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[bookmark: _Toc9601847][bookmark: _Toc41879252]INTRODUCTION
[bookmark: _Toc8174020]Managerial problem
Nowadays, services and products are often viewed in a global context. Due to globalization local companies are forced to expand internationally, thus internalization has become one of the major steps in the development of the company. Globalization is a phenomenon which means that the world as a result of the exchange of goods and products, information, knowledge and cultural values becomes more interconnected. Even though we see the accelerated development of the world it becomes more difficult to adapt and follow the trends and keep up with new technologies. Nevertheless, companies seek to increase a customer base, achieve a sustainable advantage on a foreign market by implementing certain strategies.
In the context of globalization, the advertising industry is one of the most dynamic since the use of the internet and digital advertising erase the boarders and creates almost unimpeded ground for advertising industry. In this paper, the process of internationalization of the GREAT Advertising Group with Russian origin will be considered. GREAT is an independent advertising group that includes a communications agency, GREAT Print, and HotShotFilms production house. For more than twenty years, they have gone from a small agency with a staff of six to a company with several hundred employees. The company is already represented in Saint-Petersburg and Moscow and is considered to be one of the top in its segment. GREAT Advertising Group wants to increase its brand strength, widen the revenue flows as well as its customer base. 
Advertising industry is becoming more competitive and firms seek for the opportunity to gain a competitive advantage. Firstly, for the advertising industry it is important to be the first in trends, so GREAT wants to enter the European market since most of the trends come from there, and then all this is used in Russia, so the company will learn faster and gain a leading position in the Russian market. The next motive is to expand the base of large customers, expand the portfolio of projects and search for new partners. GREAT already had given the preference to enter Scandinavian market, for the beginning through one of the countries: Sweden, Norway, Denmark or Finland. Country selection is one of the aspects that will be resolved in this paper.
Relevance of the topic 
Overall, this paper is aimed at elaboration of Scandinavian marker entry and post-entry strategy for GREAT Advertising Group which is one of the most prominent potential developmental avenues for the company. Hence, relevance of the topic is determined by significant urgency of this issue for GREAT given high environmental turbulence and necessity for a constant search and discovery of business opportunities in order to stay competitive. 
Research Goal
This work is a consulting project for GREAT Advertising Group, the purpose of which is to develop recommendations for the company’s entry to Scandinavian market.
The objectives are following:
1. To overview characteristics and business model of GREAT Advertising Group, its resources and capabilities.
2. To analyze Scandinavian advertising market.
3. To analyze countries within Scandinavian region and select one to enter.
4. To make an analysis of the macroenvironment of the selected country
5. To make an analysis of the industry of the selected country
6. To choose the entry mode for GREAT into selected country
7. To provide with financial valuation of the project
8. To identify risks and provide with mitigation strategies
The object of the study is the GREAT Advertising Group, the subject of the research is a strategy for expanding the company’s activities on Scandinavian market. 
Characteristics of research methodology
In this work there were used the following instruments of strategic analysis:
Competition Analysis – scoring Tables
PESTEL Analysis
Porter Analysis
For Financial Valuation were used the following indicators: NPV and Payback period 
Characteristics of research data (primary and secondary)
Considering primary data, 3 in-depth interviews were provided with the Director of Business Development and the Head of Event Agency. As for secondary data, I used MarketLine, EBSCO, professional rankings and numerous academic researches as well as companies’ websites and clients’ reviews.


[bookmark: _Toc9601848][bookmark: _Toc41879253]CHAPTER 1. GENERAL DESCRIPTION OF THE ORGANIZATION 
[bookmark: _Toc8174010][bookmark: _Toc9601849]
[bookmark: _Toc41879254]Characteristics of GREAT Advertising Group
GREAT Advertising Group is one of the largest independent advertising groups in Russia, which was founded in 1996 and today the group includes a communication agency, video production, event agency and printing house.
After communicating with several managers of different departments of this group it was identified that their main value is focused on their employees, their ideas and ambitions this focus entails and guarantees success in festivals and GREAT’s position on top of numerous rankings and of course happy customers. And only by developing talents and supporting each other, GREAT can create something outstanding.
As it was mentioned, GREAT was established in 1996, however it did not include event and typography in its structure. Communication agency was the first and the focus was made on creativity. That’s why even nowadays this activity may rely on higher demand and popularity than other subdivisions. Currently GREAT Advertising Group has offices in Saint-Petersburg and Moscow, its advertising produced within the walls of the studio can often be found on the streets, on television, in the metro. The quality of the agency’s work has been at the highest level for many years, being distinguished by high performance and understandability for the viewers. Even though the company’s origin is Saint-Petersburg the larger number of its services is in Moscow due to the size of the company and its pricing. The point is that the agency is considered to be too big among the independent agencies and comparatively small for network agencies, the same is with pricing. GREAT Advertising Group is just in the middle of these two types, so the price is high if we take into account independent agencies and low/medium among network agencies. Thus, among Saint-Petersburg communication agencies GREAT’ services are ones of the most expensive, while within Moscow it is more or less in the middle of the market due to higher concentration of network agencies.
Considering activities of GREAT Advertising Group, should be mentioned that the company pursue creative development and graphic design - advertising for TV, print and outdoor advertising; strategic planning - development of a general strategy for choosing communications and promoting a brand, tactical and operational techniques of an advertising campaign; the choice of advertising media based on the objectives of the advertising campaign and the characteristics of the perception of the advertising message by the target audience; implementation of large-scale campaigns in all communication channels; Event management - the organization of advertising and corporate events, presentations, celebrations; analysis of the advertising activity of competitors - optimization of the size of the advertising budget, the timing and intensity of the advertising campaign; analysis of advertising campaigns - analysis of quantitative and qualitative indicators. The sum of these activities and services that the agency provide makes GREAT Advertising Group a full-cycle agency, which means advertising agency that provides a range of services: development of an advertising message, advertising in the media, production of advertisements, organization of events, promotion events, hidden advertising (PR).
Goals of GREAT Advertising Group 
As for the current goals on Russian market there were identified two main directions, firstly, it is being in top 10 ranking of Association of Communication Agencies of Russia (AKAR) which is the leading and largest professional association of participants in the Russian market of advertising and marketing communications. Two rank lists in this case is “creativity ranking” and “efficiency ranking”. By far GREAT is on 19th place out of 63 positions in the first one and 13th out of 115 best companies in the second.
Second goal is the raise of net profit growth through an increase in the number of marginal profit and the number of turns. This goal might be achieved by reducing the cost of finding new customers by concluding long contracts and increasing the portfolio of services per client, thus advertising yourself and attending exhibitions, which is quite costly, will decrease. client projects: number of clients or a portfolio of services for one client - search for large clients with long contracts.
The last goal on which the paper is focused on is expansion on Scandinavian market. GREAT wants to enter the European market since most of the trends come from there, and then all this is used in Russia, so the company will learn faster and gain a leading position in the Russian market. The next motive is to expand the base of large customers, expand the portfolio of projects and search for new partners. GREAT already had given the preference to enter Scandinavian market.
[bookmark: _Toc9182481]Clients and Projects
GREAT Media Department serves a number of the largest advertisers of St. Petersburg, both national and local level, withstanding high requirements for quality and cost parameters of work performance. A separate division of the group is the production studio Hot Shot Films. 
[image: ]
Clients
On the Figure1 can be seen the major clients of GREAT, among which is Unilever, Fazer, Zenit, Heineken and Tinkoff Bank, Stockmann, MegaFon, MTS and others. It is good to highlight that the company already is partnering with international companies and provides solutions for them. 
GREAT is the owner of numerous awards at prestigious international festivals MIAF, Idea!, KIAF, Brand of the Year / EFFIE, ADCR, Golden Hammer, Profi, Dialog.
It is important to stress how the company’s website makes it clear for the customers how the company makes its work. There are clear explanation of steps taken within the campaign.
First of all GREAT presents a number of cases, which further are provided in detales. For example, the average Case they post is provided with the following characteristics: situation, problem, task, idea, solution, product illustration, campaign results. The ilustration of this may be seen in the Figure2 (Appendix). 
[bookmark: _Toc41879255]Analysis of company structure and its business model
Structure
There are four major directions of the company: Communication agency, Media production, Event Agency and Typography. 
GREAT Advertising Group is managed by five owners, who in turn are set on certain positions and are current employees in different divisions, for example, technical director, commercial director or customer service manager. These shareholders make all strategically important decisions within the group. It is worth noting that the GREAT Advertising Group does not have a so-called common add-on for departments, they work separately. Each of these divisions has its own directors, its financial models, its reporting systems and its own structure. Due to NDI the more concrete structure on each department cannot be disclosed. Everyone, except for video production, has their own customer relationship managers, because he is directly connected to a communication agency.
GREAT Advertising Group also uses outsourcing. It is used in almost all divisions of the group, except for accounting and analysts. Accounting in this case is not related to financial accounting. Accounting (customer management) is an appeal down to the client, and project management - up to the team of specialists. It is worth noting that these professions are interconnected: the project manager is a stage after professional accounting, and vice versa. GREAT Advertising Group can attract other contractors, lawyers, product managers, to develop communication. The main reasons for outsourcing are the following: their employees are already loaded and someone else is needed, that is, there are not enough capacities, namely people, their own employees cannot do as well as attracted and, oddly enough, the third reason is least likely to occur - the use of outsourcing cheaper than doing it yourself. There is more outsourcing in Events division than in others, because they are built according to the client’s needs and there is no need for some components and it makes no sense to keep them at the headquarters. Search for outsourcing is based on word of mouth, often contractors are former colleagues, so GREAT does not use HeadHunter and similar agencies to find specialists.
Now, let’s zoom into the main directions and their services. Communication agency creates “creatives”, brands, strategies, designs. It should be clarified that the “creative” represents the creation of ideas for advertising companies, temporary installations, commercials, outdoor advertising, promotional sites and banners. Here, the main thing is to offer and present how all the above-mentioned components are interconnected and why such an interconnection should work effectively and effectively promote the products and services of customers. This direction has the largest flow of customers as it is one of the first areas, so the volume of orders is GREATer. Video production services the communication unit and shoots videos for it. Event agency also serves the communication agency, but also carries out independent projects. Printing is a more independent unit and may have its own flow of clients which could be unrelated to communication agency. 
Business Model
Business model canvas is one of the strategic management tools for describing the business models of new and existing enterprises. It is a one-page scheme describing all the business processes of a company: supply, infrastructure, consumers and finance.
To develop a strategy for GREAT Advertising Group to enter international markets, one must first analyze the business model. In the framework of foreign expansion, the company may encounter a powerful influence from the alien external environment not only on current operations and existing marketing activities, but also on the company's business model. Therefore, at this stage it is extremely important to describe the startup business model and identify potential transformation zones when going abroad.
As a tool for describing a business model, I have chosen to build the so-called outline of a business model, since this method allows to most simply and clearly demonstrate the business model of a company that is under development.
Business Model Canvas appeared when it became clear that business plans had lost their practical importance. People spent a lot of time and effort writing detailed business plans, but because of the rapidly changing external environment, they lost their relevance a few months after publication. At the same time, the possibility of adapting a business plan to the new realities of the external environment was complicated not only by the abundance of outdated information, but also by the lack of obvious relationships between elements of the business model.
Then the analyst Alexander Osterwalder developed the Business Model Canvas as a strategic management tool to visualize the company's business model [Osterwalder, Pigneur, 2000]. The Business Model Canvas consists of nine interconnected blocks, where each describes its own part of the business model: key partners, key activities, advantages and offers, customer relations, user segments, key resources, delivery channels, cost structure and sources of income.
Main value propositions from each direction
GREAT’s main value proposition is creating a positive image for the client and building brand awareness. It is done through the following departments:
Communication agency - strategy (creating brands, plan for their promotion, long-term plans for promoting goods and services) and “creative”
Media production - video product (commissioned by a communications agency)
Event agency - events of a wide profile (b2b, B2c, protocol events, corporate events, integration into festivals) – scale of the event is one of the major factors.
Printing house - advertising printing (booklets, catalogs, leaflets, unusual business gifts, packaging) - direct customers and other packaging manufacturers
Key Buyers
As was revealed from the interview GREAT Advertising Group does not make a segmentation between clients. Almost always, all divisions of the group have buyers as businesses, so B2B is the primary segment where the company works.
Communications rarely work with small and medium-sized businesses, these are mainly large companies, and it does not matter which industry they come from. At the same time, as a printing house can work with medium-sized businesses.
Event division also works with large-scale projects, so the main buyer will also be a large business.
Video –production also works with large enterprises. By the way, personal connections here play a significant role mainly in video production, because if foreign film companies come to St. Petersburg to shoot the film, then the GREAT Advertising Group takes on the role of a contractor.
The customers of GREAT Advertising Group themselves, to a large extent, are B2C businesses that apply to GREAT for the promotion of products for outreach communications.
Distribution channels
More or less customers are homogeneous in terms of type, so here will be covered the channels in terms of directions.
Communication agency - specialized events where employees act as speakers, incoming flow through the website, word of mouth, warm active sales - access to specific companies, GREAT can search for contacts and make offers to other companies. 
Media production, as mentioned above, receives orders through a communications agency. 
Event agency has similar channels as communication agency, but there is no large incoming flow, due to the fact that this unit is relatively new. Thus, sales occur through warm sales (contacting other companies with offers) and through personal recommendations.
The main sales channels of the printing house are recommendations, active sales, website.
Revenue Streams 
Revenue streams are coming through the main services that GREAT provides. So they refer to provision of strategy (creating brands, plan for their promotion, long-term plans for promoting goods and services) and “creatives”, video products (commissioned by a communications agency), organization of events and printing (booklets, catalogs, leaflets, unusual business gifts, packaging).
Key Partners 
For Event units, the main porters are contractors. They provide equipment. Another partner is multimedia companies.
The communication agency also has partners, they are other video productions. Here, interaction takes place in the following vein: GREAT holds a tender and, based on the results, select those with whom cooperation will be conducted. The platforms and Google and Yandex are used for contextual advertising. Partners are also other agencies with which GREAT does not compete on the specifics of services, if someone is more focused on branding, while GREAT is more focused on “creativity”. Then the branding agency creates a brand / strategy and advises GREAT as a responsible executive in the field of creativity for its client.
Regarding the printing house, GREAT has partner companies that re-reallocate their orders to GREAT in the case when that one does not have any technology, then GREAT can act as a contractor (FMCG and printing agencies without its equipment). The reverse situation may also occur when GREAT itself takes other printing houses into contractors.
Other important partners are rating communities, such as AKAR and professional media. They write news about agencies, make ratings, so the company also receives fame, which increases the flow of customers.
Key Activities 
Creation of advertising, making a strategy, video production, organization of events and printing are the key activities of GREAT. Nevertheless, participation in festivals is also very important, awards that GREAT receives pushes the company to the higher places in rankings, which potential clients observe and take decision whether to apply for the service to GREAT or not. Another important activity is participating in specialized events where employees act as speakers, the main idea is the same, to be noticed by clients. Next, production of “creativity”, Video, printing, organization of events as the core activities. Moreover, marketing itself is important such as contacting other companies with offers.
Key Resources
In case of advertising agencies, where GREAT is not an exclusion, the core resource for each department are specialists, since the main offerings of the company are services. Next important block of resources is referring to machines due to which most of work is done - computers, tablets, applications. In video production shooting equipment is a must. As for Typography there are several types of machines for printing.
Cost Structure
Considering Communication agency, the main costs are coming from project realization and payment for contractors, also payment for placement (channels, banners, platforms). Salary and bonus fund, office rental are also included in cost structure.
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	Key Partnerships
· contractors (other video productions, printing houses, any type contractors for events)
· platforms for contextual advertising
· other agencies with which GREAT does not compete on the specifics of services
· professional media and ranking associations 
	Key Activities
· participation in festivals
· participating in specialized events where employees act as speakers
· production of “creativity”
· video production
· printing
· organization of events 
· marketing (such as contacting other companies with offers)

	Value Propositions
· creating a positive image for the client 
· building brand awareness 
	Customer Relationships
· accounting (client is led by a special manager)
· personal assistance


	Customers
· large b2c businesses that apply to GREAT for the promotion of products for outreach communications
· video –productions where the GREAT advertising group takes on the role of a contractor.
· printing houses where the GREAT advertising group takes on the role of a contractor


	
	Key Resources
· specialists
· computers and applications
· equipment for shooting in video production
· machines for printing 
	
	Channels*
· events where employees act as speakers
· incoming flow through the website
· word of mouth
· warm active sales 
	

	Cost Structure 
· project realization and payment for contractors
· payment for placement (channels, banners, platforms)
· salary and bonus fund
· office rental
	Revenue Streams
· provision of strategy (creating brands, plan for their promotion, long-term plans for promoting goods and services) and “creatives”
· video products 
· organization of events 
· printing (booklets, catalogs, leaflets, unusual business gifts, packaging)


Business Model of GREAT
*Channels here is the way customers are connecting to the agency in order to apply for a service

[bookmark: _Toc41879256]Corporate strategy analysis
Corporate strategy - the way a company creates value by shaping and coordinating its actions in various markets.
Let’s cover the composition of business portfolio. In GREAT Advertising Group both vertical and horizontal links could be considered. In terms of Vertical integration as was said exists due to the structure of the organization. Video production, event organization and printing house could work as complementary units to communication agency. Some communicating agencies do not dispose certain departments such as video-production or event department, so they outsource them or just do their part in the journey of campaign. In GREAT there is a possibility to ran the campaign involving all the major necessary components on the way. However, it could be called as only a partial vertical integration since there is no exit of TV /radio/magazine or other forward integrated way. 
Horizontal diversification is also taking place there, since not always the departments are working on the same campaign. These services –video-production, printing, event - could be substitutable way of promotion for a client.
This composition leads to cost reduction, creates a competitive advantage based on differentiation, reduces the company's dependence on suppliers and leads to distribution of risks in several directions.
[bookmark: _Toc41879257]Business Strategy analysis
Competition strategy is a list of actions that a company carries out to obtain higher profits than competitors. Thanks to an effective competitive strategy, the company attracts consumers more quickly, incurs lower costs for attracting and retaining customers, and receives a higher rate of return on sales.
Porter identified 4 types of basic competitive strategies in the industry. The choice of the type of competitive strategy depends on the capabilities, resources and ambitions of the company in the market.
Porter's matrix of competitive strategies is based on 2 parameters: market size and type of competitive advantage. The size of the market can be wide (large segment, whole product category, whole industry) or narrow (small market niche, accumulating the needs of a very narrow or specific target audience).
The type of competitive advantage can be of two options: low cost of goods (or high profitability of products) or advantage in the product.


	
	Competitive Advantage

	Competitive Scope
	
	Lower Cost
	Differentiation

	
	Broad Target
	
Cost Leadership

	Differentiation

	
	Narrow Target
	Cost Focus
	Focus Differentiation


Porter’s Generic Strategies Source: Robert M. Grant Contemporary Strategy Analysis

Based on this matrix, Michael Porter identifies 3 main strategies for the company's competitive behavior in the industry: cost leadership, differentiation, and specialization.
A competitive product leadership strategy or differentiation means creating a unique product in the industry;
A competitive cost leadership strategy or price leadership means a company’s ability to achieve the lowest cost;
A competitive focusing strategy or leadership in a niche means focusing all the company's efforts on a specific narrow group of consumers.
The volume of services and expertise of GREAT is not inferior to large network companies, and they provide similar services, but the price and services are lower than those of network companies.
Independent agencies in general has less expertise than network agencies, compared to this type GREAT has more expertise, and therefore quality, so the price of their services is higher.[image: ]
Thus, if we take the environment of network companies, then GREAT pursues the strategy of Cost Leadership.
Sources of Competitive Advantage Source: Robert M. Grant Contemporary Strategy Analysis
If we take the environment of independent companies, we get the Differentiation Leadership strategy. 
Nevertheless, GREAT Advertising Group is still formally the independent agency, thus Differentiation Leadership strategy is prevealing.
[bookmark: _Toc41879258]Marketing strategy analysis
Marketing strategy, being an integral part of the overall strategy of the enterprise, directs activities to achieve the following strategic goals:
• Increasing the company's market share in the market;
• Increase in enterprise sales;
• Increase in enterprise profits;
• The conquest of leading positions in the market;
The company's marketing strategy includes participation in relevant contests and festivals as customers look at positions in the ranking and at awards. 
The second point is participation in non-profit projects in order to become famous and gain fame in order to be more visible. For example, detailing, including marketing at Tinkoff bank, is benchmarking for other banks. If GREAT has experience with Tinkoff, then this will become relevant for other players in the financial industry and, possibly, other banks will be customers with GREAT. Thus, Tinkoff is offered to the bank not to pay for the idea, but only for its implementation, which is a big discount.
The next direction in marketing strategy is participation in charity and social projects. GREAT can make free projects that have high festival potential, which at the same time will solve customer problems. In this case, customers do not have the opportunity to say no and make changes, and the last word is with GREAT. For example, Nochlezhka helps the homeless, they offer to help promote the action, but if Nochlezhka disagrees with something, GREAT’s opinion is still more primary. 
[bookmark: _Toc41879259]Market Positioning
GREAT Advertising Group operates is Moscow and Saint-Petersburg. Even though the company’s origin is Saint-Petersburg the larger number of its services is in Moscow due to the size of the company and its pricing. The point is that the agency is considered to be too big among the independent agencies and comparatively small for network agencies, the same is with pricing. GREAT Advertising Group is just in the middle of these two types, so the price is high if we take into account independent agencies and low/medium among network agencies. Thus, among Saint-Petersburg communication agencies GREAT’ services are ones of the most expensive, while within Moscow it is more or less in the middle of the market due to higher concentration of network agencies. On the following chart could be seen the average prices for similar products charged by network agencies and independent agencies in Russia in 2019. (ACAR, 2019) It is worth mentioning that we consider the services connected to “creativity” which is the one GREAT focuses on. The average cost of services of independent/local agency is around 1 342 778 rubles, while network agencies charge 2 008 640 rubles. Thus, the average price on the market for “creativity” service is about 1 693 231 rubles constituted to 1 693 231 rubles. 

AKAR research Cost of creative services 2019 in Russia

According to AllAdvertising - dynamic rating of the advertising market, today in Russia there are over 10,000 advertising agencies of various sizes and areas of activity, which employ 70 thousand employees. GREAT is primarily a communication agency which has an advantage since within is a group there is an event department, printing house and video-production, in majority of the cases all these department are connected to communication department bringing to it a competitive advantage. One of the major goal of GREAT Advertising Group is to be in Top 10 Ranking of AKAR and that is simultaneously their tool of marketing, since possible clients orient on this ranking. Because of this, competitors of GREAT are participant of that Ranking, that are taking places 1-20 in “Creativity” ranking list and “Efficiency” ranking list. By far GREAT is on 19th place out of 63 positions in the first one and 13th out of 115 best companies in the second. 2 008 640 ₽

Given the importance of professional and creative (creative) decisions in modern marketing and the need to assess the creativity (creative potential) of market participants in the marketing communications industry, and realizing that the most objective assessment is the results of participation in professional festivals and competitions, ACAR developed a Creativity Rating. The objective basis for such ranking is the places occupied by agencies at various advertising and marketing festivals for a certain period. Agency rating is the number of points awarded to the agency for prizes at various festivals. The list and weight (the number of points for prizes) of such festivals is formed annually on the basis of expert assessments of members. By far GREAT is on 19th place out of 63 positions in Creativity Rating.
Taking into account the importance of marketing communications tools and advertising campaigns in the context of returning advertising budgets and the growth of business performance of industry market participants, and realizing that the most objective assessment is the results of participation in professional festivals and competitions, AKAR has developed a rating for the effectiveness of communication agencies. The objective of this Rating and segments is to rank Russian agencies by level of effectiveness. GREAT is on the 13th out of 115 best companies in Effectiveness Ranking.
Summarizing, GREAT Advertising Group is having a stable position on the Russian market in the market of creativity within communication agencies. Theу company gained top positions in rankings which are considered to be the most objective and important on Russian market of communicating agencies, thus having a good reputation and trust by being on the market since 1996. That is why it could mean that the company is less risky to try entering international market, while being well established and proved capabilities in the home market. 
[bookmark: _Toc41879260]Competitor analysis
Here also will be provided competition analysis in order to clarify market position and provide with tangible input for further analysis of resources and competences.
In this section will be considered the following advertising agencies: Vozduh, Protein and Smetana. Two of them, Vozduh and Protein, were proposed on the interview by GREAT as their competitors and Smetana was taken from the ACAR ranking, in which in terms of Creativity[footnoteRef:1] it is on the 13th place (GREAT on the 19th) and in terms of Effectiveness[footnoteRef:2] it is on the 31st (GREAT on the 13th) [1:  “Креатив.” Креатив | АКАР, www.akarussia.ru/node/9088.]  [2:  “Результаты Рейтинга.” Результаты Рейтинга | АКАР, www.akarussia.ru/node/9097.] 

VOZDUH is a full cycle advertising agency was founded in St. Petersburg in 2008 and today specializes in creating and promoting brands - from marketing research and strategic consulting to creating brands and their complex advertising support. Key competencies - marketing communications, visual and verbal solutions, digital, production and advertising in all types of media.
The independent creative agency PROTEIN Group was established in 2013 in St. Petersburg and today specializes in the creation of creative concepts for the effective promotion of brands, provides services for the development of communication strategies, and is engaged in design and production.
The full-service viral marketing agency Smetana was established in 2009 in St. Petersburg and today is one of the leading viral marketing agencies in Russia. The agency’s projects accounted for more than 250 million views. The company has offices in Moscow and St. Petersburg. The main specialization of Smetana is the creation and seeding of viral videos. The agency provides a full range of digital services: campaign development, social and media placement.
The following analysis is based on ACAR ranking, companys’ websites and AllAdvertising.ru. All the criteria are evaluated with in terms of presence or absence of certain factors (+/-) as well the strengths (from one plus to four plusses, where one plus is one point).
	
	Creativity creation
	Analytics and Monitoring
	Strategic planning
	Design creation
	Accounting
	Video production

	Printing

	Total 
(4 max)

	Vozduh[footnoteRef:3] [3:  “Услуги Агентства Vozduh.” Услуги Рекламного Агентства Полного Цикла РА VOZDUH, ra-vozduh.ru/services.] 

	++
	+++
	++
	+++
	+++
	+++
	++
	2,6 
(all services are possessed)

	Protein[footnoteRef:4] [4:  “О Компании.” Protein, proteingroup.ru/we.] 

	+
	++
	+
	++
	++
	+++
	-
	1,6
(not focusing on 1 of the services)

	Smetana[footnoteRef:5] [5:  “Агентство Вирусного Маркетинга №1 в России - Smetana.” Smetana.agency, smetana.agency/.] 

	++++
	+
	-
	-
	++
	++++
	-
	1,6
(not focusing on 3 of the services)

	GREAT
	+++
	+++
	+++
	+++
	+++
	++++
	++
	3
(all services are possessed)


Analysis of Great’s competitors in Russia
The Table 1 demonstrated the presence or absence of certain services the companies provide and also the level of this service. GREAT has the leading position since it disposes all of the mentioned services and have sufficient power in each of them, though, Vozduh also possesses all of the services, the score is a bit lower than GREAT has. In terms of Protein, it possesses most of the services, nevertheless, it has the same result as Smetana, although the latter does not focus in 3 of the given services.
	
	Professionality
	Resources
	Affiliate Network
	Equipment (video/printing)
	Experience
	Clients
	Popularity
	Total
(max 4)

	Vozduh
	++
	+++
	++
	+++
	+++
	+++
	++
	2,6

	Protein
	+
	+
	+
	++
	+
	+
	+
	1,1

	Smetana
	+++
	++
	++
	++++
	++
	++
	++++
	2,7

	 GREAT
	++++
	++++
	++++
	++++
	++++
	++++
	++++
	4


Analysis of Great’s competitors in Russia
In the second table the same companies are compared but in terms of other factors, that may portray the general company position and effectiveness. GREAT has more advantages than it’s rivals, nevertheless, the competitors of GREAT are “younger” and still show good potential and market adaptation. (Smetana overcame GREAT in Creativity ranking while entering a specific niche – digital advertising)
The extracted outcomes justified the proficiency of GREAT Advertising Group in its industry, moreover, these findings will be used in the following section of Resources and Competences analysis.
[bookmark: _Toc41879261]Key factors to success and Recourses & Competences analysis
To compile an analysis of the resources and competencies of GREAT, key factors were identified for the success of the industry. When studying the industry and the results of the interview, the following main key factors to success for communication agencies were identified:
• Follow the trend or create trends
• Reputation
• Personal contacts and networking
• Wide infrastructure (partners, suppliers, etc.)
• Participation and awards in relevant events
• Competent specialists
• Strong portfolio
Resources
Workers
In the case of GREAT, since the company operates in the advertising industry, the main value lies in the professionals, because the main part of the product is in the idea.
Customer Lending
In communication agencies, often the customer pays only after the work is done, in this case the company “credits” the client and does all the work with his own money. Therefore, advertising agencies must have the financial means to conduct business. Including communication with various companies and channels (TV, stadiums), which is a place for advertising.
Affiliate network
It is extremely important to have an extensive and developed network of partner contacts for communication agencies. It includes a base of workers for outsourcing, subcontractors for various areas (events, media, printing house), various specialized associations and more.
Equipment
The latest versions of software, servers, powerful computers, special equipment for video shooting and editing are necessary for the high-quality provision of services.
Competencies
“Creativity” creation
Creating creativity at GREAT, as the main activity is at a very high level, over the years the company has established itself in the market and is in demand among the largest companies. It is also a necessary competency for the communication services market as a whole.
Analytics and Monitoring
To create a high-quality campaign, it is necessary to analyze the client, his competitors and the industry in which he conducts business, without this competence, as well as with poor implementation, the result of the campaign and its effectiveness are minimal.
Strategic planning
Conducting connections and strategic conclusions that must be taken into account when implementing projects and when developing concepts and creativity.
Design creation 
Work with various programs in the field of design, the ability to draw, create logos, style, etc.
Digitalization 
The ability to display online advertising, events
Accounting
The client manager must listen to the client, understand, guide and guide the client. Customer management is essential for creating a quality campaign and creating loyalty.
Table 3 presents an assessment of the resources and competencies of the company according to the criteria of importance and strength. Importance implies how much, with the help of a given resource or company competence, it is possible to satisfy the needs of customers, strength shows how much this resource helps a company to be competitive in the market among other companies (based on competitor’s analysis in the previous section).
	
	Strength
	Importance 

	Resources
	
	

	Professionals
	9,5
	10

	Financial resources
“Customer Lending”
	8
	10

	Affiliate network
	9,5
	10

	Equipment
	8,5
	7

	Competences 
	
	

	Creativity creation
	9
	10

	Analytics and Monitoring
	6
	7

	Strategic planning
	7,5
	8

	Design creation 
	9,5
	10

	Digitalization 
	8
	10

	Accounting
	8,5
	9


GREAT’s Resources and Competencies
Thus, the key strengths of GREAT are such resources as a team of professionals, innovative technologies and equipment for creating content, partner networks, access to various channels for advertising, including television. The company’s strong competencies include creating creative and design, research and strategic planning skills, with which the company is able to create effective campaigns for customers. An analysis of the resources and competencies of the company shows that GREAT has a stable position in the Russian market and has the opportunity to enter the international market.

[bookmark: _Toc41879262]Conclusion of chapter 1
In this chapter were considered general characteristics of the company, its current business model and corporate, business, marketing strategies. GREAT advertising group is a communication agency with printing house department, video-production and event departments that within a group create a synergy due to its structure. GREAT’s Market position, Analysis of Competitors and Analysis of resources and competences proved that GREAT is a strong agency that by far operates only on Russian market and has prevailing position in terms of competitive advantages. Since the company set the goal to choose the market between 4 suggested – Sweden, Finland, Denmark and Norway in the next chapter the focus of further investigation will be on Scandinavian advertising market.
[bookmark: _Toc41879263]CHAPTER 2. DESCRIPTION OF ADVERTISING INDUSTRY IN SCANDINAVIA
This chapter will focus on description of advertising industry in Scandinavia. First of all, in order to emphasize the rationality of GREAT’s management direction towards Scandinavian market here was decided to look at global trends and understand whether the region is in fact will satisfy the need of learning and getting in perspective a competitive advantage as well on Russian market. Afterwards, Scandinavian market will be under the scope. 
[bookmark: _Toc41879264]Global Trends
Firstly, it is important provide the reader with global trends (which Scandinavia is also following) and after zoom into the specific region. First of all, should be said that Advertising industry is growing what is seen by the increasing spending as it is seen from the Statista 2020.
[image: ]
Global Advertising Spending from 2010 to 2019 Source: Statista 2020
 Nevertheless, the advertising market is changing rapidly as well as its trends, the most prominent trends are connected to digital advertising due to the general switch from traditional one. Below are identified trends that are assuring competitive position while being implemented by advertising agencies.
Firstly, it is an implementation of AI in advertising, it makes targeting more precise and effective. It increases return on ad spent. Having data, ad tools that are based on AI can track patterns in one’s advertising data, predict changes and improve performance with the regard of KPI.[footnoteRef:6] [6:  Kaput, Mike. “AI for Advertising: Everything You Need to Know.” Marketing Artificial Intelligence Institute, www.marketingaiinstitute.com/blog/ai-in-advertising.
] 

Secondly, content is important, as it always was, however nowadays it is even getting more vital. Let’s take a closer look at UGC – User-generated content. WoM marketing is still a powerful asset to brands, people tend to trust other user experience, rather than advertisers. According to the recent research 76% of consumers said they trust content shared by “average” people more than by brands.[footnoteRef:7] UGC may be generated by posting pictures, videos, reviews, social media posts, or any relevant content created by unpaid “fans” of your brand. That may be not even cheaper for advertisers to force it, but also increase the engagement. UGC also helps to create a community around the brand and build the relationships with consumers. [7:  “Top 7 Video Advertising Trends of 2019.” WordStream, www.wordstream.com/blog/ws/2019/03/12/video-advertising-trends.] 

Next, trend is referring to contextual advertising. With the movements around personal data, laws and protocols concerning it, there are certain problems with collecting personal data of customers. Thus, advertisers started to collect data and identify interest using content of web-pages people visit. By using it, advertisers may identify more precisely customers’ needs and offer products effectively.
Another trend refers to usage of video in advertising. In 2019 Video marketing dominated and this trend is still here. Almost 86%[footnoteRef:8] of marketers are using video content to promote products and services, educate and entertain. advertise, educate, and entertain. Even though video advertising is widely used, here I want to draw the attention on the length of it. Since every source is overloaded with video ads, customer will watch the most relevant and catchy. According to a study by Google, 90% of bumper ad campaigns boosted global ad recall by an average of 30%. Within 6-15 seconds Marketers should provide customer with a story of the brand and call for an emotional response.  [8:  “2019 Video in Business Benchmark Report.” Vidyard, www.vidyard.com/business-video-benchmarks/.] 

OTT advertising is another trend. Term over the top (OTT) refers to the method of providing video services over the Internet. This video-streams had disrupted TV broadcasting industry. There are dominating 3 types of OTT: Subscription VOD: Netflix, Hulu, HBOGo; Transactional VOD: iTunes, Amazon, Google Play; Ad-supported VOD: YouTube, Twitch, Vimeo. Using this kind of platforms advertisers may gain benefits way higher than traditional commercials. OTT allows marketers to utilize targeting, ad insertion, and advanced analytics to create shorter more personalized ads.[footnoteRef:9] [9:  “Top 7 Video Advertising Trends of 2019.” WordStream, www.wordstream.com/blog/ws/2019/03/12/video-advertising-trends.] 

Next, the trend of influencer advertising. According to statistics 93% of marketers use in their strategy this type of advertising (SocialPubli, 2019). Talking about return, it is about 18$ per each dollar invested (Influencer Marketing Hub, 2018). The influencer marketing industry is expected to grow and by 2022 supposed to reach between $5 billion and $10 billion[footnoteRef:10].   [10:  Schomer, Audrey. “Influencer Marketing: State of the Social Media Influencer Market in 2020.” Business Insider, Business Insider, 17 Dec. 2019, www.businessinsider.com/influencer-marketing-report?international=true&r=US&IR=T.
] 

Additionally, COVID-19 brings disruptive changes in numerous industries, the general trend- inclination to digital was just supported by this event.
[image: ]All in all, the industry is inclined to digitalization, thus it is important to understand whether GREAT preference upon the region to expand is aligning with the industry global development. 
First of all, it is important to keep in mind that GREAT Advertising Group intention to enter on the foreign market was learning and bringing this knowledge on Russian market ensuring itself with the greater competitive advantage. The trends are coming from United States and Europe, US market is oversaturated and the market itself was not attractive to GREAT Advertising Group managers, as it was revealed from the interview, this European market is on the scope.
Back to 2018 Statista published an analysis upon the topic of Digital Advertising Spending in European region. On the following chart is seen that UK and Switzerland are on the 1st an 2nd place accordingly, however almost the whole Scandinavian region, so Sweden, Denmark and Norway are taking the following positions and Finland stays a bit lower in this chart (11th). And since countries in these regions are culturally and economically close/connected it could be very promising expansion in the perspective. Thus, GREAT Advertising Group choice of region to expand to is very attractive since the considered region is in the top of the ranking.
Digital Advertising Spending per capita in Europe in 2017, by country (in euros per head), Statista 2018
[bookmark: _Toc41879265]Scandinavian Market Analysis 
The advertising sphere in the Scandinavian region for a long period of time showed moderate growth, but despite this, in 2017 the growth of the advertising industry was only 0.6%. It is assumed that the industry will continue to show low results, and growth will remain at a low level. Speaking about the countries of the Scandinavian region, Sweden shows the highest results, covering about 40.6% of the entire Scandinavian market. It is known that there is a significant correlation between advertising and GDP during the economic downturn, because of this, many companies are forced to reduce their marketing costs. Such countries of the Scandinavian region as Denmark and Norway have long been in the top ten countries in the world in terms of GDP, Sweden is in 12th place, and Finland is in 15th, which is also very positive result. If a country has a strong economy, then advertising costs for companies may be higher than those of countries that do not have a strong economy. The level of GDP is a significant indicator that a country has a strong economy. In 2019, the advertising industry in Scandinavia showed an income level of $ 8,682.4 million, and the compound annual growth rate (CAGR) was 2.7% between 2015-2019 years. With CAGR, the industry of countries such as Sweden and Denmark grew by 4.7% and 1.6%, respectively, over the same time period, thereby showing an income level of $ 3,421.1 million and $ 2,104.9 million in 2019. With the development of technology and the advent of the first smartphones, in the Scandinavian region the advertising industry began to become digital. Turning to statistics, the average time spent by a person on a mobile phone per day is about 90 minutes, which is 23 days a year, thereby making advertising in the digital field very profitable. Television advertising is shrinking, as it has become possible to record television programs on video recorders, for example, TiVo. Digital channels have become the most profitable for advertisers, because at the expense of them a large audience is reached. Different socio-demographic groups of the population use different types of advertising media. For example, social networks (Facebook and Instagram) are more convenient for targeting millennials, while websites and search engines are for older people. The main players in the digital advertising market in Scandinavia are Google and Facebook; About 71% of people aged 18-85 in the Scandinavian countries use Facebook Daily. Namely social networks are the main sources of digital spending, replacing traditional ways of shopping.
The most profitable segment in the industry in 2019 was retail, and revenue amounted to $ 1,968.2 million, of the total industry value, it amounted to 22.7%. The segment of food, drinks, personal hygiene and healthcare amounted to $ 1823.7 million, which is equivalent to 21% of the total industry value. Broadband and strong connectivity have also contributed to the digital growth of advertising in the Scandinavian region. Every year, the number of Internet users increases, this helps advertising companies to communicate more with the audience, expanding their circle of consumers. In Sweden, about 95% of the population aged 16-85 in 2019 had access to the home Internet, of which 84% of the adult population used the Internet more than 1 time per day. However, in the period from 2019 to 2024, the industry is expected to slow down by 2.1%, and by the end of 2024 the industry's revenue will amount to $ 9,651.5 million. In turn, Swedish industry with CAGR will grow by 3.4%, and Danish industry by 1.3%. Thus, setting the goal to achieve the following values: 4,159.3 million dollars for Sweden, and 2,243.5 million dollars for Denmark in 2024. It is also worth noting that media planning will become more and more significant in the coming years, due to the fact that the search and determination of suitable channels to reach an audience becomes more and more difficult.
There has also been an increase in traditional forms of advertising, but digital advertising, in turn, will also remain a very profitable channel. At the moment, it’s hard to say what values the industry will have in the coming years in connection with the COVID-19 pandemic. The situation is changing around the world, however, for the advertising industry, undoubtedly, this will have a detrimental effect in connection with a reduction in advertising costs.
[bookmark: _Toc41879266]Market value
In 2019 according to MarketLine, the advertising industry in the Scandinavian region grew by 2%, and had a value of $ 8,682.4 million.  The compound annual growth rate in the advertising industry was 2.7% between 2015-2019 years.
	Year
	$ million
	% Growth

	2015
	7,816.3
	

	2016
	8,129.7
	2%

	2017
	8,174.9
	0,6%

	2018
	8,515.0
	4,2%

	2019
	8,682.4
	2%


Scandinavia Advertising Industry Value, Marketline, 2020
[bookmark: _Toc41879267]Market Segmentation
Category segmentation
The largest segment of the advertising industry in Scandinavia is retail, accounting for 22.7% of the total value of the industry. 21% of the total industry value is in the food, beverage, personal care and healthcare segment.

	Category
	2019
	%

	Retail
	1,968.2
	22.7%

	Food, Beverage& Personal/healthcare
	1,823.7
	21.0%

	Media & Telecommunications
	1,044.4
	12.0%

	Automotive
	773.9
	8.9%

	Financial Services
	748.8
	8.6%

	Other
	2,323.4
	26.8%

	Total
	8,682.4
	100%


Scandinavia Advertising Industry Category Segmentation: $ million, 2019/ MarketLine, 2020
Geography segmentation
Sweden is a leader in the Scandinavian advertising market, accounting for 40.6%, in Norway it accounts for 25%.

	Geography
	2019
	%

	Sweden
	3,521.1
	40.6%

	Norway
	2,173.7
	25.0%

	Denmark
	2,104.9
	24.2%

	Finland
	882.7
	10.2%

	Total
	8,682.4
	100%


Scandinavia Advertising Industry Geo Segmentation: $ million, 2019/ MarketLine, 2020
[bookmark: _Toc41879268]Market value forecast
By 2024 advertising industry in Scandinavia is expected to grow by 11,2% compared to 2019 and achieve the value of $9,651.5 million. The compound annual growth rate of the industry in the period 2019–24 is predicted to be 2.1% 
[bookmark: _Toc41879269]Competitive Landscape
The main players in the Scandinavian advertising market are IPG, Omnicom, Publicis and WPP. In addition to the Big Four, there are also small agencies, however, these companies own the main market share, and the competition between these companies is at a high level. These companies are large in size and financially strong, and often appear through their recognizable brands.
[bookmark: _Toc41879270]Strengths of Leading Players
The main advantage in the advertising market in Scandinavia is considered to serve a wide range of customers. Only 18% in fiscal year 2016 IPG received from 10 of its major customers; including: L'Oreal, Samsung, Unilever, General Motors, Johnson & Johnson. Moreover, the company operates in various industries, such as automobiles and transport, technology and communications, food and beverages, consumer goods, financial services, retail, etc. The company has a large client base that allows the company to remain resistant to various factors during all sectors. Publicis, in turn, in recent years has acquired a strong client base, thereby increasing the company's potential revenue. The company operates in industries such as non-food consumer goods, automobiles, technology, finance, the media and telecommunications, leisure, energy and retail, food and beverages, healthcare, and others. In fiscal 2008, the company's financial sector accounted for 17% of total revenue, technology, copper and communications accounted for 13%, non-food consumer goods also 13%, the automotive industry - 13%, food and beverages also 13%, the health care sector had 12%, and was followed by leisure / Energy / luxury with 7%, retail 7%, other 5%. A significant advantage of the company is also the high loyalty of international customers, which increase the potential for generating revenue for the company.
[bookmark: _Toc41879271]Trends Impacting the Scandinavian Market
The advertising market in Scandinavia has a tendency to move towards digital technology, thereby meeting the needs of its customers. Due to the fact that carrying out advertising campaigns is becoming more difficult from year to year due to the constantly growing technological progress, companies must choose the right channels for the distribution of advertising and audience reach in order to be successful in the market. Those who will conduct the most successful campaigns in the coming years will be able to increase their advantage compared to other competitors. It is also necessary to take into account the various socio-demographic characteristics of consumers.
[bookmark: _Toc41879272]Possible Impact of Covid-19
There is a strong correlation between advertising and the advertising industry, this is obvious. If the industry works well, then advertising will bring a sufficient amount of revenue. However, the recent coronavirus pandemic will undoubtedly have a detrimental effect on the advertising industry. Companies will have to cut their budgets, scaled back and be revised. Just as advertising companies, their consumers are also in crisis; an example is the automotive industry. In March 2020, automobile manufacturers turned to capital markets to receive credit lines totalling about $ 55 billion. This explains the fact that advertising companies that offer expensive services will not be considered by such companies.
[bookmark: _Toc41879273]Conclusion of chapter 2 
There is a correlation between GDP and advertising, since during the economic downturn many companies are forced to reduce their marketing costs. Countries of the Scandinavian region have long been in the top ten countries in the world in terms of GDP, now the compound annual growth rate of the industry in the period 2019–24 is predicted to be 2.1%, thus the region is attractive in terms of this indicator. In addition to this, the advertising market in Scandinavia has a tendency to move towards digital technology and has leading position in this among other European countries.
 In 2019, the advertising industry in the Scandinavian region grew by 2%, and had a value of $ 8,682.4 million, where Sweden is a leader accounting for 40.6%, in Norway it accounts for 25%.
In this region Big Four advertising holdings are presented bringing the higher level of competition, there are also small agencies, however, these companies own the main market share.
In the following chapter there will be covered the selection of a country within Scandinavian region and analysis of the chosen market using PESTEL and Porter analysis.


[bookmark: _Toc41879274]CHAPTER 3. ANALYSIS OF INTERNATIONAL MARKETS
The third chapter of the work is devoted to the analysis of international markets. Firstly, here will be analyzed 4 countries that GREAT considers to enter, based on this analysis will be made market choice. After that there will be provided a deeper analysis of the chosen market. To analyze a number of factors that can influence the activity of GREAT and the work of the advertising industry, I will use PEST analysis - analysis of political, economic, social and technological factors of international markets for macro environment analysis. It will also be necessary to analyze a number of factors that can influence the activity of GREAT and the work of the advertising industry in the selected market, thus, in order to estimate industry, I will run Porter 5 forces analysis. These analyzes are necessary to build a market entry strategy.
To begin with, it is required to develop an efficient method make a selection of a foreign target market. It will be based firstly on firm’s decision, which is Scandinavian market and than will be perceived the assessment of countries in that region by scanning them using specific factors.
It is common to make the selection based on initial analysis of international markets that includes an analysis of the external environment at once at several levels: regional, national and industry. 
According to Hollensen S. “Global Marketing” there are four major market selection criteria: Market Size, Growth Potential, Company’s Competitive Advantage, Market Accessibility. There are certain variables that help to measure these criteria. Also, Joan Freixanet i Solervicens (2017), professor in GSOM, provided several examples of market selection charts which involved different types of variables of different weightings and scoring of countries with regard of them.
Based on these finding I decided to bring together these methods by analyses by levels. However, using different layers since in my case there is a concrete region given. Also, I will use the most crucial market selection criteria, that was provided by Hollensen S. and lastly, it will be done in the form of market selection chart/scoring model. 
[bookmark: _Toc41879275] Market Selection 
As it was mentioned before, GREAT Advertising Group consider entering Scandinavian region, specifically one of the following countries - Sweden, Finland, Norway and Denmark. In order to choose the country to enter I will use a scoring table that consists of three kind of variables, going through which I will assign each country with a score and then choose the most suitable one. After the screening I will provide a deep analysis of the chosen market by doing PESTEL in order to understand the reality where GREAT might enter, also this data will be used while choosing the right entry mode. It’s important that the company identifies the markets which are attractive enough to justify a deeper investigation.
I decided to provide the analysis using different kind of variables, starting from once which will help to understand the general macroeconomic situation of the countries, then using variables to estimate cultural distance and market accessibility and lastly, industry related indicators. In this type of analysis, I refer to the classes of International Marketing in GSOM held by Joan Freixanet i Solervicens (2018). I decided to use this method of selection because it looks on the market selection from different perspectives and includes more or less the majour indicators that are used in PESTEL – macroeconomic indicators; CAGE and Legal perspectives (also pestel, but specific elements) – market accessibility; Porter – industry related indicators. Nevertheless, despite using some indicators that are met in mentioned tools I added some other indicators that are appropriate and might play a role in market selection, such as easiness of starting and doing business ranking by The World Bank that is used in screening method of country selection as a separate stage, while here is just a part of macroeconomic variables; or major advertising channel or market saturation, that are not normally a part of common analytical tools but it is important to look at this information while selecting a market. Thus, I constructed the table that is consisted of 3 logically connected types of variables, that you can see in Table 4. Later in this paper there will be another table where each country will be assessed upon the variable with a score from 0 to 4, depending on the attractiveness of the value in context of market entry. Also, the importance of each variable differs, thus there is a coefficient for each of them. 
	Macroenvironmental indicators
	
	Denmark
	Finland
	Norway 
	Sweden
	Russia

	
	GDP per capita $
	55,671.17
	48,416.94
	65,510.59
	53,208.88
	27,147,33

	
	GDP Growth (annual%)
	2,391
	1,671
	1,29
	2,225
	2,255

	
	Inflation, consumer prices (annual %) 
	0,814
	1,084
	2,765
	1,95
	2,878

	
	Population[footnoteRef:11] [11: “Country Comparator.” Results >> GlobalEDGE Comparator, globaledge.msu.edu/comparator/home/results?year=&field=IC-TAX-TOTL-CP-ZS&country=74.] 

	5,797,446
	5,518,050
	5,314,336
	10,183,175
	144,478,050

	
	Easiness of Doing Business ranking[footnoteRef:12] [12: “Explore Economies.” World Bank, www.doingbusiness.org/en/data/exploreeconomies/.] 

	85,3
(4th)
	80,2
(20th)
	82,6
(9th)
	82,0
(10th)
	78,2
(28th)

	
	Easiness of Starting Business ranking
	92,7
(45th)
	93,5
(31th)
	94,3
(25th)
	93,1
(39th)
	93,1
(40th)

	Market Accessibility
	Total Tax Rate (% of commercial profits) [footnoteRef:13] [13:  World Bank API] 

	23,8%
	36,6%
	36,2%
	49,1%
	46,2%

	
	Cost of labour (comparative points)
	102,0
	99,4
	127
	138
	

	
	Market Distance
Cage Distance 
	1047
	91
	472
	833
	-

	Industry Related Variables
	Internet users (per 100)
	96,3
	92,7
	96,8
	90,6
	73,4

	
	Ad spending per capita 
2020
	US$386.29
	US$282.15
	US$476.73
	US$397.67
	US$58.38

	
	Ad spending per capita Growth
	+3.5% yoy
	+4.5% yoy
	+3.1% yoy
	+5.3% yoy
	+9.5% yoy 


	
	Number of companies registered 
	313 368[footnoteRef:14] [14: “General Enterprise Statistics.” Statistics Denmark, www.dst.dk/en/Statistik/emner/erhvervslivet-paa-tvaers/virksomheder-generelt/firmastatistik.] 

	395,150[footnoteRef:15] [15: “Stock of Enterprises, Enterprise Openings and Closures by Quarter, Municipality, Industry and Information.” Tilastokeskuksen PX-Web Tietokannat, pxnet2.stat.fi/PXWeb/pxweb/en/StatFin/StatFin__yri__aly/statfin_aly_pxt_11yq.px/table/tableViewLayout1/.] 

	421 225
	1 243 327[footnoteRef:16] [16:  “Enterprises (FDB) by Industrial Classification SNI 2007 and Size Class. Year 2008 - 2019.” Statistikdatabasen, www.statistikdatabasen.scb.se/pxweb/en/ssd/START__NV__NV0101/FDBR07N/table/tableViewLayout1/.] 

	-

	
	Number of SME advertising Agencies registered[footnoteRef:17] [17:  Oecd. SDBS Structural Business Statistics (ISIC Rev. 4) : Number of SMEs and Large Firms, stats.oecd.org/Index.aspx?QueryId=81354#.] 

	2956
	3544
	2794
	13385
	-

	
	Number of large (250+ emploees) advertising Agencies registered
	4
	0
	2
	1
	-

	
	Number of Agencies registered per 1000 companies
	9,54
	9,05
	6,68
	10,88
	 -

	
	Industry Value (mln $)[footnoteRef:18] [18:  Marketline, Advertising in Sacandinavia, 2020] 

	2104,9
	882,7
	2173,7
	3521,1
	-

	
	Market share of top 10 agencies
	33,67%[footnoteRef:19] [19:  Stoll, Julia. “Denmark: Advertising Companies by Turnover 2019.” Statista, 26 Aug. 2019, www.statista.com/statistics/577117/ranking-of-advertising-companies-in-denmark-by-turnover/.] 

	72,42%[footnoteRef:20] [20:  Statista Research Department. “Finland: Ranking of Advertising Companies, by Revenue 2018.” Statista, 3 Mar. 2020, www.statista.com/statistics/881938/rawww.statista.com/statistics/881938/ranking-of-advertising-and-market-research-companies-in-finland/nking-of-advertising-and-market-research-companies-in-finland/.] 

	50,69%[footnoteRef:21] [21:  Stoll, Julia. “Norway: Advertising Companies by Turnover 2019.” Statista, 26 Aug. 2019, www.statista.com/statistics/577234/ranking-of-advertising-companies-in-norway-by-turnover/.] 

	40,73%[footnoteRef:22] [22:  Stoll, Julia. “Sweden: Advertising Companies by Turnover 2019.” Statista, 26 Aug. 2019, www.statista.com/statistics/577397/ranking-of-advertising-companies-in-sweden-by-turnover/.] 

	-

	
	Major advertising channel
	The market's largest segment is Search Advertising with a market volume of US$612m in 2020. (Social media, TV)
	The market's largest segment is TV & Video Advertising with a market volume of US$393m in 2020. (Social media, search advertising)
	The market's largest segment is Search Advertising with a market volume of US$595m in 2020 (Social media, TV)
	The market's largest segment is Search Advertising with a market volume of US$1,268m in 2020. (TV, Social media)
	The market's largest segment is TV & Video Advertising with a market volume of US$2,750m in 2020. (Social media, search advertising)


Market Selection
Firstly, Macro environment indicators that are presented in the table are GDP per capita, GDP growth, Inflation, Population and rate that shows the easiness of doing the business in a specific country. In terms of the first indicator it is seen that all the countries show better results than Russia. The largest GDP per capita is generated by Norway 56,328.88$, after goes Denmark showing 55,671.17, Sweden with 53,208.88$ and Finland with 48,216.94$. The higher GDP growth the more attractive the country is, thus I suggest to mark Norway with 4, Denmark with 3, Finland 1, Sweden 2. GDP growth might show an economic development, Denmark shows the largest growth, then goes Sweden and with a largest gap goes Finland and Norway. I would attribute Denmark with 4, Sweden 3, Finland 2and Norway with 1 point. In terms of the next indicator should be said that “The Federal Reserve targets a 2% annual inflation rate, believing slow and steady price increases help keep businesses profitable.”(Federal Reserve) All the countries’ inflation rate , except Russian inflation rate is “healthy” according to the notation, which is not surprising since the considered countries are into European Union where ECB regulates the level of inflation. So every country gets 1 point. In terms of population it is seen that within the considered countries there is a direct dependency between GDP per capita and population which is a good sign for businesses, which means that countries are attractive. Sweden has the GREATest population, that is why receives 4 points. All other countries show similar indicators, thus receiving 2 points. The last indicators in this macro environment sector are referring to the easiness of doing business and easiness of starting business. Denmark is on the 4th place out of 190, with 45th position of easiness of its registration and starting “measures the number of procedures, time, cost and paid-in minimum capital requirement for a small- to medium-size limited liability company to start up and formally operate.“[footnoteRef:23]Russia is on the 40th place in the starting the business ranking, but in terms of doing the business (overall ranking) it is on the 28th place. Sweden is the 10th place of doing the business ranking and 39th in terms of starting and Finland is 20th in the overall ranking of easiness of doing the business and in terms of starting it is on the 31st place and Norway rank 9th in general doing business and 25th of starting business. These indicators already have points attributed by the analysis, nevertheless they will be adjusted with the use of coefficient. [23:  Starting a Business - Doing Business - World Bank Group, www.doingbusiness.org/en/data/exploretopics/starting-a-business.] 

Market accessibility will be measured by Total Tax Rate (% of commercial profits) and Market Distance (CAGE). Also, here could be used other indicators such as Language rarity, Quotas, Transportation and Corruption, nevertheless due to the type of firm (provides services) and homogeneity of countries these indicators are not used. Considering the first one Denmark has the lowest Taxation Rate which is 23,8%, Finland and Norway have 36,6% and 36,2% accordingly and Sweden’s taxation rate exceeds Russian one by almost 3 % and constitutes to 49,1%. Since It is considered that the lower taxation rate the better it is for business, Denmark gets 4 points, Finland and Norway get 3 points and Sweden 0 since it is exceeds the Russian rate. Next indicator of market accessibility sector is Cage distance. The so-called CAGE Distance, developed by Pankaj Ghemawat, professor at the University of Navarra - IESE Business School in Barcelona in 2004, was chosen as a tool to achieve this goal. CAGE Distance is a tool for developing a strategy for entering international markets, which allows you to measure the distance between the national and foreign markets by four variables, such as cultural, administrative, geographical and economic distance. According to the author, the foreign market with the smallest distance requires the least adaptation compared to the national market and, as a result, is the least risky for the company. [footnoteRef:24] [24:  Ghemawat, P. Harvard Business Review, Distance Still Matters: The Hard Reality of Global Expansion / Pankaj Ghemawat // Harvard Business Review – 2001,https://hbr.org/2001/09/distance-still-matters-the-hard-reality-of-global-expansion.] 


	
	Denmark
	Norway
	Finland
	Sweden

	Common Official Language
	No
	No
	No
	No

	Colonial Linkage
	No
	No
	Yes
	No

	Trade Agreement
	No
	No
	No
	No

	Regional Bloc
	No
	No
	No
	No

	Physical Distance
	2379 km
	2413 km
	1635 km
	2082 km

	Common Border
	No
	yes
	Yes
	No

	Cage Distance*
	1047
	472
	91
	833


Overview of Cage distance
In order to measure cage distance several variables with different coefficient were used[footnoteRef:25] [25:  “Pankaj Ghemawat.” CAGE Comparator™, ghemawat.com/cage.] 

Variable/Coefficient: Common official language/0.7786; Colonial linkage/0.9653; Any Trade Agreement/0.5127; Distance/-1.6825; Share a common border/0.8354; GDP per capita ratio/-0.0541
Since, the Denmark estimation is 1047, Sweden’s 833, Norway 472, Finland’s 91, they will be attributed with 1, 2, 3, 4 points accordingly.
Industry Related Variables section involves the following indicators: Internet users per 100; Ad spending per capita; Ad spending per capita Growth; Number of companies registered, Number of SME advertising Agencies registered, Number of large (250+ employees) advertising Agencies registered, Number of Agencies registered per 1000 companies and analysis of Major sources of advertising channel. 
Internet users per 100 indicator illustrates that the chosen markets are more or less homogeneous referring to this indicator: Norway shows 96,8 users per 100, Denmark possess 96,3, Finland 92,7 and Sweden 90,6, while Russian indicator is the lowest 73,4. This helps us to understand how large could be the reach of users if GREAT would use digital advertising. There is no major difference between selected countries, thus I would attribute all of them with 1 point.
Ad spending per capita in 2020 was estimated by Statista as Denmark US$386.29, Norway US$476.73, Finland US$282.15, Sweden US$397.67 and Russian US$58.38. Thus, it is seen that even though the largest ad spending refer to Norway (after Russia), which gets 4 points. Here the points are distributed in favor of Sweden, which gets 3 points, Denmark gets 2 and Finland 1.
Ad spending per capita Growth may indicate the market where the advertising industry is growing thus becomes more attractive. The highest growth is in Sweden +5.3% yoy, Finland’s growth is +4.5% yoy then goes Denmark with 3,5% yoy and Norway, has the lowest+2.4% yoy. Thus the points are4, 3, 2 and 1 accordingly.
According to each country federal statistics website were identified the Number of companies registered in each country the larger number is registered in Sweden and was 1243327 companies, almost 3 times smaller number refer to Norway - 421225, then goes Finland and Norway with 395150 and 313368 companies registered in 2019 accordingly. This indicator has larger coefficient than previous ones since those companies are the potential customers of advertising agency, thus the higher the number- the better. 
Next indicators are Number of SME advertising Agencies registered in each country and Number of large (250+ employees) advertising Agencies registered, these statistics was retrieved from OECD. It is seen that the majority of large players are registered in Denmark (4), In Finland Number of Agencies registered per 1000 companies there are no large players registered, while in Norway 2 and in Sweden 1 player. Even though there are no large players registered in Finland, in total it has the second biggest number of agencies registered – 3544, the first place takes Sweden with 13386 agencies registered in total, then go Denmark and Norway with 2960 and 2796 agencies registered.
[image: ]
OECD comparative statistics on number of registered Advertising and market research agencies in Finland, Norway, Denmark and Sweden
Next indicator is Number of Agencies registered per 1000 companies, it was calculated as total number of advertising agencies divided by the total number of enterprises less these agencies and multiplied by one thousand. This variable shows clearer the relation of potential clients and advertising agencies in the country, thus the market saturation. Sweden demonstrate the highest ratio, which is 10,88 advertising companies per 1000 companies registered, thus showing the highest saturation and getting 1 point, then goes Denmark and Finland with 9,54 and 9,05 and with 6,68 advertising agencies registered per 1000 enterprises demonstrates Norway. 
Next indicator is industry value. According to MarketLine, 2020 Scandinavian Advertising industry had the Figure 12.
	Geography
	2019
	%

	Sweden
	3,521.1
	40,6

	Norway
	2,173.7
	25

	Denmark
	2,104.9
	24,2

	Finland
	882.7
	20,1

	Total
	8,682.4
	100%


Geography Segmentation
The bigger the market the more attractive it is thus, Sweden is scored with 4, Norway with 3, Denmark 2 and Finland 1. Nevertheless, there is another indicator which is connected to industry value – market share. On Statista there is statistics on turnover on each country’s largest firms. I took top 10 and counted the proportion of their turnover to market value, which could be found in Table 7.
	
	Denmark
	Finland 
	Norway
	Sweden

	Industry Value (mln $)
	2104,9
	882,7
	2173,7
	3521,1

	Top 10 agencies turnover (mln $)
	708,77
	639,28
	1101,89
	1434,19

	Market share of top 10 agencies
	33,67%
	72,42%
	50,69%
	40,73%


Market Share of Top 10 Agencies
According to this table, the largest market share taken by top 10 is in Finland, it gets 1 point, then goes Norway with 50,69%, Sweden with 40,73% and Denmark with 33,67% and they receive 2, 3, 4 points accordingly.
Considering GREAT Advertising group, after analyzing cases I revealed that the largest sum is cited to digital advertising (social media, YouTube etc.) while according to Statista Russian market’s largest segment is TV & Video Advertising with a market volume of US$2,750m in 2020, after it goes social media, search advertising. Nevertheless, GREAT has competences to place its advertisements on TV For Finland the largest segment is TV & Video Advertising with a market volume of US$393m Social media and search advertising on the 2 and 3 positions. Coming to Sweden, the market's largest segment is Search Advertising with a market volume of US$1,268m in 2020 then goes TV & Video Advertising and Social media. Since on the foreign market it is hard from the beginning to be broadcasted on TV it is decided to to access Finland with 1 point. In terms of other countries – Search advertising is prevailing. 
To conduct a comparative analysis, each region was evaluated by selected factors from 1 to 4 (except for DB ranking), where 1 corresponds to the minimum market attractiveness, and 4 to the maximum. Also, each factor is assigned with a coefficient which illustrates the importance of the factors, there Market accessibility and Industry related indicators have higher value, Macroeconomic indicators have lower value due to the countries’ homogeneity and since all countries are providing good results, the difference between them will not play that big role (for example, while comparing these countries with less developed these indicators will be assigned with a higher coefficient)
	Macroenvironmental indicators
	 
	Coeffisient 
	Denmark
	Finland
	Norway 
	Sweden

	
	GDP per capita $
	0,5
	3
	1
	4
	2

	
	GDP Growth (annual%)
	1
	4
	2
	1
	3

	
	Inflation, consumer prices (annual %) 
	0,5
	1
	1
	1
	1

	
	Population
	1
	2
	2
	2
	4

	
	Easiness of Doing Business ranking
	1
	4
	1
	3
	2

	
	Easiness of Starting Business ranking
	1
	1
	3
	4
	2

	Market Accessibility
	Total Tax Rate (% of commercial profits) 
	1,5
	4
	3
	3
	0

	
	Cost of labour (comparative points)
	1,4
	3
	4
	2
	1

	
	Market Distance
	1
	1
	4
	3
	2

	Industry Related Variables
	Internet users (per 100)
	1
	1
	1
	1
	1

	
	Ad spending per capita 
	1,2
	2
	1
	4
	3

	
	Ad spending per capita Growth
	1,2
	2
	3
	1
	4

	
	Number of companies registered 
	1,3
	1
	2
	2
	4

	
	Number of SME advertising Agencies registered
	1,2
	3
	2
	4
	1

	
	Number of large (250+ emploees) advertising Agencies registered
	1,3
	1
	4
	2
	3

	
	Number of Agencies registered per 1000 companies
	1,3
	2
	3
	4
	1

	
	Industry Value (mln $)
	1,5
	3
	1
	3
	4

	
	Market share of top 10 agencies
	1,5
	4
	1
	2
	3

	
	Major advertising channel
	1,3
	4
	1
	4
	3

	 
	Overall Score
	 
		 54,5



		 47,3



	 57,7
	 51,3


Market Selection Chart with Scores
All in all, after comparing Denmark, Finland, Norway and Sweden through 3 types of variables, which are Macroeconomic indicators, Market associability and industry related indicators, there was found that the leading position in terms of market choice is taken by Norway.
[bookmark: _Toc41879276]Analysis of Norwegian advertising environment 
In order to analyze the market environment, I would like to start with PESTEL analysis in order to evaluate the external environment in Norway in advertising market. After this, in order to evaluate industry environment in Norway I will ran a competitor analysis and estimate possible market share. 
Norway accounts for a further 25% of the Scandinavian industry, what constituted to 2173,7 million dollars. Thus, it is the second largest market after Sweden. Nevertheless, if this industry value is provided in relation to the population, then the Norwegian indicators will be the highest. Ad spending in the Advertising market amounts to US$2,584m in 2020. And the market's largest segment is Search Advertising with a market volume of US$595m in 2020.[footnoteRef:26] [26:  “Advertising - Norway: Statista Market Forecast.” Statista, www.statista.com/outlook/20000/145/advertising/norway.] 

As was already noted, Scandinavian countries were the leading ones in terms of digital advertising spending even at 2017, current Statista analysis illustrates that in Norway by 2024 digital advertising share will reach 76%. 
[image: ]
Traditional&Digital Advertising Split in Norway, Statista, 2020
According to Statista, Figure 13, in 2020 20,9% of the digital ad spending is referred to retail industry, after goes FMCG, Financial Services and Travelling, these industries are considered to accumulate the greatest ad spending.
[image: ]
Digital Ad Spending by Industry, Statista, 2020
[bookmark: _Toc41879277]Macro environment - PESTEL Analysis
It is crucial to conduct PESTEL analysis firstly, in order to understand deeper the macro environmental situation secondly, to use in boundary conditions analysis for determining entry mode.
Political 
· Norway is a country with high political stability. 
In terms of political stability Norway was ranked 7th in 2018 among other European countries.[footnoteRef:27] This means that there is a very small likelihood that Norwegian government will be destabilized.  [27:  “Political Stability in Europe.” TheGlobalEconomy.com, www.theglobaleconomy.com/rankings/wb_political_stability/Europe/.] 

· Norway possesses high freedom in press. 
Norway is ranked 1st out of 180 countries in terms of Freedom in Press[footnoteRef:28], what could be beneficial in Advertising industry. [28:  “2020 World Press Freedom Index.” RSF, rsf.org/en/ranking_table.] 

· Norway is viewed as a country with high political freedom.
Norway is ranked 1st in political freedom ranking.[footnoteRef:29] [29:  “Freedom in the World.” Freedom House, freedomhouse.org/report/freedom-world#.U2OXFlcwlCc.] 

[bookmark: reaching]Economic
· Norwegian economy is experiencing a downturn.
Norwegian economy is dependent on oil prices, since there was a recent drop in them, the economy is not in the best situation.
· Norway has high GDP per capita. 
Norwegian GDP per capita is considered to be among the world’s highest and in 2018 was US$74913.48 according to MarketLine.
· There is an increasing number of enterprises in Norway. 
By 1,4% number of enterprising is yearly increasing according to Statistics Norway.
In Table 9 is seen that the number of all size of enterprises is increasing.

[image: ]
Number of enterprises registered in Norway by year and by Size. Statistics Norway
Social
· Small number working hours.
In Norway annual working hours per employee is lower than OECD average. The reason of this might be that Norwegians prefer to use part-time arrangements.[footnoteRef:30] [30:  “Norway Pestle insights .” MarketLine] 

· High level of education. 
The education level in Norway is higher than other OECD peers have and within Scandinavian region it is taking the 1st place.[footnoteRef:31] 82% of adults have secondary education background and 43% have gone to university.[footnoteRef:32] [31:  “Education Attainment - Population with Tertiary Education - OECD Data.” TheOECD, data.oecd.org/eduatt/population-with-tertiary-education.htm#indicator-chart.]  [32:  “Advertising and Marketing in Norway.” Advertising and Marketing in Norway - Buying and Selling - Nordea Trade Portal, www.nordeatrade.com/en/explore-new-market/norway/marketing?vider_sticky=oui.] 

Nevertheless, in terms of Ease of hiring foreign labour Norway is on the 65th position, which means that there could be some problems with working with Russian experts in Norway.
· Easy to find skilled labour.
In ranking of Ease of finding skilled employees Norway is on the 4th place out of 140 countries and 15th in ranking of Digital skills among active population.[footnoteRef:33] [33:  “Global Competitiveness Report”, Klaus Schwab, World Economic Forum, 2019] 

· Easy to find appropriate labour force. Also, there are at least 5 universities that focus on Art&Design and several universities with top ranked marketing degree as well as journalism. 
· [image: Map of Norway. The core regions indicated and population density ...]In terms of demography, population in Norway constitutes to 5,314,336 people, the median age is 39 and it is slightly increasing. 
· There are four cities with high population.
The majority of the population living in urban areas which constitutes to 83.4%. In terms of regions, the east-south part is more populated, in terms of cities the most populated are seen in the Table 10.

Map of Norway. The core regions indicated and population density 
	Name
	2020 Population
	Characteristics

	Oslo
	580,000
	Oslo is the economic and governmental center of Norway.

	Bergen
	213,585
	Bergen is an international center for aquaculture, shipping, the offshore petroleum industry and subsea technology

	Trondheim
	147,139
	Trondheim functions as the seat of the County Mayor of Trondelag county

	Stavanger
	121,610
	Stavangeris a city and municipality in Norway.


Cities with the highest population in Norway[footnoteRef:34] [34:  Population of Cities in Norway (2020), worldpopulationreview.com/countries/norway-population/cities/.] 

· Consumers are early adopters or innovators, also prefer high quality products.
 In terms of consumer preferences, Norwegian consumer is interested in new products and technologies and considered as early adopters or innovators compared to other countries. Also, they are inclined to buy high-quality products and in terms of buying habits – Norwegian consumers prefer to search for information about products online and use online stores.[footnoteRef:35] [35:  “Advertising in Scandinavia .” MarketLine, Apr. 2020.] 

· Online shopping is a common practice.
About 96% of the population has access to the internet with 63% of Norwegians say they buy online at least once a month. On average, the amount spent averages 220 euros. 
Technological
· In terms of spending for R&D Norway is on the 18th place and spend for R&D 2% of its GDP[footnoteRef:36]. [36:  “Global Competitiveness Report”, Klaus Schwab, World Economic Forum, 2019] 

· 96.5% of adult population are Internet users, the country is on the 8th place in this ranking.[footnoteRef:37] [37:  “Global Competitiveness Report”, Klaus Schwab, World Economic Forum, 2019] 

Environmental
· Norwegians are attentive to health, there is a demand on eco-friendly products, transparency of ingredients, and natural products.
· Consumers are increasingly attracted to the circular economy and the benefits to the environment, thus the majority of platforms that allow share goods are popular.
Legal 
· Lowered corporate tax.
In 2019 Corporate tax was reduced to 22%
· Effective judicial system.
In terms of property rights and judicial effectiveness Norway is successful. It was ranked 20th out of 180 economies in the Heritage Foundation's and the Wall Street Journal’s Index of Economic Freedom in 2018.
· Ban on tobacco and alcohol advertising.
In Norway, there is a ban on all forms of tobacco advertising and tobacco sponsorship is also prohibited. Only point-of-sale display of tobacco products is allowed.
Summary
Overall, Norwegian market is attractive, among the factors that were considered there were no that strongly threaten the GREAT’s market entry. The economic and political situations are stable as well as Tax regulations and Easiness of doing business indicators show that Norway is considered to be attractive. Labor market also seems to have a lot of skillful workforce due to the rate of education and availability of specific universities. Next will be considered the competitive environment through the analysis of competitors.
[bookmark: _Toc41879278]Cultural Differences
It is also important to see whether cultural difference is high or not since in advertising industry this aspect plays a crucial role. As it is seen on the mistakes of multinational corporations’ projects may fail and a firm loses finances just because the ad was translated from one language to another without an adaptation of the ad itself. There are several models that help to check the cultural difference. For example, Globe and Hofstede’s Cultural dimensions. They are similar by its nature, as in Hofstede, GLOBE covers cultural dimensions. GLOBE has nine dimensions and Hofstede 5, nevertheless, some GLOBE’s more or less repeat Hofstede’, there are  1) uncertainty avoidance, 2) power distance, 3) future orientation (degree to which society values the long term) 4) assertiveness orientation (masculinity), 5) gender egalitarianism (femininity), 6) institutional, and 7) societal collectivism (similar to individualism/collectivism). Performance orientation is the additional one in GLOBE, which means “the degree to which a collective encourages and rewards (and should encourage and reward) group members for performance improvement and excellence” according to GLOBE’s official website. And another distinct dimension is human orientation, “the degree to which a collective encourages and rewards individuals for being fair, altruistic, generous, caring, and kind to others”[footnoteRef:38].  [38:  “2004, 2007 Studies - GLOBE Project.” 2004, 2007 Studies - GLOBE Project, globeproject.com/study_2004_2007] 

Firstly, according to GLOBE, the world was divided by regions with similar culture as it is seen on the Figure 15, which illustrates certain distance between Norway and Russia. In Appendix there is provided the comparison of Russia and Norway.
[image: ]
GLOBE’s division by region
Nevertheless, more illustrative will be the Hofstede’s dimension comparison visualization, which is seen on the Figure 16.

[image: ]
Hofstede’s dimension comparison between Russia and Norway Source: https://www.hofstede-insights.com/country-comparison/russia
In terms of power distance Norway and Russia differ substantially, in Russia the score is 93, while in Norway is just 31, which means that In Russia the once who hold powers are distanced from the rest of society or subordinates, while in Norway the arrangement of powerholders and subordinates is seemed to be flat. In terms of individualism, Russian culture is more about collectivism, when the welfare of a group is valued higher, in Norway there is an opposite situation, nevertheless both scores are not that polar. Next dimension is referred to femininity-masculinity, in this case both countries are viewed as feminine, which could mean that competition is not the driven power. Low score, in this dimension also says that main values in such societies are caring and quality of life, these adjectives come in mind while speaking about Scandinavia countries, who live with a concept of Hygge, that arose in the Scandinavian countries, denoting a sense of coziness and comfortable communication. In terms of Uncertainty Avoidance, Russians are threatened by ambiguous situations, building complex bureaucracies, trying to be well-prepared and take everything under control. Norway in this dimension is not affected by any side, having score 50. Talking about Long Term Orientation, Russian society can be described as pragmatic, judging the situation upon the context, having readiness to adapt, while Norwegian society is more normative. Lastly, Indulgence, which is defined as “the extent to which people try to control their desires and impulses”.Russian society has a mindset in which they do not pay a lot of attention to leisure time and gratification for their actions, having a perception that their behavior is restrained by social norms and indulging by itself is something wrong. In Norway this dimension is also balanced.
All in all, in terms of culture societies of these two countries are different, their values and attitude toward leisure, future perception and power varies, which means that this should be taken into account while choosing an entry mode, since external help in adaptation and may be needed.
[bookmark: _Toc41879279]Porter
Next, in order to make an industry analysis Five Forces analysis will be provided. On the Figure 17 it is seen the final picture of the analysis that is provided below. 

Five Porter`s Forces

Buyer power
Speaking about the buyer in the field of the advertising industry, can be said that there are both small enterprises and large multinational corporations, with different levels of financial backing. The level of the transaction may also depend on the nature of the buyer. The best-known customers in the industry are car manufacturers, retailers, and FMCG companies. Thus, main buyers could be the following Volkswagen, Coca-Cola, McDonalds and Procter & Gamble (P & G). To optimize their operations, companies reduce their costs, which are high enough for major buyers. Speaking of P&G, their advertising costs are declining every year, and this may indicate that a similar trend is characteristic of the entire industry. 
To reduce buyer power in the modern world is the need for advertising, combined with a large number of customers. Today's advertising content is presented on various channels and in different formats, including sponsorship of sports events or teams, as well as advertising companies on social networks and the Internet in general. In prime time on a television show a few years ago, an ad would likely absorb a large audience. Instead of alternative advertising means, such an opportunity as recording and accelerated display of a television show somewhat negate this factor in lieu. Currently, the audience is less concentrated; the reason for this is a large number of entertainment media, including television, DVD / Blu-ray, the Internet and game consoles. To increase buyer power serves a wide range of versatile formats to attract customers. 
The competitiveness of industry players has enhanced technological advances in digital technology. Snapchat and Facebook with high revenues can afford large advertising companies, while the once leading agencies, WPP and Publicis, are currently lagging behind. The most effective and fast online advertising in the modern world can be represented by social platforms; this is an important indicator of their success in the advertising industry. Over the years, buyer power has been growing, industry players are becoming more competitive, and their choices are becoming wider.
More often advertising agencies are forced to change their business plans in order to meet their client’s needs, due to the fact that an increasing number of buyers today are moving to new and digital means of advertising. Since few advertising agencies can provide specialized services in the field of digital advertising, such advertising can contribute to the expansion of specialization in the advertising industry, thereby reducing buyer power. Customer loyalty in this industry is questionable, as many alternative agencies can provide the same services. The purchasing power of customers increases due to the fact that customers can choose the cheapest product from many similar ones.
Today, many companies have begun to use their own advertising without resorting to the services of third-party specialized agencies, which was previously not observed. The trend of "own agencies" is gaining steam every year. In 2018, a Forrester survey of respondents showed that 64% of respondents used their own agencies to provide advertising needs, while ten years ago only about 52% used their own advertising agencies. An example is the company Unilever, which reduced its marketing costs by 30% using its own advertising agencies. To get the service they need, companies increase their buyer power, as they are not dependent on players in the advertising industry. 
It is worth noting that the likelihood that advertising agencies will integrate and worry about their customers' businesses is extremely small; it also affects buyer power, increasing it.
Companies are increasingly turning to outside advertising agencies for advice to reducing their advertising costs. Advertising agencies often carry out various advertising campaigns in order to satisfy the individual needs of consumers and to differentiate between players in the advertising industry.
Thus, players, based on niche experience and reputation, can attract new customers to conduct various innovative companies. The Big Four also dealt with this, working with the largest buyers in the world, having conducted a large number of successful and significant companies. That is why, most likely, buyers will contact these companies to conduct their campaigns. Reduces buyer power as well as reputation, price sensitivity, and the ability of the Big Four companies; this may be an important factor in attracting customers. In addition, advertisements for demonstration of products also reduce buyer power. Nonetheless, companies still have a large number of options and opportunities that increase their purchasing power. 
A coronavirus pandemic is likely to adversely affect buyers in the advertising market. And in the coming years after the end of the pandemic, buyers are likely to reduce their costs for various luxury goods, leisure and entertainment. Because of this, many companies from these industries can reduce media planning and advertising due to limited revenue.
According to a survey among 400 respondents, including buyers and brands of the media, 75% of them believe that the pandemic will have a negative impact on business, greater than the 2008 crisis.
On the whole, buyer power in the advertising industry in Norway can be considered as moderate.


Power of Buyers 
Supplier power
Manufacturers of IT, office equipment, as well as Internet service providers and office space owners are suppliers for advertising agencies. Supplier power is increasing because they are usually large international companies. However, since their number is large, this slightly reduces their power. Long-term contracts reduce the capacity of suppliers; however, in general, the cost of switching from one supplier to another is relatively low. In the advertising industry, agencies are unlikely to integrate and start producing computers on their own, by what increasing the power of suppliers. Moreover, suppliers in the advertising industry can sell their materials in various industries, thereby increasing their power.
It is also worth noting that in the advertising industry, staff costs are considered low, since success in this business mainly depends on the creativity and experience of employees. The total profit of the industry will also be affected by the fact that different countries will pay differently to their employees for similar achievements and work experience. However, the ability to change employers in most countries may be limited by the degree of consolidation. The power of suppliers is also increasing due to the fact that advertising is shifting towards digitalization, and this creates a lack of necessary materials for successful operation. If the supplier is well versed in the digital field, this increases its power, as advertising agencies require quality services. Advertising agencies have the opportunity to choose between different suppliers, since most of them provide the same services.
Moreover, the largest advertising agencies are located in major cities around the world, such as New York and Tokyo; in such cities, there is a very high demand for office space, and therefore for rent. Advertising agencies can negotiate rental of office space with companies that operate in the publishing industry of magazines and television companies, however, they will not be suppliers, as they can transfer costs to their customers. Traditionally, agencies charge a fixed commission on purchases of the media space of their customers, but now there are various models for the provision of such services with all their consequences. Suppliers will not act as advertising agencies and integrate - this is unlikely, this may reduce their power due to dependence on industry players.
The power of suppliers in this industry can be assessed as moderate.

Power of suppliers 

New entrants
Typically, an advertising agency is an asset-light, but much depends on knowledge and creativity. In principle, there should be an opportunity for new entrants to enter this industry, spending relatively little and thereby increasing their ability to enter. Barriers to entry are lack of knowledge about consumers, demand and the capabilities of various media. This entails a lack of time and money, which reduces the risk of new entrants. Today, if agencies are more involved in the digital advertising business, this can help them enter the market more easily.
The main competitors for new entrants are large agencies that combine most of the advertising and marketing functions under their own brands. Small enterprises can only occupy a small segment of the market, since the bulk of it is occupied by large multinational conglomerates. However, small agencies must introduce a special niche product in order to try to take market share. An example is Wieden + Kennedy, an independent advertising agency; they showed that new entrants could enter the advertising market, and attracted giants such as Nike, Coca-Cola and KFS.
Returning again to state regulation of advertising, especially advertising of alcohol and tobacco products, such regulation may limit revenues, making them the least attractive. In Norway there is also a ban on advertising and sponsorship of any type of tobacco product, except for the demonstration of tobacco at points of sale.
Currently, video games are a new segment for advertising agencies. Internet activity is growing every year, and video games can be constantly updated by downloading new brands or products. New market players can use this segment, thereby increasing competitiveness in the industry. However, the presence of strong brands in the market can significantly reduce the threat of new entrants due to strong competition. The number of smartphones is growing every year in Norway, thereby shifting any activity towards digitalization. About 72.2% of Norway own smartphones, and the potential for increasing the number of owners is growing. Mobile advertising is becoming more and more popular, and this segment can contribute to the emergence of new participants in the market. The main group for digital advertising agencies is the generation of millennials, who are more likely to consume information on the Internet than in newspapers and magazines. Facebook and Google currently own 49% of all digital advertising in the world. The risk of new entrants who specialize in advertising on various devices may increase.
Programmatic marketing is a strong market for new entrants. New entrants can benefit from these technological discoveries in the advertising industry, especially when the digital realm becomes more effective over time and creates even greater consumer demand. However, despite the great opportunities for new participants, it is necessary to use careful storage of personal data; it should be regulated in order to avoid possible troubles and scandals, which Facebook and Cambridge Analytica were involved in in 2018. After this incident, the image of Facebook, as well as the company's share fell sharply. This may deter new entrants from entering the advertising programmatic segment, as consumers are increasingly worried about saving their personal data and are eager to find out where and what information was transferred in the process.
It is also worth mentioning holding companies that need to work in various profit centres of their agencies in the new age of technology. Some, such as the Deloitte consulting company, have managed to create a global presence. In recent years, many consulting companies have been buying shares of agent companies, thereby acquiring a stake in the industry. Accenture Interactive is now becoming the world's largest digital advertising agency: 50% company growth in 2017 with 10 new acquisitions. Acquisitions are easy for large companies in the industry, but this increases the threat of new entrants.
The threat of new entrants to the industry can be assessed as moderate.

Thread of new entry 

Threat of substitutes
In order to reduce their costs, large buyers can integrate, as an alternative to using the services, that companies in the industry offer. Moreover, this will not require large capital investments. However, there is a threat that creating a qualified team will not work.
Many modern companies promote themselves through the Internet environment by creating representative offices. Web designers differ in occupation from those involved in advertising and marketing, but can often give advice on improving the web profile of their clients, for example, using search engine optimization or website design. 
Returning again to Facebook and Google, these companies recently provide a wide range of services - from marketing, technology development and strategy development. These companies benefit from the growth of online advertising, ahead of traditional advertising agencies, offering services to customers; these companies may be potential substitutes.
In general, the threat of substitutes is low.

Power of substitutes

Degree of rivalry
In the Scandinavian region as well as just in Norway, the already mentioned Big Four companies are increasing their competition, occupying a large market share. The dominance of these players suggests that, with the exception of small agencies, competition in the advertising field is not at a very high level. However, due to technological development, competition in the advertising industry has increased slightly. Advertising agencies are starting to lag behind companies such as Snapchat and Facebook, which use digital advertising methods, and thus are ahead of advertising agencies. Some advertising agencies are moving into the field of digitalization with greater capabilities than the big four companies, which inspires competition.
At the same time, the already mentioned consulting companies acquire marketing agencies, becoming more attractive options for customers than traditional advertising agencies. And advertising companies are increasingly able to compete with them. Although most agencies offer almost the same services, they can be diversified through campaign reports, prestigious customer lists, and expanding the range of services provided. This can slightly reduce competition, and cause the client not to resort to the services of another agency. In more traditional advertising methods, the presence of undifferentiated products can increase competition, and the general similarity between industry companies can also increase competition.
Despite the unsuccessful merger of Omnicom Group and Publicis in 2014, the advertising industry in Norway is still under control of at least 6 parent companies, and the presence of large competitors increases competition in the industry. Small and new companies will be better off if they abandon the merger and compete for advantages in the industry. In the advertising industry, there is still an interest in consolidation, despite the unsuccessful merger, because players can observe the benefits that they can receive from a further possible mega-merger. To increase their competitive advantage, companies are trying to provide global opportunities for potential customers. And in the future, consolidation between the countries will probably take place.
As companies shift to digital advertising models to meet the needs of their customers, this can increase competition in the industry. Many leading players in recent years have made significant advances in digital advertising. Those companies that will conduct the most successful campaigns in the coming years will be able to gain an advantage over those of their competitors who do not. Despite the development of digital advertising, television advertising has a great influence on consumer behaviour, and the cost of such advertising is still at a high level.
Planning for advertising campaigns is becoming increasingly complex due to the predominance and strengthening of the digital sphere. Over the years, industry leaders will be able to become those companies that choose the right channels for the distribution of advertising and reach the target audience. When creating various advertising campaigns, it will be necessary to take into account the socio-demographic characteristics of consumers. For example, use platforms such as Facebook and Instagram for a young audience.
By offering media planning services and shopping opportunities, and thereby integrating, companies will be able to reduce the degree of competition in the industry. Now, most media planners are owned by the Big Four; for example, OMD Worldwide is a subsidiary of Omnicom and GroupM WPP. As part of the advertising process, thanks to direct integration, players can offer various services, such as creating content and advertising. This will help the company reduce customer costs and fully control the advertising campaign from start to finish. In Norway, with the growth of the advertising industry, this can reduce competition and nullify the zero-sum game.
Despite the fact that advertising companies have the necessary tools for campaigning for print and digital advertising, they can switch to alternative industries. However, it will be necessary to consider the cost of retraining personnel. The exit from the advertising industry itself is difficult for companies, and this increases competition.
Upon the whole, the degree of rivalry in the advertising market in Scandinavia can be assessed as moderate. 

Competitive rivalry  
Summary
Due to the strong consolidation in the advertising industry in Norway, it is dominated by the so-called Big Four agencies, namely the Omnicom Group, WPP plc, Interpublic and Publicis Groupe SA. The main players in the advertising market usually combine small agencies under their brands, thereby being strong competitors, and reducing the threat to new entrants in the industry. Despite this, there are still opportunities for those who offer a niche product, due to the constantly changing advertising landscape. Technological progress does not stand still, and the target audience of advertising agencies is becoming more and more fragmented. Therefore, advertising agencies are constantly forced to offer something new, improving what they do to fully meet the needs of their customers. It is also worth noting the influence of the state in the regulation of advertising content. Particular attention should be paid to products such as cigarettes and alcohol. In connection with the transition to more digital methods of advertising, greater flexibility is required for the business plans of agencies in the advertising industry. Marketing expenses are also reduced due to the correlation between GDP and advertising with the economic downturn.
[bookmark: _Toc41879280]Competition Analysis
It is necessary to indicate the major players on the Norwegian market as well as conduct a comparative competitor analysis in order to better understand the market. 
To begin with, there will be provided an overlook of the biggest multinational players.
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Ranking of companies in the advertising and market research industry in Norway as of August 2019, by turnover (in million NOK)[footnoteRef:39] [39:  Stoll, Julia. “Denmark: Advertising Companies by Turnover 2019.” Statista, 26 Aug. 2019, www.statista.com/statistics/577117/ranking-of-advertising-cowww.statista.com/statistics/577117/ranking-of-advertising-companies-in-denmark-by-turnover/www.statista.com/statistics/577117/ranking-of-advertising-companies-in-denmark-by-turnover/mpanies-in-denmark-by-turnover/.] 

The number on advertising agency by turnover in the presented ranking (Figure 23) Norway is Dentsu Aegis Network Ltd (DAN), part of Dentsu Inc., is a provider of media and digital marketing communication services. The company’s major communications services include content creation, media planning, digital creative execution, search engine optimization (SEO) strategy, sports and entertainment marketing, near-field communications (NFC) and marketing analytics. It is an international company, the fifth largest communication holding in the world. Headquartered in Tokyo, offices are located in 145 countries. Number of employees - 40,000.[footnoteRef:40] Second large player is Omnicom Group, Inc. (Omnicom), it is a strategic holding within which there is a number of companies operating in the following directions: advertising, marketing services, and corporate communications services disciplines. It operates in more than 100 countries, including Norway, what leaded to more than 5000 clients.  [40:  Dentsu Aegis Network Ltd. (n.d.). MarketLine. Retrieved January, 2020, from https://advantage.marketline.com.ezproxy.gsom.spbu.ru/Company/Summary/dentsu_aegis_network_ltd-_gd_27062] 

 Third position in the ranking is devoted to Publicis Groupe SA (Publicis) is a “global communications, marketing and digital transformation group that offers business transformation services to its local and international clients. The group offers a complete range of services and expertise across digital, technology, consulting, creative, corporate communications and public affairs, mediastrategy, planning and buying, healthcare communications and brand asset production.”(MarkeLine, 2020) Nevertheless, mentioned giants will not be taken in the comparative analysis since they, obviously will show the superior position that would be hard to compare to GREAT Advertising Group that operates just in one country. Moreover, in order to analyze the competitors, the focus of “creativity” should be considered. In order to do so, I took the ranking of creativity on Norwegian market.[footnoteRef:41]  [41:  Top Creative Agencies in Norway - 2020 Reviews. (n.d.). Retrieved June 01, 2020, from https://clutch.co/no/agencies/creative?sort_by=2] 

On that list there were the following agencies presented: Good Morning Norway, Apriil, Atyp and HK.
Good Morning Norway consists of 22 employees and has its office in downtown Oslo. The agency was founded by four entrepreneurs in 2010, producing cutting-edge digital productions with focus on design and technology. Over the years we have grown from being a production agency into becoming a marketing agency that also works with strategy, creativity, content and advertising.
Apriil AS an agency that is positioning itself as a creative agency, has several awards in the mentioned category. Apriil is located in Stavanger, Norway and is part of the Advertising Agencies Industry. Apriil AS has 19 employees at this location and generates 0.74 million in sales (USD).
Atyp is a creative agency that was founded recently, on the 1st of December in 2019 through a merger between Ernö (founded in 2006) and Futatsu (founded in 2006). There were two equally large companies that complemented each other well and saw the benefit of investing further together. 
HK Reklamebyrå is part of the HK Alliance where you will also find HK Bits,  HK Link, Rosenborg Reklame, Arcadia Regnskap and HK Tromsø. Together, HK forms one of the largest communications houses in Norway, the alliance gathered the full range of services under the same roof - advertising, campaigns, identity, design, digital, strategy and impact.
	          


Company
	Strategy
	Advertising
	Design
	Website development 
	SMM
	Branding
	Content types
	Mobile App development
	UX/UI design
	Conversion optimization 

	
	
	
	
	
	
	
	Film
	Photo
	Event
	Print
	
	
	

	Good Morning Norway
	+
	+
	+
	+
	+
	+
	+
	+
	-
	+
	+
	+
	+

	Apriil
	+
	+
	+
	+
	+
	+
	+
	+
	-
	-
	+
	+
	+

	Atyp
	+
	+
	+
	+
	+
	+
	+
	+
	+
	+
	-
	-
	+

	HK Reklamebyrå
	+
	+
	+
	+
	+
	+
	-
	-
	-
	+
	-
	-
	-

	GREAT (in Russia)
	+
	+
	+
	-
	+
	+
	+
	+
	+
	+
	-
	-
	+


Competitor Analysis by Services Provided
After evaluating the service range could be found that GREAT could compete with the given firms having competencies it possesses in Russia. GREAT showed that it can provide the majority of services that agencies with “creativity” provide. Next, will be evaluated the other type of factors in order to look at the company from a different perspective. 
	
	Good Morning Norway[footnoteRef:42]  [42:  Redaksjonen, et al. “Good Morning Naug.” Good Morning Naug, www.gmn.no/.] 

	Apriil [footnoteRef:43] [43:  “Apriil 2.0 Landingside.” Apriil 2.0 Landingside, apriil.no/.] 

	Atyp[footnoteRef:44] [44:  “Tjenester.” Atyp, atyp.no/tjenester/.] 

	HK Reklamebyrå[footnoteRef:45]  [45:  “HK Alliansen.” HK Reklamebyrå, h-k.no/hk alliansen.] 

	GREAT
(in Russia)

	Wide range of services
	9/10
	8/10
	9/10
	9/10
	9/10

	Experience
	7/10
(since 2015)
	6/10
(Merger 2018)
	7/10
(since 2019 but Ernö(2006) and Futatsu(2006))
	9/10
(since 2003)
	9/10 
(since 1996)

	Diversified portfolio
	9/10
	6/10
	9/10 
	9/10
	9/10

	Price of the product[footnoteRef:46] [46:  “Top Creative Agencies in Norway - 2020 Reviews.” Top Creative Agencies in Norway - 2020 Reviews | Clutch.co, clutch.co/no/agencies/creative?sort_by=&min_project_size=&avg_hrly_rate=&employees=&client_focus=&industry_focus=&location[city]=&form_id=spm_exposed_form&form_build_id=form-42T9ExkgaeJcRvfe_4j622K-wLKwk5Mne17ZlM85_2o.] 

	10/10
	6/10
	8/10
	8/10
	8/10

	Quality of the product
	9/10
	7/10
	9/10
	7/10
	8/10

	Total
	8,8
	6,6
	8,4
	8,4
	8,6


Competitor Analysis 
From these tables is seen that GREAT’s scores are a bit higher than average compared to the selected firms, this means that potentially GREAT can compete with given firms in Norwegian market due to the range of services and general characteristics as a firm. 
Market share
Possible market share will be calculated using benchmarking approach: taking average market share of the considered companies. Assume that in 5-7 years it will be achieved (according to calculations provided in Financial valuation section).
Good Morning Norway [footnoteRef:47]2,7mln $ [47:  “Good Morning Naug AS.” Dun&Bradstreet, www.dnb.com/business-directory/company-profiles.good_morning_naug_as.0ba1a9c300c92644b0d5840d0296cfe9.html#related-companies.] 

ATYP[footnoteRef:48] 4,8mln $ [48:  “Atyp.” Dun&Bradstreet, www.dnb.com/business-directory/company-profiles.atyp_as.717974db337dee2225877678641171db.html.] 

HK[footnoteRef:49] 4,93 mln $ [49:  “Hk Reklamebyrå AS.” Dun&Bradstreet, www.dnb.com/business-directory/company-profiles.hk_reklamebyrå_as.fbcba10520f1a0b7d08649b209ff81ee.html.] 

Apriil[footnoteRef:50] 1 mln $ [50:  “Apriil AS.” Dun&Bradstreet, www.dnb.com/business-directory/company-profiles.apriil_as.1c3030f032057ca567a1444b2224f597.html.] 

As was stated in market selection analysis, Market size of the advertising industry in Norway is 2173,7 mln $
Thus, using benchmarking, GREAT may expect to have 3,6 mln $ in Norwegian market as a Creative agency and within the first years the market share could be 
[bookmark: _Toc41879281]Conclusion of chapter 3
In Chapter 3 there was a market selection procedure, based on which Norway was chosen as a market to expand. Afterwards, there was done an analysis of Norwegian market, firstly, macroenvironmental analysis, which was done through PESTEL. Based on it there was found that the environment is dispositive, the economic and political situations are stable as well as tax regulations and Easiness of doing business indicators show that Norway is considered to be attractive. Labor market also seems to have a lot of skillful workforce due to the rate of education and availability of specific universities. Porter analysis illustrated that there is moderate level of competition and Norwegian market is still attractive, even though there are big players are presented. As well there was done an analysis of competitors, which demonstrated that GREAT has all chances to gain success on the market. Based on the findings in this chapter in following there will be chosen an entry mode for GREAT.


[bookmark: _Toc41879282]CHAPTER 4. ENTRY MODE AND INERNATIONALIZATION STRATEGY ANALYSIS
Companies enter the overseas market for a number of reasons. Some are due to the stagnation of the home market, while the overseas market is growing much faster.
Other companies follow their customers, customers who are moving to a foreign market. The companies also enter the foreign market in order to increase volume of their sales, find less costly resources to carry out their activities. The process of developing a plan for entering the foreign market involves several stages. First, the company needs to choose the market to which it will penetrate, secondly, to determine the form of entry into this market, the level of control over operations and assess the risks that may follow from the decision.
[bookmark: _Toc41879283]Determining the Market Entry Modes 
After identifying the market for expansion, it is necessary to choose the entry mode. Firstly, here will be covered the theory behind each type and then identify the boundary conditions in order to choose the optimal entry mode. In order to do so I use Grünig, Rudolf( 2017) methodology, which is illustrated on Figure 24.
[image: ]
Process for Determining the Market Entry Modes 
Source: Grünig R., Morschett D. (2017) Determining the Market Entry Modes. In: Developing International Strategies. Springer, Berlin, Heidelberg


In the Figure 26 there are illustrated 10 different entry modes. There are 4 categories in which they can be divided: 
• Indirect export: services/products are sold to an exporter in the home market, which then handles the sales and shipping of the products abroad. 
• Export: services/products are produced in the home market and exported to a foreign country. 
• Indirect production in the target market: through contractual agreements, the company allows a third party to manufacture and market the products or services abroad. 
• Own production in the target market: the company builds up production on its own or together with a partner in the target market.

[image: ]
Market entry modes

[bookmark: _Toc41879284]Boundary Conditions Analysis
Determining boundary conditions help to limit the number of best suited options of entry modes and identify the most relevant ones.
There are several groups of boundary conditions, the first one to be considered is referring to country specificities, which are revealed by PESTEL analysis in the previous chapter.
1) Legal Conditions
Some countries may prohibit certain entry modes in general or in specific industries, Nevertheless, Norway does not apply any on advertising industry.
2) Cultural distance
The greater the cultural distance the better is to use the entry mode which implies local partnering, in case of GREAT the cultural distance is large enough, as was found in the previous chapter, so probably partnering other advertising a with agencies or printing house/event agency would be a good decision.
3) Availability and cost of labor 
In terms of qualified labor the Norway market is attractive since the overall education level in Norway is considered to be one of the highest. Nevertheless, based on the PESTEL Analysis wages are considerably higher than in Russian market, nonetheless, in the beginning some Russian employees may be transferred to Norway.
4) Trade barriers 
Since in terms of GREAT, there is an advertising industry where there is no products such as material goods but services, thus this barrier has low importance.
5) Country risks
By far, there are no conflicts between countries and Norway is stable by itself, so country risks are minimal and there are no obstacles in terms of this boundary to choose FDI.
Next group of conditions is referring to the target industry markets in the countries:
1) Market Size
Large market size may indicate that there will be a payback of FDI, in the chosen country the market is not very large, nevertheless has a sufficient size this means that owned sales subsidiary, own production ore joint venture could be considered. 
2) Market growth
When the considered market has a high growth rate it becomes attractive to enter with FDI. In terms Norway, the market growth was higher than in other considered countries.
Third group of conditions is attributed to the industry that is going to be internationalized:
1) Transportability of the goods or services
In terms of transferability advertising could be transferred unlike hotel and medical service, nevertheless representatives and in-depth market assimilation is necessary in this industry.
2) Required Technical support
In advertising technical support could be done remotely if it is digital channel, but in terms of installation and other out-of-the house advertising may need the further support. 
3) Importance of intellectual property
Intellectual property in advertising creates a competitive advantage, there are certain ways to protect intellectual property, however if working as joint venture with another company, these risks are lowered since NDA in contracts is a must.
4) Importance of country of origin
In terms of GREAT example, the country’s origin is not bringing any additional value to the service provided and also does not diminish it, this there is no problem with producing the service in another country.
Fourth group of boundary conditions covers the company that is entering the market.
1) Financial resources:
GREAT Advertising Group possess sufficient amount of financial resources to use any entrance mode, moreover capital investments in advertising industry (if only communication agency is considered by itself) are not high.
Analysis of boundary conditions showed that some entry modes are not effective for GREAT Advertising Group. Also, based on company analysis and interviews held was understood that high quality is one of the major features that the company associates with itself, thus selling license or franchise is not acceptable market entry, thus here export, joint venture and wholly owned subsidiary entry modes will be analyzed. 
Below there is a table with several criteria for selecting a suitable entry mode which are based on based on Morschett study (2007) 
Degree of control: Different entry modes presuppose different rate of control, such as wholly owned subsidiary guarantees a higher control than collaboration with distributor. “Maintaining decision-making control allows the firm to determine its own destiny” (Driscoll and Paliwoda 1997, p. 64).
Contractual binding: Obligations connected with contracts varies between entry modes. Issues with agencies may be solved rather quickly rather than using license, then licensee may request contract duration equal to the amortization period of the facilities he invested in.
Knowledge dissemination risk also varies between entry modes, the point of this risk is in a case of knowledge transfer to the partner who might use it against the interest of the firm (see Hill et al. 1990). 
Physical assets and capabilities of the partner: In the local market partner may possess supplementary resources and capabilities and bring the advantageous position. 
Relations of the partner: A local partner may have valuable access to distribution
networks and relations to the government
	Options 
	Criteria and weightings 
	Overall assessment 

	
	Degree of control
	Contractual binding (reverse)
	Knowledge dissemination risk (reverse)
	Physical assets and capabilities
	Relations of the partner
	

	
	3
	2
	1
	4
	4
	

	Export 
	2
	2
	3
	1
	2
	1,79

	Joint ventures
	3
	1
	2
	4
	4
	3,21

	Wholly owned subsidiary 
	4
	3
	4
	2
	1
	2,43


GREAT’s scoring model for assessing the relevant entry modes and partners for a country-industry market combination
Scores: 4 = very positive, 3 = positive, 2 = average, 1 = negative
Weightings:4 = very important, 3 = important, 2 = medium, 1 = low (weighted average)
After analyzing the boundary conditions and using scoring model I have identified the best option of market entry strategy, which is a joint venture. In case of advertising industry consideration of cultural distance is very important and entering through partnering may help GREAT to adapt to the environment, obtain the initial pull of customers due to the existing reputation of the partner and thus faster start operating in the new market.
[bookmark: _Toc41879285]Analysis of the industries for strategic Partnership/Joint Venture
Even though the evaluation of competitors showed that GREAT could be successful on the market, it was revealed from the industry analysis that it is crucial to have broad network sub-contractors and other related agencies if the firm does not possess fully vertically integrated departments. Moreover, the provided analysis showed that in terms of entry mode the most beneficial will be partnering with another agency that would create this vertically integrated effect of synergy, thus here will be considered a range of agency types that could be interesting to partner with. First of all, there is a list of possible synergetic partnership:
- Development agency (website/app)
- Printing houses
- Video production
- Event agency 
- Consulting agency 
[image: ]
Ad Spending in Norway, Statista 2020
Based on the industry environment in Norway was indicated that among all the categories the only growing is Search advertising, Social media advertising and Digital Banner, also still the largest segment is assigned to Video Advertising. 
[image: ]
Average Ad Spending per Capita in Norway, Statista 2020
Social media
Talking about mentioned advertising channels, ad spending in the Social Media Advertising segment amounts to US$385m in 2020. At the same time, ad spending is expected to show an annual growth rate (CAGR 2020-2024) of 7.8%, resulting in a market volume of US$520m by 2024. The average ad spending per social media user in the Social Media Advertising segment amounts to US$108.06 in 2020.
Among the current trends in Social Media Marketing is monetization of messengers and social networks. User engagement is expected to increase due to installation of shops and payment solutions into social networks with regard of localization, moreover this will boost conversion rates and targeting.
The growth of in social networks with the integration into them advertising spaces is leading to the revenue growth of current market key players like Facebook.
Search Advertising
By 2020 Search advertising spending amounted to US$581m, it is expected to grow and reach a market volume of US$765m by 2024, having an annual growth rate (CAGR 2020-2024) of 7.1%.
Even though it was assumed that Search Advertising was already a traditional method in Digital Advertising, recently was proved that its potential is not reached. Chinese eCommerce platforms started to use their own search engines offering for advertisers to pay for personalized search results. 
Digital Banner Advertising
One of the most popular forms of digital advertising is Banner Advertising. There are numerous sizes, shapes, formats. They could be found on websites through the access via PCs desktops, mobile-enabled website, or in an app. Within the formats there are static ones: skyscrapers, wallpapers, interstitials, or pop-ups which usually link to the advertiser's landing page. Nevertheless, there are other rich media banners which involve sounds, animation/videos.
Coming to the statistics, Ad spending in Benner Advertising reached US$314m in 2020. The annual growth rate, according to Statista 2020, is expected to be 5,6% which will result in market volume of US$390m by 2024. 
Based on these trends some options can be excluded from the list of possible agencies to partner with, thus best partnering will refer to video production agencies and developer agencies as the most attractive ones.
That conclusion was based on the industry environment, nevertheless, from the competitor analysis it is seen that considered agencies have website/app development department on-board. 
Synergetic effect
Additionally, it was interesting to check weather this partnership is common on Norwegian market and based on two rankings (one connected to video production agencies, another to development agencies) was revealed that web/app developers also have specialist in smm, сontent marketing as well as strategy and branding[footnoteRef:51], the similar situation with video production agencies[footnoteRef:52].  [51:  “Top Web Developers in Norway - 2020 Reviews.” Top Web Developers in Norway - 2020 Reviews | Clutch.co, clutch.co/no/web-developers.]  [52:  “Top Video Production Companies in Norway - 2020 Reviews.” Top Video Production Companies in Norway - 2020 Reviews | Clutch.co, clutch.co/no/agencies/video-production.] 

Learning is better in cooperation with locals, culture difference will be diminished and assimilation with it will be easier, it is less costly than bringing all the departments to Norway, so cheaper to find existing firm and collaborate with it creating synergy, risk sharing, fast access to a built-out infrastructure, market and brand recognition. Nevertheless, it is crucial to prepare a contract that will cover the scenarios in case of disputes, differing of vision/strategies.
This partnership will be beneficial not only to GREAT, but to the perspective partner as well as it is seen in Russian market on GREAT’s example. It’s creative/communication agency in the group is attracting customers and ask for other departments/agencies to make some blocks of the work. For instance, video production could have its own orders as well as orders from creative agency as a part of a bigger order to creative agency. Thus, the effect of synergy is created, for GREAT it is cheaper to make video content, web application for a campaign, than to outsource, for developing agency/video production agency the partnership is beneficial since creative/communication agency will attract more orders. As a result, win/win situation will be created.

[bookmark: _Toc41879286]Marketing Strategy
Talking about marketing of advertisement agency it was interesting to find out that despite the fact that one of the main tasks of a communication agency is to develop principles for positioning a client in the media sphere, agencies do not promote or advertise themselves in the media space. Participation of agencies in ratings, professional events, contests and associations is the way how agencies promote themselves. 
Below there will be represented the list of associations and contests in Norway, Scandinavia or Europe in general, participation in which would help to advertise the agency.
The Silver Tag 
The Silver Tag is a digital advertising award contest that takes place un Norway. Participation is free as long as the work is produced in Norway.[footnoteRef:53] [53:  “Frontiers of Creative Industries.” Google, Google, books.google.ru/books?id=OfxQDwAAQBAJ&pg=PA137&lpg=PA137&dq=norway advertising contests&source=bl&ots=Adw_rKTwH3&sig=ACfU3U1hal_McIKCgrZpcpYj0In93ZDEUw&hl=ru&sa=X&ved=2ahUKEwiwpOeF-q7pAhVECuwKHdboBiIQ6AEwFHoECAcQAQ#v=onepage&q=norway advertising contests&f=false.] 

Gullblyanten – The Golden Pencil[footnoteRef:54] [54:  “Formål.” Gullblyanten, gullblyanten.no/2019/formal/.] 

The Gold Pencil is an annual competition and a prize for advertising work that Kreativt Forum awards to the best contributions sent from advertising agencies in Norway.
Fee of Participation 100-130 euro.
The Scandinavian Advertising Awards
The Scandinavian Advertising Awards[footnoteRef:55] are the only creativity competition for the entire Nordic region (including Iceland, Denmark, Norway, Sweden and Finland). The winners receive the Black Crown of Nordic advertising excellence. [55:  “Award Organization Profile - Black Crown Projects.” Award Organization Profile - Black Crown Projects - AdForum.com, www.adforum.com/award-organization/6651228/profile/black-crown-projects.] 

ADCE Awards[footnoteRef:56]  [56:  “Art Directors Club of Europe.” Art Directors Club of Europe, www.adceurope.org/.] 

If the work was recognized at the national level, then it is possible to participate in ADCE Awards which will provide with international visibility and promotion. In Norway the winners of the following contest may participate: Kreative Forum – Gullblyanten. The fee is about 290 euro.
Eurobest Festival of Creativity  
The Eurobest Festival of Creativity (formerly the European Advertising Festival) is an annual event which celebrates and rewards "creative excellence" in creative communications, advertising and related fields in Europe. The eurobest Awards set the European benchmark for creative and effective marketing communications. The fee varies between 400-700 euro.
Cannes Lions[footnoteRef:57] [57:  “International Festival of Creativity: Cannes Lions Festival 2020.” International Festival of Creativity | Cannes Lions Festival 2020, www.canneslions.com/.
] 

The international festival of creativity "Cannes Lions" is considered the most authoritative international festival of advertising producers. The fee of participation will be about 500-800 euro
Effie Awards[footnoteRef:58] [58:  Effie Europe. 2020, www.effie-europe.com/call-for-entries/fees-deadlines/.] 

The Effie Awards is the most prestigious marketing award in the world, which is awarded for the main achievement in the field of advertising and marketing communications - efficiency. The competition has been held since 1968 in 55 countries, 5 continents and globally. Fee varies from 100-1000 euro. 
[bookmark: _Toc41879287]Legal Perspective
Out of a number of legal forms in Norway the most popular are for foreign investors are the following[footnoteRef:59]: [59:  Внешнеэкономическая Деятельность, www.vneshmarket.ru/content/document_r_AC9CC8C3-F8E5-4F27-9FFD-2E0A4E91ECAD.html.] 

• Aksjeselskap (AS) - Closed Joint-Stock Company with Limited Liability
• Allment Aksjeselskap (ASA) - an open joint stock company with limited liability
• Partnership
AS can be established by one founder and is characterized as follows:
• at least half of the directors of the company, as well as the Managing Director, are expected to be residents of the European Union;
• Company shares cannot be freely transferred to third parties.
ASA can be established by one founder and is characterized as follows:
• the company has the right to have an unlimited number of shareholders;
• at least half of the directors of the company, as well as the Managing Director, are expected to be residents of the European Union;
• Company shares may be freely transferred to third parties.
An audit and an annual financial report are mandatory for both types of companies. The audit report must be submitted to the Registrar of Companies no later than 7 months after the end of the reporting year.
All Norwegian companies are required, according to the Companies Act, to hold annual general meetings.
There are 3 types of partnerships in Norway:
• KS is a limited partnership, where at least 10% belongs to the general partner, who bears unlimited liability for the partnership’s debts. The general partner, in turn, may be a limited liability company. Each of the other partners must pay capital in an amount not less than NOK 20,000. General partners manage the enterprise;
• ANS - a partnership with unlimited liability, in which all partners are equally accountable for the debts of the partnership. The enterprise is run by the partners themselves.
• DA - stock partnership with unlimited liability, in which partners bear unlimited liability for debts in proportion to their shares in the capital of the enterprise. Manage the company managers who can themselves be either partners or be hired to manage the partnership.
The analysis of existing advertising agencies revealed that they use AS legal form, partnership has unlimited liabilities which is risky, thus for GREAT and another company probably better option is to use AS legal form.

[bookmark: _Toc9111089][bookmark: _Toc41879288]Financial valuation of the project
In order to confirm that the project is financially viable here will be estimated NPV, IRR and Payback period. In order to do so some pre-evaluations are necessary. First of all, here will be provided potential cost incurred, potential number of clients, cost structure and revenue flows.
Costs
Norway is considered to be an attractive market in terms of starting the business, since, as was found in market selection, it is 25th in global ranking of World Bank. Thus, there are short list of necessary procedures to pass (4) in order to register as an enterprise and just two of them have fees: “Deposit of a paid-in minimum capital to the bank” and “Submit the application with the Register of Business Enterprises/ file for VAT registration/ file for employer registration”. Next costs are referring to purchases of computers, tablets and applications that are crucial for running business in advertising industry. 
Also, it is necessary to include the location rent in cost structure. In Oslo average office of 100 sqm cost 24500 USD.
Talking about labor, in order to be able to provide “creativity” as a service the following employees in team are needed: Account manager, the one who communicates with clients taking orders and going with them through the whole campaign creation; Creative Marketing Lead, the one who is managing the Creativity creation; Content Creator; Graphic designer and Accountant. This team is able to create not only a creativity concept, but digital campaigns, branding and provide other services.







	Incorporated costs
	USD

	Costs on starting a business

	Deposit of a paid-in minimum capital to the bank[footnoteRef:60] [60:  Doing Business in Norway. World Bank Group, 2020.] 

	3000

	Submit the application with the Register of Business Enterprises, file for VAT registration and file for employer registration[footnoteRef:61] [61:  Doing Business in Norway. World Bank Group, 2020.] 

	600

	Capex - graphic tablets, desktop computers, laptop computers, printing equipment, software license, etc
	12000

	Office Rent

	yearly Office rent in Oslo (100 sqm)[footnoteRef:62] [62:  DNB Næringsmegling MARKET REPORT. 2017, https://www.dnbnaringsmegling.no/wp-content/uploads/2017/10/market-report-1h-2017.pdf.] 

	24500

	Labour costs[footnoteRef:63] [63:  “Marketing Average Salaries in Norway 2020.” The Complete Guide, www.salaryexplorer.com/salary-survey.php?loc=162&loctype=1&job=36&jobtype=1.] 


	Account manager yearly salary
	125000

	Creative Marketing Lead yearly salary
	150000

	Content Creator yearly salary
	110000

	Graphic designer yearly salary
	95000

	Accountant yearly salary
	65000


Incorporated costs
On the following Table 15 there is provided the possible number of clients from the first year of operating and further the number is assumed to increase with a rate of 1,15[footnoteRef:64]. It was necessary to make these assumptions due to necessity to calculate further revenues. [64:  Marketing Agency Growth Report. 2018, https://cdn2.hubspot.net/hubfs/53/Agency Research Report 2018/2018 Agency Growth Report (final).pdf.] 




	# of Year
	# of Clients

	1st year
	11

	2nd year
	13

	3rd year
	15

	4th year
	17

	5th year
	19


Forecast of number of clients by year
From the Table 16 is seen the structure of costs yearly. The zero period implies costs of registration the business and initial investments on equipment that were discusses above. 1st period coming with a date of starting a business, during that time office rent and labour costs are inevitable. The further growth of office rent cost was estimated using the office rent growth rate in Norway[footnoteRef:65] which is 5%. Labour costs are also increasing since the number of clients is assumed to grow, thus for the fourth year there are assumed to be needed one more more graphic designer because according to the assumption of customers growth. By the fifth year there will be hired one more account manager and again one more content creator. [65:  The Norwegian Commercial Property Market. 2018, https://ncscnordic.org/wp-content/uploads/2018/08/the-norwegian-commercial-property-market-spring-2018.pdf.] 

	Period #
	Capex
	Office Rent
	Labour costs
	Marketing
	Deposit of a paid-in minimum capital to the bank
	Submit the application with the Register of Business Enterprises, file for VAT registration and file for employer registration
	Total

	0
	12000
	 
	 
	 
	3000
	600
	15600

	1
	 
	24500
	545000
	1200
	0
	0
	570700

	2
	 
	25725
	545000
	1500
	0
	0
	572225

	3
	 
	27011
	545000
	2000
	0
	0
	574011

	4
	 
	28362
	640000
	2000
	0
	0
	670362

	5
	 
	29780
	750000
	2000
	0
	0
	781780


Cost Structure (in dollars)
Calculation of NPV/IRR and Payback period
From the previous table was taken the total number of costs yearly in order to calculate income. Here the revenue is calculated using the number of clients and cost of an average work to be done. The latter was calculated with an estimation of hours needed for each stage of work from different employees, multiplied by their salary per hour, next it was multiplied by 3, as it was stated that it is an average practice in price creation for advertising campaign[footnoteRef:66] and adding to this “buffer” since in this industry always happens that some work should be redone depending on customer preferences. Thus, on the following table there is revenue calculated upon structure described. The estimated price was compared with statistics on advertising costs and prices and was in the range of possible prices for the type of reviewed service.  Next, it is important to include corporate tax, which is 22% in Norway by 2020, as was stated in the market selection analysis. Using these inputs now it is possible to calculate Cumulative Cash Flow, Discounted Cash Flow and Cumulative Discounted Cash Flow. As it is seen from the third year the NPV is positive with 3674$ and as it was mentioned the payback period is 3 years. [66:  Skeehan, Mike. “How to Calculate Your Agency Fees Structure.” HubSpot Blog, blog.hubspot.com/agency/calculate-agencys-fee-structure.] 

All in all, the project is evaluated as successful due to the illustrated calculations.
	Period #
	Cost
	Revenue
	Income Before Tax
	Corporate Tax
	Net Income
	CCF
	DCF
	CDCF

	0
	15600
	0
	-15600
	 
	-15600
	-15600
	-15600
	-15600

	1
	570700
	513199
	-57501
	 
	-57501
	-73101
	-51803
	-67403

	2
	572225
	590179
	17954
	22%
	14004
	-59097
	11366
	-56037

	3
	574011
	678706
	104695
	22%
	81662
	22565
	59710
	3674

	4
	670362
	780512
	110150
	22%
	85917
	108482
	56596
	60270

	5
	781780
	897588
	115809
	22%
	90331
	198813
	53607
	113877


Project’s Cash Flows (in dollars)
[bookmark: _Toc41879289]Risks evaluation
Foreign market entry is a risky venture that could lead to huge losses. In order to overcome risks and be prepared to possible unpleasant situations it is necessary to identify them, evaluate and have mitigating strategies. Mitigating strategy will allow to avoid the risks or lower the impact of them on the company.  In the following table can be found possible risks in Norwegian market and strategies that would help GREAT to mitigate them.
	Risks 
	Mitigation strategy

	Non-acceptance of the service provided
	· Follow the trends in advertisement
· Benchmarking and overlooking peers’ projects
· Hire of local specialists with experience

	Inability to overcome competition
	· Benchmarking
· Lower prices and cooperate with specialists from Russian department in order to lower the costs
· Implementation of creative innovations 
· Raise the level of customer service and gain loyal customers
· Leave the market in case of loss 

	Inability to maintain good relationships with the partner (conflict of interests)
	· Make a contract with scenarios before creating a joint venture
· Periodically review the vision and strategy with a partner

	Problems with finding clients
	· Creation of provocative campaign
· Use of old connections from Scandinavia that will help to boost recognition and loyalty
· Participation in tenders
· Leave the market in case of failure 

	Financial risks 
	· Preparation of investment plan and demand forecasting
· Finance distribution with Russian subsidiary.


[bookmark: _Toc41879290]Recommendations
The following part represents the recommendations to GREAT Advertising Group in entering Norwegian market. They are based on all sections of this paper.

· Firstly, GREAT Advertising Group is in top ranking of Russian advertising agencies showing good results, nevertheless, as was mentioned in targets to be in top 10, while being for now on 19th place out of 63 positions in the first one and 13th out of 115 best companies in the second. Almost the half of agencies in top are multinational, which gives them some competitive advantage of seeing trends earlier. Thus, Great internationalization would give not only a new consumer base, but a platform to learn faster than other national peers.
· Secondly, in general Scandinavian region is more or less homogeneous and countries are culturally close to each other, thus entering one country would give a possibility to easier expand on the whole region. Moreover, ad spending in this region is one of the highest which provides a good platform for learning since advertising industry is shifting toward digitalization.
· Thirdly, within considered countries (Finland, Denmark, Norway and Sweden) the most attractive is Norway, based on market selection analysis. The country’s GDP is the highest, as it was said GDP and Advertising spending has a positive correlation, in terms of ad spending Norway is on the 2nd place in the region, which is also attractive. Moreover, Norway is considered to be one of the easiest to start business not only among the considered countries, but in general, and lastly, digital advertising in terms of reach is more effective in Norway, other countries prefer TV, while it is relatively hard to enter. 
· According to trends it is better to focus more on Digital Advertising because since the reach of audience is higher and because of the possible changes after COVID-19.
· More lucrative directions could be retail, FMCG, financial services.
· Next, GREAT is recommended to use Joint Venture entry mode. Cooperate with Video Production or Development Agency. This choice is the best due to the following reasons: learning is better in cooperation with locals, culture difference will be diminished and assimilation with it will be easier, it is less costly than bringing all the departments to Norway, so cheaper to find existing firm and collaborate with it creating synergy, risk sharing, fast access to a built-out infrastructure, market and brand recognition. Nevertheless, it is crucial to prepare a contract that will cover the scenarios in case of disputes, differing of vision/strategies.
· In terms of marketing, the company is recommended to participate in special events festivals and contests which were listed in previous section. 
· Use AS legal form.
· Financial valuation demonstrated the viability of the project. NPV is positive with 3674$ and payback period is 3 years.

[bookmark: _Toc41879291]Conclusions for the 4th chapter.
In chapter 4 based on boundary conditions there was chosen the entry mode for Great Advertising group, which is Joint Venture. Afterall, there were analyzed possible partnerships and suggested to cooperate with Video Production or Development Agency. Also, in this chapter there was provided a list of events and contests participation in which would bring awareness for the company. In terms of legal form, the most suitable could be AS/limited liability. Financial valuation revealed that the project is viable and 3 years is a payback period. Then, there was provided a list of recommendations for GREAT in terms of entering Norwegian market.


Conclusion

The goal of this consulting project was to develop recommendations for the Great Advertising Group’s entry to Scandinavian market. There are certain conditions from GREAT. Firstly, for the advertising industry it is important to be the first in trends, so GREAT wants to enter the European market since most of the trends come from there, and then all this is used in Russia, so the company will learn faster and gain a leading position in the Russian market. The next motive is to expand the base of large customers, expand the portfolio of projects and search for new partners. In order to achieve the goal the following objectives were achieved:
1. To overview characteristics and business model of GREAT Advertising Group, its resources and capabilities.
2. To analyze Scandinavian advertising market.
3. To analyze countries within Scandinavian region and select one to enter.
4. To make an analysis of the macroenvironment of the selected country
5. To make an analysis of the industry of the selected country
6. To choose the entry mode for GREAT into selected country
7. To provide with financial valuation of the project
8. To identify risks and provide with mitigation strategies
First of all, in this work there were overviewed general characteristics of the company, its current business model and corporate, business, marketing strategies. GREAT advertising group is a communication agency with printing house department, video-production and event departments that within a group create a synergy due to its structure. GREAT’s Market position, Analysis of Competitors and Analysis of resources and competences proved that GREAT is a strong agency that by far operates only on Russian market and has prevailing position in terms of competitive advantages. Since the company set the goal to choose the market between 4 suggested – Sweden, Finland, Denmark and Norway there was a further investigation on Scandinavian market. 
Countries of the Scandinavian region have long been in the top ten countries in the world in terms of GDP, while there is a correlation between GDP and advertising, since during the economic downturn many companies are forced to reduce their marketing costs, thus the region is attractive in terms of this indicator. In addition to this, the advertising market in Scandinavia has a tendency to move towards digital technology and has leading position in this among other European countries. In 2019, the advertising industry in the Scandinavian region grew by 2%, and had a value of $ 8,682.4 million, where Sweden is a leader accounting for 40.6%, in Norway it accounts for 25%.
In order to make a selection between countries within a region they were evaluated in terms of macroeconomic indicators, accessibility indicators and industry related indicators, the result of this analysis revealed that Norway suits better for GREAT’s entry. Afterwards, there was done an analysis of Norwegian market, firstly, macroenvironmental analysis, which was done through PESTEL. Based on it there was found that the environment is dispositive, the economic and political situations are stable as well as tax regulations and Easiness of doing business indicators show that Norway is considered to be attractive. Labor market also seems to have a lot of skillful workforce due to the rate of education and availability of specific universities. Next, there was estimated the cultural differences which disposed that there is a distinction within cultures that should be taken into account. Porter analysis illustrated that there is moderate level of competition and Norwegian market is still attractive, even though there are big players are presented. As well there was done an analysis of competitors, which demonstrated that GREAT has all chances to gain success on the market. Based on these findings it was possible to make a boundary conditions analysis and choose the entry mode, which is Joint Venture. Afterall, there were analyzed possible partnerships and suggested to cooperate with Video Production or Development Agency. Also, there was provided a list of events and contests participation in which would bring awareness for the company. In terms of legal form, the most suitable could be AS/limited liability. Financial valuation proved that the project is viable with payback period of 3 years. Lastly, there were provided the list of risks and mitigation strategy for each of them.
Overall, the goal was accomplished and GREAT was provided with recommendations upon entry to Scandinavian market.
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Appendix 2. Case Illustration
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Appendix 4. Boundary conditions for choosing an entry mode. [image: ]
Appendix 5. Price creation[image: ]
Average cost of services:
Local 1 342 778 ₽                                                                                                           Network 2 008 640 ₽
Total Average 1 693 231₽
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Score of the force 	Substitute power	New entrants power	Buyer Power	Suppliers power	Competative rivary	2.33	3	3.375	2.83	3	


Score	Backwards integration	Buyer independence 	Buyer size	Financial muscle 	Low cost switching	Oligopsony Threat	Price sensitivity 	Product dispensability	Tendency to switch	Undifferentiated product 	4	5	4	3	2	3	3	3	3	3	


Score	Supplier size 	Switching cost 	Differentiated input 	Importance of quality costs 	Player independence 	Forward integration 	Player dispensability	4	3	3	3	3	1	4	


Score	Little regulation	Low fixed costs	Low cost switching 	Market growth 	Accessible suppliers	Accessible distibution 	Undiffierentiated product 	Weak brands	Scale unimportat 	Weak brands	Accesible distribution	Incumbents aquesition	Little IP involved	3	4	2	3	1	4	3	2	2	2	4	2	3	


Score	Beneficial alternative	Cheap alternative	Low cost switching 	2	2	3	


Score	Competitor size	Easy to expand 	Storage costs	Hard to exit 	Zero-sum game	Low cost switching 	Number of players	Low fixed costs	Similarity of players 	Lack of diversity 	Undifferentiated products	5	3	2	4	2	2	3	2	4	3	3	
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