


oy
&

—. &M iR
Z. FKXREKBIMREZ FHE
= ﬁZv‘.éﬂZH’J,E QIIIIEE
. AfrEESIFNRFEELEERFEFRERNRXAL
I, BEMXAERERRKNL

@L Hss 558 1%
| %tgﬂi@féﬂ%ﬁ%ﬁu%«««({



m ‘») T F“ é‘ iw#i |
B3 3 A E R ME B R AN E LAY
&f,mlTUTﬁﬁﬁ% MM R =
FEMX=NFHEIKSFFE:

(1) - Khinp&i.

(2) FRIGHBINE -
(3) IAFMTRERMNE.

(L ﬁa‘ ?1?‘:? ‘%Jf/f
R R ——— ((((((é



(1) £

g

(2) 1

’% { I

KiEr-ma AR F IR, <@

iR 1R 2 Hk ik -
EREIERT, FmFARS RIS IE0
5 El A B E B AR .

FRZIFRT, BMERIR/ORK, AL

MR

TS, BRI BIEEEKIR.

(3) &kWiIBERZ A E
7, rFmillRSEAR IR

RE A AR AL T AR B 1L

! 99 0.0.000000000000000000000000.00000000.00000000000000000000000,0.00000000.0000000000000000000000000000p00000000
B Rk E gL
X, LT

FHET, FEERIE EI’J
EHREFTN, A

@ Hisabrs



AR 5T X B E 4l /Y 5Tk -

(1) PBRRARBIBEEMRA, PE{KBRAL
EXRFNEERAE, HEFRNMREAI—F=
ElR, £reESTEZRAMS T

(2) RETIAYETkNE &

(3) AR EEEEILS ﬁ“ﬁiii‘z—
i ok .n_:i*'annE'JﬁthﬂF'u

lﬁi Hs G ihr%
, %Jﬁ&@réﬂﬁ%ﬁ%«««é




CII

FH

1HE5%E IBENLTEREFTRER!

KB R IEFMOMETEZ A ] g BUIS .

2. MMEEIE— T HXER, HASEMER
NEBRTHIEN S

3. MMEEsRIIEXEP, B{EFEEETIWRE
BER T E ik F XM b X, Fiﬂ—mmﬁﬁ
4. MR A FEFE A X8 13 FH MK LI IELZ5F
P, FEEE A IHIT AR ESL.

uﬁ_L %ij ATV




EEIKSEE L FHET ALK EFMNERNTIE:
1. Héﬂzreiﬁgh LR AEL B m S AR SS -
2. B EFEBETHEE

PRk -
WESME X EE W Z BB

T

@L Hss 558 1%
| %tgﬂi@féﬂ%ﬁ%ﬁu%«««({



X EEENHITRACERE
1. IR M EFRRISY
2. PEARIMETE BRI AR
3. D XU

@L Hss 558 1%
] %Jsgﬂi@féﬂ%ﬁ%ﬁu%«««({



HEEK :

1. MEFIPNARANMEORTRAZR, HEUR
:F?E?ﬁ)\?r’s‘{tjgf‘u FEER G, X st
BEEH A RRIERAEZRREF A Z B 7Y EL 51
zEéHEs'-Lﬁl:E'Jo

2. E— P XEMHRMU BB E T XX
3t F 2t RERA BRI R ATRE .
G Masabrd

'
‘ PPﬁu'-'-\"PPI-'-'-\"PP;-'-'-\"PPP-'-.-\Q'PPP-'-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\"PP'-'..!'VP.I.‘q.'....u'q,.'..ﬁuhﬂl -, . . L) 0,
2 ~,
$B-L5 RELBk =L




»

5T 75
1. BRE - mIRIZC
2. HRTTMRIEECIHF, TIATLEIFR A
3. B = FMAREXRBI XL
PRk
1. REFRSINVEFRMME, FHRNER A A IERKE
€A
2. FMARY L = o) fi
3. F£ E?ﬂzﬁ?}ﬁﬂlﬁﬁuiﬁu#}lﬂ— S
4, JAAE R ENIREE L A 2 FIH

@L Hss 558 1%
%Jsé%ﬁi@réﬂ%ﬁ%ﬁu%«««({



—. Wit& MBI F L5
. BIAHR—RAXESES
=. BRTEENSE

@L Harigas5hr %
| %Jﬁgﬂi@réﬂ%ﬁ%ﬁn%«««(‘



.O......-‘..-‘...-.-. QO PO OOs®:Q Q@ OPH0sG:Q@ OO D OOx®:Q Q@O DD OO Q O ODBuO:xO:Q @ 0D

ERIY | A RTEMEE T EWLESH LM AR T Sl B A b R LT
W17 | BLBER AL A LR R IS ? WL T LR R Rt B
L5
ARSI AR, TR R BB DR R R AR R
BENBEZK?
R R R E, RIR AR RAR AR TRE
BHREBE?
AR B RS B RIS RS B R
Tk F) | ERH RIS, RIEB MR RAEOTAEEHA—EHS, R
Moy | LT REMEHOTENL?
(Y g | RUVRE T 4 WL 50 RS ARG, TIRAE AR T+ 5
iz | TR e o
ST | st T AR A TSR A R AR G AR R B, R
T MO B Z I T4
AR BR LT AR A TENH LU R R 2 B S 2 R A 257

EHE T T AU 2 IR AR E S A X I:?*zﬂ]zEEL_LTﬁL uﬁ?%ﬁl“ GH A

$90.0.0000000000000000.000000000000000000000000.000000000000000000000000000000000000000000000000000000000000000000000
B Rk E gL
H S o,




P

FARFHE
kit B9SE E

25

FHANER XA EHEINNSIERRE TR MEES M8 X EF
HIFE A E] T F1E7
FRANTXT 200 Z K ZE W 4R BY TR K FIW KR BRI AR T E /Y T #RFZE AR 1A]?

=R FOE
AL ED

FANRE AT LMRIER N Z R AE R E A= mRE AR E I ERER AT 55
LMz FEIRTIPI?

HHEFRE MG LM AT R EREEG M, RINEEEALR LR
R EBA—EMREN, A2 —KEE R EZEHI?

FS i X B SRR E W] ?

F AN FR ettt & N AR EE 1L Y72 B anfa) 2
FRARERTREEMMEREZHIR?
s TRAREEEREMTARIFES]?
s RINEBEETRFRAEITHMRIMISIZLFRmETR? RMNEEEL

THEYMRZRANGIESSTFARBHMXEZERENEFTRIA? HINZ
HETHRFEHERTH FIA?

HANREEL T BBRIHE (A ARz, ¥, I
IR, Lané? HEENLA

B e bk AL

N



e

AT

%éfg@ﬂ%%%% T

00 000N D0 Q@ OP DN W0:C:s@QOP O N0 QOP A0 QO PO QO PO Q QPO DO QO PO

EIXMEFT R MBI E A BLA g AR O
B B R 4R 254 () | AR RERR AT AR RE

e A — FEHEF. HEMENMEIERRNEER A T MIRZFH
1E%ﬁ7ﬁﬁj]) HEZF? = =
Opt ima | R EEMENEERIFITHELERNNEMDHEN?

: NHAFZRKEFLEEXTE?

architecture for | o e o o i s m—1 T Em AT A
each value—chain |quzEgsRrrEmEEm?

activities -iﬂ_;,|ZE"Jii?:%ﬁgﬂgﬁfﬁiﬂﬁii'ﬁﬁﬁﬂg? (AnfE H AR By /NBU{L &
=)

FABE B IRIT R IERIBE S1?

MR AR =T 472

BT S EFFILEZHIZ BT A2

ETHRBRMEARE R4
e Harsmghr s

PPﬁu'-'-\"PPI-'-'-\"PP;-'-'-\Q'PPP-'-.-\Q'PPP-'-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\"PP'-'..!'VP.I.‘q.'....u'q,.'..ﬁuhﬂl -, . L) 0,
2 ~,
$B-L5 RELBk =L




I,',du *:'
L
A

— ﬂ \ Ih-[

........-...-‘...‘-..-.‘Q..-...-.....-.O-G....-...-G...-.-..-‘-....-..‘-‘-....-‘

IJILH,J R%jj

World—class
competencies by
functions, for
each facility

mRE. RERENEERE)?
FAZE R INERRIEAE ELER T 2

| FEIX 53

HIRENMENAEENR=E?
AT REREX BN (W R

=ad

FANRERAINERNREREIR &=

FEREMBENESAHE, KIIEWNAREZESE LR
SHRENREARE, HIEESFELERRLERE?

m AT A1) i =T X By (7=

FERSIEFM?

TEENEE (E
ZR17) z 8] 2 B ]
=Bz 18]
Frictionless
ordination

AB T

-ELA EAMEAOERI ) Z BB 3R
FI21]:2 189 32 i R 2

AR R R B L B AE?

COo—™

LEAKEE?

HNEIMEN R MR ERD EEIZHFI T EER,
MERFIFZE AN AT UAFEEHEAR T, WAILIKEEARTIHA

B

ARG EILT REERMAFRR BB TS,
W% EHLE T RN 228 B AR RS Eﬂl?%k%fﬁﬁmﬁw

UEF

T EEZEFITEER? 18

EX BEREEM

uﬁ:_f.é /ﬁér‘ifl 1 ‘;ﬂ_‘%//f_

'"l.-.l"""l.-'l""'}l’-ﬁ\"'"l.-.l\"'"l.-.l"""l.-.l"'"'.lq"'"'.l.l"'"'.lq""".-q""".-q"" L LR ] . LR R
= [ N ~,
.,
N
B KE LB LEY




P 4% 45 1

=B A RS HERE

1. SRR RENETE SN

2. B A EMNMEd D

3. FMMMEEMNARTF—EEERNSTE
B el B Bk AR RE EE R ST BRI B TR 31

Rl Masmghrs




S I
LRI ERE

1. — K4t Fn+E B R tE

2. MBI D BE 1 TR T3 AT = AN
REFRE-. %ﬂﬁﬁ%ﬂ%&h%%\ﬁLi
BRFHBRUNREEZHERSE, BERE
E| bl EEFNENE B S B R A

G Masabry




e

— NI AT —MFERKX, B
BEEXITMXEBSERBESRD.

1. =& aN

2. H FEiE T

3. tHE&EEN

@L Harigas5hr %
| %Jﬁgﬂi@réﬂ%ﬁ%ﬁn%«««(‘



|- 3 &) i P ;
: i e
‘»} ﬁ% I BIEE o

& R FN4E$P 58 B o B R IS X B S 1E
1. (et =Tk A S{ERY B
2. B SEHBIESIEYILAT
3. IEXWMESIESEBSIEE S A—F

T

(L ﬁa‘ ?1?‘:? ‘%Jf/f
R R ——— ((((((é



—. r{EERE SR

. R TRESEME

=. ETFMEEMERS T XEHE

M. MESES EFRE iR B IEE

. PERIWERFKEE: ENERPIRE
hE

Rl Masmghrs



e e e ———— = - = S e R R e m——

[ F T TN NN A A 1 T g ® B0 & ® 0Ou®s & ® OuOuCu & ® OO & @ O BOsC:u@ @ O HHs®

o B i 25 4
AT
B R IF &
R 5

Al

A EH

i

ol I

MEL | TR T | B | T
N | Wi | | B | B

oS D

< >
IR i N o] r e F#EA T

Rl Masmghrs

"'l.nﬁ“'"'l.-.l“"-’}l’-ﬁ“""l‘-‘l\"""l.-q\"'-"l.-.l‘."-"l.-.l‘."-"l.l.l‘..'-"l.lq‘"'-"l.-q“'."l.-q“'.-'.l.n.‘..P.'.‘q....-..l.q,.'."lﬁ\‘ - " .
- [ N ~,
.,
N
BETE REenk A




= 1 5w L )A
E.I | .?1A TE f‘
—— 1 ) .: t' } I j i
| P N
| Al .'L.I"!:"I
00 ® Bs0s®: &

/NGRS
ERVIE ST
mEEstlEH~HIER, —RINGEHEVKAPGEBZE
EHBEMLEMERN#ENES. EERNTHNAS:

1. EES, 5Lz L &P elE s
ERIIE.
2. ®rEmESFIERERER, 1. FRUCENE
I3z

3. ErFrmEEEEDR, BlSmERMENKRPLEN
ErYEIE.

4. EHIZRAE. IR, AEERFRBEHS S HEER
HPEIEMERTEE. @L Bigegh ¥

! PP.P.'-'.\!lPP.P.'-'.\!l'P}.'-'.\Q'PP.P.'-..\Q'PP.P.'-..\Q'PP.P.'-N\Q'PPP.'-.-\!'PPP.'-‘.\!9!!-!.'-!\'9PP-P.'-!\"PP-'.'-A\!'PP.-...!'VP.-P.x!'!.l..uﬁﬁq.'.ﬁﬁu.-ﬂl - " . ..
> ~,
B KE LB LEY

QP OO0 Q Q@ O P D00 0P




AR
L ANt
[—— 1 i j i
. 2t 3|
: ! 'l'-l,,*
| i
0000 oo...o.o.n.coo....o-c.c

eI

MEEE =& X:
1. el BRI E s Z B & A B R
2. BRI R A W S EB IS TR
HIH{E.
3. ENMMX BIEEI AR HEXER, ™
BHEEEME, St sIMNEESD.
Gl Meieghrd




“rHEHE IBICHERY S 2:
FE— Al £ % By ﬁHE,EBJJ HARE
—ANIABEEIENE; A ErEIERIE,
LR kB ERE ERE L ERNNE

mE; iggEﬁU =ME R EED, HE
ki E R A REIR TS

,ﬁ_L %]’; SRR Ve



n“

;;t.'r\r-! i —0
.. ») B

TIEZFPINE, LHEEGKEARET
BEE, EREMECWEMERE LT —45
TE B B BEIA T LRI T

BERFLUINE—"m 22N, <@z
RIFX—r= R E S L R RRIR TS BB,
g$mgrﬁﬁMﬁﬁéﬂtﬂﬁF£%%

u'ﬁ_L %]’a RV



e
Aﬁﬁéﬂ%ﬁ”ﬁmﬂ

1. EPIgS

2. HENZ S

B ETR BT Z B R T8

1. BNEERNRZETEMIL, BT RER
037 SR EFMEER—IThEE.

2. ZERHMRZIETES—.

Rl Masmghrs



o

= M B

O0.0....-..‘-‘...-.-.0-.-....-.0.-.....-.0-.-....-...-....-.-..-‘-....-.0.-.....-‘

MEE D 5 J5 18] @ B

HF
N

FREEFHINSERSN | £FESESETAZ
jEHE BRY ST BL, FmZ(ERY
B ARSI PR AR T

hiAE F=an/ Mgk mh/ RIE/ i g — 1%
&/ EHMBEF RILE FmEE—1E

£ 5 BR 55 B 25 I 25t 457 5 BRSsinE, RIS
E— 1t

R B L SR A FERFRESNNTE

fi.?] ikl Y 4
R w‘&?&&&&ﬁ




ZHME, MERAMS, KET—1EA
FrREms A H L ERMERIGME, XTMMMEST
el Az ff HEIR 2R . 83 F =S 3Fm
=, EHMMEETAMEREREZENTA
FIET 18 {RRR, BUE A BRI IR IR
M EREAZTH S SRS BT

LI'CLL %]jé FRAR Y




AT

TEREEKE (1. 0kR) FhETEEER% H IR
EIJ:EI_I\ IEL..Q—E FEI:II:I\ &Hﬂ’ 1=;EE(J$I§Z
it (2.0 FIREERAERZERES
AR, MEMEEKE (3.0 RIRFTEH

#E. ERHEKNRBENZTFME,

1B R A Ryl S5ER A SRR BT TE RY
—B %4

m A
E|RKo —

LI'CLL M a5hr X

' 99.0.0.0,000000,0.0000000.,0.00000000.00000000.0000000,0.0000000.0.0000000.0.0000000.0.00000000.0000000,0.0000000000
B Rk E gL
H N, LT

o I LELE,



L ~ a -
3
o _ -_a-.-

Mﬂﬂmfwiﬁ uﬁﬁ%%&%
v FEANELESRTIE O THENRD
2. FIEMNFERAHEERTE R TIHERT
HrSRETE (2003) : FRARERBANEZEFTRAZH
— N F&E, EtFEFIEREE
3. FLEAMNUHMERER R ERTE R L TELAT: E
R{LEE [ =R R L

4. FLAMNAERMFTERIPERT -
) ’ ’ (e Haisaabrt

f PPﬁu'-'-\"PPI-'-'-\"PP;-'-'-\"PPP-'-.-\Q'PPP-'-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\"PP'-'..!'VP.I.‘q.'....u'q,.'..ﬁuhﬂl -, . . L) 0,
2 ~,
$B-L5 RELBk =L




—. F=Eryo)

(7

I‘]ﬁ%éllll El]ﬁiﬁ’
RIS EEME

EERER—ABIATHRERME
A RIHIHHMETEIRTI X E
R mEREE 2 H BRE IR

EROMERE LRI BBRIAT, REX—KBATHES

HHME#RIFESHAERE

& A
BERAS

EEPMMERRETS

R#x{E#HMNE

RS
R R A A

:%{,

EFEREFHRERFERKHNER

Tk

Wi Masmahr¥



= -l‘-

O0.0....-..‘-‘...-.-.0-.-....-.0.-.....-.0-.-....-...-....-.-..-‘-....-.0.-.....-‘

é#% mﬁ*%%nzﬁl*%i%zd)méﬂ%mﬁ%ttﬁ
T H R IR M BB SR 2 T 3 ) A BERR
B SIRIE FENL I A [ERAAZ RS
 AWN: )] WMRERE. £r=geh | &it: THEH & A
HHA e WS BB NN LES <
BN P a2 5 LES i<
S Wi P VH 5% DR R | TR Y 2R RS &
AT L%
13 Akl BEAAN., EEATR (e, FTEERRE | BEHRE
BEZ [ K
FEFBR DABEH 2k DS E s LEE
F L EH A KF— 154k RS &
Bk R Mﬁgﬁ#,ﬁﬁﬁi Mﬁgﬁﬁ,ﬁﬁﬁi Wi
ki A as, ks MR3E. BE. ﬁﬁ%ir;ﬁﬁ &
i 7R s [ A ] W FHE FIRHD . T ‘ﬁsuntél /JQ 4 'ﬂ‘%’f

HEDKUE: BHAREIE (Gereffi, 1999b) FITKME (2004b)
S R AR e el A

B LI EEL



..H-ﬁ-

T

il 7

E (B BEF

e By 3

N

Ll ] 1

-uELbeis

' 9990000000 00.00000000.,00000000.00000000.00000000.00000900.00000000.00000900.00000900000009000000000000000000000
B Rk E gL
N, o,

s &E"Jﬁiﬁ, IEEE\Y-‘ tl!{jti)l’g.o
ol iy SR 2

SMEEFAED,

Ex:ak

Criﬂ-

@L Harigas5hr %



M. FERIER

ML E LB ARNTENE
MBI BEEATRNSE
MNEERBHERESRE
M NRBEE A RN

( L ﬂ%a HEEGE S



¥ E Al B E AL
Rﬁﬁﬁwﬁ%

99 0.0.00000000000000000000000,0,00000000.000000000000000000000000.00000000.000000000000090000000000000000 LR N
B Rk E gL
H S o,

m %19% %

SRR ERFE

@L A5G35 4



= F I Al R
R IN B E AR ER1E

18+ Je BY 3k B

& Hasaghr s



(1) Arnold, D.J and Quelch, J.A. (1998), New Strategies
In Emerging Markets, Sloan Management Review, pp. 7-20

(2) Bartlett, C.A. and Ghoshal, S. (1989), Managing
Cross Border, Harvard Business School press, Boston, MA

(3) Fiegenbaum, A., Hart, S. and Schendel, D. (1996),
Strategic Reference Point Theory, Strategic Management
Journal 17, 219-235

@L Harigas5hr %
%Jsgﬂi@féﬂ%ﬁ%ﬁu%«««({



EUEH{F (Levi—Strauss) FIERLUEFGFIFL
EHIBEXAT (Tango) FEIOFRIEIZIEE MK
WY . BE19965FFi5, THEFFEUBRIINEHE
ﬂ4¢k%aTm,Wfﬂ—&ﬂ% dDiesel
FRep lay AN FFIETRITER, AHESIRKDIFH LAY
B WRWPRE, HEETEHS(FHERIE T
i, BXABTF1998FEEM A LE, KF—Lk
TR (FHNEERE, UFRPEETKBESD
1% B9 AR ﬁ »
UTHE M a5hr X

R R A «««({




|

2

o

| .1.Iﬁ._ i i-3 - . R K y
jnlt ! £ !'IF' il- 1 | N A ‘_;;?
i SR = =l L]
Tt i =1 ! — e
TN B2 e Ll
Pk B 3
> ! s =
° ° eco0coens y~rrrrr:r . % """ mamaMmMmMmMmMmMmMMmMmMmMmmMmMmMmMmmmMmMmMmMMM M Mt T T mrImrM’MmMMMMlImrImr’rrM’MrMrr MMM

WS {F (Levi-Strauss) HIThHIA=SH6E
AT LASIRETE? EHEXFZEAEHAEEMU
HZh . FEEEW AR AET XF0 5k
Z2ERRRRS, TtIEMNTIZZTLRIEE
SAHARTEITRE, XAHE—IME.
AT e E X HE—MRER ?

@L Hs G ihr%

it "'-'-'-‘9'P—Pil;:.\!!Pp;.o.o.\!'PP.P.O.O.TQﬁ‘"P.P.-O.\Q'PP.P.'-ﬁ\!'PP.P.'-A\!'PP.P.D...\!9PP.P.M!\'QPP.'.M!\"PP.P.'.A\Q'ppi....!-vp-.po,q.qono.,.qq.'..'l..q‘ A R ’ A e
N,
$B-L5 RELBk =L



KiENEiHS
1Ml i3

AT AR R #HE

= & (Customer Satisfaction)

%ﬁ%,bﬁ%f$i$% B,

= BEABE#HE

mLMﬁ%%%ﬂ%
ERMEE
:%ﬁg'litﬁﬂ']ﬁﬁﬁ_l:, o =
ﬁﬁﬁ%%+&ﬁW,TUﬁ 5i
llLEEﬂI‘EtI:, BEXNEmi R =
5 , T

' 99.0.0.0,000000,0.0000000.,0.00000000.00000000.0000000,0.0000000.0.0000000.0.0000000.0.00000000.0000000,0.0000000000
B Rk E gL
H N, TN

rﬁgll‘

SE B T

=R EHEXA.

I B FR W K R SR B B
Boaxtny

= r{EFH

Ll'(LL M a5hr X
o I LELE,



1. ZRiE E B 2 5 E 4 Al i s s B i

(Customer Perspectives of MNC's
Positioning)

2. BEEImIAEMRBRITMN

@L Harigas5hr %
| %Jﬁgﬂi@réﬂ%ﬁ%ﬁn%«««(‘



Z’EJEIEIFEiﬁ Eﬂﬂ%‘ Elmxlkﬁiiﬁtﬂzm E‘JlﬂHﬂ
(Customer Perspectives of MNC's

Positioning) #ERYZM Eﬁﬂﬂ%ﬁﬁqlﬁﬂéﬂk
MhizEMFHIZRE, ELXEXE—MME

7 BT o

—REBE N2 N ZME M EFIEE B4
EYIETRIXEER, XEEEFERABELE
VeI EEFHAENTHME.

o 2= o 2 Ml B T Ak

AR

5T 24 @?ﬁa SRRV



W ;f‘t A IE -FEJ\ =S

Low
FPo=si1iti1oned

MHALC

Hi gh
Fo=si1tioned

MHL

-»

Domestic Firms

Feiling
MHC

12 i 179 £t Ans 01512

H 74 trE-firfEER 3 (Value-price P|:|51t1|:|11111g Typology) ) A

‘H-ll-ll_

P9 5.0.0,0000000.0,0400000,0.0,000000.0.0,0400000,0.0,000050.0.0,000000.0.0,000050.0.0,000050,0.0.04000.0,0.0,00005.9,0.0,00
B Rk E gL
A S TN

< Lllllll



el L

éi&j‘ﬁﬁ, o &= X S [E 1B Ml BY T 34 b L A] BE = B X A T #H
|

(i) BEEHEYEE®EM (A Winning MNC)

BEIANA, ZABRFmBETSME. KNtE, ZA B8 RHE
HgE WEmENE MM TIH LSRR, HBEEEES
ol B L 3 5 FAR T .

Gii) EMEIFEEL®EM (A Failing MNC)

MEIANA, ZAANFRETRNMEERNSHE, 2REE
RIEFEXRENME, MBESSMESEMFMELE, bTFEFEHE.

& Maismgors

PPﬁ..-'-\"P—Pil;:-\"'P;.O.O.\"PP.P.O...TﬂﬁA"P.P.-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\!'PP.....‘lqp..p.,q.'....l.q,.'..'lﬁq‘ A R ’ 4 4
~,
$B-L5 RELBk =L




Giii) SinmAEMRIEEDTI (A High-
Positioned MNC)
BEIAA, ﬁ“?ﬂ']f‘"nnﬁ‘_ S EMSNE, 2
AiRdRELSEESEESHMINMEmMER S
TIFERAE.
Civ) {KimhinEfaEE 1M (A Low—
Positioned MNC)
MEZEIAA, ZABHFEmETRMERKGE, 2
AEF MR E AL ESRE xf':,'_li':Fﬂ%o
uﬁfL Hs G ihr%

99 0.0.00000000.00000000.00000000.00000000.00000000.00000000.0000000,0.0000000,000000000.0000000,000000000000000000000000,00000000,0.00 -, . . L) 0,
= — 4 é‘ 5 == S
-LE RE o0,




1/!‘;-

EESI AT LUBEE EERE X, ﬁﬁELiwg
1R 3F (Customer’s preference), FATLE %
(Indifference Curve) }HiAMZE XA =Jﬁiiﬁi
B9 FE E Bl B Fo = 5l i1 2k (Customer’s

indifference among companies that have
different positioning) .

HhEnME EAR, HIAMEEEAESRERN
P T E SR

Rl Masmghrs

PPﬁu'-'-\"PPI-'-'-\"PP;-'-'-\"PPP-'-.-\Q'PPP-'-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\"PP'-'..!'VP.I.‘q.'....u'q,.'..ﬁuhﬂl -, . . L) 0,
2 ~,
$B-L5 RELBk =L



Customers’
Indifference
Curvwe

®

Domestic Firms

MHC I

RV

PPﬁu'-'-\"PPI-'-'-\"PP;-'-'-\"PPP-'-.-\Q'PPP-'-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\"PP'-'..!'VP.I.‘q.'....u'q,.'..ﬁuhﬂl -, . . L) 0,
2 ~,
$B-L5 RELBk =L



| '-' l ‘

(1) AZEEE 1M (A Type A MNC)

[] ,‘,Iﬁ.
A

3T i B 2o Y ﬂiiﬁmuttﬁr—iﬂ’lﬁt%’ YR XER
AZAERSNE, BAeiIsEUENTFRLZESEE

E’H’M%?m{ﬁEm{’HEH’Jan s & IR RB frigie it

ﬁ JMMERI =M. EHRE, XXV EEEE. €8/

KRS FESE
(2) BEEELI (A Type B MNC)

L F H 2 A 1A RY. ﬂiiﬁmuttﬁ'ﬁﬂ’l%ﬁ’\j XRR
AREARSSE, BAmielfiwsESEER,

BN~ mrERE; mrmir{EsE
B

99900000000 00.00000000.0,000080,0.0,000000.0.0,000090,0.00000900.0000090,0.0000000,0.0000090,0.0000090.,0.0000P09000000p00000000000
= S PA S e )
AR o,

5] Y

I 1’?142 tk

G Masabry

.mwa&z%aﬂ



—

—
1 - B
! ; L =
(B I.
‘ Nl
N . |
| -~ l
it OETE= N
j )
D B:s0:®:@ @ 0O

Mﬁ§ﬁ¥1 |
(3) CééFiu:_lL(A Type C MNC)
iLF 2)"2,7’_17_1_EI'J KA EMRE 2T . BINE
ZFEME, AACNREUBANTFEALTESESE
BRI iR EE SV ER ™M, 'JZ%‘HEME’H’H‘%
EHERMMER M.
(4) DZEEE ‘M (A Type D MNC)
i+ é)"ZEL_EI'J EHiIaEMNSELT. EINNEA
ZFHYE, BANRIENHNMEERLTZESEEE
GBIE, FF@mOMEEAER, SvFE IS -mOrEHERBF,
BN ES.

LI'CLL Hsgiaqgbrx

B RS e «««(4

—




|

v SEE:
BNMAUGH—PSENEIL: ATEAD
wﬁij FWNFEREFEFME, e
F_ Sl 2 AL LA 2 9 et i
A% Ehis, BEVMENEB LT L
E2& ADE (AESHCEREEST) |

AABRHEA[EFHRA, TRmEE
SHREE, FoEEES0E.

)

LI'CLL %]jé FRAR Y



R s

-.-..-.....-0

. BRI EIR
?ﬁﬁ/ilt

v MR AR B AU F E
. ETEMEE AR K E—IR S 5 E LAY

J& [N e 7

>~ Lo =

& Hasaghr s



14% ff‘c E’JH 5 "‘ia‘:

Fgxt, — I EEtIVBESFHAEHAS
(Marketlng Mix, H4ptARHY, Bl/=&a, #
%, aFRE) R, FlEMXREE
KIEEMWZINE Sk, FEAhFEB LT
— AT HEFEERKIREINA TR
fFAPLEEH, (RHEREELWSE5EZSE
Il

lﬁ_L %]’a SRR Yy



.-i_'lr

..-.-.-.-‘...-.-..-.-‘. On Gu 000G @ ® O OO & ®O0sOu®: @ o0 N0

MEFREETIAEZEFHRBHZ. BHARHATHRBIR. =ik
%q“*z}#i_;l%i_n\ FranE A AR T, Bk T—
%ﬁiﬁﬂﬁzsiijf'ﬁ]?ﬂ'l, HAAZHERE RS ER—
TIT-- mm (Derivative) , TASA]gERL A Ml pY WY o< 52 &l
*’J 8
Ak EYS WEEELAEAENBRNKERSIR, B
EFERE N TF A AR (Competitive Business

Strategy) , {BIEMIERREE. EfHREEFMEHEE A —K
(Integrating Business Strategy, Marketing Policy

and Customer Satisfaction) .

Rl Masmghrs

PPﬁu'-'-\"PPI-'-'-\"PP;-'-'-\Q'PPP-'-.-\Q'PPP-'-.-\Q'PPﬁu.-ﬁ\"PPP-'-.-\Q'PPP-'-‘.\!'FP-P-'-Q\'9PP-P-'-Q\"PP-P-'-Q\"PP'-'..!'VP.I.‘q.'....u'q,.'..ﬁuhﬂl -, . L) 0,
2 ~,
$B-L5 RELBk =L



A a@ﬁﬁ,%‘iﬁ :

...-.-.-.-‘...-.-. «aQ e On Gu o0 s ® O OO & C LR NN N T

X=ANERZEFEE—MHZELFWEKR, RS
HE—ERfE4E .

Bt EEtIEZCE—MEZETEZEFMER
HAils1 (Basis for competitive advantage) ;
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17!:;@ (Competitive advantage) ;

REE{F Mm% %= (Customer satisfaction).
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5% (Generic Strategy Definition or Value Chain

Analysis, Porter, 1980) .
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A BQEJ,#EEEIEE* JtlLEI'Jl'iiZH% £ (Capability) .
M REEIATRSEFRLAFH/KEMMEE E’

B RIEFB L RIERTE jJ(InternaI Dimension of
organization's operation includes the

strategic capabilities, which are the
abilities of an organization to integrate its
resources and use organizational processes
for the development of its final outputs)

e B AT T 1 )\ﬁkﬂlﬁ (Aggressive Entry
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(External Dimension of the organization's

strategy includes the organization;s relations

with customers, stakeholders and competitors,

Cornish, 1988) .
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RN FNFETEhRYEESI. (Time Dimension
represents the organization's ability to

learn from its past experience, to define
future directions and to initiate and
respond dynamical ly to external events,

Hamel & Prahalad, 1994)
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(C) U BFEAHBOBIFEESLM (A Narcissistic MNC)
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Five Steps for Succeeding in a Foreign Market

1. #E S E el R 48 ik B L
Step 1: Identifying the MNC’s Relative Strategic Positioning

2. BIRFEFNE RS

Step 2: Forming a Basis for a Competitive Advantage

3. MEBEEIHEX HIHENL

Step 3: Identifying the MNC’s Relative Marketing Positioning

4. jEidMarketing MixIEE=FHE

Step 4: Gaining Competitive Advantage Through the Marketing
Mix

5. EFFMEEREIRESSERML

Step 5: Reassessing the MNC’s and Competitogs® Po t;onlpg‘
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@® Study competitors’ (including domestic
competitors in foreign market as well as other

MNCs already operating in that market)
Internal and external adaptation competencies;
@® Define company’s strategic positioning on
the SPT;
@® Look for abasis for competitive advantage;
@® Classify the company as adaptive,
narcissistic, amorphous or myoplc

%]’a SO AR Yoy




i

5, '1 ‘ _*. R

@® Defend the position of adaptive company;

@® Develop strategic capabilities of the amorphous
company;

@® Improve local responsiveness and external
adaptation competencies of the narcissistic company;
@® Consider retreat for the myopic company;

@® Adopt any strategy to become adaptive.
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@® Study competitors perceived price and
value;

@® Define company’s marketing positioning on
the value-price typology;

@® Classify the company as winning, high-
positioned, low positioned or failing;

@® Study customer’s indifference curve;

® Look for a competitive advantage for high-
positioned

or low-positioned companlesfL A s 55 r%
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@® Defend the position of the winning
company;

@® Develop marketing policy to improve
positioning;

@® Maintain competitive advantage;

@® Consider retreat for the failing company.

@L Harigas5hr %
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@® Continuously verify company’s competitive

advantage;
® Go through step 1 and 3 and detect any

changes;
® Respond by going through step 2 and 4.
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