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Transferring global know-how and ‘best practices”
between countries and also with feedback to HQ
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Tangible ‘assets’
(flexible/short term)

Intangible ‘assets’
(acit’ knowledge/

long term)
COMPETITOR RESPONSE
Easy Hard
High Monopoly
competence
PATENTS
Profit Competitive
New product advantage
know-how
Price
Place
Low Low
Sources of market strength
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Step 1

Step 2

Step 3

Step4

segments

Screening of segments to narrow
down the list of markets/countries
Choice of target markets/countries

¥

Micro segmentation:
develop segments in each qualified
country or across countries
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Market entry
How many markets?
When?
Sequence?

%
"$l 4 >




6 Lo #
! $
%
%D
!
/ !
(
)
(/
$ |
#
$ %

%



#$

Product

Internal factors + = Increasing

internalization
— = Decreasing

internalization
= hemnhg

Desired mode ot eation)

characteristics

Transaction-specific

factors

Tacit nature
of know-how
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