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In the study and development of foreign markets, attention should

be paid annually published by various international organizations, the
Country competitiveness.

For example, the directory “Global competition”, published on the basis of
research conducted by the International Institute for Management and
Development in Lausanne (IMD), is the World Competitiveness
Yearbook 50 countries based on 293 criteria.

The World Economic Forum (WEF) and Harvard University published its
annual ranking of competitiveness of countries on the basis of eight
complex factors: (openness, government, finance, infrastructure,
technology, management, labor, institutions), each of which includes a
number of indicators.
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The main sources of information about ‘\

the state of the world markets are

annuals UNO, the publication of
the World Bank

UNCTAD
United Nations Conference on Trade

and Development, International
Monetary Fund (IMF)

Monthly Bulletin of Statistic, the World Trade
Organization (WTQO), the Organization for
Economic Cooperation and Development

(OECD)




- 2. Barriers at the entrance to the
International market

Under the barriers to entry into the international
market means any factors and circumstances of the
legal, organizational, technological, financial or other

obstacles to embark on this commodity market.
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o @ Among the behavioral barriers include:
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