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Abstract. In today’s highly competitive environment under the conditions of internationalisation and globalisation of trade, retail
companies have to know the overall characteristics and culture of different countries, consumer preferences, behaviour and many
other facts. This knowledge allows the retailer to carry out proper and effective decisions on adaptation and standardisation of
the application of strategies, thus ensuring the successful expansion and activity abroad. This paper deals with the explanation
of the need and importance of adaptation of marketing tools in retail companies. The quantitative survey was realised in 2015
among 25 retail companies operating in at least two countries of the European single market. The participants in the survey were
the marketing managers or CEOs of these companies in each respective country. 364 questionnaires were distributed. Based
on the results of the survey, we define attitudes of retail companies and stakeholders on this matter, the factors leading to the
adaptation and standardisation of various marketing strategies and the impact of the adaptation of these strategies on retail
sales. The achieved average values of the responses show that the price of the required margins, sales promotions and applied
discounts are the most adapted marketing factors in the studied companies.
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Maprta NaBnikoBa

KaHauaaT eKOHOMIYHMX HayK, OOLEHT, YHiBepcuTeT ekoHoMiku B BpaTucnasi, BpaTtncnasa, Cnosaubka Pecny6nika

Bipa YixoBcka

KaHauaaT eKOHOMIYHKX HayK, npodecop, YHiBepcuteT ekoHoMiku B bpaTncnasi, BpaTtncnasa, Cnosaubka Pecny6nika
3acTocyBaHHSs! IHCTPYMEHTIB MapKETUHIY B TOProBMX MepeXax

AHoTauif. B cydacHux ymoBax >KOPCTKOrO KOHKYPEHTHOro cepefoBulla, a TakoX iHTepHauioHanisauii ta rnobanisauii,
nignpremcTea po3gpibHoI TopriBni MOBMHHI BpaxoByBaTy OCOGAMBOCTI KYNbTYPU Pi3HUX KpaiH, CMOXKMBYI Nepesaru, NoBeaiHKy
cnoxxmeaya Ta 6araTo iHWuX hakTopiB. Take 3HaHHA [O3BONSAE peTeiiepam NpuiMaT Ta peanisoByBaT Ha NPaKTUL PiLUeHHS
LLIOAO BUKOPUCTaHHS afanToBaHUX i CTaHAapTM30BaHUX cTparteriii, 3a6e3ne4yroymn cobi TMM caMyM yCnilHEe PO3LUNPEHHS CBOET
LisNbHOCTI 3a KOpAoHOM. Lis cTaTTa po3’acHI0E HeObXiAHICTb aganTayii IHCTPYMEHTIB MapKETUHIY Ha NignpueMcTBax po3gpioHoi
Toprieni. KinbkicHe JOCNioXXeHHs1 OKpecneHoi B Ui cTaTtTi npobnemaTnkn 6yno 3giicHeHo B 2015 poui Wnsxom npoBefeHHS
ONUTYBaHHSI cepeq, NPeacTaBHUKIB NigNPUEMCTB PO3APIOGHOT TOPriBNi, SKi NpauoloTh LOHaNMeHLLe B ABOX KpaiHax €anHOro
€BPONENCLKOro PUHKY. YYacHMKaMy OnUTyBaHHS Oynn MeHemkepu 3 MapKeTUHry abo KepiBHUKU NignpueMCTB po3apibHOT
Toprieni. 3aranom onpaupsoBaHo 364 aHkeTU. Ha OCHOBI pe3ynsTaTiB NPOBEeAeHOro ONUTYBaHHsA 6yno BU3HAYeHO (hakTopu, Lo
CNpusiOTb aganTauii Ta cTaHgapTu3adii pisHUX MapKETMHIOBUX CTpaTeriii, a TakoX Te, SIK afanToBaHi MapKeTUHroBi cTpaTerii
BMAMBaOTb Ha po3api6Hy Topriento. OTpuMaHe cepefHe 3Ha4yeHHst BUGIPKM MoKasye, Lo PO3Mip TOProBesibHOI MapXi,
CTUMYNIOBaHHs1 36yTy Ta HagaHi MOKYMNUEBi SHUXKN € Hanbinbll BU3HAYanbHUMKN hakTopamy MapKeTUHry, WO BNaMBakTb Ha
OiSANbHICTb AOCHIAXEeHNX NigNPUEMCTB po3apibHOI Toprisni.

KnrouoBi cnoBa: po3gpibHa Topriefs; MapKeTUHI; MapKETUHIOBI CTpaTerii; aganTtauis; ctaHgapTuaadis.

Maprta NaBnukoBa

KaHauaaT 3KOHOMMYECKUX HayK, AOLEHT, DKOHOMUYecKnin yHusepcuteT B BpaTtucnaee, bpaTtncnasa, Cnosaukast Pecny6nvka
Bepa YnxoBcka

KaHanaaT 3KOHOMUYECKUX Hayk, npodeccop, AKoHoMMYecKuin yHBepcuTeT B Bpatncnaee, Bpatucnasa, Cnosaukas Pecnybnuka
MpyMmeHeHne MHCTPYMEHTOB MapKeTUHIra B TOProBbIX CETAX

AHHOTauus. B cOBpEMEHHbIX YCOBUSIX >XECTKOW KOHKYPEHTHOW Cpefdpl, a TakXe WHTEepHauuMoHanu3auun u rnobannsauuu,
nPegnpuaTAS PO3HUYHOW TOPrOBMM LOMKHbI Y4UTbIBaTb OCOOGEHHOCTU KYNLTYpbl pasHbIX CTpaH, NpeanoYTeHuss U noseaeHvne
noTpebuTens, PpaBHO Kak 1 MHOXXECTBO ApYyrux (pakTopoBs. Takme 3HaHWsA NO3BOSAIOT peTenepamM NpUHMMaTh 1 peanv3oBbiBaTbh
Ha NpaKTVKe peLUeHNs KacaTenbHO MCMOoNb30BaHNA afanTUPOBaHHbIX M CTaHOAPTU3NPOBAHHbLIX CTpaTeruin, obecnednsasn cebe
TEM caMbIM YCrMeLIHOe pacluMpeHne CBOE AeATENbHOCTY 3a py6exxoM. [laHHas cTaTbs pasbsACHAET HEOOXOAMMOCTb ajanTauum
WHCTPYMEHTOB MapKETMHra Ha NpeanpusTUsix Po3HWYHon Toprosnn. KonmvecTBeHHOe mccnepgoBaHne 0603HAYEHHON B CTaTbe
npobnemaTnkn 6b110 ocywlecteneHo B 2015 rogy nytem npoBefeHnst onpoca cpeny npeacraBuTenell NpeanpusTUii PO3HNYHON
TOproenu, padoTalowmx Mo MeHbLUen Mepe B OBYX CTpaHax €AMHOro €BPOMeriCKOro pblHKa. Y4YacTHuKamuy ornpoca 6binn
MeHeKepbl MO MapKETUHIY, a TaKXXe PYKOBOAUTENN MPennpusiTUin po3HMYHoi Toproenn. ObLiee KONMYeCcTBO 06paboTaHHbIX
aHKeT cocTaBuno 364. Ha ocHoBaHMM pe3ynsTaToB NPOBEAEHHONO UCCNEA0BaHNS ObIN0 YCTAHOBNEHO, KAKOE OTHOLLEHNE NMEIOT
NPeacTaBUTENN NPeanpusTUn PO3HMYHON TOProBAM U 3aMHTEpPecoBaHHble Nuua K 0603Ha4YeHHbIM BOMpocaMm; onpeaesneHbl
(hakTopbl, CMOCOBCTBYIOLLME afganTaumm U CTaHaapTU3aLun pasnmyHbiX MapKETUHIOBbIX CTpaTeruii, a Takxe To, Kakum 06pa3om
afanTypOBaHHble MAapPKETUHroBble CTpaTernn BAWSIOT Ha PO3HUYHYIO TOproento. [lonydeHHoe cpefgHee 3HadeHne BbIOOPKM
NnokasbIBaeT, YTO pa3Mep TOProBo Map>ku, CTUMYNMpoBaHue cobiTa U NpeaoCTaBNeHHbIE MOKYNATENo CKUAKM SABNAOTCS Hanbonee
onpegensowyMn hakTopamn MapKeTrHra, BAUSIOLLUMI Ha AeSTENIbHOCTb NCCNE[0BaHHbIX NPEAnPUSTAA PO3HNYHON TOProB/U.
KnioueBble cnoBa: po3HNYHas TOProBIsi; MapKETUH; MapKETMHIOBbIE CTpaTernn; aganTtauus; ctaHgapTuaaumst.
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ECONOMICS AND MANAGEMENT OF ENTERPRISES

1. Introduction

In the case of strategies applied in the global environ-
ment, enterprises have to exploit their market share and
consider the nature of the competition. It is also essential
to ensure cooperation between different national markets
and to seek for potential opportunities in order to achieve
economies of scale, respecting the nature of the markets
served. In order to attract consumers, it is necessary to pro-
vide a unique offer. Strategies developed and implemented
in foreign markets should therefore ensure a balance bet-
ween the standardisation and the adaptation to individual
conditions in specific geographic areas. Despite the signi-
ficant manifestations of globalisation in business activities,
there is no coherent global strategy, but a number of strate-
gic alternatives developed on a global level [1]. The aim of
the research is to clarify the need for adaptation of marke-
ting strategies implemented by retail companies in the re-
spective markets. The paper provides a theoretical basis for
various authors dealing with the topic, as well as the empiri-
cal results of the research.

2. Brief Literature Review

Using the principle of economies of scale, not only in the
area of marketing, enables companies to achieve a competi-
tive advantage in foreign markets. Among typical strategies of
enterprises in the sectors with global focus, applied to inter-
national markets and hence in the environment of a European
retail market, we can distinguish, according to Porter (2008)
[2], the multinational strategy adapted to the consumers and
to the conditions of the competition in individual countries.
In the case of the utilisation of low costs in most or all of the
strategically important foreign markets, we can mention a glo-
bal low cost strategy. Another option is a global differentiation
strategy, in which a company differentiates its products or as-
sortment according to the same attributes in all of the foreign
markets in order to create a uniform look and way of compe-
ting. The global specialisation strategy is focused on serving
the same segments in all of the strategically significant na-
tional markets.

In their publication Managing Across Borders, Bartlett
and Ghoshal (1989) [3] distinguish three main organisational
strategies based on factors appropriate for global integra-
tion, which are in contrast to factors referring to national sen-
sitivity (Kotler & Keller, 2013) [4]. According to them, compa-
nies applying the global strategy perceive the world as a sin-
gle market. The implementation of the strategy is only pos-
sible when the power of the global integration (e.g. homoge-
neity of the demand) is strong and factors reflecting national
sensitivity (local standards, local preferences) are low. In the
case that the market is characterised by the exact opposite,
the authors recommend the transnational strategy that sees
the world as a portfolio of national opportunities. The last
possible organisational strategy in foreign markets is called
the glocal strategy, which is characterised by the standardi-
sation of selected key elements while the other factors are lo-
calised to the conditions of a given territory. The success of
an applied strategy, and hence the success of the company,
depends on the ability of the management to identify the dif-
ferences between markets and to see them as an opportuni-
ty rather than a barrier.

According to Lesakova (2007) [5], the global marketing
strategies deal with standardisation and integration of mar-
keting activities in many geographically dispersed markets,
being based on an effective finding of a balance between the
advantages of the international standardisation and those
of the national, i. e. local adaptation. Taking into account
these two approaches allows to define different levels of a
common global action by standardising or adapting con-
crete activities and factors. The various strategies are there-
fore modified according to specific structural and competi-
tive conditions of the sector or according to specific regional
characteristics. When creating their strategies, retail compa-
nies also take into account the differences between markets
in the business and the consumer environment. Their mar-
keting-management strategy is based on similar principles
of all these typologies.
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Given the degree of adaptation of different activities,
there are three major international strategies applied by re-
tail companies in foreign markets (Cihovska, MatuSovicova,
Hvizdova, 2012) [6]. The multinational strategy is an expan-
sion of activities of retail companies into foreign markets by
applying a thorough adaptation of the assortment, services
and the conduct to local conditions. In this case, retail com-
panies expand to countries with similar consumer patterns
and preferences. It is a strategy of adaptation, in which the
company adapts the elements of the marketing mix to the
characteristics of individual countries and regions. The glo-
bal strategy means to apply the same concept to all foreign
markets, whereupon the retail companies sell the same as-
sortment in an identical manner. This standardised corpo-
rate policy leads to the achievement of relatively low costs,
to the application of single purchases, to a know-how trans-
fer or to the common development of a successful strate-
gic business model without taking into account local cha-
racteristics. A global strategy may be used only by success-
ful companies which practices are effective and verified. The
transnational strategy is the application of a uniform concept
for all international markets while respecting the basic as-
pects of local and national conditions of each country. This
strategy, also known as a mixed one, reflects a combination
of global and multinational strategies. It allows using global
knowledge and experience, which leads to an effective in-
terconnection of global competitiveness, multinational flexi-
bility and ability to learn. Individual foreign branches of retail
companies are interconnected and have differentiated roles
and responsibilities.

The decision regarding the scope of standardisation or
adaptation is among the most difficult and crucial decisions
that a company has to make. The use of these approaches
affects all operating processes, and thus the overall strategy
and the whole system of management. Despite the fact that
globalisation is most visible in the standardisation approach,
it is necessary to realise that globalisation, as well as global
marketing and management, is not synonymous with stan-
dardisation.

According to Keegan and Green (2006) [7], in order to
provide successful operation of retail companies in foreign
markets, it is essential «to find a balance between the stan-
dardised approach to the marketing mix and the localised
approach (adaptation) that is sensitive to national or regional
differences». In the case of retail companies, it regards, for
example, the decision in the context of the marketing mix
or retail mix respectively. In this context, we consider ma-
nagement of marketing programs (marketing management)
which can be defined as a set of activities within marketing
tools allowing the retail companies to achieve their marke-
ting goals in the domestic and foreign markets. A marketing
program is part of the overall company’s strategy and con-
tains specific activities for each part of the marketing strate-
gy including activities aimed at the selection of a target mar-
ket, the analysis of concurrence and market research.

The current times of great changes, consumer uncer-
tainty and the uncertain economic conditions result in the
fact that even multinational retail companies deal with the
question of applying the global standardisation or interna-
tional adaptation. The history of these notions dates back to
the development of economic theories, when each country
or company had to deal with deciding on which companies
and products could be effectively enforced in foreign mar-
kets and what parameters of the products would be manu-
factured and exported to different countries. Adaptation and
standardisation can be generally defined as the basic ap-
proach of using effective international marketing program for
each foreign market served by the company. Here we can
mention the prominent researcher who dealt with the rele-
vant issues, the American economist and professor Theo-
dore Levitt. Despite the fact that the concept of globalisa-
tion was discussed even before him, it was Levitt in 1983
[8] with his article The Globalisation of Markets who popu-
larised the term and brought it to the business communi-
ty. In marketing strategies, processes of standardisation and



adaptation were treated by Kotler and Keller (2013) [4] in their
world-known publication Marketing Management. They cla-
rified the possibilities and the range typology of these ap-
proaches in different elements of marketing mix and added
examples of the processes applied in practice. The adapta-
tion process of different elements of marketing mix, including
different strategies and management programs, results from
the need to respect the differences and the need to adapt to
the local market. The initial theoretical basis for such promo-
tion of intercultural marketing and management are the mac-
ro-environment of different countries, language limitations,
educational level or different regulatory measures. Sands de-
fined the notion of adaptation as the use of different mar-
keting strategies which do not have any common elements
in his article Can you standardise international marketing
strategy? [9]. Badura with the issue of optimal management
styles that a marketing manager should use in the process of
market globalisation in his paper Marketing manager and the
management styles used in the process of market globalisa-
tion deals [10]. The difference between markets, as well as
the similarity of certain factors and the international marke-
ting strategies and management programs were discussed
by Czinkota and Ronkainen in 10™ edition of their publication
International Marketing [11]. If a company operates in many
foreign markets, such adaptation can be too costly and inef-
fective. Among the authors who prefer the use of both stan-
dardisation and adaptation, we mention Kim and Mauborgn
who in their study entitled Cross-cultural strategies consider
the simultaneous application of both the approaches neces-
sary for ensuring competitiveness [12]. According to Czech
author Machkova (2002), the recent trend consists in maxi-
mal effort of using the standardised processes which are
adapted to the local conditions [13]. The integration of the
abovementioned approaches to the operation in foreign mar-
kets was discussed by Vrontis in 2003 in his study Integra-
ting adaptation and standardization in international marke-
ting [14]. Given that it is important and comprehensive to
correctly determine the degree of standardisation and adap-
tation of different processes and elements of applied strate-
gies, the multinational companies have to take in considera-
tion not only all the elements of the marketing mix in regard
to their management, but also the factors influencing and en-
couraging the standardisation and adaptation approaches.
The extreme use of one approach or another can cause an
unsuccessful expansion to the foreign markets.

3. Purpose

The purpose of this paper is to explain the need and im-
portance of the adaptation of marketing tools by examining
the most successful retail companies in the European single
market, as well as clarification of the various factors that lead
to the implementation of approaches of adaptation and stan-
dardisation.

4. Results

The survey was conducted in the most successful (re-
ferred to as TOP 10) European retail companies according to
the Global Powers of Retailing 2015 by Deloitte. The quanti-
tative survey allowed gathering more data on the European
single market countries which were not otherwise available.
The advantage of such a survey is the possibility of genera-
lising the results for other retail companies, as well as its ob-
jectivity. To acquire the relevant information, we used purpo-
sive sampling, i.e. we contacted the respondents in order to
achieve the stated research objectives. Those were the rep-
resentatives of each company according to their organi-
sational structure (marketing managers, marketing direc-
tors or CEQOs).

In the survey, the participants were marketing ma-
nagers or CEOs of the abovementioned retail com-
panies in three product sectors, namely fast-moving
consumer goods (20.5%), hard-line and leisure goods
(26.0%) and diversified retailers (53.4%). Within the
questionnaire distributed to all countries of the single
European market, we subsequently identify the coun-
try of operation of each participating company. Based
on the classification of each country in the respective

Tab. 1: Testing the relationship between the respondent’s opinion

ECONOMICS AND MANAGEMENT OF ENTERPRISES

socio-cultural zones, their percentage of representation in

our survey was the following:

¢ Anglo-Saxon countries - the United Kingdom and Ireland
(2.7%);

e Southeast Europe - Bulgaria, Cyprus, Greece, Croatia and
Romania (18%);

e Baltic countries - Estonia, Latvia and Lithuania (4.1%);

e Mediterranean countries - Malta, Portugal, Spain and
Italy (13.7%);

e Central Europe - the Czech Republic, Hungary, Poland,
Slovakia and Slovenia (32.7%);

e Scandinavian countries - Sweden (1.4%);

¢ Western Europe - Belgium, France, Netherlands, Luxemburg,
Denmark and Austria (27.4%).

Since any of the companies operating in Denmark, Ire-
land, Malta, and Sweden participated in the survey, the fi-
nal number of the countries surveyed European single
market was 24. Within the studied companies, we distin-
guished whether it was a parent company (8.2%), a subsi-
diary (72.6%) or a franchise (19.2%). In connection with the
type of management used by the investigated companies,
we identified the companies with centralised (24.7%) and
decentralised management (75.3%).

At the beginning of the survey, we focused on determi-
ning the attitudes of the respondents compared to the
approaches applied by the retail companies in the related
fields. We proposed the statements concerning the need to
adjust the strategies, the need to delegate decision com-
petences and responsibilities, and the need to adjust the
adaptation activities to the competitors. We studied those
statements from two points of view - the attitudes of re-
spondents concerning the importance of those activities
and the approaches applied by the retail company of each
of the respondents. The statements were evaluated using
the seven-degree Likert scale where the degree 1 represen-
ted the strong disagreement and the degree 7 represented
the strong agreement of the respondent. In the next step,
we determined the mean values of the answers. The mean
value superior to 4 represented the agreement of a respon-
dent with the related statement.

The respondents expressed nearly the unambiguous con-
sent (5.67) with the statement concerning the need to adjust
the marketing strategies to the conditions of different coun-
tries. They also agreed with the statement that their retail
company did adapt those activities (5.27). The respondents
were less convinced about the need to delegating the deci-
sion competences and responsibilities to individual foreign
branches (4.89) while their retail company carried out those
activities to a greater extent. On the other hand, the respon-
dents thought it was necessary to follow the adaptation acti-
vities of the competitors (5.08), while the results of the analy-
sis showed that the respondents’ retail companies did that to
a lesser extent (4.37). Based on stated mean values, we can
say that the respondents expressed their agreement with all
the statements and the divergences between their attitudes
and the approach applied by their retail company were not
significant.

Despite the respondents’ overall agreement with the
statements based on the calculated mean values, in the next
step we tested the relation between the attitudes of respon-
dents to the proposed statements and the approach ap-
plied by their retail company (Table 1). By using the Wilcoxon
signed-rank test, we found out that the p-value was inferior

and the implemented approach

HO Median difference between p-value | Decision
Views of respondent [ Approach of retailer
The need to adapt the marketing strategies to .

1. the specific conditions of individual countries 0.000 Reject
The need to delegate the decision competences .

2 and responsibilities to individual foreign branches 0.057 e

3. The need to adjust th_e adaptation activities with 0.000 Reject
regard to the competitors

Source: Own survey
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to 0.05 in all of the cases, which means that the null hypothe-
sis is rejected and in all of the studied cases there was a dis-
crepancy between the opinion of the respondent and the ap-
proach applied by his/her retail company.

Based on the analysis, we concluded that there was
a contradiction between the views of the respondents in
statements concerning the need to adjust marketing activi-
ties to the conditions of each country, the need to delegate
decision competencies and responsibilities to various fo-
reign branches, as well as the need to adjust the adapta-
tion activities of competitors, on the one hand, and the ap-
proaches implemented by the studied retail companies, on
the other hand. In general, the respondents expressed a
consent with the abovementioned statements. A more de-
tailed analysis has revealed some differences within the
sample. Given that the studied retail companies are the
most successful organisations in the world market, as well
as in the European market, we can conclude that the ap-
plication of the adaptation approach and the related pro-
cesses are implemented in accordance with market require-
ments and the set objectives. However, such a contradic-
tion is not in line with the development of corporate cul-
ture of maintaining positive relationships within the organi-
sational structure.

In connection to the application of the adaptation ap-
proach in different countries, it is necessary to identify the
factors leading to the decision of retail companies on en-
forcing this approach. The results of the conducted research
show that the main basis for the decision of retail companies
on the adaptation approach are the preferences and needs
of consumers (100%). Given that such an option is selected
by all the respondents, we conclude that the retail compa-
nies enforce the effort of convergence with the customers’
demands in their strategies. As stated by Badura (2002) [15],
«the short-term goal in marketing activities is to achieve sale
success. However, the sale is only the first step, because by
using the product the customer will ask himself whether he
is satisfied with the product or not. If he responds affirma-
tively to this question, he will be inclined to choose the pro-
duct again and make next purchase (either actively or pas-
sively he will continue to recommend the product further).
So the customer can become a permanent buyer and would
not consider offers of other competitors». The results of our
survey also show that the adaptation activities of the retail
companies are affected in a significant way by the economic
environment (87.7%), market development (72.6%), legisla-
tion (68.5%), competition (65.8%), whereas the cultural en-
vironment (57.5%) is slightly less important, as well as the
availability of information and communication technologies
(43.8%), the technological impact (9.6%) and the natural en-
vironment (8.2%).

In the same way, we determined the influence of the
proposed factors on the decision on the application of the
standardisation approach. The obtained answers show that
the retail companies decide to apply this approach main-
ly because of the emerging global unification and their glo-
bal image (83.6%). A smaller percentage of companies de-
cide on standardisation in order to decrease the time ne-
cessary for either the expansion or easier coordination and
control (53.4%). Other factors influencing the decision of
the company on applying the standardisation are the eco-
nomies of scale in the production and distribution (43.8%),
the decrease in the marketing costs (34.2%), the transfer of
know-how and efficiency (32.9%) and, finally, the unification
of consumer needs (26.0%).

Based on the presented results, it is obvious that the de-
cision on applying the standardization and adaptation ap-
proaches is influenced by a combination of multiple factors
of the external microenvironment and macroenvironment. It
is interesting to note that the determined degree of the in-
fluence of consumers’ needs and preferences impacts the
decision on applying the adaptation approach. Despite the
fact that all of the studied retail companies designated this
factor as influencing, the results of the conducted research
showed that most of the factors influencing marketing
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strategies under the conditions of the single European mar-
ket are standardised by them. In this case, there is a ques-
tion whether the retail companies perceive the consumer as
the European consumer under the conditions of the single
European market. If we confirmed this option, there would
be another paradox - a low percentage of unification of con-
sumer needs (26%) as a factor leading to the standardisation
according to the respondents’ answers. The results of the
survey lead us to claim that if the retail companies perceive
the consumer as a European consumer, they should desig-
nate the unification of consumer needs as one of the most
important factors leading to standardisation. According to
Cihovska and Cihovsky (2011) [16], we can perceive the
European consumer as a global and a local one. European
consumers display similar patterns in buying behaviour,
however their main features may differ in some fields. Ma-
nagers of retail companies realize the importance of empha-
sising the adaptation approach, and it is therefore approp-
riate to focus on the identification of specific factors deter-
mining the adaptation of marketing tools and the extent to
which the approach is applied. The respondents evaluated
the factors on the seven-degree Likert scale, where the de-
gree 1 indicated the standardisation and the degree 7 indi-
cated the adaptation of the related factor by the retail com-
pany. Similarly to the first part of the paper, the results were
evaluated by using the mean values. It means that the mean
value superior to 4 represents the adaptation of the related
factor by the retail companies. Based on the achieved ave-
rage values determined by the responses, we can consider
the following factors of pricing as generally adapted by re-
tail companies: the price of private labels (4.99), the price
of the standard assortment (5.12), the price of the provi-
ded services (4.95), the price positioning (4.47), the required
margins (5.27), the applied discounts (5.79). According to
the obtained results, the following factors are considered
to have been adapted by the retail companies: advertising
(5.0), sales promotions (5.52), personal sales (4.49), public
relations (5.15), direct marketing (4.66) and in-store commu-
nication (4.62).

In the same way, it is possible to determine the factors of
marketing tools generally standardized in each of the served
markets by product assortment: assortment of private labels
(2.92), packaging of private labels (2.59), quality/composition
of private labels (2.05), branding of private labels (2.01), used
raw materials and ingredients (1.58), width of the standard
assortment (3.41), quality/composition of standard assort-
ment (3.60), procurement processes of assortment (2.53),
category management (2.95). With regard to distribution,
the following factors are adapted: requirements on the lo-
calisation of stores (3.36), distribution channels (3.35), sup-
pliers (3.40), logistics (3.33), inventory management (3.49).
With regard to promotion, the following factors are adap-
ted: communication of the retail brand (3.82) and merchandi-
sing (3.51).

By adapting different marketing tools, companies react,
on the one hand, to the preferences and needs of consumers,
economic and cultural environment and other important fac-
tors, however, on the other hand, they try to increase their
profits and market share. In another part of the survey, we
therefore focused on determining the impact of the adapta-
tion of individual marketing strategies on the volumes of sales
achieved by the studied retail companies.

The average of the responses from the studied retail
companies shows that the adaptation of the product stra-
tegy enhances their retail sales hardest (5.27). According to
the analysed data, the offer of regional products that can
be regarded as a particular form of both the product stra-
tegy and the distribution strategy, which increases the retail
sales at a lower rate (4.23). This means that in the context of
adaptation their product strategy, retail companies are there-
fore focusing not only on the offer of local products which,
based on the results of the survey, does not increase re-
tail sales significantly, but also on other factors of impacting
the assortment (for example, the width of product assort-
ment, packaging of private labels, procurement processes



of the assortment). According to the studied retail compa-
nies, the adaptation of pricing strategies increases their retail
sales even more (5.73). On the contrary, the average of the
responses (3.99) shows that the respondents disagree with
the statement that the adaptation of the distribution strate-
gy increases the retail sales of the surveyed retail compa-
nies. Generally, the respondents agreed that the adaptation
of the communication strategy increased the retail sales of
the retail companies (6.21). It should be noted that all of the
strategies encompass a number of different factors, some of
which can be adapted or standardised despite the respon-
dents’ agreement or disagreement with the statements.
Based on the quantitative survey, we have also found that
the factors of assortment, thus the factors of the product stra-
tegy, are to a certain extent significantly standardised. Howe-
ver, this finding, especially in the case of FMCG retail compa-
nies, does not correspond to the developed activities aimed
at supporting local production, not only in our country but also
in other countries of the single European market. The philoso-
phy and way of buying of different companies are also impor-
tant for the assortment strategy. Given that multinational retail
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companies often buy a whole product assortment for the en-
tire served market or for multiple countries, the regional level
is not so attractive for them.

5. Conclusions

Based on the presented results and findings, we can make
a qualified estimate of the future development of the ana-
lysed factors underlining the adaptation and standardisation
of the studied factors of retail management. Given that the
single European market is characterised by different types of
economic environment and different purchasing power even
within national markets of individual countries, it is likely that
the factor of price will continue to be one of the most adapted
factors. The same approach will be applied when deciding on
communication factors, the adaptation of which results from
the different cultures, customs and traditions of consumers
in different countries of the European market. We expect that
the communication of the importance of national markets and
the promotion of local production will take a certain period of
time. However, in the conditions of declining the share of lo-
cal products on the offer of multinational retail companies, this
trend will be weakened in the future, especially for retailers.
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