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Abstract

The hypermarket format, pioneered in the early 1960s by Carrefour, is now well established in France.  Spurred on partly by the possibility of ever-greater bargaining power with suppliers throughout the world, and also by an increasingly competitive and regulated market at home, French retail giants such as Carrefour, Auchan and Leclerc have for the last twenty years or so been engaged in a process of gradual internationalisation.  After Western Europe, North America, Latin America, Asia and Central Europe, the latest market to attract attention is Russia.  Auchan opened two stores in Moscow in 2002, with plans for a third in the Russian capital by the end of 2003.  This paper evaluates the chances of success in Russia, not just for Auchan, but also for the French hypermarket format as a whole.  It concludes by exploring the implications of Auchan’s entry into Russia for retail internationalisation theory.  A call is made for a more eclectic, ‘postmodern’ conceptual framework which might reflect the importance of a firm’s capital structure, and also pay greater attention to organisational dynamics. Such a theory, it is suggested, would more accurately reflect the reality of the retail internationalisation process in emerging markets.  
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From Roubaix to Red Square

Auchan’s Russian Adventure and Retail Internationalisation Theory

Introduction

The global brand that is metropolitan France conjures up (as all good brands must) a large number of associations.  Many of these are closely connected with the arts of the table.  Perhaps surprisingly, one aspect of French culture which comes rather less readily to mind than many others is the hypermarket.  Yet trips to the local hypermarket are as commonplace for most French people as a game of belote at a campsite, or dubbed US dramas on daytime TV.  This is partly what has enabled Leclerc, for example, to become the most important seller of jewellery by sales value in France (Jacquiau 2000).  As if in an attempt to rectify this cultural lacuna, French retailers have been enthusiastically exporting the hypermarket format for over thirty years.  The process began in the neighbouring countries, and then progressed to Latin America, North America, Asia and (since the early 1990s) Central Europe.  In August 2002, with the opening of Auchan’s first hypermarket in a north Moscow suburb, it finally arrived in Russia (Belton 2002; Talbi 2002).  

However, this process has not been an unmitigated success.  As Dupuis and Prime point out (1996: 31), the original French concept of the hypermarket has been much less successful in Anglo-Saxon markets (or, indeed, the Japanese market) than in Latin countries.  The latter have not been without their problems either, as is witnessed by Auchan’s recent withdrawal from Mexico.  So, what are the prospects of success for Auchan in Russia, perhaps the riskiest market in which the retailer currently operates?   How likely is the format with which it has chosen to enter that country – the hypermarket – to seduce Russian consumers?  Lastly, what are the ramifications of Auchan’s Russian adventure for the theory of retail internationalisation?  This paper seeks to address these questions.  In doing so, its author intends to shed some light on two other, broader issues: first, what influences the choice of target country and format for the retailer; and second, what determines the success of this process?

The French hypermarket format

The first French hypermarket was inaugurated by Carrefour at Sainte-Geneviève-des-Bois near Paris on 15 June 1963 (Burt 1986; at the time of writing the company is running a campaign promoting its ‘40th birthday celebrations’ in the French national press).  Officially opened by the author Françoise Sagan, the store revolutionized the French shopping environment with its 2,500m² surface area, 350-space car park, self-service petrol station and shopping trolleys (Jacquiau 2000: 12-13).   The format is now firmly established in France and, as Dupuis and Prime maintain (1996: 36) is based on three major features: ‘large premises [i.e. with a surface area of at least 2,500 m²]
 selling both food and non food items; everyday low prices; and large car parks’.  To which we might add: offering a range of supplementary services (banking, insurance, travel), and leveraging economies of scale to squeeze suppliers’ margins to the limit.  

The internationalisation process
Phenomenal success in the domestic market led successive French governments to seek to impose legal restrictions on these retail giants.  The resulting legislation – the loi Royer, loi Galland and loi Raffarin (Jacquiau 2000: 177-85 and 226-36; Rulence 2000) – restricted the retailers’ activities in such a way that in order to grow they now had little choice but to export the format.  The internationalisation of French hypermarkets began in earnest in the 1970’s, in countries such as Spain, Brazil and Argentina (Burt 1994).  Spurred on by their early successes, and keen to exploit their international supply chains, the leading French chains, Euromarché, Carrefour, Auchan and Leclerc, each established a limited presence in the US market between 1985 and 1993.   None of these firms has achieved anything like anticipated levels of success in the US, a market which Dupuis and Prime (1996: 33) consider ‘a good testing ground for a retail concept’.   According to Dupuis and Prime (1996: 34-5), the main reasons for failure relate to consumption patterns (US consumers were not used to the one-stop shopping concept) and the competition (powerful chains such as Wal-Mart offered a deeper range of products, had better purchasing capabilities and were able to exploit strong local positions).     

Most recently the French hypermarket format has been exported to Central Europe (especially the Czech Republic, Hungary and Poland), where despite much resistance form small independent stores and legal obstacles (Anon 2001), they have been so successful that there is already talk of market saturation in some regions (Drtina 2002).  In the Czech Republic, for example, more than 20 per cent of the population shop solely in the 120 hypermarkets throughout the country (Dragomir 2003).  Auchan, currently Hungary’s second largest hypermarket with seven stores of between 22,000 and 25,000 m², plans to have twenty outlets in the country by the end of 2007 (Oláh 2003).   As well as the French retail giants, other foreign hypermarkets have recently moved into Central Europe.  These include Austria’s Spar, which is planning to open here hypermarkets in Hungary in 2003, and Germany’s Metro, recently described by as ‘the world’s most international retailer’, and now the largest private-sector employer in Poland (Benoit 2003).  As for Auchan, in what might be seen as a logical extension of its Central European strategy, it now has two giant (16,000 m²) hypermarkets in the Russian capital, each of which is positioned as a discount store (the slogan ‘Udar po tsenam!’ – ‘Hitting prices hard!’ – is prominently displayed in the stores).  A third is planned for 2003.  With this strategy Auchan is confirming its growing reputation as an ‘aggressive internationalist’ (Treadgold 1988).  Carrefour, one of Auchan’s key rivals both at home and abroad, is known to be interested in the Russian market, although so far the company has been careful not to declare its hand publicly.   Goldman (2001: 222) has argued that ‘the failure of international expansion plans is often format related.’  So what are the prospects for French retail giants, and the store format they pioneered, in Russia?  

The Russian market

Western retailers were active in Russia when the dictatorship of the proletariat was a mere twinkle in Lenin’s eye.  In the late nineteenth century, for example, the Muir and Merrilies department store enjoyed great success in Moscow (Smith and Kelly 1998).  Almost immediately after the fall of the Soviet Union, a number of Western retailers reentered Russia (Holden 1994, McGoldrick and Holden 1993).  Many, although not all, are still there today.  It is easy to see why Russia might be an attractive market.  Ironically, there are many similarities with the situation in the US in late 80s as outlined by Tordjman (1988: 15) and Dupuis and Prime (1996: 34-5).  These include: a favourable environment (market under growth / change, most consumers actively seeking price and convenience, relative weakness of the competition, favourable legislation); and the novelty of the hypermarket formula.  However, it should be remembered that French companies failed abysmally in their attempt to conquer the American market.  So how does the Russian market stand up to detailed scrutiny?  Listed below are the main strengths and weaknesses of the market as they affect the retail sector in general, and French hypermarket chains in particular.

Opportunities:

· Russia has a population of 150 million, offering long-term potential for a wide range of business sectors.  Russians tend to spend rather save, and disposable income in Russia is expected to grow by 17-18% in 2003 (Ostrovsky and Benoit 2003).  Moreover, as in other emerging markets such as Brazil, demand in Russia is relatively income elastic.  This, as Alexander and de Lira e Silva observe in the case of Brazil (2002: 311) tends to encourage the growth of innovative retail formats such as hypermarkets, as well as the requisite logistical and distribution innovations. 

· Russia’s economy is growing fast, with GDP up by over 4% in 2002.

· Russia has an emerging middle class, benefiting from a relatively low and stable inflation rate.  While still relatively low, car ownership levels are soaring, with sales of foreign cars (Ford, BMW, Mercedes) especially strong.  Western fashion retailers from Benetton to Prada do great business in exclusive downtown Moscow stores (the Moscow Prada store now generates more sales value than any other store worldwide).   

· The food retail market alone is estimated by analysts at $100bn and is growing at 15% per year (Ostrovsky and Benoit 2003).

· Russia’s combined food and non-food retail sector also growing fast, up by 8% in 2002 (Kamins 2002).  It has high growth capacity, with fewer than 2 retail outlets per 1000 population. 
·  Russian consumers are very open to new retail brands and formats.  IKEA’s first Moscow store proved so popular that within two weeks of opening it was virtually empty (Cockburn 2000).  The company’s second Moscow store, located at the heart of the bustling ‘Mega Mall’ complex in a southern suburb (which also houses one of Auchan’s outlets), generates more sales by value than any other IKEA store worldwide.    

· Moscow’s city government has been actively encouraging investment from foreign retailers.  It plans to double trade facilities by 2020 from 8 million m² at present to 16 million m² (Anon 2002).  Its project, under its dynamic, enterprising mayor Yury Luzhkov, includes plans for supermarkets, trade complexes of between 10,000 and 80,000 m² to be located in suburban areas, and trade zones of between 130,000 and 400,000 m² to be sited at the main intersections of the outer ring road (Alexeitchik 2001). 

· The positive attitude of St Petersburg’s city administration towards applications for large shopping centres (Kamins 2002).

· The new Russian Land Code contains a much-needed legal framework for land ownership (Griston 2002).

Threats: 

· Organised crime and the mafia are widespread and expose companies to the risk of extortion.

· The Russian regulatory environment is opaque; rules and regulations are excessive and bureaucratic, frequently contradict each other, and constantly change.

· Russia suffers from complicated customs procedures and high customs duties.
· The absence of an adequate institutional framework makes it essential to build informal networks of trustworthy local partners (business partners, local government officials, bureaucrats).  The arrival of IKEA’s first store in Moscow was delayed for several years, and the company finally had to settle on a site beyond the city limits – all because IKEA would not agree to the price for a site in Moscow itself demanded by the estate agent (Cockburn 2000).  When the Swedish firm finally managed to build its store, next to the international airport, they discovered that the mayor had ordered a smear campaign against them in papers and TV channels which he controlled (Cockburn 2000).  

· Huge entry costs and low gross margins are the norm, whether entry is via Greenfield site, acquisition, or joint venture.  International scale economies are hared to achieve for retailers at the best of times (Anon 1999), but this is especially difficult in an emerging market such as Russia, which incurs the added cost of establishing a large distribution network and installing the latest technology. 

· Concentration of wealth in a relatively small number of urban centres – Moscow, St Petersburg, and Nizhny Novgorod – means that the market could become saturated quite soon.   Some businesses report that the economic gulf between neighbouring regions in Russia can be greater than that between neighbouring European countries (Belkina 2003). 

· Inadequate infrastructure (inter-regional transport network) is an obstacle to effective and efficient distribution.

· Small-scale commercial outlets continue to dominate, with the overwhelming majority of Russians continuing to buy food and other necessities in multi-purpose convenience stores (37%), open-air farmers’ markets (24%) and street kiosks (10%) (Alexeitchik and Zheberlyaeva 2001; Belkina 2003).   Just 12 per cent of purchases are made at large-scale grocery stores, or supermarkets.  Many of the smaller outlets have the kind of extensive opening hours that in other countries might be the source of competitive advantage for hypermarkets.  Many downtown convenience stores remain open until midnight, and are very popular with late night shoppers, especially those situated close to an underground station.  

· It is extremely difficult to acquire reliable market knowledge about Russian consumer tastes and behaviour, which are notoriously volatile (Cooke 1999).  Moreover, the Russian retail environment is characterised by ‘increasingly demanding and unfaithful customers’ (Woodger 2003).

· The supply chain in Russia tends to be highly fragmented and notoriously difficult to manage (interview with Clive Woodger, of London Strategic Consulting Group, 28 Feb 2003).

· A strong position vis-à-vis suppliers is one of the four points of the hypermarket format’s ‘virtuous circle’ (Dupuis and Prime 1996).  Yet Russian suppliers are accustomed to occupying a very strong position in relationships with domestic retailers.  Suppliers are a powerful force, who can afford to keep retailers waiting for ordered goods up to 72 hrs, and dictate shelf space, control of which is crucial for a retailer (Corstjens and Corstjens 1995).  When Auchan opened in Moscow many Russian suppliers were very unhappy at the prospect of losing this privilege (Telitsyna 2002).  Lack of large-scale wholesalers means retailers are forced to rely on many small suppliers.  Many suppliers demand cash on delivery.
· Increasingly strong local competition.  A number of years ago, Salmon and Treadgold predicted (1989: 11) that ‘multinational retailers [such as French hypermarkets] will expand in those countries where the[y] possess a competitive advantage over the local competition’. There is very much an issue here for the likes of Auchan.  An alliance of the five leading Moscow retail chains (food and non-food), headed by Sed’moi kontinent (Seventh Continent), and another, of the largest Russian food retailers, headed by Perekrestok
, were formed in April 2001 to combat the power of local suppliers.  Perekrestok opened the first Russian hypermarket (5,000 m²) in Moscow, while Sed’moi kontinent has also opened a small hypermarket (4,500 m²) in the Russian capital and is reported to be investing a total of $100 million in new developments over the next two years.  Russia is currently witnessing the rise of a new consumer channel, in the guise of medium-sized discount supermarkets such as Pyatorochka and Kopeika (Belkina 203).  Pyatorochka (owned by one of Russia’s powerful oil companies) leads the Russian retail market, and saw its sales more than double from $212m in 2001 to $501m the following year (Ostrovsky and Benoit 2003). As in the US in the 80’s (Tordjman 1988), hypermarkets will certainly be in competition with the conventional supermarket (although their market share in Russia is only about 15%, whereas it was close to 50% in the States; Tordjman 1988: 15).

· Foreign competition, which includes up-market supermarkets, and cash and carry stores.  Turkish firm Ramenka, which owns the Ramstore chain of supermarkets in Moscow, currently leads the foreign chains, with total sales of $308m in 2002 (Ostrovsky and Benoit 2003).  The firm plans to spend $60 million on the construction of three large hypermarkets in St Petersburg.  One of these in particular will occupy 5,700 m² and will be contained in a complex which will also house smaller shops, a restaurant, bowling alley and cinema complex (Kamins 2002).  The German retailer Metro has paid careful attention to its brand image in the eighteen months since it entered the Russian market (interview with Woodger).  Metro (the biggest retailer by market share in Poland and the Czech Republic) currently has four wholesale supermarkets in Moscow, and hopes to have twenty in the Russian capital and St. Petersburg by the end of 2005.  It recently announced a €1bn investment programme which would see it add between 40 and 50 supermarkets across the country by the end of 2007.   According to CEO Hans-Joachim Körber, ‘this is only the beginning of our expansion in Russia’ (Ostrovsky and Benoit 2003).  Metro is likely to follow its tried and trusted strategy of building a strong supply network in a foreign country with one retail format, and then leveraging this network to give it a competitive edge in a range of other retail formats, including hypermarkets (Benoit 2003).  US giant Wal-Mart is reported to have been studying the Russian market and visiting potential sites (Kamins 2002).   Conditions in Russia closely resembles those in each of the foreign markets which the American giant has recently entered, namely good economic growth, an emerging middle class, and under-capacity (Doherty 1999: 391).  Aldi has also entered the hard-discount end of the Russian market, where it competes directly with Pyatorochka and Kopeika, as well as indirectly with Auchan’s hard-discount strategy (Belkina 2003).  As Hogarth-Scott and Rice (1994) point out, Aldi is (like Auchan) a privately-owned company which is not answerable to shareholders, and therefore is often prepared to suffer losses when it first enters a foreign market if it believes this to be in its long-term strategic interests (see also Evans, Treadgold and Mavondo 2000: 385, and White 1995). 

· French retailers do not have a good track record of combining forces to conquer a foreign market.  Clear evidence of this is provided by their US experience.  

Can French retailers find success in Russia?

As the previous section demonstrates, Russia is still a relatively risky market.  In a recent interview with the author of this paper, one senior Auchan executive confided that the jury was still out on whether the company would be able to conquer the Russian market.  At the same time, the situation in Russia is very different both from the US, where French retailers have failed, and from Taiwan, where they have met with success (Dupuis and Prime 1996).  How successful, then, are Auchan likely to be in Russia?  And if they are successful, how likely is it that we will see others following in their wake?  

Of course, the answer to these questions rather depends on how one defines retailing, and retail internationalisation (Brown and Burt 1992b: 80).  Is it management expertise and systems that the retailer exports, or specific trading formats, or a particular set of brand values?  To paraphrase Dupuis and Prime (1996), the success of French hypermarket retailers’ Russian (ad)venture will depend on the extent to which they are able to leverage their three sources of competitive advantage in the domestic, French market.  These are the retail concept (one-stop shopping at everyday low prices), the channel mix (decentralized management, with managers constantly putting pressure on suppliers to achieve the best possible price at the most favourable terms) and the environmental context (long opening hours, increasing rates of car ownership).  This in turn will depend on their ability to exploit their retail marketing skills, distribution abilities, unique retail formula, strong retail brand, or a combination of these (Williams 1991: 8).  More specifically, there are a number of key uncertainties which will determine the outcome:

· Attitudes towards risk in the boardrooms of French retailers.  This is inextricably linked to corporate culture.  It is also a product of capital structures within the firm (on the interrelationship between national culture, capital structure and firm performance, see Gleason, Mathur and Mathur 2000).  Publicly listed companies are less likely to wish to enter risky markets than firms which are entirely privately-owned (Telitsyna 2002).  It is probable, for example, that Carrefour will not seek to enter the Russian market in the short to medium-term, due to their need to consolidate after recent setbacks in Latin America, their current expensive campaign in Asia, and the fact that the knocks that their share price has recently suffered will inevitably make the company more risk-averse (Morgan and Symon 2003).  This is compounded by an overall dearth of independent directors on French company boards (Anon 2003; Johnson 2003), a problem which inevitably compromises the strategic planning process (on the deleterious effect of poor corporate governance on Japanese retailers, see Meyer-Ohle 2002).  France’s publicly listed retailers are not alone in their aversion to risk; in a recent interview, David Reid, Deputy Chairman of UK market leader Tesco, the eighth global retailer by sales, alluded to anticipated problems with shareholders – and a consequent fall in the company’s share price – as a serious constraint on the firm’s global ambitions (Child 2002).  Conversely, it is surely no coincidence that three of the biggest names in international retailing to have entered the Russian market – Auchan , Aldi and IKEA – are privately owned.   Indeed, Auchan’s international ambitions are driven in large part by the fact that, unable to draw on equity, the company has to rely on internal finance, which in turn means it has to keep growing; faced with mounting legal and other barriers at home, ‘growth’ is increasingly synonymous with ‘internationalisation’.  

· How great is the ‘business distance’ (Dupuis and Prime 1996) between France and Russia, or the ‘psychic distance’, defined by Evans, Treadgold and Mavondo (2000: 377-8) as ‘the distance between the home market and a foreign market resulting from the perception and understanding of business and cultural differences’?  This is an important question, as Carrefour has found to its cost not just in the US, but also (albeit with less drastic consequences) in Asian countries such as Japan (Rodier 2002).  There are many cultural and business similarities between France and Russia (indeed between Russia and southern Europe generally: Garrison 2001, Hofstede 1994), but will these be sufficient to ensure French and Russian managers can work together? (It should be noted en passant that 700 out of 800 employees at Auchan’s first store are Russian, although Auchan’s Managing Director in Russia, Patrick Longuet, is not a Russian speaker.)

· How rapid will growth in Russian consumer demand be?  Will Russians continue to embrace the new consumer culture as fervently as they have hitherto?  Will they remain such enthusiastic spenders and such reluctant savers (Schofield 2002)?  The stability of the Russian economy may make consumers more confident to spend, but at the same time if the banking sector becomes strong and regains people’s trust, then that may decide to save more (it is a sad reflection on the current lack of faith Russians have in their banks that one of the most popular banks, Russian Standard Bank, owes much of its popularity to the fact that it is owned by Russian Standard vodka distillers!).

· Auchan has positioned itself as a ‘one-stop shop’, offering a very broad range of products, from basic necessities to high quality items (the latter are supplemented by the high-quality, Western retailers such as Yves Rocher and Ecco whose sales units fill the galerie marchande).  At the moment, however, even if some scholars report convergence between consumption habits in emerging markets and shopping patterns in the developed economies (e.g. Koźmiński and Yip 2000), Russian consumer behaviour still largely militates against this ‘one-stop shop’ concept.  Consumers prefer, as has already been noted, to shop at local convenience stores and to use other outlets for non-food items.  Auchan has sought to overcome this via a marketing strategy which combines the low prices of a cash and carry store with the customer convenience normally associated with a supermarket.  At the time of writing (July 2003) the retailer is rapidly gaining a reputation among Moscow shoppers for being the cheapest in town.  However, such a strategy, if it is to be successful in the long term, requires massive up-front investment, and will only be sustainable if competitors do not engage in a price war.  If they do, then Auchan will have to find other, more intangible ways of building a strong brand (Ritson 2003).  This might involve building on the homely image of the robin red breast which as one senior Auchan executive explained to us is the bird which comes closer to the house than any other.  In any case, this hard-discount strategy has been only partly successful so far, as most of the customers arriving at the checkout do not have a full trolley.   The fact that more than 50% of Russians still do not own a car is a major problem here, as is the fact that since most middle-class Russians still live in flats, they do not have the kind of large freezers which would enable them to buy food for more than a few days at a time (both of these factors are also potential barriers to the growth of hypermarkets in China: Miu and Penhirin 2003).  Auchan’s strategy of laying on free buses for customers to and from the nearest underground stations (a practice initiated by IKEA with whom it has a close partnership) may encourage non-car owning customers into its stores, but these people will not be physically able to take home a trolley-load of shopping!   In a nutshell, those Russians who own a car and have sufficient storage space are unlikely to be interested in heavily discounted prices, while those on lower incomes will continue to shop closer to home. 

· How will the Russian retailers’ own hypermarkets develop?  Auchan is likely to find local Russian retailers far more of a threat than their Czech, Hungarian or Polish counterparts.  One Russian hypermarket, Most-Mart, opened in Moscow in early 2003.  Assuming this trend grows, will Russian hypermarkets be able to achieve better purchasing capabilities than their foreign competitors?  This, when combined with their strong local position, could give them a significant competitive advantage over foreign retailers. 

· Will local authorities continue to cooperate and encourage foreign investment?  This will be especially critical in Russia’s second city, St. Petersburg, where the city government has a less than brilliant record, despite recent progress. 

· How will things develop in the Asian retail market, which is currently being targeted aggressively by the likes of Carrefour and Auchan, alongside Metro, Tesco and Wal-Mart?  Will success in this market fuel retailers’ global expansion ambitions?  Would failure here force them to refocus on their domestic market, or simply target another country, such as Russia?  

· Russian producers account for 700 out Auchan’s 800 suppliers, and provide 90% of the goods sold in the stores.  How happy will Russian suppliers be to accept French retailers’ payment conditions and other demands (for the bigger players, such as dairy and fruit-juice manufacturer Wimm-Bill-Dann, this will depend partly on the strength of the rouble, which will determine whether they prioritise domestic or foreign markets)?

· Russians have always been profoundly ambivalent about any influence from Western Europe. Will anti-hypermarket lobbying from domestic small-scale retailers (Fedotov 2002) affect local, regional and national policy towards foreign retailers?  

· Will there be any resistance from local / regional / national government – especially if Western hypermarkets come to be blamed for destruction of greenbelt land, or a rise in local unemployment levels, or both (Jacquiau notes that in the ten years after the first hypermarket opened in France, 35,000 small independent stores closed: Jacquiau 2000: 13; see also Monbiot 2000: 171-2).   

· Will French retailers be willing and able to form alliances, whether with other retailers (e.g. Auchan and Casino’s International Retails and Trade Services: Parigi 2002), or with powerful suppliers (e.g. Wimm-Bill-Dann), as Tesco have done with their meat suppliers in Poland (Oláh 2002)?

· What power and influence will French retailers be able to exert with international trade organisations (e.g. European Business Club, or the Russo-British Chamber of Commerce, whose advances have so far been rejected by Auchan’s managing director)?

· Finally, how will French retailers be able to earn the trust and commitment of a wide range of stakeholder groups, including shareholders, senior managers, Russian consumers, Russian political authorities, and Russian suppliers?  This is always a problem for a foreign retailer.  However, it is especially critical – and particularly difficult to achieve – in a country such as Russia, due to the legacy of 70 years of Communism and the rampant corruption that the command economy engendered.  To return to the point with which we began this section: how can they manage risk in such a way as to reduce it to acceptable levels for all parties, not just shareholders?  

Implications for retail internationalisation theory 

So far we have raised rather a lot of questions about Auchan’s particular internationalisation process, but have not really come up with any definite answers.  Can we do better with the theory of retail internationalisation?  There is not the space here to develop a comprehensive theory (see for example Akerhurst and Alexander 1996, Alexander 1997, Alexander and Myers 2000, Dawson 1994, Hollander 1970, McGoldrick and Davies 1995, Pellegrini 1994, Salmon and Tordjman 1989, Sternquist 1997, and Vida and Fairhurst 1998).  Nor is this the place to evaluate (at least not fully) the usefulness or otherwise of conceptual frameworks drawn from non-retail environments (Alexander and Myers 2000).  Nevertheless, a number of theoretical implications and issues for further research emerge from our discussion of Auchan in Russia.  These relate either to country selection process, to entry mode strategy, or to organisational performance once the retailer has entered a particular country. 

1. A broader conceptual framework.

The lack of solid theoretical foundation underpinning most international retailing research has been observed by a number of scholars (Brown and Burt 1992a, Davies 1995, Doherty 1999, Evans, Treadgold and Mavondo 2000, Vida and Fairhurst 1998, and Whitehead 1992).  The view of Vida and Fairhurst (1998:143) that ‘the retail internationalization process [RIP] appears to be a complex and relatively poorly understood phenomenon’ still holds true.  Alexander and Myers have argued (2000: 349) that theorists focus ‘too much on [describing] the retail process itself and insufficiently on the consideration of such developments within the broader framework of conceptual thought on international business’.  In a general sense Auchan’s experience in Russia demonstrates the clear need for a more eclectic model of retail internationalisation, which might show how, just as in any other industry, the various key decisions – such as location, entry mode and timing – are interdependent (Meyer 2002).  Such a model must, however, eschew the predominantly manufacturing-oriented rhetoric of the various internationalisation process (IP) theories (e.g. Andersen 1993, Johanson and Wiedersheim-Paul 1975, Agarwal and Ramaswami 1992, Sørensen 2002), and take into account the ‘idiosyncrasies of the retail process’ (Alexander and Myers 2000: 334).  Not the least of these concerns the way in which the retailer goes about building a network of relationships with foreign-based suppliers, wholesalers and other intermediaries (Elg and Johansson 1996).  As Whitehead observes (1992: 75), for example, in a comment especially relevant to Auchan in Russia: ‘the oligopolistic power structure of food retailers in the UK has resulted in a reluctance to move away from their national market and expand internationally, in contrast to French food retail organizations with a weaker power base in the domestic channel who have expanded significantly across Europe and into the Middle East’.  Auchan may have been attracted to Russia by the prospect of exerting the kind of power on local suppliers that Tesco enjoys in relation to UK farmers.  In reality, however, this has not yet happened (Telitsyna 2002).  The kind of conceptual framework which we favour would not only engage with IP theory, but also acknowledge the unique characteristics of retailing.  At the same time, it would demonstrate the significance of the three points which follow, below.  Crucially, it would also elucidate the interrelationship between these issues.
2. The impact of capital structure.

As Alexander and Myers argue (2000: 348), retail internationalisation theory needs to take account both of the market and of the corporation (specifically ‘control mechanisms, market responsiveness, corporate values and international responsiveness’).  As we have already suggested, such responsiveness will be determined, at least in part, by the firm’s capital structure, defined as the ’interplay between the utilization of debt and equity’ (Gleason, Mathur and Mathur 2000: 185).  A publicly listed company such as Carrefour or Tesco may be less prepared to accept – and ultimately less able to bear - a given level of risk than a privately owned retailer such as Auchan.  This may be risk associated with target country, entry mode or retail format (on Tesco’s aversion to the financial risks of greenfield entry, see Child 2002).  As Evans, Treadgold and Mavondo argue (2000: 385), ‘because they are answerable to shareholders, publicly listed companies face greater pressure to provide acceptable returns on investment over shorter periods of time than do private companies […] As such, private companies have the ability to focus more on the achievement of long-term returns’.  They also comment, citing the example of Aldi in the UK but in a point which is also borne out by Auchan’s Russian adventure, that, ‘the effect of psychic distance on the choice of market to enter and the entry mode selected will be moderated both by the size and ownership of the firm.  While a public company may have the assets to acquire a firm operating in a foreign market, the demands of the shareholders and the subsequent focus on short-term returns may prevent such expansion’ (2000: 385).   A senior executive at Auchan admitted in April 2003, after two huge hypermarkets had already opened in Moscow, that the company was still not certain that it could conquer the Russian market.  It is difficult to imagine senior management at Carrefour, Tesco or Metro (not to mention their respective shareholders) quite as comfortable with such a level of uncertainty.

This has potentially significant implications for those internationalisation models which, pace Kogut and Singh (1988) emphasise the role of national culture on entry mode selection (for a literature review see Harzing 2003).  If capital structure impacts on the effect of psychic distance (PD), then it will also further shape the consequences of a firm’s national culture (NC), since PD and NC are conceptually closely interrelated (this is one reason why Auchan, Carrefour and Leclerc have all adopted different internationalisation strategies).  Surprisingly, however, the financial aspects of retail internationalisation have received little attention in the literature (White 1995).  As Doherty (1999: 396) has observed, retail internationalisation theory, and especially the sub-discipline of market entry mode strategy, needs to ‘look beyond the traditional international marketing studies for new and interesting perspectives’.  Such perspectives should at the very least include the interdependence between capital structures, corporate culture and strategic thinking (Whittington and Mayer 2002: 192-6).   Anecdotal evidence of the link already exists; when asked by the author why Auchan had decided to enter the Russian market, one senior executive replied that it is precisely because the company has no shareholders that the only way it can finance growth is internally, in the form of the long-term investment that internationalisation represents.  One of the five key research questions posed by Vida and Fairhurst refers to ‘the relationship between specific characteristics internal to the firm and its initial and subsequent market entry behavior’ (1998: 149).  Capital structure is one such characteristic. 

3. Corporate culture and organisational learning.

Vida and Fairhurst’s article is important for, among other things, its focus on organisational issues.  In this respect, Auchan’s entry into Russia provides evidence (anecdotal and circumstantial, perhaps, but evidence nevertheless) to support two hypotheses.  First (as we have suggested), a firm’s capital structure will impact on its corporate culture, defined as the organisation’s system of collective beliefs and values (McGoldrick and Fryer 1993, Gleason, Mathur and Mathur 2000: 186)
.  Second, this culture will impact on the firm’s internationalisation strategy.  Now, if we accept the significance of capital structure for retail internationalisation, then by a neatly syllogistic turn we must also give greater weight to internal, organisational processes.  This is consonant with recent statements made by a number of scholars.  For example, Evans, Treadgold and Mavondo (2000) argue that the performance of international retailers is influenced by key organisational features, including the structure of decision-making within the company, and ‘the personal characteristics of a firm’s management’ (2000: 386)
.  Vida and Fairhurst (1998: 143) highlight ‘the need for more in-depth investigation of various aspects of RIP, such as the nature of the decision-making process and relationships between organizational and strategic dimensions’.  Similarly, Brown and Burt (1992b: 80-1) maintain that the key to successful retail internationalisation is ‘managing change in systems and methods’, and stress the relevance of existing literature on organisational behaviour, management styles and corporate cultures.  

In the case of emerging markets such as Russia, as we have already argued, one especially crucial organisational factor will be senior managers’ attitude towards risk (Cavusgill and Godiwalla, 1982, Myers and Alexander 1996, and O’Grady and Lane, 1996).  Different capital structures are likely to engender divergent attitudes towards risk; consequently, risk needs to be conceptualised as a subjective construct (Vida and Fairhurst 1998), rather than as an objective given (Meyer 2002, Hill, Hwang and Kim 1990).  

Corporate culture will also determine how information is internalised (Knight and Liesch 2002) and exploited as the basis for organisational learning (Alexander and Myers 2000: 342, Craig and Douglas 2000).  As Salmon and Tordjman observe (1989: 11), French hypermarket chains have been adept at learning new techniques from the countries in which they have set up (e.g., fish retailing from Spain, and the handling of funds from Brazil).  As if conscious of the need to learn as an organisation, top executives at Auchan spent two years living in Russia and studying the Russian market before opening the first store.  They also employed a handful of French students to live with Russian families for several months in order to learn about household consumption patterns.  Furthermore, it is clearly significant that the company established a strong presence in the geographically and psychically closer Post-Communist states of the Czech Republic, Hungary and Poland, before moving on to Russia.  This kind of steady, incremental growth, coupled with the lengthy acclimitisation process of key executives, lends support to one of the central arguments of IP theory (both the Nordic and the export-stages model), namely the key role played by experiential learning, at both individual and organisational level (Johanson and Vahlne 1977, Whitehead 1992, Vida and Fairhusrt 1998).  At the same time, the fact that Auchan’s initial entry mode in Russia has not been by any definition one of ‘low commitment’ suggests that Johanson and Vahlne (1990) were right to modify their original thesis to acknowledge that a firm with significant resources and experience may make a high investment from the outset, even in unfamiliar and uncertain environments.   

The importance of the role played by organisational factors has particular implications for researchers; awareness of this issue will impact on research methodology, as qualitative data becomes more highly prized (Goldman 2001). Indeed, we would concur here with Doherty who argues (1999: 396) that ‘international retailing researchers should be encouraged to employ qualitative techniques to discover a deeper understanding of aspects of the internationalization process for which only descriptive and general explanations currently exist’.

4. Postmodern perspective[s] on the strategic decision-making process.

Meyer (2002) has argued that the strategic intent behind the internationalisation process is seriously under-theorised.  This is especially true in the case of retail.  ‘Is the RIP an incremental or random process?’ is the fifth and last (and perhaps the most important) research issue raised by Vida and Fairhurst (1998: 150).  In one sense, as we have seen, Auchan’s progress eastwards has been incremental, since they entered the largest EU accession states of Central Europe well before setting up shop in Moscow.  At the same time, however, there is a significant degree of randomness about this process.  They might not have gone into Russia at all had not the Russian government liberalised the land market, or IKEA had 16,000m² of retail space to rent, or the Moscow city government hadn’t taken the decision to improve the city’s transport infrastructure, or they hadn’t just decided to pull out of Mexico, or key competitors such as Carrefour not been distracted by other emerging markets in Asia.   To account for the complexity and unpredictability of this process, we need a postmodern RIP theory that would examine how internationalisation strategies are not developed deliberately but instead ‘emerge’ (Mintzberg and Waters 1985) as the product of conflicting interests within the firm.  (This is particularly true in the case of developing economies such as Russia’s, where a high degree of market uncertainty means that long-term plans need constantly to be torn up.) 

The relevance of the postmodern paradigm lies in the fact that, as Freahy (1996: 12) puts it, ‘facts do not exist, only interpretations’.  To paraphrase Hackley (2001), what is required is not another normative theory of retail internationalisation, but instead a model informed by an interpretive perspective.  Such a perspective, based on qualitative data, would be alive to the ways in which, as Hackley puts it, we ‘construct versions of events which make them (and us) seem normal and unproblematic yet which, on closer examination, can be seen to depend on very particular selections of vocabularies and interpretations which in turn represent imagined interests and personal plans and which reproduce institutionalized relations of power and authority’ (2001: 31).  Such a model would not necessarily reproduce Baudrillard’s (1981) postmodern critique of the hypermarket as the ultimate locus of ‘hyper-reality’.   It would, however, pace Lyotard (1979), radically reject all ‘grand narratives’ of retail internationalisation in favour of a process at once more random and less linear.  It would also build on Vida and Fairhurst’s contention (1998: 145) that ‘the decision makers [in the RIP] tend to be guided by their subjective evaluation of the external environment rather than by the objective knowledge of the world.’  Most importantly, it might help shed fresh light not just how and why Russians choose to shop at Auchan, but also how and why Auchan chose to sell to the Russians (or, put another way, how and why the retailer ‘bought’ Russia).  

Such a call to foreground the conflicting play of subjectivities at the heart of the RIP is not as novel as it might appear.  In fact, it is based on Johanson and Vahlne’s (1990) view of the firm as a ‘loosely coupled system in which different actors in the firm have different interests and ideas concerning the development [,identity and purpose] of the firm’.  Nevertheless, to answer this call would be to bring RIP theory up to date, to expose it to the latest developments in thinking about both organisational behaviour and strategy.  We need hardly add that such a project extends way beyond the scope of the present paper.

Towards a Conclusion

To return to Auchan itself, we would suggest that the success of the hypermarket format in Russia looks more assured than the success of French hypermarkets themselves.  The format itself is proving popular with an increasing affluent and self-assured middle class.  However there is still a good deal of uncertainty about the Russian retail sector (not least because of the vulnerability of the economy to the volatile oil price) and if times get tough, then foreign retailers, who are perhaps not so trusted by the domestic consumer, do not have as much local knowledge and do not enjoy as close a relationship with local suppliers, may be the first to go to the wall.   Of course if such a scenario represents an unacceptably high level of risk for companies such as Auchan, Carrefour and Leclerc, then these companies may seek an alternative entry mode to a greenfield site (assuming, of course, that the latter two actually enter Russia at all).  But precisely what alternative strategies present themselves to French hypermarkets?  

Acquisition (a strategy most recently adopted by Tesco with its purchase of is Japan’s C Two-Network) is unlikely until it becomes possible to value Russian companies accurately.  This is very probably not going to happen unless they clean up their corporate governance procedures (unlikely to happen to any Russian retailer unless it lists on a foreign stock market, and none is big enough to do this in the short term).  Given that a supposedly reputable retailer such as Ahold has recently turned out to be falsifying accounts on a large scale (Bickerton 2003), this is likely to make shareholders even more reluctant to approve the acquisition of a retailer from a ‘risky’ market such as Russia.  A more plausible, and less risky (and also less expensive) strategy might be a joint venture, such as the one Carrefour has entered into with President Enterprise in Taiwan (on a 60:40 basis in favour of the French retailer; Omar 1999: 410).  However, it is extremely difficult for Western European firms to conduct joint ventures successfully in Russia.  As firms such as the Swiss-Swedish engineering company ABB have recently found to their cost, Russia is not just a scaled-up version of Poland.  French companies do not have a good track record in this regard (the one exception is perhaps Renault who have a manufacturing presence in Russia, although they have been helped by massive tax breaks offered by Moscow City Council).  They could, of course, set up supermarkets and even small convenience stores instead of – or alongside - hypermarkets, thereby mirroring their domestic strategy, and at the same time following the multi-format retail trend that has been visible in recent times in Western Europe (one thinks, for instance, of M&S’s ‘Simply Food’ outlets on UK high streets and at motorway service stations).  Many believe that this is the safest strategy for any retailer with international ambitions (Anon 1999).  Indeed, Carrefour has in the past few years been reasonably good at diversifying its format (at least in Latin countries), as Dupuis and Prime observe (1996: 31; see also IGD 2001).  However, a multi-format strategy can produce supply chain problems, and it would also make it harder for the likes of Auchan to differentiate itself from the competition.  Colla and Dupuis (2002: 109) point out that such a strategy can lead to ‘internal cannibalisation problems’, and contrast this approach with the phenomenally successful strategy of ‘category killers’ such as IKEA and H&M.  What about a franchise, a strategy which M&S have successfully adopted in Central Europe?  This is a possibility, although this would mean relinquishing control and investing a lot of time and effort in building trust in an alien, emerging market where psychic and business distance are in many respects quite considerable.  

The fundamental dilemma for French retail giants in Russia is the same as it is for business anywhere, namely how to maximise control and minimise costs while maintaining risk at an acceptable level.  At the moment Auchan appears to be satisfied that it will be able to achieve this objective.  The French firm (along with, it must be said, a number of big foreign retailers in a variety of sectors) is finding it relatively easy to get Russian consumers to part with their roubles.  Whether this trend lasts, and for how long are, however, more difficult to predict.  

Bibliography
Agarwal, S., and Ramaswami, S. (1992), ‘Choice of Foreign Market Entry Mode: Impact

Of Ownership, Location and Internalization Factors’, Journal of International Business Studies, 23 (1), pp. 1-27 

Akerhurst, G., and Alexander, N. (1996), The Internationalization of Retailing, London,

Frank Cass

Alexander, N. (1997), International Retailing, Oxford, Blackwell

Alexander, N., and de Lira e Silva, M. (2002), ‘Emerging Markets and the 

Internationalisation of retailing: The Brazilian Experience’, International Journal 

of Retail and Distribution Management, 30 (6), pp. 300-14

Alexander, N. and Myers, H. (2000), ‘The Retail Internationalisation Process’, 

International Marketing Review, 17 (45), pp. 334-53

Alexeitchik, O. (2001), ‘Retail Development in Central Russia’ [US Department 

of Commerce website: http://www.bisnis.doc.gov/bisnis/country/010627cenrusretail.htm]

Alexeitchik, O. and Zheberlyaeva, E. (2001), ‘Retail Trade Gains Momentum in 

Russia’ [US Department of Commerce website: 
http://www.bisnis.doc.gov/bisnis/bulletin/017bull1.htm]

Andersen, O. (1993), ‘On the Internationalization Process of the Firm: A Critical 

Analysis’, Journal of International Business Studies, 24 (2), pp. 209-31

Anon (1999), ‘Shopping All Over the World’, The Economist, 17 June

Anon (2001), ‘Hype on the Vistula’, The Economist, 19 May, p. 89

Anon (2002), ‘Moscow Retail to Attract $3 Billion’, Russo-British Chamber of 
Commerce Bulletin, November, p. 15

Anon (2003), ‘Independent?  Moi?’, The Economist, 15 March, p. 79 

Baudrillard, P. (1981), ‘Hypermarché et hypermarchandise’, in Simulacres et 

Simulations, Paris, Galilée, pp. 113-18 

Belkina, P. (2003), ‘Consumer Trends in Russia’, [US Department of Commerce

website: http://www.bisnis.doc.gov], May

Belton, C. (2002), ‘To Russia, With Love’, BusinessWeek, 16 September, pp. 20-1

Benoit, B. (2003), ‘Metro Delivers Message of the Moment [interview with Metro CEO

Hans –Joachim Körber]’, The Financial Times, 25 February [accessed on line at http://news.ft.com/servlet/ContentServer?pagename=FT.com/Story/FullStory&c=StoryFT&cid=1045511124069&p=1012571727108]

Bickerton, I. (2003), ‘CEO and CFO Quit as Ahold Has to Cut Profits’, Financial Times,

24 February

Brown, S., and Burt, S. (1992a), ‘Retail Marketing: International Perspectives – 

Introduction’, European Journal of Marketing, 26 (8/9), pp. 5-7

Brown, S., and Burt, S. (1992b), ‘Conclusion – Retail Internationalization: Past

Imperfect, Future Imperative’, European Journal of Marketing, 26 (8/9), pp.80-4

Burt, S. (1986), ‘The Carrefour Group – the First 25 Years’, International Journal of 

Retailing, 1 (3), pp. 54-78

Burt, S. (1994), ‘Carrefour: Internationalising Innovation’, in P. McGoldrick (ed.), Cases

In Retail Management, London, Pitman, pp. 154-64 

Cavusgill, S., and Godiwalla, Y. (1982), ‘Decision-Making for International Marketing:

A Comparative Review’, Management Decisions, 20 (4), pp. 47-54

Child, P. (2002), ‘Taking Tesco Global’ [interview with David Reid, Deputy Chairman of 

Tesco], McKinsey Quarterly, No. 3 

Cockburn, P. (2000), ‘Have roubles, want sofa-bed’, The Independent, 10 April [Review 

Section], p. 7

Colla, E., and Dupuis, M. (2002), ‘Research and Managerial Issues on Global Retail

Competition: Carrefour/Wal-Mart’, International Journal of Retail and

Distribution Management, 30 (2), pp. 103-11

Cooke, T. (1999), Marketing in Central and Eastern Europe: Achieving Success in 

Complex Markets, London, FT Retail & Consumer 

Corstjens, J. and Corstjens, M. (1995), Store Wars: The Battle for Mindspace and 

Shelfspace, Chichester, Wiley

Craig, C. S., and Douglas, S. P. (2000), ‘Configural Advantage in Global Markets’, 

Journal of International Marketing, 8 (1), pp. 6-26

Davies, G. (1995), ‘Directions for Further Development and Research’, in McGoldrick 

P., and Davies, G. (eds), International Retailing: Trends and Strategies, London, 

Pitman, pp. 239-42 

Dawson, P. (1994), ‘Internationalization of Retail Operations’, Journal of Marketing

Management, 10, pp. 267-82

Doherty, A. M. (1999), ‘Explaining International Retailers’ Market Entry Mode Strategy: 

Internalization Theory, Agency Theory and the Importance of Information 

Asymmetry’, The International Review of Retail, Distribution and Consumer 

Research, 4 (October), pp. 379-402

Dragomir, M. (2003), ‘”Czech Dream” is Food for Thought, Budvar Buys Kaspen a Tall

One’, Prague Business Journal, 9 June [http://www.pbj.cz/user/article.asp?ArticleID=179803]

Drtina, T. (2002), ‘Hypermarket boom slightly slowing while new retail concepts crop 

up’, Prague Business Journal, 16 December 

[http://www.pbj.cz/user/article.asp?ArticleID=167046]

Dupuis, M. and Prime, N. (1996), ‘Business Distance and Global Retailing: A Model for

 
Analysis of Key Success / Failure Factors’, International Journal of Retail & 

Distribution Management, 24 (11), p. 30-8

Elg, U., and Johansson, U. (1996), ‘Networking When National Boundaries Dissolve:

The Swedish Food Sector’, European Journal of Marketing, 30 (2), pp. 61-74

Evans, J., Treadgold, A. and Mavondo, F. (2000), ‘Psychic Distance and the Performance 

of  International Retailers: A Suggested Theoretical Framework’, International 

Marketing Review, 17 (45), pp. 373-91

Fedotov, A. (2002), ‘Facing Hypermarket Competition’ 

[http://www.twb-world.com/English.htm]

Freahy, P. (1996), ‘Regulation Theory and the Postmodernist Challenge: Considerations 

in the Development of Meta-Theory’, University of Stirling Institute for Retail

 Studies Research Papers in Retailing, no. 9603

Garrison, T. (2001), International Business Culture, 3rd edn, Huntingdon, ELM 

Publications

Gleason, K., Mathur, L., and Mathur, I. (2000), ‘The Interrelationship between Culture, 

Capital Structure, and Performance: Evidence from European Retailers’, Journal 

of Business Research, 50, pp. 185-91

Goldman, A. (2001), ‘The Transfer of Retail Formats into Developing Economies: The

Example of China’, Journal of Retailing, 77, pp. 221-242 

Griston, D. (2002), ‘New Land Code and Legal Issues in The Construction and Property 

Market’, Russo-British Chamber of Commerce Bulletin, November, pp. 28-31

Hackley, C. (2001), Marketing and Social Construction: Exploring the Rhetorics of

 Managed Consumption, London and New York: Routledge 

Harzing, A-W. (2003), ‘The Role of Culture in Entry Mode Studies: From Neglect to 

Myopia’ [unpublished paper, under review at Advances in International Management]

Hill, C., Hwang, P., and Kim, W. C. (1990), ‘An Eclectic Theory of the Choice of 

International Entry Mode’, Strategic Management Journal, 11 (2), 117-28

Hofstede, G (1994), Cultures and Organizations: Software of the Mind, London, 

HarperCollinsBusiness

Hogarth-Scott, S., and Rice, S. (1994), ‘The New Food Discounters: Are They a Threat to

The Major Multiples?’, International Journal of Retail and Distribution 

Management, 22 (1), pp. 20-8 

Holden, N. (1994), ‘Littlewoods in St Petersburg: A Major Development in UK-Russian 

Retail Co-operation’, in P. McGoldrick (ed.), Cases in Retail Management, London, Pitman, pp. 194-201

Hollander, S. (1970), Multinational Retailing, East Lansing, Michigan State University

Press

IGD (2001), International Retailer Profiles: Carrefour, Institute of Grocery Distribution,

Watford

Jacquiau, C. (2000), Les Coulisses de la Grande Distribution, Paris, Albin Michel

Johanson, J., and Vahlne, J-E. (1977), ‘The Internationalisation Process of the Firm – A

Model of Knowledge Development and Increasing Foreign Market Commitments’, Journal of International Business Studies, 8, 23-32 

Johanson, J., and Vahlne, J-E. (1990), ‘The Mechanism of Internationalisation’, 


International Marketing Review, 7 (4), pp. 11-24

Johanson, J., and Wiedersheim-Paul, F. (1975), ‘The internationalization of the Firm – 


Four Swedish Cases’, Journal of Management Studies, 12, pp. 305-22

Johnson, J. (2003), ‘”Everyone Talks of Independent Board Members and Shareholder

Activism but No One Believes It”’, The Financial Times, 24 April, p. 15

Kamins, J. (2002), ‘Trends in Russian Retail of Non-Foods, Building Products, and DIY: 

News Compilation’ [US Department of Commerce website: 
http://www.bisnis.doc.gov/bisnis/isa/020930retailtrends.htm]

Knight, G., and Liesch, P. (2002), ‘Information Internalisation in Internationalising the 

Firm’, Journal of Business Research, 55, pp. 981-995

Kogut, B., and Singh, H. (1988), ‘The Effect of National Culture on the Choice of Entry 

Mode’, Journal of International Business Studies, 19, pp. 411-32 

Koźmiński, A., and Yip, G. (eds) (2000), Strategies for Central and Eastern Europe, 

Basingstoke, Macmillan
Lyotard, J-F. (1979), La Condition Postmoderne, Paris, Minuit

McGoldrick, P., and Davies, G. (eds) (1995), International Retailing: Trends and

Strategies, London, Pitman

McGoldrick, P., and Fryer, E. (1993), ‘Organisational Culture and the Internationalisation 

of Retailers’, 7th International Conference on Research in the Distributive 

Trades, Institute for Retail Studies, University of Stirling, Stirling, 6-8 September

McGoldrick, P., and Holden, N. (1993), ‘Developments by Western Retailers in East 


Europe and Russia’, Journal of Marketing Channels, 2 (3), pp. 61-84

Meyer, K. (2002) ‘Entry Mode Analysis: Towards an Eclectic Framework’ [unpublished 

paper presented at Second International Conference on International Business in Transition Economies, Vilnius, September 12-14]

Meyer-Ohle, H. (2002), ‘The Crisis of Japanese Retailing at the Turn of the Millennium:

 A Crisis of Corporate Governance and Finance’, International Review of Retail, 

Distribution and Consumer Research, 12 (1), pp. 13-28

Mintzberg, H., and Waters, J. (1985), ‘Of Strategies, Deliberate and Emergent’, Strategic

 Management Journal, 6, pp. 257-72

Miu , A., and Penhirin, J. (2003), ‘Hypergrowth for China’s hypermarkets’, McKinsey

Quarterly No. 2 

[http://www.mckinseyquarterly.com/article_page.asp?ar=1289&L2=20&L3=75&srid=27&gp=0]

Monbiot, G. (2000), Captive State: The Corporate Takeover of Britain, London, Pan 

Macmillan

Morgan, M. and Symon, F. (2003), ‘Carrefour Adds to Retailers’ Gloom’, Financial 

Times, 11-12 January

Myers, H., and Alexander, N. (1996), ‘European Food Retailers’ Evaluation of Global 

Markets’, International Journal of Retail and Distribution Management, 24 (6), 

pp. 34-43 

O’Grady, S., and Lane, H. (1996), ‘The Psychic Distance Paradox’, Journal of 


International Business Studies, 27 (2), pp. 209-33

Oláh, P. (2002), ‘Tesco in Deal to Restructure Pork Supplies’, Budapest Business 

Journal, 16 December [http://www.bbj.hu/user/article.asp?ArticleID=167067]

Oláh, P. (2003), ‘Auchan Set to Expand Nationally’, Budapest Business 

Journal, 9 June [http://www.bbj.hu/user/article.asp?ArticleID=179769]

Omar, O (1999), Retail Marketing, London, FT Prentice Hall

Ostrovsky, A., and Benoit, B. (2003), ‘Metro Unveils €1bn Plan to Capitalise on Growth

in Russia’, The Financial Times, 11 June, p. 28. 

Parigi, J. [avec Aubril, S.] (2002), ‘La globalisation s’impose à Auchan’, LSA, 21 

November, pp. 22-4

Pellegrini, L. (1994), ‘Alternatives for Growth and Internationalization in Retailing’, The

International Review of Retail, Distribution and Consumer Research, 4 (2), pp.

121-48

Ritson, M. (2003), ‘Brands Must Create Emotional Pull to Avoid a fate like Kmart’s’, 


Marketing, 27 February, p. 16

Rodier, A. (2002), ‘ La Revanche des Nipponnes’, Le Figaro [Économies supplement], 

26 November, p. XI 

Rulence, D. (2000), ‘Les Stratégies Spatiales des Firmes de Distribution : Mésure et 

Comparaisons’, in Vollé, P. (ed), Études et Recherches sur la Distribution, Paris, 

Économica, pp. 13-28

Salmon, W., and Tordjman, A. (1989), ‘The Internationalisation of Retailing’,

International Journal of Retailing, 4 (2), pp. 3-16

Schofield, J. (2002), ‘Russia’s Retail Growth’, BBC News website, 14 February 

[http://news.bbc.co.uk/1/hi/business/1809200.stm]

Sørensen, O. (2002) ‘Rethinking the Theory of [the] Internationalisation of Firms: The 

Case of Up-stream Internationalisation’ [unpublished paper presented at Second International Conference on International Business in Transition Economies, Vilnius, September 12-14]

Sternquist, B. (1997), ‘International Expansion of US Retailers’, International Journal of 


Retail and Distribution Management, 25 (8), pp. 262-8

Talbi, K. (200), ‘Premier géant européen à Moscou : Auchan s’installe en Russie’, 

Le Figaro, 2 September, p. 5

Telitsyna, I. (2002), ‘Udar s Otdachei : Zarubezhnye Rozichnye Giganty Stol’knulis’ s 

Rossiiskoi Spetsifikoi’, Kompaniya, 14 October

[http://www.ko.ru/documet_for_print.asp ?d_no=5390]

Tordjman, A. (1988), ‘The French Hypermarket: Could It Be Developed in the States?’,

Retail and Distribution Management, July/August, pp. 14-16 

Treadgold, A. (1988), ‘Retailing Without Frontiers’, Retail and Distribution

 Management, 16 (6), pp. 8-12

Vida, I., and Fairhurst, A. (1998), ‘International Expansion of Retail Firms: A Theoretical

Approach for Future Investigations’, Journal of Retailing and Consumer Services, 5 (3), pp. 143-51

White, A. (1995), Cross-border Retailing: Leaders, Losers and Prospects, London,

Pearson Professional

Whitehead, M. (1992), ‘Internationalization of Retailing: Developing New Perspectives’,


European Journal of Marketing, 26 (8/9), pp. 74-79

Whittington, R. and Mayer, M. (2002), The European Corporation: Strategy, Structure, 

and Social Science, Oxford, Oxford University Press

Williams, D. (1991), ‘Differential Firm Advantages and Retailer Internationalisation’, 

International Journal of Retail & Distribution Management, 19 (4), pp. 3-12  

Woodger, C. (2003), ‘Moscow Mules and DIY’, Brand Strategy, February, p. 32

� Many inside the industry now talk about 5,000m² as the minimum for a ‘hypermarket’.  Size alone does not distinguish a hypermarket from a supermarket.





� This is the Russian word for ‘crossroads’, rather like the French ‘Carrefour’!


� For a critique of the concept of (national) ‘culture’ as conceptualised by IP scholars, see Harzing 2003.  





� Among the ‘personal characteristics’ of Auchan’s senior management, one might include the decision of the Moscow managing director to decline an invitation to join the Russo-British Chamber of Commerce, and the reluctance of the marketing manager in another post-communist Central European state to relocate to Russia. 





