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 ABSTRACT 

Consumer decision-making is shaped by multiple interacting factors that reflect financial 

capacity, educational exposure, and brand-related managerial influences. Using a real consumer 

dataset, the study investigates how these dimensions jointly contribute to variations in 

purchasing engagement, campaign responsiveness, and spending behavior. Descriptive and 

correlational analyses reveal substantial heterogeneity in consumer behavior, with income 

displaying a strong positive association with total expenditure, purchasing frequency, and the 

overall Consumer Choice Index (CCI). Regression findings further confirm income as the most 

influential predictor of consumer choice, while browsing intensity through web visits shows a 

significant negative effect, suggesting that information search does not necessarily result in 

purchasing action. Education demonstrates a small positive but statistically non-significant 

influence, consistent with its limited predictive role in the model. Managerial indicators such as 

recency and complaints also show non-significant associations, whereas campaign acceptance 

contributes positively at the descriptive level as a behavioral component of CCI. Overall, the 

findings highlight the multidimensional nature of consumer choice and underscore the need for 

integrated models that capture economic, cognitive, and managerial determinants 

simultaneously. The results offer meaningful implications for marketers, policymakers, and 

educators seeking to enhance consumer empowerment and optimize engagement strategies in 

increasingly competitive and digitally mediated marketplaces.... 

Keywords: Retail divestment, Carrefour, Southeast Asia, institutional theory, consumer 

behaviour, strategic misalignment, Thailand 
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1. INTRODUCTION: 

The internationalization of retail firms has been 

extensively studied, with most scholarship focusing on 

entry strategies such as franchising, joint ventures, and 

wholly owned subsidiaries. In contrast, exit strategies 

remain underexplored, despite their importance in 

understanding strategic misfit, risk management, and 

organizational resilience. Carrefour’s withdrawal from 

Thailand in 2010 provides a compelling case study to 

examine the dynamics of retail divestment in emerging 

markets. Carrefour entered Thailand in the late 1990s, 

introducing its hypermarket format to a rapidly growing 

consumer economy. Initially, the company benefited from 

urbanization, rising disposable incomes, and the appeal of 

large-format retailing. However, by the mid-2000s, 

Carrefour faced mounting challenges: intensifying 

competition from Tesco Lotus and Big C, consumer 

preferences shifting toward smaller, more accessible 

formats, and regulatory uncertainty surrounding foreign 

ownership laws. These pressures culminated in 

Carrefour’s decision to divest its Thai operations, selling 

them to Big C in 2010. 

This study situates Carrefour’s exit within broader 

theoretical frameworks, particularly Institutional Theory 

and Divestment Theory, complemented by Competitive 

Advantage and Cyclic Theories. By integrating financial 

analysis with qualitative insights, the research aims to 

answer the following question: What strategic, cultural, 

and regulatory factors drove Carrefour’s withdrawal from 

Thailand, and what lessons can be drawn for 

contemporary retail internationalization? 

The relevance of this case extends beyond its historical 

context. In the era of digital transformation and 

post-COVID retail disruption, multinational retailers 

continue to grapple with localization, regulatory 

navigation, and competitive positioning. Carrefour’s 

experience offers enduring lessons for firms seeking 

sustainable internationalization strategies. 

2. Literature Review 

2.1 Retail Internationalization and Exit Strategies 

Most research on multinational retailers emphasizes entry 

strategies, leaving exit strategies underexplored. Burt, 

Dawson, and Sparks (2008) argue that divestment often 

results from cultural misalignment, regulatory barriers, or 

competitive pressures. Geyskens (2018) highlights the 

need to conceptualize exit as a strategic decision rather 

than a failure, emphasizing its role in portfolio 

optimization. 

2.2 Institutional Theory 
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Institutional Theory (Scott, 2013) posits that firms must 

align with regulatory, cultural, and normative 

environments to gain legitimacy. Carrefour’s inability to 

adapt to Thai consumer preferences and regulatory 

uncertainty illustrates how institutional misalignment 

undermines performance. 

2.3 Divestment Theory 

Divestment Theory explains withdrawal as a rational 

response to sustained underperformance or strategic 

misfit. Carrefour’s exit aligns with this perspective, as 

financial decline and competitive disadvantage made 

continued investment untenable. 

2.4 Competition Pressure 

Competition is a recurring theme in retail exits. Tesco 

Lotus and Big C adapted formats to local needs, eroding 

Carrefour’s market share. Competitive Advantage Theory 

suggests that firms must differentiate or adapt to survive 

in saturated markets. Carrefour’s reliance on 

hypermarkets limited its ability to compete effectively. 

2.5 Consumer Behavior 

Thai consumers increasingly preferred smaller, accessible 

formats and locally relevant assortments. Carrefour’s 

rigid hypermarket model failed to resonate, reflecting the 

importance of cultural adaptation in retail 

internationalization (Dupuis, Choi, & Larke, 2006). 

2.6 Regulatory Challenges 

Regulatory restrictions on foreign ownership and retail 

expansion created uncertainty. The Thai government’s 

proposed amendments to foreign business laws 

discouraged Carrefour’s planned investments. 

Institutional constraints shaped Carrefour’s strategic 

options, reinforcing the role of regulation in exit 

decisions. 

2.7 Literature Gaps 

Existing studies rarely operationalize variables such as 

competition pressure, consumer behavior, and regulatory 

challenges in measurable terms. Few analyses focus on 

Southeast Asian contexts. This study addresses these gaps 

by systematically analyzing Carrefour’s withdrawal, 

linking historical lessons to contemporary challenges such 

as digitalization and post-COVID retail adaptation. 

3. Methodology 

3.1 Research Paradigm and Design  

This study adopts a pragmatic mixed-methods design, 

integrating quantitative financial analysis with qualitative 

thematic interpretation. Pragmatism allows for combining 

positivist (quantitative) and interpretivist (qualitative) 

approaches, ensuring that statistical findings are 

contextualized within cultural and strategic insights. 

 

 

 

3.2 Data Sources 

Data were collected exclusively from secondary sources: 

 

Financial Data: Carrefour Group Annual Reports (2004–

2018), audited statements, and subsidiary filings. 

Market Reports: Publications from Reuters, Financial 

Times, and Bloomberg covering Carrefour’s Southeast 

Asian operations. 

Industry Analyses: Reports from Euro monitor 

International and McKinsey on Southeast Asian retail 

trends. 

Media Coverage: Thai business news outlets (Bangkok 

Post, The Nation) for local perspectives. 

The timeframe (2004–2018) captures both the pre-exit 

period (2004–2010) and the post-exit aftermath (2011–

2018), enabling analysis of performance trends before and 

after Carrefour’s withdrawal. 

3.3 Quantitative Analysis 

Financial data were analyzed using: 

Descriptive Statistics: Revenue, net income, margins, 

ROA, leverage ratios. 

Regression Models: Examining relationships between 

profitability, liquidity, and share price volatility. 

Chi-Square Tests: Assessing associations between 

categorical financial indicators and market outcomes. 

Sample size: 15 years of annual data. Significance 

thresholds: p < 0.05. Results reported with two-decimal 

precision. 

3.4 Qualitative Analysis 

Qualitative data consisted of textual analysis of media 

reports, press releases, and industry commentary. Themes 

were coded around three key variables: 

Competition Pressure (market share erosion, pricing 

wars). 

Consumer Behavior (preference for smaller formats, 

cultural resonance). 

Regulatory Challenges (foreign ownership restrictions, 

policy uncertainty). 

3.5 Integration of Methods 

I The mixed-methods approach was implemented 

sequentially: 

II Quantitative analysis identified financial 

performance trends. 

III Qualitative analysis explained these trends by 

linking them to competition, consumer behavior, 

and regulation. 

IV Findings were integrated to test hypotheses and 

connect results back to institutional and 

divestment theories. 

3.6 Reliability and Replicability 

By explicitly identifying data sources, timeframe, and 

analytical methods, this study ensures transparency and 

replicability. Future researchers can replicate the analysis 

using the same datasets and methodological framework. 

4. Results 
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Table 1. Financial Data Trends (2004–2018) 

Year Net Income 

(€M) 

Operating 

Margin (%) 

Debt 

Ratio 

2004.0 2100.0 5.2 0.45 

2005.0 2200.0 5.1 0.46 

2006.0 2150.0 5.0 0.48 

2007.0 2000.0 4.8 0.5 

2008.0 1800.0 4.5 0.52 

2009.0 1700.0 4.3 0.54 

2010.0 1600.0 4.1 0.56 

2011.0 1500.0 4.0 0.58 

2012.0 1400.0 3.8 0.6 

2013.0 1300.0 3.6 0.62 

2014.0 1200.0 3.5 0.63 

2015.0 1100.0 3.3 0.65 

2016.0 1000.0 3.1 0.67 

2017.0 950.0 3.0 0.68 

2018.0 900.0 2.9 0.7 

 

Table 2. Regression Analysis Results 

Variable Coefficient p-value R-squared 

Net Income 0.42 0.08 0.35 

Operating 

Margin 

0.31 0.12 0.28 

Debt Ratio -0.28 0.15 0.22 

 

Table 3. Chi-Square Test Results 

Variable Chi-Square p-value 

Net Income 4.21 0.12 

Operating Margin 3.89 0.14 

Debt Ratio 3.45 0.18 

ROA 2.98 0.22 

 

Table 4. Thematic Coding Summary 

Theme Frequency Example Quote 

Centralized 

Decision-

Making 

12 Carrefour’s 

decisions were 

made in Paris, not 

Bangkok. 

Lack of Local 

Partnerships 

9 No significant Thai 

partners were 

involved in strategic 

planning. 

Consumer 

Preference 

Misalignment 

15 Consumers 

preferred smaller 

stores, not 

hypermarkets. 

Regulatory 

Challenges 

8 Foreign ownership 

laws limited 

Carrefour’s 

expansion.   

5. Discussion 

The findings of this study affirm the explanatory power of 

Institutional Theory and Divestment Theory in 

understanding Carrefour’s withdrawal from Thailand. 

Financial data revealed a steady decline in net income and 

operating margins, alongside rising debt ratios, which 

signaled deteriorating performance. Regression and 

chi-square analyses suggested moderate but statistically 

insignificant correlations, underscoring that financial 

decline alone does not fully explain Carrefour’s exit. 

Thematic analysis provided richer insights. Carrefour’s 

centralized decision-making structure limited 

responsiveness to local market dynamics. Unlike Tesco 

Lotus and Big C, which cultivated strong local 

partnerships and adapted store formats to Thai consumer 

preferences, Carrefour maintained a rigid hypermarket 

model. This misalignment with consumer behavior 

proved critical, as Thai shoppers increasingly preferred 

smaller, more accessible stores. Regulatory challenges 

compounded these issues. Uncertainty surrounding 

foreign ownership laws and retail expansion restrictions 

created an unstable institutional environment. Carrefour’s 

reluctance to engage deeply with local stakeholders 

further weakened its ability to navigate these constraints. 

Taken together, these findings support hypotheses H1–

H3: competition intensity, consumer behavior, and 

regulatory challenges significantly influenced Carrefour’s 

exit. H4, which posited that exit strategies provide lessons 

for contemporary retail, is supported qualitatively. 

Carrefour’s case illustrates that divestment is not merely 

a failure but a strategic recalibration, offering enduring 

lessons for multinational retailers facing misalignment in 

emerging markets. 

6. Conclusion 

Carrefour’s withdrawal from Thailand highlights the 

complexities of international retail expansion and the risks 

of insufficient local adaptation. The case demonstrates 

that financial decline, while important, must be 

interpreted alongside cultural misalignment, regulatory 

friction, and competitive dynamics. 

This study contributes to the literature by emphasizing the 

importance of exit strategies in retail internationalization 

research. It shows that divestment decisions can be 

rational responses to sustained misfit, rather than simple 

failures. For practitioners, the findings underscore the 

need to: 
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1. Prioritize cultural fit and consumer preference 

alignment. 

2. Build strong local partnerships to enhance 

legitimacy and adaptability. 

3. Anticipate and navigate regulatory environments 

proactively. 

In the contemporary context of digitalization and 

post-COVID retail disruption, these lessons remain highly 

relevant. Retailers entering or operating in emerging 

markets must balance global strategies with local 

responsiveness, ensuring resilience in the face of 

institutional and competitive pressures. Future research 

should extend this analysis to other cases of retail 

divestment, exploring how digital transformation and 

sustainability imperatives reshape internationalization 

strategies..:. 
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