUMH JUIS KpaiH 3axoay aTpuOyTaMu, TaKUMH, SK KOHIUIIOHEPH TMOBITPS,
CNIEKTPOHHE YTPABIIHHS, €JIEKTPOHHE BIJKPUBAaHHS BIKOH Ta MarHiTO(QOHH.
HaniiiHicTe TOBapy TpHBaJIOro KOPHCTYBAHHS JJIA CIOXKMBAYlB KpaiH 3 HWKYHUM
PIBHEM PO3BUTKY MO>KE BUSBUTHCH BaXKJIMBILIO, OO HA 1I€¥ TOBap MpUIIaJa€e 3HAYHO
O1JIbIIIa YACTKA IXHBOT'O JI0XO/y, HIK Y CIIO’KMBAYIB 3 PO3BUHYTOI KPAiHU.
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3) product and technical standards. Differing product standards mandated by
governments can rule out mass production and marketing of a standardized product.
For example, Caterpillar, the U.S. construction equipment firm, manufactures
backhoe-loaders for all of Europe in Great Britain. These tractor-type machines have
a bucket in front and a digger at the back. Several special parts must be built into
backhoe-loaders that will be sold in Germany: a separate brake attached to the rear
axle, a special locking mechanism on the backhoe operating valve, specially
positioned valves in the steering system, and a lock on the bucket for traveling. These
extras account for 5 percent of the total cost of the product in Germany. Interestingly
enough, the European Union (EU) is trying to harmonize such divergent product
standards among its member-nations. If the EU is successful, the need to customize
products will be reduced, at least within the boundaries of the EU.

Differences in technical standards also constrain the globalization of markets.
Some of these differences result from idiosyncratic decisions made at particular
points in history, rather than government actions. Their long-term effects are
nonetheless profound. For example, not all countries use an electric voltage of 220 V,
a frequency of 50 Hz and sockets with cylindrical holes, some prefer 110 volts, a
frequency of 60 Hz and flat openings (Great Britain). 28% of countries have left-hand
traffic (mostly former British colonies and dependent territories), so it is more
convenient for them to put the steering wheel in the car on the right.

2. Distribution Strategy. A critical element of a firm’s marketing mix is its
distribution strategy, the means it chooses for delivering the product to the consumer.
The way the product is delivered is determined by the firm’s entry strategy. A Typical
Distribution System (Figure 7.1) consists of a channel that includes a wholesale
distributor and a retailer. If the firm manufactures its product in the particular
country, it can sell directly to the consumer, to the retailer, or to the wholesaler. The
same options are available to a firm that manufactures outside the country.
Alternatively this firm may decide to sell to an import agent, who then deals with the
wholesale distributor, the retailer, or the consumer.

The factors that determine the firm’s choice of channel include:

1) retail concentration. In some countries the retail system is very concentrated,
whereas in other countries it is fragmented. In a concentrated system, a few retailers
supply most of the market. A fragmented system is one in which there are many
retailers, no one of which has a major share of the market. In Germany, for example,
four retail chains control 65 percent of the market for food products. In neighboring
Italy retail distribution is fragmented, with no chain controlling more than 2 percent
of the market.
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3) cmanoapmu npodykmy u mexuiuni Hopmu. Pi3HI cTaHTapTH TPOAYKTY,
y3aKOHCHI ypSIOM, MOXYTh CIPUYUHSATH MacOBe BHPOOHHWIITBO W MapKETUHT
cTaHaaptuzoBaHoro npoaykty. Hampuknazn, “Caterpillar”, amepukanceka ¢ipma -
BUPOOHUK OY[1BEJIbHOTO 00JIaJHaHHs, BUpoOJiie y Benukiit bpuTtanii HaBaHTaxkyBaui
st Beiei €Bponu. LI MalmmMHU TpPakTOpPHOIO THUITY CIEpEAy OCHAIEHI KOBIIEM, a
33a1y - komadeM. /o komadiB, mo mpojaroThcs B HimeuuwHi, HEOOXITHO 0JaTH
KUIbKA CIICIIaIbHUX YaCTHUH: OKpeMi Talibma, 3aKkpiluieHI Ha 3aJHbOMY MOCTI,
CrieliaJIbHUN OJIOKYIOUHMI MPUCTPIM Ha omepaniifHOMy KJamaHi Koraya, CrHelialibHi
KJIalTaHW B CUCTEMI YIPaBIIHHS Ta MPUCTPiH, 1o OJ0Kye KiBII mia vac i3au. Ha mi
JOJaTKOB1 4YacTUHU Tpumnangae 5% BamoBoi BaprocTi mpoaykiii B Himeuunni. €C
HAMAraeThCsl y3rOJUTU TakKl PO301KHOCTI CTAaHAAPTIB MPOIYKIii KpaiH-y4aCHHUIIb.
Sxmo €C noMoxkeThes y Iiil crpasi ycmixy, moTpeda MpUCTOCYBAHHS MPOAYKTIB 110
MICIIEBUX PUHKIB OOMEXUThCS KopjioHaMu Coro3y.

[Tporec rmobanizarii puHKIB 0OMEKYIOTh BIIMIHHOCTI B TEXHIYHUX CTaHIAPTaX.
Jlesiki 3 1MX BIAMIHHOCTEH € HacilJIKaMu He Ol ypsany, a cyO’€KTUBHHUX pIIICHb,
NPUHHATUX y AAJIEKOMY MHHYJOMY, OJHAK iXHI JOBrOTPUBAJi HACIIIKH BCE-TaKH
JOCHUTh BiquyTHI. Hampukian, He yci KpaiHU BHKOPHUCTOBYIOTH €JIEKTPUYHUN CTPYM
Harpyrow y 220 B, yactotoro y 50 I't1 1 po3eTku 3 HUIIHAPUIHUMU OTBOPAMH, JESKI
HajawTh mnepeBary Hampy3i y 110 B, wactory y 60 I'm 1 miacki OTBOpH
(Benukobpuranist). 28% KpaiH MarOTh JIIBOCTOPOHHIM pyX aBTOMOOUTIB (IIE€peBaxHO
KOJIUIITHI OpUTAHCHKI KOJIOHIT Ta 3aJIe)KHI TEPUTOPIi), TOMY JUIsl HUX 3PYUHIIINM €
PO3MIIIIEHHSI KepMa B aBTOMOO1JT1 CTIpaBa.

2. Crpareris po3noainy. BaXiuBuM eJIeMEHTOM KOMIUIEKCY MapKETHUHTY
bipmu € ii cmpamezis po3nodiny, TOOTO 3aco0H, SIKUMHU BOHA KOPHUCTYETHCS IS
nocTayaHHs MPOAYKTY crokuBadeBi. Crocid mocTadaHHsS MPOAYKTY BU3HAYAETHCA
CTpaTeri€lo BXOKeHHs (ipMu Ha 3apyOLKHUNA PUHOK. Tunosa cucmema po3nooiny
(puc. 7.1) ckiamaeTbcs 3 KaHaly, J0 SIKOTO BXOIATh T'YPTOBHH TUCTpUOYTOp Ta
po3apiOHM KomepcaHT. BupoOmsitoun CBii NpOAYKT y MEBHIM KpaiHi, GpipmMa MOxke
npojiaBaTd HOro Oe3Mocepe/lHbO CIOKUBauyaM, pO3JAPIOHUM TOPTOBISIM  abo
rypTOBOMY KOMepcaHTOBI. Takumu >k 3aco0aMu MOKe CKOpUCTaTucCs U ¢ipma, 110
BUPOOJISIE TPOYKITIIO 32 MekaMu KpaiHu. Kpim Toro, 111 ¢ipmMa, MOXKJIUBO, BUPIIIUTH
OpoJaTH CBOI MPOAYKTH areHTy-IMIOpPTEpPOBi, KWW BIATaK MpoAaBaTUME iX
T'YpPTOBOMY JUCTPUOYTOPY, PO3APIOHOMY KOMEPCAHTOBI 00 CIIOKUBaYaM.

daxTopu, 1110 BU3HAYAIOTh BUOIp (HipMOIO KaHAITY PO3MOITY BKIIOYAIOTh:

1) Konuenmpauyin po3opionoi mepesnci. Y neskux KpaiHax Mepexa po3apiOHOT
TOPTiBIIl Jy’X€ CKOHIICHTPOBaHA, TOJAl1 SK B IHIIMX BOHAa Ma€ (PparMEeHTOBAHMIA
XxapakTep. Y  KOHIIGHTPOBaHIA CHCTEMI KiJTbKa PO3APIOHMX  KOMEPCAHTIB
3a0e3MeuyoTh OUIbITY 4YacTUHY puHKY. dDparmMeHTOBaHAa cucTteMa - Ta, B SIKIM i€
0arato po3JpiOHUX TOPTOBIIIB, )KOJHHUM 3 SKUX HE BOJOJIE€ HANOUIBIIOK YaCTKOIO
punky. Hanpuxnan, y HimeuyunHi 4oTupu po3apiOHI MeEpexi KOHTPOJIIOKTh 65%
PUHKY XapyoBHUX MNpOAYKTIB. Y cycigHiid Iramii mepexa po3apiOHOI TOprisii
(dparmeHTOBaHa, 1 )KOAHA 3 KOMIIAH1 HE KOHTPOJIIO€E OuibIe 2%.
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Figure 7.1. A Typical Distribution System

2) channel length refers to the number of intermediaries between the producer
(or manufacturer) and the consumer. If the producer sells directly to the consumer,
the channel is very short. If the producer sells through an import agent, a wholesaler,
and a retailer, a long channel exists. The choice of a short or long channel is primarily
a strategic decision for the producing firm. However, some countries have longer
distribution channels than others. The most important determinant of channel length
IS the degree to which the retail system is fragmented. Fragmented retail systems tend
to promote the growth of wholesalers to serve retailers, which lengthens channels. As
a result of such factors, countries with fragmented retail systems also tend to have
long channels of distribution. The classic example is Japan, where there are often two
or three layers of wholesalers between the firm and retail outlets. In contrast, in
countries such as Great Britain, Germany, and the United States where the retail
system is far more concentrated, channels are much shorter.

3) channel exclusivity. An exclusive distribution channel is one that is difficult
for outsiders to access. How exclusive a distribution system is varies between
countries. Japan’s system is often held up as an example of a very exclusive system.
In Japan relationships between manufacturers, wholesalers, and retailers often go
back decades. Many of these relationships are based on the understanding that
distributors will not carry the products of competing firms. In return the distributors
are guaranteed an attractive markup by the manufacturer. As many U.S. and
European manufacturers have learned, the close ties that result from this arrangement
can make access to the Japanese market very difficult.
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BupoOuuk y BupoOHnuk 3a
MEKaxX KpalHu MEXKaMU KpaiHu
AreHt-
iMmoprep
I'yproBuii ,
JTUCTPUOYTOP

Po3npiOuuit <
TUCTPUOYTOP

Kinuesnii
MOKYTICIIb

Puc. 7.1. Tunoea cucmema po3nooiny

2) Ooeéxcuna Kanaay - 1€ KUIbKICTb IIOCEPEIHUKIB MK BHPOOHHMKOM Ta
CHOKMBaueM. SIKII0 BUPOOHMK IMpOJiae TOBAp OE3MOCEPEHbO CIIOKMBAYEBI - KaHAT
Iy’K€ KOPOTKHUH. SIKIIO X BUPOOHHK TOPrye 4epe3 areHTa-iMrnoprepa, TypTOBOTO
TUCTpUOyTOpa Ta PO3APIOHOTO KOMEpCaHTa - Ma€ Miclie JOBruii kaHai. BuOip
KOPOTKOTO YM JIOBIOTO KaHaly €, SK MpaBWJIO, CTpaTeTiuHUM pilieHHsIM (ipmu-
BUpoOHMKa. 3 Apyroro OOKy, B JNESIKWX KpaiHax KaHAJM PO3MOAUTY MOBIII, HIX B
iHmMx. HaWBaknMWBIMIMM YMHHUKOM JIOBKMHH KaHAIy € CTYIiHb, J0 SKOTO
dbparMeHTOBaHO PO3ApiOHY cucTemMy. dparMeHTOBaHI CUCTEMHU PO3JAPIOHOI TOPTIBII
3a3BUYail  COPHUSIOTH 3POCTAHHIO KUIBKOCTI TypTOBHX JHUCTPUOYTOPIB, IIO
00CIIyrOBYIOTh PO3JAPIOHUX KOMEPCAHTIB, a 1€ MOJOBXKY€E KaHaIU PO3MOJLTY.
3aBASKA IIUM YWHHUKAM KpaiHu 3 (parMEeHTOBAaHUMHU CHCTEMaMu pO3apiOHOI
TOPTiBI, SIK MPaBHJIO, MAlOTh JOBI1 KaHaiuu po3nofuny. KiacuuHuM npukiagom e
Snonis, ne Mk QIpMOIO Ta MyHKTaMHU PO3APIOHOT TOPriBil YaCTO ICHYIOTh J1Ba-TPU
TYpTOBUX TMOCEpPEAHUKU. Y Takux KpaiHax, sk Benuka bpuranis, Himeuunna ta
Cnonydeni Illtatu, ne posapiOHa TOpriBisg HabaraTo KOHIIGHTPOBaHIIIA, KaHAIH
3HAYHO KOPOTIIII.

3) excknio3ugnicme Kanany. J|0 SKCKIIO3MBHOTO KaHATy PO3MOALTY Ba)KKO
MOTPAINUTH CTOPOHHIM KoMepcaHTaM. CTyIiHb €KCKIIO3UBHOCTI CUCTEMHU PO3TOILITY
B PI3HUX KpaiHaxX BIAPI3HAEThCSA. BHCOKMM cTymeHeM eKCKJIFO3MBHOCTI BijoMa
Snonis. TyT CTOCYHKM MDK BUPOOHHMKaMH, TYPTOBHKAMH Ta pO3APIOHUMHU
KOMEepcaHTaMu Cc(POpMyBalIUCh JECATKH pOKIB TOoMy. Hepigko 11 CTOCYHKH
TPYHTYIOTBCS Ha PO3yMIHHI TOTO, IO JUCTPUOYTOpU HE KYIyBaTUMYTh IMPOJYKIIi
(1pM-KOHKYpeHTIB. B 0OMIH Ha 1€ BUPOOHUK rapaHTy€ IUCTPUOYTOpaM YUMAIUN
npuOyTOK. SIK BUSIBUIO YMMAJIO aMEPUKAHCHKUX Ta €BPONEUCHKUX BUPOOHUKIB, TICHI
CTOCYHKH, MPOJUKTOBAHI TaKUM IMOPSAKOM, MOXYTh 3HAUHO YCKJIQTHUTH BHUIJ 0
ATIOHCHKOTO PUHKY.
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Since each intermediary in a channel adds its own markup to the products, there
Is generally a critical linkage between channel length, the final selling price, and the
firm’s profit margin. The longer a channel, the greater is the aggregate markup, and
the higher the price consumers are charged for the final product. Thus it makes sense
for an international business to use longer channels in countries where the retail
sector is fragmented and shorter channels in countries where the retail sector is
concentrated.

3. Communication Strategy. Another critical element in the marketing mix is
communicating the attributes of the product to prospective customers. A number of
communications channels are available to a firm; they include direct selling, sales
promotion, direct marketing, and advertising. A firm’s communications strategy is
partly defined by its choice of channel. Some firms rely primarily on direct selling,
others on point-of-sale promotions or direct marketing, others on mass advertising;
still others use several channels simultaneously to communicate their message to
prospective customers.

International communication occurs whenever a firm uses a marketing
message to sell its products in another country. The effectiveness of a firm’s
international communication can be jeopardized by three potentially critical
variables:

1) cultural barriers, which can make it difficult to communicate messages
across cultures. The best way for a firm to overcome cultural barriers is to develop
cross-cultural literacy. In addition it should employ some local input in developing its
marketing message; for example, it could use a local advertising agency.
Alternatively, if the firm uses direct selling rather than advertising to communicate its
message, it would be well advised to develop a local sales force whenever possible.
Cultural differences limit a firm’s ability to use the same marketing message the
world over. What works well in one country may be offensive in another;

2) source effects, which occur when the receiver of the message (the potential
consumer in this case) evaluates the message based on the status or image of the
sender. Source effects can be damaging for an international business when potential
consumers in a target country have a bias against foreign firms. Many international
businesses try to counter negative source effects by deemphasizing their foreign
origins. When British Petroleum acquired Mobil Oil’s extensive network of U.S. gas
stations, it changed its name to BP, thereby diverting attention away from the fact
that one of the biggest operators of gas stations in the United States is a British firm.
Source effects are not always negative; they can be positive. French wine, Italian
clothes, and German luxury cars benefit from nearly universal positive source effects.
Far from downplaying their national origins, in such cases it may pay a firm to
emphasize its foreign origins. In Japan, for example, there is currently a boom in
demand for high-quality foreign goods, particularly those from Europe. It has become
an index of chic to carry a Gucci handbag, sport a Rolex watch, drink expensive
French wine, and drive a BMW;
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OCKUIbKM KOXHMI YYaCHUK KaHaly IIparHe 3apoOMTH Ha MPOAYKTI, MIX
JOBXKMHOIO KaHaly, KIHIIEBOIO I[IHOIO MPOJaXy Ta YUCTHUM MNPUOYTKOM (ipMmu, 5K
IPaBUJIO, ICHY€E TICHUM 3B’A30K. UMM JTOBLIMI KaHaJl, TUM OUIbIIA CYKyITHA HallIHKA 1
TUM BHUIIA L1HA, Ky MAa€ CIUIATUTU CIOXMBa4y 3a KIHLEBUH mnpoaykr. Otxe,
MIDKHApOJIHIA (ipMi JOIIBHO CKOPHUCTATHUCA JOBTMMM KaHajaMu Yy KpaiHax 13
dbparMeHTOBaHUM CEKTOPOM PO3JIPIOHOT TOPTIBIII 1 KOPOTKUMH - Y KpaiHax, 1€ CEKTOP
PO3/Ip1OHOT TOPTiBIII CKOHIIEHTPOBAHMIA.

3. Crpareris komyHikauii. [lle ogauM BUpiIaIbHUM €JIEMEHTOM KOMILUICKCY
MapKeTHHIy € TIOBIJOMJIEHHS IIPO XapaKTePUCTHKH NPOAYKTY, aJpECOBAHE
NOTEHIITHUM  mokymisiM. DipmMa MOXKeE CKOpUCTAaTHCS OararbmMa KaHAJIaMH
KOMYHIKaIlil, B TOMY YHCII TIPSIMUM TPOJAKEM, CTUMYITIOBAHHIM MPOJAXKY, MPIMUM
MapKETUHIOM Ta peknamoro. CTpareris KOMyHIKaliil pipMH YaCTKOBO BU3HAYAETHCSA
il Bubopom kanamy. [leski ¢pipMu MOKIAAAIOTHCS MEPII 32 BCE HA MPAMUN MPOJAK,
1HII - HA CTUMYJIIOBaHHA 30yTy B MyHKTI MpOAaXKy a00 Ha MpSIMUNA MAPKETUHT, 1HIII
- Ha MACOBY peKJIaMy; IlI€ 1HIIl KOPUCTYIOThCS KIJIbKOMa KaHajlaMy OJJHOYACHO, 1100
nepeaaT CBOE 3BEPHEHHS /10 MOTEHIIMHUX MOKYMIIIB.

Mixycnapoona Komynikayia BIIOYBA€TbCS KOXHOrO pasy, Koiu (ipma
KOPHUCTY€ETHCS MAPKETUHTOBUM 3BEPHEHHSM JUJISl IPOJIaXy CBOIX MPOAYKTIB B 1HIIIN
Kkpaini. EdekTuBHOCTI MiXHApOAHOI KOMYHIKaIlli ¢ipMU MOXYTh 3aBaKATH TpPH
[IOTEHIIIHO BAXKJIMB1 3MIHHI:

1) Kyaemypui 6ap’cpu, sSKi MOXYTh YCKJIQJHIOBATH MPOIEC KOMYHIKallii B
pi3HHX KpaiHax. Haitkpammii crioci® mans ¢ipMu moaonaTH KyJdbTypHI O6ap’epu - 11e
HABYUTHUCS PO3YMITH I1HIIN KyJabTypu. KpiM TOro, BOHa Ma€ KOPUCTYBaTUCA
MICIIEBUMH pECypcaMu, TaKWMHU, SIK MICIEBI pEKJIaMHl areHTCTBa, 3 THUM 100
chopMyIIOBaTH CBOE MapKeTHHTOBe 3BepHeHHS. Dipma, ska s mepenadi CBOTO
3BEpHEHHSI KOPUCTYEThCS HE PEKIaMOI0, a MPSIMUM MPOAaKEM, MyCUTh HaiiMaTH Ha
poOoTy sikoMora Oinblie MicleBUX IpoAaBIiB. KynbTypHi BIAMIHHOCTI 0OMEXYIOTh
31aTHICTb (PIPMHU KOPUCTYBATHUCS OJHUM 1 TUM CAMUM MapKETUHIOBUM 3BEPHEHHSIM Y
BCIX KpaiHax cBiTy. Te, mo a00pe copaunbOBy€ B OJIHIM KpaiHi, B IHININ MOKe
BUKJIMKATU OOYpPEHHS,

2) eghexmu Oxcepena, 1O MAOTh MICIE TOMI, KOJU OJECP)KYBau 3BEPHCHHS
(MOTEHIIIHHUIA CTHOXXKKMBA4) OIIHIOE MOro, CHUpAOYUCh Ha cTaryc abdo IMIIK
BiAnpaBHuKa. EQekTu mrepena MoXyTh 3alIKOIUTH MI>XKHAPOIHOMY O013HECOBI, SKIIO
MOTEHITIMHI MTOKYIII B IIIbOBIM KpaiHi CTABIATHCS 10 1IHO3EMHHX (PipM YIIEpEIKEHO.
bararo mixHapogHux ¢ipM TparHe HEWTpali3yBaTH HeEraTwBHI e(eKTH mKepena,
3aMOBYYIOYH CBO€ iHO3eMHe MoxokeHHs. Komu “British Petroleum” mpun6ana
MIUPOKY MEpPEeXkKy aMEpPUKAHCHKUX aBTo3ampaBHUX cTaHIid ‘“Mobil Oil”, BoHa
3MIHWJIA CBOIO Ha3By Ha “BP”, BigBepTaroum yBary CrOXUBayiB BiJl TOr0 (pakTy, LIO
OJIMH 3 HalOUIbIIMX BIAacHUKIB 3ampaBHuX ctaHUid y CIIA - Opurtanceka dipma.
Edekru mxepena He 3aBXKIU € HeraTUBHUMU. DpaHIly3bKl BUHA, ITAIUCHKUN OJST Ta
HIMEIIbKI BHIIyKaHI aBTOMOOUIl BUTPAIOTh BiJ MaiKe MOBCIOJHUX TMO3UTUBHUX
edekTiB jpkepena. Y TakuxX BHUMaakax (ipmi, MOXJIMBO, BUT1IHO HArojOCHTH Ha
CBOEMY 1HO3EMHOMY MOXO/KEHHI,
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3) noise levels. Noise tends to reduce the probability of effective
communication. In this context noise refers to the amount of other messages
competing for a potential consumer’s attention, and this too varies across countries.
In highly developed countries such as the United States, noise from firms competing
for the attention of target consumers is extremely high. In contrast fewer firms vie for
the attention of prospective customers in developing countries, and the noise level is
lower.

The main decision with regard to communications strategy is the choice between
two following strategies:

1) a push strategy, which emphasizes personal selling rather than mass media
advertising in the promotional mix. Although very effective as a promotional tool,
personal selling requires intensive use of a sales force and is thus relatively costly.

2) a pull strategy, that depends more on mass media advertising to communicate
the marketing message to potential consumers.

Although some firms employ only a pull strategy and others only a push
strategy, still other firms combine direct selling with mass advertising to maximize
communication effectiveness. Factors that determine the relative attractiveness of
push and pull strategies include:

1) product type relative to consumer sophistication. A pull strategy is generally
favored by firms in consumer goods industries that are trying to sell to a large
segment of the market. For such firms mass communication has cost advantages, and
direct selling is rarely used. In contrast a push strategy is favored by firms that sell
industrial products or other complex products. One of the great strengths of direct
selling is that it allows the firm to educate potential consumers about the features of
the product. This may not be necessary in advanced nations where a complex product
has been in use for some time, where the product’s attributes are well understood, and
where consumers are sophisticated, However, customer education may be very
important when consumers have less sophistication toward the product, which can be
the case in developing nations, or in more advanced nations when a complex product
Is being introduced,;

2) channel length. The longer the distribution channel, the more intermediaries
there are that must be persuaded to carry the product for it to reach the consumer.
This can lead to inertia in the channel, which can make entry very difficult.
Moreover, using direct selling to push a product through many layers of a distribution
channel can be very expensive. In such circumstances a firm may try to pull its
product through the channels by using mass advertising to create consumer demand -
the theory being that once demand is created, intermediaries will feel obliged to carry
the product.
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3) pieni wymy. lllym 3a3Buuaii 3MeHIITye HMOBIPHICTh €(PEKTUBHOI KOMYHIKAIIii.
Illym - 1e CyKyNHICTh aJbTEPHATUBHUX 3BEpHEHb, IO KOHKYPYIOTh 3a yBary
NOTEHILIIITHOrO TMOKYIIsA, a HOro piBeHb Yy pI3HUX KpaiHax BIAPIZHAEThCA. Y
BUCOKOPO3BUHYTUX KpaiHax, TakuX, sk Cnomyueni IlrtaTu, mym HaI3BUYaiHO
IHTEHCMBHMM. 3a yBary NOTEHIIMHUX MOKYNUIB y KpaiHaX 3 HWXKYUM pPIBHEM
PO3BUTKY 3Maraetbcst MeHie GpipM, a TOMy piBEHb IIyMY HUKYHIA.

['omoBHUM pilIeHHSIM MIOAO CTpaTerii KOMyHIKalli € BUOIp MK TaKUMHU 2-Ma
CTpaTerisiMHU:

1) nowmoexoea cmpamezin, 3a SKOI aKIEHT Yy KOMIUIEKCI MapKETHHIY
poOUTHCS HE HAa peKJIaMyBaHHI IPOIYKTY B 3aco0ax MacoBoi iHdopmariii, a paamie Ha
METOA1 O0cOoOHMCTOro mpoaaxy. Xoda METOJI OCOOHCTOTO MpOoJaxy M IyxKe
e(eKTUBHUHN SIK 3HAPSAIAS MPOCYBAHHS, BiH MOTpPeOy€e IHTEHCUBHOTO KOPUCTYBaHHS
MOCJIyraMHy TOPrOBOIO MEPCOHAITY 1 KOIITYE BITHOCHO JOPOTrO;

2) mazoea cmpameczii, WO TPYHTYETbCA OUIbIIE HA pEeKJIaMi B Mac Mejia,
aIpeCcyrour MapKETHHIOBE 3BEPHEHHSI MOTCHIIIHUM MOKYTIIISIM.

Jesiki GipMU KOPUCTYIOTHCS JIMILE MOLITOBXOBOIO, 1HIII - BUKIOYHO TSATOBOIO
CTpaTeri€ro, a Iie 1HUI 3aaJs1 MakcuMi3alli e(peKTUBHOCTI 3BEPHEHHS MOEIHYIOThH
npsSMUM MPOJaX 13 MacoBOl0 pekiamoro. Jlo uunuukie 6ionocHoi npueabausocmi
MOIITOBXOBOI 1 TSATOBOI CTPATET1i HAJICKATh:

1) mun npooykmy ma noingpopmoeanicme cnoscueauis. Tarosiii crparerii B
OCHOBHOMY HaJalTh IepeBary (ipMu - BHUPOOHUKH CIIOKHMBUMX TOBapIB, SKi
IparHyTh IPOJATH CBIM TOBAp BEIMKOMY CETMEHTOBI pUHKY. J{Jis Takux (ipMm MacoBa
KOMYHIKaIlisl CIpUs€ 3MEHIICHHIO BUTPAT, 1 BOHU PIAKO KOPUCTYIOTHCS METOIOM
npsiMoro mpojaxy. [lomToBXoBy crpaTerito 00uparTh GipMu, sKi TPOJIAI0Th TOBApU
IPOMHUCIIOBOTO TIPU3HAYEHHS a00 1HIII MPOIYKTU KOMIUIEKCHOTO Xapakrepy. [Ipsmuii
npojax JAo03Boyiie  (ipMi  1HPOPMYBaTH  MOTEHIIMHUX  CIIOXKHUBA4lB  IPO
XapaKTePUCTUKHU MPOAYKTY. BiH MOXe BUSBUTHCS 3aiiBUM y PO3BHUHYTHX KpaiHax, e
KOMIUIEKCHUM TIPOAYKTOM YK€ TMEBHUU Yac KOPUCTYBAIUCA, J€ XapaKTEPUCTUKH
OpOAYKTY AoOpe 3po3yMiui 1 Ae choxkuBaui goOpe mnoiHdopmoBaHi. Bognouac
N0iH(GOPMOBAHICTh TMOKYIILIB, OYEBUIHO, MAaTUME BaXXIMBE 3HAYEHHS, KOJM BOHHU
MaJIo 3HAIOTh PO MPOIYKT, IO TPAIIISETHCS B CIAOOPO3BUHYTUX KpaiHaX, HA pUHKU
SIKMX BIPOBAKY€EThCS TAKUN KOMIUJIEKCHUN MTPOIYKT;

2) Ooerxcuna Kanany. UM JTOBIIMK KaHal PO3MOILTY, TUM OLIbIIC Y HHOMY
MOCEPETHUKIB, SKUX 3apagd JOBEICHHS MPOAYKTY 1O CHOXuBaya Tpeda
NEepeKOHyBaTH npuadatu 1e npoaykr. Lle Moke CHOBUIBHUTH NPOCYBAaHHS
OPOAYKTY KaHAJIOM 1 3HAUYHO YCKJIQJHIOE BXOJDKEHHS 10 Hboro. KopucrtyBaHHs
METOJIOM MPSIMOI0 NPOAAXy JUIsl MPOLITOBXYBAHHS MPOIYKTY 4Yepe3 YHUCICHHHUX
MOCEPETHUKIB Yy KaHaJIl PO3MOJITYy MOXKE KOIITYBAaTH JyXe€ JOpOro. 3a TaKux
oOcTaBUH (pipmMa, MOKIMBO, HAMAraTUMETbCS MPOTAITH CBIA MPOAYKT KaHAJIAMH,
CKOPUCTABIINCH AJi (OPMYyBaHHS MOMHUTY MAacCOBOIO PEKIAMOI0, - OCKUIBKH € MOTHT,
MOCEPETHUKH OyAyTh 3000B’I3aHUMH POCYBATH TOBAp.
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3) media availability. A firm’s ability to use a pull strategy is limited in some
countries by media availability. In such circumstances a push strategy is more
attractive. Media availability is limited by law in some cases. Few countries allow
advertisements for tobacco and alcohol products on television and radio, though they
are usually permitted in print media.

The optimal mix between push and pull strategies depends on product type and
consumer sophistication, channel length, and media sophistication. Push strategies
tend to be emphasized: 1) for industrial products and/or complex new products;
2) when distribution channels are short; 3) when few print or electronic media are
available. Pull strategies tend to be emphasized: 1) for consumer goods; 2) when
distribution channels are long; 3) when sufficient print and electronic media are
available to carry the marketing message.

In recent years, there has been a great deal of discussion about the pros and cons
of standardizing advertising worldwide.

The support for global (standardized) advertising is threefold: 1) it has
significant economic advantages. Standardized advertising lowers the costs of value
creation by spreading the fixed costs of developing the advertisements over a large
number of countries; 2) there is the concern that creative talent is scarce and hence
that one large effort to develop a campaign will produce better results than 40 or 50
smaller efforts; 3) many brand names are global. With the substantial amount of
international travel today and the considerable overlap in media across national
borders, many international firms want to project a single image to avoid confusion
caused by local campaigns that conflict with each other.

There are two main arguments against globally standardized advertising:
1) cultural differences between nations are such that a message that works in one
nation can fail miserably in another. Due to cultural diversity, it is extremely difficult
to develop a single advertising theme that is effective worldwide. Messages directed
at the culture of a given country may be more effective than global messages;
2) country differences in advertising regulations may effectively block the
implementation of standardized advertising. Given the arguments for and against the
feasibility of globally standardized advertising, the question arises as to whether it
might be possible to capture some of the benefits of global standardization while
recognizing differences in countries’ cultural and legal environments. Some firms
have been experimenting with this. A firm may select some features for all of its
advertising campaigns and localize other features.
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3) docmynnicmv mac media. CipoMOXKHICTE (ipMH CKOPUCTATUCS TATOBOIO
CTpATETi€I0 1HOAI OOMEXKYEThCS JOCTYITHICTIO 3aCO0IB MacoBOi 1H(GOpMAIIil B IEIKUX
KpaiHax. 3a TakKiuX 0OCTaBUH JIOLUIbHIIIE CKOPUCTATUCS MOIMITOBXOBOIO CTPATETIELO.

B okpemux Bumaakax JOCTYIHICTb Mac Mezia 0OMexyeTbest 3aKkoHOM. Peknama
TIOTIOHOBUX BUPOOIB Ta aJKOTOJBHUX HAMOIB JO3BOJSETHCS 3aKOHOM Yy HeOaratbox
KpaiHax, X04a BOHU MEPEBAKHO PEKIAMYIOThCS IPYKOBAHUMHU BUIAHHIMU.

OnTumanbHe TO€HAHHS MMOMITOBXOBOI 1 TATOBOI CTpATEriil 3ajJeXUTh Bl THITY
TOBapy Ta MOIH(POPMOBAHOCTI CIIOKMBAYiB, JOBKWHMU KaHAIIy Ta 3a1y4eHHS 3ac001B
MacoBoi 1Hdopwmartli. [lowmoesxogoo cmpamezieto, K TPaBUIO, KOPUCTYIOTBCA Y
TaKUX BUIAIKax: 1) Juisl MpOCyBaHHS TOBApiB MPOMHCIOBOTO MPHU3HAYEHHS 1/a00
HOBUX KOMIUIEKCHUX TPOJYKTIB, 2) AKIIO KaHAJIM PO3MOAUTY KOpOTKi; 3) 3a
HAsIBHOCTI He0araTh0X JAPYKOBAHUX YW EIIEKTPOHHUX 3aco0iB iHDopmarlii. 75206010
cmpamezi€lo TIEPEeBAKHO KOPHUCTYIOTHCS B TAaKUX BHUMAAKax: 1) Assg MpoCcyBaHHS
CHOKMBYMX TOBapiB; 2) SKILO KaHAJIW PO3MOJAULY JOBI1; 3) 32 IOCTATHHOI KUIBKOCTI
JIPYKOBAaHUX Ta EJIEKTPOHHUX 3aco0iB iH(opMalii ans mepeaadi MapKEeTHHTOBOTO
3BEpHEHHS.

OcTtaHHIMU poKaMH, BIAOyBaluCsi JUCKycili 3 mOpuBoxy “3a” 1 “mporu”
CTaHAapTU3allll peKIaMHi Y BCECBITHbOMY MAacIITa01.

Apeymenmu na xopucme 2n06anvhoi (cmandapmuzosanoi) pexkiamu: 1) BoHa
Ma€ 3Ha4yH1 eKOHOMIYHI nepeBaru. CTaHIapTU30BaHa peKjaMa 3MEHIIYE BUTPATH Ha
CTBOPEHHS I[IHHOCTI, PO3MOIA0UM (hIKCOBAHI BUTpPATH HAa TBOPEHHS PEKJIAMHOIO
3BEpHEHHS cepel; 0araThoX KpaiH; 2) TBOPYHMM TaJaHT - 1€ PIAKICTh, a TOMY OJIHE
3HAYHE 3YCWJUIS, CIIPSIMOBAaHE Ha OpraHi3allilo KammaHii, JacTh Kpaili pe3yibTaTH,
HiX 40-50 He3HauHux 3ycuib; 3) 0arato MapoO4YHUX Ha3B MalOTh TI00ATBHUINA
XapakTep. 3a ChOTOJHINIHBOTO 3HAYHOTO OOCATY MIKHAPOJHHMX TIOJIOPOXKEH Ta
yacToro AyOitoBaHHS poOOTHM Mac Mefia y pI3HMX KpaiHax Oararo MILKHapOIHUX
¢ipm mparHe cpopmyBaTH €IMHUN MapOYHU 00pa3 1 YHUKHYTH IUTyTaHWUHU, SKY
CIOPUYMHSIOTH MICLEB] pEKJIaMHI KaMIIaHii.

Apeymenmu npomu 2100anbHoOi (CManOapmu308aHoi) pexiamu.

1) KynbTypHI BIAMIHHOCTI MIDK KpaiHaMM Taki TJIMOOKI, IO 3BEPHEHHS,
BUIMpABAaHE B OJHIA KpaiHi, MOX€ 3a3HaTH raHeOHOro mpoBaly B iHIIN. Yepes
PO3MAITTA KyJIbTYyp OyBae Ha/I3BUYAITHO BAXKKO PO3POOUTH €AUHY TEMY PEKIIaMU, fKa
O crpanpoByBajga y BCbOMY CBITI. 3BEpPHEHHS, OpPI€EHTOBaHE Ha KYJbTYpY IEBHOI
KpaiHu, MOXK€ TOMIsTH e(QEeKTUBHIIIEe, HDK 3BEPHEHHS TJI00AIHHOTO MaciTaly;
2) peryJIOBaHHA PEKJIAMHOT [iSTbHOCTI MOXE TIEPEIIKOTUTH  BIPOBAKESHHIO
cTaHaaptu3oBaHoi pekinamu. Jleski  Qipmu, yCBIIOMIIIOIOYM BiJIMIHHOCTI B
3aKOHOJIAaBCTBI Ta IMPABOBOMY CEPEAOBHINI KpaiH, HAMararoThCs OJIEpKaTH TEBHI
BUTOJIA BiJl TJIOOQJIBHOI CTaHAApTU3AIlT TPOAYKTy. DipMa MOXKE MPOJIEMOHCTPYBATH
B PpEKJaMHIA KaMIlaHli CBOi IHAMBIAyaJbHI pUCH 1 JONOBHUTHU 1i pPHCAMH,
XapaKTEPHUMH JIJIs1 JAHOI MICLIEBOCTI.
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4. Pricing Strategy. International pricing strategy is an important component of
the overall international marketing mix. There are three aspects of international
pricing strategy: 1) the case for pursuing price discrimination, charging different
prices for the same product in different countries; 2) strategic pricing; 3) regulatory
factors, such as government-mandated price controls and antidumping regulations,
that limit a firm’s ability to charge the prices it would prefer in a country.

In an international context price discrimination exists whenever consumers in
different countries are charged different prices for the same product. Price
discrimination involves charging whatever the market will bear; in a competitive
market, prices may have to be lower than in a market where the firm has a monopoly.
Price discrimination can help a company maximize its profits. It makes economic
sense to charge different prices in different countries. Two conditions are necessary
for profitable price discrimination: 1) the firm must be able to keep its national
markets separate. If it cannot do this, individuals or businesses may undercut its
attempt at price discrimination by engaging in arbitrage; 2) different price elasticities
of demand in different countries. The elasticity of demand for a product in a given
country is determined by a number of factors, of which income level and competitive
conditions are perhaps the two most important.

The concept of strategic pricing has two aspects:

1) predatory pricing - is the use of price as a competitive weapon to drive
weaker competitors out of a national market. Once the competitors have left the
market, the firm can raise prices and enjoy high profits. For such a pricing strategy to
work, the firm must normally have a profitable position in another national market,
which it can use to subsidize aggressive pricing in the market it is trying to
monopolize. Many Japanese firms have been accused of pursuing this strategy;

2) experience curve pricing. A firm builds up its accumulated production
volume over time, so unit costs fall due to experience effects. Many firms pursuing
an experience curve pricing strategy on an international scale price low worldwide in
attempting to build global sales volume as rapidly as possible, even if this means
taking large losses initially.

Firms’ abilities to engage in either price discrimination or strategic pricing may
be limited by national or international regulations. Most important, a firm’s freedom
to set its own prices is constrained by:

1) antidumping regulations, which set a floor under export prices and limit
firms’ ability to pursue strategic pricing;

2) competition policy. Most industrialized nations have regulations designed to
promote competition and to restrict monopoly practices.
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4. Crpareria uiHOyTBOpeHH.MDKHapogHa CTpaTerii LIHOYTBOPEHHS €
BOXJIMBUM KOMIIOHEHTOM CYKYIHOTO KOMIUIEKCY MIKHApPOJHOTO MAapKETHHTY.
OCHOBHMMHU acleKTaMH MDKHApOJHOI cTpaTerii I[IHOYTBOpeHHs €: 1) IiHOBa
JUCKpUMIHALIS; 2) CTpaTeriyHe LIHOYTBOPEHHS; 3) pEryjsTUBHI UYUHHUKH
{IHOYTBOPEHHS.

L[inosa ouckpuminayis iCHye TOJ1, KOJIM CIMOXKMBAaul B PI3HUX KpaiHaX 3MyIIEH]
CIUTauyBaTW pi3HI LIHM 332 OJMH 1 TOM camui mnpoxykT. L{iHOBa muCKpUMIHAIA
03HAYa€ BCTAHOBJICHHS I11H, SIKI 3/1aT€H BUTPUMATH PUHOK; HA KOHKYPEHTHOMY PUHKY
I[IHU MOXXYTh OyTH HIKYHUMHU, HI’K Ha PUHKY, JIe pipMa KOPUCTYETHCS MOHOIIOJILHUM
craHoBumieM. [[iHoBa nuCKpuMiHAIS MOKE TOMOMOITH KOMIIAHIi MaKCHUMi3yBaTH
BiacH npuOyTku. [Ipu3HaYeHHS PI3HUX I[IH y pI3HUX KpaiHax € EKOHOMIYHO
BunpapaaHuM. Jyis Toro mo6 IiHOBa JUCKPUMIHAIIS JaBaja MpuOyTOK, HEOOXiTH1
1Bl yMOBH: 1) (pipMa MyCUTh 130J110BaTH CBOi HAllIOHAJIbHI PUHKHA OJMH Bl OJHOIO.
S0 BoHa HE 3pOOUTH MHOTO, OKpeMi 0coOr abo (hipMH MOXKYTh, 3BEPHYBIIUCH 10
apOITpaXHOTO CyIy, 3MyCHUTH KOMIIAHIIO BHUPIBHATHA IIiHW, 2) Pi3HI IIHOBI
€JIACTUYHOCTI MOMUTY B PI3HUX KpaiHaxX. EdacTUYHICTh NONUTY HA NPOAYKT y MEBHIN
KpaHi BU3HAYAEThCA KUIbKOMA YWHHUKAMH, 3 SKUX HaWBaXJIUBIIIUMHU € DPIBEHb
J0XO/Y Ta YMOBH KOHKYPEHII]i.

KoHuemniiist ctpaTerivHoro iHOyTBOPEHHS MAa€ TP aCEeKTH:

1) xuoscayvke uinoymeopenns - 1€ BHUKOPUCTAHHS I[IHM SIK 3HAPSII
KOHKYPEHIIII Ta BUTICHEHHS KOHKYPEHTIB 3 HAI[IOHAJIBHOTO PHUHKY. SK TUIbKH
KOHKYPEHTH 3aJIMIIATh PUHOK, (hipMa MO>KE IMiIBUIIYBATH IIHA W OJIEPKYBATH BUCOKI
npuOyTku. 11lo0 Taka cTpareris MiHOYTBOPEHHsI cIpaiioBaia, GipMi HEOOX1THO MaTh
Ha IHIIOMY HaIllOHATHLHOMY PHUHKY MPUOYTKOBE CTAaHOBHIIE, 1 II€ JOMOMOXKE il

¢diHaHCyBaTH arpecHBHE I[IHOYTBOPEHHS Ha pUHKY - 00’ekToBI 1i crpo0O
MOHOMOJI3aMii. ¥ BUKOPUCTaHHI TaKoi CTpaTerii 3BUHYBauylOTh 0araTo SMOHCHKUX
bipm;

2) uinoymeopeHHs Ha 0CHOGI Kpuegoi 0oceidy. Y Mipy Toro, sik ipma 3 4acom
HapoIllye CYKynHUM oOcSIr BUpPOOHUITBA, 1i 3aTpaTd HA OJUHUINO MPOTYKIIIT
3MEHIYIOThCS 3aBIAKU “edekTam jaocBimy”. barato ¢ipm, sKi JOTPUMYIOTHCS
CTparterii I[IHOYTBOPEHHS Ha OCHOBI KPHUBOI JOCBIAY B MIXHApOJHOMY MacliTaoi,
NpU3HAYAIOTh HIDKYl I[IHA, HaMaraloyuch SKOMOTra MIBUIIIE HAPOCTUTH CBIU
r1o0aabHUM 00csT 30yTy, HaBITh SIKIIO 1€ CIIOYATKy O3HaYa€ 3HA4YH1 30UTKH.

CrnpoMOXHICTh BAATHCSA JO IIIHOBOI JUCKpHMiHaIii abo CTpaTeriyHoro
I[IHOYTBOPEHHS MOXE OOMEXKYBAaTHCS HAIIOHATBHUMHU a00 MIDKHApOJIHUMH
peeynamuenumu Hopmamu. TlepenoBcim, cBoOoma GipMHu y BU3HAYEHH] BIACHUX I[iH
00MEXXY€EThCS Yepes:

1) anmuoemninzoee 3aK0H00a6CME0, KOTPE 3aMPOBAKYE HIDKHIO MEXKY I[IHH
IUIsL  €KCHOPTHOI MPOAYKIIi Ta OOMEXye 3HaTHICTh (ipMH JOTPUMYBATHUCA
CTPATETIYHOrO I[IHOYTBOPEHHS.

2) 3aKOH00a8CME0 NPO KOHKYpeHyito. Y OUIBIIOCTI iHIYCTpiadi30BaHUX KpaiH
ICHYIOTh PEryJSITUBHI HOPMH, IIO 33a0XOUYyIOTh KOHKYPEHLII0 Ta OOMEXYIOThb
MOHOTIOJIbHY JIISUTbHICTb.
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GLOSSARY

Advertising (Pexnama) - the activity or profession of producing information for
promoting the sale of commercial products or services.

Antidumping regulations (4nmuoemninecose peeynosanns) - regulations designed to
restrict the sale of goods for less than their fair market price.

Channel exclusivity (Exckmosuenicms kanany) - an exclusive distribution channel is
one that is difficult for outsiders to access.

Channel length (Joesowcuna xanany) - the number of intermediaries that a product has
to go through before it reaches the final consumer.

Communication (Komynixayis) is the exchange of information between a sender and
a receiver.

Competition policy (3axonooascmeo npo kouxypenyiro) - regulations designed to
promote competition and restrict monopoly practices.

A distribution strategy (Cmpameezis posnooiny) is a plan to reach customers with
goods and services.

International communication (Mixcrnapoona komynixayis) occurs whenever a firm
uses a marketing message to sell its products in another country.

Marketing mix (Mapxemune-mixc) refers to the set of actions, or tactics, that a
company uses to promote its brand or product in the market. The 4Ps make up a
typical marketing mix - Price, Product, Promotion and Place. However, nowadays,
the marketing mix increasingly includes several other Ps like Packaging, Positioning,
People and even Politics as vital mix elements.

Noise (Illym) refers to the amount of other messages competing for a potential
consumer’s attention, and this too varies across countries.

Predatory pricing (Xuotwcayvxe yinoymeopenns) - reducing prices below fair market
value as a competitive weapon to drive weaker competitors out of the market (“fair”
being cost plus some reasonable profit margin).

Price discrimination (/finosa oucxkpuminayis) - the practice of charging different
prices for the same product in different markets.

Price elasticity of demand (I[inosa enacmuunicmo nonumy) - a measure of how
responsive demand for a product is to changes in price.
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Pricing strategy (Cmpamezis yinoymeopennsi) - activities aimed at finding a
product’s optimum price, typically including overall marketing objectives, consumer
demand, product attributes, competitors' pricing, and market and economic trends.

Product attributes (Xapaxmepucmuxu npooyxkmy) - the physical or formal properties
of a product or environment that being their form, color, material, texture, layout,
configuration, and detailsto

Pull strategy (7secosa cmpameeis) - a marketing strategy emphasizing mass media
advertising as opposed to personal selling.

Push strategy (l/lowmosxosa cmpameeis) - a marketing strategy emphasizing
personal selling rather than mass media advertising.

Retail concentration (Konyenmpayis poszopionoi mepexci) - refers to the market-
share generally belonging to the top 4 or 5 mass distribution firms present in a
regional market, as a percentage of the total.

Standardized or global advertising (I 106anvna abo cmanoapmuzosana pexnama) 1S
practice of advertising the same brand or same product in the same way everywhere
around the world. It looks for similarity across countries and segments to catch up a
common thread to capitalize on adverting.
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Topic 8. R&D in International Business

1. The role of MNCs in global R&D
2. New Product Development

3. The Location of R&D

4. Linking R&D and Marketing

1. The role of multinationals in global R&D. Multinational companies (MNCs)
play a large and growing role in the world economy. They contribute about 10
percent to world GDP and about two thirds to global exports. One defining
characteristic of MNCs is that they have high knowledge and technology intensity.
MNCs are responsible for a significant share of the total Research and Development
(R&D) investments world-wide. This is evidenced by the following facts:

1) they have high ratios of R&D expenditures relative to sales and a large
fraction of their workforce is composed of scientific, technical and other “white-
collar’” workers;

2) their share of world-wide private R&D amounts to about 70 percent;

3) they generate positive spillovers to the countries and regions they are located
in. They provide channels for technology and knowledge transfers to domestic
economies hosting them. From their dominating role in scientific, vertical and
horizontal innovation systems in different parts of the world, they often function as
nodes for the diffusion of knowledge and technology. Their linkages to suppliers,
other firms, research teams in different research institutions and customers, etc.,
imply that knowledge and technology “spills over” to different parts of the economies
in which they are located. Today, MNCs seek not only to exploit knowledge
generated at home in other countries, but also to source technology internationally
and tap into worldwide centers of knowledge.

There are the main reasons of R&D internationalization:

1) in order to achieve faster revenue growth, higher profits and increase
shareholder value, MNC invest much money and time in global R&D;

2) the ability MNCs to leverage their innovation competencies across globally
dispersed subunits is an increasingly valuable source of competitive advantage. With
the development of the globalization, many companies began to use worldwide
resources to do product & service research and development. Moreover, MNCs
became to rely on their subunits which are located in different countries;

3) intensified global competition has forced companies to innovate and develop
commercially viable products and services faster. The knowledge to do so has
become more multidisciplinary and more broadly located, making innovation more
expensive and riskier. Innovation strategies therefore increasingly depend on global
sourcing to sense new market and technology trends worldwide.
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Tema 8. HAJAKP y mizknapoanomy Oi3Heci

1. Pons BHK y rino6ansaux HJIJIKP
2. Po3poOka HOBOTO MPOAYKTY

3. Posmimenns H/{JIKP

4. Tloennanas HIAJIKP ta mapkeTunry

1. Poar» BHK y rao6aasnmx HIJIKP. bararonarionanshi kommanii (BHK)
BIJIITPalOTh BEJUKY 1 3pOCTalOuy pOJb y CBITOBIM ekoHOMIll. BoHu 3abe3neuyiorh
o0m3bk0 10% cBitoBoro BBII Ta 651M3bK0 IBOX TPETHH CBITOBOTO eKcopTy. OHIE0
3 BU3HauanbHuX xapaktepuctuk BHK € Te, mo BoHM MaioTh BUCOKY MOTYKHICTh Y
cdepi 3HaHb Ta TexHozorid. BHK 3aliMaroTs 3HaUHY YacTKy 3araJbHUX 1HBECTHUIIIN Y
HayKOBO-JIOCHIIHI Ta JOCIIAHO-KOHCTPYKTOpChKi po3pooku (HAJAKP) y Bcromy
cBiTi. [Ipo ne cBiguaTe HacTynHi QakTH: 1) BOHU MAIOTh 8UCOKI NOKA3HUKU GUMPAM
nHa H/{/[KP B1IHOCHO NPOAaXiB, a 3HAYHA YaCTKA IXHHOT pOO0OYOi CHIIM CKIAJAETHCS 3
HAyKOBUX, TEXHIYHHUX Ta IHIIUX “OLIMX KOMIPLIB”; 2) iXHA yacmka c8imoeux
npueamuux H//[KP crtanoButh Oyn3bko 70 BIACOTKIB; 3) BOHM TI€HEPYIOTH
NO3UMUBHULL eheKm MexXHOI02IYHO20 po3uiupeHts AJid KpaiH Ta perioHiB, IO IX
npuiimaiore. BoHu 3a0e3neuyioTh Kawmanu nepeoaui mMexHoNo2iU ma 3HAHL Y
BITUM3HSHY €KOHOMIKY TIpuiiMaro4oi KpaiHu. 3a iXHBOI JOMIHYIOYOi poOji B
HAyKOBUX, BEPTUKAJIbHUX Ta TOPU3OHTAIBHUX IHHOBALIMHUX CHCTEMaxX Y pI3HUX
YacTHMHAX CBITY BOHM YacTO (DYHKIIIOHYIOTHb SIK 8Y31U O/l NOUUPEHHS 3HAHb Mda
mexnono2iti. IXHi 3B’3KU 3 MOCTaYaIbHUKAMHE, 1HITHMU dbipMamu, DOCIITHAIILKIMU
rpynaMy B Pi3HUX JOCHTIIHUIIPKAX YCTAHOBAX Ta KIIIEHTaMH TOIO, O3HAYAIOTh, IO
3HAHHS Ta TEXHOJOTIl “pO3MOBCIOKYIOTHCS B PI3HI YaCTUHU KpaiH, /1€ BOHH
po3mimeHi. Cporogni MHK nparHyTe He nMille BUKOPUCTOBYBAaTH B 1HIIHUX KpaiHax
3HAaHHS, CTBOPEHI BJIOMA, ajlé i OTPUMYBATH TEXHOJIOri Ha MI)KHapOJHOMY PIBHI Ta
17’ € JHYBaTUCH JI0 TJI00ATBHUX IIEHTPIB 3HAHb.

IcuytoTh 0cHo6HI npuuunu inmepnayionanizayii H/[/[KP:

1) nnst JOCSTHEHHS OUIbII  WBUOKO20 3POCMAHHA  00X0018, 30i1bUleHHs
npubymky ma niosuwenus eapmocmi axyiu, MHK iHBecTye Garato rpoieit 1 yacy B
rinob6anea1 HJJIKP;

2) 3parnicte MHK BukopuctoByBaTH CBOi 1HHOBAIliliHI TIOTYXXHOCT1 Y,
PO3MOIIJIEHUX O CBITY MIAPO3AUIAX, € 8ce Dbl YIHHUM O0XHCEPENOM KOHKYPEHMHUX
nepesaz. 3 PO3BUTKOM TJioOami3ailii 6araTo KOMITaHIM TMOYaid BUKOPHCTOBYBATH
CBITOBI pecypcHu sl AOCTIDKEHHS Ta PO3pOoOKHU MPOIAYKTIB Ta mochyr. Kpim Toro,
MHK cranu noknagaTvcs Ha CBOT IIIPO3IiIH, K 3HAXOAATHCS B PI3HUX KpaiHax;

3) nocunenns cimo6oi KOHKypenyii 3MyCHI0 KOMITIaHi1 IHHOBAIIIHHO PO3BUBATH
KOMEPIIIHHO JKATTE3/IaTHI MPOAYKTH Ta MOCIYTH IMIBUAINIC. 3HAHHS, N[00 BUKOHATH
TaKy 3aJady, CTal0Th OUIbII OaraTonpo(uIbHUMU Ta OUIBII IIMPOKO PO3TAIIOBAHUMH,
mo poOuTh iHHOBAIii OUIBII AOPOTUMH Ta PHU3MKOBaHMMHU. ToMy 1HHOBaliWHI
CTparerii Bce OUbIle 3ajexaTh BlJ] rI100adbHOr0 JKEpesia MocTadyaHHs, 1od OyTu y
KypCl HOBUX PUHKOBHX Ta TEXHOJIOTTYHUX TEHJEHIIN Y BCbOMY CBITI.
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Knowledge and technology transfer have been a great concern for company,
government and institutions. The flow of knowledge from research institutions to
companies have been a great concern to the developed economy of the world. This
flow of technical knowledge from research institution to companies could be called
technical innovation/knowledge diffusion.

Knowledge and technology transfer could be divided based on:

1) geographical location: a) internal transfer; b) external transfer. These bases
of transfer as to be considered when looking at knowledge and technology transfer to
and within a country or company;

2) origin: a) vertical transfer — the flow of knowledge and technology from
research institution to companies; b) horizontal transfer — the flow of knowledge and
technology among companies;

3) access: a) explicit knowledge transfer; b) tacit knowledge transfer.

Knowledge transfer can be defined as the process through which an
organization unit is affected by the experience of another. Knowledge transfer is a
key tool of technology transfer, technology cannot be transfer if there are no
knowledge of what to be transferred. Therefore, knowledge transfer is very important
when considering economic strength of a country or company. Knowledge transfer
means the two-way transfer of ideas, research results, expertise or skills between one
party and another that enables the creation of new knowledge and its use in: 1) the
development of innovative new products, processes and/or services; 2) the
development and implementation of public policy.

Technology transfer can be defined as inflow of technical knowledge to the
market where it is sold and bought (product). Technology transfer is usually a basis
for technical innovation and often is it after-effects in a form of innovation diffusion.

Technology transfers process can exists in the following main forms:
1) sales/purchase of result of the R&D work; 2) turnover of licenses, patents, utility
models, know-how; 3) sales/purchase of production techniques, means of automation
etc.; 4) technological advisory/consulting; 5) technical staff training; 6) exchange of
technological information.

2. New Product Development. Firms that successfully develop and market new
products can earn enormous returns Some examples are: 1) Du Pont’s steady stream
of inventions such as cellophane, nylon, Freon (used in all air-conditioners);
2) Sony’s development of the Walkman and compact disc; 3) Intel’s pioneering work
with microprocessors; 4) Bausch & Lomb’s development of contact lenses.

In the present-day world competition is as much about technological innovation
as anything else. The pace of technological change has accelerated since the
industrial revolution in the 18th century, and it continues to do so today. The result
has been a dramatic shortening of product life cycles.
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Ilepedaua 3nanv ma mexnono2iii Ma€ BEIUMKE 3HAYEHHS HAa PIBHIX KOMIIAHII,
ypsay Ta I1HMUX YycTaHoB. IIOTIK 3HaHP B1J HAYKOBO-IOCHIJHUX YCTaHOB [0
KOMIIaHI CTa€ BaroMUM MHUTAHHSAM JJIsi PO3BUHEHUX EKOHOMIK cBiTy. Lleil moTik
TEXHIYHUX 3HaHb BiJ JOCIIJHUIBKOTO IHCTUTYTYy 10 KOMIIaHIl MOXXHA Ha3BaTH
ougysiero mexHiyHux iHHOBayill / 3HAHD.

[Tepenauy 3HaHb Ta MeXHOI02I MOIHCHA POZOLIUMU HA TUTIN:

1) 3a eceoepaghiunum pozmaurysanusm. a) eHympimna nepenada; 0) 306HiwIHA
nepenaya. Lli Tunu mepenayl 3HaHb Ta TEXHOJIOTIH PO3IIIANAIOTHCS B KOHTEKCTI
iXHBOTO PYXYy B MEXKaxX 4M 11032 MEeKaMH KpaiHu a00 KOMIaHii;

2) 3a NOXO0OJNCEHHAM. a) GepPMUKANbHUU TpaHchep - TMOTIK 3HAHb BiJ
JOCITITHUIIPKOTO 1HCTUTYTY 10 KOMIIaHii; 0) 2opuzonmanvnuii tpancdep - MOTIK
3HaHb ITOMI)K KOMIIaHISIMH;

3) 3a Oocmynuicmio: a) iepeiada A6HUX 3HAHB, 0) Tiepeaya HesA6HUX 3HAHD.

Ilepeoaua 3nans Moxe OyTH BU3HAYCHO SIK MPOILIEC, 3a JOMOMOTOI0 SKOTO OfHA
oprasizaiiiiHa OAVHUIIA 3a3Ha€ BIUIMBY Ha OCHOBI 1OCBIy 1HIIOI. [lepenayda 3HaHb €
KJIIOYOBUM IHCTPYMEHTOM IMepefadl TEXHOJIOTil, TEXHOJIOTII He MOXe OyTH
nepejaHa, sIKIo BIJCYTHI 3HaHHS Mpo Te, o caMme Oyzae nepenano. OTxke, nepeaaya
3HaHb € JYXX€ BaXJMBOK Yy KOHTEKCTI €KOHOMIYHOI CHJIM KpaiHM YW KOMIIaHIii.
[lepenaua 3HaHB - 1€ JBOCTOPOHHIN TpaHcdep imed, pe3yabTaTiB IOCHIIKCHb,
JIOCBIJy a00 HABMYOK M1 OJHIEI0 CTOPOHOIO Ta 1HIIOO, IO JI03BOJISIE CTBOPIOBATH
HOBI 3HAHHS Ta IXHE BUKOPUCTAHHS TIpU: 1) po3poOlil 1HHOBALIMHUX MPOIYKTIB,
npolieciB Ta/abo mocyT; 2) po3po0iri Ta peamisaltii Jep>KkaBHOT MOTITHKH.

Ilepeoaua mexnonozinn Moxe OyTH BU3HAUCHA SIK MPUTIIMB TEXHIYHUX 3HAHBb HA
PHUHOK, i€ Ioro MpoAaroTh Ta KymyIoTh (poaykT). llepemaya TexHosorii 3a3Buyai €
OCHOBOIO JUIsSI TEXHIYHMX 1HHOBAII Ta 4acTO MPOSBISAETHCA y (HOpMI 1HHOBAIIMHOT
mugysii. [Ipouec mepemadi TEXHOJOrM MOXKE ICHYBATH B HACTyIHUX OCHOBHHUX
dopmax: 1) mpomaXK/KymiBIs pe3yNbTaTiB JOCTIIHUAIBKOI poOoTH; 2) 0O0MiH
JIEH31SIMH, TATEHTaMH, KOPHCHUMH MOJEISIMHU, HOY-Xay; 3) mpoaax/mpuaOaHHs
BUPOOHUYMX TEXHOJIOTIH, 3aco0iB aBTOMaTH3alii Tomo; 4) TEeXHOJOTIYHHN
KOHCAJITUHT; 5) MiJArOTOBKA TEXHIYHOTO TMEepcoHaly; 6) OOMIH TEXHOJOT1YHOIO
1H(OopMalli€ro.

2. Po3po6ka HoBoro nmpoaykry. ®ipmu, siKi YCIHIIIHO PO3POOJISIOTH 1 MPOJAIOTh
HOBI MPOAYKTH, MOXYTb OJEpXKYyBaTH Belnye3Hi npuOyTku. [lpukinagamu Takux
bipm e: 1) Dv Pont”, mo BmpoBaauia HHU3KY YCIHIIIHWAX I1HHOBAIiM, TaKWX, SK
nenodan, HeinoH, “Freon” (3acTocoBYEThCS B yCl MOBITPSIHUX KOHAMIIIOHEpAX);
2) “Sony”, mo gomoriacs ycmixy y BupoOHHITBI ruieepiB “Walkman” i kommakT-
muckiB; 3) “Intel”, 1o He3MiHHO MOCia€ TaHIBHE CTAHOBMIIE Y BUPOOHMIITBI HOBUX
MIKPOIIPOLIECOPIB AJII NMEPCOHAIBHUX KOMII I0TEpIB; 4) po3poOKa KOHTAKTHHUX JIIH3
Bausch & Lomb.

Y ChOTOMHINIHBOMY CBITI B TEXHOJIOTIYHUX 1HHOBAILISX, K 1 B OyIb-AKid 1HIIIHI
cdepi, iICHye KOHKYpeHIlisi. 3 4aciB MPOMUCIIOBOI peBOJIOIT, 1m0 movanacs y X VIII
CT., TEMIIU TEXHOJIOTIYHUX 3MiH MPUCKOPHINCS 1 POIOBKYIOTh 3pOCTaTH. 3aBASKH
IBOMY JHCUMMEGT YUKIU NPOOYKMI6 3HAYHO CKOPOTHUIIHCH.
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Technological innovation is both creative and destructive. An innovation can
make established products obsolete overnight. At the same time an innovation can
make a host of new products possible. Witness recent changes in the electronics
industry. For 40 years before the early 1950s, vacuum valves were a major
component in radios and then in record players and early computers. The advent of
transistors destroyed the market for vacuum valves, but at the same time it created
new opportunities connected with transistors. Transistors took up far less space than
vacuum valves, creating a trend toward miniaturization that continues today. The
transistor held its position as the major component in the electronics industry for just
a decade. In the 1970s microprocessors were developed, and the market for
transistors declined rapidly. At the same time, however, the microprocessor created
yet another set of new-product opportunities - handheld calculators (which destroyed
the market for slide rules), compact disc players (which destroyed the market for
analog record players), personal computers (which destroyed the market for
typewriters), to name a few.

This process of ““creative destruction” unleashed by technological change
makes it critical that a firm stay on the leading edge of technology, lest it lose out to a
competitor’s innovations. This not only creates a need for the firm to invest in R&D,
but it also requires the firm to establish R&D activities at those locations around the
globe where expertise is concentrated. Moreover leading-edge technology on its own
IS not enough to guarantee a firm’s survival. The firm must also apply that technology
in developing products that satisfy consumer needs. To do that the firm needs to build
close links between marketing and R&D. This is difficult enough for the domestic
firm, but it is even more problematic for the international business competing in an
industry where consumer tastes and preferences differ from country to country.

3. The Location of R&D. By and large, ideas for new products are stimulated
by the interactions of scientific research, demand conditions, and competitive
conditions. Other things being equal, the rate of new-product development seems to
be greater in countries where: 1) more money is spent on basic and applied research
and development; 2) demand is strong; 3) consumers are affluent; 4) competition is
intense.

Basic and applied research and development discovers new technologies and
then commercializes them. Strong demand and affluent consumers create a potential
market for new products. Intense competition between firms stimulates innovation as
the firms try to beat their competitors and reap potentially enormous first-mover ad-
vantages that result from successful innovation.
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TexHoJIOTIYHA 1HHOBAIIS Ma€ SIK MEOpuUl, TaAK 1 0ecmpyKmMueHUll XapaxkTep.
Bona Moxe cipu4MHUTH CTapiHHS HMPOAYKTIB HPOTAroM no0u. OfHak iHHOBAILS, 3
1HIIOro OOKy, Ja€ 3MOTy BHUpPOOJSTH Jlana3oH HOBOI MPOAYKIIi. Y3sTH xouda O
HEIIOJIaBHI 3MiHU B ramy3si enektpoHiku. [Iporarom 40 pokis, g0 mouyatky 1950-x,
.TOJIOBHUM KOMIIOHEHTOM Y BUPOOHUUTBI pajiio, a Mi3HillIe - MporpaBayiB Ta MepIInx
MOJeJIe KOMIT'IOTepiB OylIM BaKyyMHI €JeKTpoHHI Jamnu. [losiBa TpaH3UCTOpIB
3pyiiHyBajia PUHOK BaKyyMHHX JIaMIl, IPOT€ BOJHOYAC CTBOPHJIA HOBI MOJIMBOCTI
BUKOPUCTAHHS TPAH3UCTOPIB. TpaH3UCTOpU 3aliMarOTh 3HAYHO MEHIIE MICI, HIXK
BaKyyMH1 JilamMnH, (GopMyrYHM TEHJCHIII0 J0 MiHIaTIopu3allii, I0 TpHUBA€E IO
CBOTOAHINIHIN NeHb. TpaH3ucTOopu OyJM TOJIOBHMM KOMIIOHEHTOM B EJIEKTPOHHIN
rajysi BChOro Jnecath pokiB. Y 1970-x pokax 3’SBHIMCS MIKPOIPOIIECOPH, IO
OpU3BENIO [0 IIBUJAKOIO 3aHEmaay pHUHKY TpaH3ucTopiB. Mikpompouecopu
JOTIOMOTJIM CTBOPUTH LTy HU3KY HOBOI ITPOJYKIII - KMILIEHbKOBI KAJIBKYJIATOPH (SIK1
NOKJAJIM Kpaid PUHKY JIOrapu(PMIYHMX JIHIAOK), KOMIAKTHI JUCKOBI Iieepu (110
3pyHHYBaJIM PHUHOK CBOI0 AaHAJOry - TMpOrpaBadiB IUIATIBOK), MEPCOHAIbHI
KOMIT 10Tepu (110 MPU3BENU 10 3aHENay PUHKY APYKapChKUX MAIIMHOK) Ta 0araTto
IHIIMX peveil.

Taka “meopua pyiinayisa”, cipu4MHEHA TEXHOJOTIYHUMHU 3MIHAMM, IO3BOJISIE
dbipMaM TOCIZaTH TaHIBHE CTAaHOBHUIIE B TEXHOJIOTII, SKIIO TUIBKH IIhOTO HE
JOMararoThcs iXH1 KOHKypeHTH. Lle He Tinbku BuMarae Bia ¢hipMu iHBECTYBAaTH TPOIITi
B HAYKOBO-JOCHITHUIIBKY MJiSJIBHICTh, ajie NpuUMyIIye (ipMy po3ropTaTd IO
TISITBHICTh Y MICHSAX 30Cepe/KEHHS JocBiay. KpiM Toro, camMux JuIne MpOBITHHUX
MO3UIIA Yy TEXHOJOTIi HEeNOCTaTHBO JUIsl BKuBaHHS (ipmu. Pipma, KpiM TOrO,
MYCHUTh 3aCTOCYBATH I[I0 TE€XHOJIOTII0 y CTBOPEHHI MPOIYKTIB, SKI 3aJI0BOJIBHSIOTH
notpebu crokuBaviB. Jyig mporo ¢ipmMa MyCUTh HATArOAWTH TICHUHN 3B’SI30K MiX
HAyKOBO-JIOCJIITHULIBKOK JIAJBHICTIO Ta MapkeTuHroM. Lle pmocuTe cknanHe
3aBIaHHs ISl BITYM3HSAHOL PipMHU, OJTHAK III€ CKIIAIHIIIE TSI MXKHAPOIHOT KOMIIaHii,
10 KOHKYpY€ B TiH ramy3si, 16 CMaki Ta ymogoO0aHHs CIOXHBAdiB y PI3HUX KpaiHax
BIJIPI3HSIOTHCHL.

3. Posmimenns HIJAKP. Inei HOBUX MNPOAYKTIB 3HAYHOIO  MIPOIO
CTUMYJIIOIOTBCS ~ B3a€MOJIEI0 HAYKOBHX JIOCHIPKEHb, YMOBaMM TIONHUTY Ta
KOHKYPEHIIii. 32 PIBHOCTI BCIX 1HIIUX YMOB, TEMIIH PO3POOKH HOBOI MPOAYKIIi, SK
BUJIAETHCS, € HAWIIBUIIIL y THX KpaiHax, ne: 1) 6araro KOWITIB BUTPAYa€ThCS Ha
0a30Bl Ta TPUKIAAHI JIOCTIKEHHS 1 CTBOPEHHS MPOIYKTY; 2) 3HAUYHUNA 0a30BHiA
MOTHT; 3) 3aMOXH1 CIIO’KUBaYi; 4) IHTEHCUBHA KOHKYPEHIIIs.

dyHnaMeHTanbHA 1 TMPUKIAJHA HAYKOBO-AOCHIIHHIIBKA MISUIBHICTH  Ja€
MOJKJIMBICTh BHUSBJIATH HOBI TEXHOJIOTi{, a TMOTIM KOMEpIiami3yBaTh ix. 3HAYHMMA
HNOMUT Ta 3aMOXHI CHOKHMBadl CTBOPIOIOTh MMOTEHUIWHUNA PUHOK JUIsl HOBHUX
OPOAYKTIB. IHTEHCHBHA KOHKYpPEHILIST MDK (ipMaMH CTHUMYJIIO€ 1HHOBAIHY
JISUTbHICTD, OCKUIBKH (DIpMU TParHyTh BHIIEPEAUTH CBOIX KOHKYpPEHTIB, 100
BUKOPHUCTATH MOTEHIIHO BEJIMYE3H1 NIepeBaru nepuioBiAKpUBayiB, Kl CTBOPIOIOTHCS
3aBJSIKM YCHIIITHUM 1HHOBAIISIM.
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For most of the post-World War Il period, the country that ranked highest on
these criteria was the United States. The United States devoted a greater proportion of
its gross domestic product (GDP) to R&D than any other country did. Its scientific
establishment was the largest and most active in the world. U.S. consumers were the
most affluent in the world, the market was large, and competition among U.S. firms
was brisk. Due to these factors, the United States was the lead market, the market
where most new products were developed and introduced. Accordingly it was the
best location for R&D activities; it was where the action was.

Since the late 1970s things have been changing fast. The U.S. monopoly on
new-product development has disappeared. Although U.S. firms are still at the
leading edge of many new technologies, Japanese and European firms are also strong
players. It is no longer appropriate to consider the United States the lead market. It is
guestionable if any country is. To succeed today it is often necessary to
simultaneously introduce new products in all major industrialized markets. Since
leading-edge research is now carried out in many locations around the world, the
argument for centralizing R&D activity in the United States is now much weaker than
it was two decades ago. (It used to be argued that centralized R&D eliminated
duplication.) Much leading-edge research is now occurring in Japan and Europe, and
it makes sense for many firms to disperse their R&D activities to those locations.
Such dispersion allows a firm to stay close to the center of leading-edge activity to
gather scientific and competitive information and to draw on local scientific
resources. This may result in some duplication of R&D activities, but the cost
disadvantages of duplication are outweighed by the advantages of dispersion.

For example, to expose themselves to the research and new-product
development work now being done in Japan, many U.S. firms have recently set up
satellite R&D centers in Japan. A few of the U.S. firms that have established R&D
facilities in Japan are Coming, Texas Instruments, IBM, Digital Equipment, Procter
& Gamble, Upjohn, Pfizer, Du Pont, and Monsanto.

4. Linking R&D and Marketing. Although a firm that is successful at
developing new products may earn enormous returns, new-product development is a
very risky business with a high failure rate. One estimate suggests 80 to 88 percent of
all research and development projects either fail to produce a marketable product or
produce a product that fails to earn an economic return in the marketplace. Another
study found that 45 percent of new products introduced into the marketplace did not
meet their profitability goals.

Despite this high failure rate, some firms seem consistently better than others at
successfully introducing new products. Firms such as 3M, Sony, and Matsushita have
well-earned reputations for successful innovation.
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VY nmepion micas Apyroi CBITOBOI BIMHM HaMKpale BIAMOBIIAIM LIUM KPUTEPISIM
Crnonyueni llltatu. Bonu Buminsanu Oiunbiry, HDK Oyb-sKa 1HIIA KpaiHa, 4acTKy
CBOTO BajJoOBOro BHYTpIIHbOTO npoaykty (BBII) Ha HayKoBO-IOCIHITHULIBKY
nisibHicTh. HaykoBuii morenuian CIIA OyB HalOUIbIIMM Ta HAHAKTUBHIIIMM Y
CBITI. AMEpPHUKAHCBKI CIIOKMBaul MaJli BUCOKHHU pIBEHb JIOCTAaTKy, PUHOK OYyB
BEJIMKUM, a KOHKYpEHIisl MDK (ipMaMH - JKBaBOK. 3aBISKH IIMM UYMHHUKAM
Cnonyueni IltaTtu cramm pUHKOM, J€ MPOEKTYBAIMCS Ta BUPOOISUIMCS HOBI
npoayktu. Bignosimno, CIIIA BusiBuiacs ontuMmanbHow Kpainowo mius HJIJI; came
TYT po3ropTaiacs s JisUIbHICTb.

3 xinmg 70-X pokiB cutyarlis mBHAKO 3MiHroBanacsi. Monomomis CIHIA nHa
PO3pOOKY HOBHX MPOIYKTIB ICTOTHO Iociadmiacs. Xo4ya aMepUKaHChKI GipMu JT0Ci
MOC1/Ial0Th MaHIBHE CTAHOBUINE y 0araTbOX HOBHX TEXHOJIOTISNX, BEIMKOTO 3HAUYCHHS
HaOyJIM TaKOX SMOHCBHKI Ta eBpomneichbkl ¢ipmu. Ilonpu Te mo Cnomydeni Llraru
BXKE HEIOIUIBHO PO3IIIANATH SIK MPOBIIHUN PUHOK, MOCTA€ MHUTAHHSA, YU Oyb-sSKa
1HIIa KpaiHa 3aciayroBye Takoro 3BaHHs. LI[o0 moMorTucs cbOrojasi ycrixy, 4acTo
HEOOX1JTHO BOJHOpA3 BMIPOBAKYBAaTH HOBI MPOAYKTH HA PUHKU BCIX HAMOLIbLINX
1HAycTpladbHUX KpaiH. OCKUIbKM HalllepenoBilll JOCHIIHULBKI POOOTH ChOTOJHI
npoBaiAThCs y 0araTh0X KpaiHax CBITY, apryMEHT Ha KopucTh nentpamzamii HIJI 3
Cnonyuenux IllTaTtax 3apa3 mae MeHIE Baru, HiK JBaIIATh POKIB Tomy. (Sk
BBakanocs meHTpamizamiss HJIJ[ ycyBae nyb6moBanns ¢ynkmii). Temep O6arato
NEPCIEeKTUBHUX JIOCHIKEHb 3/1HCHIOETbCsT B SmoHii Ta €Bpomni. Posnopoiienus
HIJl nmo mux kpainax nmae 3mory (ipmi JOTPUMYBATUCS IEHTPATBHUX IMO3HINN y
JOCIITHUIIBKIN TISITBHOCTI, 00 30MpaTH HAyKOBY Ta KOHKYPEHTHY iH(opmallito, i
NOKJIaJaTHCs Ha MicleBl HaykoBi pecypcu. lle Moke mnpusBecT A0 MEBHOTIO
nyomoBanas  HJIJI, ommak 1edl HEJOMIK KOMIIGHCYEThCS TIEpeBaraM  Bij
PO3MOPOLIEHHS.

Hampuknaz, mo6 OyTd B Kypci JTOCHTITHAIBKOT AISUTBHOCTI Ta pO3pOOKH HOBUX
npoaykti y Anonii, Cnosydeni Itatu cTBopuiau B 11 KpaiHi CyIyTHUKOBI LEHTPH
HAA. Jdo amepukancbkux ¢ipMm, siki ctBopuian B Anonii mianpuemctsa HJIJ,
Hanexarb ““Coming”, “Texas Instruments”, “IBM”, “Digital Equipment”, “Procter &
Gamble”, “Upjohn”, “Pfizer”, “Du Pont” Ta “Monsanto”.

4. Mloeqnanna HIAJIKP Ta mapkerunry. Xoda ¢ipMa, sKa yCIIIIHO CTBOPIOE
HOBI TIPOJIYKTH, MOXKE OJIEP)KYBAaTH BEJIMUE3HI MPUOYTKHU, pO3pOOKa HOBOI IPOIYKIIIT
€ JyXX€ PU3MKOBAHOIO CIIPaBOI0, YacTO IOB’SA3aHOI0 3 HeBAayaMu. SK MoKa3aiu
pe3yJbTaTH OJHOro aociipkeHHs, Big 80 mo 88 BIICOTKIB yCiX JOCIITHUIIBKHX
IPOCKTIB a00 He 37aTHI 3a0e3MeYuTH BUPOOHHUIITBO KOHKYPEHTOCIPOMOKHOTO
IPOYKTy, a00 3a0e3MeuyioTh BUPOOHHUIITBO MPOAYKTY, IO HE € MPUOYTKOBUM Ha
pUHKY. 3a pe3yJbTaTaMH IHIIOTO JOCHIIKEHHs, 45 BIJICOTKIB HOBHUX MPOAYKTIB HE
3a0€31e4yr0Th MPUOYTKOBOCTI.

He3Baxkatoun Ha Takuii BUCOKHM MOKAa3HUWK HEBIA4, ACAKl (QipMu, HE3MIHHO €
KpallMMu 3a 1HIIMX B YCHIIIHOMY BIPOBAJKEHHI HOBUX MpoayKTiB. Kommanii, Taki
sk 3M, Sony Ta Matsushita, 3apo0uiu penyTaiiito yCrmilH1uX HOBaTOPIB.
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One reason for these firms’ success seems to be that they build close links
between their R&D activities and their marketing functions to ensure new products
are tailored to consumer needs. Many new products fail because they are not
adequately commercialized. For example, many of the early personal computers
failed to sell because the user needed to be a computer programmer to use them; their
technology had not been commercialized. Steve Jobs of Apple Computer realized that
if the technology could be made “user friendly,” the market for it would be
enormous.

The need to adequately commercialize new technologies poses special problems
in the international business, since commercialization may require different versions
of a new product to be produced for different countries. To do this the firm must
build close links between its R&D centers and its various country operations. This
may require R&D centers in North America, Asia, and Europe that are closely linked
by formal and informal integrating mechanisms with marketing operations in each
country in their regions.

A global marketing strategy, which views the world’s consumers as similar in
their tastes and preferences, is consistent with the mass production of a standardized
output. By mass producing a standardized output, the firm can realize substantial unit
cost reductions from experience curve and other scale economies. On the other hand
ignoring country differences in consumer tastes and preferences can lead to failure.
Thus an international business’s marketing function needs to determine when product
standardization is appropriate and when it is not. Similarly the firm’s R&D function
needs to develop globally standardized products when appropriate as well as products
customized to local requirements when they are needed.

A critical aspect of the marketing function is identifying gaps in the market so
that new products can be developed to fill those gaps. Developing new products
requires R&D; thus the linkage between marketing and R&D. Specifically new
products should be developed with market needs in mind, and only marketing can
define those needs for R&D personnel Moreover only marketing can tell R&D
whether to produce globally standardized or locally customized products. Consistent
with this, academic research has long maintained that a major factor of success for
new-product introductions is the closeness of the relationship between marketing and
R&D. The closer the linkage, the greater the success rate.
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OnHi€r0 3 MPUYMH yCHiXy HUx (ipM € Te, M0 BOHU CTBOPIOIOTH TICHI 3B’SI3KH
MK IXHBOIO JisutbHICTIO B Tamy3i HIAJIKP Ta iXHiMu MapKeTHHTOBUMHU (DYHKLISIMH,
00 rapaHTyBaTH, 110 HOBI MPOAYKTH OyAyTh aJlanToBaHi J0 MOTpeO CIIOXKUBAUIB.
barato HOBHMX MpPOAYKTIB 3a3HAIOTh HEBIA4 4Yepe3 Te, M0 BOHU € HEAOCTAaTHBO
KoMepiianizoBanuMu. Hampukinaz, 6arato siki 3 paHHIX NEPCOHAJIbHI KOMIT IOTEPIB
HE 3MOIJIM MPOJATH, TOMY IO JJIiS iXHBOTO BHUKOPUCTaHHS KOPHUCTYyBaueBi OyB
MOTPiOCH KOMIT IOTEPHUM MPOTPaMICT; IXHsI TEXHOJOTis He OyJsia koMepiiiHow. CTiB
Jlxo6¢c 3 Apple Computer 3po3ymiB, 1110, SKIIO TEXHOJOTISI MOXe OyTH “‘3pydHOIO
JUTISL KOPUCTYBaviB”, pUHOK JIJISI HHOTO OYJ1€ BEJIMUE3HUM.

HeoOxigHicTh aiekBaTHO KOMEpIliadi3yBaTh HOB1 TEXHOJIOT1i CTBOPIOE 0COOIIMBI
npo0ieMu B MIKHAPOJHOMY OI3HECI, OCKUIBKM JUIsi KOMepIiami3aiii MOXYTb
3HAJIOOUTHCS Pi3HI BapiaHTH HOBOTO MPOAYKTY JUIsl pi3HUX Kpaid. s mporo ¢gipma
MIOBMHHA MOOYIyBaTH TICHI 3B’s3kM MK cBoiMu ueHTpamu HJIJIKP Tta pizHumwu
omepauisiMu B KpaiHi. Lle Moke BUMaratu JIOCHIIHHULBKUX UEHTpiB y IliBHIUHIN
Awmepuui, A3ii tTa €Bpomni, sIKI TICHO MOB’s3aH1 (POPMAJIBHUMU Ta HEPOPMATLHUMHU
MeXaHI3MaMHM 1HTerpanii 3 MApKETHHIOBUMHU ONEPALlisIMU B KOXKHIW KpaiHi perioHiB.

Crparteris rno0anbHOrO MapKETHUHIY, 3a SIKOIO BCl CHOXKHBaul CBITY MaloTh
MoAi0HI CMaKH Ta ynoa00aHHs, y3rOJKYEThCS 3 MPAKTUKOI MAcCOBOI0 BUPOOHMIITBA
CTaHAApTU30BaHOI MpoAyKIii. BupoOisitoun cTaHaapTU30BaHUM MPOAYKT Y MAaCOBHUX
macmtabax, gipmMa MOXkKe JOMOTTHUCS 3HAYHOTO CKOPOYEHHS BUTPAT HA OIUHUIIIO
MPOAYKIIT 3aBASKH €KOHOMII 32 paxXyHOK MacIITa0iB Ta 3a paXyHOK KPHUBOi JOCBIITY.
OpHak HEXTyBaHHS BIJIMIHHOCTAMH y CMakaxX Ta yHmoJOOaHHSX CIOKHBAYiB PI3HUX
KpaiH MOXE TPHU3BECTU 10 TOpa3Ku. Tomy (YHKIIE€I0 MApKETHHTY MIXKHAPOIHOI
bipMu € BUSHAYUTH Y KOKHOMY BUMAJIKY JOLUIBHICTh CTaHAAPTHU3AIII TPOIYKTY.
Tax camo, 3aBmannsmM HJJ[ ¢ipmMu € 3a 1moTpeObu po3poOUTH TIIOOATHHO
CTaHJIaPTU30BAHHUM MPOIYKT, a TAKOXK MPOTYKTH, IPUCTOCOBAHI 10 MICIIEBUX BUMOT.

BupimansauMm acnektoM (yHKIlT MapKETHHIY € BH3HAUCHHS HE3alOBHEHUX
PUHKOBHUX HIiIll T2 PO3pOOKa HOBUX MPOIYKTIB, IO MAIOTh 3aMOBHUTH iX. Po3poOka
HOBOI IPOJYKIIi BUMara€e HayKOBO-IOCHIJIHULIBKOI AISUIBHOCTI; L€ 1 € CIOJIYYHOIO
naHkoro MbK MapketuHrom Ta HJIJI. HoBy mnpoaykumito cuig po3podnaru 3
ypaxyBaHHSM MOTPeO PUHKY, 1 TUIBKM MAapKETUHI MOKE€ BU3HAUWUTHU L1 MOTPEeOU ISt
nepconany Biggury HJIJ[. binpme Ttoro, Timbku QYHKIIS MapKETHHIY MOXE
noindopmyBaru Bigain HIJ, mo BupoOnsTH - CTaHAAPTH30BaHY B TJIOOATBHOMY
MaciTall Yd MPUCTOCOBAHY /10 MICIIEBMX YMOB IIPOJYKIIi0. 3 pe3yJbTaTiB HAYKOBUX
JOCIIKEHb JaBHO BIJIOMO, IO TOJOBHUM YHMHHUKOM YCHIITHOTO BITPOBA/KCHHS
HOBOTO MPOAYKTY € TICHUM 3B 30K Mik mapkeruarom ta HJIJI. Uum TicHImui mei
3B’SI30K, TUM O1IbIlIa KMOBIPHICTD YCHIXY.
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GLOSSARY

Creative destruction [by Joseph Schumpeter] (“Tsopua pyunayis’) iS a process
through which something new brings about the demise of whatever existed before it.
This occurs when innovation deconstructs long-standing arrangements and frees
resources to be deployed elsewhere.

Explicit knowledge (Excnaiyumni/aeni snanns) - articulated knowledge, expressed
and recorded as words, numbers, codes, mathematical and scientific formulae, and
musical notations. Explicit knowledge is easy to communicate, store, and distribute
and is the knowledge found in books, on the web, and other visual and oral means
(for example, formulae, product cost, etc.).

External knowledge and technology transfer (3osniwmns nepeoaua 3namne ma
mexnonoeii) - knowledge and technology transfer between countries or companies.

Horizontal technology transfer (I'opuzoumanvuuii mpancgep mexuonoein) — the
flow of knowledge and technology among companies.

Innovation (/unosayis) - the process of translating an idea or invention into a good or
service that creates value or for which customers will pay.

Innovation/knowledge diffusion (Jugyszis innosayit/3nans) - flow of technical
knowledge from research institution to companies.

Internal knowledge and technology transfer (Buympiwns nepedaua sname ma
mexnonoeii) - knowledge and technology transfer within a country or company.

Knowledge transfer (Ilepedaua 3namns) - the process through which an organization
unit is affected by the experience of another.

Product innovation (Innosayiss npooykmy) - the development and market
introduction of a new, redesigned or substantially improved good or service.

Product life cycle OKummeesuti yuxn npooykmy) is the cycle through which every
product goes through from introduction to withdrawal or eventual demise. In
summary, it is the journey from “new and exciting” to “old and dated”.

Research and development (R&D) (Hayxoso-docnioni ma  Odocriono-
koHcmpykmopcwki pooomu - H/JIKP) refers to the investigative activities a business
conducts to improve existing products and procedures or to lead to the development
of new products and procedures.

Spillover effect (Tlobiunui egpexm / egpexm nepenusy) refers to the impact that
seemingly unrelated events in one nation can have on the economies of other nations.
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Tacit knowledge transfer (Imnaiyumni/neseni snanns) - unwritten, unspoken, and
hidden vast storehouse of knowledge held by practically every normal human being,
based on his or her emotions, experiences, insights, intuition, observations and
internalized information. Tacit knowledge is integral to the entirety of a person's
consciousness, is acquired largely through association with other people, and requires
joint or shared activities to be imparted from on to another (for example, “know-
how”, experience, intuition, etc.).

Technological intensity (Texnonociuna inmencusnicmo) refers to the degree to which
machines, and technology generally, substitute for autonomous human action in
a production task.

Technology transfer (Ilepeoaua mexnonoeiii) - inflow of technical knowledge to the
market where it is sold and bought.

Vertical technology transfer (Bepmukanvnuii mpancgep mexnonoeii) — the flow of
knowledge and technology from research institution to companies.

A white-collar worker (“biruu xomipeys ™) is a person who performs professional,

managerial, or administrative work. White-collar work may be performed in an office
or other administrative setting.
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