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PE3IOME

B crarTi HaBeeHi pe3yIbTaTH AOCHIIKEHHS I100aTi3alifHIX IPOIeCciB Ha OHOBI BUKOPHCTAHHS iIHTETPOBAaHUX MOKAa3HUKIB, a TAKOXK POaHaIi30BaHO
3aJISKHICTh IUX IHTETPOBAHHUX IIOKA3HHKIB Bijl 0ararboX BU3HAYAIBHUX (hAKTOPIB, TAKHX SIK CTAH JEMOKpPATU3aLlii CYCIIIbCTBA, AeprKaBHA
HecTaOUIbHICTh, Yy TJIMBICTh 10 KOPYIIii, TOIO. BrjiuB HaBeieHUX iHAMKATOPIB HA MPOLIECH I100anizamii JOCIiHKEHO Ha SKiCHOMY piBHI 3
BUKOPHCTAHHAM 0alleCiBCHKHX MEpeX JOBIpH.

KirouoBi ciioBa: riobanizaliis, TpaHCHAIIOHAJIBHI KOpIIOpallii, Mi>kKHapoOHa KOOIepallis, iHekc riobaisailii, iHAUNKATOPH CYCIIJIBHOTO PO3BUTKY,
GalieciBChKI MepesKi JOBipu

PE3IOME

B crartbe npuBeneHs! pe3yibTaThl HCCIIEAOBAHNS TII00ATN3AMOHHEIX IIPOLIECCOB HA OCHOBE UCIIOJIL30BAHMSI HHTETPHPOBAHHBIX [TOKa3aTeeil, a
TaKKe MPOAHAIN3MPOBAHA 3aBUCHMOCTb 3THX MHTEIPHPOBAHHBIX MTOKa3aTeleil OT MHOIUX OHPEACISIONNX (HhakTopoB, TAKMX KaK COCTOSHUE
JIEMOKpPaTH3ali1 00IIeCTBa, FOCYAapCTBEHHAsI HECTaOMIBHOCTD, 4yBCTBUTEIBHOCTD K KOPPYIILIUY, U T.II. BIHsHUE MPUBECHHBIX HHIUKATOPOB Ha
MIPOLECCHI MIOOAIN3AIMH UCCIIEOBAHO Ha KaYeCTBEHHOM YPOBHE C HCIIOJIb30BaHUEM 0aileCOBCKUX ceTel JOBEpHSL.

KitroueBble ciioBa: ri100au3anisi, TpaHCHALMOHAIBHbBIC KOPHOPALNH, MEK/IYHApO/IHask KOOEpaIlist, HHACKC [I100aIH3alli1, HHINKATOPbI
00LIECTBEHHOTO pa3BUTHS, 0alleCOBCKUE CETEH TOBEPHUsI

SUMMARY

This article presents results of globalization processes research. This research is based on the integrated indicators using, and also dependence of these
integrated indicators on many important factors (such as a condition of society democratisation, the state instability, sensitivity to corruption) are
analysed. Influence of this indicators on globalisation processes is investigated at qualitative level with Bayesian networks using.

Keywords: globalisation, transnational corporations, the international cooperation, Index of Globalization, Social development indicators, Bayesian
networks

THE MAIN ASPECTS OF MANAGEMENT OF BUSINESS GLOBALIZATION STRATEGIES
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Gigauri L., Doctoral candidate, TSU

The process of globalization created tremendous business opportunities and challenges. To expand the business through going into the global
market is for many industries the main mean to survive. The globalization scales in the 21st century are greater than it was in all previous ages.
However, obstacles are also more diverse and hard to overcome in order to penetrate into global market than they were in preceding centuries.
Certainly, making business, in general, is getting difficult and of course, the penetration conditions into foreign markets are complicated.

A country or a business which aims to inculcate upon a market needs to posses competitive advantage knowledge and development strategy
even at its starting stage. We should stress here that some industries gain more from the globalization than others, and some countries have more
competitive advantages than others in the same industry.

The potential of industry in the global arena is determined by a specific characteristic of a particular country and the quality of the industry.
The following three criteria are used to assess the industry: Local responsibility, Potential to share the international knowledge, and Global
opportunities. (Figure I)

| Local Responsibility |

\ Food Beverage ’ /

Pharmaceutical goods Economic goods

Construction i

Electrical goods Air Space

Figure 1. Industry assessment criteria (1)
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Is it possible local industry to become a global one? The Answer to this question gives many successful businesses such as McDonald’s,
Coca-Cola, Baskin Robins, etc. with their examples, and show that local business has a great opportunity to achieve success at the global market if it
has innovative strategy which is hard to copy for competitors.

Successful companies going into global markets in spite of industry differences try to gain competitive advantage according to all three
criteria. However, it is important to take into consideration the potential of the industry.

Now, we can consider how much Georgian export products correspond to this scheme of natural global advantage. (Table 1.)

Table I. Georgian Export in accordance with the commodity groups (2)

Commodity Group 2009
Total Export 1,130,555.4
Among them:

1 Animals 33,984.8
2 Fruit and nuts; Rinds and peels of citruses or corps 90,087.8
3 Seeds and fruit of plants; Plants for medical and technical purposes 23,310.0
4 | Alcoholic and non-alcoholic beverages, and vinegar 123,776.4
5 Salt; Sulphur; Grounds and stones; Plaster materials, limestone and cement 23,497.5
6 Ore, slag and ashes 67,518.2
7 Mineral fuel, oil and oil products; Bitumen substance; Waxes 41,451.7
8 | Pharmaceutical products 25,385.7
9 Fertilization 60,213.9
10 | Wood and its products; Wood carbon 22,758.5
11 | Clothes and clothing owns 15,453.2
12 | Pearls, stones, precious metals, and their products; Bijouterie; Coins 117,792.2
13 | Black metals 197,049.9
14 | Copper and its products 19,107.6
15 | Atomic reactors, facilities and mechanical equipment, and their parts 20,901.6
16 | Locomotives, mobile compositions and their parts; road equipment 15,244.3
17 | Over ground Vehicles, besides railway or tramway mobile compositions 84,354.0
18 | Aircrafts, spacecrafts, and their parts 16,825.9

Georgia exports goods which has less competitive advantage globally. In general, it exports raw materials, and the share of final product
export is far behind of the amount of the raw material export. And undoubtedly this trend is disadvantageous for the country economy.
The global potential of the industry is determined by the following criteria:

. Cost drivers: It is defined by the location of strategic resources, differences in country costs, potential for economies of scale, and
transportation costs.
. Consumer drivers: Globalization creates specific benefits to the consumers of some products. For example, for those companies who

wish to copy the consumers of facsimiles, television sets, photo cameras, etc. have almost the same needs around the world, which is a benefit for the
industry in the global space. Whereas demands for the furniture, clothes, and food products differ not only from country to country but also they vary
inside a country, and depend on the culture, religion, taste, etc.

. Global drivers: When a company’s consumers are other global businesses, they demand globally standardized products to a minimal price
to be able to operate in various markets. And at the same time the business is forced to create the best product for all type of consumers.
. Transferable marketing: Branding is possible universally only with the global marketing programs and global advertising campaigns,

which needs to be flexible enough to correspond to the market requirements. Many marketing elements (e.g.: brand name which translation is
impossible) should submit to the brand adaptation. Global marketing programs need to go to the global channels because the need of local marketing
channels restricts the globalization process.

. Competitive drivers: When an industry has competitive advantage globally, global competitors can have price advantages in comparison
with the local competitors.

. Decreasing risk at the expense of market expansion: It really is an important advantage to invade the international market, but its
continuous use, and hoping to cover losses from another market, makes the firm less adequate regarding to the circumstances.

. Governmental drivers: Trade policies, technical standards, regulations — these factors determine the potential success of the industry in a
particular country. As a result of the analysis of these factors, there exist some industries in which companies have to compete in all markets around
the world in order to survive. In those industries the competitive advantage of firms depends on economies of scale and economies of scope. Such
industries are called global industries, and accordingly, their management strategies are different from the local industry strategies.

When decision is made to create a global business company, companies can use the following models to enter into international markets:
Exporting, License, Joint venture, and Foreign direct investment. The choice among them depends on the formation speed, control, and risk degree as
well as market knowledge, and the required level of investments. The selection of the entrance model essentially influences a company’s success of
foreign markets.

Companies operating in the global markets must use all advantages which give them the global space. In this case, the most important is that
managers take into account the nature of global industry and the dynamic of global competitiveness on which should be built the strategies of taking
opportunities. It can be based on: economies of scale; the possibility to use other countries resources (such as labour, raw materials); Extend the
product life cycle in the markets with the means of the maneuver in the developed and developing markets; Using of changes in operations flexibility,
products, prices, exchange rates, etc.

In many cases, global companies utilize the following kind of strategies: First mover advantage and only provider of a product to market;
subsidization between countries; Transfer price.

Working on the management techniques the global business companies often apply to: Diversify macroeconomic risks because business
cycles are not correlated among countries; Diversify operational risks which are necessary in case of labor problems, earthquakes, and wars.

Sumantra Ghoshal of INSEAD suggests a model of the strategic objectives consisting of three categories of strategic objectives and three
sources of advantage. The following objectives are distinguished in the matrix: Efficiency in Operations; Flexibility; Innovation and Learning. There
are also the main means of competitiveness: National Differences, Scale Economies, and Scope Economies. The matrix offers the selection of
strategies in case of combination of all these factors.
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Figure II. Model for Selection of Competitive Advantages. (3)

Even then when global market strategies are correctly chosen they still encounter many obstacles. The principal among them is the rapid
changing environment, lack of information, high costs of capital, and the problems in the labour market. And when the environment changes rapidly,
there is no perfect information about market features; cost of capital is fluctuated in different geographic areas, and at the same time there is a
considerable deficiency of skilled personnel in both developed and developing countries. Thus, it is difficult to create competitive strategy, and
achieve a real success.

The political environment also erects significant barriers. We can say that unstable political environment in Caucasus impedes both local
companies to go to the international markets and foreign successful brands to enter into the region market. The fact is that penetration into foreign
markets is totally impossible without agreement with the government members. This fact indicates to the politicization of the economic issues. There
are also many cases of state monopoly and lobbying of specific sectors or businesses. Of course, all these incidents hinder the natural development of
the market.

Finally, the base of all kinds of success is leaded by the knowledge management and its transfer. But there are difficulties relating to it as
follow: lack of clear motivation of knowledge source and its recipient, lack of trust, the ambiguity and complexity of knowledge, recipient's inability
to receive knowledge. The knowledge transfer is also impeded when clear results are late. This reduces the confidence to the project, and causes
distrust. To overcome these obstacles experts suggest improving constantly the methodology of processes, the motivation techniques of knowledge
source and its recipient. These steps will ensure the right approaches to the knowledge, changes, learning, and assure the technical infrastructure for
the processes.

Taking into consideration the above mentioned details will create a guarantee of success which will provide a brand with the respective
reputation.
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PE3IOME:

TloTeHuian NpPOMHUCIOBOCTI Ha CBITOBIM apeHi BU3HAYA€ThCS CHEHU(IKOI0 KOHKPETHOI KpaiHM 1 sKicTio ramysi. HactymHi Tpu Kpurepii
BHUKOPHCTOBYIOTBCS JUISl OLIHKHM IPOMHCIIOBOCTI: MICIIEBa BiNOBIIaJIbHICTh, MOXJIMBICTD TOJUIMTUCS MiKHAPOJHMMH 3HAHHSIMHU, MDKHAPOJHI Ta
r7100anbHi MOXKIMBOCTI. [ T06aIbHUI MOTEHIIaT rady3i BU3HAYAETHCSl HA OCHOBI HACTYITHUX KPUTEPIiB: BapTiCTh; CIIOXKUBYI BIACTHBOCTI; III00ANBHI
SIKOCTi; TpaHC(EPHUI MAPKETHHT; KOHKYPEHIIisl; 3HKESHHS PU3HUKIB 32 pPaXyHOK PO3IIMPEHHS PUHKY; YPSA10BI YHHHUKH.

Ki1r040Bi c110Ba: MOTEHIia IIPOMUCIOBOCTI, INI00AIbHI MOXKIIMBOCTI, KOHKYPEHIsl, 3HIKEHHS PH3UKIB

PE3IOME:

IMoTeHuHMan NPOMBIIIICHHOCTH HAa MHPOBOH apeHe Ompeiensiercss CHelu(pUKOd KOHKPETHOW CTpaHbl M KadecTBOM oTpaciu. Creyroiiue Tpu
KPUTEPHUsI UCIOJNB3YIOTCS JUIS OLCHKH HMPOMBINUICHHOCTH: MECTHasi OTBETCTBEHHOCTb, BO3MOXKHOCTB ITOJCIHTHCS MEK/YHAPOIHBIMH 3HAHHSAMH,
MEXIyHapOHbIe M TII00aNbHBIE BO3MOXKHOCTH. [7100alIbHBIA MOTEHIIMAI OTPAC/IH ONPECNAeTCS Ha OCHOBE CIEAYIOIIMX KPUTEPHEB: CTOMMOCTD;
HOTPeOUTENIbCKUE CBOMCTBA; TII0OAIbHBIC KAaueCTBA; TPAHC(EPHBIH MApKETHHT; KOHKYPEHLHMS; CHIDKCHHE DHCKOB 3a CYET PACIIMPCHHS DBIHKA;
[IPaBUTENBCTBEHHBIE (PAaKTOPBI.

KitoyeBble cl10Ba: HOTEHIHAN IPOMBIIICHHOCTH, IJI06a/IbHbIE BO3MOKHOCTH, KOHKYPEHIIUS, CHIDKEHHE PUCKOB

SUMMARY

The potential of industry in the global arena is determined by a specific characteristic of a particular country and the quality of the industry. The
following three criteria are used to assess the industry: Local responsibility, Potential to share the international knowledge, and Global opportunities.
The global potential of the industry is determined by the following criteria: Cost drivers; Consumer drivers; Global drivers; Transferable marketing;
Competitive drivers; Decreasing risk at the expense of market expansion; Governmental drivers.

Key words: potential of the industry, global opportunities, competition, risk reduction

PbIHOK NTH®OPMAIIMOHHBIX YCJIYT B KOHTEKCTE I''IOBAJIBHOI'O SKOHOMHUYECKOI'O KPU3UCA

KpaBuenko B.A., k.¢.H., 101IEHT Kadeapsl MEXAYHapOIHOH s3KkoHOMUKHN [JoHHY
BekcyaranoB O.B., acnmpanT kadenps! MexyHapoaHoi skoHomuk JJorHY

Axmyanvnocme uccnedosanus. Co3gaHue yciuoBUH pa3BUTHSA MH(POPMALMOHHOTO 00mIecTBa TpeOyeT Hay4yHO-TEOPETHYECKOi pa3paboTku
npobaeM GpopMupoBaHU U (QYHKIHOHUPOBAHHS PHIHKA HH(POPMAIMOHHBIX CIIYT, yCHIEHHE €T0 POIM B SKOHOMUYECKUX CHCTEMAaX Pa3BHBAIOMIUXCS
CTpaH, KOOPAHHALMK OIpPEJEICHHBIX MPOLECCOB OPraHM3allMy 3TOr0 HPOLecca Ha OCHOBE CTPATErHu MH(OPMAIMOHHOW SKOHOMHKH. Pa3putue
PpbIHKA HHOPMAIMOHHBIX YCIyT B MEPE IIPOUCXOAUT HEPABHOMEPHO.

L]envio uccnedosaniis ABNACTCS aHATN3 PHIHKA HHGOPMAIIMOHHBIX YCIYT U €0 BIMSHHUE HA Pa3BUTHE INIOOAIBHON 9KOHOMHKU.

Obvexmom uccniedosanus BBICTYIIAET MUPOBOH PHIHOK MH()OPMALMOHHBIX YCIYT U 0COOEHHOCTH €ro yHKIMOHUPOBAHUSL.

TIpeomem ucciedosanus SBISETCS COBPEMEHHOE COCTOSIHHE U IEPCIEKTUBBI PA3BUTHSI PhIHKA HH(OPMAIIHOHHBIX YCIyT U TEXHOJIOTUH.

OyHnaMeHTaTbHBIH YKOHOMUKO-TEOPETHIECKUH aHaIN3 HH(POPMAIMOHHOTO PHIHKA B YCIOBUSX MOCTHHIYCTPUATbHOH S3KOHOMKH IIPOBE/ICH B
pab6otax I1. Bapya, I1. [Ipakepa, M. Kactensca, Jl. Ko3be, I1. Munsrpama, . Po6epra, T. Lltayepa u ap. ViccnenoBanuio npo6iieM pernoHalIbHOrO
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