Index

A

Abdelal, R., 10, 11

ABN Amro, 56

Aborigines Protection Society, 323

Accenture, in Japan, 40

Accurate Response, 274

Acquisition. See Joint venture strat-
egy; Mergers and acquisitions

Adaptation: in branded product
management, 175, 176, 177-178;
culturally based, 284; failure of
sensitivity and, 313-314; in satel-
lite television industry, 141-142;
trend toward, in 2000s, 314. See
also Localization

Adidas, 186

Administrative differences, across
countries, 138-139

Administrative distance, 22—-23

Advertising Age, 223, 233

Advertising and promotion: factors
influencing, 18; Wal-Mart’s, 297.
See also Brands, global; Market-
ing; Marketing and advertising
service sector

Advertising services. See Marketing
and advertising service sector

Advocacy networks, normative con-
sensus, 356

Afghanistan, Soviet invasion of, 16

Africa, demography of, 6

Ahold. See Royal Ahold NV

Air conditioners, consumer prefer-
ences in, 72

Airlines, global advertising of,
203-204, 207-208, 215

Al-Jazeera, 184

Al-Qaeda, 23

Alden, D. 1., 117, 183

American Association of Advertising
Agencies, 222

American Challenge, The (Servan-
Schreiber), 2, 16

American cultural imperialism, 2,
34-35, 194, 212

American Economic Review, 12

American Express, 214; global brand
ranking of, 67, 211

American icon brands, 1, 211-213

American values: global brand pref-
erences and, 160, 184, 186, 190,
193, 199; global consumer seg-
ment differences and, 193; mea-
surement of, 199, 200

Americanization, 211-213

Ammon, A. M., 224

Amnesty International, 350

Amoco, British Petroleum merger
with, 100

Amsterdam, diversity in, 4

Anderson, B., 184

Anderson, S. P, 127

Anbholt, S., 218

Animated movies, 71, 184

Anti-American sentiment: as advan-
tage to emerging markets, 213;
antiglobalization backlash and,
6, 30, 194, 212; commercial/

395



396 InpEx

cultural imperialism and, 34-35,
160, 212; consumer preferences
and, 160, 164—165, 194; historical
perspective on, 16; impact of, on
purchase decisions, 6, 160, 190.
See also American cultural im-
perialism; American values;
Americanization; Antiglobaliza-
tion movement

Anticipatory demand, 71-76

Anticolonial national cultures, 192

Antiglobalization movement: brand
preferences and, 164-165, 194,
196; causes of, 5-6, 212, 314; eco-
nomic impact of, 196; evolution
of, 314, 348-359; examples of, 28,
30, 325-331; geographic distri-
bution of, 194, 196; globalization
worldview and, 9; historical ex-
amples of, 320-321, 323-324;
against media monoculture, 119;
nongovernmental organizations
in, 314, 349-351, 352-353; orga-
nized activities of, 349-350;
poverty and, 348-351, 352; West-
ern-centric perspective in, 318,
319, 321, 323, 325-326, 328-329,
331, 334

Antioch College, 32

Appadurai, A., 117, 119

Apparel industry: capital costs in,
280, 287; consumer preferences
and, 73; contract enforcement in,
278-279, 285-286; global retail-
ing of, 260-261; global supply
chain intermediaries in, 284-287;
global supply chains in, 264-265,
267-268, 270, 274, 278-279,
280-281; labor exploitation
in, 325-326, 349; tacit knowledge
sharing in, 280-281, 286—287

Apple, global brand ranking of, 67

Arbitrage, 142-143

Archetypes: human, 85, 89-90;
multinational structural, 94

Arco, British Petroleum merger
with, 100

Argentina: Carrefour in, 291, 292,
294, 305, 309, 311; impact of
large global retailers on, 309,
311; Royal Ahold in, 309, 310;
Wal-Mart in, 298-300, 301, 309,
311

Armani, 260

Arnold, D. J., 118, 160, 163

Asahi Shinbum, 47

Asda, 300-301

Asia: aid to, 341; automobile indus-
try trends in, 147; Carrefour in,
293, 294; disparities in, 161;
emerging global dominance
of, 213; factory conditions in,
325-326, 327; financial crisis of,
28, 287, 314; hair dyes and, 178;
market for food retailing in, 302;
Nike in, 325, 326; poverty in, 335;
Royal Ahold in, 308-309; satellite
TV in, 115-145; tiger economies
of, 5; women’s empowerment in,
325-326, 327

Association of Southeast Asian Na-
tions, 27

Associative maps, 170

Aston Martin, 153

Athens Olympic Games, 2004, 213

Athletic wear: factors in perceptions
of branded, 191, 197; overseas
outsourcing of, 278-279

AT&T, global brand ranking of, 67

AT&T Wireless, NTT DoCoMo’s in-
vestment in, 54

Attack (detergent), 73

Austin, J. K., 267

Austin, J. P, 277-278, 281, 282

Austria, detergents in, 172-173

Automatic transmission, 153-154

Automobile industry: barriers to
globalization in, 150-152; capital
intensity of, 147; competitive
pressure in, 147, 155; consumer



preferences and, 151-152, 197,
convergence and, 147-148;
foreign competition in, 32-33;
future of globalization and,
155-157; Japan’s position
in, 32-33, 65; joint sourcing in,
153-154; in 1980s, 19; standard-
ization-localization tension in,
114, 147-157; trends in, 147-148,
155-157

Avoidance-approach behavior, 88

B

Bailey, E. E., 226, 227, 230, 251

Banana republic, 318

Banca Intesa, 214

Bangladesh, factories in, 325-326

“Barilla SpA,” 272, 273, 275

Bartlett, C. A., 24, 182

Batra, R., 116-117, 183

Bayes regression model, 201

Beer game simulation, 272-273, 281

Beijing Olympics 2008, 213

Belgium: Carrefour in, 291, 294;
Royal Ahold in, 310

Bell, D. E., 261, 288

Ben Franklin franchise, 296

Benchmarking, 101, 102, 110

Benchmarks, global supply chain
management and, 283-284

Benetton, 260

Bennet, J., 336

Berndt, E. R., 205, 217, 219,
222-223, 224, 246, 248, 249

Bertrand competition, 125

Best-in-class attribution, 188, 191,
194, 195, 199

Best practice sharing, 97, 98-106;
barriers to, 100-111; manage-
ment levers for, 106-111

BI-LO, 307, 309

Biltereyst, D., 129

Birkinshaw, J., 118

Bland, D., 299

BMW, global brand ranking of, 67

Inbex 397

Boddewyn, J. J., 116

Body-mind balance, 90

Boeing 747 planes, 215

Bojanek, R., 248

Bold, 172-173

Bollywood, 184

Both-and approach, 166-167

Bottled water market, 209

Bower, J. L., 223

Bowersox, D. J., 271

Boycotts, 326

Brand co-creation, 80, 83-91

Brand leaders, global, 159-161,
180-181

Brand rankings, 66, 67, 159-161,
181; Japan and, 66, 67; ten top,
for 2003, 159

Branded products: defined,
167-168; flexibility in managing,
173-174, 176; framework for
managing, 174-179; persuasive
elements of, 168-173, 179

Brands: defined, 167; products
versus, 164-165, 166-168,
214-215

Brands, global: advertising/market-
ing services and, 208-216; Amer-
ican dominance in, 211-213;
best-in-class attributions of, 188,
191, 194, 195, 199; branded
product approach to managing,
167-179; competition among,
184; consumer motivations for
purchasing, 116-117, 159-160;
consumer perceptions and,
180-201; contingency framework
for, 165-179; country differences
in perceptions of, 167, 171-173,
177-178, 180, 191-193; credibil-
ity of, 117; cultural framework
for, 183-201; debate about,
182-183; dimensions of global-
ness of, 183, 184-201; generic
strategies for managing, 174-178;
global community membership



398 1mpEx

effects of, 116, 117; global con-
sumer segments for, 193-195;
global retailing of, 260-261; glob-
alization strategy for, 175, 177;
localization strategy for, 175,
176-177; management of,
159-201, 213-216; product differ-
ences and perceptions of, 191;
product standardization strategy
for, 175, 178; products versus,
164-165, 166-167, 174-176; pros
and cons of, 165-166; qualities
of, 1656-166; quality-signaling ef-
fects of, 116, 117, 160, 186-187,
188, 191, 199; regional adapta-
tion strategy for, 175, 177-178;
research project on, 185-201;
standardization-localization
tension and, 159-201; status/
prestige effects of, 116, 117, 160,
187-188, 193, 194, 195, 199;
strategy of, 165-168

Brands, local: antiglobalization sen-
timent and, 164-165; competi-
tiveness of, 160-161, 176-177;
consumer preferences for,
160-161, 165; corporate social
responsibility expectations and,
189; multinational investments
in, 165

Brazil: Carrefour in, 291, 292, 293,
294, 305; corporate social respon-
sibility and, 196; relative impor-
tance of global brand dimensions
in, 191, 192; Royal Ahold in, 309,
310; Wal-Mart in, 298-300, 301,
305-306

British Airways, global advertising of,
203-204, 207-208, 215

British Petroleum (BP), 80-81, 92,
197; cross-unit collaboration of,
96-97, 98-100, 111

British South Africa Company, 317,
322-324, 332

British Virgin Islands, 143

Brown, D. E., 90

Bruno’s, 308

BSkyB, 120

Budweiser, global brand ranking
of, 67

Bullwhip effect, 272-273

Burns, J., 279

Business environment diamond,
38-40

Business schools, Japanese, 52-54

Business Week, 159

Butler, N., 100

Buzzell, R. D., 117

C

CAGE rubric, 140

Cahill, L. S., 360

Call center response lines, 260

“Campbell Soup: A Leader in Con-
tinuous Replenishment of Prod-
ucts,” 272, 273

Canada, Wal-Mart in, 298, 301, 302,
303-304, 306

Canon, global brand ranking of, 67

Capability poverty, 335-336

Capital costs, in global supply chains,
280, 287

Car navigation systems, in Japan, 73,
75,76

Cardona, M. M., 218, 222

Carrefour: country locations of,
289, 294; decentralized structure
of, 290, 291-292, 305; formats of,
289; global ranking of, 289; glob-
alization of, 260-261, 289-295;
impact of, on small grocery
stores, 290-291; international
expansion of, 291-295; local pur-
chasing of, 290; market entry
strategy of, 292-295, 301-307,
311; Promodes acquisition by,
291, 292, 295; sales performance
of, 289, 294; as Wal-Mart competi-
tor, 298, 299-300; Wal-Mart’s
strategy compared with, 301-307

Carter Administration, 19

Caufield, C., 340, 344, 345, 346-348



Caves, R. E., 222

Cayman Islands, 143

Celador, 142

Cell phones, global brand percep-
tions of, 197

Censorship, 138-139

Central America, Royal Ahold in,
310

Centralization: versus decentrali-
zation, in retail market entry,
313-314; of multinational mar-
keting, in 1990s, 313-314

Cephalosporins, 267

Chernin, P., 122

Chevron-Texaco, 92

Child labor, 279, 325, 326

Chile, 35; Royal Ahold in, 309, 310

China, 7; antiglobalists in, 194; auto-
mobile industry and, 155-156;
British Petroleum in, 98; Car-
refour in, 293, 294; corporate
social responsibility and, 196;
emerging dominance of, 213; Fit
Magazinelaunch in, 86-88; global
agnostics in, 194; as global sup-
plier, 259, 265-268, 278-279,
284-287; as globalization benefi-
ciary, 344; multinational manage-
ment by, 5; Royal Ahold in, 309,
310; service outsourcing to, 260;
STAR TV in, 120, 121, 122,
138-139; urbanization and dis-
posable income in, 155-156;
U.S. imports and exports with,
265-267; Wal-Mart in, 301; in
World Trade Organization, 259

China International Capital, 56

Christensen, C. M., 15-16

CIFRA, 298

Cisco Systems, global brand ranking
of, 67

CITI BANK, global brand ranking
of, 67

Citigroup, 214; global M&A rank of,
55; global underwriting services
market share of, 56

Inbex 399

Civic libertarians, 193

Clark, T. H., 272

Clean Clothes Campaign, 326

Clive, R., 321-322

Clugston, R., 337, 355

CNN, 184

Co-creation, 80, 83-91; human uni-
versality and, 88-91; stage of stim-
ulating, 85, 87-88

Coca Cola, 2, 9, 13; in emerging
markets, 209; global brand rank-
ing of, 67, 159, 160, 197; global
culture and, 184; Levitt on, 34,
35; local brands of, 211; local
marketing of, 314

Coca-Colonization, 16, 21-22

Cohen, M. A., 277

Cold war, 16-17, 22, 336

Collaboration, in multinational
corporations, 92-112; barriers to,
93, 100-111; diagnosing barriers
to, 110-111; framework of, 97—
112; management levers for, 97,
101, 106-111; potential down-
sides of, 111; survey of manage-
ment and organization levers for,
106, 107-108; as sustainable com-
petitive advantage, 80-81, 92-93,
112; value creation with, 97,
98-106

Collaboration, supply chain. See Sup-
ply chains, global

Collaborative planning, forecasting,
and replenishment (CPFR), 273

Commercial imperialism, 34-35,
160, 212

Commercials. See Television

Communication, culture and,
282-283

Communication and information
technology: as force for globali-
zation, 3, 7-8, 21-22, 23, 25, 263;
for global supply chain manage-
ment, 263, 264, 270, 271, 274—
275, 297; for interunit collabora-
tion, 102; Wal-Mart’s, 297



400 1NDEX

Communism, fall of, 7, 21, 29, 313,
336

Compag, global brand ranking of, 67

Competitive advantage: of global
supply chains, 259, 263-264; of
holding companies in advertis-
ing/marketing industry, 248-249;
in multinational life cycle stages,
compared, 93-97; through col-
laboration, 80-81, 92-112

Computers, global supply chains for,
265, 274

Conflict-of-interest norms, in
advertising/marketing services,
204, 219, 222-223, 249, 251

Connectors, 102-103, 110

Consumer electronics, global supply
chains in, 264, 265

Consumer preferences: in automo-
biles, 151-152; brand manage-
ment and, 163-201; co-creation
of, 80, 83-91; complexity of,
164-165; cultural framework
of global brand and, 160,
180-201; factors in, 8384,
160-161, 186-201; for global
brands, 116-117, 160-161,
163-164, 181-201; global con-
sumer segments and, 193-195;
homogenization of, 134, 135,
163—-164; human universals and,
84-91; Japanese, 66-69, 71-76;
for local brands, 160-161; micro-
economic model of, 124-129;
shapability of, 25; typology of,
186-196. See also Convergence

Consumer segments, for global
brands, 193-195. See also Market
segmentation

Consumers, global: demography
and, 6-7; ethical market con-
struction and, 357-359; motiva-
tions of, 159-160; poverty and,
336-338, 357-359; power of,
210-211; pull versus push strate-

gies and, 163-165, 209-211,
358-359; segmentation of,
193-195

Contingency framework, for brand
management, 165-179

Contracts, supply, 275; enforcement
and compliance issues in, 278
280, 285-286; relationship-based
mechanisms for, 279-280

Convergence: arguments against,
2; automobile industry and,
147-148; demography and, 6-7;
dynamics and types of, 134-136,
144, 145; forces against, 5-6,
29-30; forces for, 3-5, 7-8;
Levitt’s arguments for, 1-2, 1-13,
7-8, 25-26, 63, 66, 79, 163-164,
182-183, 208, 209-210; overview
of, 1-8. See also Globalization;
Standardization

Convoy system, 59

Coordination economies, 225-226

Cordiant Communications Group,
218, 230, 233, 234, 248

Corporate culture, 333

Corporate social responsibility
(CSR): antiglobalization con-
sumers and, 193; antiglobaliza-
tion pressures and, 212; civic
libertarian consumers and, 193;
expectations for, 189, 191; impact
of, on brand preferences, 188-
189, 191, 193, 195, 196; limita-
tions of, 315, 319, 327, 333
334; measurement of, 199, 200;
Nike’s initiatives for, 326-327;
Shell’s initiatives for, 189, 319,
330-331. See also Ethics

Corsi, C., 300

Cost dynamics, global standardiza-
tion and, 131-133, 144

Cost economies, in global advertis-
ing and market services business,
217-257. See also Economies of
scale and scope



Cost measures, in advertising/
marketing industry study,
234-236, 237

Country differences: brand man-
agement and, 167, 171-173,
177-178, 180, 191-193, 213-216;
developed versus less developed,
191-192; East versus West, 191—
192; marketing and, 213-216;
multidimensionality of, 144; in
relative importance of globalness
dimensions, 191-193; satellite
television globalization and, 137-
140; standardization-localization
tension and, 137-140, 144;
trend toward importance of,
210. See also Cultural differences;
Distance

Country managers: local bias of,
204, 214; multinationals’ reduc-
tion of, in 1990s, 313

Cowen, T., 137

Crash testing, 151

Cross-shareholding, in Japan, 59,
60

CSFB, 299; global M&A rank of, 55;
global underwriting services mar-
ket share of, 56

Cultural anthropology, 117, 119,
181, 184-185

Cultural differences: global brands
and, 184-185; global supply
chain management and,
280-284; in shopping behavior,
300; tacit knowledge sharing
and, 280-281, 286-287; TV pro-
gramming and, 138, 140. See also
Country differences

Cultural framework of global brand
preferences, 160, 180-201

Cultural insensitivity, in advertising,
203-204

Cultural traits, shared, 90

Cup holders, 151-152

Currency fluctuations, 277-278

Inoex 401

Customer preferences. See Con-
sumer preferences

Customization: of global brands,
160; market entry strategy and
need for, 302-307, 312. See also
Localization; Standardization-
localization tension

Czech Republic, Royal Ahold in,
309, 310

D
Daft, D., 314
DaimlerChrysler, Mitsubishi invest-
ment by, 54

Dairy product brands, consumer
preferences in, 191, 197

Daiwa Securities, 55, 57

Damasio, 88, 91

Dannon, 191, 197

Dash, 172-173

Davos Meeting, 38, 349, 350

Dawn, 172-173

De Soto, H., 338

Debt, in emerging economies, 314

DEG, in Japan, 40

Decentralization versus centrali-
zation, in retail market entry,
305-306

Decision-making methodologies:
of global retailer, 291-292; in
global supply chains, 274-275,
283-284

Decision-making norms, cultural,
282, 283-284

Deep metaphors, 85, 89-90

Dekimpe, M. G., 286, 301, 302, 307

Dell: global brand ranking of, 67;
lead time reduction of, 274

Dell, M., 274

DeLong, T., 104

Demand, anticipatory versus idio-
syncratic, 71-76

Demand dynamics, global standard-
ization and, 129-131, 145

Demand forecasting, 273, 274, 275



402 1nDEX

Demand-side logic, 83, 113; in
Levitt’s model, 144, 182; in micro-
economic model, 125-127

Demography: global brand
dominance and, 213; global
consumers and, 67

Dentsu, 230, 233, 234

Department stores, markdown strat-
egy of, 274

Detergents: consumer preferences
in, 72-73; country differences in,
167, 171-173, 177-178; persua-
sive elements of, 168-173; stan-
dardization-customization of,
160

Deutsche Bank, global under-
writing services market share
of, 56

Developed countries: consumer
preferences in less developed
countries versus, 191-192; impact
of overseas outsourcing on, 268,
269, 326

Developing countries: antiglobali-
zation movement and, 318, 319,
321, 323, 325-326, 348-351;
antiglobalization sentiment in,
196; contract enforcement issues
in, 278-280, 285-286; conver-
gence in, 148; financing in, 280;
global brand preferences in, 192,
196; importance of corporate so-
cial responsibility to, 196; invest-
ment aid programs for, 340-341,
342, 344-348, 360; outsourcing
to, 265-270, 279-287; poverty
and globalization in, 335-360.
See also Emerging economies;
Less developed countries

“Developing World Afflicted by Dis-
eases of Affluence,” 337

Development ethics, 354

DHL, 3

Dia, 295

Diamond model, of business envi-
ronment, 38-40

Diesel engines, 152

Differentiation, horizontal versus
vertical, 136

Disco, 311

Discount store globalization:
Carrefour’s, 289—295; Wal-Mart’s,
295-307

Dishwashing detergents. See
Detergents

Disney, 1, 211; global brand ranking
of, 67, 159, 160; sales of, in Japan,
67, 69

Disneyland, Japan, 67, 69

Disruptive innovators, 15-16

Distance, national market, 22-23.
See also Country differences;
Geographic distance

Distribution, factors influencing, 18

Diversity, travel and, 4

Dixit, A. K., 277

Djankov, S., 138

DK Wasserstein, 56

DLJ, global underwriting services
market share of, 56

Doft, D. B., 224

Domino effect, 135

Donaldson, Lufkin & Jenrette,
global M&A rank of, 55

Douglas, S. P, 116

Dove soap, 208-209

Dresdner Kleinwort Wasserstein,
global M&A rank of, 55

E

Earth Day, 16

Econometric model and method,
in advertising/marketing sector
study, 224-233, 251-257

Economic differences across coun-
tries, satellite television and,
139-140

Economic distance, 22

Economic exploitation, 339-341,
348-351, 352-353

Economic freedom indexes,
338-339



Economies of scale and scope: of
advertising/marketing hold-
ing companies, 222-224; in
advertising/marketing services
sector, 205, 217-257; brand
management and, 163-164;
derivation of indices of, 251-256;
estimates of, 240-248; holding
company model and, 218-219,
221-257; modeling and measures
of, 224-233, 234-236, 237,
251-257; multinational parity
in, 92, 96; parameter estimates
for, 232-233, 236-248; standard-
ized regressions of indices to,
256-257; television and, 119

Economist, 122

Edelman, 350

Egypt, 192, 194, 212, 267

Eichengreen, B., 346

Electronic data interchange (EDI),
297-298

Electronic databases and search en-
gines, for interunit collaboration,
102, 110

Electronic keyboards, 72

Electronic yellow pages, 102, 110

Electronics industry: global supply
chains in, 264-265; Japan’s posi-
tion in, 65

Elliot, S., 218, 223

Emerging economies: antiglobaliza-
tion backlash and, 5-6, 196, 213,
314; automobile industry and,
155-156; demographic trends
of, 6-7; entry strategies for ex-
pansion to, 288; future global
dominance of, 213; global brand
leadership and, 159-161, 213;
importance of corporate social
responsibility to, 196. See also
Developing countries

Emissions regulations, 151

Emotions and feelings: marketing
strategy and, 88-89; universal,
88-89

Inoex 403

“Empires of Profit” (Litvin), 318,
319, 331, 333

Employee relationships, Wal-Mart’s,
296297

Endicott, R. C., 233

Endogeneity of preferences, 26

Enforceability of agreements, in
Asian satellite television industry,
139-140

English East India Company, 317,
319-322, 331-332, 333, 334

English language: Asian satellite TV
in, 113-114, 121, 138; British col-
onization of India and, 321; com-
monality of, 5; Hollywood film
dominance and, 136; Japanese
education in, 42-43, 44, 45, 71

Enlightened self-interest, 354-355

Enron, 28

Enterprise resource planning (ERP)
systems, 270, 271

Entry timing: cost dynamics and,
133; entry strategy selection and,
301-307, 311-312. See also Market
entry strategies

Environmental issues, 328, 352-353,
354-355

Ericsson, global brand ranking of,
67

Escort (Ford) program, 148-150

Estimation procedure, for scale
and scope economies, 232-233,
236-240

Ethic of engagement, 315, 353-360

Ethics: for multinational engage-
ment, 315, 353-360; in out-
sourced labor, 279, 325-327;
pressures for, 212; Western-
centric, 321. See also Antiglobal-
ization movement; Corporate
social responsibility; Politics and
political contexts

Euro accounts, 118

Euro-consumer, 210

Europe: anti-American sentiment in,
6; Carrefour in, 294; dishwashing



404 1npEX

differences in, 177-178; Ford in,
147, 148-152; local brand compe-
tition in, 176-177; Royal Ahold
in, 309, 310; Wal-Mart in,
300-301, 303-304

European Common Market, 116

European Community, 4, 209

European Union, 27

EViews, 233, 237

Evolutionary phase, of multinational
life cycle, 93-94

Exchange rate fluctuations, 277-278

Expertise: inability to seek and find,
102-103, 108-109, 110; unwilling-
ness to share, 103-104, 108-109

Exxon-Mobil, 92, 197; corporate
social responsibility and, 189

Exxon Valdex oil spill, 189

Ezekiel, M., 243, 256

F

Factor costs, in global supply chains,
280, 287

Failure of nerve, 15

Fairy (dishwashing detergent),
171-173

Fallon, L., 218

Farousz, 212

Fax machines: consumer prefer-
ences in, 72; as force for global-
ization, 3, 7, 21

Federal Express, 3

Ferrari, 153

Fiat Seicentos, 150

Film industry, 136-137, 184

Financial market, global: indicators
of participation in, 54; Japan’s
participation in, 54-61, 62, 63,
64. See also Investment banks

Financial Times, 350

Financing, of overseas suppliers,
280, 287

Fine, L. R,, 224, 226, 249

First National Supermarkets, 308

First-to-market strategy, 288; ap-
proaches to, 295-300, 301-307;

in Carrefour case study, 289-295,
301-302

Fisher, M. L., 274

Fit Magazine, 86-88

Fleet Boston, global underwriting
services market share of, 56

Flexible manufacturing, 154

Focus (Ford), 150, 152

Focus group research, of global
brand preferences, 186-201

Food industry: global supply chains
in, 264; Japan’s position in, 65.
See also Retailing globalization

Foote, Cone, & Belding, 218

Footware, global supply chains in,
264-265, 278-279

Ford, H., 13, 148

Ford Model T, 13, 19, 148

Ford Motor Company: barriers to
globalization of, 150-152; Discov-
ery SUVs of, 150-151; Escort pro-
gram of, 148-149; Focus program
of, 150, 152; Ford 2000 program
of, 154-155; future of globaliza-
tion and, 155-157; global brand
ranking of, 67; global luxury
brands of, 153-154; global prod-
uct successes of, 152-154; global
small vehicle products of, 148—
149, 152-153; globalization of,
114, 147-157; Land Rover Discov-
ery of, 150, 153; pickup trucks of,
150, 152-153; regional strategies
of, for commonization, 154; stan-
dardization-localization tension
in, 114, 147-157

Foreign Affairs, 351-353

Foreign direct investment (DI) mea-
sures, 337, 341

Foreign policy, 359-360

Forklifts, consumer preferences in, 72

Fox, K. A., 243, 256

Fox brands, 178

Fox TV, 136

France, 5; antiglobalization in,
28; Carrefour hypermarkets in,



289-291, 311; failure of pull mar-
keting in, 17, 19

Free market capitalism, poverty and,
335-360

Freud, S., 91

Friedlander, A. F., 226, 227, 230,
251

Fuel prices and efficiency, automo-
bile, 150-151, 152

Fuji, 35

Fujimori, Y., 41

Fujita, K., 61

Fujitsu, 34

Fukuyama, F., 29

Fundamentalism, 23, 30

Fung, V., 267

G

Gabler, N., 136

GAP: global brand ranking of, 67;
labor exploitation and, 349

Gardner, B. B., 214

Garten, J., 359, 360

Gawrelski, K., 224

Gender roles, 282, 325-326

General Agreement on Tariffs and
Trade, 263

General Electric (GE): global brand
ranking of, 67, 159; Japanese ex-
ecutive on board of, 41

GE Asia, 41

GE Capital, Japan Lease acquisition
by, 54

General Motors: ]. Walter Thomp-
son advertising of, 220; Sony
chairman on board of, 40-41

Geneva protests, 28

Genoa protests, 349

Geographic distance, 22; branded
offers and, 171; satellite television
and death of, 137-140

Germany: demography of, 6; deter-
gents and dishwashing in,
170-173, 177; Wal-Mart in,
300-301, 303-304

Gerstner, L., 204

Inoex 405

Gesellschaft fiur Konsumforschung,
171-172

Ghemawat, P., 22, 23-24, 113-114,
115, 119, 123-124, 133, 138, 139,
140, 143

Ghoshal, S., 182

Giant Food, 308

Gielens, K., 286, 301, 302, 307

Gillette, K., 4

Gillette Company, 4; global brand
ranking of, 67

Glass, D., 296

GlaxoSmithKline, knowledge man-
agement in, 102-103

Global account management, 118

Global agenda issues, 313-360

Global agnostics, 194

Global brand. See Brands, global

Global business management, 79-112

Global citizens, 194

Global climbers, 193

Global Competitiveness Report
2001-2002 (World Economic
Forum), 38, 52

Global corporations, Levitt’s charac-
terization of, 12-13; critique of,
348

Global culture, 184-185

Global equity, corporate contribu-
tion to, 353-360

Global integration, 95

Global Marketing Management
(Quelch and Bartlett), 24

“Global Markets, Global Advertisers,
Global Agencies—The Wave of
the Future” (Levitt), 218

Global or ray returns to scale (RRS),
226-227, 240-243

Global Strategy in the Twenty-First
Century (Yip), 115

Global village, 2, 16

Globalization: Americanization ver-
sus, 211-213; conceptualizations
of, 9-10, 20-28, 146; countries
that suffer from, 344—-345; cul-
tural theories of, 181, 184-185;



406

INDEX

customer-driven conception of,
357-360; as economic integra-
tion, 20-21; failure of trickle-
down effect of, 314, 345-346; as
heuristic, 24-28; historical per-
spective on, 10, 11-30; interna-
tionalization versus, 10, 24-28;
Japan’s participation in, 38-77;
measures of extent of, 337; as
mind-set, 9-10; multidimension-
ality of, 344-345, 351-353; pov-
erty and, 335-360; of retailing,
260-261, 288-312; of supply
chains, 259-260, 263-287; as
transformative, 29; as a trend,
20-24. See also Convergence;
Standardization

Globalization and Its Discontents
(Stiglitz), 345

“Globalization and Strategy,” Har-
vard Business School course,
23-24

“Globalization of Markets” (Levitt),
1; brand management and,
163-164, 182-183, 214-215;
content analysis of, for “Japan,”
37-38; continuing popularity
of, 23-24, 32, 35-36; controversy
inspired by, 34, 35-36, 79, 116,
182-185; convergence thesis of,
1-8, 12-13, 25-26, 163-164, 315;
evaluation of, from global mar-
keting perspective, 207-216,

217-218; evaluation of, from his-

torical perspective, 11-30; eval-
uation of Japan and, 37-77;

globalization mind-set and, 9-10;

ideas of, 12-20; influence of,
9-10, 11, 207-208, 217-218;
Levitt’s retrospective on, 31-36;
marketing message of, 12-20;
political contexts and, 318-319;
product management and, 113,
115, 118, 144; publication of, 12,
32; timing of, 19-20

s

“Globalization of Markets” collo-
quium, 2

Globalness dimensions, for global
brands, 183, 184-201; country
differences and, 191-193; global
consumer segment differences
and, 193-195; measurement of,
197-201; product category differ-
ences and, 191

“Glocal” model, 83

God of Small Things, The (Roy), 28

Gold, South African, 322-324

Goldman, K., 218

Goldman Sachs: global brand rank-
ing of, 67; global M&A rank of,
55; global underwriting services
market share of, 56

Gourman, J., 45

Gourman Report, 45

Governmental relations, failure to
manage, 315, 329-331

Gravity models, 138, 139

Great Indian Rebellion, 320, 323

Greenfield strategy: advantages
of, 301-302; in Carrefour case
study, 289-295, 301; joint venture
strategy versus, 307-312

Greenpeace, 350

Grey Global Group Inc., 230, 233,
234

Greyser, S. A,, 10, 31

Grocery store chain globalization,
307-312

Gross domestic product (GDP)
measure, 337

Group of 7, 349

Guatemala, Royal Ahold in, 309, 310

Gucci: global brand ranking of, 67;
global retailing of, 260

Gutierrez, G. J., 277

H
Haier, 7
Hair dye, 178
Hall, E. T., 283



Hammond, J. H., 272, 274, 276, 277,
281

Hannerz, U., 117, 184

Hansen, M. T., 80-81, 92

Harley-Davidson, global brand rank-
ing of, 67

Harper, M., 222

Harvard Business Review (HBR), 1, 9,
10, 11, 12, 32, 79, 214

Harvard Business School, 32, 357;
“Globalization of Markets” collo-
quium, 2; POS simulations in,
273

Havas Advertising, 230, 233, 234

Hayes, R. H., 271

Headquarters-subsidiary structure,
94-95

Heijn, A., 307

Heineken, 171

Heinz: global brand ranking of, 67;
Levitt on, 35

Henkel, 118, 159, 170-171, 178

Heritage Foundation, 338

Heskett, J. L., 271

Heterarchy, 95

Heuristics: global supply chain man-
agement and, 283-284; globaliza-
tion viewed as, 24-28

Hewlett-Packard (HP): European
operations of, benchmarking in,
101; global brand ranking of, 67

Hierarchical Bayes regression
model, 201

Hilsenrath, J. E., 345

Hitotsubashi University, 47; Gradu-
ate School of International Cor-
porate Strategy, 52, 53

Hoarding-of-expertise problem,
103-104

Hoff, E. J., 27-28, 183

Hoffman, S., 339, 340, 351-353, 354

Holding companies, advertising/
marketing, 218-219, 221-224;
advantage of, 248-249; evolution
of, 222-223; scale and scope

Inoex 407

economies of, 223-257; world-
wide gross incomes of, 223, 234,
248-249

Hollywood, 136, 184

Holmes, K. R., 338

Holt, D. B., 160, 180, 193

Homogenization of tastes, 119, 134,
135, 182; global culture versus,
184. See also Consumer prefer-
ences; Convergence

Honda, global brand ranking of, 67

Hong Kong, global supply chain
intermediary in, 260, 267, 280,
284-287

Hoover, 14-15

Horsky, S., 223

Household appliances, global supply
chains for, 265

Hout, S. E., 223

HSBC Holdings, 56, 214

Hub-and-spoke model, 94-95, 298

Huchzermeier, A., 277

Human resource development, in
Japan, 41-54

Human resource levers for collabo-
ration, 107, 109-110

Human rights, 328, 339, 352, 356

Human universals, 84-91; arche-
types and, 89-90; emotions and,
88-89; and the self, 88-91;
shared cultural traits and, 90

Hut tax, 324

Hutchison Whampoa, 120

Hypermarkets: factors in success
of, 289-290; globalization of
Carrefour’s, 260-261, 289-295

I

IBM, 211; global advertising of, 204,
208; global brand ranking of, 67,
159; patents of, 4; the sales con-
cept and, 14

IBM Japan, 40

Idei, N., 40-41

Idiosyncratic demand, 71-76



408 1nDEX

Ignatieff, M., 339

Thlman, M., 280

Ikea, global brand ranking of, 67

Image studies, 170

IMD World Competitiveness Rank-
ing, 38, 66

In-group and out-group biases,
100-101

Incentives, in supply chains: align-
ment of, 275; cultural differences
in, 282

Inclusion, 354

Income levels: gap in, between rich
and poor countries, 5-6, 335,
349; urbanization and rise in dis-
posable, 155-156

India: corporate social responsibility
and, 196; English East India
Company in, 319-322, 331-332,
333, 334; as globalization benefi-
ciary, 344; relative importance of
global brand dimensions in, 192;
satellite television in, 120,
121-122, 138, 140, 141-142;
service outsourcing to, 260, 268;
Unilever in, 211; World Bank-
financed development disasters
in, 346-347

Indonesia: in global supply chains,
263, 287; importance of global
brand dimensions in, 192, 194;
Royal Ahold in, 309, 310

Information systems: in global sup-
ply chain management, 272-273,
298-299; management levers of,
108

Information technology. See Com-
munication and information
technology; Technological
change

Information-technology-enabled ser-
vices (ITES), outsourcing of, 260,
268

Informational infrastructure, 281

Infrastructure: for free trade in de-
veloping countries, 345—-346; for

global supply chain management,
281; investment aid for, 345-348

Innovation: disruptive, 15-16; as
multinational strategy, 4-5

Innovation in Marketing (Levitt), 31

Innovator’s Dilemma, The (Chris-
tensen), 15-16

Integrated network model, 95-96

Intel, global brand ranking of, 67,
159

Intelligence, in managing politics,
331-334

Interbrand Global Brand Scorecard,
159, 160, 181, 185, 197

Intermodal competition, 124, 127

Internalization, 89

International Monetary Fund (IMF),
critique of, 344, 345-346, 349

International relations, normative
consensus movement and, 356

International success, as quality sig-
nal, 116, 117, 186-187, 191, 199

International trade, growth in, 4

International University of Japan, 53

Internationalization, globalization
versus, 10, 24-28

Internet and World Wide Web, 3,
209

Interpublic Group of Companies,
222,230, 234

Interspar, 300-301

Intersubsidiary competition,
103-104

Interunit collaboration. See Col-
laboration, in multinational
corporations

Intoxicants, 323

Intramodal competition, 124, 127

Inventory planning, 273, 274,
297-298

Investment aid initiatives, 340-341,
342; critique of, 344-348; middle-
men beneficiaries of, 347-348;
new ethical paradigm for, 357
360; normative consensus move-
ment and, 355-357



Investment banks, collaboration in,
104. See also Financial market

Investment poverty, 340-341

Inward-looking orientation,
100-101

Iran, 1979 uprising in, 13

Iraq War, 192, 212

Islamic countries: demographic
trends of, 213; per capita income
of, 5; relative importance of
global brand dimensions in, 192;
soft drinks in, 212

Iso-pricing constraint, 135

Ispat International, 102

Italy: automobiles in, 150; global
supply chain intermediary in,
284-287; outsourcing to,
267

J
J. Walter Thompson: history of,

215-216, 220; WPP Group
acquisition of, 204, 221

J-Phone, 73, 74

Jaguar, 153

Jaikumar, R., 286

JAL, 215

Japan: automobile preferences in,
152; business environment of,
38-40; Carrefour in, 293, 294;
competitive and uncompetitive
sectors in, 63, 65, 70-71; con-
sumer preferences and behavior
in, 66-69, 71-76; demography
of, 6; economic fall of, 38, 77;
educational system of, 41-54; in
financial market, 38-40, 5461,
62, 63, 64; foreign investment
in, 57-59; future outlook for, 77;
global agnostics in, 194; global-
ization participation status of,
38-77; government policies and
regulations in, 56-61, 63, 64; in
labor market, 38, 40-54; mega-hit
products in, 73-75; obstacles to
globalization in, 41-54, 56-61,

Inoex 409

62, 63, 64; outsourcing to,
267-268; in product mar-
ket, 38, 61, 63, 65-76; retro-
spective on Levitt’s “The Global-
ization of Markets” and, 37-77;
satellite television in, 139; service
sector in, 70-71; U.S. trade with,
in 1980s, 17, 19; university system
of, 45, 47-52

Japan Lease, 54

Japan Ministry of Education, Cul-
ture, Science and Technology
(MEXT), 43

Japan Ministry of Finance (MOF),
59, 61

Japan Telecom, 54

Japanese Big Bang, 57

Japanese cartoons, 184

Japanese corporations: cross-
shareholding of, 59, 60; foreign
investment in, 57-59; in global
financial market, 54-61, 62, 63,
64; Levitt on, 1-2, 10, 37-38, 63,
66, 79; owners of, 59, 60; process
technologies of, 3; in product
market, 38, 61, 63, 65-76; regula-
tory environment for, 56-61, 63,
64; status of, 10

Job loss, due to outsourcing, 268,
269, 326

Johansson, J. K., 183

Johnson, H. W., 247

Johnson, R., 222

Joint sourcing, in automobile manu-
facturing, 153-154

Joint venture strategy: greenfield
strategy versus, 301-307; in
Royal Ahold case study, 307-
312

Jokes, 282

Journal of Finance, 12

JP Morgan: global M&A rank of, 55;
global underwriting services mar-
ket share of, 56

JT (Japan Tobacco), 54

Justin-time development, 275



410 1NDEX

K

K-mart, 296

Ka-Shing, L., 119, 137

Kabeer, N., 326

Kahn, G., 278

Kanso, A., 116

Kao, 73

Kapferer, J.-N., 117

Kaun Banega Crorepati? (KBC),
141-142

Kellogg’s: global brand ranking of,
67; Levitt on, 35

Kennedy, R. E., 268

Kettelhohn, N., 250

KFC, global brand ranking of, 67

Khagram, S., 355, 356

Khanna, T., 24

Khermouch, G., 218

Kikuchi, M., 61

Kim, K. K., 218

King, C., III, 250

Kirkpatrick, M., 338

Kleenex, global brand ranking
of, 67

Klein, N., 2, 115, 338, 340, 344,
348-349

Knowledge sharing: barriers to,
100-111; management levers
for, 106-111; in overseas out-
sourcing, 280-281; through inter-
unit collaboration, 93, 98-106

Kodak: global brand ranking of, 66,
67; Levitt on, 34

Kogut, B., 94-95, 277

Kose, N., 43

Kotler, P, 2

Kouvelis, P., 277

KPN Mobile, NTT DoCoMo’s invest-
ment in, b4

Kraft, 191, 197

Kramer-Tukey ANOVA comparison
test, 201

Kresge, 32

Kulatilake, N., 277

Kumon, 71

L

La Toja, 176-177

Labor, global: abuses and exploita-
tion of, 279, 325-327, 348-349;
antiglobalization protests over,
314; child, 279, 325, 326; corpo-
rate social responsibility initia-
tives for, 326-327; as force for
convergence, 4; Japanese partici-
pation in, 40-54; monitoring sys-
tem for, 327-328; overseas
outsourcing and, 268-270, 279,
280, 283; women in, 325-326,
327. See also Supply chains, global

Lal, R., 261, 288

Land Rover, 150, 153

Language adaptation, in Asian
satellite TV, 113-114, 121,
138, 141-142. See also English
language

Latent class modeling, 201

Lateral cross-unit mechanisms,
107-108, 110-111

Latin America: aid to, 341; Carre-
four in, 291-293, 294, 302, 305;
globalization’s effects on, 344—
345; market for food retailing
in, 302; Royal Ahold in, 309-311;
Wal-Mart in, 298-300, 301, 302,
303-304, 305-306

Laundry detergents. See Detergents

Lawrence, R. G., 226

Lazard Houses, global M&A rank
of, 55

Lead time reduction, 274, 276-277

Leadership lever, 107, 108-109

Leadership values, 106

LeDoux, J., 91

Legal document preparation, over-
seas sourcing of, 260

Legal infrastructure differences,
global supply chain management
and, 278-279, 283, 285-286

Legal intervention, in French hyper-
markets, 291



Leggate, J., 111

Lehman Brothers: global M&A rank
of, 55; global underwriting ser-
vices market share of, 56

Leisure products industry, Japan’s
position in, 65

Less developed countries (LDCs),
global brand preferences in, 192.
See also Developing countries;
Emerging economies

Levis, 211

Levitt, T.: career and background
of, 12, 31-32, 218; with Cordiant,
218; on country managers, 204,
214; doctoral dissertation of, 12;
on Ford Model T, 148; ideas of,
12—-20; influence of, in advertis-
ing sector, 204, 217-218; inter-
view with, 31-36; publications of,
12, 31, 32, 218; with Saatchi &
Saatchi, 204, 218; standardiza-
tion-localization debate and, 79,
115, 118. See also “Globalization
of Markets” (Levitt)

Levy, S.]., 214

Lewis, L. H., 268

L’Horreur économique, 28

Li and Fung, 260, 267, 280, 284-287;
financial performance of, 285;
organization of, 285

Liamzon, T., 337, 355

Life cycle model, multinational,
93-97

Lightspeed Research Web panel,
198, 200

Lincoln, 147, 153

Little Red Riding Hood, 89

Litvin, D., 314-315, 317, 318, 319,
331, 333

Liu, Y, 80, 83

Lobengula, 322-323, 324

Local purchasing, by global retailers,
290, 298

Local research stage, 85, 87

Local responsiveness, 95

Inoex 411

Localization: of advertising and
marketing, 213-216; in branded
product management, 175,
176-177, 213-216; co-creation
and, 80; country managers’
bias for, 204, 214; limitations
of, 83, 84; in product manage-
ment, 113-157; of satellite tele-
vision, 115-145; trend toward,
in 2000s, 314. See also Adaptation;
Brands, local; Standardization-
localization tension

Localization versus standardization.
See Standardization-localization
tension

Logistics management: in global
retailing, 293; trends in out-
sourcing and, 270-271

Lojas Americanas, 298

London Fog, 349

Lone starts, 104

Lorenz, 2

Louis Vuitton: global brand rank-
ing of, 67; sales of, in Japan,

67, 68

Loveman, G., 284

M

MacDonald, G. M., 249-250

Machimura, N., 42

Machinery industry, Japan’s position
in, 65

Mack, J., 104

Magretta, J., 274, 284

Mahathir Mohammed, 314

Malawi, 323

Malaysia, 28, 35, 66; antiglobali-
zation movement in, 314;
Carrefour in, 293, 294; in
global supply chains, 263;
Royal Ahold in, 309, 310

Mallick, R., 138, 139, 140

Management levers, for interunit
collaboration, 97, 101, 106-111

Mandese, J., 223



412 1npEX

Manufacturing resource planning
(MRP) systems, 270, 271

Marcouiller, D., 127

Mark, M., 89

Markdowns, 274

Market construction, ethical para-
digm for, 315, 354, 357-359

Market dynamics: of convergence,
134-136, 145; of cost, 131-133,
145; of demand, 129-131, 145;
and global standardization,
129-135, 145

Market entry strategies, retailer, 261,
288-312; acquisition, 307-312; in
Carrefour case study, 292—-295;
for developed wversus developing
markets, 302-307; factors in se-
lection of, 302-307, 311-312;
greenfield, 289-307; joint ven-
ture, 298, 307-312; for mature
versus growth markets, 308-311;
scale and, 301-302; in Wal-Mart
case study, 295-307. See also Entry
timing

Market research, 85, 87, 91

Market segmentation: versus conver-
gence, 2; local research and, 85.
See also Consumer segments

Market selection criteria, 288, 302

Marketing: brand management
and, 161, 163-165, 213-216;
demographic trends and, 7, 213;
elements of, 18; historical per-
spective on Levitt’s ideas and,
12-20; international trade growth
and, 4; trend toward local, 314

Marketing: A Contemporary Analysis,
17,19

Marketing and advertising service
sector: brand management
and, 213-216; conflict-of-
interest norms in, 204, 219,
222-2923 249, 251; consolidation
of, 204-205, 208-209, 215-216,
218-219, 221-257; cost econ-

omies in, 217-257; creativity
in, 216; cross-section of firms in,
233-234; economies of scale and
scope in, 205, 217-257; empirical
study of, database and economet-
ric results of, 233-240; empirical
study of, econometric model and
method of, 224-233, 251-257;
evolution of, 203-205, 208-209,
215-216, 220-224; excessive di-
versification in, 222-223; global-
ization of, 203-257; holding
company model in, 218-219,
221-257; Levitt’s participation
in, 204, 217-218; organization of,
249-250; specialists in, 216; stan-
dardization-localization tension
in, 203-257; superagencies in,
215-216; top players in, 204,
216, 233-234; trends in, 224, 250;
in United Kingdom, 220-221;
in United States, 249—-250; world-
wide gross incomes of, 223, 234,
248-249

Marketing concept, the, 10, 13-15,
33

Marketing Imagination, The (Levitt),
31

“Marketing Myopia” (Levitt), 31, 32

Marketing strategy: glocal model of,
83; stages in, 84-85; standardiza-
tion-localization model of, 83-84;
traditional, 85, 89

“Marketing Success Through Differ-
entiation—of Anything” (Levitt),
12, 31

Markets, global, 24; branded prod-
uct management in, 165-179;
consumer role in, 163-165;
global industries versus, 163

Marks & Spencer, 260

Marlboro, 1, 211; global brand rank-
ing of, 67, 159

Massimo Menichetti, 284-287

Matabele people, 322-324



Materials industry, Japan’s position
in, 65

Mature versus growth markets, super-
market entry in, 308-311

Mazda, 147, 152

McCaftrey, A., 315, 335, 341, 346,
351, 353, 355, 357

McClelland, A. S., 274

McDonald’s, 1, 349; consumer
preferences of, 189, 215; in
emerging markets, 209; global
brand ranking/dominance of,
67, 159, 160; Levitt on, 34, 35;
localization of, 211, 261; sales
of, in Japan, 67, 69

McKenney, J. L., 272

McLiesh, C., 138

McLuhan, M., 2

Mecca-Cola, 212

Media, role of, in globalization,
119

Meier, G. M., 336

Menichetti, M., 284-285, 286-287

Mental models, consumer, 89-90;
of branded products, 170-171

Mercedes Benz, 153; global brand
ranking of, 67, 159; sales of, in
Japan, 67, 68

Merck, global brand ranking of, 67

MERCOSUR, 27

Mercury automobiles, 147

Mergers and acquisitions (M&As):
global brands and, 160; Japanese
participation in, 54, 55; for mar-
ket entry, 307-312; top compa-
nies with, b5

Merrill Lynch: global brand ranking
of, 67; global M&A rank of, 55;
global underwriting services mar-
ket share of, 56

Merron, J., 220

Metaphor elicitation technique, 90

Metaphors, 85, 89-90

Mexico: Carrefour in, 293, 294;
market for food retailing in, 302;

Inoex 413

outsourcing to, 314; Wal-Mart
in, 298, 301, 302, 303-304, 306

Microeconomic model, 123-129;
of consumer behavior, 163-164;
discussion and extensions of,
136-145; market dynamics
and, 129-135, 145

Microsoft, global brand ranking of,
67,159

Middlemen beneficiaries, of invest-
ment aid, 347-348

Mitsubishi Motors, Daimler-
Chrysler’s investment in, 54

Mochida, M., 41

Montgomery, D. B., 118

Moore, J., 280

Morgan Stanley, collaborative cul-
ture in, 104

Morwind, K., 118

Motivational barriers, to interunit
collaboration, 100-101, 103-104,
110

Motorola, 197

MSDW: global M&A rank of, 55;
global underwriting services mar-
ket share of, 56

MTYV, 184; in emerging markets,
209; global brand ranking of, 67;
localization of, 211

Mughal empire, 320

Multicollinearity, 200-201

Multifocal organization, 95

Multinational corporations (MNCs):
Americanization and, 211-213;
backlash against globalization
and, 5-6, 313; centralization
of, 313-314; collaboration in,
80-81, 92-112; global brand
growth and, 160; growth of,
as force for convergence, 4-5;
local brand investments of, 165;
1990s growth of, 313-314; orga-
nizational history and life cycle
of, 93-97; political and social
struggles of, 314-315, 317-334;



414 1npEx

role of, in redressing poverty,
351-360
Multinational fans, 195
Murdoch, J., 120-121, 142
Murdoch, R., 120, 137, 138-139
“Murdoch Bets on Channels’ Star
Potential,” 120
“Murdoch’s Twinkler,” 140, 141

N

Nabobs, 321

Nagayoshi, H., 61

Narayanan, V. G., 279

Narayandas, D., 133

National markets, distance of, 22-23

National Retail Federation, 274

Nationalism, 28-29, 34

Nations: cultures and, 184; multi-
national growth and, 5. See also
Country differences; Cultural
differences

Needle-in-a-haystack problem,
102-103

Nenova, T., 138

Nescafé: bottled water market and,
209; global brand ranking of, 67

Nestlé: brand perceptions of, 189,
191, 197; decentralization of,
313-314

Netherlands: British Petroleum in,
98; Royal Ahold in, 307, 310

Neuroscience, 91

New Balance, 278-279

New York Times, 9, 34

News Corporation, 120, 129, 136,
138-139, 142-143

Nietzsche, F., 12

Nigeria: demography of, 6; Royal
Dutch/Shell in, 327-331

Nigerian-Biafran civil war, 13

Nike, 2, 349; consumer preferences
for, 186; corporate social respon-
sibility and, 189, 319, 326-327;
global brand ranking of, 67;
labor exploitation protests and,
279, 317, 325-327, 332; political

management failures of, 317,
325-327, 332

Nikkei stock price index, 38

Nikko Securities (Nikko Salomon
Smith Barney), 55-56, 57

Nintendo: global brand ranking of,
67; industry dominance of, 71

Nishimura, K., 43

Nissan, 54

No Logo (Klein), 115

Nobel Prize winners, 50, 51, 52

Nobhria, N., 80-81, 92

Nokia, 197; global brand ranking of,
67, 159

Nomura Securities, 54, 55-56, 57

Nongovernmental organizations
(NGOs): antiglobalization, 314,
349-351, 352-353; in normative
consensus movement, 356

Normative consensus (NC) move-
ment, 355-357, 359

Norte, 291

North America, Ford in, 154

North American Free Trade
Agreement (NAFTA), 209,
263, 298, 314

North Atlantic Treaty Organization,
27

Not-invented here syndrome, 101,
110-111

NTT DoCoMo, 54

Nuclear Test Ban Treaty of 1963, 16

Nyasaland, 323

O

Obermayer, W., 274

O’Connell, J., 284

O’Driscoll, G. P., 338

Ogilvy, D., 214

Ogilvy & Mather: consolidation
trend and, 208—-209; IBM adver-
tising with, 204, 208; mission
statement of, 214; WPP Group
acquisition of, 204

Ogoni people, 328, 349

Ohio State University, 12, 32



Ohmae, K., 21

Oil industry: antiglobalization poli-
tics and, 327-331; consumer
brand perceptions in, 191, 197;
fuel prices and, 150-151; global
players in, 92; multinational
cross-unit collaboration in,
96-97, 98-100, 111; operational
decision making in, 275

QOil revenues distribution, 327-331

Oil shortages, 1970s, 19, 77

Okabe, K., 43

Olympic Games, 213

Olympics sponsorship, 159

Omnicom Communications Group
Inc., 204, 205, 223, 230, 248

One-stop shopping, for advertising/
marketing services, 226

Operational decision making,
274-275

Optical and precision instruments
industry, Japan’s position in, 65

Oracle, global brand ranking of, 67

Organization for Economic Cooper-
ation and Development (OECD)
countries: high school education
in, compared, 43, 46; per capita
income of, b

Organizational purpose, 112

Outsourcing. See Supply chains,
global

Overseas sourcing. See Supply
chains, global

Oxfam, 350

P
Panasonic, Levitt on, 1, 79, 211
Panregional approach, 161
Pao de Acucar, 300, 305
Parameter estimates, for economies
of scale and scope, 232-233,
236-248
Paster, H., 234
Paul, C.J., 224
Pearson, C. S., 89
Pedder, S., 122, 138

Inoex 415

Peer assist and peer challenge pro-
grams, 96-97, 98, 99, 101, 110

Peer review, 104

Penicillins, 267

Pepsi: global brand ranking of, 67,
197; Levitt on, 34, 35

Performance management, collabo-
ration and, 103, 111

Perrier, 209

Persil, 170-171

Personal computer, as force for con-
vergence, 7-8

Personal relationships, for interunit
collaboration, 104-106, 110

Persuasive elements, 168-171, 179

Pfizer, global brand ranking of, 67

Pharmaceutical industry, global sup-
ply chains in, 267

Philips, global brand ranking of, 67

Phoenicians, 21

Physical infrastructure, 281

Picard, J., 116

Pich, M., 274

Pickup trucks, 150, 152-153

Pindyck, R. S., 226, 240

Pine, B.J., II, 133

Pizza Hut, global brand ranking
of, 67

Plasma TVs, 73, 74, 76

Plastics, consumer preferences in,
73, 152

Point-of-sale (POS) systems,
272-273, 297

Poland, Royal Ahold in, 309, 310

Poland Spring, 209

Polaroid, 17, 19

“Political Economy of International
Business,” Harvard Business
School seminar, 24

Political scientists, 26

Politics and political contexts: as
driver of globalization, 21-23;
English East India Company
management of, 319-322,
331-332, 333, 334; historical
examples of failure to manage,



416 1nDEX

chase decisions and, 6, 13, 163—
164; with Wal-Mart’s stores, 297
Pricing: convergence of, 135, 145;
factors influencing, 18, 135
Principled investment, 315, 354,
355-357

319-324; management of,
331-334; modern examples

of failure to manage, 324-331;
multinationals’ struggle to
manage, 314-315, 317-334; TV
broadcasting and, 138-139. See
also Antiglobalization movement; Private investment focus, 337
Corporate social responsibility; Private labels, 290

Ethics Pro-West consumers, 194

Polo, 190 Procter & Gamble (P&G), 159, 172,

Pond’s lotion, 208-209 297

Porter, M. E., 389, 45, 47, 50, 56, 70, “Product and the Brand, The”
71,172,773, 222 (Gardner and Levy), 214

Portugal, Royal Ahold in, 309, 310
Poverty: antiglobalization move-
ment and, 348-351, 352; dimen- sions, 191, 197
sions of, 335-336; economic Product design, factors influenc-
exploitation and, 339-341, ing, 18
348-351, 352-353; ethical re- Product management, global: Asian

Product category differences, in im-
portance of global brand dimen-

sponses to, 315, 353-360; extent
of, 335-336, 341, 343—-344; frame-
work for analyzing globalization

satellite TV case study of, 137-
145; empirical research on global
brands and, 116-118; global sup-

and, 351-353; global consum-
ers and, 336-338; globalization
and, 335-360; interventions in,
339-341, 342; investment aid
and, 340-341, 342, 344-348, 360;
labor exploitation and, 325-326,
348-349; market construction
paradigm to remedy, 357-359;
multidimensional nature of;
339-340; normative consensus
(NC) movement and, 355-357;
profile and trends in, 341,
343-344; pyramid of, 335, 336,
337-338, 344; responsibility
for, 339-341, 353-354; rich-poor
gap and, 5-6, 335-336, 345-346;
role of corporate sector in re-
dressing, 351-360; sustainable
development and, 315, 353,
354-355

Prague protests, 349

Price-performance ratio: with Carre-
four’s hypermarkets, 289-290;
Japanese customers and, 66; pur-

ply chains in, 259-260, 263-287;
microeconomic model of, 123—
129, 136-145; standardization-
localization tension in, 112-157

Product market: anticipatory versus
idiosyncratic demand in, 71-76;
criteria for successful compe-
tition in, 63, 66; Japan’s partici-
pation in, 38, 61, 63, 65-76

Product-specific scale economies,
227-229, 251-254

Products: brands versus, 164—-165,
166-168, 214-215; defined, 167.
See also Branded products

Promodes, 291, 292, 295

Promotion, for interunit collabora-
tion, 109

“Prosperity League, The,” 338-339

Public relationships management,
332-334

Publicis Groupe SA, 230, 233, 234

Puerto Rico, 267

Pull strategy: Levitt’s argument for,
163-164; television and, 17, 19



Quality attributions: best-in-class,
188, 191, 194, 195, 199; to global
brands, 116, 117, 160, 186-187,
188, 191, 199; measurement of,
199, 200

Quelch, J. A., 24, 27-28, 135, 160,
180, 183, 193

Quick Response program, 276-277

R

Radio imports and exports, 268, 269

Raman, A., 259-260, 263, 264, 274,
275,277, 279, 280, 281

Rangan, V. K., 315, 335, 337, 341,
346, 351, 353, 355, 357

Rao, B. P., 264

Ray returns to scale (RRS), 226-227,
240-243

Raynor, M. E., 223

Reactive capacity, 274

Reagan, R., 16

Recession, in 2000s, 314

Recruitment, for interunit collabora-
tion, 109

Reebok, 186, 197, 349

Regional integration, 27

Regional trading blocs, 209

Regulatory environment: for
automobile industry, 151; for
globalization, 346; in Japan,
56-61, 63, 64; for overseas out-
sourcing, 280; for satellite tele-
vision, 138-139

Relationship protocol, 282

Religious fundamentalists, 23

Renault, 54

Resale price maintenance, 279

Research International Observer
(RIO), 2002, 185, 186, 196,
197-198, 200

Research International Qualitatif,
196-197

Research methods: for advertising/
marketing sector scale-and-scope
economies study, 224-233, 251-

Inoex 417

257; for global brand research
studies, 196-201

Retailing globalization, 260-261,
288-312; of American versus
European retailers, 311-312; bar-
riers to, 260; in Carrefour case
study, 289-295; decentralization
in, 261; global supply chains in,
260, 274; market entry strategies
for, 261, 288-312; in Royal Ahold
case study, 307-312; top retailers
in, 288; in Wal-Mart case study,
295-307

Returns to scope, 230-231, 244-246,
254-256

Reuters, global brand ranking of, 67

Revenue measures, in advertising/
marketing industry study, 234—
236, 237

Review of Economics and Statistics, 12

Reward systems: for interunit col-
laboration, 96-97, 100, 103, 107,
109-110; for supply chain initia-
tives, 275

Rhodes, C., 322-324

Rich countries: demographic trends
of, 6-7; income/wealth gap and,
5-6, 335-336, 345-346

Riker, J. V., 355

“Rising Credibility for NGOs,” 349,
350

Risk assessment, in managing poli-
tics, 331-334

RJR Nabisco, overseas cigarette busi-
ness of, b4

Rodrik, D., 344-345

Rogers, T., 337, 355

Ronkainen, I. A., 183

Rosenzweig, P. M., 279

Rostow, W. W.,, 345

Rothschild, global M&A rank of,
55

Rousslang, D. J., 127

Roy, A., 28

Royal Ahold NV: acquisitions of,
307-309; formats of, 307, 309;



418 1nDEX

globalization of, 307-312; history
of, 307; market entry strategies
of, 261, 307-312

Royal Dutch/Shell, 92, 197, 349;
corporate social responsibility
and, 189, 319, 330-331; in
Nigeria, 327-331; political
management failures of, 317,
327-331, 332

Rubinfield, D. L., 226, 240

Rumpelstiltskin, 28

Russia, globalization’s effects on,
344-345

S

Saatchi, M., 207, 218

Saatchi & Saatchi: British advertising
agencies and, 221; British Airways
advertising with, 203-204, 207—
208; in empirical study of scale
and scope economies, 233, 234;
Levitt’s involvement with, 204,
218; Ted Bates Worldwide acqui-
sition by, 221

Safety regulations, 151

Sakakibara, M., 45, 47, 50, 56, 70, 72,
73

Sale, K., 317

Sales concept, the, 14

Sales force, factors influencing, 18

Salmon, W. J., 261, 288

Salomon Smith Barney: global M&A
rank of, 55; global underwriting
services market share of, 56

Sam’s Clubs, 295

Samsung, 7, 197; global brand rank-
ing of, 67

San Pellegrino, 209

Sani Abacha, 328

SAP, global brand ranking of, 67

Saro Wiwa, K., 328-329

Satellite television industry, 115-145;
differences across countries
and, 137-140; market dynamics
and, 129-135; standardization-
localization tension in, 115-145;

strategy alternatives in, 141-143.
See also STAR TV

Savings, in Japan, 61, 62

Scale economies, in advertising and
marketing services, 219; of adver-
tising and marketing as separate
products, 251-252; derivation of
indices of, 251-254; estimates
of, 240-244, 247-248; of markets
served as separate products,
253-254; measures of, 226-230,
234-236, 237, 251-254; model-
ing, 225; in retailing globaliza-
tion, 288, 292, 293. See also
Economies of scale and scope

Scandals, corporate, 314

Schamalensee, R. L., 248

Scheele, N., 114, 146

Schmidt, P., 233

Schroiff, H-W., 118, 160, 163

Scope economies, in
advertising/marketing services
industry, 219; of advertising and
marketing as separate products,
254-255; derivation of indices
of, 254-256; estimates of, 242,
244-248; of markets served as
separate products, 255-256; mea-
sures of, 230-231, 234-236, 237,
254-256. See also Economies of
scale and scope

Seattle protests, 28, 349

Securities market, Japan’s participa-
tion in, 54-61, 62, 63, 64

Sega, industry dominance of, 71

Selective globalization, 114

Self: building the, 90-91; human
universals and, 88-91

Self-identity, global brand prefer-
ence and, 117, 166

Semiglobalization, 114, 144

Sen, A., 336, 339

September 11, 2001, 23

Servan-Schreiber, J.-J., 2, 16

Service industries: global manage-
ment of, 203—257; global supply



chains in, 260, 268; Japan in,
70-71. See also Marketing and
advertising service sector

Seven Years’ War of 1756-1763, 16

Sha-mail, 73, 74, 76

Shanghai 2010 Expo, 213

Shapiro, C., 133

Shapiro, R. D., 271

Shareholder value, responsibility to
the poor and, 337, 340

Shell. See Royal Dutch/Shell

Sheth, J. N., 250

Shleifer, A., 138

Shona people, 322, 323, 324

Sikkink, K., 355

Silk, A. J., 205, 217, 219, 222-223,
246, 248, 249, 250

Simon, J. L., 247

Singapore: Carrefour in, 294; Royal
Ahold in, 309, 310

Singh, J., 275, 279

Siraj-ud-daula, 322

Ski apparel, 281

Sky TV, 136

Slave trade, 323

Slivinski, A., 249-250

Soccer, 191

Social emotions, 88

Social justice, 346, 352

Social responsibility. See Corporate
social responsibility

Société Générale, 56

Society for International Develop-
ment, 355

Sociologists, 26

Soehl, R., 116

Soft drinks: local, 212; perceptions
of global brand, 197, 212

Software industry: Japan’s position
in, 65, 71; overseas sourcing in,
260

“Solutions for a Small Planet,” 208

Sony, 9, 40; global brand ranking
of, 67, 159; industry dominance
of, 71

Sorrell, M., 204-205, 207

Inoex 419

South Africa, 35; antiglobalists in,
194; British South Africa Com-
pany in, 322-324; 1896 rebellion
of, 323-324; global agnostics in,
194; relative importance of global
brand dimensions in, 191, 192

South Korea, 5, 7; Carrefour in,
2938, 294, 295; global outsourcing
to, 268; Wal-Mart in, 301

Soviet Union, former, 16, 21

Space race, 16

Spain: Carrefour in, 291, 294; Royal
Ahold in, 309, 310

Spain, branded products in, 176-177

Spar, D. L., 24, 279

Spence, A. M., 123-124

Spirited Away, 71

“Sport Obermeyer Ltd” case study,
281

Sputnik, 16

Stakeholder dialogue, 326-327, 330,
334

Standardization: barriers to, 145;
brand, 161-201; brand versus
product, 164-165, 166-168,
174-176, 214-215; co-creation
and, 85-86; empirical research
on, 116-118; factors limiting, 18,
145, 209, 210; failure of, in Asian
satellite TV case study, 115-145;
Levitt’s call for, 79, 144; market
dynamics and, 129-135, 145; and
multinational growth in 1990s,
313-314; product, 113-157. See
also Convergence; Globalization

Standardization-localization tension:
in advertising and marketing sec-
tor, 207-257; alternative strategy
approaches versus, 80-81, 83-91,
166-167; in automobile industry,
147-157; brand management
and, 159-201; contingency
framework for, 165-179; country
differences and, 137-140, 144,
167, 171-173, 177-178; debate
about, 79-81, 115, 116-118;



420 1NDEX

Japan’s product market participa-
tion and, 66-69, 71-76; Levitt’s
impact on, 7-8, 79; limitations
of, 83-84; microeconomic model
and, 123-129, 136-145; political
context of, 318-319; product
management and, 113-157; in
satellite television industry,
115-145

Standardized regressions for scale
and scope indices, 256-257

STAR Plus, 141

STAR TV: background and history
of, 119-120, 137-138; case study
overview of, 113-114, 118-123;
channels of, 121; discussion of
case study, 137-145; free-to-air
strategy of, 125; localization
of, 120-123, 124, 141-145; mar-
ket dynamics and, 130-135;
Murdoch/News Corporation
acquisition of, 120-123, 129,
138-139, 142-143; strategy alter-
natives for, 141-143

Status symbol, global brand as, 116,
117, 160, 187-188, 195; global
consumer segment differences
in, 193-195; measurement of,
199, 200

Steenkamp, J.-B., 117, 183

Stiglitz, J. E., 340, 344, 345-346

Stop & Shop, 308

Stoppard, J. M., 93-94

Stories, archetypes and, 89-90

“Stranger” problem, in multi-
national collaboration, 104—
106, 110

Strategy: overview of, 80-81; stan-
dardization-localization debate
and, 79-81

Sub-Saharan Africa, poverty in, 335

Sun Microsystems, global brand
ranking of, 67

Sunk costs, endogenous, 136-137

Superbrands, nongovernmental or-
ganization, 350

Supercenters, Wal-Mart, 295-307

Supermarket globalization: Car-
refour’s, 289-295; Royal Ahold’s,
307-312

Supply chain intermediaries, 260,
280, 284-287

Supply chains, global: advantages
and drivers of, 259, 263-264,
270-284; benchmarks in, 283—
284; case studies and simulations
in, 272-273, 275; challenges of,
259-260, 276-287; collaboration
in, 272-273, 275; contracts in,
275, 278-280, 285-286; cultural
factors in, 282-284; currency
fluctuation and, 277-278; data
and information sharing in,
272-273; decision-making
methodologies in, 274-275,
283-284; decision-rights transfer
in, 273; ethical issues in, 279,
325-327; extent and scope of,
264—270; factor costs in, 280, 287;
genesis of, 270-272; incentive
alignment in, 275; industries
and products with, 264-268; in-
formation and material flow
weaknesses and, 270, 271-272;
information technology for, 263,
264, 270, 271, 274-275, 297-298;
infrastructure of, 281; inter-
mediary companies for, 260,
280, 284—287; key concepts
in, 270-275; lead time reduction
in, 274, 276-277; logistics man-
agement trends and, 270-271;
management of, 259-260, 263—
287; with multiple countries,
267-268; non-global supply
chains versus, 276-284; opera-
tional coordination trends and,
270, 271; in service industries,
260, 268; social implications
of, 268-270; sources and lo-
cations of, 265-270; tacit
knowledge sharing in, 280-281,



286-287; taxation rates and poli-
cies and, 278; transaction expo-
sure risk in, 277-278; Wal-Mart’s,
297-298

Supply-side logic: in Levitt’s model,
144, 182, 209-210; in micro-
economic model, 127-128

Supranational mind-set, 5

Survey, global brand, 185, 196-201

Sustainable development, 315, 353,
354-355

Sutton, J., 136

SUVs, 150-151

Swartz, G., 133

Sweatshop factories, 189, 325-326,
349

T

T-shaped managers, 111

Tacit knowledge: versus explicit
knowledge, 105; overseas out-
sourcing and, 280-281, 286—
287

Taft, 170-171

Taiwan, b; Carrefour in, 293, 294;
outsourcing to, 267, 268

Takeuchi, H., 10, 87, 45, 47, 50, 56,
70,72, 73

Target, 296

Tariffs: impact of decreasing, on
global supply chains, 263-264;
in 1983, 17

Tax arbitrage and havens, 142-143

Taxation rates and policies, global
supply chain management and,
278

Taylor, E. L., 160, 180, 193

Technological change: in automo-
bile industry, 156; as driver of
global supply chain management,
263, 264, 274-275; as driver of
globalization, 21-22; as force for
convergence, 3, 7-8, 12-13. See
also Communication and infor-
mation technology

Ted Bates Worldwide, 221

Inoex 421

Tedlow, R. S., 10, 11

Telephony, 212

Television: customer homogeni-
zation and, 119; as driver of glob-
alization, 21-22; as force for
convergence, 7-8; pull strategy
and, 17, 19; U. S. dominance in,
136-137. See also Satellite televi-
sion industry

Terpstra, V., 116

Test of English as a Foreign Lan-
guage (TOEFL), scores by coun-
try, 43, 44

Test of English for International
Communication (TOEIC), scores
by country, 43, 45

Thailand: Carrefour in, 293,
294, 295; outsourcing to, 267,
268, 280, 287; Royal Ahold
in, 309, 310

Thomas, 324

Thomas Guide, 76

Three-stage least squares (3SLS),
232-233, 238, 240. See also Para-
meter estimates

360-degree review, 104

To, T., 127

Toiletries, 176-177, 178, 208—-209

Toko-kyohi, 43, 47

Tokyo Stock Exchange, 59

Tokyo University, 43, 45, 50

Tomkins, R., 164

“Top 100 Brands, The,” 66, 67

Tops Markets, 308, 309

Toto, 73, 75

Toulan, O., 118

Toyota: global brand ranking of, 67;
Levitt on, 1, 32-33, 79, 211

Trade barrier liberalization: automo-
bile industry and, 147; as driver
of global supply chains, 263-264,
268; as driver of globalization,
209, 263264, 314, 336-337; fail-
ures of premature, 344-346

Trade barriers, in 1983, 17

Transaction exposure risk, 277-278



422 1npEx

Transcription service outsourcing,
268

Translog (transcendental logarith-
mic) model, 224-226, 250

Transnational corporation, 95

Transportation industry, Japan’s
position in, 65

Travel, as force for convergence, 3-4

Trucks: consumer preferences in,
72, 150; Ford-branded, 150,
152-153

Tufano, P, 335-336

Turkey, 192, 194, 267

Twentieth Century Fox, 120

U

UBS Warburg: global M&A rank of,
55; global underwriting services
market share of, 56

Unconscious processes: archetypes
and metaphors and, 85; global
brands and, 166

Underwriting services, global equity,
54-56; Japan’s participation in,
54-56; top companies in, 56

Unilever, 159; global advertising of,
208-209, 211; in India, 211

Union Carbide, Bhopal explosion,
189

United Fruit Company, 318, 333

United Kingdom, 5; advertising/
marketing agencies in, 220-221;
antiglobalists in, 194; British Pe-
troleum in, 98; dairy products
in, 191; dishwashing detergent
in, 173; East India Company and,
320-321; global citizens in, 194;
relative importance of global
brand dimensions in, 191, 192;
Wal-Mart in, 300-301, 303-304,
306

United States: advertising/marketing
services industry in, 249-250; au-
tomobile industry and, 150-151;
British Petroleum in, 98; China’s
share of imports and exports

with, 265—267; film industry
dominance of, 136-137; global
agnostics in, 194; global citizens
in, 194; global expansion power
of multinationals in, 211-213;
global retailers of, global expan-
sion of, 311-312; Quick Response
program in, 276-277; relative
importance of global brand di-
mensions in, 192; Royal Ahold in,
307-308, 310; social impact of
overseas outsourcing on, 268, 269

U. S. Congress, 276

Universal positioning stage, 84-85,
87

Universities: Japanese, 45, 47-54;
worldwide ranking of, 48-50

Unwillingness to help, 103-104,
108-109

Urbanization, disposable income
and, 155-156

A"

Value chain configurations, in inte-
grated network model, 95-96

Value creation, through multi-
national interunit collaboration,
97, 98-106

Values lever for collaboration, 107,
108-109

Van Amerongen, 307

Van der Heyden, L., 274

Van der Hoeven, C., 308

Variety, 124

Vehicle size, 151-152

Vendor managed inventory (VMI),
273

Verio, b4

Vernon, R., 93

Video game software industry, 71

Vietnam, as globalization benefi-
ciary, 344

Vietnam war, 19

Villalonga, B., 118

Vision, 106

Vodafone, b4



Volkswagen (VW): global brand
ranking of, 67; Levitt on, 32-33

Volvo, 152, 153

Von Nordenflycht, 249

w

Wage differentials, 4; lead time
competition and, 276-277; out-
sourcing and, 267-268, 283, 314

Wal-Mart: Carrefour competition
with, 298, 299-300; Carrefour’s
strategy compared with, 301-307;
corporate strategy of, 296-298;
employee relationships of,
296-297; formats of, 295; global
ranking of, 295, 308; globaliza-
tion of, 295-307; history of,
296-298; information systems
and technology of, 297; inter-
national expansion of, 298—
301; inventory system of, 273;
local purchasing by, 298; mar-
ket entry strategy of, 261,
295-307; value proposition
of, 296; vendor relationships of,
297-298

Wald test, 237, 239

Wall Street Journal, 9, 34

Walton, S., 296-297

Warburg Dillon Read, global M&A
rank of, 55

Warehouse membership clubs, 295,
299

Washington Post, 9, 34

Washlet, 73, 75, 76

Watergate scandal, 19

Wathieu, L., 80, 83

Watson, N., 259-260, 263, 273,
382

Wealth poverty, 335-336

Web interviewing, 198, 200

Weinstein, A. K., 220

Wells, L. T, Jr., 93-94

Wertkauf, 300-301

West, D. C., 220-221

Wheel organization, 211

Inoex 423

Wheelwright, S. C., 271

Who Wants to Be a Millionaire?, 142

Whopper, 211

Wildner, R., 171-172

Wilson, 91

Wilson, E. O., 355

Wind, Y, 116

Woolco stores, 298

Wooldridge, J., 233, 236

Woolworth’s, 32

World (apparel company), 274

World Bank, 338; critique of, 344,
346-348, 349; investment aid
of, 339, 344, 346-348; poverty
defined by, 335, 340; poverty
statistics of, 335, 336

World Competitiveness Ranking, 66,
67

World Cup sponsorship, 159

World Economic Forum (WEC),
352; Global Competitiveness Report
2001-2002, 38, 52; organized ac-
tions against, 349-350

World Freedom Foundation,
338-339

World Health Organization, 337

World Social Forum, 349-350, 352

World Trade Center, 23

World Trade Organization (WTO),
17, 259, 349

World War 1, 16, 21

World War 11, 16, 21, 77

“World War II Manpower Mobiliza-
tion and Utilization in a Local
Labor Market” (Levitt), 12

World Wide Web. See Internet and
World Wide Web

World Wildlife Fund, 350

WPP Group plc, 198, 200, 205, 230;
acquisitions of, 204, 221; in em-
pirical study of scale and scope
economies, 234; global versus
local accounts of, 210-211;
knowledge sharing in, 214; oper-
ating organization of, 223; U.S.
versus other accounts of, 212



424  1npEx

X
Xerox, global brand ranking
of, 67

Y
Yip, G., 115, 118
YKK, 267-268
Yoffie, D. B., 267
Yoshino, M., 41

Young & Rubicam, WPP Group
acquisition of, 204
Yutori program, 43

Z
Zaltman, G., 80, 83, 90
Zara, 260, 274
Zee TV, 122, 138, 140, 141, 142
Zheng, Y., 273, 382



