41

R E Sl A ZEFEoLA B 029
Be] NEHE

<H x>

I a2
1. H@EfEobAN e B
1. SEEeEe ohobi s & 29 Mk Me
(A) BEAEES EHeh ERBE
(B) {5 ko) B
¢y mrobAl g el e
“h el ALE
) BiBel AL el 2
@ 2REEES Qs
(C) SEEERLEA] HH
N. BHESAA SEEOA o 2o HHBR
(A) s3] ohat WAsa) BERE
(B) Smistoti g o 2o pskel <+ shobAw e % AL it
V. fBIREBE BT RiHe) STEHS) RIES

MR
[. H 8 &%

o 2] b RHAE SEHA i SbERE (foreign operations)?]

o] & e
FZ oz 4o} & #ilT4) o 2 ¥l multinational operations context TFei| 4
8] &HEFEnbolA g (multinational markating) 0 8 s}5 43 #@#a(shift)shok
Wrbe Do Azt S20 2o oldd La4e oo %Y vhobA
8 3SR sk 2z A FEEA Ager 1By
T EE O Bl A Fxstast st
R 4o A% Faokl e ol

BE WIARE SHABE
(1) %3, Bt R #l, ML, 1971, pp.17-18, 39-46.
o] dF T MILABEE KEFL MORE Lol B2 Atk KBNS

AR Y ok,



42 #EBRAR

e rEivel BA, BUREE, eER o) T #if Lo B9 g4k
A Zeha gAY A4k Yol ddEls Ay e wl S8l Ede R
Bell &712 @3 sle o548 |4 o Folx}

°] A 2] viebe] ¥e] R Bl A SRebobA el o B A T3] s

AL AU fsted oh2e FA 2 PEREE bR gk CLRE
} e o 2] @ik st & BRER; SSBBrloble o 2] @k Fuks)
= BEBRELS] FE LY Bl OREE S LEELo Bl o 20 i

B @%2 el RIEEY 5 SEEelA Y HEERS 98 RIESt;
ONEFR LRELFES T3 e ek o¥ RINESY QS pEn S
o] WpEhol A EEIL o] FolA Aweta Y SEebelA Bl To wst
3 = Hast vk EEE LR EbelA ge] export, export sales, export
marketing 52 &3t BERENA HRIEA T AEED s HES Y
22 A3 gw REAS At k. SEEbelA BS Alear 99
WaEE-e F 72 (home country)ol| 4 hEsl BHS B2 s il
o RILBFN A vpopAl Rl st 5L AT HEE S8 Aok ae}
Aol &4 EErE #stHSe]l g involvementiiol 4 P/ S
nfrequent exportingW] 2| &= regular exportingel]l [R@E=Icti % 2 9o
managerial marketing conceptel] 2] AJ} WHAHH S Al & 5+ systematic
marketing-& 2| gl fFo v = odole} dhzlch
g international marketings} multinational marketing2- T2 B
Aoz RAREGEZ A2 4 dvkm 2l o] 5 ibiEE # B L international
businesse} multinational businessZ ANy o 2 [HEZ A} 45 Azt v
Y 4 vl ® 218 e 5 international marketing ¥t} multinational marketing
T FEL AbEshe ol thgat 2rh 3l 21 semantic B4 24 inter-
natonal®] “inter”= “between”o|gli sl 47| o) Fof] between nations7} =]
2R FANESE MR b marketing FEFS] Wob MRS WEGS =i
M RSl Aer did" 5 9] W Folrh ar multinational ¢)
“multi”{= “among many”z} S¢] 7] wf Fof] mjolsEl HEO E A E ] s} fhiE
BABRTE T Wl RIES 7ie]  ohd MiHH (world-side, global)
-2 A2 &5t Aol =l 2 multinational markstin 1o R A A B
shte] Mo B3 oebebAly] EEMES shal whelA Y 3’%%% F sk
Aolebi w3 4 Qlrvh. o) AL yibidiie] 3k marketing outlook? 2] A 5
|

4] multinational maketing-& HE7l 2} 5= S} o] f7k Slch Alm o

i

-

& 2| businessi} marketing %] # €3} 0] internationaly ch
| s friel i B 2l 5l *}ﬁ-rl 7 AV ] e ol ot

2) BEEBAES Hel Vot w9 Fold dadn s 4z ENE LEY
¥R, Bk, 1974, %2_@

‘nultinational



RIEFESANA SEEAY 2 B pEE 43

international marketings} multinational marketingzbe] <173
Al gdeld —frAo = B AL TS sl
AualtnE ¢ 4 giloh 2=z wH] Sehy o
A ALk A A g ST S A9 T A
—iBshe AFEshed] o Aol ¢l A5 ohrh International
ultmanonal marketing& v} o] T AAx7 o 24 ML BHTH
A vholAl® IS St o A bAoA = EERMHYEES
Hoh BlEm Bl A BlE 9 wholAl B EENE B oF vl #iksl
- st Ramipe §8 At W5 9 I HHE Ao A
aoba) wholAl el slol ok Wk EEHYEE B9 BUHB AT % vhops
o] % FEE(FEE) vbol# 8l 2} export, export sales, export marketing
be Emmel ok BE SEfictolA N S e Rl F A=A 4
A &S qﬁ_é’}'hw off 4l A= wlels| &l (overseas or foreign marksating
Sloot Aol Bt 1ol EERAC] SR i
S ST BB EHTRE BT MEEHE DT Ae 4
Ee 20F Fart & 4t el A Tl HE X SEFEL
“/P ol gl HollAl HEFE(HER) whobal &-& FE RS WSMEERR
P HERESE Y SEBLBH At sEAH AS4e F
1 ek 2 Slek 22 o elel A g HH
HArzzlolehie 4 4shx ek

SRS
fr
il

911
2 i
&
:\{lo
X

i
=1
E

2 e aju
> g

&EOF(*&\EI-HEH(%‘&@@
[o21]
L

[
2 r‘o £

o Eo

oft o

4 0 L
+ F i
i

o

f

I3

= mlo wo

"

2.

W
jﬂ& Hu

ST

o __\2
ﬁ __‘_1.4
P

=N
32,
N,

FRE
[N
o
&

2}
R/ LR}l |

_\_c:
ol
i
5
do

I. ZEErOIH B BE

. o
2 oola 9l B

SHEECLoA H ol gt sl Fa4L ot
& (competitive structure)?| {9} EIEiRHEL
characteristic), FPEAY¥E Mg S35 #Eq
multinational (international) marketer: ¢ ]9} 7Z+o.
Al of 3b #iHi(entry) 3 involvements] ft
g Hark ook =aF sk ek i sl mv')hem°nt g - o]l )
O EAS Adshide weld Ekeh I G4 ke s el
ok FtT

HERNY ST 4RSSl Ehebe] Philipsdrals) dlibize “Why doss a com-
pany venture upon international operations?”gll= 2 F-| oldled “For

=
strength and  profit”o]gf of &8k v} ¢leh ) o] w Tk = multinational

(shifting demand

dohe goh el

O

e

Y.

3) Thendor P. Tromp, “Problems of Foreign Operations,” in The New Role
of Management, Proceedings of 15th CIOS International Msznagement
Congress, Tokyo, 1963, p. 308.



41 B BBYR

(international) marketing®] H#E% profits, survival and growth, good
citizen Wsynergyzt® A|A st dek. ¥ BEANH S HEo2 sle by
o 4] A B profit, strength, survival and growth %o 2 B £ 9
thE Hol| 4 multinational marketing?] HEE9} e}3 u} g} “Good citizen”
of et Zhe EESI = ISR AN A e BETE obslo ok b =g
HEZ 4T + dv 8 BRTS it@gi JHES o6t o s A
£ ol BEZ M2$ AL opeh el “Good citizenship”g £ 948k
ol fri= WA B o] 45E SRR ERS 21N HEE FETY A4 =2
B K£FEY RS B MG, BR, AF ol T2k EY &

O

Hitg BREd o= Hx Adstd ool Fa7 HAE 2R o Felek
atal 5 2E #AED e il Adih gl Als I pme & iy uk
A =it} synergy HEZ= multinational (international) mark:ztiags)=} %7k

s s el FAd 9T Al e 4ImT-

“That is ths szarch for synergism in iatzrnational op:ratisons. Each
national operation should rzcziv: spacial benzfits from b:ls+-i:g to the
multinational family, and the over-all contribution should bz ztronger be-
czuse of the interrelationship in its global markezting program.Iz preparing
the markating program for a particular national markst, th: iiternational
marketer will bz morz eff2ctive if h2 can utilize inputs froa zlszwhearz in
th= multinational company. Likewiss, the total intzrnatisnal marketing
program will bz more efficiznt if thars is anpropriate coosdiaation and
division of lsbor among th= various national m=mbzrs of th: company-

Achizving this 2rgism is an important goal of thz ini2raatiyial marks.

5ya
ting managsr, aifecting his choice of markating stratzgiz:”»

2gi
%2l 7} multinstional (intzrnational) marketingg- 54l ¢ =t multinati-

onal (international) opzration®] =332 survival, growth, profit and
] 5 I

strength (%75, 570, 4%9) Fok ackyeld, % Fx:
{2¥48Fo] exporting (infrequent ant frequent exporting) & = = . isbiighol

#HSE involvementsl= Anlo 2 F83] 24T + oo L)l B3

synergy =T st )& oelch Zelna o : SERL
(multinationalization) & £3¢ £ vlolA &l (world-wxde markzting oper—
ation) EX7IA) A AA kL S1¢ el REL F8l 2 FelAE synergy %

Bt 589 242 4 9g Aew Aa-u}. Pk e A AT S B
Fish RS G0 LS B9 WEETH Wb 3 AES EER

4) Vern Terpstra, International Marketing. Hinsdale. Illinois: Dryden Press,
1972, pp. 161-193.
5) Terpstra, Ibid., p. 163.



FHWERHANA 2Rl E o 2e) k] LEE 45

BEE BURo . BEMe 2 B#A7 T v A doks] 27

gF Ap4l el gl shalch. $ok 2 Buf#hEm- e ] ek A % B ERRE
o) WAMERIEE A A Eobe AR sl ok BEEEGE bR o 73k
 HRNAENA AL RHFHREe R e K SXEHe] survival, profit,
strength, synergy S%2 Il J&{LA17l 0] AR dvhe AR & EoFel
AsESL gzbs] QAkAl 2 Adolela Al wlelA ko g HEE
2 ool Hx A% Fe el e¥st mpelAlE &

o u] uhw] o SRR L (2
£) A% Akl ek o] FX ol ol fok WA 22 el &¥e
SRELA 7 T A KU & SREE ctolel o2 HilAZd 5 ole=vt
o] gl He et AFE F A Aew Erh on Ax AlFE EH
Ba¥(esln SRt o2 #MEY + g Addshe BT FET &

o)
[+ A
W GBS MEEEY YA Qs wush REHE AL dxd 2 otk
ar %D}

SEdolm 4THe SEAETelA HE 2Rl SEAL (multinationalizati-
omyell SlHARE AEHL Ea FMHEE 24T + ek AL REEDH
o) oAb Aol BEROIA Msbel A shobA S HEER TS & F8T A5
Abahr]l W Tolch Eo) Askal Axeld s AR dk vheblde
B 755 MBS Bald aEme KAk AET 4 4shs dugn
Wegelth 297] ARl SEMChbAES SWELE EHA B2
D Ao maksdolor @ Aolth 1 HolA SMBeKel A 2FD
Aeja] oA SEEREL] e NP TRT B4 AN 4

staa] g

%9 %@EE{r (multinationalization of enterprisz) =& SR &5 (mul-
tinational enterprise, businzss or corporation)?] 73k EES 1960 ERE
%*—E* el WA EAS] shuelvh. WEsRge® TaE o ypshe] FUAH
RS MEDGASHL Wmi il AGE B9 RN ks Ad A8 b

eiEshed Sk 20fH4E FMAN-El RATSE 2 o] G delch
m oo BRG 8] B3 AR HGE, AR Fo SEBAYE EDA
‘T’ ?\ e 6

Z7bA b = BNEEAY B, R, stebile & @ae SR 4k Wl 3}
2 ooA 2x orh 5l RIS HEUEE WH% IR = ARikHA
(hom° country)zk 3 ~E 7 E¢] (host country)?] A, AKpiEEe] A,
s ~E Az e aAel oA E, Buk, T, Iité? o FHdA =
Aar 3 F 4 o= Tl B gaelske 2a gle

FAAF SRS RS e ttRNes 3 ol h @t 7w



46 mEZMR

B2y e shviel sl AV E sheh 2 AzlzaA ghRe BAR
HEeede ol ZEAQ WA E 7%%151 ﬂs.n%, 53] BH-EFREH
(nation-state) ¢} BRG] BWizhY KHFEH T il
Bus#es fnie wsieta debe Aelvh olsh e FAL vhgs e H
Bl AL 7 sdrh
S HEECYES & GNP(HE EE) & R4 £ vfgog gon
fEPo 2 R 2ol A SPLH AT (EE e YAt ek 1972
oA S Jra} GNPx vt o] w2 ¥ E&E A SEEL S 409471 8l
Ark @A R HE&r) 100f§.?ﬁ°] ‘ﬁ"‘ %% 8w 740900 1085 ol
Ape] 2?3“047M weka Qo BE SHEAKEES EES ffltf/ERE:e
shonogleh gid ﬁ?é 2 20fH AR Fol 1= 300fH A xe] %
B ge] ALK 0% A =T Aeld Ao lah &8k 9}, ®
] —Fol A 58] 197140 o) 3 Z0RE ke A s Bkl Fx
OB IR L]

o Ao fEifbEz glelan

ui
5y
|o
[ru
g
e
b
30
=
|3
B
&

20% B EE A

=
M

2
e
=
e
lr

=3 #-(unchacked xpanswn) e o] v ]
Aukstal o712 shel, mg fA AR B
o BAL BEFEEe] W Lo
enterprise) © £ A 8] B o] WA shgAoe] wrbal s 25 Qg D
A4 AF Swl = oal A SRR : L

PR S i (mystery)el] 4o

o,

—t« 2k whg Al A4 MBSl iR
shed FRRIMIREE ‘4%5;6’%’«43-”1” F3 R Lﬂiokb
{_ B R 7L “,m,.gﬁ} FAe] sfe] vl LEvla ”HfZL&]“OI
Lpe] el ghed bl ¢m gl A
Seuh Ry o lsE S0 DML g USEAE S sl vl et ¢
= oAoR ol Sy Wl 4 Gl SAE xg:o.-»g] ol k.

6) ENE, [SEECER, pp.29-30.
7) John H.Duning, “The Future of the Multinational Enterprises,” Economic

Impact, February, 1975, pp. 32-38.
8) Multinational Corporations in World Development, United Nations, New

York, 1973.



REESAA $EBetetAle o v o) Eiky LREE 47

(A) SEFELKL| EH2A £RDHH

SHERFEEF] B MiEe s AEER oyt O BHRe BES SHshe
Zhebat Adege] ¥l F &5A ERE WS $E Koz Tl
HERBEF W, CEBHEESY RBHAS, BRESB8E] WBAS, A
B 55 IR HERAEHE (structural criterion) @ &3S M A BIEY
Bl o ks FiE R/ES AptlEsk MIALAH 55 8T WY RE (perform-

ance vardstick), 388 ESfEEde]l Kitl = elrr == AR
el 24, Aa, FE5e Fleka dErkE ZIg friERYy tEtE(behavioral
1

€ haracteristics)-& e @ AL ‘}0] G- BiEn el 2le

by e B @20 o] e el A -
TE Sl riiEe] e A ’*H?

= ;

2 Ao enyl BlbdE, B vlobAlel SO A¥IRIE 9

of ok Bhe] (IR Jithe B AFE Ew GEEE

@EERT ol R ANRE), Tehelsd ) 58 2842

ALl RS Aulglvid £ [’;—,“11»\-156.] A~ Mitsubishi, Mistui, GMC, ITT,IBM

T
S AA Aiaf X ZlodR 2] Vi RED mial o)l 7ol ;'/}f,z] i 4
ook Ar b BRSSO BUo® ABEINCE b bl o o gl
b SRlsl e Bhedal AR BTl A B8 w
%7

BETF S iibies] Rl Al el e iieie

2 a4 o2 oS ikela EM. LR L GBS R ) A
LBl aaElS Xl olgk M BRI ol 5 s Edilige e o

] 7

pREesl e 2Eni DR R A= BNy EiRR T4 SRy
VesMTHMS LR A BRE B Ji Bl EpEREa] oigl ol W W R s sk $l sk
A E A e (AEED b ek
FRlEEE-S- Sra iyl el Al S

FS B o2 REERY  dRILIREIE

=
=

and
eGhed ol Al o o Ak

profit cycle BHAES LidEN A L] s &
2o A WX GT3Ee NS T TF?J'%EJ'@L‘% stetel T E]lhi:?f'*ﬁfzfﬁ
a = FN

2] @A g xjsls] glske) @) Pl SRSAUAEETE T

9) Yair Aharon, “On the Definition of a Multinational Corporation”, A.
Kapoor and Philip D. Grub, Editors, The Multinational Enterprise in
Transition. Princeton, New Jersey: Darwin Press, 197° pp-3-16.

10) BEEEege i) g TAA AE ekl = ehEE B2 ENY, THH
oy Fam ) — ,u:L %km%, f ik, 1974, 2



48 BEEEMAR

{EER-E 43 Fligibstr] 913k OBAERS XitE © oXBE2 H
Rl FEd 2Bk HPe @mEL, iFiM;?%’ffﬂ o A dlg Eifo w4
ORSER #%, EDPS, 358, &G 5 Wz qlsle] PR MRS
] REReR ebek Ae] 7] W] OEHERENLIT wP:‘:'_ fl“—?
T REY He] BEEES A5 &4str] Slskd @a¥dh mai
SRELELS Aty AE %

FA e ubel o]l HEFEAELS] B A
5990 Aol <Fzk fnksle]  gleh. ¥R AAA
o1 REEB] D2 BN ;@1%‘57} % B EE 3L 2& AAEhe A
chodshebar 2rob 2o a¥lEe KRB %_‘li*fi EERY FEL 4

FEEY) #ES)(managerial power)o] Frbste AL 8 SLENT == 3k
o ab o -2 v]A 4 9l W Ji(power over others)v] PERS A whaol e},
olel g A4S HMNAEBAAE WA & dAnt FHENE Tl BAK

«

o5
Inr

i

A AR

Sayel el = A
e

Hg
T
o

C'>,
ps

A

-{E 245 3y
|
b
jans)
=
m
n
Y
o}
-
)

o]
2
o

Az

= H

powsar ovar others” = S HAYY <4 %

G Y g A "eh 04/101]*1 % HFE B

EF HABE SREAFES wol R

e e AEBNEE SRELES Bus AR REEORE o4 T
v

-
(instruments) 0 & A}&3 4 o= A H-S A S A 8 5 9]
I3 2

© Aol Adoleh. e} o edek FHozAe L dYY fdH o ¢
go}Alx ol ohisl dgel BEe 4717k A Rrka Leh el Sl et
Ao SEELAT SHEENNE QARG ARNTEE KT

Folalstg 45 Bk
(B) &% o] MK

1) __gl_%] 04%

é " — j=4
%4 S
gotzat gt

2ol duo] el o]k Ze s e 1-3 %@ﬁ}:

f¥mEel SEELsl A7t SRELEREA 7%] +
|
#Re] A ek gk d¥g ol skxl 5 ﬁo?ﬂ A

(1) =helslE el alEla

SHEESELT R vhopAl Y dollA dg + e AYs e o
5 7k

a) BT 2FTE, AEREER 55 Z42E
9 A% A, Ark Sl gle] A Al nske Al

11) ®BWE, TERERER], pp. 99~107.



LGN EEeAT o W Lt 49

b) %H’j 7 4% (physical distribution cost)g] z 7

o) BT A 2 b Es sluz Az dHiitEe] Helx =
A A A Zx’:ﬂ‘*ii}oﬂ A gel Solstmn A58 Flg{bsh Loldirl

d) HiBHEA Lol shch

e) BEEHEES A - Al Lolsh AwlAzte] sk
f) BN Ege ol x|l g alajo] gt A gle] 3t
LHEERRE S5 e FEiL 2x 7)o
~A 2 wakele 2 Al z7ddl wlA sk vholAlE] ek
4 ole HEhE #A =l B3 % (uninational firm)7b 2l A
A Fohe & ol ZEl SEECERE ERESY fEEES A 55
9] =8 Ab WA BB E] o ek &abg wbx] orerl EE OFHF
Aolvk o) T8 AbE2] Sl shef Af-A ¢ 3. ke O s B = v i s |
& A2 ohue vhat M-EEeREE s 223 st

= =
AAY 5 e o] wrhs Xl Dk 2k

=
2 Ao ny
2

n

s A A

o

of

o 9 Aol A A7)
BAE T4 delA 9ol MRIHE Skl R Fiehel o]
S+ e Sol e 29 el T M) 490

FlERE Tt

&S HHEEECl 2 Jlel 27l0] Skl & Felw o8 AR
obe b 2 Bda s disi s 2 MY BERmSHe R FEste ntebAlE  E
e HBENBA AL delstA w3 FAE £ ﬁltl EE Y T A
R vl MWk od ATy SREARST AHT & e o
| A AL R A l7be MRS 01“3@& TEIuE R
7 (segmentation) @ Al 7kl atebA A" Aol

Sloh e A gt 8 REN mhebAl Y Bigs Ay 48 5 3l
= o sEAEEE 54 oA s, A= BT o Aok

o Frh SAA AGRAL LW W3 Bl At 4RE 54 A

J

kel whep e wE ohdeh

EE 7

) 24l 44T 4 Ak 5 A
A
.

AR Hhs W Zlel nhobAl sl HEe = %
AEEdE & apopAld A 4E8% o et Relrh 4 E &9 o4
HATRERY NS A 2B eholal f (tast mwkﬁtmg)o} LA gheb 2
Ao A Pedshan RIRS IS E oldl Ry EE A3 elrh. sk
S Pael {1{HHE Bl AE cholrl g abels X el mfeb iR =

12) =b33 7l o) iy EEe] skEbel = b s abE
Gary N. Dicer, International Logistics. Knoxville; Center for Busness and
Economic Research, College of Business Administration, the University of
Tennessee, 1971.



50 mELHAR
AA7l 98 Rold 1mel AW FhE oo WHEE Mo Aulz4 A
ol golateh, el M—HEEAREE H2E slolAEs dzle] &
e 7ho] AEGHAGA HEE sl RS & 4 ol glo 2
ool T3] A @s 7] wredoleh AT o)l 2ol A7

sjo] vhol7l el Wk 3, AW WelA me AMZ WA ek

() ERE JaER

7 WA A

r‘n

2] slu g dshd ehest 2ok

u
(fringe benzfit) & 338 =54 7} 2 & s}c),
7t Ahgate
Tﬁﬁ’&(fﬂl sejabgl, A )
; -ij (engineering standard)$- w}&E-A} 7] 7] 7} 8] §lct.
f) Wi el 3o M EFE A & (adaptation)s}7] 7} &o] 3}et
g) el BEH, #aH 58 Tslel b
h) gl oo aTHE
1) fEy s W iy Foss] Ak
B s St skl A BEEA R L A
&4 (combine)@d ol A= H ol
Al sk Al [EREAE S 8Tl A g
slor slednd wel FollA oful Mg,
Moy iighe] TEH 2EE ®LRIEYS 5 Aok
wripel B S ee] e vl o Uk

o
N—r
401
\1.!
l
I
E
QE (M i

 Ar
o
e
oX
rle
r\c‘
)
R
2
i,
Rod

(vh) a8y ol el B

oL, Bee) mA P Gt dolel |

o) BAEAL &
c) F54 rhabat(accelerated depreciation) 3§

Foad, Ae ¥ 'A‘ﬁ] 22 o], At

&) AN H EMTES FEY FRFLY 05

f) 3= FAxe TAGHE S WAETTR, AT 0T st 5
ZF5254 &

FERS] REHERY, TBY FLRA st IR e A A A,
BAAEE FE A g4 Ssted g wbonw Fyinirt g 4 glvh

5
Ly
:Y\r



BREEBA SEBErtelA e 2] Wk LEM 5l

3 Aol B4 FIFHES AT wet B I ATFRE AA e}
o] At A AmaAlt 98 4 ek 2 AskR G i, K
FC HFES BB whebd gehat Aalsh 8 Rk FIFE of9
E B AAAY F ARz, LR 1l S b T
2o1e] AAE oS 4d 4 Aok =8 o8 Soboh gEEk A
AF e EE S Wil AAA vxE: 2P A5 v 2IA S 9P
wel Fotell webd ApRe)e) Aspe Weld 4 gleh BURHiBhel Heldle
el o qF EAERTF BARBRE, AL (equity capital) 442 A7
A A7, EHEE, Bes tﬂiﬂﬁk R, 5A7 7 AA =gl Al
A zbrhabad, 2R write-off, ol Tl u] 9 ofgF B woEz A, fp
g LA, Al Abske g, o—?—°ﬂ et &2 g <35 FHlER A
S S AR TR Fol sk

2 Astz pRzekal g el ohlgl o Fe) AR EL B o]l o) 2]

¥
¢

x ] i
M F e A g g A AL LY $E STLLE AL
Aagelme wheld] A% AR @o eyl 2U% ALE DLdd FUD
¥z 3

EE el A A ?g + b sy EETER R Y
ol 7h4 el sleleh e of e dk RMe BRI
eh. BB o)A W-BERAAA L ARz AL Alssine Je
EE 27 FLetrhe A shell A nk o] Fof

chEA 27 slel A SEBRREEE FRBERAYE e sl
olelg] g dfatd A AALE shedef shi b, T o] BT
- AREN S ZH ol A-SA 7] sEelrh §  ABRS

Apd 2Eg e A9 1 R 2 ee Adddet sl 2o R %
9% HE AT 2 5, hd, A% A%zA S0 FANAEA B,
CHRIA 298¢ dush 0% 58 + Aok 597 BCRE lef49)

£% TEE W5, AL A= RERE o] ARFRAA nrh FEisiohd
ABFAA AL z2ehs A& Fel T AREKES 7HH oA ek

olo} 7o) AFEAEEI ALzl A W hA RE(alternatives) s}
& (option)e] 9l wbao] B—EEgEAa¥ s 22 o) A= e %
RELESE 519 RES &8¢ BEEARY 22 B ohlzt HHEAR
2% 9 A7, JSREAAE BET FIFKRA, AHETE AR
o 2 HE FEAIFEN ol 2r7A BLE 4 glome BHFEALESEA 95}
o 944 Az 9-gel = ataeh

LRELEN 228 el HHd AEFT A5 e SFARHEER
24 3" 4+ vk 2 SRECKEMI duk R & 3
AT SHEA st ohlel BNAERY 43 FA FAS S A
Aoleh —EM MEE 24 ek webd SHELERS) old St A



52 & BEHRE
@ oxrld e 348 AE LEE CXREDHE A ZH HE 9
o

ghed AR A dE 4 dov A FAld AR AER Jddz
ziigd] =l o oFld) AEste SREAEE B -EESCES vkd $
Ak AWAAE R FAE 7 Uk G7 4 A 4T A A
2Rz ebgd Wk opulel AEe] e (transferabilitv) & 235 o},
H-Bile¥its GRS BPEAR)E 2ol FHd Edl 25 9lo]
=3 F

Aol & AR ol 9 shol
= s Ed sl gt fTERY ASIE alebd
EAHZE SEE A F, e T 5 o e Frbell Agl o) RAlsl Eske
BUFE R 7L A Al 7] 3ol Hb-3-(respond) sty HERAFEIGTA 3
T AgtatA el Ak Hxst Be4E aud E2
v SEEEAEE T BIRUAY SHEETE (restrictive currency control)of] of
g oAdds | 2EeA ae $A2 e $94 $E4E 44T Ha
Poateh PR, SEBAERT Adeldeled T vl ikl oshe AR W
}_S] of 7] ¢ 4] (different national affiliates)E =z glowm e o8 #H =
= gt odw ZAe] s eXEH FHoz A4S AdrE A A e
,xieill o] AR b gErh A E Eo nbY ASUhY ABREUHBEEC BE B4 &
EEHS ErbsskAl @ BEe #54% = Fait AF HARFEY
FEHow 4% o gl vkl odw shte FEptto AT FET BARE
o] =l ¢ u]

\-m
ol

rr

2 A FREE sk "k

¥ e deiviebd ffes] sl Bk B ARBRC] o A A}
oo 2y 7% BEFREES, RAEARY FA,

o E5 U SBEES oA 2uE AdT + 2

]_

pr

EEGR, & 5% %%@i T 9“_ mﬂﬁ_& XM.:_ def I ol
i) o3k e RE, BT BEe = o HE £ BR. ReE
o) bk WA B, Zlel RblE TAE vEE] o] MFEMBEERY 3o

‘ 9l 7] wl el B2 4 s2E A=} AFE
) = HE AATE drk webd e 71edEkAd
T AR vl Fo] QAE|RE F8 $7F Q) ~"r<ﬂ7F Hef 287
o Foll SIEEEAES TEA A BEHRHESY T84S Ade] A
R=s E

B S shsla g Aelth

&

H » [S3+]
(2}) 2B -9 ol 4lEl n

BRFE R A T2l = BE B olAE 2ol rlge] x3kEh
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a) & AE R g o] 2 s A REDN Hee AT

b) Tt A ERE RS SEL, HER S8 53 MEY TE

c) WHitisd olv] T AEd A xFsbyl A FE otolre, &, A4,
-5 5o HiEH

d) KB 2EBRES A olelx AL stmay T 3 89 A el 4
& gzt 73719l z]e By

e) WS, MUREGE, A4 9 A 3saa e a4

£) A#E g wibAY A

g) A= A=A HH, AT HNEA L AME ofoltle] 52 iHH

Holl 2= wtelAly QA B o] hE, WKA ¥ 2MEREY g
BB Azl o g sl A5 g npels Eu%%ﬁ“ oS R, AR
HY, BEFAV2.E A #iBhHisesHAl vledolrl. & SEEMEY HE L8
olale] 2 7h whebsAl v BigEol] F A =le] o f-ﬁ_m}iﬂ SElfEntetA & BT H
e 24 o A "ok ol at el vl FoiMx Sulvlel pEERESe)
# e W ch Lol A %ﬂ%ﬁn}orﬂl PO I sleld BB
b AA me mukEzde] obd 4 gk

(c) ZRHMEHKCZMO| #l#y

T SREES A4, 594 (plurality), AlSd = Wt Fo2 gl
A A1 FEabe] SEFEEEANA dw Aol ohilh FMEAEMMSA sH=
REfER-E EE H2A Hn pEASNeZ s BRES F52FE B
z M2E el FFE aTshe 52 Al Y (impediments)e] =27 wha o]

l

SR SELEES Aoz BN ol Eas wobi Fads E2e] g
2 ohvieh A FErh debxla gleot 53 FAAGFEs 2 dy op=
o 2AAS dWela gleh I oo] e HYURKRS] A8 £
AT gAak 53] iR EEKA detd s Qg EFoez At
Boj7lm f'—LD}. % #51] ﬂﬂw— 417303%-91 RBEE, 714

. .

otell 8} 71, FhIE, — 0}%17} @aiou °‘<>M«l 53/ Egse BAL A
o WA EC 24 dloF e HiEoE el gl

SEFEEES] FHLEY 5 AENLE Hvste AL Fobd webd
s} Fxrk a2z at ksl HElESK S vebsh dota } A e} 7]
EF ABGZE b £3] AlA ST v flEEEEolch o] A S
Aol Al £ Aoloh =kof BAZERC] A% B LEAA +
Sz eelm, NUFEL £Euvl HMkES A3 GERR
REEEL- BlfUfEEES] ohulel RFEM RZEEE Al Tsts Aol

Flo Ff“-
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HHRE BFRE A ¥ ohvel A4 wasly] W Fd 2 Ane] o)
EZ ojFIIE o g Aol el 2 SEBELEMI) Sy =
ZEECERZA AENes A% $dstedd T3 HEES g
TA 7143735 olaiFta Al R A BE v} o] AXEEE A5
A 5 dojof ateh AFzAN AAl AAE Fovyg (F HEakE A4
stoe) LEEAEN A3 JETH (inaction) & gl 23l 742 &3
CES AYele Aol Heln ¥rb. =g 913 7b4 (risk minimization) 2
+4-& Fete SHEIEAEe] vkl A5 iihhg ol e Tt AA” e
whelA] SEHR f¥o A AL ¥ + g FFrdew AHd st
FA el wrh old f¥EE 7ﬂ £ 2] g KAl S AA sles BRET)
& Hl% askme] EEel sbsAel B sholek

o] # gk Hell 4 éfr%%ﬂé%ﬁﬁ 7§°4 2 o5y VR E Jledrld e Ag
el glelA Aukd AR A sjok Pk

):_,‘Lrlrid

)

by

V. &HEEBS0HA SEECOIHE CZ2| #iBae

T AEDE Ag(base) o2 dbo s S A RS T5H ®WpoR
Atob2 ¥RV MRS WH o2 3te LB R & AMs7]  $3hed
Lo HHe seid 4 2 ZldAlA ﬁ&] oA, HiFS WRE &S
REEe BE 5 mastd Bmgn BERERES sholok vt welA 714
= A E e gk B BERE J?Lo}@] sistA geh 4 LB
ohA el o] FF o2 involvestygvta A4S A Fhacl T whopdA &
HaEsh AR of w3 W sirt defol & AR ARk

(A) ##0 CHEE BREgl) BRRE

HEE T Jele] ol HiE LY A¥ME &S ek sm, uu
e} = HEEErLotA B o2 s o} shota F3El e Ae] ohvl. ZgA)
T el Ml ¥EE dx, (Ehe] o sl o e
T e, = @5 Aol -l A¥EEE ' Aol W o). HEs
Xeu7 LEEERA Ec! o famishar mak HHY Sl Yo = 2EA Fhe
obmb I ffpEe) [ ek Fagrbe A8 R REBER, SRR
el Hiroks 2 *‘ﬁ"z?: S e I ¥RV 25 db el 4%
HIHA Hal ol BB BEeh B B s chgdlok EH ook &
rh A7 A ohEs 2 ¥R BEE TALE A5 2 ORERS
Be] AF; OhEE S O] MBEAE(ER)EE; Ooste] 8e
It A58 FE¥E; @f¥Es REA¥(EE)d dT @9 involvement; ®
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WA (ER)E S ¥ 868 2 Daxl A
(1) FE=aEe] support: ojw gt si% g1 sl Ee WETE LA e
A AdH A4S she Aol BAER Il =Hebd = gbd, ¥R
@R)olth HEfEstobA Y Sz Mz i =E @ oA s m)

A € £ g
7L7}7< ] ch nbd EEREEE] A4 2 S@ButelAl el FaAdsh il LB
S ol A sk AR B R A Alucld HEEES X157 $ol
stk lfﬂ‘/} 12b 22 Asbs A wibtigste] s3A 7 el gl akA
7b ik sheiel= BIREES] 3¢l A 4] =

H BN A = 27
Al ety oy eba el e =& @mﬁﬂ%oﬂ W3k o] pho EE
B ATE LR EetolA Blo] ol 3t supportrh ¢1& vhsAde] Thoh B

#%e] supportr} ﬁf%‘t%ﬂ Bl AFatgle] FdatAl Hasirim Kol

i

OIF r

(2) s WA dAld o2 WAme Bubel A MR deld SEE
ok el LU sk R T 42 4 ol optionsl A% =1

ek, olvw] AjAlAH o w Abukal #H-S- st =] BifielolAlEl e Fled o
KHE el s A EERTE B RESDS 7H/<]'5‘DL° 24
%E%EUPOP?‘H Blo el o] Lol Aelrh ek B A¥iEurT i
Al BEE FlEive 2 (5] (take advantage)dt 4~ 9l A& 3} e ¥
Rk U REE R Al = mholAl Bl iGEpe] {R%Ee] Aldtse] Qlem® N
s el M% el weh 23 RRA LY Bkt

Wete Akl sted T EAEMEE AR 4+ ubel ok

(o gibel BHREE %-s_—s}z}v& HitE 2 A BIREGR(EA) R B 8
A Bl B 4 ek old gl oS *sa»g.]fww - K Btz
ATk GRE, 50 R AlEk SRS e T gRnel A3

o o
—{% ol

r,

YEre] Abtha) W Zo

A4 (public utilitizs) :

EW EM Wl ® sl e 1 ALl Erbgshel of gl Bl
t ifr’&ﬂ- A e WNESE AL Fersln gl

odxlebr g
i

ik L s S EAR O WERE T e o
3’?i’/HH#&5’j | AEd 4 ol HEEEY optione- A E 4
R T MR Abakebdk AR SRR g
B & 00k o) A% Wl BE A e
o RS U WAl WL sl YmBE AT ek 2%
I o T E&ﬂfﬁ%@ﬁdl ahe] = Eibe]l gt WEREY F= Aok
Gehd & G BRSO AN A BEREE T deld
2ol 7o FEHRES BIEY (realistically) o8 11z sllof ghr).

(3) {hFEE 1S5 ¢ REESe] BURRA el Tt 85 o ¥ Bl o

13) Tepstra, op. cit., pp. 1565~163.
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2 EHIRGE aesejer & & S A7) 2hell AA B (e
31'051 \S}U" ‘?:‘ f_'f:/s\% ’(ol. ] 7}”]2&]{“ bt f’)\k_, l]%iq_‘_ﬁ_i %‘%‘ %“7—1 ‘5'}
Al 2o 24 Aol Al Y o g e :j:ga f{—.{— 7oA & %x} o e FiEHS

AL 5 oleh Z el wAetA = 8ol % ERERS T
=2

[e] o
= T
= EE vk EERATSA A
T I %

s g omum oavﬂ_ Aol
s 9, BT ARl gl

o) A 2
s Wi FilEot ded HF
T = ek el ol @ e BT A F0 WE A wx
74 EEARL AN SIS Sekd SRR B s R AR+

7]
e fEE gleh ZElu dubd e AdRHE aFldlA we Afs st
StA wpedel el & Bl EEES] fivb e |Ae 2d 53 glvh

“Heinz and Campbhell are competitors in the American market, but only
Heinz wasoverseas during the first half of this century. Campbell entered
the European market with direct investment in the 1950s. Largely because
of their lack of foreign marketing experience, Campbell had great difficulty
establishing a market position in Europe. Many years went by before any
black ink appeared on the books.

Westinghouse conducted its international business almost entirely by
exporting and licensing until mid-1960s. General Electric has numerous
foreign production facilities, in addition to exports. After Burham became
president of Westinghouse,the firm decided to add foreign production to its
international marketing strategv. The company encountered great troubles
implementing this decision. There were two major reasons: (1) The company
has very few experienced executives to work in these foreign operations,
since all company experience had been through exports and licensing
(2) When Westinghouse tried to buy plants in Europe, it encountere:d
government opposition in some countries.”!*

AR B 3 FoR HRY E e BATWBAAL et Bd
st AAgs] AR BATHAA Bdsta 4FA el stelAlE ERE
Aged, 28 e¥RE 292 X fE%E g8ol wlsle] BREEAYC.E mlobd]
B8 ol glolA wda] AE e 1o lA "Ach =T a¥EEEe] R

=
o4 vhobAn welA 4FL AT el -t Thesh Zriw Ad=a geh

rlr io

14) Terpstra, Ibid., p. 157.
158) Reported in International Commerce, February 3, 1969, p.2l. Compiled from
Terpstra, [&id., p.158.
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1. The= sizz of the U.S. market and its associated research and develop-
ment activities favored American firms over their Europzan competitors,

2. American firms are strong believers in markseting research and
market forzcasting. They carrizd this over t> Europe.

3. American firms maintainaed closer contact with customers and paid
morz attzntion to customer complaints and suggestions than did European
compeatitors.

4. Amesrican firms ware quick to 2xploit product innovations.

Ao ol &7 AAst e AL S ol fEBmEe] Ay K

o b s ) ks
1

49 £ 2 T Rebdchn woroh @ A0
ERES AANHAA HERI T SR velAly 30 wdaoed
SEBotoAI Y 0 2] AL KBS TEHES slok T Aotk

(4) Bash 23 BES ®EUE shebA g et deisba Aol o)

A& FA s Adelrh olelar 2bol & BAytolAl 2 EEAIHE o4
L2 ol vpobsEellA A AT S gvh Xl ofd EXe] &)
il

& Arkell whebA] LEGERtelA Y Bage debd
sl7b 2 Wi e @R WRHSY v 85 SEE oA Yt
= 5 ess 2 Yy OB A (logistics) §-9 EA 4 %-3etA
[ Fo0k Aojul 2 Al o] Fdbslolok & BA mhobA Bl &
FEAlZE A e o] el
el whebA IR vhobAl el BRI e Ak 2ol fHE A welbA
E B Bk 24 Aok BIE B WE EE REne e
A7k AA Tl EeA ob]zw el A HAEENA $AEE E A A
i JoohobAl el UK 4l e = gl ASE Ak B
2] G Akl WEBA oo ekl He AL dxe =%
A s ok & shube] Ekeleh b BBRAGES e Al ot
F2) obd A HMEetolA B FIEE W B >l glof 4l Abekat
+E4e 7%@ + 4 1 ab b A g fAA o R meste feldel &
oz i wRES] Wk Al A ok gk
(5) E¥%M mvolvem°nt91 A KHREER S HEGSHA P
A o]

o
Aoz A% et

i
1o
ok

o
O
%
s

|‘J\‘_14

M4y dr 3o |

i
+
5
s

zg’ﬂ
f

ik
i
ot
rlo
»
Al
- 3
a
=
o
3
B
d

(participatz in international markets)3t < 9l L =N
A led QA S EE As s Fage] BT involve ¥ £ slb

fREo] o=k odel RE § o= sht B I o4& AT HAsbs 5l
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A oolu] A= FHE e Y& KENSS AR o Eege d2z4
AAslolop grlh oy e FERES A A3t b

Cateara and Hessi= jg/biisg #EHERgEe] fREo e+ (O Exporting, @
Licensing, & Joint venture, @ Manufacturing, & Management Contract
7+ o3, BT o g involvement sk#E(level or category)dl+= @O No
marketing overseas, ® Infrequent marketing overseas, @ Regular marketing,
overseas, (@) World marketing operation Fo] vtz =4 sla glch &

Terpstrat EI 11735 involvement 7K #E-2 (D Casual or accidental exporting
@ Active exporting, @ Foreign licensing, @ Overseas marketing by the
firm, ® Foreign production and marketing %% =&tz gle}h 1P

el = 7lA BEpEAiH involvement?] G S ?4“4;]-71] HLO] el

<] AL
oo} #ge] Azto 2 Terpstrad) 75 Fiike]l 2l vl £¥d ddes
g o] Eo FAL fldted e o % whalA ek A e Tepstra l whal o [
Birtis involvement /Kige] FE=F 7| Fo® 3 AlA i HFEEL o9

glo] AAE T4 == oAl d o2 HEETige] 3t involvement?] A =2 i
A Aok Fhrhe T2 ohrh & o] AffifEkd] el ofwl Kégo =
5 z e3¢ involvementr} ryHsdhvh Ze|i} dabdg 2 2 ol A2 g whA| g
= involvement K#E-& 3435k Aol A& AEAA + A5 GHAe] oF
97k AR S0 2o @B A7k 97 b mE agmE 9
¢ BT involvement K#e-S stubsli thgubAlE A Aok & Aolch

g A o] got AA7L &S kR v AFEBE RNENE AL
ghe] 41 A1 i (active exporting) WA 74l WAl Aok gbrh ok
Su b &itle] oF 60% A=l BEE ABpER et SEECE AHE Eh
o]l gl Aoz odEx v vk olE *Véﬂ“’% -2 ek ﬁ:\i%*—i%%"l
S RS At A &ilishe 438 & RES o & Aol 5

SRR e s Beld &Y A 434 ?BL«%H | &+ gle v 2 ]'?r
= woAigate] A A contactrl glol Al WBERS TFH37] oW #HetA
e o & #gobiiss B violAl B (overseas marketing by the firm) wk
Alzo) wrAol =olgr g zeA & 5 47 “ﬂTOIEP. =% HERE

g A Flgdke £0E 2A A =38 28dA ASE KEFEHE ste T
FEhs Al =l

EEE R AF S Bk vt 2R B =x SH
goololAl elo] AlAxcly nxw grh #4454 RUEHE sk e 52
L e

vel RS AT Bt vlebAl ¥ o2 WA Aok gk £ A =

16) Philip R. Catseora and John M. Hess, International Marketing. Homewood,
Illinois: Richard D. Irwin, Inc., 1971, pp. 7—11.
17) Terpstra, Ibid., pp.11—14.
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LEErrobA e sh whe s vl = b Bk EESE mlolAl Bl (for-
eign production and markeating)ojtl. o] thA| 7zl WA Felw 9] Jeb &
KAL) o vk WHUAMETT] A A REMERLS] BRI o] Foxjof qhrt
e OFDP fAge QoA elwl Asdal whel zho] A aks) mpolal ] Pmb ohy]

okl HE 2o 24 4% kY d9g 1e

el vrelel pashihiE A4 el s h¥EEY o
Q. 1:

|
S c’rl ol=j obeled Wil A Ak, o8
.

ZhA] = AR RHE A
o iRE s IEE RS Eshe it RS A Ss] TEskd %

3
ovbebAld) mbAl AR = sb g gelel wbRlsiol frba ok
<3N

EREATIRC] ol BT BMEREEe] olniAl 2] bl of Aok & AL &
Felvh ol LlHEEe] W %miﬁ Bl st nhobAl e wbAl 2] abAle] =
T ATAH AT sllok grh fleb 2y wbAY HA S $4 BERES
el T a4 51°1°l= A 4%/&: XS] bl el e hERee] B

olvh. F Fifr, /BT, ¥ HS 7, synergye| FER 5 HEESl s
¥ involvement:| $EETY FEEEls =4 A Aok )

(B) 2E#EONOIAHE 22| #HM [E o0 HaE K Blke] it

foRmo] FBRMY involvemente} % BR%Z(BEAREHY) nbelAl el involvement 7K
#e] bl Ao 2o MiEhEA o] FeiAle A Fon o TEsE el
o

Irternational Marketing International
Involvement Involvement
Casual sr aciiderntal Export
exporting
p ¢ o
//

Active exporting

Licensing _ /

Overseas marksting
by the firm

Sales or marketing subsidiary

_—
/ a!;road
/

Lincensing

Joint ventures (between inter
nationa! and domestic firms)

Foreign produc*cn and Wholly cwned production
foreign marketing

Scurce Terpstra, Op Cot, pp. 11-14, 158-160.

219 LS Fwie] B casual or accidental exportings] v} active expor-
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ting& chde] BHEMS ERE .o exportd] A ¢kl licencing
o vel pEe s BEERG involvementh BEA rholAl 8 involvement
ol ol FEATE & U+ WEEHES B2 E A vk M o3 #
S B holAl Bl & B whelA W Tkl Fazel LEskAl =
th o] whA| el sh kol A i whib o) EEE B (EEE) =FobA H o]
HPERel 3 wh —fEAYe) WAt s e) ERle 2= ose BlvlolAl €
Hife Taqlsl @iEslojor gie). foreign production and foreign marketing
(b et SEFEaLolAI B )2 s it AERE == 2MEEERRSE 5
shed i 24 o] %® 4 ok $El Vel HREdEEe Y EEdA HA
old] involvement JKi#ol| #igEstd =7+ & HlHsk of& KiES] EER R
A717] $17 BERES shedof grh

th&o &l #ki(casual, accidzntal] =l & active exporting)sk & ©¥
Bl 3 Blod oki) MAE) L HIERE(LSE  foreign productionzyl forzign
marketing-8 & 7% FHY3tefokd 75L& ch-23h o] rgsted Mtk

T 1. Comparative Spectra of Funclional Responsibilities; A Schematic

[‘_ud

Sketch
relations with international
organizations
government relations
Public relations
accounting
corporation finance
e invest ment
Market intelligence engineering
pricing union relations
promation personnel
distribution production
L ...| multinational marketing
Trade mechanics Trade mechanics trade mechanics
foreign exchange foreign exchange foreign exchange
shipping shipping shipping
selling selling selling
Export management Overseas Marketing Multinational management

by the Firm*
*/Product development and production carried out in home country.
Source: Formulated by the author, but some ideas obtained from Endel J.
Kolde, International Business Enterprise, Second Edition, Prentice-Hall,
Inc., 1973, p.181.

BNEHE St} Aol T AN %% o g trade (export)
mechanics, /RT3 WS, BTl f19) @l donelel
9l Al ke fr¥epmo] o3l gAh i Bule A Y (B = = g gEnbolA B 2
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BRta)S Bh7] Sishe & dasbell Féah == AR vholl B MgE First
ok hmz GUEES Bole HiES ¢
promotion, distrbution%-2] w}o}#| el ke
73S BAEERS HsTiRdAA vlobA |3
Bisell 4 321752 gotx dHA oz Zrh
vkel PR GSS WAt Blwrba) d =2 (bulk) 2 453 A9 E Bltel
A #ir, MISE she] vlelAl W A5 AEMEE T sk BET RIS
3} o $o] 8 (packing or repacking) HifES-2 EMME FYstder T AL
2 Erh g RE - SbebobAl EW:* zebsld fREAAIY) whobAl B BRES
BT SEEEEE AL BEEHMES ] BRT ule 7ol s sk ok g
oh el viebel] 19754EE L YAl B2 AN EE ko] EEL

ol Azl 44 ot "z EAs TR ORI ERY dTe

N I'

| 8+¢] market intelligence, pricing,

nl[o

2z slolol B Rog Erl 99
E Ael7] Wﬂ‘r‘oﬂ B BB -

o T
obZ = woliha] FEotely] Wl B seste A5 R oe R AEH
Bk Aolztz Er}

foxemno) BIERITEye] Mein dE Ao whel @Ak B arrangement 2] AL

shed oF Fhrh -?-E]. 1/]-3}‘414 gL o g bl sk e hEE
5 W7 ¢ arrangementsf] ¢lo]4 “Export Department Appr-
‘3101 V’rzi %‘5}-1 ol AAeleh ™ gk ko] slabale] glo] ERILES
oA issdl &k b BltelerAl R WA SEERbelA E el

-
4 e B2l

.

—r"
A
B4
rm

= e Sl i'rﬂ bafeskel sededt SEAE
¥og skl =& GEBINEHNE RTEEs ’é‘tf«%/ #gEE A sk
deh. cldE w2 ]v}?/r EFO 25 4+ e EEaRA ”:LOP-—F«% oF 3
Aolch HE Auee e riEEWE ek

@3 3. International Activity and Evolution of Organizational Arrangement

Activities of Company Organization Responsible Executive in
for International Activities Charge

Exports directly and Export section or Export manager,

indirectly, but trade is minor department reporting to domestic
marketing executive

Export becomes more Export division Division manager

important

Overseas marketing by Foreign marketing President, who is

the firm subsidiary executive in parent
company

18) ZEAEEsfolAI Rl o 2] E¥#e st & “Export Department Approach”& LA
ofibok et FAlH AW thEd BE:
John D. Macomber, “Entering a Foreign Market-Key Factors for Success,”
in C. Robert Patty and Harvey L. Vredenburg, Editors, Readings in Global
Marketing, Appleton-Century-Croft, New York, 1969, pp.29—33.
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Company undertakes licensing
and invests in production
overseas

International investments
increases

International investments
substantial and widespread,
diversified international
business activities

Internationi! division

Sometimes international
company as wholly
owned subsidiary

Global organizational
structure by geographic
areas, product lines,
functions, or some
combination. Alse
worldwide staff suppor

Director of of inter-
national operations,
usually vice president
President, who is vice
president in parent
company

No single executive in
charge of international
business

t

Source:

Modified by the author based on the original

idea in William A.

Dymza, Multinational Business Strategy, McGraw-Hill Book Co., New
York, 1972, p.22.
V. SRR E S5t o Bt MEHS
Sl el R BAMREE S MR REE S$EaE =2 g il ik
& SRe Y (ISR, e, SEELERS) A JdF KTFE d4 4
tha] T Aoz dezch BE4A B akel Fo] el HAEEE
o PRI ARTFEYS 197249 42.16%, 197349] 59.93% <4 19745 &
67.97% = Kig #®mE Btk 53] GDP2) BiMERAKEEE 1R 4%
30% & d& vebrl shis glont SElvele 19735 ofn] 33.23% ®
el 19744F0 = 40.76% 2 LFek 3 Fd-E Ve el olzil
&l 4bo] FEd Wl g BMAMEBREAA gz glome L MEs Ark
(W& 4) 748 RBEFEE SHHD (=% %)
W R A | TR N
GDP GoP | )
* & 5.32 5. 49, 10.82
H i 9. 41 9. 07| 18. 49
= ot 2 14. 60 14. 04! 28. 65
7 b 19. 35 15. 66 35. 02
o] e 2} of 20.17 16.13, 50. 05
i 2] 22. 34 17.55 39.90
) v = 2 20. 63 21.07! 41.70
A o} ER 23.07 22,29 50. 47
] 71 19. 20 6. 41 16. 62
£ =) el 15.82 8.52 24, 84
Py 2 Ea 29.17 23.91 53.09
= 2] 2 21. 65 9. 06 30.71
E3 =2 * £ 25.81 16. 38 43.20
7214 | 24. 63| 17.53 42.16
% B 731 33.23 26. 70 59. 93
; 703 | 40. 76 27.21 67.97
% (A 2159 mHAHS REMKEE ot Al
(th A% 19754 8%123"41} p.2)
19) tha P, 197548 A23H, p. 2
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