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The Knowledge Transfer of Tesco UK into Korea,

in Terms of Retailer Brand Development and Handling Processes

Cho, Young-Sang*

Abstract

With the increasing market share of retailer brands, many authors
have paid consderable atention to retailer brands. Before market lib-
erdisation in 1996 in Korea, retailer brand market was led by the su-
permarket retailing format, athough the first retailer brand product
was developed by the department store format. In pardld with the
entry of foreign multiple retallers, the retailer brand market has expe-
rienced rapid growth. Particularly, the expansion of Tesco UK with
well-established retailing know-how into Korea has encouraged Tesco
Korea to actively get involved in retailer brand program. As a result,
Tesco Korea has led retailer brand market in the Korean marketplace.
The research darts with the question of why Tesco Korea has ach-
ieved such a higher retailer brand share. Accordingly, this study is to
explore how Tesco UK has transferred its own retailing knowledge
into Tesco Korea, in terms of retailer brand program development.

In order to explore why the retailler brand share of Tesco Korea is
higher than that of its counterparts, the author adopted in-depth inter-
view with prepared-questions and store observation as a research
methodology. To examine working process as well as information
flows within Tesco Korea and from UK to Korea, in-depth interview
method is one of the most suitable research methodologies, because
of the difficulty of quantifying information or data related to work
flows. In addition, to increase the validity of information, the re-
searcher had interviews with Tesco Korea supplier and sore
personng. Based on these research techniques, this research explored
how Tesco UK has influenced or advised Tesco Koreg, particularly,
from the point of view of knowledge transfer.

Since the entry of Tesco UK into Korea as a joint-venture, the re-
tailer brand market share of Tesco Korea has continuoudy increased.
It would be expected that Tesco UK has helped Tesco Korea to set-
tle down in the Korean market. During interviews with Tesco and a
Tesco supplier, the researcher found that Tesco Korea has obvioudy
taken an advantage of retailing know-how crested by Tesco UK.
Furthermore, the retailer brand development and handling process of
Tesco Korea has been operated with the hdp of Tesco UK. This
might mean tha Tesco UK has directly or indirectly an impact on
the improvement of Korean retailer brand development skills.

As a mechanism to transfer retailing knowledge developed in the
home market into the host market, one of the internationa retailers,
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Tesco UK has adopted many different ways such as annual meseting,
trading meseting to import or export own retailer brand products, of-
fering of operation manua developed by Tesco UK and buyer coop-
erdion between Tesco UK and Korea, in order to share information.
Through these communication techniques, the knowledge of Tesco
UK has been transferred to Tesco Korea

This research accordingly suggests that retailer brand market share
is apparently related to how sophisticated or advanced the knowledge
of the retaler brand development and handling process of retailers
ae. It is dso demongrated by this research that advanced develop-
ment and handling skills make a considerable contribution to increas-
ing retailer brand share in markets with a lower share or no presence
of retailer brands.
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|. Introduction

Retaller brand development has become an important strategy to
survive in fierce retailing market in Korea. That is why retailer brand
share is going up, regardless of foreign or loca Korean retalers. It
should be, however, noted that Tesco Korea has led retailer brand
market. Thus, this research began with the question: why is the re-
taller brand market share of Tesco Korea higher than that of loca
Korean retailers? Of the foreign grocery retailers who have expanded
into Korea, Tesco has achieved the most outstanding performance,
with the highest retailer brand share in the market. After the with-
drawa of Wa-Mart and Carrefour from Korea in 2006, Tesco Korea
has been postioned as the successful foreign retailer. Accordingly,
how the retail operation of Tesco Korea differs from that of the local
Korean retailers attracted the author's interest, specificaly in terms of
the knowledge transfer processes of the retailler brand development
and handling skills accumulated in the UK.

Retaller brand product initiadly appeared in the fashion sector at
the department store Shinsegae in 1965 (Kim, 1993), while the first
private label in the grocery sector was distributed in 1982 by
Hanhwa supermarket, which was one of the top three supermarkets,
and followed by Haitai, the number one retailer in packaged consum-
e goods sector in 1984 (Cho, 2001). Since market opening in 1996,
maor loca Korean retailers operating discount stores, department
stores, supermarkets and the like, have actively introduced retailer
brand program across several product categories in the late 1990's
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(Cho, 2001). With respect to the time when authors began to pay at-
tention to retaller brands, the British academic world started to ex-
plore topics in the retailing area from 1980's (eg. McGoldrick, 1984;
Smmons and Meredith, 1983; Baden-Fuller, 1984; Davies et d.,
1986; de Chernatony, 1985, 1989; Burt, 1992), whereas similar retail
rescarch only appeared from 2000 in Korea, because the retal in-
dustry was seen as of little interest until then. Although the retailing
sector suddenly attracted academic interest from 2000 in Korea (eg.
Cho, 2001; Jn and Suh, 2005), for the retailler brand there are ill
many untapped research aress.

According to the 2003 ACNidsen report, the share of private label
in South Korea accounted for less than 0.5 %, compared to 31 per
cent in the UK. Tesco in both the UK and South Korea has actively
been carrying retailler brands but the operation, and results are dra-
maticaly different in terms of retailer brand market share. In the UK,
retailer brands accounted for 55 % of Tesco's total sales volume in
2004 (Coriolis Ressarch Report, 2004), but in the Korean market the
retailer brand share was edtimated a around 12 %. Nevertheless,
Tesco Korea has the highest retailer brand share of 22.8 % in the
Korean market in 2008 (Korean Consumer Agency, 2008), compared
to 13 % of E-Mart, who is the number one retailler in Korea. Rather
than examining the different customer perceptions of the retailer brand
products of both Tesco Korea and Tesco UK, the researcher con-
centrated on identifying the retailer brand program operated by Tesco
Korea, that is, how Tesco Korea develops retailer brands, on the
premise that the retailer brand market share of Tesco Korea is higher
than those of loca Korean retailers, thanks to the help of Tesco UK.
It is, therefore, interesting to investigate how Tesco Korea has ach-
ieved such a retailler brand market share. Without the help of Tesco
UK, it would be difficult to achieve such a higher retailer brand
share. It is necessary to illustrate the knowledge transfer process de-
livered by Tesco UK. This perspective helps to explan how Tesco
UK has daffected the retailer brand program of Tesco Korea This pa
per is, therefore, to explore how Tesco UK has transferred its own
retailing knowledge into Tesco Korea, in terms of retaler brand pro-
gram development.

The paper conssts of four pats. Fird, the next part is involved in
reviewing the exiging literature related to retal internationdization
concerned with the retailing knowledge transfer from the home market
to the host markets. The second part focuses on research methodology,
while the third part anadyzed the knowledge flow process of Tesco
UK into Tesco Korea Findly, conclusions and implications are given.

[l. Literature review

Many authors have paid considerable attention to retail internation-
disation, as multiple retailers such as Wa-Mart, Carrefour, and Tesco,
have expanded their own business to foreign markets. Based on a
large volume of retall internationdization literature, research topics are
divided into the following categories:

(1) The retail internationdization process (eg. Dawson, 1994;

Alexander and Myers, 2000; Jackson and Sparks, 2005)

(2) The motives for retail internationdization (e.g. Williams, 1992)

(3) Market entry modes (eg. Kerin and Varalya, 1985; Treadgold,
1988; Eroglu, 1992; Doherty, 1999; Pdmer and Owens, 2006)

(4) Success or failure factors (eg. Burt et d., 2002; Burt €. d.,
2003; Pederzoli, 2006; Davis and Burt, 2007; Etgar and Rechmen-
Moore, 2007)

(5) Knowledge transfer (eg. Kacker, 1988; Hurt and Hurt, 2005).

(6) International learning (e.g. Wrigley and Currah, 2003; Pdmer,
2005)

(7) Store image transfer (eg. Burt and Carralero-Encinas, 2000;
Burt and Mavrommatis, 2006)

There is, however, little interest in the transfer process of retailing
know-how associated with retailer brand programs. The researcher
will, nonetheless, explore the relationship between the retailer brand
development and handling processes, and the retailing know-how shift
processes, on the assumption that a retailer brand program might be
transferred as a part of retail internationdization activities. In this
respect, Kacker (1988) argued that retall internationalization processes
were progressed, irrespective of the various international market entry
modes which international retailers adopt, categorising retailing knowl-
edge into two groups. One group consists of managerial dimensions,
including (1) retailing concepts and philosophy, (2) policies/strategies,
(3) systems, and (4) controls from a managerid perspective. The other
consists of technicad dimensions, including (1) location site sdlection,
(2) layout and atmospherics, (3) market communication, (4) check-out
systems, (5) cataogue production, and (6) credit appraisd. Even
though Kacker researched the degree of internationd retailing
know-how transfer to the host market according to different market
expanson methods, he concluded that knowledge transfer processes
were evident, regardless of an entry mode. Given that Tesco UK
adopted a joint venture entry mode to Korea in 1999, it is important
to explore the rdationship between genera market entry models and
the internationa flow of retailing knowledge.

1. Market entry modes

As Dawson (1994) pointed out, how well the retailing management
skills developed and accumulated in the home market can be shifted
to host markets is closdy rdaed to the different types of foreign
market entry methods.

There are many different market expansion methods to overseas
markets, such as internal expansion, mergers or takeovers, franchising,
joint-ventures, non-controlling and, purchase at auction of previoudy
date owned stores (Dawson, 1994). The researcher focuses on three
options; direct investment, joint-venture, and franchisng in this
section. These are examined by Kacker (1988), consstent with
Treadgold (1988), who categorized entry modes into three groups,
high cost/high control (e.g. acquisition), medium cost/medium control
(e.g. joint-venture), and low cost/low control (e.g. franchising).

Indeed, multiple retailers adopt different entry modes to expand to
foreign markets in their own way, as pointed out by McGoldrick
(1995), who dated that each market entry mode depends on the lev-
ds of costs and risks that have to be accepted by retailers. Even
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though it is important to identify the strengths and weekness of each
entry mode, based on exigting retailing internationa literature, the re-
searcher will discuss the reaionship between expansion methods and
the knowledge transfer processes.

1.1. Direct investment

While this market entry mode, through mergers and acquisitions in
an oversess market, is a high cost option, it provides higher level of
control to retallers; that is, retalers in the home market can transfer
their own retailing knowledge to the host market directly (Dawson,
1994). In addition, Kacker (1985) found that retailing know-how
exchange between the home market and overseas markets was an
unplanned result of adopting this direct investment entry mode. In
other words, with higher control, retallers might be easily dble to
transfer their own accumulated retailing management skills to the host
market. It is, however, not without risk. Even though Wa-Mart and
Carrefour adopted this mode, unlike Tesco UK, to enter the Korean
retailing market, both retallers had to experience poor sdes
performance. As seen in the withdrawal of both cases, this method is
riskier than other modes, in terms of expanding own business to the
host country.

As a consequence, this mode is a rdlaively esser way to directly
deliver retailing knowledge and settle down in an overseas market
than the other two modes. As pointed out by Kacker (1985), direct
investment in foreign markets might result in knowledge transfer to
overseas markets. Regardless of the intention of multiple retailers
entering the host markets, they are likely to influence the retailing
know-how operated or developed by locd retalers in many different
aspects such as product display, pricing, in-store merchandizing,
retailer brand program, and the like (eg. Dawson, 2003; Coe, 2004).

1.2. Joint venture

As this market entry mode requires the retailers to search for, and
join with, an appropriate business partner in foreign markets, the de-
gree of control of the internationalisng retailer is consderably
reduced. Neverthdess, according to Burt e d. (2004), this mode was
used as a popular entry method for European retailers. As an exam-
ple, the entry mode of Tesco UK into Korea is this method. It is,
therefore, necessary to identify why this method is preferred by re-
tailers and further, how that reasoning is linked with the knowledge
transfer process.

With regard to why a joint venture method is popular, there are
many reasons. Through the business agreement with a partner in an
overseas market, retalers can gain an opportunity to lean en-
trepreneuria  techniques, to acquire existing retail units, and to in-
crease opportunities for site acquisition, sharing entry costs with a
partner (Dawson and Henley, 1999). In addition, this is a way to es-
tablish a retail brand and dore image in host markets (Burt and
Sparks, 2002). Furthermore, this market expanson mode facilitates the
sharing of retailling management information, as demonstrated by
Kacker (1988).

Although forming a joint venture results in wesker control of the
foreign market, it has become apparent that, like the direct investment

mode, this entry mode can completely deiver retailing knowledge
outside the home market. This is, however, not aways the case, be-
cause the degree of knowledge shift can differ depending on the
management contracts between both parties.

1.3 Franchising

The entry method of franchisng can be the best way to rapidly
expand the business area with financia flexibility (Dawson, 1994).
This is consstent with Eroglu (1992), who highlighted that the fran-
chising method involves less risk than the above two entry modes in
financid terms. The franchisee in an oversees market can take ad-
vantage of retailing ideas and skills developed by the franchisor, un-
der a mutual contract.

Unlike the direct investment method, the degree of retailing
know-how transferred to the host market is similar to tha in a joint
venture mode. In terms of host market control, this modd might be
wesk, as pointed out by Treadgold (1988). In spite of the rdaion-
ship between market expansion methods and the knowledge transfer
process, there is no direct discussion of retailer brand programs in
exigting literature. 1t should, however, be noted that entry modes can
directly influence the knowledge transfer process (Sternquist, 1998;
Clarke-Hill et d., 1998). This means that the retailer brand programs
found in the host market are comparatively affected by different entry
methods.

On the other hand, it is essentid to turn attention to identifying
the relationship between the expansion of foreign retailers and the
changes of host markets. It would be expected that locd retailers
were affected by the foreign retailers, directly or indirectly, in terms
of knowledge accumulation.

2. Changes of host markets by retal internationdization

Irrespective of market entry type, it should be noted tha foreign
retailers have influenced the retailing environment of host markets.
For example, a degree of competition between the foreign and locd
retailers has appeared. Without the entry of the foreign retailers, this
Stuation would not have occurred in the host country. As demon-
srated by Cho (2001), the Korean retailing market has rapidly be-
come intensified since market opening in 1996 from a competitive
perspective, because many internationa retallers like Wal-Mart,
Carefour and Makro, landed in the late 1990's, dthough al of them
left Korea. In addition, the leadership in modern Korean retailing sec-
tor has shifted from conventional markets and supermarket format to
discount store/hypermarket retailing format investing by giant retailers
with big capital.

Associated with the influence of foreign retaillers on the host mar-
ket, Dawson (2003) dated that there were six potentid impacts on
host markets: (1) demand chains, (2) sectora competitiveness, (3) so-
cio-culturd vaues, (4) public policy reactions, (5) increased consumer
literacy, and (6) performance of the firm. It is particularly necessary
to pay atention to the fina type of impacts. The delivery of new
managerid retailing knowledge of the foreign retailers to oversess
markets has an impact on the performance of loca retailers. This is
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condstent with Pamer and Quinn (2005), who proposed that locd re-
tallers learn retailing know-how by monitoring their foreign competitors
internationaising within the host market. This monitoring leads to the
“copying” or adoption of similar gpproaches to retailing, which forms
part of the second type of impact - sectoral competitiveness.

In the same vein, Coe (2004) found that, in terms of the deve-
opmental impacts of transnationa retailing, foreign retailers had influ-
enced on the following aspects of retailing in host markets: (1) com-
petitive dtructure between domestic and foreign retailers, (2) com-
petitive structure between foreign retailers, (3) loca supply chains in
terems of buying skills, (4) domestic suppliers in terms of globa
sourcing of foreign retailers, (5) sociocultura changes, (6) regulatory
frameworks, and (7) internationdisation process, and strategy and in-
vestment decison of foreign retailers, from a variety of perspectives
(domestic and foreign retallers, consumers, and suppliers). First of dl,
foreign retallers are likely to impact on the purchasing behaviour of
domestic retailers.

Consequently, through retail internationalization processes, the host
market is influenced and further, the retail knowledge of foreign re-
tallers is transferred to the host market as it is monitored and imi-
tated by locd retailers.

3. Knowledge transfer mechanisms

In order to illuminate the knowledge transfer process of Tesco UK
to Korea, the kinds of transfer methods used by foreign retailers
should aso be examined. How to convey knowledge to the host
countries is one of the most important issues in knowledge shift
process.

Concerned about the forms of internationa transfer, Coe (2004)
proposed a digtinction between the formaized modes and less formd
modes. The former includes trade associations and the later the
movement of individua entrepreneurs and managers. Management
consultants and service providers are suggested as a third transfer
method. On the other hand, categorising knowledge into both explicit
knowledge and tacit knowledge, Lahti and Beyerlein (2000) stated
that the former can be trandferred through materids such as system
manuals, archives, database and groupware technology, whilist the
latter can be transferred through personne movement and the collabo-
ration of individuas. Given the characteristics of tacit knowledge,
Doherty (1999) emphasized that it is most likey transferred by
people. As evidence, Tesco employed personnel to transfer their
internationa experience to the UK (Pamer, 2005). Regular company
communication, meetings, persona contacts, job training models,
operational manuals, expert-system software and job rotation are
regarded as examples to convey knowledge from company to com-
pany (Lahti and Beyerlein, 2000). Similarly, Coe (2004) stated that
international  knowledge transfer processes are accelerated by both the
introduction of information technology networks and socid interaction
via training courses, the formation of “best-practice team”, and man-
agement transfers, while Kacker (1988) mentioned that the interna-
tiond retailing know-how might flow into host markets through in-
forma methods via persona observation and discussions during over-

sess vidts or participation in a variety type of programs, like mest-
ing, seminars or training programs.

3.1. Knowledge accumulation of local Korean retailers

For domestic Korean retailers the operational know-how of retailer
brands is accumulated internally or through benchmarking other coun-
tries programs through dtrategic dliances with foreign retailers (see
Table 1). As seen in the table below, major local retailers were influ-
enced primarily by Japanese or American retailers who mainly oper-
ated department stores or supermarkets, and which show a low
retailer brand share, compared to European retailers.

<Table 1> Korean retallers drategic aliances with foreign retalers

. Foreign Year of -
Retailer Retailer Country Agreement Retailing formats
Daie Jpan | 1988 Department,
Lotte ) Supermarket
Takashimaya Japan 1988 !
(Lotte Mart) Seibu 1988 Convenience store
Hypermarket
) Mitsukoshi Japan 1982-86 Department
?;_’ﬁg:f Price Costco | USA 1994 Hypermarket
Seibu Japan 1989-92 Supermarket
Department,
’\(ISY_acg)e Sams Club | USA 199 Hypermarket
Supermarket
. Department,
Hanwha Seiyu Japan 1988 Supermerket
LG Department,
G Matsuya Japan 1995 Supermarket
Convenience store
. . Department,
Haitai Helwhatou Japan 1989 Supermerket

Source: Adapted from Lee and Kim (1996)

Given that retaler brand market is led by discount store/ hyper-
market retailler such as Texo Korea, Lotte Mart, and E-Mart, the
above dliances agreed two decades ago might not make a con-
tribution to the Korean retailler brand market growth. Most of drate-
gic dliances are currently terminated. Although modern supermarket
retalers led the Korean retailing market before market liberdization,
and further retailer brand market, it was only the tip of the iceberg,
compared to current retailler brand market size. Accordingly, it would
be expected that the degree of the retailer brand development and han-
diing know-how of loca retailers was not sophisticated in that time.

I1l. Research methodology

Cepeda and Martin (2005) argued that in order to capture the
knowledge of practitioners and to develop theories in the rea world,
the case study can be a suitable choice in research drategy. There
have been many authors who have adopted case study research within
the retailing literature, such as Pdmer (2005), Jackson and Sparks
(2005). The single case study has been an increasingly popular meth-
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odology within the retail internationalization literature, and this meth-
od has enabled various authors to provide some very important in-
sght into this research area (Sparks, 1995; Shackleton, 1996a, 1996b;
Clarke and Rimmer, 1997; Wrigley, 2000). Furthermore, field research
that involves invedtigating the views and opinions of those directly
and indirectly involved in decison-making processes is receiving in-
creesing support within the literature (Shackleton, 1996a, 1996b;
Sparks, 1996; Palmer, 2002a, 2002b; Pamer and Quinn, 2003). Based
on these methods combining in-depth interviews with observation and
documentation, the research am will be pursued. Despite the con-
tinued debate on the pros and cons of the case study technique, the
reasons why the researcher uses this method in the present paper are
as follows:

(1) The subject surveyed is a particular retailer with world-wide
reputation;

(2) Rether than testing and generating a theory, the technique is
used to discover the natura business processes of retailers with
regard to retailler brand development and practice within its or-
ganization;

(3) The technique should understand the nature and complexity of
work processes, which can not be explained by detigtics data;

(4) The research focus is on exploring knowledge transfer processes.

As pointed by many authors (eg. Yin, 1994; Tdlis, 1997), this

method is not panacea to research, that is, this technique might be
able to lead the researcher in wrong directions. In order to prevent
information distortion through in-depth interview, thus, the researcher
observed retail outlets and used a documentation method.

1. Vdue of a case

In the UK, Tesco is the number one retailer with over 31 per cent
of supermarket share in 2007, followed by Asda with around 16 per
cent (TNS worldpand, 2007). It is worthy of note that its share of
sdes of retailer brands has gradually increased to 55 % of total sdes
in 2004 from 21 per cent in 1980 (Coriolis Research Report, 2004).
It can be sad that in the retaller brand market, Tesco is one of the
strongest supporters of the retailer brand strategy. From its postion as
the UK’s leading retailer and through its strong retailer brand market
share, it is unsurprising that Tesco attracts researchers attention.

After the acquisition of Home Ever in 2008, the number of Tesco
Korea stores increased to 111 in 2008 from 61 in 2007. The reason
why the researcher describes the number of Tesco stores is to explain
its scae rdative to the other top retalers like E-Mart with 119 large
discount stores and Lotte Mart with 63 stores. In the discount/hyper-
market sector, Tesco Korea recorded a market share of 13.84 % in
2005, overteking the second largest locd retaler, Lotte Mart with
12.08 % market share, and the gap between Tesco and E-Mart was
dramaticaly reduced to 13 per cent in 2005 from 18 % in 2001
(Coriolis Research Report, 2007).

As mentioned earlier, as seen in Table 2, Tesco Korea has led re-
tailer brand market in Korea Compared to that of E-Mart in 2007,
the share of Tesco Korea was 7.8% higher and the highest figure in
Korea What is important is that Tesco Korea has alocated consd-

erable marketing resources to increase the retailer brand market share.
As evidence, Tesco Korea increesed to 22.8% in the first haf of
2008. The gap, 2.8%, between 2007 and the first half of 2008 is
higher than that of GS market. It is, thus, expected that this perform-
ance might be thanks to the help of Tesco UK with higher retailer
brand share in the UK, that is, Tesco Korea might have accumulated
the retailer brand development and handling skills through the knowl-
edge transfer process. Furthermore, the retailer brand share gap be-
tween Tesco Korea and locad Korean retailers might be explained by
this knowledge tranfer. It is, therefore, enough to atract the author's
interest.

<Table 2> Retaler brand share of mgjor retailers

Retailer Share in 2007 Shares in 2008 (first half)
Tesco Korea 20.0 % 228 %
Lotte-Mart 130 % -
E-Mart 122 % 130 %
Hanaro-Club 85 % 76 %
GS Mart 6.1 % 82 %

Source: Korean Consumer Agency (2008)

As the second largest retailer in the Korean retailing market and
the most successful foreign hypermarket retailer, Tesco Korea is one
of the most influentid retailers, athough showing a lower share of
the retailler brand than in the home market. Nevertheless, amongst
major retailers in Korea, the reasons why Tesco Korea has led the
Korean retailer brand market should be explored.

2. Interview population and analysis

Depending on the decison—making authority and responsbility of
respondents, it is likely that the researcher will collect information of
different quality. This in its turn will influence research qudity, as
Eisenhardt (1989) pointed out. In order to increase credibility and
trustworthy, the researcher interviewed a few managers a Tesco
Kored's headquarters, store personnel and a supplier, as seen in Table
3. Even though the researcher reduced the options of potential inter-
viewees- from the entire Tesco Korea organization to those in the
buying department directly involved in the retailer brand program -
there are ill a large number of buyers and managers forming the
population. When it comes to the population sdection (see Table 3),
the researcher considered the importance of the following factors:
(1) the degree of authority and responshility, and (2) development or
sdling experience.

With an interview guide, the researcher interviewed a supplier in
Korea with audio-recording, with the am of accumulating interview
skills, and then Tesco Korea. With the agreement of respondents, the
researcher recorded the interviews. Interviews were conducted from
September to October 2008 a the headquarters of Tesco Korea and
suppliers or Tesco branch offices. Depending on the interviewess,
esch took from 1 hour to 3 hours. In-depth interviews with loca
Korean retallers were carried out during February 2009. In addition,
the researcher observed Tesco stores to confirm interview  contents.
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Through mixed research techniques, the researcher andyzed data
gathered.

<Table 3> Interview populations

Category No. Class Characterigtics|
3 Manager
Headquarters 1 Area Manager GO_Od
Tesco Korea - experience
Sore 1| Assstant Manager | \jiddie class
2 Senior Associate
Tesco Brand ?O%F)OIySI(i\(Ji
Producer Lotte Wellga| 2 Director ’ )
Import. Aden (excluding
port Agency clothing)
Total 9

3. Interview guide

Due to the limited time given by interviewess, it is necessary to
design questions to effectively gain relevant information. Before the
fidd work, the researcher pre-tested designed questions and amended.
Depending on interviewees, the researcher prepared three types of
questions. Tesco manger, store personne and Tesco brand producer.

During the interviews with Tesco mangers, main questions con-
cerned with knowledge transfer process are as the followings: (1)
general retailer brand strategy including retailer brand development
and handling process, (2) the relationship between Tesco Korea and
UK, (3) influence degree of Tesco UK, (4) ways to co-operate with
Tesco UK, (5) information flow from UK into Korea, (6) the process
of importing the retailer brand products of Tesco UK, (7) communi-
caion methods between Korea and UK, (8) kinds of retailing
know-how from UK, and so on. On the other hand, in order to con-
firm a variety of information gathered through Tesco managers, that
is, to avoid information digtortion, the researcher asked store person-
nel retailer brand handling process being operated in stores, based on
the manager’s interview questions.

As the only supplier of Tesco UK brands to Tesco Korea, Lotte
Wellga is cdosdy involved in the retailer brand program of Tesco
Korea In spite of the secondary information source, the researcher
asked the import process of Tesco UK brands as well as the influ-
ence degree of Tesco UK , on the premise that Tesco UK has an €f-
fect on Tesco Kored's retailer brand operation.

IV. Findings

Compared to loca Korean retailers who relied on foreign retailers
in advanced countries to gain sophisticated retailing skills, it is worth
noting how Tesco UK has transferred its own retailing know-how to
Tesco Korea

Through field work, the researcher found that Tesco Korea has
been influenced by the UK parent in the organisation and im-
plementation of the retailer brand program. This influence can be ex-
plained by the degree to which Tesco UK has affected the develop-
ment processes of both domestic and overseas Tesco brand products.
However, Tesco's UK knowledge might occasiondly be unfit for the

Korean market because it has been accumulated in a different bus-
ness environment with different trading terms, conditions and trading
practices.

The extent to which the UK-based Tesco plays the role of
“mentor” in Tesco Kored's retailer brand product development is the
core am of this research. If Tesco UK had helped Tesco Korea to
enhance its retailer brand program but this had resulted in a lower
retailer brand market share, it could be sad that the home market's
know-how does not work well in Korea, or that the knowledge trans-
fer process has not been implemented well. Alternetively, one might
dso ague that the Korean retall market has inherent characteristics
which are different from the UK.

1. Globa Sourcing Team

The Globa Sourcing Team, which was established with the initia
am of importing Tesco UK brands a few years ago, operates as a
bridge between Tesco UK and Tesco Korea This team signals a re-
inforcement of the UK influence.

It is demonstrated throughout the in-depth interview with Tesco
managers that this team was used as a catdyst to internationaise the
retailer brand development processes and management processes from
the UK Tesco perspective. In other words, the UK know-how asso-
ciated with Tesco retailer brands gradualy prevails throughout Tesco
Koreg, primarily through the use of this department as an information
sharing vehicle.

2. International exchange between UK and Korea

When looking a knowledge transfer, it is necessary to identify
what kind of process the UK operation goes through to transfer its
own know-how to Korea. Rather than simply confirming that retailing
skills move from one nation to another nation, how this communica-
tion between Tesco in the home market and Tesco Korea occurs
should be given attention, because the communication system between
both parties might explain the transfer process. When there is a poor
communication system, it is less likely that the UK knowledge will
be passed effectively into Korea As reveded by the interviews with
Tesco Koreg, up to a few years ago, the UK was not involved in
the Tesco Korea brand devel opment.

“Snce Tesco UK merged the previous company called “ Samsung
Plaza’, Tesco headquarters has gradually expanded its own influence
into Korea over the whole work area. Indeed, in the initial acquis-
ition stage, the headquarters was not involved in any retailer brand
development process. The development activity was implemented under
our autonomy. Over the last few years, recently, chances to have ac-
cess to Tesco UK-related information associated with Tesco own
brand development have increased through keeping in touch with
Tesco UK directly or indirectly. The Global Sourcing Team internally
plays as a good bridge between two nations.” (Tesco Manager)

It was found that the mgor change agent in developing Tesco
brands was the establishment of the Globa Sourcing Team. Tesco



Cho, Young-Sang / Journal of Digtribution Science 9-2 (2011) 13-24 19

saff within the Globa Sourcing Team provide not only Tesco UK
own brands, but adso development-related information. Through in-
terna meetings between this team and developers of Tesco Korea,
UK know-how has flowed into Korea

While the above interaction is observed a the practitioner leve,
the researcher should additiondly examine links between Korea and
the UK in the senior management level. Tesco Koreds CEO regu-
larly attends internationad meetings atended by Tesco's different na-
tiond CEOs. This meeting is used as a way to share a range of ad-
minigrative information, as well as to hear about corporate strategy
and policy. Retailer brand issues, like brand strategy and performance,
are included in these meetings. Information or policy changes ac-
quired through regular or irregular meetings of senior management be-
comes the adminigtration policy of Tesco Korea, and this then flows
down from top management to lower levels such as developers and
store personnd.

While the latter case is related to macro-level news on the direc-
tion of the overdl retailer brand program, the former is more closdy
rdated to how Tesco brand products are developed in practice
Unlike in the initia stages of the acquisition, Tesco UK has recently
gradualy increased its influence in the brand development activity of
Tesco Korea through various communication channels.

2.1. Information sharing

As the number of UK brand products increases within Tesco
Koreg, it is natural that Tesco Korea needs more help from the im-
port department (the Global Sourcing Team staff) to obtain product
information, because local buyers teke complete responsbility for sell-
ing from the headquarters perspective, dthough sdling is ultimately
managed by the stores. In a sense, the buyers must keep in touch
with stores to provide proper product information to store managers
and store personnel. Above al things, the import staff are those most
frequently exposed to communications with the Tesco UK buying pol-
icy, which means that they have indirect experience of oversees re-
tailing know-how, as well as knowledge concerning the retailer brand
devdopment and handling process. The only way that locd buyers
can gain overseas market or product information requires their
cooperation. This co-operative relaionship between the two parties is,
therefore, well-established even though there are sometimes de-
partmental conflicts, like whether to stop importing some products be-
cause of a poor sales peformance, or how to clear out failed prod-
ucts:

“Honedtly, all 1 know about Tesco UK brand products is that its
market share is considerably higher than Korea. I'm not sure it
might be over 50 per cent. | have never participated in any training
course that Tesco UK aims at transferring the development know-how
to Korea. Furthermore, there is no training course like that.
Whenever we need more information, we should meet, or call to, the
Global Sourcing daff. That's all. So, departmental co-operation is
very important. Sometimes, we have a little conflict between the buy-
ing department and the Global Sourcing Team saff.” (Tesco Korea
Manager)

As indicated in the above quote, Tesco Korea buyers can gather
useful information from the Globa Sourcing Team. What is gpparent
is tha the Globa Sourcing Team within Tesco Korea has been used
as a bridge to convey retail know-how from the UK to Korea. The
Globad Sourcing Team does not smply import UK products devel-
oped by Tesco UK, but dso propagates UK retailing skills within
Tesco Koreaw The researcher found, through interviews, that this trend
has become stronger in recent years, considering the increasing sdes
volume of Tesco UK brand.

2.2. Information classification

“We have gained a variety of information related to not only
Tesco UK brand products but also generally the retailing sector of
the UK. During the meeting with the Global Sourcing Team, they
told us lots of information from trivial to high-quality information af-
fecting directly the devdlopment process. In sdecting and managing
producers, the guiddines devdoped by Tesco UK experience are
highly evaluated. It is very useful.” (Tesco Korea Manager)

Based on the interview results, the researcher will classfy the in-
formation received into groups, according to the development process
of the retaller brand, including very genera miscellaneous information
that is not directly related to the development activity.

Firstly, the Global Sourcing Team proposes potentid items for im-
port from the overseas market to buyers. They commonly provide the
following information: (1) popular items in foreign markets, (2) new
product introduction, (3) consumption trends, (4) sdes trends, and so
on. As the buyers gain diverse information, not al of this can be
utilized in practice. There was, however, no mention by the inter-
viewees of a know-how transfer in relation to the item decison
know-how activity. At this stage, what Tesco UK has done is smply
to provide information.

“Even though we can collect whatever we want, using all in-
formation is very limited, in fact, because there is a difference be-
tween two markets.” (Tesco Korea Manager)

However, in respect of retaler brand production, Tesco UK is
more directly involved in the retailer brand program of Tesco Kores,
directly transferring a part of the development skills. With regard to
production information, the UK has provided Korea with as the fol-
lowing advantages. (1) overseas producer ligts; (2) commodity prices,
or raw materia prices;, (3) factory inspection guidelines; (4) promo-
tion ills, (5) packaging design development co-operation etc. One il-
lustretion that Tesco UK transferred a part of its retailing know-how
to Korea is tha producer sdection criteria are avalable over the
world. Likewise, if Tesco Korea wants to make a contract with a
producer trading with any Tesco internationa operation throughout the
globe, the producer sdection activity should be omitted, because the
producers have dready passed through Tesco's internd inspection
guiddines provided by the UK headquarters.

The handling stage (sdlling) is less related to knowledge transfer.
Nonetheless, the clearance program introduced for failed products is
an example of influence from the UK. In the sdling stage, it is eas-
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ier to find differences between the two nations, like frequent prices
reductions, active end cap displays, and promoter staff, rather than
smilarities.

Findly, separate from the practicd retaling know-how transfer,
Tesco Korea dso gains more generd information, which is less directly
rdated to the retaler brand development and handling process, from
Tesco UK. As a result of attending the internationa meeting, as men-
tioned ealier, Tesco Korea gains a vaiety of future-orientated in-
formation like brand strategy, store image unification policy, and so on.

Through such information sharing, it is evident that Tesco Korea
has improved the Tesco retaler brand development and handling
process by establishing the Globa Sourcing Team within the
organization. In the same vein, the team role has become more and
more important than ever before.

“Through the Global Sourcing Team, we will continuoudy increase
the sales volume of the UK brands. This is the company policy from
the top management. And then, the team’s roles will be enhanced in-
ternally because of the UK Tesco's influence expanson.” (Tesco
Korea Manager)

3. Different influence level by brand forms

Despite the fact that Tesco UK has transferred its own retailing
skills into Korea, it was found through the field work that the three
Tesco brand forms have been influenced differently. According to the
degree to which the Globa Sourcing Team has something to do with
the retailer brand development process, it should be noted how much
each brand form is differently related to the knowledge shift.

“By brand types, well, the degree of the UK intervention should
be evaluated, because when we develop our own products in Korea,
the UK entrusts the product development decison process to buyers,
providing some guiddines to be followed. On the other hand, regard-
ing the Tesco UK brands, all we can do are only to sdll them after
import.” (Tesco Korea Manager)

3.1. Domestic (Korean produced) Tesco brand

Briefly spesking, with regard to the level of influence of the UK,
this brand form has the least retailing know-how transfer. The retailer
brands of the past, before the UK started to intervene in the develop-
ment process, resulted from the loca Tesco Korea know-how, accu-
mulated in the domestic market. There has recently been, however, a
strengthening co-operative relationship between the two countries. In
other words, as Tesco UK has attempted to transfer its knowledge or
products into Korea, the number of examples of knowledge transfer
from Tesco UK has steadily increased in many different eements of
the development process. As representative evidence, there is the
common use of the package design logo developed by the UK and
the factory inspection check list. Throughout the store observations,
the researcher found that Tesco buyers have used the symbol or mark
of Tesco UK for the domestic own brand. As an example, the brand
image of the Tesco Vaue brand in the UK is transferred directly as
the mark of the Tesco Alttle brand of Tesco Korea. Similarly, the
Qudity Management Team has adopted the producer assessment

standards developed by Tesco UK, when sdecting producers of Tesco
Korea brands.

Given that this kind of symptom increases, it is unwise to say that
the domestic produced retailer brand will be less influenced by the
UK in the future. Consequently, dthough this brand form is under
less pressure from Tesco UK than the other forms, the development
process of the Tesco Korea domestic brand has become more and
more similar to the UK, through the transmission of retailing skills.

3.2. Oversess produced Tesco brand

It is necessary to look at the relationship between the import agen-
¢y, the Tesco Korea buyers, and the Globa Sourcing Team. In prin-
ciple, the role of the import company is to supply oversess Tesco
brand products. The difference between the domestic retaller brand
and the oversess retaller brand forms is whether a producer is based
oversess. The latter is produced in the overseas market and imported
by the agency, while the former is produced in Korea The overseas
products are developed by both the Tesco Korea buyers and the im-
port agency, with little hep from the Globa Sourcing Team. In
terms of import, however, this is very similar to Tesco UK brands.

During the item decision process, the import agency suggests po-
tentid items to Tesco Korea and provides diverse informetion for
buyers. Before explaining the role of the agency, one should re-
member that this company aso deds with the Tesco UK brand im-
ports, which means that Tesco Korea is outsourcing the import work.
This company has, thus, lots of Tesco UK-related information and
furthermore has kept a good reaionship with both the Globa
Sourcing Team and the Korea buyers, as indicated in the next quote:

“We have supplied a huge number of products. Probably, we have
provided more than 3,000 SKUs. Of course, Tesco is one of the im-
portant clients for us. Think about our relationship. This company
have traded with Tesco since the introduction of the retailer brand
program. While doing business with Tesco Korea, we have experi-
enced a lot of things concerned with Tesco brands and met a large
number of buyers. We are actively sharing information for the mutual
interest.” (Lotte Wellga)

This agency is treated as one of the company’s most important
suppliers. Also, Lotte Welga functions as an intermediary between
Tesco Korea and oversess producers, and organizes business activity as
a buyer for the oversess producers. In contrast, Tesco buyers are in-
volved in developing domestic Tesco brands. It is very difficult for
the buyers to directly contact overseas producers due to linguistic
problems or invest ther working time as a result of high workloads.
At this dage, the import company provides potentid items, producer
lists, sales trends for each item, and data on future marketability and
0 on, in order for the buyers to make the right decison related to
the oversess Tesco brand development. In this case, the buyers might
over-rely on the import agency because of limited information sources.

With regard to the production stege, there are many aspects that
the import agent should do with overseas producers just as buyers do
with domestic producers (like producer contact, product cost negotia
tion, factory inspection, packaging design etc.). What is important at
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this stage is that this company co-operates fully with the Global
Sourcing Team to sdect the right producer, which must follow the
producer sdlection standards under Tesco Kored's supervison of the
Qudity Management Team.

“If any overseas producer has already done with business with
any international Tesco branch over the world, the producer sdection
process can be omtted. In this case, the development process can
dramatically be reduced, because the producer has already passed
through Tesco standards.” (Lotte Wellga)

After the agent imports overseas produced Tesco brand products
and supplies them to Tesco distribution centres, these products are
moved to the sdling stage, like other Tesco brands. It is obvious that
producer information is shared internationaly.

3.3. Tesco UK produced brand

In terms of product imports from a foreign market, the Tesco UK
brand looks like an overseas Tesco brand. Regarding the degree to
which Tesco UK is involved in the retailer brand program of Tesco
Korea, however, the Tesco UK brand products should be trested as
an export form by the UK. Except for the sdling stage, the previous
two stages are managed by Tesco UK.

Briefly, development is carried out by the UK and sdling by
Korea This is confirmed by store observations as a pat of the field
work. From the interviews, the researcher found that the UK has a
very strong desire to increase the market share of Tesco UK brands
in Korea. In accordance with this am, the interviewees argued that
Tesco Korea has dramaticaly increased the number of Tesco UK
brands, and frequently sent the Globa Sourcing Team gaff to the
UK to pick out import items.

“We have paid much attention to increase the number of Tesco
UK brand products by the company policy. The Global Sourcing
Team oaff is very as busy as buyer. This brand sales volume can
absolutely not be decreased. Continuoudy, sales performance will go
up.” (Tesco Manager)

From the UK Tesco's perspective, this can be seen as the inter-
nationdization of its own retailer brand. The Globad Sourcing Team
hands over the imported products to general buyers. At this point,
except for the sdling management process, there is nothing Tesco
buyers do to import the UK brands. Similarly, through the import
process, the retailer brand development is finished. At this stege, it
should be noted that this product needs to be named in Korean, ow-
ing to government regulation, and passes through customs. After the
Globa Sourcing Team discusses what items are suitable for Korean
customers with buyers, the Globa Sourcing Team saff orders Lotte
Wellga to import the items agreed with the buyers. The import agent
completely covers the import-rdlated work, ataches Korean labels to
the products, and supplies the products to Tesco Korea distribution
centres. Consequently, the difference between overseas produced
brands and Tesco UK produced brands is explained as the following:

“In importing different two brands, there is no big difference
However, the import of the UK brands is considerably simpler than
overseas products, because all we have to do is just to attach new

Korean labels reflecting regulation.” (Lotte Wellga)

Surprisingly, there were dso cases where Tesco Korea exports do-
mesticdly produced brands to other countries, athough the frequency
was very rare. Currently, Tesco Korea does not get involved in such
export activity.

Through the process of buyers discussing Tesco UK brand prod-
ucts with the Globa Sourcing staff, UK retailing knowledge is trans-
ferred to Korea

V. Conclusions

Although there is much literature on retail internationdization, the
relationship between the retail internalization process, knowledge trans-
fer, and the different retailer brand shares has not been examined.
When retailers with a higher retailer brand share expand into markets
with no or lower retailer brand share, how these retalers influence
other nations retailer brand markets has been given less atention. On
the other hand, as a result of the active overseas expanson of re-
talers, there are a large number of retall internationdization papers.
Smilarly, the internationa knowledge transfer process of retailing
from one nation to another, by retail internationdization activity, has
atracted authors interest. As an example, Kacker (1988) pointed out
that massmerchandizing knowledge moved gradudly to other coun-
tries through joint-ventures, an entry mode for expansion into interna
tiona markets.

In the same vein, the researcher confirmed that the retailing
know-how associated with developing retailer brands, generated and
accumulated by Tesco UK has, in part, been tranferred to Korea
This research aso identified how Tesco UK has moved its own
knowledge, associated with the retailer brand program, to Korea, as
seen in Figure 1, dthough some authors (eg. Coe and Lee, 2006;
Suh and Howard, 2009) argued that Tesco Korea has been locaised
in the Korean market, unlike Wa-Mart and Carrefour, who alocated
marketing resources to develop their own brands and adopted a glob-
dization drategy before withdrawa from Korea. When it comes to
the evidence of knowledge transfer of internationd retalers, the re-
search supports Kacker's (1988) view.

Annual meeting
Trading meeting
Buyer co-operation

Export of Tesco UK brands

Tesco UK Tesco Korea

Knowledge transfer

1. Retailer brand development
and handling skills

2. Manufacturer audit manual

3. Information sharing

4. In-store merchandizing skills

5. Etc.

<Figure 1> Knowledge transfer process
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The examination of the relaionships between knowledge transfer
processes and practicd work flows through the case of Tesco Korea
can be seen as a good example to explain a pat of the retail inter-
nationa processes. Furthermore, this research supports Dawson (2004)
and Padmer and Quinn (2005), who noted that changes in retail mar-
kets where foreign retailers expand their own business, are controlled
by the degree of retalling knowledge transfer. In this respect, this
study suggests a new research point, that is, when expanding into
foreign markets with a lower retaller brand share, internationa re-
tailers with sophigticated retailer brand development and handling
skills tend to achieve higher retailer brand market share in host
markets.

However, whether internationd retailers with a higher retailer brand
share in the home market sgnificantly influence the retaler brand
programs of locd retailers or simulate the local retailers to actively
develop their own brand products has not been examined from the
point of view of knowledge transfer. In addition, even though the re-
taller brand share of Tesco Korea is higher than those of loca
Korean retailers, the assumption that the retailler brand development
and handling processes of Tesco Korea is superior to those of its
counterparts in the Korean market may not dways be true.

Accordingly, the degree to which the entry of internationa retailers
with an enhanced retailer brand program influences the retailing
know-how of locd retailers in the host marketplaces from the point
of view of knowledge transfer should be investigated in the future.

Received: April 06, 2011.
Revised: May 09, 2011.
Accepted: June 10, 2011

References

Alexander, N. and Myers, H. (2000), “The retail internationalisation
process’, International Marketing Review, 17(4/5), 334-353.

Baden-Fuller, C. W. F. (1984), “The Changing Market Share of Retall
Brands in the UK Grocary Trade 1960-1980", Chepter 9,
pp.513-526 in CESCOM-IRM. 'The Economics of Distribution',
Franco Angdi, Milan.

Burt, SL. (1992), “Retailer Brands in British Grocery Retaling: A
Review”, Inditute for Retall Studies, Universty of Strling,
Working Paper 9204.

Burt, SL. and Carraero-Encinas, J. (2000), “The role of store image
in retall internationalization”, International Marketing Review,
17(4/5), 433-453.

Burt, SL. and Mavrommatis, A. (2006), “The Internationa Transfer
of Store Brand Image’, International Review of Retail,
Digtribution and Consumer Research, 16(4), 395-413.

Burt, SL. and Sparks, L. (2002), “Corporate branding, retailing and
internationdization”, Corporate Reputation Review, 5(3), 194-212.

Burt, SL., Dawson, J. and Sparks, L. (2003), “Failure in internationa
retailing: research propositions’, The International Review of
Retail, Distribution and Consumer Research, 13(4), 355-373.

Burt, SL., Dawson, J. and Sparks, L. (2004), “The international di-

vestment activities of European grocery retailers’, European
Management journal, 22(5), 483-492.

Burt, SL., Mdlahi, K., Jackson, T.P. and Sparks, L. (2002), “Retail
internationdization and retail falure: issues from the case of
Marks and Spencer”, International Review of Retail, Digtribution
and Consumer Research, 12(2), 191-219.

Cepeda, G. and Martin, D. (2005), “A review of case studies publish-
ing in Management Decision: Guides and Criteria for achiev-
ing quaity in quditaive research’, Management Decision,
43(6), 851-876.

Cho, Y.S. (2001), “Comparative study: Korea and Japan in terms of
development and handling process of retailer brands’, un-
published mester thesis.

Clake, 1. and Rimmer, |. (1997), “The anatomy of retail internation-
dization: Diamaru’s decison to invest in Mdbourne, Austrdiad’,
The Service Industries Journal, 17(3), 361-382.

Clake-Hill, C. M., Robinson, T. & Bailey, J (1998) “Skills and
competence transfers in European retail dliances: a compar-
ison between alliances and joint ventures’, European Business
Review, 98(6), 300-310.

Coe, N.M. (2004), “the internationdisation/globalisation of retailing:
towards an economic—geographica reseerch agendd’, Environment
and Planning A, 36, 1571-1594.

Coe, NM. and Lee, Y.S (2006), “The drategic Locdization of
Transnationd Retalers: The case of Samsung-Tesco in South
Korea’, Economic Geography, 82(1), 61-88.

Coriolis Research Report, (2004), “TESCO:. A CASE STUDY IN
SUPERMARKET EXCELLENCE", July.

Coriolis Research Report, (2007), “Four Retal Mega Trends. GS1
Connecting the Dots; August 22, GS1 New Zesland.

Davies, K. and Burt, S. (2007), “Consumer co-operatives and retall
internationdisation:  problems and prospects’,  International
Journal of Retail and Didribution Management, 35(2), 156-177.

Davies, K., Gilligan, C.T., and Sutton, C.J. (1986), “The Development
of Own Labed Product Strategies in Grocery and DIY
Retailing in the United Kingdom”, International Journal of
Retailing, 1(1), 6-19.

Dawson, JA. (1994), “Internationaizetion of Retailing Operations’,
Journal of Marketing Management, 10(4), 267-282.

Dawson, JA. (2003), “Toward a Modd of the Impacts of Retall
Internationdlisation” in Dawson, J, Mukoyama, M., Sang
CC. and Lake R. (eds) “The Internationdisation of
Retailing in Asa’, London: Routledge Carson, 189-209.

Dawson, JA. (2004), “New Culture, New Strategies, New Formats
and New Rdaionships in European Retaling: Some
Implications for Asid’, Journal of Global Marketing, 18(1/2),
73-97.

Dawson, JA. and Henley, J. (1999), Internationdization of food re-
taling in Poland: the management of scarcity? Working
Paper Series N0.99/1, University of Edinburgh, 1-21.

De Chernatony, L. (1985), “How consumers see the packaged grocery
merkets: Branded, own labd and generic products’, International
Journal of Retail and distribution Management, 13(4), 45-47.



Cho, Young-Sang / Journal of Digtribution Science 9-2 (2011) 13-24 23

De Chernaony, L. (1989), “Branding in an Era of Retaler
Dominance’, International Journal of Advertising, 8, 245-260.

Doherty, A.M (1999), “Explaining international retailers market entry
mode strategy: internationdization theory, agency theory and
the importance of informaion asymmetry”, International
Review of Retail, Digribution and consumer Research, 9(4),
379-402.

Eisenhardt, K.M. (1989), “Building Theories from Case Study
Research”, Acadeny of Management Review, 14(4), 532-550.

Eroglu, S. (1992), “The Internationdization Process of Franchise
Sysems. A Conceptua Modd”, International Marketing
Review, 9(5), 19-30.

Etgar, M. and Rachman-Moore, D. (2007), “Determinant Factors of
falures of Internationd Retailers in Foreign Markets’, The
International Review of Retail, Distribution and Consumer
Research, 17(1), 79-100.

Hurt, M. and Hurt, S. (2005), “Transfer of managerid practices by
French food retailers to operations in Poland’, Academy of
Management Executive, 19(2), 36-49.

Jackson, P. and Sparks, L. (2005), “Retail internationaisation: Marks
and Spencer in Hong Kong”, International Journal of
Retailing and Distribution Management, 33(10), 766-783.

Jn, B. and Suh, Y.G. (2005), “Integrating effect of consumer percep-
tion factors in predicting private brand purchase in a Korean
discount store context”, Journal of Consumer Marketing,
22(2), 62-71.

Kacker, M.P. (1985), Transatlantic Trends in Retailing, Westport, Ct:
Greenwood Press.

Kacker, M.P. (1988), “International flow of Retailing Know-How:
Bridging the Technology Gap in Didribution” Journal of
Retailing, 64(1), 41-67.

Kerin, RA. and Varaiya, N. (1985), “Mergers and Acquisitions in
Retallingg A Review and Criticd Anayss’, Journal of
Retailing, 61(1), 9-33.

Kim, K.P. (1993), “The investigation of PB development in Korean
department  stores’, Unpublished MSc dissertation, University
of Suwon.

Korean Consumer Agency (2008), Retailer Brand Report.

Lahti, RK. and Beyelein, M.M. (2000), “Knowledge Transfer and
Management Consulting: A Look a “The Frm’”, Business
Horizon, January-February, 65-74.

Lee, S and Kim, M. (1996), “Distribution market 1996: entrants of
foreign company and facing problems’, Journal of Korea
Distribution, 1(2), 221-251.

McGoldrick, P. (1984), “Grocery Generic- An Extenson of the Private
Label Concept”, European Journal of Marketing, 18, 5-24.

McGoldrick, P. (1995), Introduction to international retailing, London:
Pitman.

Pamer, M. (20028), “Corporate interaction and learning during the re-
tail internationalization process. a study of multinationa re-
tailer expansion”, unpublished PhD thesis, Faculty of Business
and Management, University of Ulster, Coleraine.

Pamer, M. (2002b), International Restructuring and Divestment: The

Experience of Tesco, Faculty of Business and Management,
University of Ulgter, Coleraine, Marketing and Retailing
Working Paper Series, 1-33.

Pamer, M. (2005), “Retall multinationd learning: a case study of
Tesco”, International Journal of Retail and Digtribution
Management, 33(1), 23-48.

Pdmer, M. and Owens, M. (2006), “New Directions for Internaiona
Retall Joint Venture Research”, International Review of Retail,
Digtribution and Consumer Research, 16(2), pp.159-179.

Pamer, M. and Quinn, B. (2003), “The srategic role of investment
banks in the retall internationalization process: is this venture
marketing?' European Journal of Marketing, 37(10), 1391-1408.

Pdmer, M. and Quinn, B. (2005), “An Exploratory Framework for
Andysing International Retail Learning” International Review
of Retail and Consumer Research, 15(1), 27-52.

Pederzoli, D. (2006), “Conception and Test of a Comprehensive
Modd of International Srategy for Retail Companies’,
International Review of Retail, Distribution and Consumer
Research, 16(4), 415-431.

Shackleton, R. (1996a), “Retailer internationdization: a culturaly con-
sructed phenomenon”, in Wrigley, N, Lowe, M (Eds),
Retailing, Consumption and Capitd, Longman, Harlow,
137-156.

Shackleton, R. (1996b), “Collisions of corporate culture: UK food re-
tal invesment in the USA”, unpublished PhD thess,
Department of Geography, University of Southampton,
Southampton,

Smmons, M. and Meredith, B. (1983), “Own Labd Profile and
Purpose’, Journal of Marketing Research Society, 26, 3-27.

Sparks, L. (1995), “Reciprocd retail internationdization: the Southland
Corporetion, Ito-Yokado and 7-Eleven convenience stores’,
Sarvice Industries Journal, 15(4), 57-96.

Sparks, L. (1996), “Investment recommendations and commercid red-
ity in Scottish grocery retailing”, Services Industries Journal,
16(2), 165-190.

Sernquist, B. (1998) International Retailing, New York: Fairchild
Publications.

Suh, Y.G. and Howard, E. (2009), “Restructuring retailing in Korea
the case of Samsung-Tesco”, Asia Pacific Business Review,
15(1), 29-40.

Tdlis, W. (1997), “Application of a Case Study Methodology by
Winston Telis’, The Qualitative Report, 3(3), available from:
http://mww.nova.eduw/ssssQR/QR3-3/tellis2.html

TNS worldpand, (2007), avalable from: http:/Amww.igd.com/andy-
ss/news/news_detail.asp?articleid=4383

Treadgold, A. (1988), “Retailing without frontiers’. International jour-
nal of retail and distribution management, 16(6), 8-12.

Williams, D.E. (1992), “Retaler Internationaization: An empirica
Inquiry”, European Journal of Marketing,26(8/9), 8-24.

Wrigley, N. (2000), “The globalization of retail capitd: themes for
economic geogrgphy” in G. L. Clark, M. Gertler and M.
Feldman (eds), The Oxford handbook of economic geography,
Oxford: Oxford University Press, 292-313.



Cho, Young-Sang / Journal of Digtribution Science 9-2 (2011) 13-24

Wrigley, N. and Currah, A. (2003), “The siress of retail international-
ization: lessons from Royad Ahold's experience in Latin
Americd’, International Review of Retail, Digtribution and
Consumer Research, 13(3), 221-243.

Yin, RK. (1994), Case Sudy Research: Design and Methods, 2™ ed,
Thousand Oaks, CA: Sage Publications

24




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile true
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue true
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
    /Arial-Black
    /Arial-BlackItalic
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
    /ArialMT
    /ArialNarrow
    /ArialNarrow-Bold
    /ArialNarrow-BoldItalic
    /ArialNarrow-Italic
    /ArialUnicodeMS
    /CenturyGothic
    /CenturyGothic-Bold
    /CenturyGothic-BoldItalic
    /CenturyGothic-Italic
    /CourierNewPS-BoldItalicMT
    /CourierNewPS-BoldMT
    /CourierNewPS-ItalicMT
    /CourierNewPSMT
    /Georgia
    /Georgia-Bold
    /Georgia-BoldItalic
    /Georgia-Italic
    /Impact
    /LucidaConsole
    /Tahoma
    /Tahoma-Bold
    /TimesNewRomanMT-ExtraBold
    /TimesNewRomanPS-BoldItalicMT
    /TimesNewRomanPS-BoldMT
    /TimesNewRomanPS-ItalicMT
    /TimesNewRomanPSMT
    /Trebuchet-BoldItalic
    /TrebuchetMS
    /TrebuchetMS-Bold
    /TrebuchetMS-Italic
    /Verdana
    /Verdana-Bold
    /Verdana-BoldItalic
    /Verdana-Italic
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 1200
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 1200
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects true
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e55464e1a65876863768467e5770b548c62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc666e901a554652d965874ef6768467e5770b548c52175370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA (Utilizzare queste impostazioni per creare documenti Adobe PDF adatti per visualizzare e stampare documenti aziendali in modo affidabile. I documenti PDF creati possono essere aperti con Acrobat e Adobe Reader 5.0 e versioni successive.)
    /JPN <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken waarmee zakelijke documenten betrouwbaar kunnen worden weergegeven en afgedrukt. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents suitable for reliable viewing and printing of business documents.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020be44c988b2c8c2a40020bb38c11cb97c0020c548c815c801c73cb85c0020bcf4ace00020c778c1c4d558b2940020b3700020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


