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The phenomenon of globalization is characterized by a significant reduction in
trade barriers and a corresponding decline in transport, communication and in-
formation costs, providing numerous opportunities. However, to pass over na-
tional borders still continues to be a significant obstacle to the expansion of many
companies’ activity, and they turn principally towards their domestic market. In a
context of increasing competition and reduced product life cycles, companies are
forced to constantly improve their ability to identify the needs of foreign consu-
mers, and to create a suitable and differentiated offer for them. The level of com-
petitiveness of companies and nations/countries depends strongly on their par-
ticipation in international trade. In this regard, according to B. Esambert (1991),
there is no prosperous economy without efficient companies. Hence the need for
public authorities is to empower national companies to innovate, to constantly
export more, and to establish themselves abroad.

Exporting represents one of the modalities of the development strategy of
companies through international markets. Several factors motivate these compa-
nies to explore growth drivers and seek new international outlets. Nevertheless,
addressing demand requires mastering some key factors. These conditions deter-
mine the success of the company in foreign markets and determine its long-term
presence in these markets. In addition, export operations entail risks that the com-
pany should evaluate in order to put in place means to protect against them.

The purpose of this article is to cover issues relating to the export process,
focusing on the motivations that encourage companies to export, the factors that
determine their success on foreign markets, as well as the risks they face. More-
over, the first part of this paper will be devoted to the review of work that has dealt
with the issue of exports. The second part will be allocated to a case of an Algerian
company; exporting tires to different foreign markets. Thus, the results will be pre-
sented based on the interviews carried out with the managers of this company, and
relating to the elements discussed in the first part of our study.

INTERNATIONALIZATION:
A BUSINESS ADAPTATION STRATEGY

In response to the evolution of their international environment, companies are
encouraged to develop outside their original economic area. The level of commit-
ment of companies to international markets differs. As part of this study, we will
focus on the initial internationalization process, through exporting, which takes
place in several stages, as shown in the Figure below adapted from C. Berho (2002).

Export stimuli. Although most of works devoted to the export activities of
companies have focused on the study and analysis of the barriers faced by firms, in
particular SMEs given certain inadequacies which characterize them, some studies
have been quite similarly oriented towards the identification and study of the moti-
vations and stimuli at the origin of these activities and their development. Many re-
searches have also been carried out in developed countries, particularly in the 1970s.
However, some authors have highlighted the fact that very few studies have been
carried out on firms, particularly SMEs, in countries in transition (Cook, 2001; Le,
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The company’s management is not interested in exporting

v

The company’s management would accept
a spontaneous foreign order but makes no prospecting effort

v

The company is actively exploring the possibility of exporting

v

The company exports on an experimental basis to a culturally close country

v

The company becomes an experienced exporter to this country

And/or

The company adopts a regional integration approach: it approaches a region
as a unified market and not as a set of separate markets with specific needs

v

The company adopts a globalization approach:
it approaches the global market as a unified market

Business and exporting: a multi-step process
Source: Berho, 2002, p. 33.

Luong, 2009). Moreover, W. Bilkey (1978) emphasized that the main motive which
encourages companies to export is not necessarily the search for profit, but the avoi-
dance of losses which could be generated by the saturation of the domestic market.

Additionally, F. Wiedersheim-Paul et al. (1978) identified the following export
stimuli: production, the fortuitous arrival of an order from a foreign customer, an
opportunity on a foreign market, excessive competition on the internal market, or
the government’s export support policies are the main factors mentioned by the
Swedish SMEs surveyed.

For M. Brooks & P. Rosson (1982) (cited by Hammami, Zghal, 2016), the
existence of unused production capacity, well before the arrival of an unsolicited
foreign order, would be the most important motivation for export. Some authors
have also classified export motivation factors, according to their degree of impor-
tance. Indeed, according to M. Czinkota (1986) (cited by Le, Luong, 2009), the
seven export stimuli which play an important role, two are the main ones, namely:
the opportunity to make a better profit foreign and having a unique product. The
other stimuli are cited as follows in their order of importance: technological ad-
vance, the will of management, government aid, the pressure of competition on
the national market and the fact of having an advantage in terms of marketing.

In a work carried out on the study of export stimuli in developing countries,
C. Katsikeas (1996) has identified 18 export motivation factors. The most identified
stimuli are respectively: the presence of a manager with an export culture, receipt of
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orders from unsolicited foreign customers, the increase in sales and value thanks to
exports, possession of a distinctive offer, ability to easily adapt products to the re-
quirements of export markets, the following motivations are then cited: possibilities
to better exploit skills and qualifications, possibility of diversifying markets and re-
ducing risks, availability production capacities, reduction of barriers tariffs and
non-restrictive import regulations in target countries. Also, C. Katsikeas (1996) has
shown that several factors can attract or push companies to export. On the other
hand, the desire to exploit potential sales in foreign markets and new sources of
profit, as well as the growth of the company partially due to its commitment to ex-
port markets, seem to be the most important motivating factors.

In this sense, N. Arrouche & C.E. Boukhedimi (2024) recommended that pub-
lic authorities should promote exports, improve commercial logistics, and prio-
ritize customer relations management to enhance infrastructure, customs proce-
dures, and services in Algeria.

Typologies of export stimuli. The classification proposed by the export li-
terature addresses both the origin of the motivation factor and whether it is proac-
tive or reactive. G. Albaum & J. Strandskov (2008) proposed a typology of export
stimuli by integrating the two dimensions. According to L. Leonidou et al. (2022),
internal stimuli are rather related to the functions and activities of the company
(human resources, finance, organization, R&D, production and marketing), while
external stimuli are linked to the local environment or international of the com-
pany, to national or international public policies, to intermediaries, to competi-
tion, to customers, etc.

KEY SUCCESS FACTORS FOR INTERNATIONAL
BUSINESS DEVELOPMENT

Whatever the company does to deal with the changes in the world and the compe-
tition, it needs to control certain things so that its international activities help it do
well and reach its goals (St-Pierre, Perrault, 2009).

The company's capacity for innovation. Innovation is an integral part of the
business model of internationally successful companies. Innovation according to
OECD is “the implementation of a product or service, or a new or significantly
improved process, a new marketing method or a new organizational method in
business practices, workplace organization or external relations™"

M. Freel (2005) argued that innovation goes beyond the control of techno-
logical resources but integrates all the elements allowing the company to open up
more to the outside, to be more flexible and to learn continuously. Indeed, R. Lars-
son et al. (1998) (cited by H. Yli-Renko et al., 2002) have shown that the success of
certain companies on international markets results from the ability of these com-
panies to learn and use this learning in a more efficient way than others.

! OECD. Manuel d'Oslo. 3rd éd. 2005. URL: https://ec.europa.eu/eurostat/documents/
3859598/5889957/OSLO-FR.PDF/931557c-e822-43fe-a0ad-ec8b5d7b9c7b
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In this regard, he emphasizes the role of competent human resources who are
successfully engaged in the organization. The company can improve the quality of its
offer by utilizing technologies or other tools, and also rectify its informational short-
comings, which are significant from a strategic perspective, by integrating collabora-
tion networks that would encourage the reduction of uncertainty in foreign markets.

The company’s network capacity. Companies looking for business opportu-
nities on international markets by relying on collaborations with foreign partners,
in particular, are becoming wide-ranging. Indeed, these companies are aware of the
advantages provided and the interest of their integration into cooperation networks.
In the current globalized context, the relational dimension in the international
strategies of companies is a major issue for long-term success in foreign markets.

According to J. Jarillo (1988), membership in a network can provide competi-
tive advantages to firms in comparison to their non-network competitors. Thus,
J. Jarillo (1988) defined the network as a particular mode of organization, useful to
entrepreneurs in their strategy by allowing them to access external resources and
achieves their objectives. So, the interest is on the strategic dimension of the net-
work concept, to the extent that it helps the company to specialize in value chain
activities to obtain a competitive advantage.

For companies, particularly those in developing countries, the integration of
a network allows the acceleration of their internationalization process to the extent
that it offers them the possibilities of accessing new technologies, knowing about
managerial skills, quality supplies, and distribution networks in target markets.

Despite that, the company's ability to develop and maintain its relationships
within its networks as well as its capacity to absorb strategic information facilita-
ting its penetration of international markets are major determinants for benefiting
from its integration into collaboration networks. Hence, S. Chetty & C. Hunt
(2003) also showed the role of the dynamics in which the company interacts with
its network partners to expand, penetrate and integrate international markets.
This dynamic therefore is reflected in part by the importance the company places
on increasing the number of visits to its customers, suppliers and partners. Accor-
ding to the authors, it is achieved on a regular basis, and the company increases its
possibilities of exploring new business opportunities.

The company’s strategic capabilities and skills. In addition to the factors pre-
viously mentioned, the success of the company in its international strategies is also
determined by the strategic capabilities, and skills that it mobilizes, because these
influence the company's ability to build, develop and maintain a sustainable com-
petitive advantage in international markets. The notion of competence is a major
interest. According to P. Sanchez (2000), competence corresponds to “the ability of
the company to sustainably coordinate the use of its assets with the aim of achieving
its objectives” Also, B. Quélin & J. Arreégle (2000) pointed out that skills therefore
refer to the company's ability to mobilize the assets it holds to profit from a market
opportunity and to invest them in new activities or new places of activity. Further-
more, J. St-Pierre & J. Perrault (2009) demonstrated that the coherent development
of company capabilities in terms of innovation, technologies and production sys-
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tems automated which greatly increase flexibility and reduce response time to fo-
reign demand are key factors for international success.

The commitment and determination of the management team. Getting
involved internationally is also an act that depends on the determination, intent
and ambition displayed by the company’s main manager in the context of deploy-
ment on international markets. S. Kundu & A. Katz (2003) mentioned that the
level of education of the manager and his desire to innovate (his experiences bring
new ideas) play a major role, particularly in terms of sales abroad as well as in an-
nual growth of sales.

J. St-Pierre &J. Perrault (2009) added that the level of education and experien-
ce of the manager contribute to developing his skills in instilling an international
vision throughout his company. This vision, corresponds to the ability to have a
clear idea of the company's international development possibilities (Pantin, 2009),
makes it possible to maintain motivation over time, that is to say throughout the
internationalization process of the company's activity. However, the strategy of
penetrating foreign markets is not the sole commitment of the manager. Indeed,
carrying out such a strategy requires coordinating actions at several levels and
overcoming the inherent obstacles (commercial, financial, legal, etc.). Hence, it is
important to consider the internationalization strategy as a collective process led
by a team (Leconte, Forgues, 2000a) (cited by Pantin, 2009) >

From this point of view, the behavior of the individuals who make up this team
is decisive to the extent that they are specialized in making decisions relating to the
coordination of resources, and they constitute a key variable, particularly when it
comes to a decision to expand the company internationally. E Pantin (2009) em-
phasized that the strategic skills of this team remain the key variable in the compa-
ny’s internationalization process to the extent that it initiates, leads and allows the
company to access international markets. The author stated that these skills encom-
pass the ability of the management team to create and manage a business network,
to develop a business strategy, to coordinate and organize activities on an interna-
tional field, to promote both internal communication than external, to recognize
and respond to development opportunities, to select and quickly process informa-
tion, and the ability to build a relational network (Pantin, 2004). However, these
skills do not exclude those which are mobilized at the operational level; in fact, this
type of skill plays the role of implementing the strategy, and their absence can be the
cause of significant dysfunctions. These competencies correspond, among other
things, to knowledge of export techniques and mastery of international trade ope-
rations procedures, etc. In addition to the elements cited above, public policies and
initiatives that support the internationalization of companies also play a conside-
rable role, in particular through actions to support the creation of resources by these
companies, as well as to improve their environment to increase their international
competitiveness. This point will be developed in the next section.

* For P. Leconte & B. Forgues (2000b), the management team is defined “as the group,
located between the shareholders and the operational lines, formed by individuals
whose decisions involve the sustainability of the firm”
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THE ROLE OF THE ENVIRONMENT

One of the conceptions of the relations between the company and its environment
concerns the environment as a network of actors and stakeholders who directly
influence the company and its evolution (Joyal et al., 2000). Some authors have
highlighted the influence of the environment in which the firm is located and
show that when the latter is “internationalizing’, the company will be predisposed
to export (Johannisson et al., 2006) (cited by Lecerf, 2012).

O. Torres (2002) (cited by Bello, 2016) distinguished between the local or na-
tional environment and the international environment of the company. The first
refers to the factors that exist in the locality or country of origin of the company and
which it can exploit in the course of its activities. This is the case for access to finan-
cing, business aid programs, and possibilities for cooperation agreements. While,
the second refers to factors external to the company that it is possible to find in the
foreign country, where it carries out its activities and which influence them.

Thus, O. Torres (2002) showed that the quality and components of the local
environment can be factors in the success of companies internationally and this,
by facilitating access to different activities, namely; transport-transit, export fi-
nancing, transport insurance and mobilization of aid. A. Joyal et al. (2000) added
that the environment can also be a factor blocking the internationalization of com-
panies. According to them, although government programs can encourage ex-
ports, they can also constitute obstacles because of their complexity, requirements
and administrative burden.

As stated by O. Torres (2002) spaces do not all have the same properties, some
are more favorable in terms of innovation (innovative environment), learning and
industrial exchanges (industrial district) or creativity and initiative (entrepreneu-
rial environment). The author adds that certain environments make it possible to
maintain strong local coherence as well as strong accessibility to the rest of the
world. These environments are referred to as the “internationalizing environment’,
because they facilitate both the internationalization of businesses, particularly
SMEs, and the local entrepreneurial fabric. An internationalizing environment is,
according to O. Torres (2002): a sustainable cooperation system, where local actors
(SMEs, local authorities, public or parapublic institutions, university research cen-
ters, banking systems, etc.) collaborate to generate an internationalization dyna-
mic that strengthens both the total accessibility of local enterprises and the terri-
tory's appeal on a global scale.

Risk can be defined as the possibility of occurrence of an event that can have
negative effects on the achievement of the organizations objectives (Hutchins,
Gould, 2004). It is necessary for the company to identify the risks that it can en-
courage during the stages of the sales (export), purchase (import) or international
establishment process (Lemaire, 1997). The author summarizes the risks inherent
in international sales operations as follows:

« Prospecting risk (partial non-amortization of study costs and expenses in-
curred for prospecting);
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o Internal risk (total or partial non-fulfillment of contractual commitments:
technical, logistical, calendars);

o Economic risk (abnormal increase in costs during the implementation
period);

o Change risk (depreciation of the settlement currency compared to the cost
currency);

« Transportation risk (depending on the INCOTERM chosen);

» Manufacturing risk (cancellation of contract or interruption of order);

« Credit risk (total or partial non-payment);

« Risk of excessive caution.

L. Leonidou (2004) showed that export activity can be hampered by:

o The deterioration of economic conditions in foreign markets;

« Exchange rate risk: one of the most endemic constraints relating to com-
mercial transactions concerns the risk linked to unfavorable developments in the
foreign currency (Kneller, Pisu, 2011). Indeed, the exchange rate prevailing at the
time of currency conversion may not be in favor of the exporter and thus cause
him a financial loss (Bahri, 2000);

« Political instability in foreign markets: this instability manifests itself in par-
ticular through economic (low per capita income, inflationary trends, foreign
debt), societal (religious fundamentalism, ethnic tensions, high degree of corrup-
tion), and political factors (authoritarian regime, control) and military factors.
These factors negatively impact the exporter’s activity by suspending it or prohibit-
ing the repatriation of profits;

« The restrictive regulations in force: foreign governments can impose a cer-
tain number of controls on companies that market their products on their market.

Commercial risks are linked to non-payment by foreign buyers for various
reasons such as insolvency/bankruptcy of the buyer: default by the buyer following
a dispute, delay or refusal of payment; refusal of buyers to accept certain goods
subject to special conditions.

Political/country risk includes the imposition of funds transfer restrictions by
the buyers country, change in the foreign trade policy of the buyer’s or seller’s
country, and interruption or diversion of goods during transit resulting in addi-
tional freight/insurance charges which cannot be covered by the buyer. The risk of
loss of goods exists to the extent that they may be damaged or lost along the way.

PRESENTATION OF THE STUDY
CASE & RESEARCH METHODOLOGY

In this part, the case study will be presented, as well as the methodology adopted.

Presentation of the SATEREX-Iris. SATEREX-Iris is a one-person company
with limited liability, created on January 28, 2004, its head office is located in the
Industrial zone 3rd tranche lot n°® 92 Setif. The company has the following different
production units: television unit, refrigerator unit, household appliances complex,
washing machine unit, plastic injection unit and pneumatic complex.
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IRIS Tyres is a grandiose project, a mega industrial complex built on an area
of 5.5 hectares, located in the industrial zone of Setif. The SATEREX-Iris’ project
brings several foreign technological partners with the aim of benefiting from the
transfer of technology and know-how. Additionally, quality and safety are at the
heart of the brands strategic thinking, the latter has implemented more than
320 checkpoints for each tire. In terms of international operations, during the first
half of 2024, the company exported 30% to the United States, 10% to Portugal, 8%
to Italy, 8% to Brazil, and 6% to Malta. However, SATEREX-Iris is mainly con-
fronted with the competition from Chinese brands such as Linglong, Double coin,
Triangle, Sailun and Double star.

Research methodology. Based on R. Yin (2009) approach, the most interesting
part of the current study is to understand the export process within a company that
operates in a specific environment and ecosystem. Therefore, a qualitative method
has been chosen, among a case study. This method is also proposed by J. Paul et al.
(2017). In order to provide a comprehensive and faithful description of the specific
international behavior of SMEs in different contexts. Furthermore, interviews with
managers of the SATEREX-Iris company were conducted, particularly with those
who are largely involved in the foreign sales operations. This paper includes one of
the executives responsible for exports within this company. The study focused on
specific questions relating to the company’s export approach. The main axes of the
study are essentially the motivations, the success factors and the difficulties/risks in
exporting. With regard to each of these aspects, an interview grid has been estab-
lished. The latter consists of a set of open questions addressed to the manager inter-
viewed. However, in addition to the interview, and in order to identify the factors
identified in the literature which are perceived as important or very important for
export, we submitted a multi-item grid and asked the manager to tell us the degree
of importance of each of them. This approach is mainly applied to success factors,
stimuli and barriers/risks to export. In this paper, we take up the results of the inter-
views related to motivations for exporting, key factors of success abroad and the risks
linked to export operations incurred by the SATEREX-Iris company.

Results and discussion. Adopting the interview that was conducted with
SATEREX-Iris managers, particularly those involved in the export process, we
collected the following:

The motivations. During the interview, the manager immediately expressed
the following motivations:

« Strengthen the supplier/customer relationship, customer satisfaction and
loyalty, and gain their trust;

« Win the prize for the first national exporter, awarded by the President of the
Republic. Thus, exporting is also seen as a factor which promotes the improve-
ment of working conditions within the company: “There is no special bonus for
the team responsible for export operations, but on the plan to improve the wor-
king environment for all the company’s workers.

It has considered a salary increase, it offers occasional bonuses, mutual insu-
rance, and it provides free transport for staff and catering free». As for the stimuli
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that are perceived as important by the manager, they are proactive in nature in the
sense of L. Leonidou et al. (2004), such as: the manager’s particular interest in ex-
porting, the manager's international experience, the improvement of the compa-
ny’s management system, the development of new products and services and the
desire to benefit from export support programs. But being able to sell a surplus of
production is also an important motivation for this same manager, although this
is considered rather reactive behavior in exports.

Factors of export success. The export approach is a success for the company.
The factors of this success are linked:

The resources used: The company sources and purchases high quality raw ma-
terial from the world’s leading suppliers. The finished product is tested and certified
by specialized and globally recognized offices such as CABOT, ARLANXEO and
ORION. The finished product complies with global standards and requirements.

Staff skills: The company has young, active staff (the average age of this staff, in
2023, was 32 years), very competent, conducts specialized training in the field of
management, operation of machines and production lines. These training courses
are organized by equipment suppliers.

Alignment with international standards and acquisition of recent industrial
technology: “The production plant is installed according to the latest industrial 4.0
technology used in the field of tires. The factory is certified by ISO 9001, ISO
14001 and in the process of certification by IATF 16946”

Close to the highway, facilitating the transport of goods: “The SATEREX-Iris is
located in the Setif industrial zone, the first and only nationally, closest to the East-
West highway”. In addition to these factors, the manager in charge of export em-
phasizes that: the good professional and friendly relations that they maintain with
their partners have contributed to the development of their international activities,
as has their ability to involve their employees strengthens their motivation and
their participation in this process. In the next point, we will focus on the barriers
that affect the export capacity of the company studied.

Barriers and risks linked to the export operations of the Saterex-company:

Logistics problem generating high transaction costs. Generally the company
carries out its exports via the port of Algiers: “The Company finds difficulties at the
port of Algiers, given the availability of ship destination choices compared to other
ports, but unfortunately it finds difficulties of which we can quote”

o Problem of availability of dock for boats: “The shipping company sent us in-
correct reconciliation deadlines. The commercial department orders the container
transporters to transport the containers to the port of Algiers, but when they arrive
at the port, they find that the shipment of the boat is canceled. Therefore, the ex-
port operation will be postponed, which generates additional costs”;

o Scanner operating problem: According to the manager: “Sometimes the cus-
toms scanner breaks down’.

Other risks are also cited, namely.

Country risk and interruption of orders from foreign customers. The of-
ficial interviewed stressed that the international geopolitical context, which is
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characterized in particular by the war between Ukraine and Russia and the Houthi
attacks in the Red Sea, causes the increase in maritime freight costs (Due to the
change of itineraries), and the loss of customers on the Asian continent.

Insufficient production capacity and risk of dissatisfaction with orders re-
quested by foreign customers. “The non-availability of quantities ordered by cus-
tomers, this situation is due to the limited production of the variety of stock (produc-
tion planning), to satisfy all local orders and the foreign market” Moreover, the re-
spondent even underlined that: “Customer complaints concern the quantities deli-
vered”. Thus, the production manager confirms these comments, specifying this:

Concerning the quantity: currently the company is unable to satisty interna-
tional orders (so far, the company has recorded 80% of the satisfaction rate for fo-
reign orders), but from the month of May, the date of entry into production of the
extension unit, the company will increase its export volume. This will make it pos-
sible, according to this manager, to satisfy orders 100% and to expand the foreign
customer portfolio.

Manufacturing risk/strategic risk. The strategy adopted by the company aims
to have a premium quality product from class “A” But this strategy is costly for the
company, due to the fact that the sorting of products is done by the robot, the latter
rejects any downgraded product, which will be destroyed and sold as waste (which
generates enormous losses for the company). In addition to the risks highlighted
above, the lack of information on foreign markets is seen as the most important
constraint to exports. Likewise, the difficulties in offering competitive prices abroad,
limited financial resources, difficulties with export documents/procedures, difficul-
ties in accessing foreign distribution networks, slow collection. Government export
aid and restrictive/constraining regulations abroad are also obstacles that are per-
ceived as important or very important to exports. The case studied shows that the
Algerian exporting company is motivated by factors which are not necessarily reac-
tive, but rather proactive behavior aimed at maintaining a lasting relationship with
foreign customers.

Contrary to what several authors emphasize (Grosse et al., 2013; Berko, Da-
moah, 2013) (cited by St-Pierre, 2020) on the low-end positioning of local pro-
ducts manufactured in Africa, the company studied focuses on offering high
quality products. And to do this, it is equipped with fast and competent staff, regu-
larly benefiting from specialized training, it obtains high quality raw materials, and
it acquires new industrial technology and aligns itself with international standards,
particularly in terms of quality.

As for international risks, through the case study, we can note that certain difh-
culties are specific to the Algerian context and greatly hinder the company’s export
operations. Indeed, in addition to the risks/barriers identified in the literature on
internationalization through export (Kahiya, 2013), others are inherent to the envi-
ronment/ecosystem that is less organized and less favorable to the internationali-
zation of the company in the sense of O. Torres (2000). The case of the Saterex com-
pany confirms that problems at the level of customs administration, inappropriate
port management and logistical problems persist and cause delays, which lead to
additional costs and harm the competitiveness of the company on foreign markets.
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CONCLUSION

This paper aimed to examine the aspects linked to the export process by identi-
tying, in particular, the factors which encourage or push companies to engage in
foreign markets, the factors which should be controlled to succeed in these mar-
kets as well as the difficulties and risks hindering their export activity. In order to
better understand these aspects in a specific context, we took the case of an Alge-
rian company which regularly carries out export operations in the field of tires,
and conducted interviews with its managers. Hence, it is important to outline that
more than 90% of Algerian exportations depend on hydrocarbon products. There-
fore, the case of SATEREX-Iris is considered as a successful exportation activity.

The exploratory nature of our investigation prevents us from transferring the
findings obtained on other Algerian exporting firms, these latter nonetheless
highlight certain aspects related to the export activity practiced in the country,
highlighting peculiarities. Indeed, as part of this case study, it has been noted that
different stimuli motivated the company to go international; they are more of a
proactive nature. However, certain risks and difficulties mentioned by respon-
dents relate more to the environment of the country of origin. These results are
interesting insofar as they confirm that the most influential blocking factors are
exogenous and therefore cannot be controlled by the company, but relate to the
specific context and the national environment in which Algerian companies ope-
rate. It would therefore be wise for the Algerian public authorities to put in place
public policies which would focus on the creation of an environment favoring the
international engagement of businesses.
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Appyws Hacepa, ajy 10HKT-1Ipodecop kadenpu Toprisii

YuiBepcuret iMeni Mynyma Mammepi B Tisi-Yay

Hose MicTo, a/c 17 RP, Tisi-¥3y, 15000, Amxup

Tan6i Jlaxcen, acipanT (MapKeTHHT i MbKHapo/Ha TopriBist) kadeapu Toprisii
Ibxnmpxenbcbkuil yHiBepcureT iMeHi Moxammena Cepnpika benpaxii

a/c 98, [Ixxumxenn, 18000, Aypxup

Byxeodimi Ximc E00in, acnipaHT (MapKeTMHIOBMII MEHEKMEHT) Kadempu Toprisii
Yuisepcuret iMeni Mynyna Mamwmepi B Tisi-Yay

Hose MmicTo, a/c 17 RP, Tisi- Y3y, 15000, Amxup

MOTVBALIA, PAKTOPU YCIIIXY
TA EKCIIOPTHI PU3MKU: KEVIC SATEREX-IRIS

JJOCimKeHO acmeKTy eKCIIOPTHOTO HPOLIECy, a caMe 3MiHHi, sIKi 320X04y0Tb ab0 CIIo-
HYKAIOTb IIIPMEMCTBA IO BUXOAY Ha MDKHapoiHi puHKY, (akTopy, sKi HeoOXimHO
PeryIIoBaTy 1A JOCATHEHH YCIIXy Ha IIMX PUHKAX, a TAKOXK ITepelIKoay i Hebe3Ieku,
I1J0 3aBa)XAIOTh eKCIIOPTHII AisnmbHOCTI mignpuemcTs. 11106 kpaiiie 3po3ymiTyt CyTHICTD
i porb 11X eeMeHTiB, 6y/I0 IPOBEICHO OINUTYBAHH KePiBHUIITBA a/DKMPCHKOI KOMIIa-
Hii, fIKa perynapHo ekcnoprye muHU. OCKiNnbKM ByITIeBOJHEBA MPOAYKIIisl CTAHOBUTD
noHap 90 % amxupcbKoro ekcropty, ketic SATEREX-Iris BBaXkaeTbcsA MpUKIAOM yc-
IIITHOI €KCIIOPTHOI [Jis/IbHOCTI.

JocmipHnIbKIiL XapakTep Li€l CTaTTi He JO3BOJLAE MIOLUIMPIOBATH OTPYMAaHi BYICHOB-
K Ha iHII a/DKMPCBKi MiANIPUEMCTBA-EKCIIOPTEPH, IIPOTE BOHM [JAIOTh YABJIEHHS IIPO
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TIEBHI ACTIEKTY €KCITIOPTHOI iA/IbHOCTI KpalHL, MiIKPEC/TIOI0YM IX YHIKa/IbHICTh. Y paMKax
LIbOTO aHa/Ii3y OY/I0 BUAB/IEHO, 1[0 Pi3HI YMHHUKM, SIKi Ma/Iy IIepeBaXKHO IIPOAKTUBHUI
XapakTep, CHOHyKa// KOMIIAHiIo 10 pO3IIMPEHH: Ha MibkHapoiHOMY piBHi. OfHaK meski
Hebe3I1eK it TpobyIeMi, 3a3HadeH] peCIIOHAeHTaM, Oi/Iblile OB sI3aHi 3 yMOBaMI iXHbO-
IO MiCIIsl TOXOJPKEHHA.

11i BUCHOBKM [JEMOHCTPYIOTb, 11J0 HaliBIIMBOBIII 6)10Ky101{i 3MiHHIi € eK30TeHHIIMI,
i TOMy KOMIIaHisA He MOYKE IX KOHTPOJIIOBATY; BOHY, pajille, IIOB'sI3aHi 3 KOHKPETHUM KOH-
TEKCTOM i HaI[iOHA/IbHMMM YMOBaMI, Y AAKMX IIPAIIOI0Th a/DKUPCKi HmipmpuemMcTtsa. Tomy
opraHam Bjaiv AJDKMPy BapToO peasli3oByBaTy iep>KaBHY IOJITUKY, CITPAMOBAaHY Ha CTBO-
PEHHSA CIPUATINBOIO JUIA YYACTi IHO3€MHIX KOPIIOPALiil CEPEIOBNUILIA.

Kniouosi cnosa: 6isHec; excnopm; momueayis; pakmop ycnixy; pusux; Anxcup.
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