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This teacher's manual for Total Global Strategy II: Updated for the Internet and Service Era provides an overview and guide to the chapters, suggested cases that can be assigned with each chapter, and PowerPoint visuals for each chapter. Total Global Strategy II can be used as the primary text for a complete course on international business or global strategy, or can be assigned in whole or part as a supplementary text for courses on international business, international marketing, business policy or competitive strategy. The first edition has been used in international/global management, international/global marketing, business strategy courses at in MBA programs all over the world. This book has also been used with much success in short executive programs (outside the United States as well as within it), including both as pre-reading and as post-course follow on reading. Total Global Strategy II can be used in courses that are either lecture-intensive or case-intensive.

OVERVIEW OF THE BOOK AND ITS CHAPTERS

Total Global Strategy II is the only text that addresses the new approach to international business of using a globally integrated strategy rather than separate country strategies. This book argues that most multinational companies lack an adequate global strategy, but also provides the tools for the reader to draw his or her own conclusions. Total Global Strategy II presents a systematic and rigorous framework, based in industrial organization economics, competitive strategy and international management theories. This analytical framework allows the reader to diagnose the globalization potential of individual industries, to develop the appropriate strategy responses, and to design and implement the needed organizational structures and management processes. Thus, Total Global Strategy II lends itself to a highly analytical approach to teaching international management and global strategy. At the same time, the book provides many mini-case examples to illustrate the concepts.


This second edition adds material about the Internet and service businesses. There are no separate chapters on the Internet or service businesses but concepts and examples on both are threaded through the entire book, and I have added discussion questions about these topics.


Chapter 1 introduces the key concepts of the book as well as providing an overview of general globalization forces affecting international businesses. Chapter 2 describes in detail the operation of industry globalization drivers, and finishes with an application of globalization drivers to European integration. The next five chapters focus on each element of global strategy in turn--Chapter 3 on the use of global market participation, Chapter 4 on the use of global products and services, Chapter 5 on the use of global activity location, Chapter 6 on the use of global marketing and Chapter 7 on the use of global competitive moves. Chapter 8 then addresses the organization and management issues in implementing global strategy. The chapter presents a framework of the organization and management factors that determine a business's ability to implement global strategy. Chapter 9 (entirely new to this second edition) addresses issues of regional strategy and organization. Chapter 10 provides operational measures for all the industry globalization, global strategy and global organization concepts discussed earlier. The chapter is particularly helpful for those undertaking a global strategy analysis of the type described in the last chapter. Chapter 11 pulls together the concepts of the book into a systematic, step-by-step approach to conducting a global strategy analysis.


The first two chapters provide a summary of all the concepts in the book, while the remaining chapters cover individual strategies and topics. It is recommended that instructors assign at least Chapters 1 and 2, plus additional chapters as suited. The last two chapters (10. Measuring Industry Drivers and Strategy Levers, and 11. Conducting a Global Strategy Analysis) can be assigned as workshop exercises or as group or independent research projects (see Appendix A).

RECOMMENDED CASES

I have selected over nearly ninety cases that can be assigned with each of the first eight chapters (No cases should be used with the last two chapters, which should be assigned for the workshop or group project (see Appendix A). All of these cases concern issues of global integration and not just the inter-country issues involved in international business. So there are no suggested cases of the variety of "doing business in Country X." Such cases are important, but should be taught with texts of an introductory nature. The cases suggested here cover a wide range of industries and geographies, so that the instructor can make his or her own choices. I would be very happy to learn about other cases that instructors find useful with this text. 

Case Order Information

Please order all cases (including inspection copies) directly from the publishers listed below. Many of the cases come with teaching notes, supplements or videotapes. Instructors should check on the availability of these additional materials when ordering. Many IMD and INSEAD cases are also available via the European Case Clearing House at Babson College or Cranfield University (see below).
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CHAPTER 1. UNDERSTANDING GLOBAL STRATEGY

Hattori-Seiko and the World Watch Industry in 1980 [Watches: Switzerland/U.S.A./Japan ( World] (HBS 9-385-300 Rev. 4/87, M.E. Porter and E. J. Hoff) 

Novo Industri [Insulin: Denmark ( World] (HBS 9-389-148, M.E. Porter and M. J. Enright) 

Ingvar Kamprad and IKEA [Retailing: Sweden ( U.S.A./Eastern Bloc] (HBS 9-390-132, C. A. Bartlett and A. Nanda)

Computervision Japan [CAD/CAM: U.S. ( Japan] (HBS 9-585-155, R. T. Moriarty, Jr.)

Cemex (A) [Cement: Mexico ( World] (J. de la Torre)

PRIVATE 
Eli Lilly and Company (A): Globalization [Pharmaceuticals: U.S.A. ( World] (HBS 9-391-032, Thomas W. Malnight and Michael Y. Yoshino)tc  \l 1 "Eli Lilly and Company (A)\: Globalization [Pharmaceuticals\: U.S.A. ® World] (HBS 9-391-032, Thomas W. Malnight and Michael Y. Yoshino)"
Nokia-Mobiria Oy [Mobile telephones: Finland ( Europe] (HBS 9-589-112, J. A. Quelch, I. Lipasti and M. M. Kaila)

Heineken N.V. [Beer: Netherlands ( World] (INSEAD 1985, J. de la Torre and A. Khodjamirian)

New United Motor Manufacturing, Inc. (A) [Automobiles: U.S.A./Japan ( U.S.A.] (HBS 9-189-126, V. Krishna)

Microsoft in the People’s Republic of China, 1993 [Software: U.S.A. ( China] (HBS 9-795-115, Tarun Khanna)

CHAPTER 2. DIAGNOSING INDUSTRY GLOBALIZATION POTENTIAL

The World Chocolate Industry in 1989 [Confectionery: U.S.A./Europe ( World] (G.S. Yip and G.A. Coundouriotis, 1991)

Hyundai Heavy Industries and the Shipbuilding Industry [Shipbuilding: Britain/Japan/Korea ( World] (HBS 9-385-212, D. D. Douglas)

The Japanese Facsimile Industry in 1990 [Business equipment: Japan ( World] (HBS 9-391-209, M. J. Enright)

The Global Semiconductor Industry, 1987 [Electronics: U.S.A./Japan ( World] (HBS 9-388-052, D. B. Yoffie and A. G. Wint)

The Global Computer Industry [Computers: U.S.A./Japan/Europe ( World] (HBS 9-792-072, B. Gomes-Casseres and M. C. Costello)

Kingsbury Machine Tool Corp. [Machine tools: U.S.A. ( World] (HBS 9-388-110, D. J. Collis) 

General Electric--Consumer Electronics Group [Electronics: U.S.A./Japan ( World] (HBS 9-389-048, D. J. Collis, R. Phelps and N. Donohue)

Chloride Lighting and the Emergency Lighting Market [Lighting products: U.K/U.S.A. ( Europe] (HBS 9-589-093, R. D. Buzzell and T. B. Hiller)

Europe 1992 [Europe ( Europe] (HBS 9-389-206, J. B. Goodman and D. Palmer)

North American Free Trade Agreement: Free for Whom? [U.S.A./Canada/Mexico] (HBS 9-792-049, H. Shapiro and P. Dininio)

CHAPTER 3. ACHIEVING GLOBAL MARKET PARTICIPATION

Lotus Development Corporation: Entering International Markets [Software: U.S.A. ( Europe/ World] (HBS 9-387-034, D. B. Yoffie and J. J. Coleman)

Hoechst and the German Chemical Industry [Chemicals: Germany ( World] (HBS 9-390-146, B. Gomes-Casseres and K. McQuade)

Hoechst in the United States (A) [Chemicals: Germany ( U.S.A.] (HBS 9-391-140, B. Gomes-Casseres and K. McQuade)

Kentucky Fried Chicken in China (A), (B) and (C) [Fast food: U.S.A. ( China] (Western Business School 9-90-G001, 9-90-G002, 9-90-G003, A. Morrison)

Bain & Company, Inc.: Growing the Business [Consulting: U.S.A. ( World] (HBS 9-391-069, M. Y. Yoshino and C. M. Ormiston)

CIGNA Worldwide [Insurance: U.S.A. ( Europe] (HBS 9-589-098, J. A. Quelch and J. D. Hibbard)

Egon Zehnder International: Asian Expansion [Switzerland ( Asia] (Australian Graduate School of Management, Sydney, T. Devinney and M-A Cousine)

Bajaj Auto Ltd. [Motorcycles: India ( World] (HBS 9-593-097, J. A. Quelch and N. Laidler with A. Mohammed)

Jollibee Foods Corp. (A): International Expansion [Philippines (Asia] (HBS 9-399-007, C.A. Bartlett and J. O’Connell)

Swissair's Alliances [Airlines: Switzerland ( World] (HBS 9-391-111, D. B. Yoffie and E. J. Vayle)

Xerox and Fuji-Xerox [Photocopiers: U.S.A. ( Japan] (HBS 9-391-156, B. Gomes-Casseres and K. McQuade)

Renault and Nissan [Automotive: France ( Japan (London Business School/EM Lyon/Keio Business School, 2000; K. Asakawa, P.-Y. Gomez, and H. Korine), available in English from ECCH (from September 2002), as well as in French and Japanese from EM Lyon and Keio Business School, respectively.

Star Alliance (A): A Global Network [Airlines: Global ( World] (Forthcoming, London Business School, A. Andal-Ancion and G.Yip) 

CHAPTER 4. DESIGNING GLOBAL PRODUCTS And SERVICES

Hoover: Multinational Product Planning [Major appliances: U.K. ( Europe] (HBS 9-582-102, R. D. Buzzell and B. P. Shapiro)

Note on the World Copier Industry [Office equipment: United States/Japan ( World] (HBS 9-384-152, M. E. Porter and Y. Ishikura)

Nissan Motor Company Ltd.: Marketing Strategy for European Market [Automotive: Japan/U.K. ( Europe] (HBS 9-590-018, J. A. Quelch and K. Ikeo)

Procter & Gamble Europe: Vizir Launch [Detergent: U.S.A./Germany, Europe] (HBS 9-384-139, C. A. Bartlett)

Air BP: Fixed Base Operations (A) and (B) [Aviation fuel retailing: United Kingdom ( U.S.A./Europe/Australia] (ECCH 593-050-1, 593-051-1, C. J. Lovelock)

Federal Express: Business Logistics Services [Package delivery: U.S.A. ( United Kingdom/ Europe/World] (ECCH 593-062-1, C. J. Lovelock)

CHAPTER 5. LOCATING GLOBAL ACTIVITIES

Nestlé S.A. [Food: Switzerland ( World] (INSEAD 1987, A. de Meyer)

Ford of Europe--Product Research and Development [Automotive: U.S.A. ( Europe] (INSEAD 1987, A. de Meyer)

International Sourcing at Intercon [Electrical connectors: U.S.A. ( World] (HBS 9-688-055, M. T. Flaherty and E. Mankin)

Intercon Singapore [Electrical connectors: Singapore ( Japan/U.S.A.] (HBS 9-690-012, M. T. Flaherty, J. S. Dalby and K. Mishina)

Pneumatiques Michelin IA, IB, II and III [Tires: France ( Canada/U.S.A./World] (INSEAD 1982, D. Héau, José de la Torre and D. Harkleroad)

Applichem (A) [Chemicals: U.S. ( World] (HBS 9-685-051, M. T. Flaherty)

Benetton (A) [Garment manufacturing/retailing: Italy U.S.A.] (HBS 9-685-014, J. L. Heskett and S. Signorelli)

BMW: Globalizing Manufacturing Operations [Automobiles: Germany ( U.S.A.] (Georgetown OM9601, 1996, Kasra Ferdows).

Li & Fung: Beyond “Filling in the Mosaic,” 1995-1998 [Supply Chain Management: Hong Kong ( World] (HBS 9-398-092, C-I. Knoop, M. Y. Yoshino, and A. St. George)
CHAPTER 6. CREATING GLOBAL MARKETING

Henkel Corp.: International Sealants Brand (A) and (B) [Household products: Germany ( Europe] (HBS 9-585-099, 9-585-100, R. J. Dolan)

DHL Worldwide Express [Package delivery: U.S.A./Belgium ( World] (HBS 9-594-077, J. A. Quelch and G. Conley)

British Airways [Airline: United Kingdom ( World] (HBS 9-585-014, J. A. Quelch)

European Communication Management Limited [Media consulting: United Kingdom ( Europe] (HBS 9-594-030, J. A. Quelch and D. Arnold)

Nestlé S.A.: International Marketing [Food: Switzerland ( World] (HBS 9-585-013, J. A. Quelch and E. J. Hoff)

Citibank: Marketing to Multinational Customers [Banking: U.S.A. ( World] (HBS 9-584-016, R. D. Buzzell)

Hewlett-Packard: Global Account Management (A) and (B) [Computers: U.S.A. ( World] (G. S. Yip and T. Madsen 1994) 

Star Alliance (B): A Global Customer [Airlines: Global ( World] (Forthcoming, London Business School, A. Andal-Ancion and G. Yip) 

CHAPTER 7. MAKING GLOBAL COMPETITIVE MOVES

Caterpillar Tractor Co. [Earthmoving equipment: U.S.A. ( World] (HBS 9-385-276, C. A. Bartlett and U. S. Rangan)

Komatsu Ltd. [Earthmoving equipment: Japan ( World] (HBS 9-385-277, C. A. Bartlett and V. S. Rangan)

Caterpillar-Komatsu in 1986 [Earthmoving equipment: U.S.A./Japan ( World] (HBS 9-387-095, C. A. Bartlett)

Motorola and Japan (A), Supplement and (B) [Electronics and telecommunications: U.S.A. ( Japan] (HBS 9-388-056, 9-388-057, 9-389-172)

Collision Course in Commercial Aircraft: Boeing-Airbus-McDonnell-Douglas-1991 (A) and (B) [Aircraft: U.S.A./Europe ( World] (HBS 9-391-106, 9-792-094, D. B. Yoffie and J. Cohn)

Zenith and High Definition Television, 1990 [Television sets: U.S.A./Europe/Japan ( World] (HBS 9-391-084, D. B. Yoffie, B. Gomes-Casseres and H. A. Hazard)

Fusion Systems Corporation in Japan [High technology: U.S.A. ( Japan] (HBS 9-390-021, B. Gomes-Casseres and K. McQuade)

Philips versus Matsushita: A New Century, A New Round [Consumer electronics: Global ( Europe] (HBS 9-302-049, C. Bartlett) 

Internationalizing the Cola Wars (A): The Battle for China and Asian Markets  [Retailing: China ( Asia] (HBS 9-795-186, R Seet and D Yoffie)

CHAPTER 8. BUILDING THE GLOBAL ORGANIZATION

Kentucky Fried Chicken (Japan) Ltd. [Fast food: U.S.A. ( Japan] (HBS 9-387-043, C. A. Bartlett and U. S. Rangan)

Benetton (B) [Garment manufacturing/retailing: Italy ( U.S.A.] (HBS 9-685-020, J. L. Heskett and S. Signorelli)

Bausch and Lomb International Organization [Optical: U.S.A. ( World] (HBS 9-387-102, P. Lawrence and S. Spence)

Heineken--Organization Issues [Beer: Netherlands ( World] (INSEAD 1986, J. de la Torre)

Citibank (A) European Strategy and Citibank (B): European Organizational Challenges [Corporate banking: U.S.A. ( Europe] (HBS 9-392-021, 9-392-022, M. Y. Yoshino and T. W. Malnight)

Honeywell, Inc.: International Organization for Commercial Avionics (A) and (B) [Avionics: U.S.A. ( World] (HBS 9-589-042, 9-591-070, F. V. Cespedes and J. E. King)

Philips Group--1987 [Electrical and electronic products: Netherlands ( World] (HBS 9-388-050, M. Y. Yoshino and F. J. Aguilar; Supplement HBS 9-391-245, C.A. Bartlett)

Booz.Allen & Hamilton: Vision 2000 [Management Consulting: U.S.A. ( World] (HBS 9-396-031, G. Loveman and J. O’Connell)

Asea Brown Boveri [Electrical equipment: Europe ( Global] (HBS 9-192-139, R. Simons and C. Bartlett)

Philips and Matsushita: A Portrait of Two Evolving Companies [Consumer: Global ( World] (HBS 9-392-156, C. A. Bartlett, R. Lightfoot)

Colgate-Palmolive: Managing International Careers [U.S.A. ( World] (HBS 9-394-184, P. Rosenzweig)

CHAPTER 9. REGIONAL STRATEGY

Henkel Asia-Pacific [Germany ( Asia] (INSEAD, 394-126-1, Hellmut Schütte)

Häagen Dazs and the European Ice-Cream Industry in 1994 [Ice-Cream: U.S.A. ( Europe] (INSEAD 396-009-1, K. Cool, A. Brenna, A.L. Tazartes)

General Motors' Asian Alliances [Automotive: U.S.A./Asia ( World] (HBS 9-388-094, J. L. Badaracco, Jr.)

Daewoo’s Globalization: Uz-Daewoo Auto Project [Automotive: South Korea ( Uzbekitan] (HBS 9-598-065, J. Quelch and C. Park)

Citibank: Launching the Credit Card in Asia-Pacific (A) [Banking: U.S.A. & Singapore ( Asia] (HBS 9-595-026, V. K. Rangan)

Procter & Gamble in Eastern Europe (A) [Consumer products: U.S.A.  ( Eastern Europe] (HBS 97H001, J. Gandz, M. Smith, A. Wali, D.W. Conklin)

The Acer Group: Building an Asian Multinational [Computers: Taiwan ( World] (INSEAD 397-105-1, P.Williamson and D. Clyde-Smith)

E-Commerce in Latin America [E-commerce: Latin America ( Latin America] (HBS 9-801-388, L.M. Applegate, L.F. Monteiro, M. Collura) 

Submarino.com: the Challenges of B2C E-Commerce in Latin America [E-commerce: Latin America ( Spain/Portugal] (HBS 9-801-350, L.M. Applegate, L.F. Monteiro, M. Collura) 

Star TV (A), (B), and (C) (Condensed) [Satellite television: Hong Kong ( Asia & World] (HBS 9-395-089, M. Yoshino, P.J. Williamson, H. Laurence)

Description of Chapters and Cases

In this section I describe the key concepts in each chapter and provide summary descriptions of suggested cases. Most of these descriptions are based on summaries in the various case services’s catalogs or websites.

CHAPTER 1. UNDERSTANDING GLOBAL STRATEGY


This first chapter (1) provides definitions of global strategy, distinguishing among core business strategy, internationalization strategy and globalization strategy; (2) summarizes the overall causes of globalization in the world economy, and (3) introduces the book's central concepts comprising the globalization triangle of industry globalization drivers, global strategy levers and global organization and management. I recommend assigning cases that address topics (1) and (2), as the next chapters (2 to 8) deal in-depth with topic (3).


The Hattori-Seiko and the World Watch Industry in 1980 case provides a good bridge from concepts of industry and competitor analysis that might have been covered in domestic cases in a course of strategy. The case shows an industry that has been global since the turn of the century, long before the term global became fashionable.  Leadership has shifted several times, from the Swiss to Timex and Bulova to Hattori-Seiko. The industry is interesting for the successive innovations by firms in gaining competitive advantage, and by the successive difficulty of traditional leaders in responding. For a global strategy course, the emphasis should be on how globalization allows winners to arise in different countries.


The Novo Industri case also provides an opportunity to bridge from industry analysis to global strategy. The case describes the structure of the insulin industry, a treatment for diabetes and Novo's strategy and competitive position in early 1982. The industry is undergoing significant change and Novo must decide how to defend and build its international position. The class can understand how Novo has competed internationally in the past, how that relates to industry structure, and how industry changes will alter the appropriate way of competing globally. Coalitions and alliances factor into the list of strategic alternatives.


The Ingvar Kamprad and IKEA case illustrates the issues involved when a company seeks to take overseas a highly innovative core business strategy that has been successful at home.  IKEA has become the world's largest furniture dealership, partly via a unique vision and set of values institutionalized as IKEA's binding corporate culture. The trigger issue revolves around whether this vital "corporate glue" can survive massive expansion into the United States and the Eastern Bloc.


The Computervision Japan case provides a good introduction to the issues faced in internationalization. The CAD/CAM market in Japan is about to take off. Computervision wants its exclusive distributor to dramatically expand its sales and service coverage. The distributor wants a joint venture with Computervision before expanding. Several distribution alternatives (including going direct) are presented.


The Cemex (A) case provides an example of globalization from a developing country by Cemex, a Mexican company that in 1991 was the largest cement producer in North America. The (B) case describes Cemex’s worldwide activites. A (B) case details the company’s move into Spain, via acquisition, in 1992.


The Eli Lilly and Company (A): Globalization case sets out the global expansion strategy of the world’s eleventh largest pharmeceutical company in 1989. In addition to a complete examination of the company, the case also allows for comparison of global competitors and there market positons in different countries around the world. Hence the case helps to illustrate the concept of cross-country cross-competitor analysis.


Nokia-Mobiria Oy introduces the issues involved in European integration. The case concerns the marketing strategy that has to be developed by this Finnish manufacturer of mobile telephones for continuing expansion in Europe.


Heineken N.V. describes the long internationalization history of the world's leading international brewer, from its founding and its early expansion overseas to its later entry into European markets. The case issues involve Heineken's "European Beer Strategy" and the allocation of resources to support that strategy. The case raises issues of how to develop strategy for many different countries, as well as the need to develop an integrated global strategy. 

 
New United Motor Manufacturing, Inc. (A) concerns a 1983 joint venture between General Motors and Toyota to produce small cars in the United States, and describes the globalization of the auto industry and the competitive positions of the two companies. A supplement provides a follow-up and outlines a complaint filed by the U.S. Federal Trade Commission against the GM-Toyota venture. 


Microsoft in the People’s Republic of China (PRC) shows how a global company has to deal with country context. It explores some of the economic and political tradeoffs that need to be negotiated by a firm seeking to influence industry structure.  The case describes how Microsoft has to localize its software products for use in the PRC, and the costs and benefits of localization.  

CHAPTER 2. DIAGNOSING INDUSTRY GLOBALIZATION POTENTIAL


This chapter elaborates the four sets of industry globalization drivers: market, cost, government and competitive. Cases should be assigned that allow students to practice analyzing both the extent of and change in these globalization drivers. Instructors should choose from the several cases set in different industries.


The World Chocolate Industry in 1989 case is designed explicitly to allow application of the industry globalization framework. Emphasis is on market globalization drivers. The case illustrates the important concept that some drivers in an industry can favor globalization while others discourage it.


In the Hyundai Heavy Industries and the Shipbuilding Industry case, a South Korean competitor rises to prominence in an industry traditionally dominated by American and European firms. Competition in shipbuilding has been globally interdependent throughout this century. The industry is economically and politically salient in almost all shipbuilding nations, and the role of government is correspondingly large, allowing a focus on both cost and government globalization drivers.


The Japanese Facsimile Industry in 1990 note emphasizes competitive globalization drivers and country-based sources of competitive advantage. Japanese firms dominate the facsimile industry, accounting for more than 90% of worldwide sales. The case explores the reasons for this dominance.


The Global Semiconductor Industry, 1987 note emphasizes competitive drivers of globalization, although all four sets of drivers are salient. In 1987, the global semiconductor industry was coming out of the deepest recession in its 40 year history. The note examines the competitive dynamics of the industry over time, the nature of its technology, and the sources of competitive advantage. The role of buyer power and competitive interaction are explored in some depth.


The Global Computer Industry case emphasizes competitive, government and technology drivers of globalization, describing the evolution of international trade and global competition in the industry. The case focuses on the role of country factors, government policies, and firm strategies in shifting competitive advantage among regions of the world. Special attention is given to international alliances. 


The Kingsbury Machine Tool Corp. case emphasizes the role of government in globalization and competition. The company needs to formulate strategy in the light of recent protection imposed by the U.S. government and the introduction of cooperative research and development to the industry. After 30 years of declining U.S. competitiveness in the machine tool industry, will these policies reverse the decline? 


The General Electric--Consumer Electronics Group case is a comprehensive one covering many issues of competitive strategy. In conjunction with Chapter 2, the class can focus on the issue of whether consumer electronics is a global or a local industry. Over time the industry seems to have gone from local to global and perhaps back to local again, with consequent implications for competitors' strategies. 


Chloride Lighting and the Emergency Lighting Market provides an opportunity to analyze the consequences of changes in industry globalization drivers. In this case, government drivers will change with European integration under the EC 92 initiatives, in turn affecting market, cost and competitive drivers. Students can directly map from the coming driver changes to changes that should be made on each of the global strategy levers.


Europe 1992 can be assigned to provide more depth on issues of European integration.


The North American Free Trade Agreement: Free for Whom? case can be assigned to provide more depth on issues of North American integration.

CHAPTER 3. ACHIEVING GLOBAL MARKET PARTICIPATION


This chapter focuses on the first global strategy lever--global market participation, elaborating on the difference between globally strategic markets and those that are attractive on a stand-alone basis.


The Lotus Development Corporation: Entering International Markets case provides an introduction to global market participation. It explores why Lotus rose to be the number one merchant software manufacturer in the U.S. and its decision to start selling its products internationally in 1983. The discussion focuses on when, why, and how, a company looks toward international markets. 


Hoechst and the German Chemical Industry and Hoechst in the United States (A) allow the analysis of country-based factors in global success, and provide a specific decision on market participation. The cases describe the specific country-based factors that contributed to the rise of the German chemical industry. The cases also describe the internationalization history of Hoechst and its 1986 opportunity to expand its market participation in the United States by acquiring Celanese Corp.


Kentucky Fried Chicken in China (A), (B), and (C) provide an exploration of the issues of market selection and entry. The setting in China highlights the problems of entering a market that is very different in almost every way from a company's home base.


Bain & Company, Inc.: Growing the Business provides the opportunity to analyze issues of global market participation in the industry that is of the highest career interest to MBA students, and for one of its most spectacularly successful players. The case provides data on a very large number of markets.


CIGNA Worldwide allows the analysis of market assessment and participation in the context of European integration. A CIGNA Worldwide task group of European country directors and key functional managers is meeting in November 1988 to discuss how the company should respond to the European Community's plan to remove existing internal barriers and restrictions to the free flow of goods and services in 1992. 


The Egon Zehnder International: Asian Expansion case illustrates the geographic expansion issues faced by a professional service company that relies on organic growth and a “one-firm” business model. Expansion into Asia poses many challenges to the firm’s ability to stick to its model.

Bajaj Auto Ltd. provides a rare instance of a case covering a multinational company from a developing country. Bajaj, long dominant in India, is evaluating its internationalization efforts to date. The case focuses on assessing markets and modes of market participation.


Jollibee Foods (A) provides another example of a multinational expanding from a developing economy, The Philippines. The case illustrates the motivations and means of international expansion strategies, particularly highlighting the required organizational capabilities to achieve global market participation.  The case describes Jollibee’s six-year international expansion history as a backdrop for considering new expansion opportunities in New Guinea, Hong Kong and California, USA. 

The last three cases for this chapter all concern strategic alliances as a way of expanding market participation. Swissair's Alliances centers on the company's decision to improve its competitive situation in preparation for expected changes in its environment in 1992. Swissair undertakes alliances with several foreign airlines in order to gain economies of scale as well as to expand its markets in this highly regulated industry.


Xerox and Fuji-Xerox describes the growth and development of Fuji Xerox, Xerox's joint venture in Japan, and the evolving relationship between Fuji Xerox and Xerox. The case focuses on the technological development of Fuji Xerox, and on the contributions that Fuji Xerox has made to Xerox's competitive position worldwide. The case also presents a number of options for modifying the relationship between Xerox and Fuji Xerox in the future, when the two firms will face increasingly serious competition from global competitors. 

The Renault/Nissan Alliance case series provides unique insight on the formation of a cross-border mega-alliance.  Based on interviews with all the principal participants to the agreement on both sides, the cases explore the economic rationale of partnership, show how the alliance formation process can be used to initiate strategic change in large companies, and shed light on differing leadership styles. 


Star Alliance (A) looks at how this airline alliance leverages its network to recover from the industry slump of 2001 and face the challenges of the changing airline industry landscape.  The case takes the reader through the history and evolution of Star Alliance from launch in 1997 to early 2002, with the establishment of its Frankfurt headquarters.  Reference is made to key industry trends that had an impact on the formation and function of the Star Alliance.

CHAPTER 4. DESIGNING GLOBAL PRODUCTS And SERVICES


Chapter 4 focuses on the second global strategy lever--global products and services, stressing the difference between globally standardized products, adapted products, and local products.


Although old (set in the 1960s) the Hoover: Multinational Product Planning case is a classic that encapsulates the key issue in designing products to sell in more than one market: standardization versus customization. As of 1994, this issue is not resolved yet for the major appliance market in Europe, so that this case is still very relevant.


The Note on the World Copier Industry highlights the Japanese approach to developing, manufacturing, and marketing globally standardized products. The case gives profiles of over a dozen competitors and presents a detailed description of the patterns of global competition over time.


Nissan Motor Company Ltd.: Marketing Strategy for European Market provides the opportunity to develop product line marketing strategy in the face of forces for European integration. With the likely end of bilateral import quotas on Japanese cars by some European countries, Nissan has to decide how to allocate marketing and production resources among the different models in its line.


The Procter & Gamble Europe: Vizir Launch case focuses on both product and organization issues. It describes P&G's expansion in Europe, including the development of a strong country subsidiary management, responsive to local market differences. The launch of a new product presents strategic and organizational challenges as P&G considers making this its first Eurobrand, and managing it in a coordinated Europewide fashion. 


Air BP: Fixed Base Operations (A) and (B) cases cover issues of both global product policy and location of the global value chain. The cases describe how the aviation fuel division of British Petroleum is seeking to expand sales and margins worldwide in the corporate aviation segment of the market (as opposed to sales to the commercial airline segment in which it is already established). To capture the high margins available "downstream" on retail fuel distribution, Air BP's executive committee is evaluating a proposal to invest $80 million in a global network of 15 aviation service centers in the United States, Europe, and Australia.


The Federal Express: Business Logistics Services case covers issues of both global product policy and location of the global value chain. The case describes the Business Logistics Services (BLS) product line of this company. BLS, which is active around the world, offers its skills in transportation, package handling, storage, and information technology to manage all or part of a client company's supply chain--be it global, regional, or domestic. BLS has several physical locations throughout the United States, as well as in Britain, Germany, the Netherlands, and Singapore. A big boost to BLS's operations in the United Kingdom comes when, in March 1992, it wins a huge 10-year contract to create a global strategic alliance with Laura Ashley, a leading British-based manufacturer of garments and home furnishings.

CHAPTER 5. LOCATING GLOBAL ACTIVITIES


Chapter 5 describes the third global strategy lever--locating global activities, stressing the differences between a multilocal approach (ie duplicating the value-adding chain of activities around the world) and globally concentrating the value-adding chain across a small number of countries. 


The Nestlé S.A. case focuses on the R&D stage of the global value chain. Nestlé is one of the world's most global companies. Yet, strong domestic forces that push for differentiation at the local level characterize its industry. Achieving a balance between global pressures for quality standards and brand recognition, while preserving local identity and responsiveness, is crucial to this industry. This case examines these issues in regard to the research and development function, discussing the merits of distributing R&D widely, while retaining central control and focus.


Ford of Europe--Product Research and Development also focuses on the R&D stage of the global value chain. The company maintains two product development sites in Europe: in the United Kingdom and in Germany. The case covers the implications of a recent reorganization of the product development function.


The International Sourcing at Intercon case examines the sourcing function in the global value chain, describing the many international sourcing initiatives in a multinational connector manufacturing company. It focuses on initiatives to create cooperative links among and with independent subsidiaries. The Intercon Singapore case focuses on how the Singapore subsidiary should work to support its Japanese multinational customers who previously worked with Intercon Japan and its American multinational customers who previously worked with Intercon U.S.A.


The Pneumatiques Michelin IA, IB, II, and III series highlights the role of trade agreements in affecting the optimal location of production facilities. The first two cases discuss Michelin's manufacturing and trade strategy in the light of Canadian federal and provincial government financial assistance, and trade agreements between Canada and the United States. The II case focuses on management issues. The III case discusses Michelin's global strategy in the face of major U.S., European, and Japanese competitors.


The Applichem (A) case shows a company that has six plants in different countries making the same chemical product. Issues include how to define a comparison of costs and productivity  across countries, and how to ensure that productivity improvements made at one plant would be useful and transferable for other plants.


The Benetton (A) case focuses on the manufacturing and logistics stages of the value chain. The world's largest manufacturer of woolen outerware garments seeks to extend its retailing network to the United States from its base in Europe. The case describes a well-thought-out, functionally integrated strategy for Europe in a way that allows assessment of its applicability for a proposed U.S. effort.

The BMW: Globalizing Manufacturing Operations case illustrates the relocaiton of production operations to a lower cost country, to the United States from Germany. This case will provide a nice reversal of perspective for U.S. students.  In addition, the case discusses the role of foreign factories in a firm’s global strategy.

The Li & Fung case illustrates the new type of global sourcing company that is becoming a crtical part of many multinational companies’ supply chains. The case examines strategic and organizational issues including company culture, international expansion and venture capital projects.  The case explores opportunities and challenged faced by this highly successful Asian trading company in deciding how to locate its global activities.  
CHAPTER 6. CREATING GLOBAL MARKETING


Chapter 6 covers the fourth global strategy lever--global marketing, and discusses the key concept of whether to use locally tailored marketing or globally uniform marketing. Each element of the marketing mix is discussed. Corresponding cases are suggested here.


Henkel Corp.: International Sealant Brand (A) and (B) can be used to introduce the concepts of global marketing, with some emphasis on product policy. The case concerns the attempts of a company to take a product (household sealant) and marketing program that is successful in one country (Germany) into other countries. Issues include whether or not to take a standardized pan-European approach rather than letting each country develop its own program. The case highlights the opportunities and challenges in global marketing.


The DHL Worldwide Express case focuses on issues of global pricing. The worldwide sales and marketing manager must determine the degree to which pricing strategy and tactics should be standardized or left to the discretion of the DHL subsidiary in each country. The decision is complicated by the fact that much of DHL's business is provided by multinational companies, who are themselves becoming more globally integrated.


The British Airways is a classic case on global advertising, and also highlights the role of the advertising agency (Saatchi and Saatchi) that popularized that concept. The case concerns British Airways' development and implementation of its first global advertising campaign.


The European Communication Management Limited case examines the media side of global advertising. The company, ECM, a London-based media consultancy that helps multinational advertisers improve the productivity of their media targets, has submitted a proposal to a major food producer. The latter must evaluate ECM's proposal, which promises major savings in European TV advertising expenditure. 


The Nestlé S.A.: International Marketing case provides a good summary of many issues in global marketing, focusing on the role of central marketing staff with respect to Nestlé's operating companies around the world. The case also focuses on examples of advertising and packaging decisions.


Citibank: Marketing to Multinational Customers provides an early example of the use of global account management in the selling and customer service functions. The case describes how Citibank developed a new way to serve its multinational corporate customers.


The Hewlett-Packard: Global Account Management (A) and (B) cases show, perhaps, the most advanced use to date of global account management. The (A) case describes a proposal to introduce a global account management program for HP's largest multinational customers. The (B) case shows what they did, and the consequent results. A combined, condensed case is also available.


Star Alliance (B) also looks at managing global customers.  The case describes the relationship between a global client (Star Alliance) and its global supplier (the advertising agency, Young & Rubicam). Most intriguing is that in its early period, the Star Alliance is a virtual client without a corporate headquarters. The agency has to take on the HQ role.  The case sees many organizational issues such as culture, managing diversity, logistics/coordination in action, and looks at how the client-agency relationship evolves over time. 

CHAPTER 7. MAKING GLOBAL COMPETITIVE MOVES


Chapter 7 focuses on the fifth global strategy lever--global competitive moves, and discusses the need to make competitive moves that are globally coordinated rather than made independently in each country.


The Caterpillar Tractor Co. and Komatsu Ltd. cases provide a good transition from classic issues of competitive strategy to those of global competitive strategy. The Caterpillar case describes how the company became the dominant worldwide competitor, and raises issues of threats from its changing competitive environment. The Komatsu case describes how this Japanese company grew to become CAT's major challenger in the merging global competitive battle. Caterpillar-Komatsu in 1986 provides an update to the global competitive interaction between Caterpillar and Komatsu.


The Motorola and Japan (A), Supplement and (B) cases combine issues of global market participation and global competitive moves. This multi-billion dollar semiconductor and telecommunication products company finds itself under enormous pressure from its Japanese competitors in the early 1980s. Motorola had made several unsuccessful attempts to penetrate the Japanese market, but was in the midst of negotiating a contract with Japan's telecommunications monopoly, NTT. At the same time, however, it had evidence that its major Japanese competitors were selling telecom products in the U.S. market significantly below their costs, putting severe pressures on the company's margins. The case explores the company's strategic options for responding to Japan as well as how it might organize itself for this new type of competitive battle. The case supplements allow evaluation of different competitive moves and their consequences.


The Collision Course in Commercial Aircraft: Boeing-Airbus-McDonnell Douglas 1991 (A) and (B) cases highlight the role of government intervention in global competitive moves. The cases describe the competitive situation that has arisen in the commercial aircraft manufacturing industry since Airbus entered in 1970. They discuss the role of government assistance to Airbus and the response of Boeing and McDonnell-Douglas.


The Zenith and High Definition Television, 1990 case focuses on competitive moves by multiple players trying to set new global industry standards. The case describes Zenith's strategy in HDTV, provides an overview of the HDTV industry with profiles of major competitors worldwide and the policies of U.S., European, and Japanese governments.


The Fusion Systems Corporation in Japan case highlights the issue of competition in intellectual property. Fusion Systems, a small, high technology company has a five-year old patent dispute in Japan with Mitsubishi Electric. The case describes Fusion's strategy of seeking help from the U.S. government, and also poses the issue of how Fusion should respond to Mitsubishi's latest negotiating moves.


Philips versus Matsushita describes the development of the international strategies and organizations of two major competitors in the global consumer electronics industry.  Particular attention is given to the major restructuring both companies are forced to undertake as their competitive positions are eroded.  The case illustrates how global competitiveness depends on organizational capability; the difficulty of overcoming deeply embedded administrative heritage, and the limitations of both classic ‘multinational’ and ‘global’ models.  

The Internationalizing the Cola Wars case analyzes the strategies pursued by Coke and Pepsi in the emerging Asian soft drink market, with specific focus on the tactical battle of the cola giants in China.  

CHAPTER 8. BUILDING THE GLOBAL ORGANIZATION


Chapter 8 moves to the third corner of the globalization triangle--organization factors. These affect both what the nature of global strategy should be, as well as the effectiveness of its implementation. This chapter focuses on how the nature of the organization--its structure, management processes, people and culture--affects the use of global strategy levers, and the ability to implement global strategy. The chapter describes these organization factors in depth, and discusses how to build a global organization.


The Kentucky Fried Chicken (Japan) Ltd. case provides a good introduction to issues in global management. The case describes the internationalization of the KFC food chain, focusing on KFC's entry into Japan. An entrepreneurial country manager battles numerous problems to establish the business and is eventually highly successful. In doing so, he ignores or circumvents policies and controls from KFC's headquarters and becomes very upset when more sophisticated planning, coordination, and control systems begin to constrain his freedom. The case presents both the headquarters and subsidiary perspectives.


The Benetton (B) case illustrates the organizational issues involved after early success in entering a foreign market. After entry into the United States (described in the (A) case) this case raises issues of whether Benetton should alter its organization strategy and form a U.S. subsidiary, the responsibilities that managers in such a subsidiary should hold, and other organizational changes that should be made at the company's Italian headquarters to accommodate such actions.


The Bausch and Lomb International Organization case examines a proposal by a major consulting firm to create a new international division at Bausch and Lomb, carved from existing worldwide product divisions. The case provides an opportunity to examine the relationship between international strategy and international organization in a company at a relatively early stage of internationalization.


The Heineken--Organization Issues case deals with the issue of how to balance the need for central control and coordination with the need for responsiveness to local market conditions. Case arguments concern how best to build cooperative interdependence between operating companies and head office. This case also covers the requirements of managing in international businesses, ranging from export-based businesses through multinational companies to globally integrated organizations.


The Citibank (A) European Strategy and Citibank (B): European Organizational Challenges cases examine the strategic choices facing Citibank in Europe as it seeks to implement its evolving global strategy. The (A) case specifically describes how the bank sought to integrate its previously independent country organizations with new product and crossover units. The (B) case focuses on implementation and organizational issues.


The Honeywell, Inc.: International Organization for Commercial Avionics (A) and (B) cases highlight the implications of strategy definition for organization. Honeywell's 1986 acquisition of Sperry's aerospace business leads to a required merger of two very different international organizations. The head of the merger task force needs to decide if the avionics business is "global," with consequent implications for strategy and organization. 


The Philips Group--1987 case provides a good summary to a course on global strategy by combining both strategic and organization issues. The case can be used to illustrate the triangle of concepts central in Total Global Strategy: industry globalization drivers, global strategy levers, and global organization and management. The case traces the company's long history as a multinational company, from its early successes and dominance of many world markets to its struggle to adapt to the challenges caused by the Japanese invasion of the 1970s and by European integration. The case clearly illustrates the importance of matching organizational and strategy changes in response to changed industry conditions.


The Booz Allen & Hamilton: Vision 2000 case focuses on its Vision 2000 initiative, which created unified staffing pools based on industry and functional (eg strategy, operations, or information technology) expertise, within each of three large regions (ie Atlantic – containing North America and Europe, Asia-Pacific-Japan, and Latin America).  The case shows how in staffing each client engagement, partners considered all available staff within their region, in order to provide the best consultants for the project regardless of where they are located.  Vision 2000 changed the way Booz Allen & Hamilton operated as a company and had a direct impact on its global competitive strategy.  


The Asea Brown Boveri (ABB) case describes the organizational challenges brought about by the merger of two European rivals – Asea AB of Sweden and BBC Brown Boveri Ltd of Switzerland.  With the new company consisting of 150,000 employees, 850 legal entities and operating in 140 countries, the case looks into how ABB’s leader Percy Barnevik overcomes these challenges through staffing, communications priorities, new structural alignments and information and reporting systems.  


Philips and Matsushita: A Portrait of Two Evolving Companies contrasts the development of Philips’ and Matsushita’s international organizations and associated organizational capabilities as a means of discovering how   Philips, with fully developed national organizations abroad, struggles to coordinate its operations on a global scale and encounters strong resistance to organizational and cultural changes.  Matsushita, the highly centralized industry leader, struggles to internationalize its organization by decentralizing assets, responsibilities and decision-making.  


Colgate-Palmolive: Managing International Careers discusses how the US-based consumer products firm re-examines the way it manages international career development in the face of rising dual-career families and increased reluctance by managers to accept foreign assignments.  Colgate-Palmolive’s multinational set-up warrants it to carefully examine the changing human resource trend it faces in order not to affect its global operational strategy.    

CHAPTER 9. REGIONAL STRATEGY


Chapter 9 discusses regional strategy—how companies can develop intermediate strategies that are part of global ones.


The Henkel Asia-Pacific case describes the efforts of large, diversified German MNC from the chemical industry to develop a strategy for Asia and to organize the firm across business units for expansion in Asia. It shows the process of strategy development and implementation with the help of a regional headquarters. Business picks up rapidly, but the speed of expansion may be insufficient compared to market growth and competition. The case demonstrates the difficulties a company has in changing the mind of its managers regarding territories outside the boundaries of traditional strength, and highlights the importance of symbolic actions in large, complex multinational firms.

The Haagen Dazs case describes the ice-cream industry in Europe and the competition between the niche-player Haagen Daz and industry giant Unilever.  The case traces Haagen Daz’s successful entry and growth in the USA and the Far East and chronicles the problems it faces in Europe in 1994. 


The General Motors' Asian Alliances case describes all of General Motors' major alliances with Asian firms. These include Toyota, Fanuc, Isuzu, Daewoo, Suzuki, Nissan, and Hitachi. Students can discuss the rationale of each alliance, their risks, their management problems, and their likely evolution.

The Daewoo’s Globalization case shows the challenges of organizing strategic alliances in transitional economies within the context of a regional strategy.  Top management at Daewoo reviews its close relationships with the Uzbekistan government, focusing especially on the performance of Uz-Daewoo Auto, a strategic alliance to manufacture and market passenger cars.  

The Citibank Asia-Pacific case exposes students to the business issues, politics and dilemma of considering an opportunity to expand Citibank’s customer base by launching a credit card in the Asia-Pacific region.  Students make a decision, and if a ‘go’ decision is made, they work out a comprehensive launch plan.  This case introduces students to international marketing issues as well as the strategies/skills needed to pursue a potential international business opportunity.
Procter & Gamble in Eastern Europe considers the essential market entry strategies Procter & Gamble must implement to do business in the former Soviet Bloc countries.  From examining the environment to determine if the newly liberalized economies of Eastern Europe provide ample business opportunities, to defining the necessary scope of the investment, to deciding on which products to sell, students can step into Procter & Gamble’s shoes and develop viable market-entry and regional strategies.   

The Acer Group case traces the history of Acer as it builds a multinational from its home base in Taiwan.  It explores the hurdles faced by an Asian company in expanding internationally and how Acer has overcome these using innovative strategies.  The inherent tension between achieving global scale economies and large responsiveness is also explored to gain an appreciation of the strategic issues faced by Asian companies as they expand internationally and provide a framework for thinking about these challenges can be overcome.  This discussion will be relevant to Asian managers wishing to grow internationally and also to Western managers who need to assess their new competitors.  


E-Commerce in Latin America examines the vast potential offered by B2B and B2C e-commerce, as well as the specific economic, cultural and technological barriers for doing business online in Latin America.   


Submarino.com enables demonstrates the evolution of e-business models, strategy and organization capabilities, through a thorough analysis of a B2C e-commerce company with a presence in Brazil, Argentina, Mexico, Spain and Portugal.  Critically, the case covers Submarino.com’s challenge of determining its strategic and financial priorities as it launches a rapid growth plan with limited resources in 2001.  


Star TV (A), (B), and (C) Condensed covers the success story of Star TV, Asia’s first regional satellite TV network, from its inception and launch in 1990-1991 until the summer of 1993.  The regional focus gained Star TV 45 million viewers in more than 38 countries, but revenues were not covering costs, thus Star’s leadership position gets threatened.  The case describes the strategic challenges Star TV faces as a means of ultimately defining its overall global strategy.

Appendix A. ASSIGNMENT FOR WORKSHOP OR GROUP PROJECT
Objective

Evaluate an industry in terms of its actual and potential globalization, and the extent to which its competitors have global strategies. Identify the major strategic groups and recommend what their global strategies should be.

Conceptual Basis

Base the report on the frameworks in Total Global Strategy II.

Output

Write a 20-30 page report, double-spaced text, plus additional pages for any exhibits, with the following sections:

1.
Overview description of the industry and its products or services, customers, and channels of distribution.

2.
Market size and growth rate by country/region.

3.
List of major competitors by home country and countries/regions of participation.

4. 
Report on the condition of each of the four sets of, and twenty individual, industry globalization drivers.

5. 
Diagnosis of the actual and potential globalization of the industry, and the potential benefits and drawbacks of using each of the global strategy levers.

6. 
Report for each major competitor on its use of each of the sets of five global strategy levers, and the benefits and drawbacks from that use.

7. 
Overall summary of industry globalization potential versus competitors' strategies.

8. 
Diagnosis of the appropriate global strategy for each major competitor or strategic group.

NOTE: you should comment throughout on:

(1)
the direction and nature of change of the industry drivers and strategy levers

(2)
any differences among industry sectors or market segments
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