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Abstract: Modern companies (especially transnational corporations) were forced to revise their
strategies of development and adjusting them to the changing environment of conditions. It seems
that the success of TNCs can be explained by their right approach to three aspects: quality of
resources and processes, meaning of time as strategic parameter and interaction with the
environment. Adjusting the structure to the development strategy of a corporation is based on use of
interactive orientation. By implementing full scope of internationalization<(global strategy) a
corporation must be able to emphasize spheres of perfect unison of the organization and needs of
the client, perceived through the prism of individual needs of particular individuals. and specific
groups. The ability of adjusting the organization to client’s demand specifics enables the
assimilation with the specific environment and at the same time creating brand based on the concept
of common responsibility of the organization for quality of life and welfare of their clients. It is the
highest level of adjusting organizational structures to developmental challenges of the 21st century.
The organization implements transnational strategy, which means “sinking” of the company into
system of global economy, with simultaneous integration with different local communities in a
global economic space.

Key words: transnational corporations, global integration, transnational businesses,
globalization, transnational strategy.

With high global integration, transnational businesses operate with a central or head office in
one country that coordinates local subsidiaries “in international markets. This organizational
structure means that there is one overarching brand and center of operations that determine overall
decision-making and supply chain management, harnessing the power of scale.

Optimizing your business for high global integration gives you several advantages:

- A global, standardized brand that is immediately recognizable

- More efficient processes and consolidated management

- Lower costs with centralization and streamlined operations

- A global scale and thousand-foot-view

Some businesses give more autonomy to their local branches than others. Balancing corporate
decisions vs. local decisions remains one of the biggest challenges for global companies —
especially with a distributed workforce.

Theright policies can enhance TNCs’ contribution to development.

Globalization is accelerating change in the world economy in an uneven manner, with many
developing countries failing to keep up with the processes involved. WIR 99 leaves no doubt that
the activities'of TNCs do not necessarily reduce this skewed impact. They may even exacerbate it.

The governments of developing countries have changed attitudes towards TNCs over the last
20 years. Many governments saw TNCs as part of the development problem. Today, TNCs are seen
as part of the solution.

Developing countries expect that TNCs can enhance a country”s capital inflows, strengthen its
technological base, boost its export competitiveness and raise the quantity and quality of
employment. FDI creates new jobs and more opportunities as investors build new companies in
foreign countries. This can lead to an increase in income and more purchasing power to locals,
which in turn leads to an overall boost in targeted economies. Many countries are thus now
competing with one another to attract FDI. This warns of the dangers for countries in “engaging in a
financial incentive-competition race towards the sky; of a fiscal incentives-competition race
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towards zero."

In consequence, governments could face a situation in which higher levels of subsidy packages
produce diminishing returns.

Combining the power of economies of scale with high local responsiveness — or attention to
local markets — ensures a level of customer-centricity that differentiates your brand. Keeping local
customers in mind, rather than just selling to foreign markets, is what makes transnational strategies
so successful.

Depending on the type of business, this can look like hiring local country managers or field
marketers, changing product packaging or colors, or localizing marketing and sales strategies.
Optimizing your business for high local responsiveness gives you several advantages:

- Competitive advantage in local markets

- Deeper market penetration and brand awareness

- Organic, locally-driven decisions and organizational structure

- Capitalizing on market advantages of foreign operations (such as labor costs, proximity to
natural resources, or shipping lanes)

Attuning your business to win in local markets requires more than just translating your
marketing messages or product packaging and shipping them to a new-market. It’s much more
challenging to coordinate teams around the world, for one.

High local responsiveness also requires you to evaluate product-market fit by country, adjust
prices, add currency and payment methods, and think about imagery and colors — in essence, your
localization strategy.

5 Transnational Strategy Examples

A successful transnational model combines high global integration with high local
responsiveness, giving you the benefits of both. While not every global business looks the same, in
practice, it means international companies must. take a global, forward-thinking strategy and
combine it with local expertise and changes that best suit each market.

Take five ofthe most successful multinational companies (MNC) in the world:

1 McDonald’s [1] has 36,000 fast-food locations in more than 100 different countries
worldwide, with menu and prices that change based on the local market. You can order a McSpicy
Paneer in India (fried paneer cheese, tandoori sauce, and lettuce) or poutine (french fries with
gravy) in Canada, but the golden‘arches and company name stays the same. McDonald’s prices
constantly change — and are so accurate that economists use the “Big Mac Index” to measure the
value ofthe dollar.

2. Unilever[2], the parent company for over 400 brands like Klondike, Lipton Tea, Dove, Axe,
and Vaseline, operates-in 190 countries. They embody the idea of “thinking globally, acting locally”
when it comes to their operations, hiring local managers to run their in-country operations and
manufacturing facilities, and dividing the company based on the product offering. Their network of
brands puts them in a strong position in nearly every market, focusing on the products that play best
in that particular sphere (such as marmite in Australia and mayonnaise in the United States.)

3. Nike[3] sneakers and sports apparel can be found in over 170 countries. Nike’s marketing
strategy included adopting social media, e-commerce, and sponsorships for elite athletes in foreign
markets early on to great success. With a network of influential sports celebrities from soccer
phenomenon Cristiano Ronaldo to basketball star LeBron James and tennis champion Rafael Nadal.

4. Samsung[4], the Korean electronics company, now operates in 74 countries. With a global
design for their phones and computers, they adapt each product to local markets. For example, they
offer a Smart oven designed explicitly for yogurt fermentation for Bulgaria, a bespoke kimchi
refrigerator for South Korea, and embossing the character for luck, on the back of PC monitors for
China.

5. Coca-Cola[5] operates in more than 200 countries and takes a localization approach that
means you can order a “Coke,” a “Cola,” or a “Coca,” depending on the global market. Every local
market has slightly different messaging and formula, but they use simplified, universal messaging
that works no matter the market: happiness, enjoyment, and sharing. Combining this standardization
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with variations in local flavors and packaging is what makes them so successful.
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AHHOTaUuA: B [aHHOW ny6nvKaumnm npefcTaBneH aHanvM3 npuMeHeHWs OyXranTepckoro
ayTCOpPCUHraB  BU3HEC-CTPYKTYpe. MpoBedeH . KpaTkuii  0630p  pasBUTUA  MOAENu
ayTCOPCUHTOBbIXYCNYT M NPeAnocblioK eé cTaHoB/eHUs. Ocoboe BHUMaHME 6bIN0 06paLleHO Ha
ayTCOPCUHI ByXranTepckmnx ycnyr. B ctaTbe npuBefieH CTPYKTYPUPOBaHHbIV aHanM3 NperMyLLecTs
M HEeLOCTATKOB MOZeENM ayTCOPCUHra, a Takke npobiem ero akcnayarauumn B hmpmax KasaxcraHa.

KntoueBble cnoBa: ayTCOPCUHT, YCNYFW, aHanus, npenmyLLecTsa u HefocTaTku, byxrantepus.

Ha cerogHsaWwHMiA AeHb ayTCOPCUHE OYyXranTepcKoro yyeta MMeeT LUMPOKOe MPUMEHEHWE U
NCMOJb3yeTCA MHOTUMU GU3HEC-KOMMAAHUAMMW. AYTCOPCUHI MePEeBOAMTCA Kak BHELWHWUW pecypc (OT
aHIIMNCKOr0 «OUt» M «SOUICE») W YCMELWHO MO03BOMISET KOMMaHUAM MNpPUBAeYbL [N1F PeLleHns
Oyxrantepckux 3agay npodgeccuoHanoB u3BHe. OfHM KOMMaHWM O06peTalT BO3MOXHOCTb
COKpaTUTb pacxofbl Ha COAepXKaHue creunanucTos B obnactu byxrantepuu, gpyrue - passuTb U
YCOBepLUEHCTBOBaTL BeeHMe Oyxrantepckoro yyerta. lMepefatb OGyxrantepmito Ha ayTCOPCUHT -
3HaUMT CyMeTb COCPefOTOUMTLCA Ha BefeHUM OU3Hec-AeATeNlbHOCTW W AaTb npodeccroHanam
NPaBuIbHO. HAYUCNATL N MEePeYnUCNATb HAIOroBble 0653aTeNIbCTBA, HAUUCNATL 3apaboTHYO nnaty,
cfiaBaTb CBOEBPEMEHHO OTYETHOCTb W BbINOHATL MHOXECTBO APYrUX AOMOMHUTENbHBIX (YHKLMWIA.
B Hawei cTpaHe cTano BOCTpPe6OBaHHbIM MpuberaTb K ycnyram CneuuanicToB MAM KOMMaHWI B
cthepe ayTCOpPCUHra C Lenblo BefeHMs OyxranTepckoro ydyeta M pacuyeTa 3apaboTHOW mnnathl
COTPYAHWKOB, BeAb O0Oy4YeHWe MOJMIOAbIX  CMEeLManncToB  3aHMMaeT Bpemsi, a HaWTtu
KBaMPULMPOBAHHbLIX OYXranTepoB C 60MbLUIMM OMbITOM MOPOI NpeAcTaBnseT COO0M CNOXHOCTb.
PaccmatpuBaTtbh BapuaHT MPUMEHEHUS NPUXOLALLNX OYXranTepoB UMeeT paf PUCKOB, TaK Kak OHU
HE HeCyT HWKaKOol MaTepuasibHOW OTBETCTBEHHOCTWM. CrefoBaTe/lbHO, B [aHHOM Cryyae
OyXranTepckuin ayTCOPCUHI MOXHO paccMaTpuBaTb XOPOLUMM BapuMaHTOM C y4YeTOM MokasaTtesen
LeHbl M KayecTBa, TaKXe MOXET BK/OYaTb B Cebs ycnyru Mo BefeHUO Oyxrantepum BCero
npeanpuatusa. JaHHoe pelueHne NO3BOMSET 3KOHOMUTL HA Hanorax, CouMasibHbIX OTUYUCNEHUAX W
3apaboTHO nnaTe WTaTHOro Oyxrantepa, [aeT BO3MOXHOCTb He YrayonatbCs B [AeTaiu
oyxrantepckoro y4eta[1].

MpenmMyLlecTBa 6yxXranTepckoro ayTCopcuHra y>ke aBHo OueHWIn B cTpaHax 3anaga: B CLUA

449


https://www.reuters.com/markets/companies/MCD/
https://www.reuters.com/article/us-unilever-plc/unilever-buys-out-rights-of-co-founders-family-trusts-idUSBREA4I08E20140519
https://www.reuters.com/article/us-unilever-plc/unilever-buys-out-rights-of-co-founders-family-trusts-idUSBREA4I08E20140519
https://www.reuters.com/markets/companies/company-officers/
https://samsungtechwin.com/
https://www.smithsonianmag.com/smart-news/coca-colas-creator-said-drink-would-make-you-smarter-180962665/
https://www.smithsonianmag.com/smart-news/coca-colas-creator-said-drink-would-make-you-smarter-180962665/
mailto:sgrishkina@list.ru
mailto:elmira5as@mail.ru
mailto:gulim_29_94@mail.ru



