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Abstract

The article shows that the field of activity of Internet companies has significant specifics that
distinguish it from the real sector of the economy or services. First of all, this refers to the
intangible and mass nature of the provision of services. However, carrying out activities in
collaboration with other sectors of the economy, the characteristics of the field of activity change
significantly. It is shown that the ideas about the specifics of the activities of Internet companies
that have developed in the scientific literature do not correspond to reality. As a result of the
analysis of the practice of entering the market of Internet companies and expert opinions, it was
revealed that the most significant factors in the conditions of instability of the external
environment are political and technological factors that determine the possibility of operating in
a new national market. Economic and social factors are also very significant and determine the
possibilities of access to resources, the level of investment and profit, but they can be attributed
to less significant ones. It is shown that in order to take into account all the factors that affect the
possibility of entering the international market of an Internet company, they must be ranked in
order of importance, determining the possibility of entry and influencing the level of return on
investment. At the same time, the results of a strategic analysis should allow one to draw a
conclusion about the level of competition, the presence of a target audience, the choice of a
product and the identification of channels for its promotion.
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Introduction

The current market for the services of Internet companies in the modern economy now includes
more and more types of activities [Dzyubenko, 2021]. In fact, today all service sectors in one way or
another carry out operations through network technologies. At the same time, in contrast to the markets
of the real sector of the economy, where there is a significant differentiation in access to innovative
technologies, and, accordingly, in developed countries it was significantly higher than in developing
ones, at present, the situation is reversed with respect to the activities of Internet companies. Developing
countries such as China, India and Russia may use more advanced Internet technologies than developed
countries. In addition, access to information resources is crucial for national security, so all countries
in the world to some extent restrict the access of foreign Internet companies to the domestic market.
Therefore, the problem of conducting a strategic analysis when entering international markets is a
scientific task that needs to be investigated from the standpoint of the basic principles and methods of
the digital economy.

Main content

When forming the conceptual foundations for entering the market of Internet companies, it is
necessary to highlight the main characteristics of the activities of Internet companies. According to a
number of Russian and foreign researchers, the following should be attributed to them.

The activities of an Internet company are not limited by the geographical boundaries of the market.
That is, the technologies used can be scaled up taking into account the specifics of the local market
[Yampolskaya, Starostin, Koimur, 2016]. However, modern Internet companies can operate in the
service sector, and therefore significantly depend on the conditions of the national market. So, in 2020,
DiDi Chuxing, a Chinese company focused on providing taxi and passenger coordination services, tried
to enter the Russian market, but its entry was limited only to the territory of Kazan. However, she could
not compete with the Russian service of the Internet company Yandex.

Also, a common position in the expert community is the opinion that an Internet company has a
significantly lower level of costs compared to other types of business [Katsikeas, Leonidou, Zeriti,
2020]. Obviously, in relation to material production, the level of capital intensity is indeed significantly
lower, but the cost of software for Internet companies and its maintenance is highly costly. In addition,
the information infrastructure is subject to great risks. Hacker attacks on the resources of an Internet
company can have a critical impact, while a limited number of highly paid specialists can repair the
damage.

One can agree with the opinion that Internet companies can count on rapid growth in the market
due to the opportunities for rapid scaling and business expansion, however, a significant limitation of
this is high competition, as well as dependence on innovations and customer acquisition tools [Bala,
Verma, 2018 ]. At the same time, not only Internet marketing tools are used, but also "traditional” types
of advertising, such as, for example, television or outdoor.

Thus, despite the fact that this type of business is attractive because of its opportunities, it is also a
high-risk one that requires the formation of a strategic vision of the future for each of the regional

Yang Fan, Raju Mohammad Kamrul Alam



Management 855

(national) markets. At the same time, in recent years there has been a multiple increase in threats to the
external environment due to macroeconomic and geopolitical factors. Under these conditions, it is
necessary to transform approaches to identifying opportunities to enter new international markets
[West, Ford, Ibrahim, 2015].

From the most general positions, the strategic analysis of the company's external environment is
the process of studying and evaluating factors outside the company and influencing its activities. It
helps the company to understand what opportunities and threats the external environment presents for
its business, as well as what trends and changes are taking place in the industry in order to make
effective strategic decisions.

The external environment can be divided into several categories [Grant, 2021]:

1. Economic environment — includes inflation, unemployment, exchange rates and other economic
factors that may affect the company's income and expenses.

2. Technological environment — includes new technologies that can change the way products are
produced and distributed.

3. Political environment — includes government laws, taxes and regulations that may affect the
company's business.

4. Social environment — includes demographic factors such as age, gender and education of the
population, which may affect the demand for the company's products.

5. Ecological environment — includes changes in the environment that may affect the production
and distribution of the company's products.

Let us determine the significance of these factors for the type of business under study.

Obviously, for the activities of an Internet company when entering new national markets, the most
significant is the political environment that determines the institutional environment.

Currently, in many countries there is legislation that prohibits access to personal data of citizens of
foreign companies and their storage on servers physically located outside the country. Russia is one of
those countries. Thus, when entering the Russian market, Internet companies must either use the server
storage of local companies or plan significant investments in the development of their activities. Thus,
political factors determine the very possibility of foreign Internet companies entering the market.

The factor of the technological environment is no less significant, since for the organization of the
activities of Internet companies it is necessary that a significant part of the population has access to
high-speed access to the Internet, 4G or 5G format. In Russia, hard-to-reach remote territories account
for up to 70 percent of the entire area of the country. In some of them, there is currently no access to
the Internet and the digitalization process, despite the fact that it is actively developing, still does not
cover all settlements.

The level of investment and profit, as well as the availability of all types of resources, is determined
by economic and social factors. The environmental factor is less significant, since the activities of
Internet companies are not actually related to the problem of environmental pollution and do not use
natural resources for their activities.

Thus, for the strategic analysis of the activities of Internet companies, the following factors are key:

— political and technological — determine the possibility of entering the market;

— economic and social — determine the possibility of access to resources, the level of investment
and profit.

To conduct a strategic analysis of the company's external environment, various tools can be used,
such as SWOT analysis, PEST analysis, competitive environment analysis, etc. As a result of the
analysis, the company can determine its competitive advantages and disadvantages, as well as choose
the most effective business development strategy.
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1. SWOT analysis — allows you to identify the strengths and weaknesses of the company, as well
as the opportunities and threats of the external environment.

2. PEST analysis — analyzes the political, economic, social and technological factors that may affect
the company's business.

3. Analysis of the competitive environment — analyzes the company's competitors, their strengths
and weaknesses, as well as the strategies they use.

4. Analysis of macroeconomic factors — analyzes macroeconomic trends such as inflation,
unemployment, exchange rate, etc.

5. Analysis of demographic factors — analyzes demographic trends such as age, gender and
education of the population.

6. Analysis of environmental factors — analyzes changes in the environment, such as climate
change, environmental pollution, etc.

7. Analysis of government regulations - analyzes laws and regulations that may affect the
company's business, such as tax regulations, labor protection regulations, etc.

According to the author, the most significant method for analyzing political and technological
factors is PEST-analysis, which makes it possible to identify the impact of a complex of factors.
However, in the case of an analysis of an Internet company entering the international market, it must
be carried out taking into account the ranking of the significance of these factors.

The results of the strategic analysis should ultimately include the following:

—analysis of the market and competitors to determine their niche in the market to develop a strategy
that will be most effective for this segment;

— definition of the target audience based on the identification of what needs it has. This will help
develop products and services that will be most in demand in the market.

— choosing the most promising product to enter the market or creating a unique offer that will allow
one to stand out from the competition and attract the attention of the target audience;

—identification of promotion channels that will be most effective for the target audience. These can
be social networks, search engines, contextual advertising, etc.

Conclusion

Thus, the field of activity of Internet companies has significant specifics that distinguish it from
the real sector of the economy or services. First of all, this refers to the intangible and mass nature of
the provision of services. However, carrying out activities in collaboration with other sectors of the
economy, the characteristics of the field of activity change significantly. It is shown that the ideas about
the specifics of the activities of Internet companies that have developed in the scientific literature do
not correspond to reality. As a result of the analysis of the practice of entering the market of Internet
companies and expert opinions, it was revealed that the most significant factors in the conditions of
instability of the external environment are political and technological factors that determine the
possibility of operating in a new national market. Economic and social factors are also very significant
and determine the possibilities of access to resources, the level of investment and profit, but they can
be attributed to less significant ones. It is shown that in order to take into account all the factors that
affect the possibility of entering the international market of an Internet company, they must be ranked
in order of importance, determining the possibility of entry and influencing the level of return on
investment. At the same time, the results of a strategic analysis should allow us to draw a conclusion
about the level of competition, the presence of a target audience, the choice of a product and the
identification of channels for its promotion.
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AHHOTANUA
B cratee mokazano, uTo cdepa NeATETHHOCTH HHTEPHET-KOMIAHUN HWMEET CYIIECTBEHHYIO
cnenuduKy, OTIIMYAIONIYI0 €€ OT PealbHOTO CEKTOpa SKOHOMHKH WM YCIyr. B mepByro ouepenn
3TO OTHOCHUTCS K HEMaTepUaIbHOMY M MAacCOBOMY XapakTepy IMpeaocTaBieHus ycnyr. OaHako,
OCYIIECTBIISISL NEATEIILHOCTh B KOJUIA0OpAIK C APYTUMHU chepaMu SKOHOMUKH, XapaKTePUCTHKA
chepsl IEATEIBLHOCTH CYIIECTBEHHO MeHseTcs. [loka3aHo, YTO CIOKHUBIIHECS B HAyYHOU
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JauTeparype INpejacTaBleHus o crneuuduke aedarenbHOCTH VHTepHET-KOMIAHUN HE OTBEYArOT
JNEHCTBUTEIBHOCTU. B pesynpraTe aHanusa NMPaKkTUKKA BBIXOJA HA PHIHOK MHTEPHET-KOMIIAHUHN U
SKCHEPTHBIX MHEHHH OBLJIO BBISIBIEHO, YTO HauOojiee 3HAYUMBIMH (HaKTOpaMHU B YCIOBHSX
HECTa0MJIbHOCTH BHEIIHEW Cpeabl SIBISIOTCS IOJMTHYECKHE M TEXHOJIIOTHYECKHE (HaKTOpHI,
ONPEIEIAOIINE BOZMOXHOCTH OCYILIECTBIECHUS ACATEIbHOCTH Ha HOBOM HAllMOHAJIbHOM DPBIHKE.
DKOHOMHYECKHE M COLMANIbHbIE (DAaKTOPBl TAKXKE SBISIIOTCA BECbMA 3HAYMMBIMU U ONPEACISIOT
BO3MOKHOCTH JIOCTYTIa K pecypcam, YpOBeHb HHBECTHLIUN U MPUOBLTH, OTHAKO UX MOXXHO OTHECTH
K MeHee 3HauMMbIM. [loka3aHo, 4To ais ydera BceX (PaKTOpOB, OKa3bIBAIOUIMX BO3JCHCTBHE HA
BO3MOKHOCTH BBIXOJIa HA MEXIYHAPOJAHBIH pPBIHOK HWHTEPHET-KOMIIAHUU, UX HEO0OXOIUMO
pPaHXMpOBaTh 10 3HAYMMOCTH Ha ONPEIENAIOIINE BO3MOXHOCTh BXOJa M BO3JCHCTBYIOIIME Ha
YPOBEHb OKYIIA€MOCTH MHBECTULMU. [Ipyn 3TOM, pe3ynbTaTbl CTPATErMYECKOrO0 aHaau3a JOJIKHBI
MO3BOJISITH JIENIaTh BBIBOJ, 00 YpOBHE KOHKYPEHIMHM, HAJIMYUU LEJEBOM ayIuTOopuu, BbIOOpa
MIPOAYKTa U ONPEIEICHUSA KAHAJIOB €ro MPOJABHKCHHUS.
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