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HUAHL: 2
Objectives
*The case contributes to learning at three broad levels:
1. The strategic level
2. The organizational level

3. The managerial level

Subject and assignment questions

1. Subject: IKEA strategy in Sweden/ Questions: What were the sources of
IKEA’ s successful entry in furniture retailing business in Sweden?
2.Subject: IKEA’ s strategy while expanding internationally/ Questions:
How important was internationalization to IKEA? What challenges did IKEA
face while expanding internationally, and how did it overcome them?

3 Subject: Organizational capabilities of IKEA/ Questions: What were the
management processes by which IKEA coordinated and controlled its
Euro—wide operations? How effective were they?

4. Subject: Organizational value and Ingwar Kamprad’ s vision/ Questions:
What were Ingvar’ s role in IKEA’ s development?

5. Subject: Action plan for the future/ Questions: What challenges lie
ahead for IKEA? Please recommend what course of action Anders Moberg

should follow in order to deal with them?
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2l X Case definition
Cases and exercises are not the same thing.
A case is a: A resource for group discussion. Whose purpose is to help
people to acquire the aptitude to:
Think
Discuss

Exchange points of view

S5

Outline of A Typical Case
Here is a typical outline of the information which a case will cover. Of
course, this outline can differ from one case to another.
(1) The Issue: Description of the problem at hand
(2) The Character(s): Description of person(s) in charge, such as time
spent in the company, executive(s) to whom he/she reports, etc.
(3) The Company: Background of the company and the business unit concerned,
including history, key numbers, organizational structure, geographic
scope, corporate philosophy, products, etc.

Continue to the last page
(4) The Industry: Size (domestically, world wide, or in countries
concerned), key trends (technical, social, economic, political),
customer groups, competition, products and markets, strategies and key
success factors, etc.

(5) The Options: What are the different options to solved the issue



highlighted by the case (e.g. management systems, information systems,

costing/pricing). What are the pros and cons of each option?

Sp

Case Analysis
Background presentation or introduction
Identification of problem or issues
Using information such as facts, practices, data to describe
Using Model to analyze
Present the solution of issues

Conclusion, implications, and Suggestion

B0 BEZE
Guidelines of International Business and Multi—National Management (MNCs)
1. The Scope & Framework of International Business & Cross—Border
Management
International Business and Internationalization
International business: Theories and practices
Cross—border strategic management and major issues;
key issues needed to be discussed
2. International Business
International business takes place when business carried out across
national borders.
International business as a field of management education deals with the
special features of business activities that cross borders.
These activities may be movements of goods, services, capital, or
personnel; transfers of technology, knowledge, information, or data.
3. MNCs
An Enterprise (a) comprising entities in two or more countries, regardless
of the legal form and fields of activity of these entities, (b) which
operates under a system of decision—making, permitting coherent policies
and a common strategy through one or more decision-making centers, (c)
in which the entities are so linked, by ownership or otherwise, that one
or more of them may be able to exercise a significant influence over the
activities of others, and , in particular, to share knowledge, resources

and responsibilities with the others.



In essence, this definition pays more attention on the importance of
strategic and organizational integration and, thereby, management
integration of operations located in different countries is regarded as
the key differentiating characteristic of an MNC.

What really differentiates the MNC is that it creates an internal
organization to carry out key cross—border tasks and transactions

internally rather than depending on trade through the open markets.

1. Structural Criterion

(1) Operations location

(2) Value activities’ Facilities and relationship

(3) Ownership

2. Transnationality

3. Attitude toward international business (ethnocentric, polycentric,
and geocentric)

4. Internationalization

Internationalization is the process by which firms increase their
awareness of the influence of international activities on their future,
and establish and conduct transactions with firms from other countries.
4.1 Perspective: Out—war & In—ward-Looking

Internationalization has both inward looking and outward looking
dimension.

The outward—looking perspective incorporates an awareness of the nature
of competition in foreign markets, and includes the following modes of
activities:

a. Exporting

B. Acting as licensor to a foreign company

c. Establishing joint ventures outside the home country with foreign
companies

d. Establishing or acquiring wholly—owned businesses outside the home

country

Internationalization affects firms in equal important ways from an
inward—looking perspective, which incorporates an awareness of the impact

of Multinational Corporations (MNCs) on the ability of domestically



oriented firms to compete. The related modes of activities include:
a. Importing/sourcing

b. Acting as licensee from a foreign company

c. Establishing joint ventures (JVs) inside the home country with the
foreign companies

d. Managing as the wholly subsidiary of a foreign firm.

4.2 Dimensions

Competition—driven strategy

Adaptation

Governance and entry modes

4.2.1. The Competition—driven strategy

(1) Take advantage of core capabilities and technologies at home; Try to
use R&D forces overseas.

(2) Gain location economics and maximize experience economics;

(3) Seek new market;

(4) Secure critical materials.

4.2.2. The pressures of adapting host countries

(1) Customer’ s behaviors and preferences;

(2) Infrastructures and conventional commercial routines;

(3) Distribution channels and retail networks;

(4) Legal issues and host governmental regulations;

(5) Host countries’ industry structure and International market
conditions

4.2.3. Transaction governance and Modes

1. Governance

(1) Market governance Mechanism

(2) Intermediary governance mechanism

(3) Corporate governance mechanism

2. Entry Modes into overseas markets

(1) Trading

(2) Contractual investment

(3) Foreign Investment

5. Cross—Border Strategy

5.1 Mentalities and Strategies

5.2 Building strategic capabilities

5.3 Building collaborative capabilities



5.4 Developing coordination and control

5.5 Creating and leveraging world-wide knowledge

5.1 Mentalities and strategies
International strategy
Multinational strategy

Global strategy

Transnational strategy

5.2 Building strategic capabilities
1. Goals
2. Means

5.3 Building collaborative capabilities
1. Why strategic alliances?

2. The risks and costs of Collaboration
3

Building and managing collaborative ventures

5.4 Developing coordination and control
1. Administrative heritage

(1) Decentralized federation

(2) Coordinated federation

(3) Centralized hub

2. Anatomy, Physiology, and Psychology
(1) Structuring the orga.’ s anatomy
(2) Building the org.’ s physiology

(3) Developing the org.’ s Psychology

3. Managing the change process

5.5 Creating and leveraging world-wide knowledge
Building multiple innovative processes:

1. Making central innovations effective

2. Making local innovation efficient

3. Making transnational process feasible
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Part Two
International Business
Theories and Practices
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Categories of Theories
1. International trade theories
2. Industrial Organizational Theories
3. Theories on developing countries
4

. The geo—business model
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International Trade Theories

1.1 The Major questions

1.2 The basis for trade

1.3 Limitations of trade theories

1.1 The Major Questions of International Trade Theories

The main questions on which classical and neoclassical theories focus are:
Why do countries import and export the sorts of products they make and
at what relative prices of terms of trade?

How are these trade flows related to the characteristics of a country and
how do they affect domestic factor prices?

What are the gains from trade and how are they divided among trading
countries?

1.2 The basis for trade

Absolute advantage

Comparative advantages,

Trade based on monetary costs differences

Limitations of trade theories

These limitations result from its simple assumption of the model.

The key assumption is that the factor of production (land, labor, and
capital) are immobile between countries;

Another 1is perfect information exist as to international trade
opportunities;

Also, the model assumes perfect competition and does not allow monopoly

11



or oligopoly.
Probably the most important limitation is that it sees the business
enterprises simply as a black box “converting inputs into outputs and

fully described by its production function”

2+ PEan Ay R E R
— AR R (ZANEBO

HoBrBG R RDETI B
BB A AR B

Sepee ——

e P T Y G X A ES
T AR 1w kAT SR R
Product Cycle Model

"W

The model suggests that firms innovate new products at home and in relation
to home market.

In this new product stage, the product os manufactured in the home country
and introduces into the foreign markets through exports. In the mature
product stage, the product has become sufficiently standardized that
price competition become important. As costs factors begin to dictate that
foreign markets be serviced by local production, foreign manufacturing

facilities are established. Generally in other high—income country.
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BN, A A E T AR, A AT R I RE AT A
HAbLRI A i B BGER, IR A R 48500 58 4 L3
(11D VMCAEs [E Ak (A Failing MNC)

N, %A P R TAROMEH E = ks, A n) DA BOE Rk 2Lk 2
e, i H5 e AL, AT
(iii) e i3 2 AL 5 E 4k (A High—Positioned MNC)

TN A, %A FI P T E I E R S A, A w) A B Y 3 4
S BB DA (e T A8 B AR AN A
Civ) AR 3% € 7 5 [E 4k (A Low—Positioned MNC)

B AR %A A il AR E BARY S, Al R s 0 B S
e FEE IR
2+ 5 EARNY T E AL B PO

5 1] Al m] DU o () 5 0 A vk, 2 AT AR G 1R R 1R O 4F (Customer” s
preference), HILZEFMZ (Indifference Curve) HERFIA KT AFETHEE
A7 1 AV ) e ZE B 26 (Customer’ s indifference among companies that
have different positioning).
IC 7 M TR, W D Oy B e R R i S A S s A
(1) A E AN (A Type A MNC)

AT e /el iy T A U m A 3 A v o XA w] AT SE L
AT DA T AR 58 4 2 A5 [ B A kg B2 S S v LA 7 s 0 DA SEAIR )
AR SR AAH A= it o AETP ], IXRA A it A S RS
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(2) BREE A (A Type B MNC)

LIS A s S H A, ERA TR HATEHEH, K
N EATRE S e MR, BT R i S B e AR R, 3
I A R
(3) CREEEAN (A Type C MNC)

(VA s <o NI (391 B2 VAL K v - /N I o W S e V1 = I S et (1
B LAARS T 5 4 2 45 [A) (R i B B B v (R F) 7 ot B0 DA SEAIR A o A i £t
FRTRIAE Y7 it o
(4) D KES[E AV (A Type D MNC)

BT ey AR E LB BN BT S SHH, BV IR EAT]
A A L SE G F AR, T S AME SN SEAS, 2™ s O EAR R, ABATTR f
P X B
H ISR

FATIT AL — GBS e, i T4 A O HARE [ 5850 T AT 584
e, A A5 E Ab 2 LA I 2 55 5t dE N A [ 17 b, & 20
GO A G T “ERMIMZ” ATAAE (A 2K C KA E AN, AR
CASH BRI, 42w B2 R, 42 eI
=, SRR S S
1. fegirikie

fege b, — A EMVEERHEHA S Marketing Mix, H 4p 280,
Wﬁm,fﬁ i RNV s B, ) ARSI it A A 2R3 T T S P 2 g
IS AT B CAL T — AR T 2 58 428 SR U SE I ) R A

18 4P HE, R E S 5 58 1 smI
2. Wik

AR ASIE [ 17 3 56 bR A . BORBE D ARG L 77 b A PR R A
rers i 2B i IR B, AR TN Y SR R I I AN, DR
W PR AV SRS ) — AT A (Derivative), 1A T HE A Al B 5% Bk
[EA PNl

A TR 22 1) 5 [ A b LA S0 T A ks = DR e 1 5 A0 S5 Ttk A 8
TP kS (Competitive Business Strategy), ?Eiklkﬁkmﬁ\ B IREEF
R E ) —4& (Integrating Business Strategy, Marketing Policy and

&R’-

Customer Satisfaction),
X =ANEZ 2 AR M8 R ECR, [F W B — e AR 4R
e, B E AT E A IE — M RE S A S AL A AL & F (Basis for

competitive advantage);

Fok, AEIXAS el 55 07 St B ks, IRIGE L% (Competitive
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advantage);

I S5 R R I = (Customer satisfaction) o
3y FEAEE Atk 1

il 5 e Ve AL g, mT Blis 2 A5k, s BRAEVL (Functional
Approaches) , VA% ) 5y @ X (Vision and Mission Definition), ik
& 2 vk BN {E B 70 A7k (Generic Strategy Definition or Value Chain
Analysis, Porter, 1980).

X, FATRHBE D205, FERMBR B2 % R4

(SRP—-Strategic Reference Points, Fiegenbaum et al. 1996). XA>Jyik

AT A e = AN S (Dimension): WES4ERS (Internal
Dimension), #MBYERE (External Dimension) FIHSTA]4EfE (Time Dimension) .

(D= (A) WHRYESE

P BB T 32 22 4R A ) s 8 ) (Capability) o IXFRHE ) 245 bk 132
s 2 K& B S R IR AL 2L FE ) B8 ) (Internal Dimension of
organization’ s operation includes the strategic capabilities, which are
the abilities of an organization to integrate its resources and use
organizational processes for the development of its final outputs) .
PRI RE B HE I (Aggressive Entry Strategy) s —/1/r A5
Bl. 90 FARKIH], AT HEANLES T, HEEE R LU Z R
ZiaRkSs, LS T ai by A T IRATER) AL . 1993 431 1996 FI 1R,
LA SR AE 22 m BT I A0 AU 26% T B3 15%, T A 25% 17121 T 75%, wJ
DA, DO A A BE T S IR AE LB T 37y B A SE e 3 ) A

(1)- (B) AMBYESE
AN A FE AL RE MY S I AR < e F A R AR (External Dimension of the
organization’ s strategy includes the organization;s relations with
customers, stakeholders and competitors, Cornish, 1988),
VEZ B E G B b 58 EEmg (definite external strategy), fFEH
B A v AT 2L 5 7 it AR A 25 s AR08 A 24 o) o 2 ) e 5 5K s SR BRSO >4 s A b
5 M A 5 110 7 20RO AR I 7 1l ey AR T ] A W) I 88 7 i v mp

G
(1)- (C) Wflal4Eps
I 1) 4 P PR 2 — AN b A e 3 25 R B0 I B TR 43« SRRl oA R & i 7 Tl Fxe A

Mb 25 IR A A AR e N AR AT B8 ) (Time Dimension represents the
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organization’ s ability to learn from its past experience, to define
future directions and to initiate and respond dynamically to external
events, Hamel & Prahalad, 1994)

4y TEAPE AN g 1 STt vy 5 ] Ml 1) Y. R

— ik, B AL RE EER AN B I A TE A A e R S
h T BAETTE, FRATT LA L G AN ERE (YRS AMYERDD, T R 4
S I e AN . MR ks e A7 8] (Strategic Positioning Typology—SPT),
WP AN N EB AR BB A& N1 (internal and External Adaptability), &
AT DA S [ Al o A DY MR Y . W, Figure 5 (PPT)

(A AL [E Ak (A Myopic MNC)

A AR T8 [ S 4 A B, X 28 ] A VAR A AFDOT AL 1) PR 358 R A0 3 Y g )

A AT B LR K e T BT AL 1R 5 IR BEAN B A, DR e 2% 25 2RI
(B) KR E L (An Amorphous MNC)

7] 2 3 ] 5 4 A B, 3 2R 1] M AP A 10 PN 0 3 I ) AL rey A Y
71, AATEASNT I TE 4 AT A2, AR A N B R BE )25 5 240, B,
AT A K TG RS T L2, 1T AN B A 22 i 3

(0 LA ORI EE A (A Narcissistic MNC)

[F) 2R T8 5 4 AR LG, SRSV B ey 1) PN 0 2 ) R ) b S i
71, EATEMN I A T 22840, TS 5E 4 45 A I AR & A B 1] o AATT Y
(i s T A v AL, T AN R SIS R S AL

(D) 3 W84 (1) [ £k (An Adaptive MNC)

IFi) 2R T8 [ 5 o A EL A, SR ANV AT B (1 A 38 A A D e g, AT
TCETUH I BE LA R AR, AT € e RAFSa e 3t ViF2e A0 B 11 5 16 Al #4S
JETIXMRAL, AR, AR, 257, GE, Re .

NG

T 1 A R0 T b b g DU s [ Al Al ) v 2 BEAE AT T3k vl CAAA) o Ath
M 2B A RE AR FE R 2544 (A basis for a competitive advantages) »
1SR ] A LA T IR A SN A0 S Ath gl e A Ll AR T [ ) e 42 S B A
LA He

ANELAT AEATT, — A5 EA AR 2255 ot A i N A 44,
Pem B ORpENERE S, BISGEAML 1) ke 2 A7 (Strategic Positioning). —
A5 [ Al N A% % e AR BRG E Ar B (SPT) _BATE, A% H SR Ak 5img .
M.  ERRIIMEARKE
T 238 [ T 3 E A3 AT 3k As

Five Steps for Succeeding in a Foreign Market
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L. Aiff o 055 1) b PR AEDGT R s i 7

Step 1: Identifying the MNC’ s Relative Strategic Positioning

2. NIRRT SEAHIH R B

Step 2: Forming a Basis for a Competitive Advantage

3. T 5 LAY R AN T 37 5 7

Step 3: Identifying the MNC’ s Relative Marketing Positioning

4. it Marketing Mix k1555 4L

Step 4: Gaining Competitive Advantage Through the Marketing Mix

5. FORT VAL E Ak S H S8 4 i i

Step 5: Reassessing the MNC’ s and Competitors’ Positioning

L. Aiff o 35 1L b PR RFDG) s S fr

® Study competitors’ (including domestic competitors in foreign market
as well as other MNCs already operating in that market) internal and
external adaptation competencies;

@® Define company’ s strategic positioning on the SPT;

Look for a basis for competitive advantage;

Classify the company as adaptive, narcissistic, amorphous or myopic.
HENLARAT SE AT e At

Defend the position of adaptive company;

Develop strategic capabilities of the amorphous company;

e 00 " 00

Improve local responsiveness and external adaptation competencies

f the narcissistic company;

o

@® Consider retreat for the myopic company;

@® Adopt any strategy to become adaptive.

3. e s 1 Al (R AN T 3 5 7

@® Study competitors perceived price and value;

@® Define company’ s marketing positioning on the value-price typology;
@® C(Classify the company as winning, high-positioned, low positioned or
failing:

@® Study customer’ s indifference curve;

o Look for a competitive advantage for high-positioned and
low—positioned companies;

4. Rt Marketing Mix 3RfG e L

@® Defend the position of the winning company;

@® Develop marketing policy to improve positioning;

@® \Maintain competitive advantage;

39



@® Consider retreat for the failing company.

Continuously verify company’

e 00

BT AL 5 [ A0l e 58 S (1 AT

s competitive advantage;

Go through step 1 and 3 and detect any changes;
Respond by going through step 2 and 4.

FIH BEEAYHFEFER

UG (R BT
U O —— e B

= SR —— RIS T

U RGNS —— 3L AT B bR

= PRSI SR
RIFICATH A
g ey

PEb BT N T« 77 T RO S AT = 4E 0

FORDLTU™ il I 37

L RFEERRARRAS, JCHOEE B ] 2208 o FHARAT 3

2. PR i ZE ALK

3. AL il B A o A SO
= BESE—AT A
P E P RARA R AT B4
IEAIRI AR BRLE7 Sh KA AP g2 EE
[ JBE 25 S AL AL 5 4 s (1) B i
55 9 {H
=, RIS ST
fif L2 1]

o

» AR ARSI 2% 1O {E

TEN e My, ATl S 20 131

AR SE AR T IR AR

L. S fE I 5%

3. LA IR TAF R A&

5. PRI ER i ) I 35 LR IRE
7. YT ) ) SR

9. 48— MR IE Bl

2. P A AN R S5 i

4. TGz 5 AL AT A TERE
6. LUK PRI AR AT

8. S Ty B 1) B B

10. AT 52 2t 1R A 5 1) e A0 58 38 At i B

40



M. RERIE—EL TR RANRE

FERIARJR I L, B8 L RIS B AT R 7 ik
FETHRAH SR L, @7 dria LR &

fEAh St BRI, S EAEATAE S E

B

Lo iy 5 5 A lb Al 5 A A 2 18] 1R 5F I o

2 ] A e A A A e A L 2

3+ HETHirh E Ak U, HERGE SRR S 4 ? Dt A

FNFE B ANVE B o

AN AN AL
S R R
B B S
W= HAR T E Y
SEVUTT P e
ST R

[ H i ZEsk ]

L. T il B BRE B A I B A K BUEE R4 0.5
2+ T AR B i S PP 0.5

3. A EEHR I E B #eEn g 0.5
4y TRRFE R E I SRR SRS AL 0.5
(@r2HIFSINAY |

I 7 A R e

VIR EE S|

— NI AR A R

I3RS A

2+ R il R

KT Bk it (R VRIS

L = ity S s

3. Hirtiin g4

H bR T 78 4

A R

4y FE N E O SRS

Y g
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5

EH

Al S BN A GE— P i

5. b SRS

s WAL i R R AN (L

st LG S (1) 5% Tt

VA A I T I SR A B AT T S

PP INEL 2.5

SR (B E PR 5 s ) 25\ 55 22 30k
eV 5 23] e CESEGSPE) Readings 8—1
ZHliHe 5: Caterpillar Tractor

F—N BERFREHEEEHE
. M IRE
T NI o R AR R
N R E U

— ZHHIRIE
IMHIRIE (channel) G045l bt AR 55 A5 T b B i (R0 Bg— N34T
RESR AL Wb A RS R e, AN 3 B A IR SE B As 3

HENTAT R o A BRE MR I R, DU ZEAR R B BB 2875 S h )

[ Z KRR
= MRS R
3 SR PR B 1) A -
L. PR
2. ' b A
3. AT MR
4. Al F IR A
5. JiTits %4 o %
Hh ] R R R e
L AREE S HE R 44
2. fE DA
3. B RS FNYEE S FF
4. PR PR
a. S
b. Fii KR
c. XA
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d. f5 B
e. Wi J1¥ R

Hh ] 1R S AR
HER
TR
=\ SRR
I 5% ] 1y 22 S
1 FEE PR
2. WiEKJE
IREEHTRE
§5 ] i bt 36 4 S s 114) R A Js )
1. J3 5 SO (1 328 % v e 55 19 ) o g 300 ok W — 4 T 0 7 A Y A T ¥ 2
o
2. SRS PRI BRI T — AN 7 SR A AN RN 52 23 7K1, SCS2 I 3 T 3
ZREERARTE . BB R K M S B R

B EFR R
MG A, A B ER
g L P RL AR, YA R
SR = 7 b A, VR S
SR DY X T
ST 7 b BT

B=H BRWHEH
s AARTHIE
T A AL

—. BWTEH
“STP “HH4”:
Bl 17 3% 41 7+ ( Segmenting) « & £ H #x 11 3% ( targeting) Fl /= i & i1
(Positioning).
T 75 R EEA L -
L AR 75 5K 38 5 7™ i 11 37
2. BIZETEAE A I R AR K
3. IO ] HE A PR ot 2 P 2 ] 5 5K
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4 HES T

5. AWK, BN I Ny A
= BREHAS

FEF PR 28 5 I A b e BT R 17 37 ) ARG DOt 8 A 21 & gk
AT AR, LGN A EAERIRE . SO @BF AR Tz se 4RO 7 i
FEARRRME . PR R . BURRE RS 7 IR 2 52

A M A SR YT ANAY X FE — Bl iy S WL —AE 5 B 4L 5 10— A s LAy i 5
Jiti A BRARAELL o

SEVUTT 77 Ak e Y SR

—. Wi eg
() s R DA s KA IR 3=
(2D U s Al ok AR R 2=
RV E DY
226 1th e 5
(=D HHER P R A e Ak S s
YD A& AR ™ b 4L 1R — 4y
—. BEMEETHEEANRPE A
KT I B T 3 R AE A IR JE AN [
1. W %% 77 (Consumption)
W) 37 7
7
2. 2 BEEFE ( Psychological Character)
X7 i IR 55 (R
XT i R
3. XAbARUE (Culture Criteria)

FH Fi LR

AR R R E
T i RS ) S it
= AT AT TSN SRR B AT 0 7
— AR

Y A P ) P PN D O | Ol Ve b= <RI NG N1 B e A B ki
7, A,

i PR T 2l RO P RS A Al i JLR 2 9 )T UL JROR.



IR AR B0 TR, W E L S f o
. RERHE
JEL 3 6T it B PR DA
JEL 3 T it FER P S DR
S yaatY i B SS
JET AT 7 i A FH RN 2% e v T RS )t PR B i B R
B RS A IR R AR e A4
= AR PR SE e
e
L. o A2 i R A
2. Ak i R A A MR ETE %7, BRI R S8
3. Al E AT
SRS RN
L. 49 g
2. i1
a. LUt IT 0T 3
b. FH S RSB = T ) Rk H B
sl LA fif
At
e, &8 2 I AT AN 5L ) .
ok, BAREE, —eshin g i, S ER.
B IR BRI A T Ak (AT M ) AR K
i LG (1) H -
> MRS IR Z R F3 HO S B2 MR I vy R0 o PR A T4
> AU ARZ I A BB R EOR, IR E SR, O — AN LR,
AR AR ST
> AEARZ T, KT 2 BRIE R Al S, DT S R R, DR
IEEA ARG AN 1IES, Ll—FhE S iiis,
> GBI R RE S A R A IR SE T, T AR AL i R P AS 2R B AR IK
25 AV I AF R 53
E%ﬁ:
(1) 53 B SR 100 (1) 22 535060 43 B A4 2R 14 5 )
(2) ERA i 1 Al il M s SR s 1 DY i B A 1k ¢
(3D 2RI il JE i s 1) 5 it o A
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BT B E AN BT KR

T BRI SR R SEA T 3
S BRI SR S A AR Y
B AN

[ HImFI 2k ]

Ly TR SRS B BEA T 20 B 40,5

2 2F 2 IR THIE T SR AR HE N4 0. 5

3y HARTEIRAMNIURIE - T AR VIR TR RIS 5 TSGR #4500, 5
4. T fRPRARE S SRR NS S N FI A AE ) I £ 0. 5
| @r2HIPSINAY |

Ly 05 R s () FE AR 7 2

R AR S N S

BEUR ANk

2 TR SR RIS B R

5 BRI AR

577 B AR AR G (1) A8

E AR ORI AR 1

3y BEURAMIE

BEIRANI L SRS 2

TEURH MR I 1) S it

X e A ) R

4, BRI R IS 5 TS

{5 SR B B A

P EEE TR A T S B RS I P

B ITNE I )

SRR (BESE IS S LG S5 30k

YENL S92 BUE/NLHE R AERAL RIS AT (RJE. BHAD

ZHi8 6: Jollibee Foods Corporation

BT RIET R HIZEATTH
Ty BT SR Al
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o BRSNS
RIRT- RN
FRAT T 5 [ 5 9050 - SR e LT A7 ORI X AL PR AN 243 J5E 0 kg DU P 2 9050 - SR s
IXPYRR BT SR A nT LAy g PR R BRI SRS B IR 5K

1. AR R YR <SR Al e i i [ A b AE 23 ] ARSI S5 57 55

2. AINERBEUE I SR A ST A o ) [ ] PN B [ AT (R 7 SRR
— NIRRT R A

g FEL b ] DU AT TR T A SRR, B SRR RS A o AT
JEFE PN A ST AR BERUR A (AN L2 O B A TR 5 5 . 5, MY
FERF AR ST AR SR AR SRR, AT AR S R B2 =] A ER N 7 2
w1 Z B AT A AR, B AR A 2w B K
— RIRSME S

RPN et AN L= o I g ES P P VA VAT E TN G o/ R /AR
LA LAREAT A, Kol B S NF RSB A R A A GURIERS, B s
AR/ N

MBSV R — R, B A BRI B B A, S AT R U A M s

T RIET RS KRR

— BRI IA R
o HPE A AIERAN O AL B
= B A R
SRRV TR A A AR Y

BEUR TSR A (AL ARSI sl 2 SR Y 8 R AR RO R LIRS, R AR
FIEREE N RIS AT 4 o

ERFEA RO, G AL 8] S e 1 SRR R A7 AL P A 2R AT
HIRARIMK R
FATHEBCERLRE 73 A PISRAR e AR BN e W AR
L AR SRR R 57 dh AR AL A B AL
2. VAR E R A BRI T R .

— SXHHRKZE
IR RE T ES
AT oy WIBER S Fi5 (R 1) B R S-SR 7 s AR A AR K
JBCRRURE AR N Ay, 3 ) I 24 SR 58 358 & e s e PA) 0 0 U0 3 SR Al B e T 5 7
e AT,
2. iy RIMAN E 1
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ANHRE V2 BRI AR AL AL Ty AN 22 B 7 P 3 B — M
RIS AR AL B 7 L AT PER TR A e VR4 Gl R M. B, AE K
(RIANGA € PR P e, 9% 7 PR AR I 28 ) e o RE g A e MO [ £ o i S BL A5
BP0 R A w8 L FIPERE BEAR Ry, AN E AT 3 e SRR A2 w1
[IEEsRZRIN Y
= EFRMEARERNZEE
ARV PR AT BRI
P L
] o it 2 i ) 30
=. SHEARNZE
PSRRI
g ES R IAESE

=T BRSNS
oy BREANBUY A A AL
v GRURAMR A ) S i
= R E AR R 7R
— RIS EB R L
TEARH
BEAR A
TR | AV &S
D> T AN IR
G4 AR
TEA
BORUHIE
Bk i RE T B K
P A S U AN (RIS 3 R 4> SO R
5K PR T S A 2 > R ) il s M Fl D A 2%
il LR 44 PR A AR ZE 7 RE DI FE 1 25K
PR B v B
PR RN AN B T 1 (K G B DN 3R
A LU R AT, BEIRAMDUHS 2 foe A1 R
TAESAFIN TR
S AT FOB I BOR
PR i HAT S v AR A AT A i Jo
Pt DA I B D

48



e AN st R RPN A 2 A PO By R A

AN 4T S T B U 41D B Ak
ANV AZ N S5 IR
(1) . SEmsdEgE ™
a. & B e
b. JEiHE ¥
c. EANEER ™
d. R~
e. MipfE B~
(2) . BEEHle
a. DA K
b. RERI LR AR R LT
c. A ISR
d. BEAA R 03 (R RE A4 R
e. BEAHINE 55 FLAT 2 (AR A3 BUEr TR AR I 255 BEARRRPE 22 0] DL ik
Do R 22 55 BRI 2 TR AR AR FE AT LKA 1) 6Mh 4593 kg vl
WSS LSS TRIENRSS . BEAEAIENE S I E R B 5%
ERRLLRED)
AV LS ST AL O FA RN ST Y BRGE R A TR AP A LA S L AT
A Ml 5635 TR IR AR B A0 2 5 5 A 1) SR
RO L A, Bk ML R .
B P EBBE T, AR AT AN AR RE I Ao
BT B IS I S A% OB I IR 45 5
E%ﬁ:
(1D T AR % 358 A EDCRI B 5 4D P A 2 5 2
(2D Grfars 22 3-SR % s 5 T S S A AR R H 21 S e rh 2
(3) FZE BHUs N AR B D54 MR R RO AN A2

FVF RIERTF RS ST 54
I S ST AR R
. UMEEETREER . AR RTSE R
L AFFETT 55 2R e 14 P
2. Az iiid B T e A IR B R
3. S E RS S WFGUIT R P
=.  HirH5E®r

49



—. RIS SRR
X R T] DX FEARRE, 15 aak A M AR s AN AR A e 455 e DA P 0 U0 - SR s
X YR TSR A 0 AR 25 M S R i . SR AR D B E A iR H xR, JLSEIER
55 AR A AR FH B 1 ik s
FEX— AR GICE &, FRATHE N1 A WS RIS S RCE & R 45 S8
o M SR LA T S O AR A KR, 45 AR L R A R
T BT [P AR A AR I R
=, YrEEEF R E . AT E SRR
I ERE T LA 2 oA W 2 T 2R )
Lo BEATEZN, ALHE ) AR A BEEE . W AN TR 4
BB GRS .
2. SCFREF), WA JEIE I BORTT R UL R LA AT B A% .
BRI SR LSS LA P T )
1. ABRVEFE RS R A ihilid B i 8 S i i
2. W R —ANE = AW —ANR E T A, LARCR TR 7 KO AR =
PR A
— ik, A PURR R REATERTS Sl SRS P& AR A AT DM IS kR o A,
AT P DAAE AN 75 3 R 35 0 R T2 T B AR s ol A «
O FREAL
AN Eh et
A PEREIE FH P
R A IE P
. G5B
e, A BT REAATAEME — S R R TR TSR I, YR TSR I TR B AR AR
TR s 5 T GOSN BUCR B R B, 7EAE G 2 BT, D6 20U T4 2% 5% 52 T ik
WL BRI 5 A8 Gy ARG AR B 5 7 B AHOC IR AR f DL R A B ot
FOU, T AL AR I AN RIS S b T AW ARt 2, — B I e %
1 T A SO BEUR SR RIS T R F— AR A A IE . Hae Ui, b
e W5 SRR AN, R IEREIE IR R
¥, Janet Y.Murray 5 NSCUEWFFUREE, 7= A0, WARGIH A =%
FHPEXS I 28 S0 AT R 5, TR SRS S e AT S o 3K — 45 TR T B e Ik
TIEFE—ANSE: 725 H AR I AT BE A LS
A%
(1) AT PR 5 95 P BRI R AN PR e AS 22 5 2
(2) WP 08 R - SR S 5 T 3 S (A AR AR 1 81 Sk e v 2
(3D JEZ% T Y5 PN gt 5 0 U A L TR D RS A
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BRI EH R
BTE PEAAEESE &K

B BRHTAE S
S A Al [ 22 R R S A T Bk
=T R A BEA A ST R

[ A0 H K]
T b E A [ 228 B A ATHESY FAEmE 0.5
T A 1R 275 R BRI AL S e AT v R R e £ 1
TEE B NI ATE R AR T BUAN 40,5
(@ 2Z0IPHEAY
1. BRI e SE
NVfES) (Firm Capability)
TR (Market Knowledge)
CEWARSHI TR F AN iU e Ry
2.t E AP 20 1Bk P S AT 3R
] i M ] o A 28 7 1) ISR iy BHL
T8t &
3 HBr Ny B AR 5 k&
FUF A A 2
SR (CEHAT S AL M) RS 2% S0k
YENE 5455 RIErd1ie:
JRREA: PR T TR e X o
I AR AT 6 o A ) e B R 3
TCL {5 48 2 2%

B HR o rHESE
—. fVVEEJ] (Firm Capability)
(—) ANLRE ) B PesE IR 2=
1. %JH (Resources)
2. VitkE (Process)

3. AEMA (Value)

(=) Nk ae K Y g 5 % % (Development and Migration of

Capabilities)
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FEARNY A FERTI, AV AE ) T2 I AT I M g, BEE I TR] R
FANV A5, AMb B 7 D0 20U ) A5 - sy e s AR R, s kiz
VERIRESE, MV fE )8 2 i B0 LR AR R (R MR, 10 A AR T Al (1)
HMEE A,

(=) BHE%ERE
Al 5 1 2278 R e ) AR B e T D BT A I D . ORI B X — A
AEg, FUER N A LS R = A Bk o
. T H1R Market Knowledge)

(=) B L Rt B 7 10 7 R

(=) LAt R AL GE 5451 7 T ) s

(=) 34 UEIE 7 T ) AR
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