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GLOBALIZATION OF CONSUMPTION AS A FACTOR 
TRANSNATIONALIZATION RETAIL 

OnishchenkoV., Dr. of Econ. Sc. 
Udod N. 

Kyiv National University of Trade and Economics 
The impact of consumption globalization on transnationalization of retailers has been 
analyzed. It was proved that an international retail is the leader global paradigm of 
consumption and is causing the significant changes not only in the structure of the 
consumption patterns of the population of a country, but also makes significant 
adjustments in the structure of national production as well as in the level and quality of 
life.   The   author   emphasises   that   due   to   the   activities   of transnational trading  
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companies such the processes have ocured: the transfer of consumer culture, 
experience, knowledge and modern forms of technology and implementation of trade 
from one country to another, activation the international movement of commercial 
capital, intertwining of foreign trade of the country with her inside one. The possible 
negative effects of their activities on the economies of host countries have also been 
defined. Among them are following: displacement of domestic trading companies; 
monopolization or significant consolidation of the retail market; imports increasing; 
export of proffits beyond the national borders of the host country; imposing of foreign 
culture of business, services and consumption. In conclusion, it was determined that 
the multinational trading companies under the influence of globalization on 
consumption have been turned to the locomotives of the trade sector development in 
the host countries. 
 
Keywords: globalization; globalization of consumption; international retail; retail; 
transnationalization; transnational trading companies 
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