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1) Absolute advantage theory, Comparative advantage theory(Hecksc-
her-Ohlin version, International product life cycle version),Linder's
theory (Psychological distrance theory, Relative foreigness theory)
Comparative economic growth rate theory, Comparative supply-
demand theory, market niche theory, Gravity model
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"Comparative Marketing: A New Old Aid," Harvard Business
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Cultural Approach, Appleton-Century Crafts, 1968; Boddewyn
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of International Business Studies, Fall/Winter 1976, pp.81-87;
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5) Reierson, Curtis C., "Attitude Change Toward Foreign Products,"

Journal of Marketing Research, November 1967, pp.365-387;
Nagashima, Akira N., "A Comparison of Japanese and U.S.
Attitudes Toward Foreign Products," Journal of Marketing, Janu-
ary 1970, pp.68-74; ,"A Comparative 'Made
in' Product Image Survery Among Japanese Businessmen," Journal
of Marketing, July 1977. pp.95-100; Czepiec, Helena "Are Forei-
gn Product Still Seen as National Stereotypes" Marketing News,
September 28, 1984, p.18

6) Cosmas, Stephen C. and Jagdish N. Sheth, "Cross-Cultural Meas-
urement of Generalized Opinion Leaderslrip," a paper presented
at the 82nd Annual Convention of the American Psychological
Association, New Orleans, September 1974; __, "ldent-
ification of Opinion Leaders-Across Cultures: An Assessment
for Use in the Diffusion of Innovations and Ideas", Journal
of International Business Studies, Spring/Summer 1980, pp.
66-73.

7) Engel, James F. and Roger D. Blackwell, Consumer Behavior, The
Dryden Press, 1982, pp.96-97.
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approach)
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8 ) Ricks, David A., Big Business Blunders: Mistakes in Multina-
tional Marketing, Richard D. Irwin, Inc. 1983.

9 ) Shethi, S. Prakash and David Curry, "Variable and Object Cluste-
ring of Cross-Cultural Data: Some Implications for Comparative
Research and Policy Formulation,"” in Shethi. S. Prakash and
Jagdish N. Sheth, eds., Multinational BSusiness Uperations III:
Marketing Management, Goodyear Publishing Co., Inc., 1973,
pp.31-61; Sheth, Jagdish N. and Richard J. Lutz, "A Multivariate
Model of Multinational Business Expansion,”" in ibid, pp.96-103.

10 ) Buzzell, Robert D., "Can you standardize multinational marke-
ting?" Harvard Business Review, November - December 1968,
pp.102-113; Sorenson, Ralph Z. and Ulrich Z. Weichmann, "How
multinationals view marketing standardization?" Harvard Business
Review, May-June 1975, pp.38-42.
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2) BE#H-e BAmSEN+ MRSk RM(individual disciplines,
etic approach)

o] BESEL F—% BREM BT Rx=t ¥ Az 2s°l 7ML 3l
= RS MRS, EELE R sAsxcgite] @l nAlvle AW R
BEEEY @xxibe A #Lskx] gob Ve RS el #HE-S FHERSY] o
o] BE R\ AR ed BAY + dv B9 BErrobEoU HBELeR
EES AT 4+ Qo EEolh!2) oz femiRel B
= gy BEHS BV BS gyslor vk Afolch o Himd o
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11 ) Terpstra, Vern, "Critical Mass and International Marketing
Strategy,"Journal of the Academy of Marketing Science, Summer
19563, pp.269-282; , "The Role of Economies
of Scale in International Marketing," in Hampton, Gerald M.
and Aart P. van Gent, eds., Marketing Aspects of Internatio-
nal Business, Kluwer-Nijhoff Publishing, 1984, pp.59-72.

12 ) Britt, Steuart Henderson, "Standardizing Markets for the Intern-
ational Market," Columbia Journal of World Business, Winter 1574.
pp.39-45; Sands, Saul, "Can You Standardize International Marke-
ting Strategy?" Journal of the Academy of Marketing Science,
Spring 1979, pp.117-128.




@iy fiEelA € HRETH FHAEH 87

(R N/ B s s

#®

(&) (%)
B =

(a2dI-1> IREGEBREL KERTSRE] MR

o] REX ojd IEE HAAA EF v F4&H LEERE F st HER
stot dt=elE ol SEAlA KERS AE F Uoe BE F e wEES
ERGA HRT esolA BAEY BERETHY HAYL EREE BHANC):
@S W= X3t ek

3) #AHE®R( comprehensive theory, hybrid approach)
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13 ) Sheth, Jagdish N. and S. Prakash Sethi, "A Theory of Cross-
Cultural Buyer Behavior," in Woodside, Arch, Jagdish N. Sheth,
and Peter Bennett, eds., Consumer and Industrial Buying Behav-
ior, Elsevier North-Halland, Inc., 1977, pp.369-386; Cosmas,
Stephen C. and lagdish N. Sheth, op. cit., 1980.
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14 ) Rogers, Everett M., Diffusion of Innovations, The Free Press,
1983.

15) Sheth, Jagdish N., "The Surpluses and Shortages in Consumer
Behavior Theory and Research," Journal of the Academy of
Marketing Science, Fall 1979, pp.414-427.

16 ) Green, Robert T. and Eric Langeard, op. cit., 1975.

17 ) Cosmas, Stephen C. and Jagdish N. Sheth, op. cit., 1980.
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BEEHS #bgm(PTC =propensity to change in product class)
=x1tds £FEER(CLS = cultural life style)

+EBmy BEREMND(SOL =strategic opinion leadership)

+#F Aol A(CAIl = communication about innovation)
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sumer buying behavior )# #3 Ao E v (industrial buying behavior)
o FEE KT oA ol #HiHE #AREl7] Y5k EEUROAIE A 3
dAE BEES REEM TYaRT EERsH 2) gramEmelzt  EAB

18 ) Lall, Sanjaya, The New Multinationals: The Spread of Third
Word Enterprises, John Wiley & Sons, Inc., 1983.

19 ) Veblen, Thorstein, The Theory of the Leisure Class. Macmillan
Publishing Co., Inc., 1912,

20 ) Duesenberry, James, Income, Savings and Theory of Consumer
Behavior, Harvard University Press, 1949.

21 ) Sheth, Jagdish N., "Cross-Cultural Influences on Buyer-Seller
Interaction," Faculty Working Paper, College of Commerce and
Business administration, University of Illinois at Urbana-Champa-
ign, September 1980.
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HMoHRE RErto o £FER ST FATLEH BETEL BNTHSEAY [
Rt BEE Fel 4 HFL ERH T BHY T ohis), BRE LY
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1. | B

HEER T Tte —HEE o JEslel o] B s B
Tk HRET SElshe AEER, E£HS T8 ENEREE. £50 #FER
41, Mk, RAYXE Y SRELE 5ol E#ol H& e pHEZ HEFA
stel BME & ®Ee] EES B rEs Fohe Zlol FEaE®Rze Bl ol
E ERo® vebd Aol (ZEN - 1ol

T ol E BRm gflcs HRH EH

SNEEN S BE(Adoption of Foreign Products)

=3k £EER(Cultural Life Style)

+ g I &(Strategic Innovators)

+ %7 @EER(Commanication About Innovation)

+ 8% (Public Opinion )

+BmEBRS EMA(Utilization of Importer, MNC as Change Agents)
 Zrt
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L@ propensity to change)ole} BT Ye ALE ARY xS
ol Fol A Fle FTEMES Witk o] ZAEMS £ES AREMSY FHE
el HARG-S B 21‘”7] o Foll BEREEvlolAl B ol RBRAEFEFHY KRBT ol
REgel UFA Dok F BEREMY BHEMuHA st °‘°i W7l Halds A&
B, EFEERE, &ﬁ?vl EEER, BRVK, iﬁﬁ&ﬂﬁ & Bt 1E Aok
Eiged

4, bk EFEERL BEdHSe] mME ks TR KISt Jd vk
o whel 7 HHerk o 8d dulxe =z AIO4#r(activities. interests, op-
inions analysis )& 58 mEstm gleh 2=d o £FEERS itamEs 2

A4 A A B o EgEamnd egdrE sl skl Hi ol
MBI, EETERFRIATS Mmoo A s A wolEdlet BHBAR LA
olv} KBRS HHol RERMmHY HEZES Fo & Bl HEIZ 3
Lo olEld WHES RES Fi ok EE olud A A F= EHR
By Hifdv EERBEESC] HER LRV EABREMSS BHEsl= TAH
gyl YR WASES uTE Ao Fisld BEL EHE WA Se &l
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