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Entering into the international market is placed into the strategies area to geographical 
diversification which offer to companies a profitable source of growth. The “products – 
market/strategy” area is associated with the interdependency between the decisions that need 
to be made by strategic top management and also the strategic marketing of the company. For 
the strategies portfolio oriented to the business internalization of the company, the market 
risks are designed as a factor with important consequences to the marketing strategy of each 
company   that depends on the hard reality of the competition on the international markets. 
This paper aims to analyze the different strategic risk categories to the companies that make 
the decision to be implemented on the external target-markets, thus compelling the companies 
to associate the international marketing opportunities within in a secondary objective 
connected to ensure the safety of the company shares for the choice of a new external market.  
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1. Introduction  For a company, the strategies to penetrate a foreign market are determined by the complexity of the international space approach and the concerted action by four factors (N. Al. Pop, I. Dumitru, 2001, p.213):  
 The size of the effort allocated to the internationalization process by the company;  
 Intensity of  risk penetration of external markets; 
 Keeping control of business by the foreign investors on the relevant market; 
 The size of the expected profit obtained as a result of processing the penetrated foreign markets. For a company, the expected profits on foreign markets are higher and the control of the foreign enterprise over its own business is also high, only if the investing companies will apply strategies that are involving financial and organizational efforts, experience and at the same time, a higher risk level.  Reintegration in the mechanism of the market economy of a group of countries (the whole Central and Eastern Europe), the force of a group of countries, recently regarded as underdeveloped countries, due to the attraction of foreign investments, stimulated by “the opening of the borders” and especially the continuous action of the World Trade Organization (WTO) have created the premises necessary to the development of international business. The process of internalization of business and its consequences upon the activities of the enterprises can be characterized as extremely complex. The existence/ action of some elements controllable/ uncontrollable by the enterprise are factors which favour or not the decision regarding the internalization process for a company. The risk alternatives of a company which aims at the internalization of business are directly correlated with the multitude of decisional parameters which characterize its international marketing activity.  The risks in the international marketing express “a decisive effect with factual consequences, due to the existence of some incomplete information which can lead to wrong decisions with a crucial effect upon the potential accomplishment of the objectives set by the enterprise that aims at the 
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implementation on an external market (Mühlbacher H., Dahringer I., Leihs H., 1999, pp.143-146; Croué Ch., 1999, pp.107 - 109).  
2. The correlation between the marketing risk and the intensity of the commitment of a 
company on an external market The marketing risk on an external market at the microeconomic level can go through different stages, very suggestively presented by Meffert, H., Boltz, J. (2009, p.70)34: 

I. “Falling in love” phase – the government of the host country ensures a lot of fiscal and economic 
facilities for the foreign investor that offers the perspective of new jobs, technology transfer/ 
know how in marketing, management, etc. For the internalization of the business of an enterprise, the country risk is the main category of risks and expresses the total risk alternatives generated by the penetration and the transformation of a certain external market (N.Al.Pop, I. Dumitru, 2001, p.122). The risk country analyse is based on the identification and quantification of the causes which generate risks for international business, and ensures the investors either an isolated explanation of a risk category or it approaches the total risks in their integrality.  

II. The stage assimilated to “a marriage contract” - to investor is required a higher commitment 
of his services on the target market through the implementation of some administrative 
measures, of a control of currency or restrictive regulations regarding the import of completion. In this stage we notice the occurrence of the commercial risk which holds the central place as far as business risk is concerned and aims at the possibility that a future event provoke patrimonial, unpredictable consequences for the parts within an international commercial contract which frustrates the part that is prejudiced from the possibility to hold responsible. 

III. The “alienation” stage when the investor faces some difficulties regarding the repatriation of 
the capital and the profit in the country of origin, concomitantly with the investor’s 
determination to use the local workforce and the transfer of a huge part of the capital into banks 
which are under the influence of the host country. The consequence is that the mother society of the origin country gradually comes to a position of observer, which leads to the explicit need of “divorcing” (a formal alienation) of a subsidiary created into foreign market.  In the evolution of the direct foreign investments on the host country’s market, safety as far as prognosis  and assessment of the success opportunities of the company is concerned is lower because it’s based on a more modest international support than those is offered on the domestic market. In the third stage, the foreign investors should bear in mind the risk of losing the right to property upon the investment implemented in the host country that can manifest in the following aspects: 

 Confiscation of the foreign investment by the local government without compensation; 
 Expropriation of the investment made by a foreign company by the government of the host country 

without compensation; 
 Nationalization as a form of expropriation which normally affects a branch/ a group of branches and 

not an enterprise or another.  
3. Business Intelligence services of the company– open source to search an efficient 
assessments of the foreign markets opportunities selection process The freedom choice to equilibrate the balance between “commitment-risks/control-profit” by a company it suppose many possibilities to implement a “multi-country strategy” by the enterprise (see Figure 1). 

                                                 
34 In opinion of the  cited authors,  these stages are considering  as those of "a relationship love within  
estrangement effects" 
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Figure 1. Multi-country strategies typology by the enterprise  

Business intelligence (BI) service is used to refer the number of company activities, which may undertake to collect information about their competitors or their market.  The BI systems are contrasted to more classic forms of collection of information by their interdepartmental focus and their general overview towards the performance of business. They are also different in their use of advanced techniques and technology to crunch and mine the data in most optimal manner. A business intelligence group change the analysis of market have a strong understanding of the specific sector of the market in which business operates, their lack of same detailed understanding about the inner management of the company and particular competitors make their information useful. In the model of business intelligence all the various forms of improvement of business are tied together so that the communication is easy and quick and each segment helps to inform the other segments to be more valuable than they would be their own (Berthod O., 2006). A company cannot analyze the data within the organization but can perform research market by collecting external data from web interface to analyze the trend with the help of software of Business intelligence. The software for Business Intelligence is the future of any business because it is not only the software but its intelligent system for the business provide total information of the business like personal data, analyze database data, supply chain information, sales marketing activity and customer database etc. Applications of Business Intelligence are one of the systems and tools that play the major role in the process planning of business strategy. In addition, it allows the corporation to analyze, store, collect and access the necessary corporate data, which is helpful in the strategy of decision making (see figure 2).   

 
Figure 2.The advantages of the B.I. service implementation for enterprise  Business intelligence is information about company's past performance that is needed to predict the future performance of company. It reveals the evolving trends from which the company may get profit. Data mining allow users to put large amount of available information in data warehouses and it also put the process in which the gems of business intelligence are found. 
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Business intelligence is drawn typically from an enterprise data warehouse, which is used to uncover and analyze the information about past performance in an aggregate level. Business intelligence and Data warehousing provides a method for the users to foresee future trends from analyzing past patterns in the organizational data. Data mining is more spontaneous, that allows increased insight beyond data warehouse. Implementation of data mining in an organization will serve as a guide to uncover inherent tendencies and trends in the historical information. It also allows for classifications of data, statistical predictions and groupings (Mitchell T M, 1997). Software of data mining allows the users to analyze large databases to solve the problems of business decision-making. The tools of data mining predict future behaviors and trends, allows the business to make knowledge driven and proactive decisions.  Data mining is not a framework or intelligence tool,  it’s an extension of statistics with few machine learning twists and artificial intelligence thrown in. Like statistics, data mining is not a solution for business it is a technology. During the recent years, knowledge is designed as an open source to sustainable competitive 
advantage. Knowledge is certainly a crucial resource to create value for the next generation of society, 
industries and companies. Many companies still seem to remain locked in the phase of building efficient and effective information technology systems when its try to “manage knowledge” (Constantinescu L.M., 2011, p.185) 

Information is the crucial resource to effective innovation that produces the competitive intelligence which is a result of business, organizational and knowledge intelligence as a consequence of use of ICT (see figure 3).                       
Figure 3.New Economic Intelligence Model  Informational innovation requires the continuity need to learning and also requires ability to access knowledge. By De Meyer and Garg (2005), innovation designs “an economically successful 

introduction of a new technology or a new combination of existing technologies in order to create 
a drastic change in the value/price relationship offered to the customer and/or user".  To explore new developments and have more opportunity to competitiveness in the area of knowledge-based economy, the organization/government should be catalyses more beneficial creation and sharing of information.  The “knowledge processes term” regarding to processes that deal with these issues: how information is generated, validated and used; how information is tied to performance metrics and reward systems; how the organization supports its commitment to the strategic use of information. To create new knowledge it is necessary to make an intelligent action on the information.  According to Nonaka, knowledge is created by a process where tacit knowledge is socially 
shared and converted into explicit knowledge and explicit knowledge is combined with existing explicit 
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knowledge and converted back into tacit form where it guides action (Nonaka and Toshihiro Nishiguchi, 2001) The five levels of the Information Evolution Model (IEM) - operate, consolidate, integrate, 
optimize, and innovate – there are a milestone  to enterprises’ evolution in the use of information as a strategic corporate asset for the better decision making (see figure 4).   

  
Figure 4.The Information Evolution Model   Although the terms “information” and “knowledge” are often used interchangeably, there is a clear distinction between information and knowledge. Information is a flow of messages, while knowledge is created by that very flow of information and is anchored in the beliefs and commitment of its holder. The “knowledge processes term” regarding to processes that deal with these issues: how information is generated, validated and used; how information is tied to performance metrics and reward systems; how the organization supports its commitment to the strategic use of information. To create new knowledge it’s necessary to make an intelligent action to promote the information. 

Conclusions 
1. The issues related to the penetration and modification of the external markets acquire  a character of continuity for those companies that adopted the international marketing as a managerial component of the system of the decisions of the company. An important benefit for the enterprise that decides to provide the business internationalize is the fact that the company national management knows a growing-up process, as a consequence of the assessment of different strategic alternatives and improves the coordination of the national marketing activities with the international marketing activities. 
2. On the basis of a learning process, the company succeeds in quantifying, more and more clearly, the dimensions of the risk that every marketing decision has in the area of the market that it penetrated. 
3. Information and Communication Technology offers many opportunities to support (and sometimes carry out parts of) the intelligence activities that improve the selection process of the strategy’s choice to penetrate on the international markets by the enterprise. To make sure that these activities can be carried out properly, an organization should implement a so-called “Intelligence 

Infrastructure” that includes: 
(i) technological intelligence, comprising the ICT applications and ICT infrastructure that can be used to support the (stages in the) intelligence cycle; 
(ii)  structural intelligence, referring to the definition and allocation of competitive intelligence tasks and responsibilities; 
(iii) a human resources intelligence, which has to do with selecting, training and motivating personnel that should perform the intelligence activities 

4. In the modern service economy based on knowledge and information the companies have two important sources to economic growth: competitive advantage and intelligence. The first one is provided by Organizational intelligence and Business Intelligence and the second is more important factor and it has informational innovation and ICT diffusion as primary source. In agreement with Th. Levitt’s thesis (1983) – “Think Global, Act Local” – it must retain that each company that pleads for the globalization of its business, the strategy of the penetration of the external markets completely employs the resources of the company and is accompanied by a risk value that compels the company to implement a new business vision focus to innovation, information and the control of growth and climate changes of the business world.     
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