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                                               Abstract:

Problem:

Traditional strategic thinking argues that greater market share equals greater profit. As most companies employ traditional strategic thinking, market share can be a misleading, dangerous measure and marketing myopia risk may emerge. Planning is not value creation for the international firm, market positioning does. Research on strategic market positioning seeks to achieve higher growth, increase profit margins in existing businesses, add scores of new services and products, and make hundreds of successful market acquisition (MA) transactions while using strategic market positioning principles. The research and experience with clients show that high-performing companies have learned how to determine their strategic market position (SMP), how to make investments that increase overall SMP and drive long-term value. Examples include prioritizing sales or development efforts, finding new and profitable markets, improving low-growth or low-margin businesses, and identifying acquisition opportunities. 

Findings:

Research elaborates a scaffold of project business as a distinct paradigm of internationalization. It is agreed that a single project sale is a discrete form of direct involvement in a foreign market. Using the adductive method, the research constructs a comparative framework of project business and other forms of internationalization. It illustrates the discussion with a longitudinal case study of a company that uses project business as its strategic choice for its internationalization. The paper finds that, using project business as its core internationalization approach, the company has expanded its global business as well as entering and succeeding in foreign business networks. Study provides a framework for positioning project business as a separate internationalization mode. This study provides managers with an understanding of project business as a distinct and profitable genre of internationalization. It illuminates the network and relationship-building aspects of project business. According to the research, this is the first study that proposes project business as a distinct mode of internationalization. It provides a comparative framework for internationalization modes. Much previous research has either not mentioned project business or subsumed it as an unimportant part of exports. 

Method:

With holistic framework for the acquisition of strategic resources, three ways of acquiring strategic resources are identified (e.g.) direct investments, organizational processes, and product market positioning. Research identifies dimensions of strategic resource acquisition. Cluster analysis of companies according to these dimensions could enhance our construal of characteristics of companies regarding resource acquisition. The market conditions of munificence, dynamism, and the resource for continuous innovation found related to strategic social positioning. Company social protégé orientation must be strategic social planning related. Positioning is related to value creation for the multinational firm, but planning is not. In particular, we compare investment decisions under competition and in alliances and analyze comparative static properties concerning changes in market size. The analysis reveals that the optimal allocation of resources for strategic positioning changes markedly when a firm enters an alliance: the general investment level decreases with a shift towards more cost reduction and less product differentiation. 
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CHAPTER ONE

THE PROBLEM

Introduction
Nowadays, many corporations are losing marketplace position, unable to halt their decline.  They perhaps understand the symptoms of decline but have no idea how to turn it around.  They may have lost connection with their customers, and do not understand how to become indispensable to them. Others face with stubborn organizational issues or fragmented, inadequate technologies.  Some lack leadership, innovation, and creativity.  Others have launched many small-scale innovations but dearth the capacity to focus on enterprise-wide innovation to create competitive advantage.  Others have experienced unsatisfying cycles of strategic planning that failed to change the enterprise, blocking its capacity to innovate, grow, and prosper.  Many have invested in technology but failed to leverage those technologies to change the way they do business. These days, many clients are seeking to measure and improve performance and put some action into their analytics. They realize the needs to change their organizational culture, behavior to do so and introduce aspirations. Finally, some companies are seeking competitive advantage with particular leading-edge solutions. 

Reference:

Luke Martell. (2007). "The Third Wave in Globalization Theory" International Studies Review, Summer 2007

Martin Wolf. (2004) Why Globalization Works, ISBN 978-0300102529, Yale University Press.

Statement of the study Problem

Innovation plays a key role in product, services and process improvement in many companies, is the very lifeblood of high technology firms. It considers that because technological change is a function of the economic growth model then technological substitution must be a sub-function of this model. The ability to forecast technological substitution in the long-term macro view enables strategic planners to develop trends for their specific technological application. To bring to the fore, with a brief statement of the problem, followed by a discussion of the theoretical framework, review of related literature, methodology, findings, discussion of findings and their implications and, finally, recommendations to practitioners. Examines the role of design within the context of shopping center positioning by means of a case-study approach, based upon the design and implementation of festive decorations for the award-winning Prince's Square shopping center in Glasgow, seeking to identify the role that design and the designer plays in the process of developing a positioning statement for a shopping center.

Reference:


Economist Intelligence Unit (2004) Scattering the Seeds of Innovation - The Globalization of Research and Development, The Economist, London

Purpose of the study

Drawing from research, different attributes that foster corporate entrepreneurship and their corresponding levels were used to form specific scenarios. Applied methodology captures and formalizes scenario preference by the public servants who participated in the survey. Research relied on a sample of public servants from the Greek public sector and data is cross-sectional in nature. Future research should be multinational and longitudinal to test the results and assumptions reported herein. The findings are original and unique and provide a well-documented framework in addressing corporate entrepreneurship in the public sector. Furthermore, the results of the study are useful to policy makers interested in formulating a strategy that fosters corporate entrepreneurship in the public sector setting. 

I consider the way "green consumers" are constructed - or performed - in studies on consumer environmentalism aiming to inform policy makers. More fundamentally, researchers should recognize activities, per formative role when interacting with consumers as research subjects, on the one hand, and with policy-makers and other social actors, as someone utilizes research report. The widespread popularity of life-cycle assessment (LCA) is difficult to understand from the point of view of instrumental decision-making by economic agents. The present study attempts to explore the institutionalization of this LCA worldview among ordinary market actors. This is important because environmental policy relies increasingly on market-based initiatives. Cognitive and normative assumptions in authoritative LCA documents are examined as empirical data and compared with data from focus group interviews concerning products and the environment with ordinary manufacturers, retailers, and consumers in Finland. These assumptions are (1) the cradle-to-grave approach, (2) the view that all products have an environmental impact and can be improved, (3) the relativity of environmental merit, and (4) the way responsibility for environmental burdens is attributed. Relevant affinities, but also differences, are identified. It is argued that life-cycle thinking is not primarily instrumental, but rather is gaining a degree of intrinsic value. An integrative, theoretical research report is addressing the problem of sustainable consumption. Existing consumer research on environmental issues is reviewed. Scaffold from materials balance economics and evolutionary theory are presented and applied to recreational consumption. Three major areas are identified in which consumer research could contribute to the presented frameworks, and to the theory and practice of sustainable consumption. 

Fun food facts and nutritional information about fruits and vegetables were marketed through electronic pop-up messages attached to a corporate intranet menu. A Pearson's correlation, between total fruit sales and website hits during the test period, showed a moderately positive correlation. No significant differences were found concerning total fruit sales between the pretest, baseline and test periods. The mean cafeteria menu website hits at the end of the workweek were higher during the intranet intervention. Results indicate that an intranet intervention implemented at the end of the workweek could effectively market healthful cafeteria food options to corporate employees. The results show that the consumer's satisfaction is the main basis for perceived relationship quality. It likewise verifies the importance of transaction-level evaluations for perceived relationship quality. The automatic affective reactions generated in the consumer in the first moments, and the social impact of the purchase, are aspects that determine perceived relationship quality. A supplier must pay attention to customers' trust and commitment throughout all transactions. Research report clarifies two new concepts, perceived value and the quality of the relationship, and empirically verifies the causal relationship between them, in two different industries. 

Reference: 

Bakan, Joel (2004). The Corporation. New York, New York: Simon & Schuster. 0-7432-4744-2.  

Investment Report 2005 - Transnational Corporations and the Internationalization of R&D, United Nations, Geneva.

Importance of study

Although exporting can offer many benefits to smaller manufacturers, a large number of these firms refrain from export operations as a result of insufficient stimulation. A total of 40 export stimuli were systematically identified from the extant empirical literature, which, for analytical purposes, was divided into internal and external, as well as proactive and reactive. The review revealed that export stimulation stems from a variety of factors, and may vary according to time, spatial, and industry contexts. The research indicates there may be serious implications for both public and company policy makers. Policy makers may use this insightful analysis of export stimulation as a guide to developing proper export promotion programmed and sound export marketing strategies. The article aims to identify differences in consumers' evaluations of goods made in either the USA or China at different levels of analysis; to trace variations in consumers' evaluations with regard to various cues characterizing US or Chinese goods; and to provide a comparison of consumers' evaluations between US and Chinese goods at different levels of analysis and across different product cues. The results of the study have serious implications for corporate and public policy-makers, especially for the countries involved in the analysis. As opposed to extant research on country-of-origin effects, the study offers a multi-level and multi-cue comparison for products manufactured by two major actors in the international trade arena (USA and China). 

Despite critical role of the industrial buying situation in shaping buyer behavior and seller response, little research conducted to augment extant knowledge on the subject. To fill this gap, this article focuses on influence strategies that industrial buyers exert on their suppliers in different buying situations. The study received information from 122 Greek producers of industrial goods through a mail survey based on a semi-structured questionnaire. Findings - The study revealed that: industrial customers use a wide array of influence strategies, with those based on referent, expert, or legalistic sources being more widely employed; influence strategies vary in degree of application according to buying situation, and are least used by new-task buyers; and straight re-buyers tend to make greater use of expert, referent, and, to some extent, legalistic influence strategies, while modified re-buyers employ more coercive and, to a lesser extent, information-based influence strategies. Overall, influence strategies play an important role in industrial buying behavior, requiring sellers to treat customers differently in each buying situation. This article offers a comprehensive analysis of 39 export barriers extracted from a systematic review of 32 empirical studies conducted on the subject. Several conclusions and implications for small business managers, public policymakers, business educators, and exporting researchers are derived. 

The results of the study have serious implications for industrial marketers, organizational buyers, management consultants, business educators, who may use the empirically tested model as a diagnostic and monitoring tool in guiding business relationships in the proper direction. This study reviews and evaluates more than 100 articles of pertinent empirical studies to assess and critique export performance measurements. Based on gaps identified in this evaluation, guidelines for export performance measure development are advanced, suggesting, however, a contingency approach in their application. Several conclusions and implications for export strategy and future research are derived from this analysis. To achieve communication goals effectively, knowledge about consumer psychology is important so that manufacturers understand consumer response to their packages. The paper examines these issues using a conjoint study among consumers for packaged food products in Thailand, which is a very competitive packaged food products market. Segmentation variables based on packaging response can provide very useful information to help marketers maximize the package's impact. 

Reference: 

Investment Report 2005 - Transnational Corporations and the Internationalization of R&D, United Nations, Geneva.

 Joseph E. Stiglitz. (2006). Making Globalization Work, New York: W.W. Norton & Company. ISBN 0-393-06122-1 

Methodology

Consequently, many companies send their managers on some form of cultural orientation training, before beginning their duties in a foreign country. This paper seeks to examine forms of cross-cultural training, and assess the relative effectiveness of each. Potential participants were identified using a stratified random sample of companies that do business in Mexico. The data showed that meetings with experienced international staff were the most common type of training. The next was lecture training. Behavior modification methods and field experiences were the methods that were the greatest help to US managers in understanding Mexican culture. Companies should use meetings with experienced expatriates as a central part of their training programmed. Companies should place greater emphasis on cross-cultural skills for expatriates, both in terms of their initial selection, and their subsequent training. There is also the issue of the length of time spent in training: 20 of the 29 participants surveyed either had no training, or had less than one week's training. International training and development policies and practices in Chinese multinational enterprises (MNEs) are explored. 

The issues examined in this study include pre-departure and post-arrival training for expatriates and their spouses and families, training for host-country nationals (HCNs), reasons for Chinese MNEs not providing adequate training and the approaches of Chinese MNEs to international management development. A total of 30 in-depth interviews involving general managers, HR managers at headquarters and executive managers in subsidiaries were carried out. This reveals that Chinese MNEs provide only limited training to expatriates and other nationals, and lack a systematic international management development system. They adopt usually an ethnocentric approach to international training and development, and provide different levels of international training and management development for HCNs. This study has examined a selection of international training and management development issues in Chinese MNEs that have not been reported in the literature to date.

We examine how potential international business managers used to be selected for overseas assignments and analyses selection methods currently employed, commenting on their validity. Surveys by multinational companies are cited in support. Against a background of a likely reduced pool of potential managers, the paper emphasizes selection methods aimed at reducing the margin of error in the recruitment of international managers. The cross-cultural training content of a management development programmed in a multinational is also described, discussed why acculturation training is vital for business. The participants examine cross-cultural issues involved in building and sustaining multinational teams and the problems of participating in multicultural meetings. 

Reference: 

Korotayev A., Malkov A., Khaltourina D. (2006). Introduction to Social Macrodynamics: Compact Macromodels of the World System Growth. Moscow: KomKniga. ISBN 5-484-00414-4 

OECD (Organization for Economic Cooperation and Development) (2006) Science, Technology and Industry Outlook, OECD, Paris

Foreign direct investment

In order to qualify, as FDI the investment must afford the parent enterprise control over its foreign affiliate. Organized labor, convinced that foreign investment exported jobs, undertook a major campaign to reform the tax provisions, which affected foreign direct investment. FDI has grown in importance in the global economy with FDI stocks now constituting over 20 percent of global GDP. Foreign direct investment (FDI) is defined as "investment made to acquire lasting interest in enterprises operating outside of the economy of the investor. The FDI relationship consists of a parent enterprise and a foreign affiliate, which together form a transnational corporation (TNC). The Foreign Trade and Investment Act of 1973 (or the Burke-Hartke Bill) would have eliminated both the tax credit and tax deferral. Since that time FDI has placed tentacles to become a truly global phenomenon, no longer the exclusive preserve of OECD countries. The UN defines control in this case as owning 10% or more of the ordinary shares or voting power of an incorporated firm or its equivalent for an unincorporated firm; lower ownership shares are known as portfolio investment. The Nixon Administration, influential members of Congress of both parties, and well-financed lobbying organizations came to the defense of the multinational. Since the years after the Second World War global FDI was dominated by the United States, as much of the world recovered from the destruction brought by the conflict.

Reference:

Alex MacGillivray. (2006). A Brief History of Globalization: the Untold Story of our Incredible Shrinking Planet, Carroll & Graf. ISBN 0-7867-1710-6 

Economist Intelligence Unit (2004) Scattering the Seeds of Innovation - The Globalization of Research and Development, The Economist, London

Organizational processes

Align to Your Vision

To support plethora-systems thinking and help you see core processes all together, The Grove has created a template that illustrates the three top-line processes of people, public image and performance juxtaposed against bottom-line planning, prioritizing and production processes successful. Also focuses on skills such as organizational diagnosis, teamwork, and process analysis. Focuses on the organization of the future, identifies its characteristics, and explores the implications for living in, managing, and leading such an organization. Examines the creation of the structures, rewards, career paths, and cultures needed within the firm, and the alliances, learning, and change practices needed to maintain global performance. As groups characterize the full set of processes needed to support their value proposition, they set themselves up to empower initiative and action teams aimed at implementation of the strategic vision. In each area, organization can choose to be more inward and controlled or outward and organic. 

Reference:

Alex MacGillivray. (2006). A Brief History of Globalization: the Untold Story of our Incredible Shrinking Planet, Carroll & Graf. ISBN 0-7867-1710-6 

Detlef Jahn. 2006. Globalization as Galton's Problem: The Missing Link in the Analysis of the Diffusion Patterns in Welfare State Development. International Organization 60: (2): 401-431. 

Market positioning 

In marketing, positioning has moved toward to mean the process by which marketers endeavor to create an image or identity in the minds of their target market for its product, brand, or organization. It is the 'relative competitive comparison' their product occupies in a given market as perceived by the target market. Re-positioning involves changing the identity of a product, relative to the identity of competing products, in the collective minds of the target market. De-positioning involves attempting to change the identity of competing products, relative to the identity of your own product, in the collective minds of the target market. It was then expanded into their ground-breaking first book, "Positioning: The Battle for Your Mind", in which they define Positioning as "an organized system for finding a window in the mind. Albeit there are different definitions of Positioning, probably the most common is: "A product's position is how potential buyers see the product", and is expressed relative to the position of competitors. It is the aggregate perception the market has of a particular company, product or service in relation to their perceptions of the competitors in the same category. The original work on Positioning was consumer marketing oriented, and was not as much focused on the question relativity to competitive products as much as it was focused on cutting through the ambient "noise" and establishing a moment of real contact with the intended recipient.

Reference:

Alex MacGillivray. (2006). A Brief History of Globalization: the Untold Story of our Incredible Shrinking Planet, Carroll & Graf. ISBN 0-7867-1710-6 

Investment Report 2005 - Transnational Corporations and the Internationalization of R&D, United Nations, Geneva.

International

An entrepreneur should study how existing relationships influence changes in Strategy market entrepreneur (SME)' internationalization strategies in terms of markets and modes. This paper provides a detailed examination of the dynamics strategy changes, which are influenced by a firm's relationships in 20 New Zealand and Swedish internationalizing SME. Using the conceptual model as a framework to analyze the data, it was found that existing relationships play an important role in 59 market strategy changes and 57 mode strategy changes. The main findings are that business relationships are more influential in internationalization strategy changes than social relationships, especially with regard to mode changes in foreign markets. Most mode changes are reactive. Market strategy changes, however, are evenly balanced between proactive and reactive changes. The paper focuses on strategic change and highlights the importance of relationships, in particular their influence in market and mode changes. Marketer should examine the importance of the effect of culture when negotiating in an international business context. 

Reference:


Investment Report 2005 - Transnational Corporations and the Internationalization of R&D, United Nations, Geneva.


Joseph E. Stiglitz. (2006). Making Globalization Work, New York: W.W. Norton & Company. ISBN 0-393-06122-1 

Training

Doing international business entails examine the importance of effect of culture when negotiating in an international business context. Conducting necessary training, to cover language of negotiation, the need to study the culture of the parties involved, building trust and personal relationships and appropriate training for international managers. The various key cultural factors are considered in international business negotiation, with examples, suggestions as to how these can be used to achieve success. This presents an overview illustrated with the cultural factors example involved in international negotiation. Suggested guidelines for good practice are given. There must be relatively little literature on negotiating across cultures; the cultural "gurus" (Hofstede, Trompenaars, etc.) cover cultural differences. Examine the effective use of pre-departure training must be considered, the various types of such training available and the ensuing benefits to the company, the international managers themselves and their families. It highlights a number of future trends in this area. The various types of pre-departure training are considered with advantages and the need for sufficient time, analysis of training needs and appropriate training resources for such training to be effective. Areas covered include cross-cultural wariness, communication skills, specific country regional briefing, business procedures, international negotiating skills, building, sustaining multinational teams, language training, transfer of skills, knowledge and repatriation. Benefits of pre-departure international manager training are relatively widely accepted.

Reference:

Joseph E. Stiglitz. (2006). Making Globalization Work, New York: W.W. Norton & Company. ISBN 0-393-06122-1 

Korotayev A., Malkov A., Khaltourina D. (2006). Introduction to Social Macrodynamics: Compact Macromodels of the World System Growth. Moscow: KomKniga. ISBN 5-484-00414-4 

Rationale of study, 

The research report provides a literature review that establishes the limitations of the present research on loyalty schemes and thereby establishes the rationale for this article. The methodology section explains the case study approach adopted and the reasons for focusing on the specific case, Tesco Clubcard. Key characteristics of Tesco Clubcard are summarized under the following headings: commitment and championing, being integral to business processes, innovation and evolution, multi-dimensional reward design, alignment with brand strategy and values, customer contract and value, and customer focus in information systems design and use. The article suggests that current research on loyalty schemes is too preoccupied with the relationship between loyalty, loyalty schemes and the design of rewards. Through a case study analysis of the reward scheme of a major UK retailer the article demonstrates the way in which loyalty schemes can be used to enhance and tailor an organization’s offering, and thereby enhance customer value and loyalty. 

It also seeks to provide imminent into the development and management of a customer community, informing product innovation and engaging customers in co-creation of a consumption experience. The case history of a leading player in the UK and international "sport kiting" market focuses on product innovation and customer-community development. The case company's innovative product development strategy provides the catalyst for co-creation of a customer experience. The company's marketing strategy can be summed up as "customer community leadership". The case contributes to the literature of co-creation; demonstrating how it has been achieved through a marketing strategy and marketing mix in a particular customer community. 

It shows to propose a categorization of customer loyalty types to further increase our understanding of the nature of loyalty. By segmenting customers who are both loyal in attitude and behavior to a brand, a model is proposed that differentiates between customers whose loyalty is inertial, and those whose loyalty is positive. There are four categories of loyal customer proposed: captive, convenience-seekers contented and committed. Further research that investigates customers' reasons for loyalty behavior in relation to a portfolio of brands is recommended to validate the model and to enhance understanding and predictability of customer loyalty propensities. Since loyalty is key in customer development and profitability, it is important to understand the loyalty condition in more detail, and to use this understanding to develop further the relationship with customers in the loyal category. This paper reports on action based research interventions that developed a hierarchy of measures. 

Reference:

BAILEY, R. (2005). The poor may not be getting richer but they are living longer. Oxford Leadership Academy. 

Demographic history of the United States, redirected from Demographics history of the Ads by Google Demographic Projections 2007 / 20112 U.S. demographic projections down to the Block Level.

Scope of study 

This is intended to explore the scope of integration and its impact on firm performance. In addition to, examining dyadic integrative relationships, the research also looks at firm-wide process-oriented integration. Structural equation modeling was used to analyze the relationships between the constructs of marketing logistics collaborative activities, firm-wide cross-functional integration, and firm performance. This research shows that marketing logistics collaboration does not have a direct impact on firm performance when firm-wide integration is considered. The results indicate that marketing logistics collaboration increases firm performance through the mediation of firm-wide cross-functional integration. Additionally, dyadic collaboration needs the support of broader firm-wide integration to achieve better firm performance. It presents an initial quantitative study on the scope of integration. Research shows that functional level collaboration (logistics and marketing) is a precursor for firm-wide integration leading to increased firm performance. 

Research aims to develop, test a theoretical model of international strategic alliance (ISA) relationship development underpinned by the foreign investment decision process. Scope of cooperation analysis, in turn, positively influences willingness to invest. The study adds to the limited empirical research work on the role of venture formation aspects in influencing ISA relationship development and success. It provides new and detailed insights for business practitioners and academic researchers concerning the behavioral, decision process underlying ISA partnership progression. Conceptual study based on insights into advances in international marketing research. Findings - Contingency accounts of strategy effectiveness are persuasive in the international marketing literature. Originality/value - Suggests different areas of international marketing research are at different stages of theoretical development.  

The aim of this study is to provide a methodical, analytical, and focused review of international strategic alliance (ISA) studies examining empirically behavioral attributes' performance outcomes. This study centers on an integrative analysis of studies investigating the performance relevance of behavioral attributes. Of the relationship capital and exchange climate aspects, commitment and cooperation, respectively, prove most consistently positively linked to performance. Empirical research on behavioral attributes' links to alliance performance is still at an early stage of development and assertions concerning relationship management offering the key to ISA success are somewhat premature. The conceptual model demonstrates an ISA investment decision process consisting of three ex ante formation aspects - parent firm top management's general attitude towards alliances, scope of parent's cooperation analysis for the focal alliance, and inter-firm collaborative history - and two key ex post relational outcomes - parent's willingness to invest in the alliance business and satisfaction with the relationship. The results show that top management attitude towards alliances is negatively associated with scope of cooperation analysis, but only where collaborative history exists. The ISA literature has devoted significant attention to partnering characteristics important in venture formation, as well as to post-formation partnership management issues. However, there is a dearth of empirical research explaining the role of venture formation aspects in influencing ISA relationship development and success. Therefore, the study adds to the limited empirical research work on the role of venture formation aspects in influencing ISA relationship development and success. 
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Organization of study

Marketing managers face the dilemma of receiving too much information, but too little that is "right" for their planning responsibilities. The challenge is thus to convert "information" into "intelligence" that can effectively support strategic marketing planning. Suggestions are offered for reducing the duplication of information and adopting appropriate information-management strategies. Information overload has serious practical consequences for management and planning in marketing no less than in any other discipline. In recent years, cause-related marketing (CRM) has made a significant impact on businesses and charitable organizations. However, the study of CRM as a unique retailing format has received limited academic exploration. This study seeks to examine cause-related retailing (CRR) and the perceptions of three vested parties: consumers who have purchased from NJS events; vendors who sell at NJS events; and the NJS business owner. The primary factors that potentially impact CRR efforts were explored through an extensive literature search and qualitative data collection. This study makes an important contribution to the CRM and CRR literature. The findings illustrate that a combination of diverse retailing and socialization benefits, not price, drives this particular retailing venue. This research is original to the retailing and CRM literatures. The current work seeks to analyze the different effects of three alternative strategic marketing orientations market orientation, sales orientation, and product orientation on non-profit organizations' effectiveness, specifically their economic and social effectiveness. The study reveals that social effectiveness relates highly to product and customer orientation, whereas economic effectiveness mainly depends on sales orientation and inter-functional coordination. 

This work makes an empirical contribution to the analysis of market orientation on cultural organizations. The paper aims to report the findings of a research study into the "freebies" phenomena the provision of free goods and services by companies. This article's purpose is to evaluate the factors, which influence a multinational hospitality organization's franchise decision-making process. A single embedded case study of an international hotel firm was the focus of the enquiry. Conducted on a single case study basis, with the product/service industry chosen as its focus the applicability of the research findings to other industries is therefore debatable. The findings are also limited to franchisers versus firms pursuing other growth strategies. This paper illuminates the socio-cultural challenges international service organizations face, and highlights the types of practices required to enable growth through franchising in different country markets. This study seeks to address three fundamental issues in media selection for non-domestic markets: the relative importance of cultural factors, the relationships between organization structure, and the relative weight that executives place on cultural and non-cultural factors in their media selection, and the relationships between cultural orientations of advertising executives and their perceptions of specific non-domestic factors of media selection. The findings reveal that advertising executives of US place more importance on general environmental factors (type of product, target market, budget size, cost efficiency, reach and frequency, and competition) than on specific non- domestic factors (media availability, language diversity, legal constraints, level of economy, literacy and cultural considerations). Furthermore, managers in centralized decision firms and managers in decentralized decision firms do not differ significantly in their assessment of the relative importance of general and specific non-domestic factors. The research adds new insights to the understanding of this critical-decision process. 
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Findings

The implications of our findings include: selecting expatriate managers with high emotional intelligence, providing extensive pre-departure cultural training that consists not only of cultural facts but also interpersonal skills such as active listening, conflict management, ethical reasoning, utilizing sensitivity training techniques to better prepare managers for new situations, and sending the expatriate on one or two pre-sojourn visits to familiarize themselves with the host culture and workplace norms even before the actual expatriate assignment begins. An additional implication is training the host-country workers, particularly those who will work most closely with the expatriate manager, on home country cultural beliefs and workplace norms. 

Consequently, many companies send managers on some form of cultural orientation training, before beginning their duties in a foreign country. The variety of differences encountered when interacting with people from other cultures can be daunting for foreign nationals operating in another country. This paper seeks to examine forms of cross-cultural training, and assess the relative effectiveness of each. Potential participants were identified using a stratified random sample of companies that do business in Mexico. The data showed that meetings with experienced international staff were the most common type of training. The second was lecture training. Behavior modification methods and field experiences were the methods that were the greatest help to US managers in understanding Mexican culture. Companies should use meetings with experienced expatriates as a central part of their training programmed. Companies should place greater emphasis on cross-cultural skills for expatriates, both in terms of their initial selection, and their subsequent training. There is also the issue of the length of time spent in training: 20 of the 29 participants surveyed either had no training, or had less than one week's training. Concentrates need to balance cultural values and practices, maximizing cultural synergy. Considers problem areas of perception, team selection, choice of common language, building trust, use of humor, attitude to time, critical success factors in conducting meetings, training and sustaining multi-cultural teams. 
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Table 1 List of glossary of marketing communication terminology

1. Marketing Mix: 

The combination of marketing inputs that affect customer motivation and behavior. These inputs traditionally encompass four controllable variables 'the 4 Ps': product, price, promotion and place. The list has subsequently been extended to 7 Ps, the additions being people, process and 'physical evidence'.

2. Macro Environment:

 The external factors, which affect a company's planning and performance, and are beyond its control: for example, socio-economic, legal and technological change. Compare 'micro environment'

 3. Mailing Preference Service (MPS):

A database of individual home addresses where the occupiers have elected not to receive unsolicited direct (marketing) mail.

4. Manual Submission:

Adding a URL to the search engines individually by hand.

5. Marketing Communication (MarCom):

5.1. Targeted interaction with customers and prospects using one or more media, such as direct mail, newspapers and magazines, television, radio, billboards, telemarketing, and the Internet. A marketing communications campaign may use a single approach, but more frequently combines several. 

5.2. Includes advertising, public relations, web development, signage, point-of-purchase, print collateral, direct mail, logo/packaging design - anything that serves as a vehicle for brand and marketing messages. 

6. Market Challenger:

A firm attempting to gain market leadership through marketing efforts.

7. Market Development:

The process of growing sales by offering existing products (or new versions of them) to new customer groups (as opposed to simply attempting to increase the company's share of current markets).

8. Market Entry:

The launch of a new product into a new or existing market. A different strategy is required depending on whether the product is an early or late entrant to the market; the first entrant usually has an automatic advantage, while later entrants need to demonstrate that their products are better, cheaper and so on.

9. Market Follower:

A firm that is happy to follow the leaders in a market place without challenging them, perhaps taking advantages of opportunities created by leaders without the need for much marketing investment of its own.

10. Market Research:

10.1 The gathering and analysis of data relating to market places or customers; any research, which leads to more market knowledge and better-informed decision-making. 

10.2 The study of the demands or needs of consumers in relation to particular goods or services. 

(Usage) The first step to a successful marketing communications campaign is conducting objective market research.

11. Market Segmentation:

The division of the market place into distinct subgroups or segments, each characterized by particular tastes and requiring a specific marketing mixes.

12. Market Share:

A company's sales of a given product or set of products to a given set of customers, expressed as a percentage of total sales of all such products to such customers.

13. Marketing:

13.1 Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably. 

13.2 The commercial functions involved in transferring goods from producer to consumer. 

14. Marketing Audit:

Scrutiny of an organization exists marketing system to ascertain its strengths and weaknesses.

15. Marketing Information:

Any information used or required to support marketing decisions - often drawn from a computerized 'Marketing Information System'.

16. Marketing Metrics:

Measurements that help with the quantification of marketing performance, such as market share, advertising spend, and response rates elicited by advertising and direct marketing

18. Marketing Myopia:

Lack of vision on the part of companies, particularly in failing to spot customers' desires through excessive product focus. Term derives from the title of a seminal article by Theodore Levitt published in Harvard Business Review in 1960.

19. Marketing Orientation:

Business strategies whereby customers' needs and wants, as identified by the marketing function, determine corporate direction.

20. Marketing Plan:

A written plan, usually in-depth, describing all activities involved in achieving a particular marketing objective, and their relationship to one another in both time and importance.

21. Marketing Planning:

The selection and scheduling of activities to support the companies chosen marketing strategy or goals.

22. Marketing Research:

22.1 The gathering and analysis of data relating to market places or customers; any research which leads to more market knowledge and better-informed decision-making. 

22.2 The study of the demands or needs of consumers in relation to particular goods or services. 

(Usage) The first step to a successful marketing communications campaign is conducting objective marketing research.

23. Marketing Strategy:

The set of objectives which an organization allocates to its marketing function in order to support the overall corporate strategy, together with the broad methods chosen to achieve these objectives.

24. Media:

24.1 Any type of communication used to transmit a marketing message. 

24.2 Films, tapes, and other audio-visual materials that require the use of special listening or viewing equipment. 

(Usage) An integrated marketing communications plan incorporates just the right mix of media to impact fully deliver your message.

25. Media Neutral Planning:

A customer focused review of media options during communications planning based on research, analysis and insight, not habit and preference.

26. Merchant Account:

26.1 An arrangement with a bank that enables merchants to accept credit card payments. 

26.2 Most "brick and mortar" organizations already have a Merchant Account and need not apply for another one for use on the Internet. 

(Usage) Most "brick and mortar" companies already have a merchant account and do not need to open a new account to accept orders via the internet.

27. Metasearch Engine:

A search engine that displays results from multiple search engines.

28. Micro Environment:

The immediate context of a company's operations, including such elements as suppliers, customers and competitors - compare 'macro environment'

29. Mission Statement:

A company's summary of its business philosophy and direction

30. MMS:

Multimedia Message Service. Text, audio, graphic and video messages sent by mobile phones, or other compatible devices, over a wireless network.

31. Models (or Marketing Models):

Graphical representations of a process designed to aid in understanding and/or forecasting. Computerized models allow the simulation of scenarios based on different assumptions about changes to the macro environment and microenvironment.

32. Modular Training:

A training program that is studied over a period of time, delivered in modules that are linked together.

33. Mood Board:

A visual illustration tool used either to represent the atmosphere or feel of an intended advertisement, or to research a consumer's experience of a brand or product

34. Multi Media:

Information presented in more than one format, such as text, audio, video, graphics, and images. 

Acronyms.

The following acronyms are used throughout the study.

CEO - Chief Executive Officer

HCN - Host-country nationals 

MNE - Multinational enterprises 

CRM  - Cause-related marketing 

CRR - Cause-related retailing 

MPS - Mailing Preference Service 

MarCom - Marketing Communication 

CA - Competitive advantage 

SCA - Sustainable Competitive Advantage 

SBU - Strategic business units

MBO - Management by objectives

TCS - Total Customer Service

CEM - Customer experience management

IT - Information technology

MNC - Multinational corporations' 

R&D - Research and development 

FMS - Flexible-manufacturing systems 

WTO - World Trade Organization 

NAFTA - North American Free Trade Agreement 

ELP - Emerging Leaders Program 

IMC - Integrated Marketing Communications 

SEO - Search engine optimization 

IMC - Integrated Marketing Communications 

B2B - Business to business 

ISA - International strategic alliance  

MMS - Multimedia Message Service

PIMS - Profit Impact of Marketing Strategies 

ELP - Emerging Leaders Program 

SEO - Search engine optimization 

MA – Market acquisition

FDI - Foreign direct investment

NC - Transnational corporation 

SME - Strategy market entrepreneur 
AMC – Advanced market consultant

                                               CHAPTER TWO:

                               REVIEW   OF RELATED LITERAITURES

                                                   Introduction

Traditionally, marketing communication (MarCom) practitioners focus on the creation and execution of printed marketing collateral; however, academic and professional research developed the practice to use strategic elements of branding and marketing in order to ensure consistency of message delivery throughout an organization. In branding, opportunities to contact stakeholders call brand touch points (or points of contact.) Marketing communications is primarily concerned with demand generation, product/produce/service positioning while corporate communications deal with issue management, mergers and acquisitions, litigation etc. Marketing communications focus on product/produce/service as opposed to corporate communications where the focus of communications work is the company/enterprise itself. 
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Historical Perspective
Strategic management brought to the fore as a discipline originated in the 1950s and 60s. Albeit numerous contributes to the literature, the most such influential pioneers contributors as Alfred D. Chandler, Jr., Philip Selznick, Igor Ansoff, and Peter Drucker were early existed. Alfred Chandler recognized the importance of coordinating the various aspects of management under one all-encompassing strategy. Prior to this time, the various functions of management were separate, little overall coordination or strategy maintain. In his 1962 groundbreaking work Strategy and Structure, Chandler showed that a long-term coordinated strategy was necessary to give a company structure, direction, and focus. Philip Selznick introduced the idea of matching the organization's internal factors with external environmental circumstances in 1957. Learned, Andrews, and others developed this core idea into SWOT analysis at the Harvard Business School General Management Group. Igor Ansoff built on Chandler's work by adding a range of strategic concepts and inventing a new plethora vocabulary. A strategy grid that compared market penetration strategies, product development strategies, market development strategies and horizontal and vertical integration and diversification strategies was developed. He felt that management could use these strategies to systematically prepare for future opportunities and challenges. Peter Drucker was a prolific strategy theorist, author of dozens of management books, with a career spanning five decades. Firstly, he stressed the importance of objectives. As early as 1954 he was developing a theory of management based on objectives. This evolved into his theory of management by objectives (MBO). Recently, Ellen-Earle Chaffee recapitulates the main elements of strategic management theory. Following are the current list of main elements of strategic management theory:
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Table 2 List of Main elements of strategic management theory

- Strategic management involves both conceptual and analytical thought processes. 

- Strategic management affects the entire organization by providing direction

- Strategic management is partially planned and partially unplanned.

- Strategic management involves adapting the organization to its business environment. 

- Strategic management is fluid and complex. Change creates novel combinations of circumstances requiring unstructured non-repetitive responses. 

- Strategic management involves both strategy formation (which is called content) and also strategy implementation (which is called process). 

- Strategic management is done at several levels: overall corporate strategy, and individual business strategies. 

Competitive advantage

A company occupies competitive advantage (CA) position while open to its competitive landscape. Michael Porter theorizes that a competitive advantage, sustainable or not, exists when a company makes economic splits, that is, their earnings exceed their costs (including cost of capital). Most forms of competitive advantage cannot be sustained for any length of time because the promise of economic rents drives competitors to duplicate the competitive advantage held by any one firm.

Sustainable Competitive Advantage (SCA) is different from a competitive advantage (CA) in that it provides a long-term advantage that is not easily replicated. But these above-normal rents can attract new entrants who drive down economic rents. In marketing and strategic management, sustainable competitive advantage is an advantage that one firm has relative to competing firms. In 2006, Jaynie L. Smith authored Creating Competitive Advantage (Doubleday). This book outlines how companies fail to understand their own existing competitive advantages and use them in sales/marketing. She provides a framework for how companies can evaluate their own operations and develop competitive advantage/competitive positioning statements to better hone their sales/marketing messages. Competitive advantage statements help distinguish companies by highlighting what they offer to the customer using tangible terms and concepts. Definitions for both are: Completive advantage: a company is said to have a competitive advantage over its rivals when its profitability is greater than the average profitability of all other companies competing for the same set of customers. Sustainable Competitive Advantage: a company has a sustained competitive advantage when its strategies enable it to maintain above-average profitability for a number of years.
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Strategic management

Strategic management is the art and science of formulating, implementing and evaluating cross-functional decisions that will enable an organization to achieve its objectives. It has traits of process of specifying the organization's objectives, developing policies and plans to achieve these objectives, and allocating resources to implement the policies and plans to achieve the organization's objectives. Strategic management, therefore, combines the activities of the various functional areas of a business to achieve organizational objectives. It is the highest level of managerial activity, usually formulated by the Board of directors and performed by the organization's Chief Executive Officer (CEO) and executive team. “Strategic management is an ongoing process that assesses the business and the industries in which the company is involved; assesses its competitors and sets goals and strategies to meet all existing and potential competitors; and then reassesses each strategy annually or quarterly (i.e. regularly) to determine how it has been implemented and whether it has succeeded or needs replacement by a new strategy to meet changed circumstances, new technology, new competitors, a new economic environment, or a new social, financial, or political environment. 
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Strategy management genres:

The Sociological Approach

The sociological approach based on economic theory - deals with issues like competitive rivalry, resource allocation, and economies of scale assumptions - rationality, self-discipline behavior, and profit maximization. It deals primarily with human interactions assumptions - bounded rationality, satisfying behavior, profit sub-optimality. From the bottom-up approach, reviewing strategic management, employees submit proposals to their managers who, in turn, funnel the best ideas further up the organization. Using financial criteria such as return on investment or cost-benefit analysis assesses proposals. Some organizations are starting to experiment with collaborative strategic planning techniques that recognize the emergent nature of strategic decisions.

The strategy hierarchy

Large corporations have several levels of strategy. Strategic management has highest level, the broadest, and applying to all parts of the firm. It gives direction to corporate values, corporate culture, corporate goals, and corporate missions. Under this broad corporate strategy there are often functional or business unit strategies.

Functional strategies include marketing strategies, new product development strategies, human resource strategies, financial strategies, legal strategies, supply-chain strategies, and information technology management strategies. The emphasis is on short and medium term plans and is limited to the domain of each department’s functional responsibility. Each functional department attempts to do its part in meeting overall corporate objectives, and hence to some extent their strategies are derived from broader corporate strategies.

Many companies feel that a functional organizational structure is not an efficient way to organize activities so they have reengineered according to processes or strategic business units (SBU). A strategic business unit is a semi-autonomous unit within an organization. It is usually responsible for its own budgeting, new product decisions, hiring decisions, and price setting. An SBU is treated as an internal profit center by corporate headquarters. Each SBU is responsible for developing its business strategies, strategies that must be in tune with broader corporate strategies.

The “lowest” level of strategy is operational strategy. Peter Drucker encouraged operational level strategy in his theory of management by objectives (MBO). Operational level strategies are informed by business level strategies, which, in turn, are informed by corporate level strategies. Business strategy, which refers to the aggregated operational strategies of single business firm or that of an SBU in a diversified corporation, refers to the way in which a firm competes in its chosen arenas.

Corporate strategy, then, refers to the overarching strategy of the diversified firm. It is felt that knowledge management systems should be used to share information and create common goals. Strategic divisions are thought to hamper this process. Most recently, this notion of strategy has been captured under the rubric of dynamic strategy, popularized by the strategic management textbook authored by Carpenter and Sanders. This work builds on that of Brown and Eisenhart as well as Christensen and portrays firm strategy, both business and corporate, as necessarily embracing ongoing strategic change, and the seamless integration of strategy formulation and implementation. 
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Growth and portfolio theory

Strategic management deals with size, growth, and portfolio theory. The long-term study started in the 1960s and lasted for 19 years, that attempted to understand the Profit Impact of Marketing Strategies (PIMS), particularly the effect of market share. The high market share provides volume and economies of scale. The benefits of high market share naturally lead to an interest in growth strategies. The relative advantages of horizontal integration, vertical integration, diversification, franchises, mergers and acquisitions, joint ventures, and organic growth were of importance. The most appropriate market dominance strategies were assessed given the competitive and regulatory environment. By the early 1980s the paradoxical conclusion was that high market share and low market share companies were often very profitable but most of the companies in between were not. Alfred Sloan CEO of General Motors addresses the problem of a multi-divisional company as how to decentralize into semi-autonomous “strategic business units” (SBU), but with centralized support functions. One of the most valuable concepts in the strategic management of multi-divisional companies was portfolio theory. In the previous decade Harry Markowitz and other financial theorists developed the theory of portfolio analysis. Currently, marketers have extended the theory to product portfolio decisions and managerial strategists extended it to operating division portfolios. Each of a company’s operating divisions was seen as an element in the corporate portfolio. Each operating division, called strategic business units, (SBU) was treated as a semi-independent profit center with its own revenues, costs, objectives, and strategies. Several techniques were developed to analyze the relationships between elements in a portfolio. Several researches also indicate that a low market share strategy could also be very profitable. Smaller niche players could also obtain very high returns by applying strategy theory.
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The marketing revolution 

From the inceptions of capitalism assumption rose that the key requirement of business success was high technical quality product/service. Quality and durability will determine market place for good products. Production orientation provides construal of selling good products without effort. This was due to huge numbers of affluent and middle class people that capitalism had created. We are now in the sales era and the guiding philosophy of business, which is called the sales orientation. Theodore Levit, others at Harvard Business School argued the sales orientation importance. The customer became the driving force behind all strategic business decisions. This marketing orientation, in the decades since its introduction, has been reformulated and repackaged under numerous names including customer orientation, marketing philosophy, customer intimacy, customer focus, customer driven, and market focused.
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The Japanese challenge

Industry including steel, watches, shipbuilding, cameras, autos, and electronics, the Japanese were surpassing American and European companies. The first management theorist to suggest an explanation was Richard Pascale.  Numerous theories purported to explain the Japanese success including: Higher employee morale, dedication, and loyalty; Lower cost structure, including wages; Effective government industrial policy; Modernization after WWII leading to high capital intensity and productivity; Relatively low value of the Yen leading to low interest rates and capital costs, low dividend expectations, and inexpensive exports. 

Richard Pascale and Anthony Athos in The Art of Japanese Management claimed that the main reason for Japanese success was their superior management techniques. They divided management into 7 aspects (which are also known as McKinsey 7S Framework): Strategy, Structure, Systems, Skills, Staff, Style, and Supraordinate goals (which we would now call shared values). The first three of the 7-S's were called hard factors and this is where American companies excelled. The remaining four factors (skills, staff, style, and shared values) were called soft factors and were not well understood by American businesses of the time (for details on the role of soft and hard factors see Wickens P.D. 1995.) Americans did not yet place great value on corporate culture, shared values and beliefs, and social cohesion in the workplace. Pascale also highlighted the difference between decision-making styles, hierarchical in America, and consensus in Japan. He also claimed that American business dearth long-term vision, preferring instead to apply management fads and theories in a piecemeal fashion.

Tom Peters and Robert Waterman released a study that would respond to the Japanese challenge head on. Peters and Waterman, who had several years earlier collaborated with Pascale and Athos at McKinsey & Co., asked, “What makes an excellent company?” They looked at 62 companies that they thought were fairly successful. The basic blueprint on how to compete against the Japanese had been drawn. But as J.E. Rehfeld explains it is not a straightforward task due to differences in culture. A certain type of alchemy was required to transform knowledge from various cultures into a management style that allows a specific company to compete in a globally diverse world. He says, for example, that Japanese style kaizen (continuous improvement) techniques, although suitable for people socialized in Japanese culture, have not been successful when implemented in the U.S. unless they are modified significantly.
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Table 3 List of 8 keys to excellence

· A bias for action - Do it. Try it. Don’t waste time studying it with multiple reports and committees. 

· Customer focus - Get close to the customer; Know your customer. 

· Entrepreneurship - Even big companies act and think small by giving people the authority to take initiatives. 

· Productivity through people - Treat your people with respect and they will reward you with productivity. 

· Value oriented CEOs - The CEO should actively propagate corporate values throughout he organization. 

· Stick to the knitting - Do what you know well. 

· Keep things simple and lean - Complexity encourages waste and confusion. 

· Simultaneously centralized and decentralized - Have tight centralized control while also allowing maximum individual autonomy. 

                        Figure 1 The 7 S-Model
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                          McKinsey 7S Framework

Strategy, Structure, Systems, Skills, Staff, Style, and Supraordinate

Gaining competitive advantage

Active strategic management required active information gathering and active problem solving. In 5 forces analysis Porter identifies the forces that shape a firm's strategic environment. It shows how a firm can use these forces to obtain a sustainable competitive advantage. Porter modifies Chandler's dictum about structure following strategy by introducing a second level of structure: Organizational structure follows strategy, which in turn follows industry structure. Porter's generic strategies detail the interaction between cost minimization strategies, product differentiation strategies, and market focus strategies.  John Kay took the idea of the value chain to a financial level claiming “ Adding value is the central purpose of business activity”, where adding value is defined as the difference between the market value of outputs and the cost of inputs including capital, all divided by the firm's net output. Borrowing from Gary Hamel and Michael Porter, Kay claims that the role of strategic management is to identify your core competencies, and then assemble a collection of assets that will increase value added and provide a competitive advantage. Multidimensional scaling, discriminate analysis, factor analysis, and conjoint analysis are mathematical techniques used to determine the most relevant characteristics (called dimensions or factors) upon which positions should be based. Others felt that internal company resources were a key. Simultaneous continuous improvement in cost, quality, service, and product innovation 

Eliminating layers of management creating flatter organizational hierarchies. 

A large group of theorists felt the area where western business was most lacking was product quality. People like James Heskett, Earl Sasser, William Davidow, Len Schlesinger, A. Paraurgman, Len Berry, Jane Kingman-Brundage, Christopher Hart, and Christopher Lovelock, gave us fishbone diagramming, service charting, Total Customer Service (TCS), the service profit chain, service gaps analysis, the service encounter, strategic service vision, service mapping, and service teams. Process management uses some of the techniques from product quality management and some of the techniques from customer service management. Because of the broad applicability of process management techniques, they can be used as a basis for competitive advantage.

A significant movement started that attempted to recast selling and marketing techniques into a long-term endeavor that created a sustained relationship with customers (called relationship selling, relationship marketing, and customer relationship management). James Gilmore and Joseph Pine found competitive advantage in mass customization. Flexible manufacturing techniques allowed businesses to individualize products for each customer without losing economies of scale. This school of thought is sometimes referred to as customer experience management (CEM). A company with tolerance, decentralization, the ability to build relationships, key characteristics he called a living company because it is able to perpetuate itself. 
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The military theorists

Military strategy books such as The Art of War by Sun Tzu, On War by von Clausewitz, and The Red Book by Mao Tse Tung became instant business classics. From Sun Tzu they learned the tactical side of military strategy and specific tactical prescriptions. From Von Clausewitz they learned the dynamic and unpredictable nature of military strategy. From Mao Tse Tung they learned the principles of guerrilla warfare, business warfare theories:

Offensive marketing warfare strategies 

Defensive marketing warfare strategies 

Flanking marketing warfare strategies 

Guerrilla marketing warfare strategies 

The marketing warfare literature also examined leadership and motivation, intelligence gathering, types of marketing weapons, logistics, and communications.

The “Strategy of the Dolphin” was developed in the mid lately to give guidance as to when to use aggressive strategies and when to use passive strategies. A variety of aggressiveness strategies were developed. J. Moore used a similar metaphor. Instead of using military terms, he created an ecological theory of predators and prey, ecological model of competition, a sort of Darwinian management strategy in which market interactions mimic long-term ecological stability.
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Strategic alter

Strategy change allowed society to assimilate the change and deal with it before the next change arrived. In 2004, Gary Hamel discussed strategic decay, the notion that the value of all strategies, no matter how brilliant, decays over time. Dereck Abell described strategic windows and stressed the importance of the timing (both entrance and exit) of any given strategy. This has led some strategic planners to build planned obsolescence into their strategies.

Strategic drift is a gradual change that occurs so subtly which is not noticed until it is too late. By contrast, transformational change is sudden and radical. Andy Grove calls the point where a new trend is initiated a strategic inflection point. Prevailing strategies become self-confirming. Art Kleiner claimed that to foster a corporate culture that embraces change, you have to hire the right people, heretics, heroes, outlaws, and visionaries. Adrian Slywotsky showed how changes in the business environment are reflected in value migrations between industries, between companies, and within companies. He claimed that recognizing the patterns behind these value migrations is necessary if we wish to understand the world of chaotic change. A number of strategists use scenario-planning techniques to deal with change. Kees van der Heijden, for example, says that change and uncertainty make “optimum strategy” determination impossible. Strategy as ploy - a maneuver intended to outwit a competitor.

Strategy as perspective - strategy determined primarily by a master strategist 

Mintzberg developed these five types of management strategy into 10 “schools of thought”. It consists of the informal design and conception school, the formal planning school, and the analytical positioning school. The six schools are the entrepreneurial, visionary, or great leader school, the cognitive or mental process school, the learning, adaptive, or emergent process school, the power or negotiation school, the corporate culture or collective process school, and the business environment or reactive school. Strategic management is planned and emergent, dynamic, and interactive. J. Moncrieff also stresses strategy dynamics. He recognized that strategy is partially deliberate and partially unplanned. Some business planners are starting to use a complexity theory approach to strategy. Complexity is not quite so unpredictable. Axelrod asserts that rather than fear complexity, business should harness it. 
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Table 4 List of types of strategies. 

- Strategy as plan - a direction, guide, course of action - intention rather than actual 

- Strategy as ploy - a maneuver intended to outwit a competitor 

- Strategy as pattern - a consistent pattern of past behavior - realized rather than intended 

- Strategy as position - locating of brands, products, or companies within the conceptual framework of consumers or other stakeholders - strategy determined primarily by factors outside the firm 

- Strategy as perspective - strategy determined primarily by a master strategist

Strategic Market Positioning Analysis 

Description: Characteristics of strategic market position analysis are the followings: 

- The senior strategic management and any key personnel (executive) responsible for the strategic marketing and sales development of companies.

- Designed to create a “snapshot” of the company’s current marketing and sales practices and strategies.

- Offers a series of interactive tools and questions designed to provoke thoughts and gather information regarding the company’s “as-is” processes, to support the envisioning of “to-be” processes.

- Helping lay the ground rules for what is open for change versus what is fundamental to the identity of who your organization is, what the organization stands for, and is therefore, immovable. To address and capture in a document the difficult questions surrounding the organization’s Target Customers, Corporate Promise, Whole Product Plan, and Corporate Positioning Statement.

Information technology  (IT) driven strategy

Peter Drucker had theorized the rise of the “knowledge worker.”  John Nesbitt also theorized that the future would be driven largely by information: companies that managed information well could obtain an advantage, however the profitability of what he calls the “information float” (information that the company had and others desired) would all but disappear as inexpensive computers made information more accessible.

Daniel Bell examines the sociological consequences of information technology (IT), while Gloria Schuck and Shoshana Zuboff look at psychological factors. Zuboff, in her five-year study of eight pioneering corporations made the important distinction between “automating technologies” and “information technologies”. Peter Senge, who had collaborated with Arie de Geus at Dutch Shell, borrowed de Geus' notion of the learning organization, expanded it, and popularized it. The underlying theory is that a company's ability to gather, analyze, and use information is a necessary requirement for business success in the information age. People can continuously expand their capacity to learn and be productive, collective aspirations are encouraged. These are components of a learning organization. 1) Mental models – there is a need to explore our personal mental models to understand the subtle effect they have on our behavior. 2) Team learning - We learn together in teams. Thomas Stewart, for example, uses the term intellectual capital to describe the investment an organization makes in knowledge. It is comprised of human capital (the knowledge inside the heads of employees), customer capital (the knowledge inside the heads of customers that decide to buy from you), and structural capital (the knowledge that resides in the company itself).

Manuel Castells, describes a network society characterized by: globalization, organizations structured as a network, instability of employment, and a social divide between those with access to information technology and those without.

The speed of change, Internet connectivity, and intangible knowledge value, when multiplied together yields a society's rate of blur. Regis McKenna posits that life in the high tech information age is what he called a “real time experience”. Events occur in real time. Geoffrey Moore and R. Frank and P. Cook also detected a shift in the nature of competition. In industries with high technology content, technical standards become established and this gives the dominant firm a near monopoly. Once a product has gained market dominance, other products, even far superior products, cannot compete. The upstart information savvy firms, unburdened by cumbersome physical assets, are changing the competitive landscape, redefining market segments, and disinter-mediating some channels. Information technology allows marketers to treat each individual as its own market, a market of one. Traditional ideas of market segments will no longer be relevant if personalized marketing is successful. For example, from the software development industry agile software development provides a model for shared development processes. Access to information systems have allowed senior managers to take a much more comprehensive view of strategic management than ever before. The most notable of the comprehensive systems is the balanced scorecard approach developed by Drs. Robert S. Kaplan (Harvard Business School) and David Norton (Kaplan, R. and Norton, D. It measures several factors financial, marketing, production, organizational development, and new product development in order to achieve a 'balanced' perspective.
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Table 5 Lessons in Negotiating Outsourcing Contracts

1. Discard the vendor’s standard contract.

2. Do not sign incomplete contracts.

3. Hire outsourcing experts.

4. Measure everything during the baseline period.

5. Develop service level measures.

6. Develop service level reports.

7. Specify escalation procedures.

8. Include cash penalties for nonperformance.

9. Determine growth rates.

10. Adjust charges to changes in business.

11. Select your account manager.

12. Include a termination clause.

13. Watch out for change of character clauses.

14. Take care of your people.

Source: European Journal of Marketing 41, no. 7-8 (2007): 888-914

Psychology of strategic management

Several psychologists have conducted studies to determine the psychological patterns involved in strategic management. Typically senior managers have been asked how they go about making strategic decisions. It transcends the capacity of merely intellectual methods, and the techniques of discriminating the factors of the situation. Daniel Isenberg's study of senior managers found that their decisions were highly intuitive. Shoshana Zuboff claims that information technology is widening the divide between senior managers (who typically make strategic decisions) and operational level managers (who typically make routine decisions). She claims that prior to the widespread use of computer systems, managers, even at the most senior level, engaged in both strategic decisions and routine administration, but as computers facilitated (She called it “deskilled”) routine processes, these activities were moved further down the hierarchy, leaving senior management free for strategic decisions making.

Abraham Zaleznik identified a difference between leaders and managers. Whereas managers are claimed to care about process, plans, and form. He also claimed in 1989 that the rise of the manager was the main factor that caused the decline of American business in the 1970s and 80s. According to Corner, Kinichi, and Keats, strategic decision making in organizations occurs at two levels: individual and aggregate. They have developed a model of parallel strategic decision making. The model identifies two parallel processes both of which involve getting attention, encoding information, storage and retrieval of information, strategic choice, strategic outcome, and feedback. There are many reasons why strategic plans fail, especially:
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Table 6 List of reasons why strategic plans fail

Fighting brands 

Price wars 

Will government intervene 

Over-estimation of resource competence 

Can the staff, equipment, and processes handle the new strategy 

Failure to develop new employee and management skills 

Failure to coordinate 

Reporting and control relationships not adequate 

Organizational structure not flexible enough 

Failure to obtain senior management commitment 

Failure to get management involved right from the start 

Failure to obtain sufficient company resources to accomplish task 

Failure to obtain employee commitment 

New strategy not well explained to employees 

No incentives given to workers to embrace the new strategy 

Under-estimation of time requirements 

No critical path analysis done 

Failure to follow the plan 

No follow through after initial planning 

No tracking of progress against plan 

No consequences for above 

Failure to manage change 

Inadequate understanding of the internal resistance to change 

Lack of vision on the relationships between processes, technology and organization, Poor communications 

Insufficient information sharing among stakeholders 

Exclusion of stakeholders and delegates 

Criticisms of strategic management

In an uncertain and ambiguous world, fluidity can be more important than a finely tuned strategic compass. When a strategy becomes internalized into a corporate culture, it can lead to groupthink. Many theories of strategic management tend to undergo only brief periods of popularity. A summary of these theories thus inevitably exhibits survivorship bias (itself an area of research in strategic management). Many theories tend either to be too narrow in focus to build a complete corporate strategy on, or too general and abstract to be applicable to specific situations. Populism or faddishness can have an impact on a particular theory's life cycle and may see application in inappropriate circumstances. See business philosophies and popular management theories for a more critical view of management theories. In 2006, Gary Hamel coined the term strategic convergence to explain the limited scope of the strategies being used by rivals in greatly differing circumstances. Ram Charan, aligning with a popular marketing tagline, believes that strategic planning must not dominate action. 
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Globalization

Definition

Globalization can be defined as the worldwide integration of economic, cultural, political, religious, and social systems. It should not be narrowly confused with economic globalization, which is only one aspect. While some scholars and observers of globalization stress convergence of patterns of production and consumption and a resulting homogenization of culture, others stress that globalization has the potential to take many diverse forms. In economics, globalization is the convergence of prices, products, wages, rates of interest and profits towards developed country norms. Globalization of the economy depends on the role of human migration, international trade, movement of capital, and integration of financial markets. The International Monetary Fund notes the growing economic interdependence of countries worldwide through increasing volume and variety of cross-border transactions, free international capital flows, and more rapid and widespread diffusion of technology. Theodore Levitt is usually credited with globalization's first use in an economic context. 

The word "globalization" can be traced back to 1944. The first era of globalization, in the plethora sense, during the 19th century was the rapid growth of international trade between the European imperial powers, the European colonies, and the United States. After World War II, globalization was restarted and was driven by major advances in technology, which led to lower trading costs. Early forms of globalization existed during the Roman Empire, the Arab Empire and Islamic Golden Age, when Muslim traders and explorers established an early global economy across the Old World resulting in a globalization of crops, trade, knowledge and technology; and later during the Mongol Empire, when there was greater integration along the Silk Road. Because of the high risks involved with international trade, the Dutch East India Company became the first company in the world to share risk and enable joint ownership through the issuing of shares: an important driver for globalization.
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Global Competition Review

In this introduction, we discuss the recent changes in multinational corporations' (MNCs) research and development (R&D) strategies and China's rising role in this new development. Significant changes include: 1) More and more corporations have started overseas R&D operations; 2) the missions of many overseas R&D facilities have shifted from the traditional supplementing and supporting roles to become critical and strategic components of MNCs' global R&D networks; and 3) MNC overseas R&D operations have expanded their geographic reach to carefully selected developing countries. China has benefited from such changes and has become one major attraction for such R&D facilities due to its rich endowment of low-cost and well- trained scientists and engineers as well as its fast growing domestic market and burgeoning foreign investment in manufacturing. The explosion of foreign R&D investment has also been accompanied by the rapid growth of China's domestic investment in R&D. The growth in both domestic and foreign investment in R&D implies that China will improve its position in global economic and technological competition. I opine to conclude that issues related to China's science and technology development in general and foreign R&D in China in particular warrants more research in the future. 

Global competition, advancements in technology and ever changing customers' demand have made the manufacturing companies to realize the importance of flexible manufacturing systems (FMS). These organizations are looking at FMS as a viable alternative to enhance their competitive edge. But, implementation of this universally accepted and challenging technology is not an easy task. A wide gap exists between the proposed approaches/algorithms for the design of different components of FMS and the real-life complexities. Besides describing the gap in various issues related to FMS, some barriers, which inhibit the adaptation and implementation of FMS, have also been identified in this paper. 

 
Report explains the concept of cultural synergy and provides a contrast of societies that could be characterized as having high or low synergy, as well as organizational culture that reflects high and low synergy. Within organizations, the research imminent reported here center on behaviors and practices that contribute to synergy and success among teams, particularly in terms of international projects. Real European leaders actively create a better future through synergistic efforts with fellow professionals. The knowledge work culture favors cooperation, alliances, and partnership, not excessive individualist actions and competition. This trend is evident, as well as necessary, in corporations and industries, in government and academic institutions, in non-profit agencies and unions, in trade and professional associations of all types. In an information or knowledge society, collaboration in sharing ideas and insights is the key to survival, problem solving, and growth. But high synergy behavior must be cultivated in personnel, so we need to use research findings, such as those outlined in this paper, to facilitate teamwork and ensure professional synergy. Contemporary global leaders, then, seek to be effective bridge builders between the cultural realities or worlds of both past and future. Cultivating a synergistic mind-set accelerates this process.
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Liberalization of globalization

Liberalization in the 19th century is sometimes called "The First Era of Globalization", a period characterized by rapid growth in international trade and investment, between the European imperial powers, their colonies, and, later, the United States. It is important to note that liberalization and globalization are distinct. The repeal of the British Corn Laws initiated a period of liberalization, which accelerated globalization. New trade restrictions began to rise again. 
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Recent evolutions of globalization

Globalization in the era since World War II was first the result of planning by economists, business interests, and politicians who recognized the costs associated with protectionism and declining international economic integration. Their works led to the Bretton Woods conference and the founding of several international institutions intended to oversee the renewed processes of globalization, promoting growth and managing adverse consequences. There was the International Bank for Reconstruction and Development (the World Bank) and the International Monetary Fund. The Uruguay round led to a treaty to create the World Trade Organization (WTO), to mediate trade disputes and set up a uniform platform of trading. Other bi- and trilateral trade agreements, including sections of Europe's Maastricht Treaty and the North American Free Trade Agreement (NAFTA) have also been signed in pursuit of the goal of reducing tariffs and barriers to trade grand. Examples include over-fishing of the oceans, water pollution, global warming, global trade, and international terrorist networks. Solutions to these problems necessitate new forms of cooperation and the creation of new global institutions. 
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Measuring globalization

Looking specifically at economic globalization, it can be measured in different ways. These center on the four main economic flows that characterize globalization. There are goods and services, e.g. exports plus imports as a proportion of national income or per capita of population. Labor/people, e.g. net migration rates; inward or outward migration flows, weighted by population. As globalization is not only an economic phenomenon, a multivariate approach to measuring globalization is the recent index calculated by the Swiss Think tank KOF. The index measures the three main dimensions of globalization: economic, social, and political. In addition to three indices measuring these dimensions, an overall index of globalization and sub-indices referring to actual economic flows, economic restrictions, data on personal contact, data on information flows, and data on cultural proximity is calculated. The least globalize countries according to the KOF-index are Haiti, Myanmar the Central African Republic and Burundi. A.T. Kearney and Foreign Policy Magazine jointly publish another Globalization Index. According to the 2006 index, Singapore, Ireland, Switzerland, the U.S., the Netherlands, Canada and Denmark are the most globalize, while Egypt, Indonesia, India and Iran are the least globalize among countries listed.
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Popular attitudes toward globalization

According to a 2003 survey of teenagers from New York, Lebanon, Azerbaijan, and the Philippines, teenagers both in the United States and elsewhere are largely in favor of globalization. Conversely a CNN survey in 2007 found that only 5% of all people in America are in favor of globalization. The people involved cited major job insecurity as a big worry.

Pro-globalization (globalism)

Globalization advocates such as Jeffrey Sachs points to the average drop in poverty rates in countries, such as China, where globalization has taken a strong foothold, compared to areas unaffected by globalization, such as Sub-Saharan Africa, where poverty rates have remained stagnant. Economic theories of comparative advantage suggest that free trade leads to more efficient allocation of resources, with all countries involved in the trade benefiting. In general, this leads to lower prices, more employment, higher output and a higher standard of living for those in developing countries -Jeffrey D. Sachs, The End of Poverty, 2005. Libertarians and other proponents of laissez-faire capitalism say that higher degrees of political and economic freedom in the form of democracy and capitalism in the developed world are produced higher levels of material wealth. Supporters of democratic globalization are sometimes called pro-globalizes. They believe that the first phase of globalization, which was market-oriented, should be followed by a phase of building global political institutions representing the will of world citizens. Supporters of globalization argue that the anti-globalization movement uses anecdotal evidence to support their protectionist view, whereas worldwide statistics strongly support globalization: At the same time, the world population increased, so in percentage terms the number of such people in developing nations declined from 40% to 20% of the population. With the greatest improvements occurring in economies rapidly reducing barriers to trade and investment; yet, some critics argue that more detailed variables measuring poverty should be studied instead. 

Income inequality for the world as a whole is diminishing.  As noted below, there are others disputing this. If everyone lived in abject absolute poverty, then relative income inequality would be very low. Life expectancy has almost doubled in the developing world since World War II and is starting to close the gap between itself and the developed world where the improvement has been smaller. Infant mortality has decreased in every developing region of the world. Between 1950 and 1999, global literacy increased from 52% to 81% of the world. Supporters of globalization are highly critical of some current policies. Tariffs and trade barriers, thereby, hinder the economic development of developing economies, adversely affecting living standards in these countries. Between 1994 and 2002, both North America's and the European Union's shares of cultural exports declined, while Asia's cultural exports grew to surpass North America.
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Figure 2 List of poverty rates globalization living 

Area Demographic 1981 1984 1987 1990 1993 1996 1999 2002 Percentage Change 1981-2002 

East Asia and Pacific Less than $1 a day 57.7% 38.9% 28.0% 29.6% 24.9% 16.6% 15.7% 11.1% -80.76% 

Less than $2 a day 84.8% 76.6% 67.7% 69.9% 64.8% 53.3% 50.3% 40.7% -52.00% 

Latin America Less than $1 a day 9.7% 11.8% 10.9% 11.3% 11.3% 10.7% 10.5% 8.9% -8.25% 

Less than $2 a day 29.6% 30.4% 27.8% 28.4% 29.5% 24.1% 25.1% 23.4% -29.94% 

Sub-Saharan Africa Less than $1 a day 41.6% 46.3% 46.8% 44.6% 44.0% 45.6% 45.7% 44.0% +5.77% 

Less than $2 a day 73.3% 76.1% 76.1% 75.0% 74.6% 75.1% 76.1% 74.9% +2.18% 

SOURCE: World Bank, Poverty Estimates, 2002 - 6

Anti-globalization

Critiques of the current wave of economic globalization typically look at both the damage to the planet, in terms of the perceived unsustainable harm done to the biosphere, as well as the perceived human costs, such as increased poverty, inequality, injustice and the erosion of traditional culture which, the critics contend, all occur as a result of the economic transformations related to globalization. The movement is very broad, including church groups, national liberation factions, peasant unionists, intellectuals, artists, protectionists, anarchists, those in support of relocalization and others. One of the key points made by critics of recent economic globalization is that income inequality, both between and within nations, is increasing as a result of these processes. Also, "incomes in the lower deciles of world income distribution have probably fallen absolutely since the 1980s". Furthermore, the World Bank's figures on absolute poverty were challenged. 

A chart that gave the inequality a very visible and comprehensible form, the so-called 'champagne glass' effect, was contained in the 1992 United Nations Development Program Report, which showed the distribution of global income to be very uneven, with the richest 20% of the world's population controlling 82.7% of the world's income.
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Figure 3 List of richest controlling the poor

Richest 20% 82.7% 

Second 20% 11.7% 

Third 20% 2.3% 

Fourth 20% 1.2% 

Poorest 20% 1.4% 

SOURCE: United Nations Development Program. 1992 Human Development Report

Leadership empowerment

The research summarizes the failures of current leadership development models and discusses steps, with specific actions, necessary for developing future leaders and leadership teams. No one is better qualified to develop a company's future leaders than its current leaders. The research proposes a new model for leadership development that explores appropriate steps to identify talent, develop the talent individually, and concurrently develop future leadership teams. Emerging Leaders Program (ELP) development is necessary for executive leadership. It is critical for current leaders to begin developing the next generation of leadership immediately in order to maintain continuity of leadership and to keep companies viable from generation to generation. In recent years, the term empowerment has become part of everyday management language, which means empowerment is theory and practice DBA processes this portfolio. The program built around three areas: meeting and learning from current leaders, skill development, teamwork and collaboration.
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Table 7 List of acts of leading.

1 Terminology, usage and conceptual scope 

2 Categories and types of leadership 

3 The Psychology of Leadership 

4 The Embodiment of Leadership 

5 Leadership associated with positions of authority 

5.1 Leadership cycles 

5.2 Titles emphasizing authority 

5.3 Symbolism of leadership 

6 Leadership among primates 

7 Scope of leadership 

8 Orthogonality and leadership 

9 Support-structures for leadership 

10 Determining what makes "effective leadership" 

10.1 Suggested qualities of leadership 

10.2 Leadership styles

11 Leadership's relation with management 

12. Co-leadership 

13. Divided leadership 

14 Historical views on leadership 

15 Alternatives to leadership 

These items are available for future research on aspiration traits.

Leadership and vision (aspiration)
Many definitions of leadership involve an element of vision - except in cases of involuntary leadership and often in cases of traditional leadership. A vision provides direction to the influence process. A vision, for effectiveness, should allegedly: 

Describe a future state; credible and preferable to the present state appear desirable enough to energize followers. For leadership to occur, according to this theory, some people ("leaders") must communicate the vision to others ("followers") in such a way that the followers adopt the vision as their own. Numerous techniques aid in this process, including: narratives, metaphors, and symbolic actions, leading by example, incentives, and penalties. Stacey has suggested that the emphasis on vision puts an unrealistic burden on the leader. Assessing the status quo, formulation and articulation of the vision, and implementation of the vision. This model suggests effective leadership needs these behaviors. Some commentators link leadership closely with the idea of management. Some regard the two as synonymous, and others consider management a subset of leadership. If one accepts this premise, one can view leadership as: 

Any of the bipolar labels traditionally ascribed to management style could also apply to leadership style. Hersey and Blanchard use this approach: they claim that management merely consists of leadership applied to business situations; or in other words: management forms a sub-set of the broader process of leadership. Management is a kind of leadership in which the achievement of organizational goals is paramount." Abraham Zaleznik delineated differences between leadership and management. Warren Bennis further explicated a dichotomy between managers and leaders.
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Table 8 List of Dichotomy between managers and leaders

Managers administer, leaders innovate 

Managers ask how and when, leaders ask what and why 

Managers focus on systems, leaders focus on people 

Managers do things right, leaders do the right things 

Managers maintain, leaders develop 

Managers rely on control, leaders inspire trust 

Managers have a short-term perspective, leaders have a longer-term perspective 

Managers accept the status quo, leaders challenge the status quo 

Managers have an eye on the bottom line; leaders have an eye on the horizon 

Managers imitate, leaders originate 

Leadership by a group

In contrast to individual leadership, some organizations have adopted group leadership. Others may see the traditional leadership of a boss as costing too much in team performance. A common example of group leadership involves cross-functional teams. A team structure can involve sharing power equally on all issues, but more commonly uses rotating leadership. The team member(s) best able to handle any given phase of the project become(s) the temporary leader(s). Rather than an autocratic or charismatic conductor deciding the overall conception of a work and then dictating how each individual is to perform the individual tasks, the Orpheus team generally selects a different "core group" for each piece of music. The core group provides leadership in working out the details of the piece, and presents their ideas to the whole team. At times the entire Orpheus team may follow a single leader, but whom the team follows rotates from task to task, depending on the capabilities of its members. The orchestra has developed seminars and training sessions for adapting the Orpheus Process to business.

As a compromise between individual leadership and an open group, leadership structures of two or three people or entities occur commonly. The Middle Ages saw leadership divided between the secular and spiritual realms - between Emperor and Pope. 

Whereas sometimes one can readily and definitively identify the locus of leadership, in other circumstances the situation remains obscured. Pre-modern Japan offers a classical example: the emperors provided symbolic and religious leadership, but the shoguns embodied virtually all-political and administrative leadership.

Heads of state may operate at cross-purposes with heads of government. Political leaders may or may not align closely with religious leaders. And in federal-type systems, regional leadership and its potentially different systems may cross swords with national leaders. 
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Summary:

A long-term coordinated strategy is necessary to give a company structure, direction, and focus. Andrews, and others developed this core idea into SWOT analysis at the Harvard Business School General Management Group. A strategy grid that compared market penetration strategies, product development strategies, market development strategies and horizontal and vertical integration and diversification strategies should develop. This evolved into a theory of management by objectives (MBO). Ellen-Earle Chaffee recapitulates the main elements of strategic management theory. 

Strategic management involves both strategy formation and also strategy implementation Strategic management is done at several levels: overall corporate strategy, and individual business strategies. A company occupies competitive advantage (CA) position while open to its competitive landscape. Sustainable Competitive Advantage (SCA) is different from a competitive advantage (CA) in that it provides a long-term advantage that is not easily replicated. In marketing and strategic management, sustainable competitive advantage is an advantage that one firm has relative to competing firms. Sustainable Competitive Advantage: a company has a sustained competitive advantage when its strategies enable it to maintain above-average profitability for a number of years. Strategic management is the art and science of formulating, implementing and evaluating cross-functional decisions that will enable an organization to achieve its objectives. Strategic management, therefore, combines the activities of the various functional areas of a business to achieve organizational objectives. Some organizations are starting to experiment with collaborative strategic planning techniques that recognize the emergent nature of strategic decisions. Large corporations have several levels of strategy. Strategic management has highest level, the broadest, and applying to all parts of the firm. It gives direction to corporate values, corporate culture, corporate goals, and corporate missions. Under this broad corporate strategy there are often functional or business unit strategies.

Functional strategies include marketing strategies, new product development strategies, human resource strategies, financial strategies, legal strategies, supply-chain strategies, and information technology management strategies. A strategic business unit is a semi-autonomous unit within an organization. Each SBU is responsible for developing its business strategies, strategies that must be in tune with broader corporate strategies. The “lowest” level of strategy is operational strategy. Corporate strategy refers to the overarching strategy of the diversified firm. It is felt that knowledge management systems should be used to share information and create common goals. Strategic divisions are thought to hamper this process. Most recently, this notion of strategy has been captured under the rubric of dynamic strategy, popularized by the strategic management textbook authored by Carpenter and Sanders. This work builds on that of Brown and Eisenhart as well as Christensen and portrays firm strategy, both business and corporate, as necessarily embracing ongoing strategic change, and the seamless integration of strategy formulation and implementation. Strategic management deals with size, growth, and portfolio theory.
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                                      CHAPTER THREE:

                                        METHODOLOGY

                                           Introduction

Marketing Power Integrated marketing communication can be defined as a holistic approach to promote buying and selling in the digital economy. Online marketing channels include any e-marketing campaigns or programs, from search engine optimization (SEO), pay-per-click, affiliate, and email, banner to latest web related channels for Weimar, bog, RSS, pod cast, and Internet TV. Integrated Marketing Communications (IMC), according to The American Marketing Association, is “a planning process designed to assure that all brand contacts received by a customer or prospect for a product, service, or organization are relevant to that person and consistent over time.” 
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Method of research

An effective corporate aspiration sets the stage for the values and norms that drive most excellent companies. Research as a form of interpretive, narrative inquiry contributes to the pursuit of high-quality public organization erudition, along with other forms of explanatory research that have dominated the field locally, internationally and globally. 

Results require forming an effective corporate aspiration, needs a recurring senior executive challenge that entails careful timing and analysis, close interaction with employees and other stakeholders, and a certain amount of experimentation. Aspirations help create economic and cultural value necessary for continuity and focus the energy of the employees in the organization. The briefing saves busy executives and researchers hours of reading time by selecting only the very best, most pertinent information and presenting it in a condensed and easy-to-digest format.

Marketing research methods

Based on questioning:

Methodologically, marketing research uses the following types of research designs: 

Qualitative marketing research - generally used for exploratory purposes - small number of respondents - not generalizable to the whole population - statistical significance and confidence not calculated - examples include focus groups, in-depth interviews, and projective techniques. 

Quantitative marketing research - generally used to draw conclusions - tests a specific hypothesis - uses random sampling techniques so as to infer from the sample to the population - involves a large number of respondents - examples include surveys and questionnaires

Based on observations:

Ethnographic studies -, by nature qualitative, the researcher observes social phenomena in their natural setting - observations can occur cross-sectionally (observations made at one time) or longitudinally (observations occur over several time-periods) - examples include product-use analysis and computer cookie traces. 

Researchers often use more than one research design. They may start with secondary research to get background information, and then conduct a focus group (qualitative research design) to explore the issues. 

Techniques experimentation-, by nature quantitative, the researcher creates a quasi-artificial environment to endeavor to control spurious factors, then manipulates at least one of the variables - examples include purchase laboratories and test markets.

Finally they might do a full local, nation-wide and international survey (quantitative research design) in order to devise specific recommendations for marketing.

Business to business market research

Business to business (B2B) research is inevitably more complicated than consumer research. B2B products and their applications are more complex than consumer products. Personal relationships are of critical importance in B2B markets. Most of B2B market research today is done online, using online panels. The decision-making unit is far more complex in B2B markets than in consumer markets. There are four key factors that make B2B market research special and different to consumer markets: 

Finding the right respondents is crucial in B2B research since they are often busy, and may not want to participate. 

B2B marketers address a much smaller number of customers who are very much larger in their consumption of products than is the case in consumer markets. 

The researchers need to know what type of multi-faceted approach will answer the objectives, since seldom is it possible to find the answers using just one method. Encouraging them to “open up” is yet another skill required of the B2B researcher. 

Last, but not least, most business research leads to strategic decisions and this means that the business researcher must have expertise in developing strategies that are strongly rooted in the research findings and acceptable to the client.
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International marketing research

International Marketing Research relies more on primary data rather than secondary information. Gathering the primary data can be hindered by language, literacy and access to technology. International Marketing Research follows the same path as domestic research, but there are a few more problems that may arise. Customers in international markets may have very different customs, cultures, and expectations from the same company. In this case, secondary information must be collected from each separate country and then combined, or compared.
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India marketing research

With the opening of the Indian economy, the markets have gradually become buyers' markets. In India, market research is essentially used as a reactive tool, it is in the static stage; whereas, I feel that MR should serve as a proactive tool, helping corporations optimize their functioning by bringing research into all marketing efforts, by integrating it into the long and short term marketing strategies and by involving the operational staff who actually carry out the work that can use informed research results. I see myself, as an MR professional, using research as an actionable tool, incorporating cutting edge methodologies, and getting the needed results while saving time and money. To achieve this, I would like to gain exposure to the latest practices adopted by the trend makers in the field of market research and information systems. To this end, I would probably want to work with a leading international market research firm that would enable me to help corporations leverage their focus. Market research is a sensitive and flexible instrument to be applied with insight, imagination and creativity. I realize the importance of market research to companies. 
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Marketing practice

In practice, as opposed to theory, research has indicated that the outstanding problems facing marketers lie in the use of specific functions. Most senior managements have committed to the philosophy, even though their junior managers may be cynical about the degree of that commitment. Unfortunately, there is little evidence to show that this newfound belief has led to positive action. In particular, pricing is largely on a cost-plus or competitive basis, promotional budgets are small (and spent more on sales promotion than advertising or PR), 'place' is - in any case - not relevant, and marketing research is almost all second-hand.
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Direct marketing

Direct marketing is a sub-discipline and type of marketing. The second most common form of direct marketing is telemarketing, where marketers call selected (or random) telephone numbers. A related form of marketing is infomercials. They are typically called "direct response" marketing rather than direct marketing because they try to achieve a direct response via television presentations. Direct marketers also use media such as door hangers, package inserts, magazines, newspapers, radio, television, email, internet banner ads, pay-per-click ads, billboards, transit ads, etc. Direct response or direct-response advertising is both synonymous terms for direct marketing. Email Marketing, including Spam may have passed telemarketing in frequency at this point, and it is a third type of direct marketing. And according to Ad Age, "In 2005, U.S. agencies generated more revenue from marketing services than from traditional advertising and media." 

This aspect of direct marketing involves an emphasis on trackable, measurable results (known as "response" in the industry) regardless of medium. The most common form of direct marketing is direct mail, where the marketers use a reduced "bulk mail" postal rate to send paper mail to all postal customers in an area or all customers whose addresses have been taken from a list. This involves unsolicited commercial communication with consumers or businesses. Viewers respond via telephone or internet, credit card in hand. If the ad in the medium asks the prospect to take a specific action--call a free phone number, visit a website, return a response card, place an order, visit a purl, complete a survey, etc.--then the effort is considered to be direct marketing.
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Market share misleading

Based on market share investors or marketers should be cautioned while entering into market sharing. This report examines the structure, evolution and performance of the Nigerian capital market. So also did the listed companies on the Nigerian Stock Exchange. Investor optimism, regulatory and tax benefits have contributed. One endemic problem appears to be market liquidity. The naira-based performance is misleading, however, since the dollar-based performance shows a decline rather than an increase. In recent years, a combination of new listings, manifested by privatization and commercialization of state owned firms, as well as higher prices increased total market capitalization. Using liquidity as a measure of stock market development, therefore, it seems that the Nigerian stock market is illiquid and that it has contributed very little to the growth of the Nigerian economy.  Some of the factors responsible for the increase are the indigenization programs, various economic reforms and government imposition on banks to invest a significant portion of their reserve capital in priority sectors. The number and branches of financial institutions increased significantly since its inception in 1960. However, the increase is only in naira terms since a rapidly depreciating naira pushed share prices lower in dollar terms. The pattern of growth is, therefore, far from impressive when compared with other emerging markets. 
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Project business

Endeavoring to elaborate a framework of project business as a distinct mode of internationalization. There are findings that, using project business as its core internationalization mode, the company has expanded its global business as well as entering and succeeding in foreign business networks. The study provides a framework for positioning project business as a separate internationalization mode. It illuminates the network and relationship-building aspects of project business.  Comparing it with other internationalization modes portrays the uniqueness and complexity of project business as a core mode. Market provides a comparative framework for internationalization modes. This study provides managers with an understanding of project business as a distinct and profitable mode of internationalization. Using the endemic method, the paper constructs a comparative framework of project business and other forms of internationalization. However, this provides opportunities for network interactions that can facilitate further project business openings in a foreign market and on a global level.
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Strategic Positioning of Alliances 

A simple linear demand structure is used to analyze firms' and alliances' strategic positioning with regard to cost reduction and product differentiation. In particular, we compare investment decisions under competition and in alliances and analyze comparative static properties concerning changes in market size. The analysis reveals that the optimal allocation of resources for strategic positioning changes markedly when a firm enters an alliance: the general investment level decreases with a shift towards more cost reduction and less product differentiation between the two strategies. In contrast to this model explicitly allow firms to allocate their budget. Another finding is that alliances, as well as independent firms, in larger markets invest more in both strategies and investment is driven towards product differentiation.

Reference:

Machiko Nissanke and Erik Thorbecke. (2007). "The Impact of Globalization on the World’s Poor: Transmission Mechanisms", Studies in Development Economics and Policy, Palgrave Macmillan. ISBN 0230004792

High tech M&A strategic valuation

Report examines how in addition to the high-tech market & acquisition (M&A) strategic objective, the decision on the post closing integration strategy should be considered as part of a target's firm valuation. It also proposes a framework to guide high-tech firms to select an integration strategy and its valuation impact in relation to the acquisition strategic objective, the due diligence outcome and the integration strategy. Planned management interventions, including the acquirer's management integration strategy decision, should also be considered. The outcome of this project is raising the importance of due diligence and post integration strategy in relation to other factors that impact transaction outcome such as intellectual capital retention and valuation. The purpose of this report is to show how Sarbanes-Oxley is motivating corporate boards. It further argues that intellectual capital retention, an important element of the target firm's valuation, is directly related to how closely the pace and degree of integration matches the acquirer's strategic objectives and the outcome of the due diligence.
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Marketing myopia/ Scotoma

Those with myopia see nearby objects clearly but distant objects appear blurred. Mainstream ophthalmologists and optometrists most commonly experts have to correct myopia through the use of corrective lenses, such as glasses or contact lenses. 

Scotoma

How does it relate to a business owner?” Scotoma is essentially wound, a blind spot, and, as a business owner, having a blind spot can be fatal to your business.  How? When the owner focuses too intently on working in his business (as the technical expert) instead of on his business as an aspirant the blind spot develops, narrowing the owner’s overall vision until he is blind to growth - opportunities and marketing myopia sets in. However, a business owner who doesn’t prepare for challenge of business ownership will be in future robbed vision by scotoma in competition period.

Advanced Marketing Consultants (AMC) would suggest that owner, and another business owner’s situation, out source their marketing tasks. If you are responsible for day to day management, as well as all the marketing, then your business is losing revenues in direct proportion to the degree that you spend time managing your business as opposed to marketing your business. Supposing a buggy whip manufacturer in many years ago defined its business as the "transportation starter business", they might have been able to make the creative leap necessary to move into the automobile business when technological alter demanded it. It trains managers to look beyond their current business activities and think "outside the box". To cut off the term "marketing macropia" is to overly broad view of your industry. People who focus on marketing strategy, various predictive techniques, and the customer's lifetime value can rise above myopia to a certain extent. This can entail the use of long-term profit objectives, sometimes at the risk of sacrificing short-term objectives, such as price cut techniques. Seemingly overnight, the blind spot may grow very large, preventing owner from seeing what needs to help business grow.
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Search marketing myopia

Search marketing myopia describes when businesses focus on search engine optimization as opposed to customer or web visitor goals. Coined by Damon Lightly, search marketing myopia draws from the concept of marketing myopia which describes when business forget that marketing should focus not on products but on customers. Businesses suffering from search marketing myopia seem to think that if they can get to the top of searching engine’s for their targeted key phrases then they'll naturally reap the rewards and new leads and orders will come flooding in. If this doesn't work, business try looking elsewhere and start targeting different key phrases, in the hope that those key phrases will drive leads and sales. And when those key terms don't deliver they repeat the same process until it becomes an unhealthy obsession.
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                                   CHAPTER FOUR:

                     SUMMARY, DISCUSSION, AND CONCLUSION

Summary

Marketing has long had a place in the planning and management of public sector recreation. An alternative form, relational marketing, may be better suited to public purpose organizations. Relational marketing focuses on the development or fostering of a relationship between the public and the public agency. Thus, relational marketing focuses on building confidence in the agency’s prowess to guard the short- and long-term interests of the public. Any public action or policy change should consider how it potentially affects the varying public’s relationship with the agency and the services it provides. Any interaction with the public (e.g., marketing) should focus on the intended public purpose, which guides the agency. The challenge for public agencies, such as the Forest Service, is to be responsive to the different relationships the public has with the agency. Whereas transactional marketing focuses on fostering current and continuing purchases of goods and services, relational marketing extends beyond the direct economic exchange. Managers must demonstrate stewardship, care, responsiveness, and continuing service to today’s public and future generations. 

The research reported here conceptualizes the relationship between the public and the agency into three dimensions: social trust (the degree to which individuals perceive the agency to share their views, goals, and values); commitment (the investment, attachment, and longevity of the relationship to the agency); and social responsibility (which includes attitudes towards the goals or public purposes of the agency).  Market segmentation based on these dimensions yielded distinct subpopulations of the general public.   Relational marketing seems better suited to these objectives compared with transactional marketing, which is more dominant in private sector businesses. In particular, the use of market segmentation has allowed leisure providers to better understand their clients’ needs and to tailor their services to the diversity of those needs.
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Discussion

The benefits of high market share naturally lead to an interest in growth strategies. One of the most valuable concepts in the strategic management of multi-divisional companies was portfolio theory. Each operating division, called strategic business units, (SBU) must be treated as a semi-independent profit center with its own revenues, costs, objectives, and strategies. Smaller niche players could also obtain very high returns by applying strategy theory. The customer becomes the driving force behind all strategic business decisions. Richard Pascale and Anthony Athos in The Art of Japanese Management claimed that the main reason for Japanese success was their superior management techniques. Value oriented CEOs - The CEO should actively propagate corporate values throughout he organization. 

Active strategic management required active information gathering and active problem solving. Some forces analysis Porter identifies the forces that shape a firm's strategic environment. Eliminating layers of management creating flatter organizational hierarchies. Process management uses some of the techniques from product quality management and some of the techniques from customer service management. Because of the broad applicability of process management techniques, they can be used as a basis for competitive advantage. A significant movement started that attempted to recast selling and marketing techniques into a long-term endeavor that created a sustained relationship with customers (called relationship selling, relationship marketing, and customer relationship management).

Strategy change allowed society to assimilate the change and deal with it before the next change arrived. Strategy as perspective - strategy determined primarily by a master strategist. Strategy as position - locating of brands, products, or companies within the conceptual framework of consumers or other stakeholders - strategy determined primarily by factors outside the firm. Information technology allows marketers to treat each individual as its own market, a market of one. Access to information systems have allowed senior managers to take a much more comprehensive view of strategic management than ever before.
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Conclusion

Several psychologists have conducted studies to determine the psychological patterns involved in strategic management. Shoshana Zuboff claims that information technology is widening the divide between senior managers (who typically make strategic decisions) and operational level managers (who typically make routine decisions). The model identifies two parallel processes both of which involve getting attention, encoding information, storage and retrieval of information, strategic choice, strategic outcome, and feedback. Information is driving marketing to globalization. Globalization is the worldwide integration of economic, cultural, political, religious, and social systems. Globalization of the economy depends on the role of human migration, international trade, movement of capital, and integration of financial markets. 

Globalization in the era since World War II was first the result of planning by economists, business interests, and politicians who recognized the costs associated with protectionism and declining international economic integration. Looking specifically at economic globalization, it can be measured in different ways. These center on the four main economic flows that characterize globalization. Supporters of globalization argue that the anti-globalization movement uses anecdotal evidence to support their protectionist view, whereas worldwide statistics strongly support globalization: At the same time, the world population increased, so in percentage terms the number of such people in developing nations declined from 40% to 20% of the population. Supporters of globalization are highly critical of some current policies. Tariffs and trade barriers, thereby, hinder the economic development of developing economies, adversely affecting living standards in these countries. This model suggests effective leadership needs these behaviors. Some commentators link leadership closely with the idea of management for local, national, international and global corporation. Hersey and Blanchard use this approach: they claim that management merely consists of leadership applied to business situations; or in other words: management forms a sub-set of the broader process of leadership.
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                                              Appendices       

Demographic/Demography

Demographic marketers use demographics in marketing research, and the assessment of the changing trends of consumer behavior. Demographics can be called a science and demographic marketers can be called scientists. Demography is used to calculate life tables, which give the life expectancy of members of the population by sex and age. Demographic changes are important for many businesses. Demographics refer to selected population characteristics as used in government, marketing or opinion research, or the demographic profiles used in such research. We commonly used demographics include race, age, income, disabilities, mobility (in terms of travel time to work or number of vehicles available), educational attainment, home ownership, employment status, and even location. Demographic trends describe the changes in demographics in a population over time. Demographics are frequently used in economic and marketing research. 

By understanding how various characteristics of the people reflect their tastes demographic marketers get an idea of the probability of the sales returns of a launched product in a given area. For example, the fall in the number of people aged 10–20 during the 1980s and the first half of the 1990s has led to many school closures, a shrinkage in the potential market for teenage clothes, and a fall in the number of young people available for recruitment into jobs by employers. Distributions of values within a demographic variable, and across households, are both of interest, as well as trends over time.  Study of the size, structure, dispersement, and development of human populations is to establish reliable statistics on such factors as birth and death rates, marriages and divorces, life expectancy, and migration. Demography is significant in the social sciences as the basis for industry and for government planning in such areas as education, housing, welfare, transport, and taxation. For example, the average age of a population may increase. . Using demographics, a marketing manager can try to grasp what people think and what they are willing to buy. A demographic is used to describe individuals who are from a particular area. It can also be used to describe individuals who would rely on purchasing a particular product or service. It may decrease as well as certain restrictions may be in place, for instance like in China if the population is high.

Reference:

Warwick E. Murray. (2006). Geographies of Globalization, Routledge/Taylor and Francis. ISBN 0415317991 

World Bank, Poverty Rates, 1981 - 2003. Retrieved on 2007-06-04. 

http://reason.com/news/show/34961.html BAILEY, R. (2005). 

Demographic vs. Demography

Demographic as an adjective can refer to either, e.g., demographic transition Demographic variables Demographic Marketers and other social scientists often group populations into categories based on demographic variables. Some frequently used demographic variables are: 

Age 

Sex / Gender 

Race/ Ethnicity 

Socioeconomic status (SES) 

Location of residence 

Religion 

Marital status 

Ownership (home, car, pet, etc.) 

Language 

Mobility

Demographic profiles in marketing Marketers typically combine several variables to define a demographic profile. The term demographic as a noun is often used erroneously in place of demography, the study of human population, its structure and change. Although there is no absolute delineation, demography focuses on population structure, processes and dynamics, whereas demographics is most often used in the fields of media studies, advertising, marketing, and polling, and should not be used interchangeably with the term "demography" or (more broadly) "population studies". 

Reference:

Ross John King and Karen Vandiver King. (2007). It Is: Globalization, True Democracy, and World Morals. Global Public Publishing. ISBN 978-0-9795-5450

Life cycles (fertility, mortality, migration) 

A demographic profile (often shortened to "a demographic") provides enough information about the typical member of this group to create a mental picture of this hypothetical aggregate. For example, a marketer might speak of the single, female, middle-class, and age 18 to 24 demographic. 

Marketing researchers typically have two objectives in this regard: first to determine what segments or subgroups exist in the overall population and secondly to create a clear and complete picture of the characteristics of a typical member of each of these segments.

Reference:

Wilson, Edward O. (2003). The Future of Life. New York, New York: Random House. 0679450785.  

Generational cohorts

A generational cohort has been defined as "the aggregation of individuals (within some population definition) who experience the same event within the same time interval". Today the concept has found its way into popular culture through well-known epitomes like "baby boomer".  Karl Mannheim first introduced the notion of a group of people bound together by the sharing of the experience of common historical events due to their birth in a particular period of time in the early 1920s. 

Reference:

Redith, G., Schewe, C., and Haim, A. (2002), Managing by defining moments: Innovative strategies for motivating 5 very different generational cohorts, Hungry Minds Inc., New York, 2002, ISBN 0-7645-5412-3

Cohorts in the United States

The next phase was a "high" period and those born in this period were called "prophets". The next phase was an "awakening period" and people born in this period were called "nomads". The final stage was the "unraveling period" and people born in this period were called "heroes". When the ages of the respondents were correlated with the expressed importance rankings, seven distinct cohorts became evident. 1) The first phase consists of times of relative crisis and the people born during this period were called "artists". A study by William Strauss and Neil Howe, in their books Generations and Fourth Turning, looked at generational similarities and differences going back to the 15th century and concluded that over 80 year spans, generations proceed through 4 stages of about 20 years each. (The most recent "high period" occurred in the 50s and 60s (hence baby boomers are the most recent crop of "prophets"). 

Reference:

BAILEY, R. (2005). The poor may not be getting richer but they are living longer. Oxford Leadership Academy. 

Memorable events

The Great Depression, high levels of unemployment, poverty, lack of creature comforts, financial uncertainty. 

Memorable events: men leaving to go to war and many not returning, the personal experience of the war, women working in factories, focus on defeating a common enemy 

Key characteristics: the nobility of sacrifice for the common good, patriotism, and team player. 

 Memorable events: assassinations of JFK, Robert Kennedy, and Martin Luther King, political unrest, walk on the moon, Vietnam War, anti-war protests, social experimentation, sexual freedom, civil rights movement, environmental movement, women's movement, protests and riots, experimentation with various intoxicating recreational substances.

Memorable events: Watergate, Nixon resigns, the cold war, the oil embargo, raging inflation, gasoline shortages.

Memorable events: Challenger explosion, Iran-Contract, social malaise, Reaganomics, AIDS, safe sex, fall of Berlin Wall, single parent families 

Generation Y cohort also called N Generation (born from 1980 to 2001) Memorable events: rise of the internet, September 11 attacks, cultural diversity, wars in Iraq. Key characteristics: quest for physical security and safety, patriotism, heightened fears, acceptance of change, technically savvy, environmental issues.

Most demographic information is also culturally based. The generational cohort information above, for example, applies primarily to North America (and to a lesser extent to Western Europe) and it may be unfruitful to generalize conclusions more widely. Klauke, A. (2000) Coping with Changing Demographics An analysis of the effect of changing demographic patterns on school enrollments and education. Demographic history of the United States (redirected from Demographics history of the Ads by Goggle Demographic Projections 2007 / 20112 U.S. demographic projections down to the Block Level www.GeoLytics.com.

Reference:

Demographic history of the United States, redirected from Demographics history of the Ads by GoogleDemographic Projections 2007 / 20112 U.S. demographic projections down to the Block Level.

Redith, G., Schewe, C., and Haim, A. (2002), Managing by defining moments: Innovative strategies for motivating 5 very different generational cohorts, Hungry Minds Inc., New York, 2002, ISBN 0-7645-5412-3

American population growth patterns projections

2000 282,338,631 

2010 309,162,581 

2020 336,031,546 

2030 363,811,435 

2040 392,172,658 

2050 420,080,587 

2060 450,988,516
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