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4 Things to keep in mind as we
digest the report

1+ Managerial IQ and Going International

1 A Universe where win - win strategies are not
simply a dream

1 Where are the bees?
BCross pollination

1+ Inertia
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Managerial IQ and Going International

rQuali ty of a retailerdos ma
related to whether it is a domestic - only
competitor

1 The quintessential chicken and egg problem

1 Itis true that an international presence leads to
all sorts of benefits
B Capability to modulate your offering is enhanced

BThe opportunity to | everage on
another is much higher if you understand both countries

B Ability to attract top managerial recruits
1 Walmart versus the Bay
1 Starbucks versus Tim Hortons
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Managerial IQ and Going International

+ The Challenges are
substantial

BUnderstanding the local market
BTussle between local sensitivity
and efficiency

1 In China, live eels are available in e
Carrefour hypermarchés |

BTussle between global image
and local relevance

1 The Big Mac versus the McRoyal in
Europe ot
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Managerial IQ and Going International

» Easier said than done
B The number of truly international retailers is limited
1 Walmart
9 Tesco
1 Carrefour
1 McDonalds
1 Starbucks
1 KFC
1 Aldi
B Aside from the USA, few countries have more than one
International player.
1 0O Mo st men |
men | earn f
Kaletsky

from their
t hhe mi st ake
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Managerial IQ and Going International

1 You need to have the
resources to lose

BWal mart: Samos ClI
(2009), exited the German
Market

B Marks and Spencer: withdrew
from France and Canada

B Burger King in France (exited
1997)

B Canadian Tire (exited USA 2X)

1 For how many Canadian firms,
IS this realistic?

B Tim Hortons

B Canadian Tire

B Shoppers Drug Mart

B Loblaws
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http://en.wikipedia.org/wiki/File:Burger_King_Logo.svg

A Universe where win-win strategies are
not just a dream

1 A frustrating side of retailing is that the benefit
of many innovations seem to disappear when the
competitors implement the same program
B Loyalty programs
B Personalized service
B Automated checkouts
B Broader product line (les produits du monde in
Carrefour)

1 Many recent innovations seem to be of a different
character

B They offer a competitive advantage when implemented
unilaterally but,

B Even when all firms implement the changes, firms are
better off )
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+ Technology has enabled many practices that
were simply impossible in the past.
BData collection
BData analysis
BCustomer recognition
BCustomized offers
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