
VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Polandwith IC Value of 5.09 &number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 2840 Cities in 164 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 
No. TITLE & NAME OF THE AUTHOR (S) Page 

No. 

1. A STUDY ON FORECASTING BSE SENSEX BY USING HOLT-WINTER METHOD 

DR. M. SHEIK MOHAMED, DR. M.A.SHAKILA BANU & B.DEEPA LAKSHMI 

1 

2. GLOBAL MARKET & GLOBALIZATION DRIVE – THE STRATEGIC NEED FOR BRANDS & PRODUCTS: A BUSINESS PERSPECTIVE ANALYSIS 

DR. S. P. RATH 

6 

3. MEASUREMENT OF FRANCHISEE SATISFACTION BASED ON THEIR PERCEPTION ABOUT THE PERFORMANCE OF THE FRANCHISERS 

DR. MANISH SIDHPURIA 

13 

4. IMPACT OF GAAR ON INDIAN EQUITY MARKET: AN EMPIRICAL STUDY 

DR. SANJIV MITTAL, DR. SUNIL KUMAR, DR. PRADEEP AGARWAL & DR. MOHINDER KUMAR 

17 

5. CHANGING FACE OF INDIAN RETAIL INDUSTRY 

DR. ANIL CHANDHOK 

22 

6. ENGLISH LANGUAGE TEACHING IN INDIA: REVIEWING THE RELEVANCE OF THEORY 

DR. PAWAN KUMAR SHARMA 

26 

7. A REVIEW OF THE LITERATURE: WOMEN EMPOWERMENT THROUGH SELF HELP GROUPS (SHGs) 

U.DHANALAKSHMI & DR. K. RAJINI 

29 

8. CONSUMER PERCEPTION TOWARDS BRAND PREFERENCE OF MOBILE PHONE SERVICE PROVIDERS 

A. MUTHUKUMARAN & DR. M. MATHIVANAN 

35 

9. CORPORATE GOVERNANCE IN INDIA: EVOLUTION AND EMERGING ISSUES 

DR. BADIUDDIN AHMED, RAFIUDDIN & IRFANUDDIN 

40 

10. STUDY OF FINANCIAL INCLUSION IN BANKING INDUSTRIES IN INDIA 

PAVAN KAPOOR 

44 

11. SCM PRACTICES AND ITS IMPACT ON TURNOVER, PROFITABILITY AND SUSTAINABILITY IN INDIAN BUSINESS ENVIRONMENT 

VIVEK PANDEY 

49 

12. ENCOURAGING POSITIVE WORKPLACE BEHAVIOUR: ETHICS ON THE JOB 

GEETU SHARMA 

54 

13. A COMPARATIVE STUDY OF PROFITABILITY OF TWO COMPANIES – A CASE STUDY 

A. S. MANJULAKSHMI 

58 

14. A STUDY ON EMPLOYEE RETENTION STRATEGIES AT JAMMU & KASHMIR BANK LTD, AT MISSION ROAD, BANGALORE 

S. POORNIMA 

65 

15. TYPE – A TRAIT FOR EFFECTIVE MANAGER 

ANASUYA SWAIN 

75 

16. IMPORTANCE OF MEASURING HR’S EFFECTIVENESS: A DRIVE TO HR METRICS 

P. AKTHAR 

78 

17. IMPULSIVE BUYING BEHAVIOUR OF RURAL PEOPLE: WITH REFERENCE TO FMCG PRODUCTS 

J. JOSEPHINE LALITHA & DR. N. PANCHANATHAM 

82 

18. AN INTRODUCTION TO EMPLOYEE ENGAGEMENT: SOLUTION FOR EFFECTIVE HRM WITH REFERENCE TO EMPLOYEE ENGAGEMENT 

MODEL 

B. KALAIYARASAN & DR. GAYATRI 

87 

19. FDI IN INDIAN RETAIL: CHALLENGES 

DR. MANOJ KUMAR SHARMA  

90 

20. WORKING CAPITAL PERFORMANCE: A CASE STUDY ON DABUR INDIA LTD. 

NIRMAL CHAKRABORTY 

93 

21. A STUDY ON PERFORMANCE EVALUATION OF PUBLIC & PRIVATE SECTOR MUTUAL FUNDS IN INDIA 

DR. BHUPENDRA SINGH HADA 

98 

22. HUMAN RESOURCE ACCOUNTING: REDEFINING HUMAN CAPITAL INVESTMENT IN CORPORATE SECTOR 

MONIKA KHEMANI 

104 

23. THE RELATIONSHIP BETWEEN PATERNALISTIC LEADERSHIP AND ORGANIZATIONAL CITIZENSHIP BEHAVIOR−THE MEDIATING EFFECTS OF 

ETHICAL CLIMATE 

MENG-YU CHENG, LEI WANG & SRI-DWIJAYANTI LESMANA 

108 

24. AIRLINE INDUSTRIAL UNREST AND STRATEGIC MANAGEMENT PRACTICES 

AHMED ABDIKARIM HASSAN & KARIM OMIDO 

118 

25. INTEREST RATE DEREGULATION AND DEMAND FOR MONEY IN NIGERIA (2000-2011) 

ODITA ANTHONY OGOMEGBUNAM 

124 

26. REDINGTON IMMUNIZATION THEORY APPROACH TO HEDGING INTEREST RATE RISK IN INSURANCE COMPANIES IN NIGERIA 

AFOLABI, TAOFEEK SOLA 

130 

27. MICRO, SMALL AND MEDIUM ENTERPRISES IN WEST BENGAL: AN EVALUATION 

SOUMYA GANGULY 

136 

28. ETHICS IN MARKETING IN REAL ESTATE INDUSTRY IN PUNE FOR CUSTOMER SATISFACTION 

MEERA SINGH 

142 

29. THE EFFECTS OF STRATEGIC MARKETING ON SAVING AND CREDIT CO-OPERATIVES PERFORMANCE: A SURVEY OF SELECTED SAVING AND 

CREDIT CO-OPERATIVES IN MOMBASA COUNTY 

ELISHA MKOFIRHA ADE & KARIM OMIDO 

146 

30. BUYING BEHAVIOUR - AN ISLAMIC PERSPECTIVE: AN ANALYSIS OF AN IDEAL MUSLIM BUYING BEHAVIOUR 

TAHIR AHMAD WANI 

152 

 REQUEST FOR FEEDBACK 
156 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

FormerVice-President, Dadri Education Society, Charkhi Dadri 

FormerPresident, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

PROF. ANIL K. SAINI 
Chairperson (CRC), GuruGobindSinghI. P. University, Delhi 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity 

University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VITUniversity, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic 

Science; Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information 

Systems; Accounting Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; 

Econometrics; Economic Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non 

Profit Accounting; Industrial Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural 

Economics; Co-operation; Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business 

Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour 

Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management Information Systems (MIS); 

Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; 

Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office 

Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; 

Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials 

Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; 

Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); 

Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete 

Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical 

Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic; 

Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word 

format after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking 

the link online submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES &TABLES: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources of 

data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES 

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed. 

WEBSITES 

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

6

GLOBAL MARKET & GLOBALIZATION DRIVE – THE STRATEGIC NEED FOR BRANDS & PRODUCTS: A 

BUSINESS PERSPECTIVE ANALYSIS 
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AURANGABD 

 

ABSTRACT 
Twentieth century experienced two world wars; it is obvious that the “Third World War” will happen in the 21

st
 Century. The Third World War will be for water. To 

avoid any such apprehension the global people are careful in preserving the water through the concern and investments in preserving the nature and 

environment in any territory. Global fraternity is possible through globalization of business and social interactions. Every solution which is global demands, 

“Globalization”. The world is moving towards a “Global Village”. Governments have understood the need of other nations in the holistic development of their own 

and people of other nations in the balancing of the development pace. Globalization is a drive. Either business or industry, no one is spared from this drive. The 

corporate world moves to further enhance this process of the drive. Markets, products, brands and consumers are global. Global village and global customers is 

the business language of this century. There are strategies and needs of globalization in the business for survival, existence and success which are governed by 

commonsense and simple logic of understanding. Saying no to globalization is saying no to business.    

 

KEYWORDS 
Global Strategy, Global Marketing, Market Participation, Products – Brands – Services, Regional Strategy, Competitive moves. 

 

1. GLOBAL STRATEGY: SUCCESS, BENEFITS & CHALLENGES 
he prominently dominating philosophy of business is “Think Local, Do Local & Go Global”. Globalization is no longer an option for companies to consider. 

The principal reason for this is that most companies compete in a global marketplace. Companies compete in a global marketplace because of the spread 

of e-Business, Internet tools & Web networks. An industry is global to the extent that there are inter-country connections.  For example, the U.S.-based 

company Tropicana (a unit of PepsiCo) sources oranges from Brazil and so has made significant investments in that country. The beverage industry, thus, is 

global. Multinational Corporations to Trans-National Corporations is a strategic migration of the industry in the globalization process (Hawkins, 2009).  A strategy 

is global to the extent that it is integrated across countries. For example, Bausch and Lomb, which competes in the eyecare industry, use the Renu brand name 

for its contact lens solutions across the world. In a multi-local strategy, each country is treated as a more or less discrete unit for managing and there is limited 

integration across the worldwide portfolio of country-businesses. A multi-local strategy misses out on convergence of tastes, reduction of tariff and non-tariff 

barriers, the ability to amortize large investments across several markets, and the nature of competition shifting from country-by-country basis to a globalized 

one. “Carlsberg’s Global Strategy,” addresses many of these issues emphatically.  The Carlsberg Group focuses on positioning its core products as premium 

brands in emerging markets in Eastern Europe as well as in Asia.  This is in contrast to its rival SABMiller’s approach to creating a large number of local brands.  

Carlsberg’s approach takes advantage of falling trade barriers in North America and the continuing integration of Europe. “Magna International’s Diversified 

Global Strategy.” Magna succeeds as an OEM supplier in the automotive components industry through their integrated approach. The three components of a 

greater global strategy are: Developing the core strategy, internationalizing the core strategy & Globalizing the international strategy (Clark, 2000). To develop a 

core strategy, a company has to look at each business in its portfolio and address seven critical areas: selection of products/services to be offered, selection of 

the types of customers served, identifying the geographic markets, Isolating the principal sources of sustainable competitive advantage, developing the 

functional strategy for various activities, developing a competitive posture & deciding on an investment strategy. Once a core strategy is developed, the next 

step is to formulate an international strategy. This becomes imperative as the business expands outside its home market and begins to compete in one or more 

international markets. A truly global company is one that does business in all four hemispheres – eastern, western, northern, and southern.  Such a company has 

the ability to go anywhere, deploy any assets, and access any resources.  In short, such a company maximizes profits on a global basis.  International means any 

market outside the home market.  The two contrasting strategic approaches are multi-local (preferable to “multinational”) and global. Regional, country, and 

worldwide are geographic units of analysis.  

Financial risk reduction is the key benefit of internationalization. Research has indicated that internationalization increases financial returns and reduces risks. In 

addition, product life cycles can be extended, competitive advantage can be gained when international companies compete against purely domestic ones, and 

political and environmental risks reduced by competing in a portfolio of international markets. “Amazon’s Market Participation”. “Japanese Global Competitive 

Moves”, “Salomon’s Retaliation in Skis,” and “European Hotels Strike Back,” describes how a global strategy impacts specific dimensions. Increased economies of 

scale, lower factor costs, focused production (fewer global models), flexibility (moving production to a different location to capitalize on lower costs), and 

enhanced bargaining power help in cost reductions. Concentrating on a smaller number of products helps improve product and program quality (Toyota and 

Honda are good examples). Global availability, global serviceability, and global recognition (Coca-Cola) help enhance customer preference.  Finally, a global 

strategy provides more points to attack and counterattack competitors (Kraft’s 2010 acquisition of Cadbury’s may have been motivated by the desire to counter 

Nestlé’s global presence). “Whirlpool’s Global Expansion in Appliances”, may be a good way to start the discussion on the downside of global strategy. Whirlpool 

discounted the fragmentation of European cultures and mistakenly assumed homogenization such as in the U.S.  Globalization can increase costs and reduce 

management effectiveness in individual countries.  In fact, the downside may be felt in each global strategy lever (Collinger, 2003). India had long prohibited 

foreign retailers from competing in what is called the “multi-brand” retail segment.  For example, a foreign retailer such as Wal-Mart is prevented from 

operating in India because a Wal-Mart store carries multiple brands of products (as opposed to a Nike store that sells only Nike brand products).  In July 2011, 

the Indian government took important legislative steps to remove this ban.  This means that soon foreign retailers such as Wal-Mart and Carrefour can operate 

in India.  Protectionism is a force that works against globalization. Protectionism favors local companies by preventing foreign companies from competing in such 

markets (Bureau, 2010). The rise of nationalism (and the consequent interest in ethnic goods) can also work against globalization.  

For a real life example, these well known brands are such success stories, Coca-Cola (that used World War II to start its internationalization process), PepsiCo 

(that started late and had to play catch-up to Coca-Cola in the international markets), Wal-Mart (that started out with a joint venture with a Mexican retailer in 

the 1990s) & Kraft (that is using its acquisition of Cadbury’s to push its global strategy). 

  

2. RESEARCH OBJECTIVES 
a. To examine the product, brand and market trends influence on the industry in the context of globalization. 

b. To evaluate the multinational companies strategic drive in the context of globalization trends and competitive moves. 

c. To study the corporate policies, positioning and product strategies of the industry in the context of global market participation, global activities and 

competitive moves. 

T 
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d. To analyze the corporate regional strategies, organizational factors & regional focus & global strategy. 

e. To recommend strategic guidelines for the industry to stay global in globalization move.  

 

3. RESEARCH METHODOLOGY 
The methodology used in the research are qualitative analysis of global corporations strategy, product development, marketing move, brand and product 

positioning, supply chain dynamics and market competition. Multinational and Transnational companies’ dynamic movements and actions in the market 

competitions, through regional strategies & global management of successful operations and profitability to stay as leaders were evaluated.  Depth interviews 

were conducted of corporate professionals and operational heads for the analysis of the existing and future global strategic moves. Leading global brands and 

products were examined from the secondary sources in their strategic moves and meeting market competitions of the last two decades from North America, 

Western Europe, South East Asia, China, India and other developed economies. Conceptual and theoretical analysis was made to arrive at clear understanding of 

global marketing strategies and corporate moves in the business and operations contexts. Literatures of different sources of publications, reports, surveys, 

research documents, consortium reports and several symposium and conferences proceedings were examined to arrive at appropriate research findings and 

concluding remarks. 

 

4. DRIVERS OF GLOBALIZATION – MARKET, SERVICE, COST, GOVERNMENT & COMPETITION 
Divers of globalization are development. The principal market globalization drivers are: common customer needs and tastes, global customers, global channels, 

transferable marketing & lead countries. Common customer needs and tastes represent the extent to which customers in different countries want the same 

things in the product or service category that defines an industry.  Japanese companies such as Toyota, Nissan, and Honda contended that car customer’s world 

over look for reliability and economy and used these common needs to build successful global businesses. “Nestlé’s Localized Innovation Strategy”, looks at how 

Nestle innovates on a global scale using 28 strategically located R&D centers. Common customer needs around the world impact industry structural factors.  

They make it difficult for new entrants by giving an advantage to global players, while increasing the intensity of rivalry by making it difficult for incumbents to 

successfully differentiate their products or services (Carven, 2002). “DuPont Avoids the Race to the Bottom”, which shows how DuPont avoids commoditization.  

Service businesses provide a challenge in this respect because it may be difficult to standardize services and still meet the needs of a broad cross section of 

customers around the world. The rule of thumb here is: the less the involvement of the customer (for example, fast food versus education), whether physical or 

psychological, the better the opportunity for a global approach. The Internet has increased global commonality in customer needs and tastes by exposing 

customers to global offerings and other lifestyles. It has reinforced the appeal of globally recognized brands and has provided an opportunity for contender 

brands to compete effectively. The increase of global customers is a second market globalization driver. Global customers buy on a centralized or coordinated 

basis for decentralized use, or at least they select vendors centrally.  Thus, Wal-Mart is a global customer for a vendor such as Procter and Gamble. There are 

two types of global customers.  A national global customer searches the world for suppliers but uses the purchased product or service in one country.  In 

contrast, a multinational global customer uses the purchased product or service in many countries. Having global customers drives a business toward developing 

globally centralized products (Raju, 1995). The presence of global customers and channels also impact service industries. As large corporate customers become 

global, they seek to do business with providers of standardized service worldwide.  Accounting is a good example, which explains the growth of the “Big Four” 

(Deloitte Touche Tohmatsu, Ernst & Young, KPMG, and PriceWaterhouseCoopers) in the industry.  Likewise, the Internet has enabled companies to become 

global customers. 

The next market globalization driver is transferable marketing. It is likely that the marketing elements – such as brand names and advertising – require little local 

adaptation.  Transferable marketing makes it easier to expand participation in geographical markets. Transferability here means the ability to use uniform 

marketing strategies. Transferable marketing can create entry barriers (it is difficult for a newcomer to counter Coca-Cola’s global marketing), but also allow 

entrants to enter new markets with transferable marketing. Transferable marketing also ups the “ante” in rivalry because competitors must ensure that their 

marketing can be leveraged across multiple markets. Transferable marketing may be difficult in service industries which may require local staff to perform the 

service in each location and hence the marketing should feature locals. Even here, the marketing message can be the same and only peripheral items need be 

changed.  The Internet has both enabled and demanded global transferable marketing. Internet-based marketing has inherent global reach – a website can be 

accessed from anywhere. In addition, the Internet mandates that vendors use globally standard brand names. 

The final market globalization driver is the concept of “lead” countries. Lead countries are those in which the most important product or process innovations 

occur.  Thus, Japan is regarded as the lead country for consumer electronics, Germany for industrial control equipment, and the U.S.A. for technology and 

services (Reid, 1999). In such cases, it becomes critical for global competitors to participate in these “lead countries” so that they can have access to the sources 

of innovation.  The existence of lead countries can increase threat of entry (lead countries become prized targets for entry) and increase competitive rivalry 

because of importance of financial and strategic success in such locations. The lead country concept also applies to service businesses. This because typically 

global service businesses depend less on technology or skilled labor and more on having a strong business concept (for example, the 10-minute oil change) that 

is systematically applied globally. 

Service businesses have characteristics that are distinct from product businesses. There are eight such characteristics: nature of the output (performance rather 

than an object), customer involvement in production, people as part of the service experience, greater likelihood of quality control problems, harder for 

customers to evaluate, lack of inventories for services, greater importance of the time factor & availability of electronic channel of distribution.  

There are three broad types of service businesses. People-processing services (airliner, hotel, etc.) involve tangible actions to customers in person.  Possession-

processing services (laundry, car repair, etc.) involve tangible actions to physical objects to improve their value to customers. Information-based services 

(accounting, banking, etc.) depend on collecting, manipulating, interpreting, and transmitting data to create value.  In addition to these three types of service 

businesses, service production and delivery systems can be divided into “back office” (what the customer does not see) and “front office” (that part that 

interacts with the customer).  Global drivers affect service industries differently than they do product industries. Managers in service industries should be aware 

of the drivers that push their industry toward globalization. 

Global scale or scope economies apply when single-country markets are not large enough to allow competitors to achieve optimum scale. Scale in any specific 

location can be increased when the firm decides to participate in multiple markets. When coupled with product standardization and concentration of selected 

value activities, this offers an effective way to compete.  As the example of the global electronics industry (the case of Thomson and Audiovox) points out, the 

downside of this approach is rigidity and vulnerability to disruption.  Economies of scope (the cost reductions from spreading activities across multiple product 

lines or businesses, such as using a common brand name) may be more of a motivator to internationalize than economies of scale. Companies such as Unilever 

and Colgate-Palmolive benefit from economies of scope in consumer research, product development, and marketing programs by operating in several countries. 

Global scale economies create entry barriers, particularly from national competitors who seek to enter other markets. In the disposable syringe industry, the fact 

that the minimum economic size in production amounts to 60 percent of the combined markets of the U.S. and Japan means that multinational players such as 

Becton Dickinson and Terumo have an insurmountable advantage. Global scale economies are harder to get in service businesses because factors such as lack of 

inventories work against them. Service companies gain scale economies by standardizing production processes and in concentrating on upstream value chain 

activities. The case of Yum brands is described as, “The Multi-brand Strategy of Yum!” Since scale economies are derived from investment in fixed costs, in 

particular, people-intensive service businesses face lesser scale economies than asset-based (such as McDonald’s business systems) ones. 

Technology has had an adverse effect on economies of scale.  Technology generally reduces the minimum efficient scale for a given industry and has often led to 

the “deconstruction” of value chains. While technology may take away economies of scale as a motivation to globalize, the ability to replicate successful 

business models across markets may lead companies to globalize. Expanded market participation, product standardization, and activity concentration (all 

features of globalization) may help firms benefit from experience and learning curve benefits. The steeper the learning and experience slopes, the greater the 

potential benefit.  The caveat here, though, is that these benefits should not be obtained by overaggressive pricing that may destroy competition and markets 
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(Sawhney, 2001). Centralized purchasing can lead to global sourcing efficiencies, although there are risks associated with this because of market volatility. This 

trade-off has to be managed carefully. Global sourcing can be an important aspect in service businesses too, as the McDonald’s in Russia example points out. 

The Internet has allowed companies to source globally in an efficient way.  Instead of laborious paper-and phone-based coordination of geographically dispersed 

suppliers and subsidiaries, technology-based networks enable efficient centralized sourcing. For example, General Motors, Ford, and Chrysler formed the 

Automotive Exchange Network to streamline global sourcing. 

The need to concentrate production can also be driven by logistics benefits. Factors such as the ratio of sales value to transportation costs, nonperishability, the 

absence of time urgency, and the lack of a need to locate in close proximity to customers may drive this. On the other hand, favorable logistics increases the 

threat of entry because the low costs make it easier for foreign firms to export. In addition, favorable logistics also increases rivalry by expanding the geographic 

scope of competition. While service businesses typically do not benefit from favorable logistics, the exception may be in possession-processing services. The 

Internet speeds up global logistics and facilitates the operation of global production and supply networks (such as the Boeing Partner Network).  

Arbitrage – taking advantage of the differences in country costs can provide a strong spur to globalization. This is because factor costs generally vary across 

countries, and more so for particular industries.  Differences in country costs can increase the threat of entry as well as rivalry among existing competitors. Japan 

(as also the “four tigers” of Asia – South Korea, Taiwan, Hong Kong and Singapore) has successfully leveraged low factor costs in entering many international 

markets (BT, 2009). Rivalry among incumbents is increased because country costs differences create differential sources of competitive advantage. In service 

businesses, country costs differences favor possession-processing businesses more than people-processing businesses.  While the Internet does not create 

country costs differences, it facilitates shifting activities to lower cost countries.  Internet has favorably impact the growth in “offshoring” of activities. High 

product development costs relative to the size of national markets act as a driver to globalization. As the examples in telecommunications (the case of Philips) 

and pharmaceuticals point out, product development costs have increased over time.  This necessitates developing regional or global products rather than 

national ones. The Internet reduces product development costs to varying degrees.  

Government exercise of these trade barriers makes it difficult for companies to use the other global levers. The examples of media and oil industries reinforce 

this. Favorable trade policies, on the other hand, increase rivalry among international competitors by making it easier for them to compete in each other’s 

markets. Government drivers are often favorable for both people-processing and possession-processing services that require a significant local presence, since 

they create local employment opportunities.  The exception, as pointed out in the example of mobile services, may be when host governments want to protect 

their key home industries. The Internet weakens many government barriers to globalization, often sidestepping trade policies. Differences in technical standards 

among countries (as the Motorola situation in Japan points out) affect the extent to which products can be standardized.  Government restrictions in terms of 

technical standards can make or break efforts at product standardization. The Internet spurred global technical standards. As the example it is pointed out, 

Japan lobbied other G8 nations for unified global rules on electronic financial trading. 

The marketing environment of individual countries affects the extent to which uniform global marketing approaches can be used.  However, common marketing 

regulations increase rivalry among existing international competitors by making it easier for them to invade each other’s markets. The Internet allows companies 

to confront diverse marketing regulations effectively. The presence of government-owned competitors can increase the globalization potential of an industry. 

They can also increase the threat of rivalry (Schneider, 1991). While government-owned competitors can increase globalization, the presence of government-

owned customers provides a barrier to globalization.  This is because such customers usually favor national suppliers. The final global government driver is host 

government concerns. These concerns deal with the ability of global companies to relocate key activities to different countries, to reduce tax liability, to keep 

key value chain competencies outside their countries, and to make it difficult for host governments to control them by moving the decision making capability 

overseas. The most basic competitive driver is the level of exports and imports of both final and intermediate products and services.  This is because the more 

trade there is between countries; the more competitors in different countries interact with each other, thereby necessitating a global strategy. When major 

competitors come from different countries or continents (such as P&G from the U.S. and Unilever from Europe in the detergents and personal care industry), the 

drive toward globalization is greater. A competitor may create competitive interdependence among countries by pursuing a global strategy. This comes from 

sharing activities (for example a production plant in Mexico producing for both the U.S. and Japan). Interdependence among countries benefits incumbents and 

make entry difficult.  Interdependence also increases rivalry because it requires competitors to worry about their market share in multiple countries 

simultaneously (Clarke, 1999). 

When a business’s competitors use global strategy to exploit industry globalization potential, the business needs to respond by matching or preempting these 

competitors.  Responses may include market expansion, being first to market or having a uniform marketing policy. Globalized existing competitors reduce the 

threat of entry from potential new entrants. They also increase rivalry by increasing the geographic scope of competition as illustrated by the Citicorp versus 

HSBC example. Globalization is driven by the global transferability of competitive advantage.  In particular, technology-based competitive advantages are easily 

transferable. While competitive globalization drivers are present in service businesses, their effect is felt less strongly because most services yet cannot be 

centrally produced. The Internet increases the intensity of global competition in many ways, such as increasing the need for speed in response, enabling global 

signaling, allowing competitive comparisons among companies by customers, allowing easy transferability of competitive advantage, and by enabling companies 

to go global early. The starting point in developing an effective total global strategy is in understanding the globalization potential of the industry. Managers 

should use a prescribed set of guidelines to do this.  

 

5. GLOBAL MARKET TREND – PRODUCTS & SERVICES 
A business model is the way in which a company transforms inputs to add value for particular customer groups and the way the company is managed for this 

purpose.  A strategy, on the other hand, is the way in which the company changes it business model. Not all business models transfer well. As observed, “Nokia 

Utilizes a Transferable Business Concept” Nokia’s business model transferred very well. Those that seek to impose the company’s logic on the market do better 

than those that adapt to customer needs. McDonald’s is an example of the former, while Marks and Spencer is an example of the latter. Benetton, Zara, Wal-

Mart, IKEA – reinforce this point quite well. Customer market advantage refers to the advantage gained by being the first mover.  This means the company is the 

first to create a new market or first to serve a group of customers. Xerox in photocopiers is a great example.  

The just-in-time (JIT) approach is an example of better coordination leading to a competitive advantage. Coca-Cola’s brand name is an intangible asset that 

provides the company a competitive advantage (Carter, 2001).  They can combine this with their physical (tangible) assets (distribution system) to succeed in 

their markets.  The right partners can provide a company a competitive advantage.  Microsoft’s partnership with IBM and Rover with Honda are cases in point. A 

strategic country-market is one which accounts for a large source of revenues or profits, or is the home market of global customers or competitors (Japan in the 

air-conditioning industry), or is a significant market of global competitors (the U.S. for Hertz and Avis), or is a major source of industry innovation.  Globally 

unimportant markets need not be entered into as part of a global strategy, or, if entered, do not have to be integrated globally. In other words, such markets can 

be managed on a stand-alone basis.  Expanding market participation helps reduce costs by increasing volume for economies of scale. In addition, presence in 

lead countries, and exposure to their demanding customers and innovative competitors, can help a business improve the quality of its products.  The key here, 

though, is a company’s willingness to learn from these countries. Global market presence can enhance customer preference through global availability, global 

serviceability, and global recognition.  An example is the advertising agency, McCann-Erickson serving Coca-Cola globally. Finally, a global strategy approach to 

market participation can increase competitive leverage in the various ways described above. International joint ventures represent a special case in market 

participation.  Just because an industry is dominated by multinational companies does not necessarily mean that the industry needs a global approach. The 

consumer packaged goods industry is dominated by multinationals such as P&G and Unilever and yet is generally managed as a set of stand-alone businesses. 

The BRIC countries (Brazil, India, and China) are regarded as strategically important markets because of their current size and growth prospects.  It is possible 

that in five or ten years’ time, the newly industrialized countries of today would become strategically important.  

“Honda’s Adjustable-width Platform” and “Toyota’s Flexible Manufacturing” illustrate how automotive companies are approaching global standardization of 

their products.  As a case in contrast, “Volkswagen’s Overcustomization” points out the perils of extreme customization for a specific market, in this case the 



VOLUME NO. 4 (2013), ISSUE NO. 10 (OCTOBER)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

9

United States.   Businesses can standardize the worldwide mix of products as well as the content of a product.  For example, “Fiat’s third-world Global Car” 

points out; Fiat used Brazil to develop a car for poorer countries.  “Tata Nano” is a good illustration of cost savings from product standardization (BT, 2010).  

Product standardization can also improve product quality.  This is because often reducing the worldwide number of products, through standardization, allows 

financial and management resources to be focused on a smaller number of products. Globally standardized products can increase competitive leverage by 

providing low-cost products that can be the basis for invading markets. Japanese companies used this approach to successfully enter many markets even when 

they were resource constrained. The principal drawback of global product standardization is that some aspects of national needs may have to be sacrificed.  

Examples such as American appliances that was too large for Japanese kitchens or Japanese calculator pads being too small for American fingers helps bring 

home this drawback. Trade barriers can greatly restrict a company’s ability to offer a globally standardized product line. American and European manufacturers 

in the automobile and consumer electronics industries have tended to follow their Japanese competitors in offering globally standardized products. The Tata 

Nano can become a global product if it is adapted to meet the needs of multiple markets and is sold as a standardized product in these markets.  

 

6. GLOBAL ACTIVITIES & MARKETING 
An export-based strategy means that the firm has chosen to locate as much of the value chain as possible back home, while locating downstream activities close 

to the customer. Not much coordination is required here as there are few assets overseas and little international variation in product offerings. The theory of 

“comparative advantage” is often used in economic theory to address the location choices of multinational companies. According to this theory, multinational 

companies should locate activities in countries where the costs of raw materials, labor, and other factor costs are lowest for a given level of productivity.  

Additionally, factors such as tax benefits and other forms of governmental aid are relevant considerations as illustrated by Japanese auto companies in the U.S.  

Other considerations include broader issues of productivity and quality, convenience for shipping to other countries, reliability of the workforce, the cost of 

capital, the economic infrastructure, and the extent of political risk. The country of origin effect on customers is also an important consideration. As an example 

of locating the R&D activity in a country with highly demanding customers, in recent times China and India are two emerging markets that fit this characteristic 

well. China seems to be favored in electronics, while India is the preferred choice in pharmaceuticals. For manufacturing, globally strategic countries are those 

that offer an attractive investment climate as well as factors and conditions on which to build comparative and strategic advantage.  Currency exchange rates 

have a direct effect on relative country costs and, therefore, on the competitive positions of companies. As the Caterpillar and Komatsu example points out, 

adverse exchange rates can make a company uncompetitive.  Companies need to recognize the strategic as well as financial risk posed by currency changes. 

Companies have to realize that an unfavorable currency movement may not just be unfavorable; it could be favorable to the competition. Given the difficulty of 

forecasting exchange rates, global managers can choose among speculation, hedging, or being flexible with respect to shifting production with exchange rate 

shifts. Apple is a good case in point.  Its strategic advantage comes from its design capability and strong name recognition.  However, in order to compete with 

global competitors, Apple had to add comparative advantage to its strategic advantage by locating its production to low labor cost countries. The best global 

strategies combine strategic and comparative advantage to yield global competitive advantage. Unilever went from 13 factories in Europe in 1973 to just 4 by 

1989.  Such an approach can also exploit economies of scale by pooling production or other value-adding activities. In general, people-processing businesses 

have to locate the processing activity where customers live, work, or shop.  This means that typical people-processing services (such as a restaurant) need to 

maintain facilities around the world. Location needs for possession-processing activities depend on the ratio of service value to transportation cost.  Thus airlines 

go in for centralized maintenance centers rather than have multiple centers around the world. Most information-based services are easy to locate globally.  In 

many cases, no local presence is needed at all. In the future, we shall see a greater distinction between services that require an on-site “factory” (typically 

people-processing type of services) in each country and those that require only a delivery system. “Sony Ericsson Joint Venture’s Reverse Supply Chain System” 

describes how a service provider, UPS, works with the telecom company to save costs on reverse logistics.  

Global marketing is the fourth global strategy lever that companies can use to globalize their strategy. It is important for the instructor to emphasize the 

following point early on to avoid confusion: global marketing is not about standardizing the marketing process.  Instead, it means striving for the appropriate 

balance of global uniformity and local adaptation in all elements of the marketing mix, but with a probable bias in favor of uniformity and local adaptation unless 

a good case can be made for local exceptions (Berry, 1991). Every element of the marketing mix (product design, product and brand positioning, brand name, 

packaging, pricing, advertising strategy, advertising execution, promotion, and distribution) is a candidate for globalization. Global marketing helps build global 

recognition that can enhance customer preference through reinforcement. The Coca-Cola in China example underscores this point. Improved program 

effectiveness is often the greatest benefit of global marketing.  Global marketing goes against the conventional wisdom of adapting to local markets. But, as the 

Pepsi example in the text points out, global marketing is not about forcing a domestic program onto the international subsidiaries.  Instead, a global marketing 

program should be designed from the start with the needs of major target companies in mind. “Nike as a Preeminent Brand in Global Sports”. “Qantas as an 

Australian Icon”.  Being too strongly positioned as a global company now invites attention from anti-globalization protesters (the McDonald’s example). “Muji as 

a Brandless Brand”. The ability to use global packaging depends on factors such as the amount of information that needs to be communicated, the need for 

differentiation from competitors, the similarity of usage patterns and measurement systems, and the acceptability of multi-language labeling. Companies have 

to realize that while physical packages do not travel through the Internet, pictures of them are often displayed on Web sites.  Companies need to think out a 

deliberate policy as to whether they wish to facilitate or discourage cross-border recognition or comparison.  

Global pricing can bring the benefits of consistency with global customers and distribution channels and the avoidance of “gray market” parallel importation or 

“transshipment.” This is more so in the case of manufacturing companies (Ganesh, 1998). In contrast, the lack of inventories in many service businesses means 

that such firms need worry less about using global pricing.  It is relatively difficult to buy a service in one country and to resell it in another. The “McDonald’s Big 

Mac Price Index” example will be of interest to students. The Internet makes prices transparent and so companies should be aware that customers can make 

price comparisons. The tactical and short-term nature of sales promotion makes it probably the least likely candidate for globalization. Globalizing promotion 

probably makes sense on an opportunistic basis only – encouraging other countries to adopt a campaign or device successful elsewhere. The extent to which 

headquarters should be involved in local promotion strategies depend in part on whether local, regional, or global brands are involved. Global selling can involve 

using a uniform selling approach, global account or customer management, or a centralized sales force. Using a uniform selling approach can bring the usual 

multinational benefits of ensuring best practice and high standards of behavior. In particular, the use of global account management (GAM) can be a highly 

effective way of serving global customers. Global marketing presents a special difficulty in market research. Companies may end up doing too much research 

(the Marlboro example) or doing the wrong kind of research. If there are good strategic reasons for global marketing, market research should be used to 

discover how to make a global program work better rather than pit it against each possible local program. Using global marketing allows managers to compare 

market research results from different countries. The Unilever extended example provides a good illustration of using global marketing for a consumer (business 

to consumer) product, while the Hewlett-Packard example does the same for a business-to-business product.  

 

7. INTERNATIONAL COMPETITIVE MOVES 
Making globally integrated competitive moves comprises the fifth and last global strategy lever. Apple and Microsoft, the history of competitive rivalry between 

the two computing behemoths goes back to the 1970s.  The 1980s and 1990s saw the ascendance of Microsoft, while the introduction of the popular “i” 

products (iPod and iPad) brought Apple back to dominance.  The competition between these companies is played out on the global stage. Counterparry is a 

special case of cross-subsidization in which an attack by a competitor in one country or region is countered by a response in another. Such a counterparry has 

the intention of retaliating where the competitor can be hurt most. For example, a business attacked in its home country retaliates in the home country of the 

attacker. Coca-Cola and Pepsi have used this global strategy lever in their worldwide competition. “Dell’s Competitive Position,” and “PwC’s Global Flexibility and 

Adaptability,” attest to the benefits of globally integrated competitive moves. The key benefit of globally integrated competitive moves lies in magnifying the 

resources available in a single country or region for competitive actions by leveraging the global resources of a business. Successful global companies transfer 

their competitive advantages quickly and effectively around the world (Ries, 2003). Timely global transfer of critical capabilities and advantages is probably the 
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single biggest factor in the success of overseas subsidiaries and hence the overall global strategy.  Wal-Mart versus Carrefour in the retail industry, Ford versus 

General Motors in automobiles, and Dell versus Hewlett-Packard are good examples. All these competitive battles take place on a global stage and can illustrate 

the need for well coordinated moves. 

 

8. GLOBAL ORGANIZATIONS DEVELOPMENT 
Organizational factors complete the globalization triangle, along with industry globalization drivers and global strategy. Organization structure comprises the 

reporting relationships in a business. Management processes comprise the activities such as planning and budgeting that make the business run.  People 

comprise the human resources of the worldwide business and include both managerial and non-managerial employees. Finally, culture comprises the values and 

rules that guide behavior in a corporation. One of the most effective ways to develop and implement a global strategy is to integrate or centralize authority so 

that all units of the same business around the world report to a common global sector head (Reischauer, 1997). This is not easy to do as most companies are tied 

to a strong country-based organization structure. In some cases, an alternate approach is to appoint global business directors who operate across the functional 

and geographic organizations. Finally, another option is to have global heads of individual functions or value-adding activities. These heads can have either direct 

line authority over the function or a staff-like coordination responsibility. A common structural barrier to global strategy is the presence of an organization split 

between a domestic and an international division (such as the one that Wal-Mart has). In such a case, a global strategy can be fully coordinated only at the level 

of the CEO’s office.  When MNCs operate multiple businesses, the need to manage across both countries and businesses adds to the complexity of the challenge.  

Most MNCs have addressed this issue by becoming “transnational” companies. “Coca-Cola’s Balance of Global and Local Strategies,” and “IBM’s Globally 

Integrated Enterprise,” instead of changing the organization structure, an alternative would be to assign to a specific country the lead role in developing a 

product and to see that product’s spread into other countries and to its adoption. That is, the country in question acts as the strategic leader for the product. 

Because of the small size of their home markets, European MNC’s typically give more autonomy to their foreign subsidiaries than have their American and 

Japanese competitors. American MNCs, on the other hand, have generally favored a domestic/ international division type of structure, which offers tremendous 

challenges in integration. Japanese companies have tended to favor greater integration and reduced autonomy to their subsidiaries.  

Creating cross-country coordination mechanisms provides a way to make up for the lack of direct reporting structure.  The lack of coordination can bring drastic 

consequences. Cross-country coordination mechanisms range from information sharing (considered the least coercive) to setting direct requirements 

(considered the most coercive).  In general, informing, negotiating, clearing, and directing represent critical functions in cross-country coordination, although 

they need to go beyond paper shuffling. Global teams have become popular to facilitate cross-country coordination. Additionally, some companies use global 

product managers or global account managers for the same purpose. While most MNCs are good at developing corporate and national strategic plans, they are 

not proficient in developing global strategic plans that integrate the strategies of the same business in different countries, let alone integrating strategies across 

multiple worldwide businesses. Lack of a global strategic plan impedes offering integrated strategic responses on a worldwide basis. Global strategies and 

programs need global budgets to implement them. While this is easier said than done, not all companies do this well. In some cases, their accounting systems 

prevent them from having a global strategy. In other cases, the challenge is to have global budgeting processes that provide for geographically neutral costs as 

the base point.  Finally, in some cases, companies do not have global budgets that are available only for global programs. Managing customers on a global basis 

has become increasingly necessary.  High-potential foreign nationals need to gain experience not just in their home country but at headquarters and in other 

countries. Such a practice broadens the pool of talent available for executive positions, it visibly shows the commitment of top management to 

internationalization, and it gives talented individuals an irreplaceable development opportunity. Making work experience in different countries a necessity for 

progression, rather than a hindrance, is another important step that helps a company become truly global. Such a step has an important additional benefit of 

gradually creating a group of subsidiary managers who are likely to be more sympathetic to global strategy.  

A strong national identity can hinder the willingness and ability to design global products and programs. It can also create a “them or us” split among employees. 

A truly global culture would transcend the nationality of the home and other countries (Woomack, 1990). The P&G example is a good way to illustrate this point. 

Many companies view their domestic employees as somehow more important than their foreign employees and are much more committed to preserving 

domestic employment than to developing employment regardless of location. Such a cultural bias hinders globalization. A culture of local business autonomy, 

when carried too far, can be a barrier to globalization. The culture needs to balance the celebration of autonomy with the recognition of interdependence. 

Companies pursuing a global strategy need to develop cultural characteristics that match their specific strategies. Globalization can incur organizational as well 

as strategic drawbacks. Increased costs and reduced management effectiveness are chief among them. But the goal should be to minimize these drawbacks.  

 

9. DEFINED STRATEGY – REGIONAL STRATEGY 
Regional strategies should be developed in the context of an overall global strategy. A company first needs to have a clear global strategy. Next, the company 

needs to decide on the overall role of the region within the global strategy. The next level is that of a country where decisions such as entry mode, partner 

selection, and business strategy have to be decided. Finally, the issue of implementing the strategy at the operational level must be considered. An increasing 

number of regional organizations now provide some degree of macroeconomic and/or political integration for many countries.  Today, we have customs unions, 

border unions, monetary unions, and political unions.  Some countries belong to multiple regional entities, and many regions offer multiple organizations. The 

task of the MNC is to make the best use of these formal similarities and integrating forces as well as others (such as culture and contiguity) to develop effective 

regional strategies analogous to the global strategies discussed in the earlier chapters.  Regions can be identified by using various factors (culture, physical 

environment, history, language, etc.) to address the issue of similarity. For MNCs, the European Union (EU) provides the most clear-cut region in the world. With 

the adoption of the Euro as its currency, this region has become even more integrated. Most MNCs treat countries such as Poland, Hungary, and Romania as 

members of the Central and Eastern Europe region. Countries of the former Soviet Union (Russia being the principal one) form a region. So do countries of the 

Middle East (the Islamic countries).  The advent of the North American free Trade Agreement (NAFTA) formed a regional union of the U.S., Canada, and Mexico. 

Members of Latin American countries form a region, although attempts at economic and trade liberalization in this region have met only with limited success. 

Most MNCs treat Africa as a region, although some make the distinction between sub-Saharan Africa and the Arab countries of North Africa. Asia-Pacific is the 

largest, most populous, and most diverse of the regions commonly used by MNCs.  

Each market globalization driver can act as a market regionalization driver.  Potential regional commonalities (culture, history, etc.) can be strong drivers to 

create regionally common needs and tastes. Products and services that have strong cultural roots in their use can be candidates for cultural commonality. In 

many industries it is easier for regional rather than global customers and channels to emerge. Transportation, trade, or other barriers can prevent many 

customers and channels from going fully global.  Most industries should offer more opportunities for regionally, rather than globally, transferable marketing. 

Finally, lead countries can emerge, or be created, more easily on a regional rather than global basis. For example, Japan has become a fashion leader for younger 

consumers in much of Asia, but much less so in the rest of the world. “LG Develops European Test Market for Global Strategy,” and “Acceptance of Lexus in 

United States Leads to Global Trend”. Companies operating regional production sites can usually benefit by sourcing regionally. Transportation costs limit many 

industries to regional rather than global movement of products. Products with logistic costs that are high relative to price and margin (steel, wood panels, etc.) 

impose a regional restriction on manufacturing. Differences among regions in production or activity costs may become so great that some regions become 

prohibitively expensive and other regions possess a formidable advantage. Regional groupings can create strong competitive effects within them and usually 

more quickly than effects from global competitors coming from outside a region (Viswanath, 1997). Since the main purpose of regional trade policies is to 

increase intra-region trade relative to inter-region trade, MNCs face significant competition from within their own region.  As regional groupings spur the 

creation of regional activity networks, industries rapidly become regional, at least on the supply side. Competitive advantages can be regionally based or 

extended to a regional level as a consequence of regional integration.  

The EU can be used as a case in point to show how industry globalization drivers can be analyzed for an entire region across all its industries. Various 

governmental globalization drivers – favorable trade policies, outlawing of subsidies, and compatible technical standards – have helped these nations to 
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coalesce, although other factors such as lack of common marketing regulations, the presence of governmental competitors and customers are still present. 

Europe 1992 increased the strength of each of the competitive globalization drivers. Exports and imports within the EU increased. The number of competitors 

from different European countries in each country increased, the large market size attracted competitors from outside the region, and the competitive 

interdependence of companies has increased as companies have built manufacturing and distribution networks that are continental, rather than national in 

scope. Companies are increasingly adopting pan-European strategies. Market drivers for Europeanization have increased. Customer needs and tastes are 

converging, Euro-wide customers and channels are increasing in importance, transferable marketing is becoming the norm, and lead countries (for example, 

London for pens and watches) now play greater role.  

Global strategy levers can be used at the regional level in addition to or instead of at the worldwide level.  In fact, researchers have pointed out that this easier 

than implementing it at the global level. As far as market participation is concerned, regional integration can call for the need to expand rapidly to all major 

markets in a region for both offensive and defensive reasons.  Nokia expanded regionally in Europe and from this consolidated position it expanded globally.  

Designing regional rather than global products and services requires fewer complexities and is more appropriate when there are strong interregional differences 

in customer needs and tastes (as the example of cars – size and features – illustrates). Many companies now build region-wide activity networks that are easier 

than global networks to operate because of limited time zones, limited geographic distance, and minimal or zero regional tariffs. Convergence of regional needs 

and tastes, growth of regional media and channels of distribution and harmonization of regional marketing regulations all can make regional marketing feasible 

relative to multi-local marketing and much easier than global marketing. Strengthening competitive regionalization drivers spur companies to pay attention to 

regional competitive moves.  The examples of Nokia, DHL, and Ikea all attest to this. In many cases, the use of regional as opposed to global strategies should be 

viewed as partial or temporary solutions.  This is because studies have found mixed results in terms of performance of regional versus global strategies. In 

addition, industry drivers that had initially favored regionalization may now favor globalization. An interesting example would be the automotive industry and 

the regionalization of the Asian market. It is possible that this industry had to be approached on a nation-by-nation basis in the past, but the rise of the Indian 

middle class (for example) and the spread of the supplier base has caused carmakers to look for a pan-Asian approach.  

 

10. GLOBAL STRATEGIC FOCUS 
Measures can be made at both global and regional levels. It depends on which measure is more useful. If customer needs are more common in a region (e.g., the 

EU) than across regions, then the relevant unit of analysis is the region itself and also countries within the region.  In measuring, it is important to receive input 

from representatives of the major regions or countries in a business.  Involving a broad array of managers from different geographies and functions helps in 

getting the right perspective. Measuring market globalization drivers requires making some qualitative judgments in addition to quantitative estimates. Common 

customer needs and tastes is perhaps the most difficult driver to measure, because customer need in a product or service category is actually a bundle of 

different needs.  

Industries that sell to organizations, the extent to which there are national global customers can be measured by the share of worldwide market sales to 

customers who search the world for vendors. The extent to which there are multinational global customers can be measured by the extent to which these 

customers buy or select centrally for global use.  The extent to which there are global channels can be measured by the share of worldwide sales through 

channels of distribution that buy or select centrally and an analogous measure can be used for regional channels. Marketing transferability can be measured by 

analyzing the extent to which customers around the world accept or would accept a foreign element of the marketing mix.  Lead countries can be easily 

identified as those in which the most important product or process innovations occur (TNN, 2010). Whirlpool’s Global Supply Chain Optimization”. Differences in 

country costs can be measured in two ways.  One measure is to compare fully loaded hourly cost of the most common form of production labor in the industry.  

The second is to compare the total unit cost of production between the highest and lowest cost countries.  Product development costs can be measured by the 

total cost of developing a major new product or service as a percentage of the expected lifetime sales of the product or service. Finally, the rate of change of 

technology can be measured by the market life of typical new products. Tariffs are measured by their charge as a percentage of the pre-tariff selling price. The 

level of government subsidies is measured by their effect as a percentage of the selling price. The strength of quotas and other nontariff barriers is measured by 

the share of a country’s market that is blocked by imports.  Technical standards compatibility is measured by the percentage, in cost, of the typical product that 

is in technically compatible components worldwide. While challenging, common marketing regulations can be measured by estimating the proportion of the 

industry’s worldwide marketing expenditures that are in activities allowed in every country. The extent of government-owned competitors or customers can be 

measured by their combined global market share. Exports and imports are measured by their share of the world market size. By counting the number of 

continents that are the home of global competitors, one can gauge the extent of competition from different continents. Whether countries are competitively 

interdependent can be measured by the degree to which individual competitors share activities within a global network. Globalization of competitors can be 

measured by determining each competitor’s extent of globalization and calculating an average for the industry. Transferability of competitive advantage can be 

measured by determining how long it would take for companies in the industry to recreate advantages in new countries and how much it would cost to make 

the transfer. While there are several ways to measure global share balance, the simplest is to compare the percentage split of the worldwide business’s 

revenues accounted for in each country with the percentage split of the world market accounted for in each country.  The extent of market presence can be 

measured by the number of selling countries and by global coverage. “The Smartphone as a Global Product Offering”. In terms of global location of activities, 

each activity should be analyzed in terms of how the geographic share of expenditure on that activity compares with the geographic share of the worldwide 

business’s revenues. The concentration of the entire value-adding chain can be measured by using the weighted average of the concentration indices of 

individual value activities. In terms of measuring global competitive moves, two – the use of counterparries (measured by how often a business responds to a 

competitive attack in one country with a move in a different country) and the use of a globally coordinated sequence of moves (the number of countries 

involved in each sequence of moves) – can be measured more easily than the others. The adage here is “executives manage what is measured.” Since 

globalization factors are dynamic rather than static, they should be measured periodically and particularly when factors such as technology and government 

regulations change. While one manager (or team) should be given the task of measurement, input from managers in different geographic locations and 

functional areas should be solicited.  

 

11. GLOBAL STRATEGY ANALYSIS 
Business definition is an important issue, because a global strategy analysis is often more effective by starting out with a piece of the business rather than with 

the entire business. Classical definitions of a business focus on three dimensions: product (or service) function, technology employed, and customer groups 

served.  In the global context, the geographic dimension must be added. Given the constraints of time and other resources, the approach to identifying key 

markets is to split it into two levels, first by region and then by country within each region (KIIMS, 2010).  Such a split reduces the number of geographic entities 

that need to be considered at one time. More importantly, this enables the team to view all key markets spread across one exhibit as a comparative chart. This 

way they can generate new understanding and insight by comparing and contrasting across regions and countries. Important information about each country-

market, such as market size, stage of product life cycle, etc. allows the team to compare countries and identify key markets. It is important to convert all 

currencies into the currency of the headquarters country at historical exchange rates. The global team should identify all countries or regions in which the 

business already participates or might do so. Then, it should develop its own list of sub-factors (such as market size, market growth rate, barriers to entry, etc.) 

to assess each of the three factors identified above. The team should then assign a weighting to each sub-factor such that the total for all sub-factors sums to 

100 points. The team should then rate each country or region on each individual sub-factor on a scale of 0 to 10. To arrive at a total rating for each country, the 

weights and ratings should be multiplied together and summed.  Finally, the total country ratings should be adjusted for country risks such as political instability, 

the risk of expropriation, and the risk of currency devaluation. The resultant ratings should be used as one input to the decision on country selection and not use 

it in a mechanistic way.  Instead, the team should solicit the input of managers familiar with the individual countries as well as use their own individual 

judgment. Various analytical and display techniques can help diagnose the individual global strategy levers. A key aspect of a global approach to market 
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participation is the extent to which the business’s revenues are in geographic balance with those of the market as a whole. The key analysis needed for product 

standardization decisions is the calculation of potential cost savings.   

Counter globalization philosophy has also started taking the stronghold in some business organizations which feels and operates in the national domain- “Think 

Local, Do Local & Let the Globe Come to You”. Such strategy in business and marketing are also global. As per the world demographic trends the demographic 

dividend countries will be sending almost 300 million young manpower to the developed world to manage the business and industry in the developed world 

between 2020 to 2050 (Rath, 2012). This new development will make India a global player in strategic globalization. Global trends in the next decade will be 

more adaptive to Indian value chains. China in this context will be lagging from 2020 onward due to its aging population and it will need 10 million manpower to 

manage business.    
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