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A bstract World markets are opening up, borders are collapsing, so the free flow of goods and services,
capital, ideas and people are integrating their economies like never before. Better, faster, more sophisticated commu-
nications and travel have reduced the impact and distance of international trade. All these factors make the export of
the new century easier to do for companies of all sizes. Exports mean new entrepreneurial opportunities and increased
sales. With careful planning, even the smallest Macedonian company can succeed internationally. The results obtained
from the research indicate a slight increase in the export capacity of agro-enterprises, compared to the same research
in 2007. However, companies with lower export capacity still dominate.
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N3BO3HA CIIOCOBHOCT HA MAJIM U CPEJHU AT'POITPETIIPUJATUJA

A1 cTpaxkT: CBeTCKHTE Ma3apy ce OTBOpaar, FPAaHUIMTE Ce PyIIAT, TaKa MITO CIOOOJHUOT MPOTOK Ha CTOKU
U YCIIYTH, KaluTall, MJeu U Jyfe TH MHTerprpaaT CBOUTE CTOIAHCTBA KaKo HUKoraml nopano. Ilono6pure, nobp3ure,
MOCOBPLICHHTE KOMYHHMKAIIMU U MaTyBama o HaMalldja BIMjaHHETO U OJJJaJICYeHOCTa Ha Mel'yHapo/HaTa TProBuja.
Cute THe (aKTOpH TO MpaBaT U3BO30T BO HOBHOT BEK ITOJIECHO M3BOJIMB 32 MPETIpHjaTHjaTa O CHTE TOJIEMHHH.
VI3BO30T 3HAa4{ HOBU MPETIIPUEMaYKU MOKHOCTH U 3rojieMeHa rpoaaxoa. Co BHUMATENHO IIaHUpame, Iypy U HajMa-
JIOTO MaKeIOHCKO MpPEeTHpHjaTHe MOXKe Jia ycIee Ha MelyHapo/Ha ciieHa. JIoOMeHnTe pe3yNTaTh OJ HCTPaKyBambETO
YKa)KyBaaT Ha 0J1aro 3rojieMyBame Ha U3BO3HATA CIIOCOOHOCT Ha arpoNpeTIprjaTHjaTa, CIIOPEAEeHO CO UCTOBETHO UC-
TpaKyBame crpoBeeHo Bo 2007 roauna. Cenak, c yire JOMUHHAPAAT MPETIPHjaTHja Co MOHUCKA W3BO3HA CIIOCO0-
HOCT.

Kayunu 300poBu: H3BO3; U3BO3HA CIIOCOOHOCT; arpoIpeTIpjaTHja; KOHKYPEHTCKA CIIOCOOHOCT; ma3ap

INTRODUCTION

There are different types of export channels,
which, in general, we can classify as: indirect, direct
and cooperative export. In more detail, the different
forms of international work can be divided into
(Bradley, F., 1991):

— export,

— export assistance,

— agents,

—distributors,

— agreed export,

— franchising,

— licensing,

—direct investments,

— takeover of an enterprise,
— joint investments (investments),
— strategic relationships and partnerships.

Export is the simplest way to penetrate the for-
eign market. Usually export is a passive system, in
which the company exports anywhere, based on a
spontaneous order from abroad. Active exports oc-
cur when a company commits to export products to
a particular market. In both cases, the company pro-
duces in its own country.

The products usually adapt to the foreign mar-
ket. Small businesses are often unaware of
consumer habits and competition activities in for-
eign markets, so sometimes cooperation is inter-
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rupted. If the company wants longer-term export
cooperation in a certain market, it must decide on a
more active policy for participation and knowledge
of the market in which it exports.

We are talking about indirect export when the
production company uses independent organiza-
tions based in the country of production for export.
There are several ways to export indirectly (Batlet
and Gloshal, 2000):

— export agent,

— broker (intermediary),

— export house,

— trade company,

— export assistance.

The export agent is a representative of the for-
eign buyer, who lives in the country of the exporter
and acts on the basis of their orders. A broker is a
form of agent who lives in the country of the ex-
porter. His task is to unite the buyer and the seller.
Export companies are specialized companies, estab-
lished as "export department” in various companies.
The company has a key influence in areas such as
distribution, storage, technology transfer, construc-
tion and regional development.

Export assistance is a form of export, where
the company uses another company's existing inter-
national distribution network to support its own
distribution.

Agents are independent individuals or compa-
nies that work amicably for the benefit of the
exporter, based on a calculated commission from
the transactions made. As part of the contractual ob-
ligations that are expected from them are: to know
the local market, to help in the development and
shaping of sales strategies and tactics and to forecast
sales.

Distributors differ from agent in that agents
work for a commission, while distributors buy the
product from the manufacturer. Distributors, or
most of them, negotiate and seek exclusive sales
rights in a particular geographical area. Exclusivity
is a reward for the capital invested in the sale and
distribution of the manufacturer's products.

Contractual export is a form of export where
two or more companies jointly create a more attrac-
tive production concept for the customer. This is
one of the most important motives for the associa-
tion of small and medium enterprises. Generally,
when companies cannot explore their own competi-
tive advantages, they go to bargaining agreements.
A typical example is the agreed export, which al-
lows the company access to foreign resources
(production). The company must be able to monitor
the quality of the products, which must comply with
appropriate standards.

Because we are primarily interested in small
and medium-sized enterprises, we argue that their
advantage lies in greater flexibility and smaller
product lines. Therefore, the strategy of adapting the
product to the consumer is desirable for them, as
well as better quality satisfaction of the needs and
desires of foreign consumers.

Franchising is a business concept by which
one person develops a complete system of business
activities based on the use of a protected name and
gives permission (franchise) to other persons to use
the established system. It offers a unique organiza-
tional approach and solutions for production and
distribution, while ensuring that some of the nega-
tive features of full integration are avoided. The
basic preconditions for establishing a franchising re-
lationship are (Nonaka and Takeuchi, 1995):

— existence of ownership by one person of a
trade or service mark, patent, know-how, specific
equipment, etc.,

— giving permission by the owner to another
person for their exploitation,

— control of the business activities of the fran-
chisee by the franchisor,

— the payment of an appropriate fee for their
use.

Granting a license to a manufacturer means a
simple start to international operations. Licensing is
a form of management agreement in which the li-
censee grants the lessee the right to use one or more
of the following (Krebs, 1990):

— patent rights,

—right to trademarks,

— copyrights,

— know-how process or product (business se-
cret).

The highest form of appearance on a foreign
market is foreign direct investment, which has the
task of establishing lasting business relations and
building effective influence and supervision over
the management of a foreign economy. This type of
appearance on foreign markets has both positive and
negative sides for the host country of foreign direct
investment.

When the speed of entering a foreign market is
an important category for the company, taking over
the company is the most appropriate way to enter a
foreign market. Acquisition is the only solution in
case another way of bidding is disabled (e.g. lack of
locations in the retail market). The takeover also
provides access to educated staff, existing buyers
and suppliers, recognized trademarks, the existing
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distribution network as well as the revenue that the
company being acquired is already generating.

At a certain point of growth the company ac-
cepts the decision that the divided ownership of the
newly established company for trade or production
is the right decision to enter the foreign market. The
decision is based on the assumption that two or
more companies contribute to the complementary
competitive advantages that the new company en-
joys.

Most joint ventures are made between a trans-
national enterprise and a local partner, where the
former contributes to the specific advantage of the
enterprise (knowledge, technology, capital), and the
local partner with knowledge of the local environ-
ment.

MATERIAL AND METHODS

The purpose of this research is based on lit-
erature, documents and especially on the analysis of
the Questionnaire on a random sample of 64 agro-
entrepreneurs from the Republic of North Macedo-
nia. The research uses several methods used in soci-
al and economic analysis such as: generalization
and specialization, induction and deduction, statis-
tical and comparative method.

RESULTS AND DISCUSSION

For the research of the export capacity of the
agribusiness we used the Questionnaire created by
Kostadinov and Pendev in 2007 with the following
guestions addressed to agro-entrepreneurs:

1. Is your product or service available?
A. Currently in production, respectively de-
velopment procedure.
B. In stadium on prototype.
C. Only in one stadium.

2. Do you sell your products or services in the
Macedonian market?
A. It is being sold, and the market is in-
creasing.
B. It is being sold, but the market is small.
C. It is being sold only in one city (region)
in Macedonia.

3. Do you have a high production capacity or
structure of the distribution as it satisfies the in-
creased demand for its product or service?

A. Yes.
B. No.
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4. What are the funds needed to adjust your
products and services, how to satisfy and promote
the full market?

A. The funds exist.
B. The funds are in preparation.
C. The funds are not available.

5. Is there inside the company, among the man-
agement, a consensus about your export efforts?

A. Yes.
B. No.

6. Does your company fulfills the responsibil-
ities in the right time so far?

A. Yes.
B. No.
7. Is there experience in the export market?
A. Yes.
B. No.

8. Does your product produce external compet-
itive advantage (quality, price, uniqueness, innova-
tion in relation to competition?

A. Yes.
B. No.

9. Have you adjusted the packaging (labeling
and / or promotional materials) at the aim market?

A. Yes.
B. No.

10. Do you have the ability and means to pro-
vide post-sales support and service to the entire
market?

A. Yes.
B. No.

11. Do you have a price list of your product or
service?

A. Yes.
B. No.

12. Have you done any research on the foreign
market?

A. We have done the primary and secondary
research of the market, including visit to the aim
market.

B. We have finished the primary and se-
condary research of the market.

C. We have not finished the research.

13. Is your promotional material available in
the language of the aim market (brochure, WEB)?

A. Yes.
B. No.
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14. Have you started promoting your product
or service in the aim market?

A. Yes.
B. No.

15. Have you hired a sales representative, dis-
tributor, agent or joint venture with some local
company?

A. Yes,
B. No.

Table 1

16. Have you contracted a freight forwarder or
customs intermediary?

A. Yes.
B. No.

The processed data based on the answers given
in this Questionnaire in 2007 by Kostadinov and
Pendev, are given in the Table 1.

Our research in 2019 gave the following
results given in Table 2.

Level of "export capacity" of the enterprise

High "export capacity" — having an

Medium "export capacity" —there  Low "export capacity” — the need Total

understanding of the obligations, are still areas of weakness in the for the company to prepare first respondents
strategy and resources needed to be  export strategy and it is necessary on the domestic "field" before
a successful exporter to seek expert advice starting to export
(respondents in %) (respondents in %) (respondents in %) (in %)
26.0 34.0 40.0 100.0
Table 2
Level of "export capacity" of the enterprise
High "export capacity" — havingan  Medium "export capacity" —there  Low "export capacity" — the need Total
understanding of the obligations, are still areas of weakness in the for the company to prepare first respondents
strategy and resources needed to be  export strategy and it is necessary on the domestic "field" before
a successful exporter to seek expert advice starting to export
(respondents in %) (respondents in %) (respondents in%) (in %)
35.0 28.0 37.0 100.0

Source: Personal calculations

Our analysis of the export capacity of agro-
enterprises, which is also in the context of their
internationalization, showed that the largest number
of enterprises have low export capacity (37%). The
low export capacity means that such companies
mostly have their products and services in a proto-
type status, are sold in a city or region in the Re-
public of North Macedonia, do not have funds to
promote their products and services, do not have
managers with experience in export markets, do not
have a clear competitive advantage (quality, prices,
uniqueness, innovation in relation to the competi-
tion), do not do research in domestic and foreign
markets, do not have sales representatives, distribu-
tors and the like. These companies should initially
develop competitive supply capabilities in the do-
mestic market before embarking on export activi-
ties. The companies with medium export capacity

(28%) are in a phase at which there are still weak
areas for them in the export strategy and, of course,
they need to seek advice from appropriate experts.
Namely, these companies — in the first phase — need
to identify weaknesses in their strategies (if any).
This means that they need to make a strategy paper
or upgrade and/or revise their strategic plan. 35% of
the surveyed companies show high export capacity.
This means that their entrepreneurs and managers
have an understanding of the strategy, commitments
and resources needed to be competitive exporters.
In this context as well, successful entrepreneurs
showed high export capability, while other catego-
ries (entrepreneurs and potential entrepreneurs)
showed mostly low export capability. What is inte-
resting is that non-entrepreneurs demonstrated me-
dium export capability.
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CONCLUSION AND RECOMMENDATIONS

As a conclusion and recommendation regard-
ing this research, it can be pointed out that the
Macedonian agro-enterprises have slightly impro-
ved in the past ten years.

The recommendation also remains that it is
necessary to conduct research in this segment on a
larger scale. Funding for such research should be
undertaken by government institutions and Europe-
an funds. Of course, such activities should be initi-
ated by the agribusiness sector and the various types
of associations active in the area. We should em-
phasize that without the active participation of busi-
nesses in the agro-sector, research will not yield
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sufficiently useful data. It is necessary to prepare a
strategy for internationalization of agro-enterprises.
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