
Abstract 
 

Prior to 1987, any kind of business partnership between local and foreign 
enterprises in the U.S.S.R. was a rarity; those in existence had a blessing from the 
government and were involved with projects deemed to be of strategic importance to 
the Russian government. A decree governing the creation of JVs and political change 
in Russia, followed by liberalization and movement toward a free market model, 
made it feasible for foreign firms to enter Russia and conduct business. Among the 
most popular entry modes for foreign firms into the Russian market were selling, 
forming a JV with a Russian partner and, to a lesser extent, establishing a wholly 
owned subsidiary.  

 
The energy and aerospace industries were among the most attractive to foreign 

companies entering the Russia; many examples of joint ventures were formed 
between Western concerns and Russian firms. Beginning in late 2004, we have noted 
the acronym “BRIC” with increasing frequency in the media. It stands for “Brasil, 
Russia, India, and China”. If, over the past 5 years, China was by most measures the 
preferred destination for global FDI, there is now a clear trend that foreign investors 
look at both China and other sizable emerging economies, including Brasil, Russia, 
and India. As the Russian economy has experienced a period of sustained growth, 
many business opportunities have become apparent. Foreign investment into Russia is 
increasing, in spite of the perceived strengthening of political power of Russian 
President Vladimir Putin, and its manifestations, such as the Yukos affair. The 
Taiwanese business sector considers Russia as a destination for potential investment, 
but their total investment into the Russian economy is very low. At the same time, 
Taiwanese companies understand the enormous potential of the local Russian market, 
and import their products in Russian through local distribution partners.  
 

The objective of this paper is to analyze existing business relationships between 
Taiwanese and Russian firms in IT sector. Ultimately, the aim is to provide a practical 
guide for Taiwanese companies seeking to access the Russian market by examining 
existing partnerships for elements that indicate success, or failure. The case study 
methodology was used to study this dynamic. The research suggests that Taiwanese 
companies in general need to assume a longer-term perspective for operations in the 
Russian market, which include closer communication with local partners, larger 
resource commitment (to begin with language, localization and other human resource-
related capacities), and adoption of a proactive, strategic view on value creation 
activities.  
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