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Welcoming Message

Yamamoto, Makio

President, Otaru University of Commerce

Good afternoon ladies and gentlemen, distinguished guests, and in particular I would
like to welcome our fellow scholars and friends from Chungnam National University
(CNU). We welcome all of you to this joint seminar, “Globalization and Regional
Economic Cooperation: Crisis and Opportunity”, which is jointly organized by the College
of Economics and Management of Chungnam National University and by the Research

Group for Regional Studies, Otaru University of Commerce (OUC).

Our Research Group for Regional Studies was established as the first cross
organizational body within OUC. It is financed by the Japanese government for the
purpose of developing a better understanding of factors related to the weakening of the
Japanese economy with a special focus on the Hokkaido economy. Our local economy,
not unlike most other economies throughout the world, has been affected by the turmoil
that was triggered by the sub-prime mortgage crisis and the Lehman Shock. The OUC
Research Group is trying to tackle these issues and make suggestions to the Hokkaido

regional government.

I am privileged to say that OUC can today host our close friends from CNU for this
joint seminar after only a short interval. Our professors Ohya, Shigeo, Anazawa,
Makoto, and Yokota, Koji just last month participated in the “Economic and Business
Cooperation in Northeast Asia: Challenges and Opportunities,” conference in Daejon.
We could not have so quickly organized this joint seminar if it were not for the

well-nurtured and long-lasting friendship of our South Korean partners.

Returning to a global perspective, allow me to add a few remarks. The nations of the
world have just begun to share a common understanding of a blueprint for future
economic prosperity. We have only begun to come to terms with possible solutions to
economic challenges that climaxed with the Lehman bankruptcy. Free market
fundamentalism no longer seems to be a cure-all for economic problems. It is my belief
that as an Asian community we need to shift our policy from past fundamentalism to new
ideas, possibly common denominators that accentuate the strengths and the cultures of

our respective nations.



In hosting this seminar, it is my hope that the academic cooperation between our two
universities, CNU and OUC, in two of the major countries of Northeast Asia will

contribute fresh insights to our region as well as to our local communities.

Thank you for your participation and friendship.

“
100.

Anniversary

Otarv University of Commene
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Congratulatory Remark

Prof. Moon, Hee-Cheol
Acting Dean, College of Economics and Management

Chungnam National University

It is my great honor and pleasure to deliver congratulatory message for Joint
International Seminar between Otaru University of Commerce(OUC) and Chungnam
National University(CNU) under the theme of "Globalization and Regional Economic
Cooperation: Crisis and Opportunities”. This vear’s Joint International Seminar has a
special meaning to us because it is the 30th anniversary of the College of Economics and
Management, CNU and I know that OUC is also preparing the 100t anniversary in the
year 2010,

Indeed, as we are all aware, Northeast Asia including Japan and Korea is positioned
at the heart of the world in the 21st Century. Recently, however, global business
environment around this area is changing very rapidly, in particular after the global
financial crisis in 2008. Therefore the challenges in the economies of Northeast Asian

countries are becoming more important than ever.

I strongly believe that the distinguished scholars from two sister universities, QUC
and CNU will find better ways and means to cope with the challenges we are now facing

and to promote better mutual understanding through this seminar.

Taking advantage of this opportunity, I, on behalf of all the faculty members of our
college, would like to thank President Yamamoto Makio and all the faculty members of
OUC for providing us with such a precious chance to have had various academic exchange
programs including this seminar. My special thanks should be sent to lecturers, panel
discussants, Vice President Shigeo Ohya and Prof. Susumu Egashira for their invaluable

time and effort for this seminar.

Finally, I am looking forward to seeing all of you at the great ceremony for the 100th

anniversary of OUC.
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Value and Exploitation in the Networked Economy
Dong-Min Rieu
rieudm@cnu.ac.kr

Dept. of Economics, Chungnam National University
1. Introduction

While mainstream microeconomic textbooks consider “value” a dead concept, we are
bombarded on a daily basis with discourse on value creation in the information (or digital)
economy. For example, a book published by the Harvard Business School has discussed
the idea of creating value in the network economy (Tapscott, 1999). Additionally, the
executive editor of Wired magazine has argued that, “In the network economy a firm'’s
primary focus shifts from maximizing the firm’s value to maximizing the network’s value”
(Kelly, 1998, 67).

In these examples, the value implied is use-value, or, strictly speaking, consumer

surplus, as is easily known from the following paragraph.

Mathematics says the sum value of a network increases as the square of the
number of members. In other words, as the number of nodes in a network
increases arithmetically, the value of the network increases exponentially.
Adding a few more members can dramatically increase the value for all
members (Kelly, 1998, 22).

This also echoes the description by the famous mainstream economists, Shapiro and
Varian, who argued against new economic concepts, other than “durable economic
principles,” with which to understand the so-called new economy, and contrasted the term
“value” with “production cost”.!

The development of networked economy combined with financialization, however,
increases the theoretical necessity of value concept, not necessarily in a subjective sense
(e, utility or consumer surplus). It is wuseful to quote from one of

business-school-version discourses on the networked economy.

! The following quotes succinctly summarize their position:
“You don’t need a brand new economics. You just need to see the really cool stuff, the material they didn’t
get to when you studied economics” {Shapiro & Varian, 1999, x).

“You must price your information goods according to consurmer value, not according to your production
cost.” ({bid., 3)



The concept of value is one last area of convergence between the markets for
financial instruments and real goods and services. Our mind-set toward value
in real goods has always been oriented toward component costs. ... In financial
dealings, by contrast, we assign value by focusing on the potential for future
returns. Future flow, not past stock accumulation, is the essence of financial
activity. More often now, this mind-set is migrating to how we value real goods
(Davis & Meyer, 1998, 101-2, italics original).

Ironically, the value concept hinted at here is fairly consistent with the Marxian labor
theory of value in that socially necessary labor time in the latter presupposes the time
concept, integrating future flow of production into the present.?

Given that value has a privileged status in Marxian economics, it is peculiar that
there have been so few discussions on value creation in the networked economy from the
perspective of the Marxian labor theory of value.

Although much has been written in Marxian or radical tradition to criticize and make
an objection to the commodification of everything, including knowledge and information
(e.g., Perelman, 1998; Witherford, 1999), little attention has been paid to the value
concept and value theory.

One rare exception in the Marxian tradition focusing on the value concept treats
knowledge (or information) as a new origin of value creation. Harris (1995) provides a
good example in this respect. In describing a formula in which “money buys a very
specific form of commodity, information, which is then turned into greater money,” he
argued that, “we are looking at a different form of value than that produced in industrial
capitalism.” In the same journal, Davis and Stack (1995) also emphasized the idea that
knowledge has dominated conventional factors of production, which has actually led to a
knowledge theory of value. However, the questions of why and how a new form of value
has been produced remain unanswered.

With this framework in mind, I attempt to bring the Marxian value concept back into
the discourse of the networked economy. My aim is to provide a consistent explanation
of recent developments in the networked economy using the framework of Marxian value

theory. Although other terms, such as information capitalism (Morris-Suzuki, 1986) and

% Socially necessary labor time indicates the quantity of labor required to produce commodities using
current technology. Because production does not happen instantaneously, labor time does not imply
historical cost in any sense but reflects a series of future labors. Recently, Bryan and Rafferty (2006) argued
that financial derivatives played a role in the substance of capitalistic money in the global economy in that
they “‘set in motion” a computational process that builds bridges between, and reconciles, different forms of
capital into a singular empirical concept of capital” (81). This provides a plausible connection between

recent phenomena and the Marxian value concept.



knowledge-based economy {(Jessop, 2002), refer to the same phenomena, I have adopted
the term “networked economy” to emphasize the development of the digital network itself
and to reflect the theoretical strategy employed here, namely, to understand Marx's
theory of exploitation in relation to an economy of networks. Therefore, in this paper,
network has a twofold meaning: one refers to digital networks while the other refers to
Marx’s broader term of “concentration (Vereinigung)”(Marx, 1973, p. 528), implying the
unification of individual forces through united, and combined labor. The networked
economy can also be understood in a broader context, although the term itself is related to
the recent development of digital networks.

This paper is structured as follows. Section 2 discusses the conceptions on knowledge
production, particularly regarding whether or not knowledge is a new source of value
creation. Section 3 provides an interpretation of Marx’s exploitation concept and
discusses the involvement of non-workers, including consumers, in the production of

surplus value as a characteristic of the networked economy. Section 4 concludes the

paper.

2. Conceptions on knowledge production

Curry (1997) has pointed to an important distinction between knowledge and
information: Knowledge is “general abstraction” while information is “determined
abstraction.” 3 Piercing the integument of Hegel's Logic this idea implies that
information is a more specific, context-dependent application of knowledge, which is a
more general, synthetic concept. One possible implication of this distinction is that
optimistic discourses on “knowledge workers,” defined as those who have knowledge as
“human capital,” can be critically reappraised by thoroughly examining whether they
have knowledge or information. There are other examples of the distinction between
knowledge and information, and the mechanisms by which the former is transformed into
the latter, and vice versa, are worth a close examination.

However, it is not urgently necessary to strictly distinguish between the two when
focusing on the consistent applicability of the labor theory of value to the networked
economy. The two concepts are used interchangeably in many cases, particularly as far

as value theory is concerned. This is also evident in the literature. For example,

3 “Bor example, knowledge is necessary for making an electronic semiconductor chip. If that

knowledge is applied to a concrete production process with a specific purpose, it becomes information”

(Curry, 1997).



Morris-Suzuki (1986) extensively illustrates the nature of knowledge under the heading
of “the tricky characteristics of information.” Therefore, what is true for “information as
a commodity” (Perelman, 1998, 4) is also true, to a considerable extent, for “knowledge as
a fictitious commodity” (Jessop, 2002, 129). They are also characterized by the two
well-known characteristics of “information goods,” i.e., non-excludability and non-rivalry
of consumption. In this sense, even the following broad definition of information adopted

by mainstream economists may be used for the sake of simplicity.

We use the term information very broadly. Essentially, anything that can be
digitized — encoded as a stream of bits — is information” (Shapiro & Varian, 1999,

3, italic original) 4

As the crucial issue in this paper is to examine how knowledge or information, as
opposed to human labor, can contribute to value production, I use the term “knowledge” to
avoid unnecessary complexity. |

A good place to start is Castells’s (1996) famous conceptualization of the most
important characteristics of the networked economy as the “reflexive application of
knowledge to the production of knowledge.” This conception can be represented as

follows!
Knowledge + other inputs (including labor) — knowledge. (D

Although this equation seems straightforward, there is room for different
interpretations. For example, from what we call a right-hand-side view, it is interpreted

as follows:
Labor power + other inputs — knowledge. (2)

This is called a right-hand-side view because knowledge explicitly appears only on the
right-hand side and disappears on the left-hand side. This relation dovetails with the
conventional Marxian idea regarding knowledge as embodied in labor power, not as a
separate factor of production. As Carchedi (2005, 276) has noted, “...knowledge, as the
output of a production period, cannot become the input of a subsequent production period
without being incorporated in the laborer’s labor power.” Equation (2) simplifies the

complicated nature of the networked economy, but it is insufficient for evaluating

* This definition is related to the reality that knowledge is getting more and more digitized, which also
imphes that knowledge is becoming more and more observable and quantifiable by the number of bits or

the number of copies of software and ete.



whether or not knowledge can be a new source of value because it incorporates knowledge
into labor power. Thus, in this context, value can only be created by exploiting the
so-called “knowledge workers,” who are essentially the same as simple, manual workers
except in the magnitude of value of labor power. Therefore, there is no need to modify or
renovate conventional Marxian value theory.

If we accept the framework of equation (2), the only remaining problem is how to
calculate and measure socially necessary labor time required for producing knowledge.
In the conventional Marxian value theoretical framework (e.g. Rowthomm, 1980),
differential value creation between skilled and unskilled labor mainly results from
differences in their respective value of labor power. Labor power embodying knowledge
is considered as complex, skilled labor here, As such, skilled labor, in fact, implies
unskilled, simple labor plus knowledge. Therefore, the value of knowledge must be
measured in order to measure the value of labor power in cases of skilled labor. The
value of knowledge is supposed to be the socially necessary labor time needed to produce
it. However, this definition is muddied when determining the labor time for producing
knowledge, particularly when it is digitized, because the reproduction of digital
commodities costs almost nothing. It is interesting to note that this creates a homology
between labor theory of value and neoclassical competitive price theory. The problem of
a near-zero embodied labor quantity for digitalized goods in the former corresponds to a
near-zero marginal production cost problem in the latter.®

On the other hand, from what we call a left-hand-side view, equation (1) is interpreted

as follows:

Knowledge + other inputs — commodities {(other than knowledge). (3)

This is called a left-hand-side view because knowledge itself is not produced as a
commodity, although it is bought and sold on the market. Equation (3) does not negate the
fact that knowledge is traded as a commodity in reality. Rather, this relation is
consistent with the concept of knowledge as a half (or quasi) commodity, or “fictitious
commodity” (Jessop, 2002), the term that Polanyi (1944) used to describe something that
is produced but not for sale. In this framework, although knowledge is a factor of
production, it is not a capitalist commodity in the proper sense. Various institutional

and ideological apparatuses relating to intellectual property rights [IPRs], even including

* In a perfectly competitive setting, the equilibrium price of a commodity must be equal to its marginal cost.
If marginal cost converges to zero, there is no material foundation for a positive equilibrium price. The
theoretical framework with which Shapiro and Varian (1999} handled this difficulty was that of a theory of
price discrimination based on different degrees of consumers’ subjective satisfaction. Whether one agrees

with their solution or not, the aforementioned homology breaks down here.



the metaphor of “piracy,” are necessary to make knowledge a commodity. Most radical
discourses of the network economy focus on the character of knowledge, which is
“inconsistent with a market system” (Perelman, 1998, 5).

Sraffa (1960) tried to solve the problem of invariable measure of value by constructing
the concept of the standard commodity, in which commodities not appearing on either
side of input—output equations cannot be included. Although he did not use the concept
of fictitious commodity, his research can be interpreted as implying that fictitious
commodities, such as land and labor power, appear only on the left side of production

equations, while non-basic commodities appear only on the right side:

The similarity of rent-earning natural resources with non-basic products shows
itself at once in the impossibility of their being counted among the components
of the Standard product, since they appear on one side only of the production
process {Sraffa, 1960, 74).

According to Sraffa’s method, therefore, knowledge as a fictitious commodity can be
analyzed in the framework of equation (3). This viewpoint opened up the possibility of
understanding knowledge as a new source of value creation. Equation (3} is consistent
with the characterization that “the substance of value must be fully used and
transformed into another form, and does not happen as a product” (Park, 2003, 167) in
Marxian value theory.

For example, Morris-Suzuki (1986), an early theorist on knowledge as a new source of

value, spoke of knowledge exploitation in a framework similar to equation (3).

While the Sraffa system is a closed system in which commodities are always
produced by means of existing commodities, the economy of information
production is an open system, into which non-commodities enter as inputs and
whose outputs may eventually “escape” from the cycle of commercial exchange
(Morris-Suzuki , 1986, 87).

Her concept of “information capitalism” can be represented as follows:

Existing knowledge + labor — surplus knowledge. (4)

Here, surplus knowledge on the right-hand side is similar to a fictitious commodity for
which price is set and maintained by IPRs; this said, unlike equation (2), the concept of

knowledge as a separate factor of production is accepted on the left-hand side.

Although equation (4) is compatible with equation (3), it can be interpreted to



rationalize two different ideas.

First, knowledge is monopolized and commoditified by legal, institutional systems,
resulting in a form of monopoly rent. Harvey (2006) applied Marx's concept of monopoly
rent to “culture as a commodity of some sort.” This fits well with the example of
knowledge here because the concept is also related to the “exclusive control over some
directly or indirectly tradable item, which is in some crucial respects unigue and
non-replicable.” This is true for knowledge because knowledge is non-replicable by
artificial devices such as IPRs. In this case, a theoretical role played by knowledge is
similar to that of land (or other fictitious commodities) in a capitalist society.

Second, knowledge itself produces a form of surplus value exceeding its original value
estimated at the point of entering into the production process. Once commoditified,
knowledge has a price on the market. Whether this price has its own value content or
not, it can be consistently interpreted with Marxian labor theory of value, because this
commoditified knowledge is a part of constant capital, which, by definition, only transfers
its value to the final product. If, however, we assume that knowledge actually
contributes to the production of surplus value, the story will be different. This is a point
to which we shall return later in section 3.

In sum, there are two inseparable issues here: by what knowledge is produced, and
how knowledge contributes to production, i.e., whether knowledge just transfers value as
constant capital or whether it contributes to value creation like labor. If knowledge just
transfers value in the production process, it is impossible to have surplus knowledge.
Therefore, exploitation of knowledge is only possible by enhancing the reflexive
application of knowledge and simuitaneously using communal (free) knowledge, which is
similar to the free use of land.8 However, with the establishment of exclusive ownership,
knowledge users are required to pay monopoly rent to its owner, which implies that
enforcing IPRs is not compatible with the free use of communal knowledge.” An example
of market dominating software such as MS Windows will suffice to show this. Like all
other means of production, the value of MS Windows, if any, is transferred to the final
product using it as a factor of production. A heavy amount of monopolized profit in MS
Windows due to IPRs will be given to the owner of its patent. Unless the software is
used “illegally,” no surplus value can be created from its use as a factor of production.

Therefore, the only remaining case worth examining is the case in which knowledge

8 «___while the knowledge inputs are mostly free, the new surplus knowledge created by the project has a

price, conferred on it by the patent system, which has turned it into a piece of private property”
(Morris-Suzuki, 1986, 63).

7 Jessop (2002) defined this problem as “the tension between knowledge as intellectual commons and
knowledge as intellectual property”™ (110). Chang (2003) also emphasized that enforcing IPRs increases
transaction costs, thereby making the production of surplus knowledge more difficult.



actually contributes to the production of surplus value.

3. Exploitation as the initiative of networking

Before turning into the case mentioned above, it will be useful to shed a new light to
Marxian concept of exploitation. Marx's concept of exploitation, according to Lebowitz
(1992), entailes the “transformation of productive forces of social labor into productive

forces of capital” (67-70). In Marx's own words,

...the effect of the combined labor could either not be produced at all by isolated
individual labor, or it could be produced only by a great expenditure of time, or
on a very dwarf-like scale. Not only do we have here an increase in the
productive power of the individual, by means of co-operation, but the creation of
a new productive power, which is intrinsically a collective one.... This is why a
dozen people working together will produce far more in their collective working
day of 144 hours than twelve igolated men each working for 12 bours, and far
more than one man who works 12 days in succession. This originates from the
fact that man, if not as Aristotle thought a political animal, is at all events a
social animal (Marx, 1976, 442--3).8

This idea can be depicted as follows:

Ax Xy 0nx,) —[AG) + A(x,)) +..+ A(x,)] > 0, (5)

¥ The same idea had already circulated in Grundrisse (Marx, 1973, 5281F). Keynes offered a similar
explanation: “Perhaps the essential reason for treating the varying efficiency of labor as though it belonged
to the equipment les in the fact that the increasing surpluses, which emerge as output is increased, accrue in
practice mainly to the owners of the equipment and not to the more efficient workers {though these may get
an advantage through being employed more regularly and by receiving earhier promotion); that 1s to say,
men of differing efficiency working at the same job are seldom paid at rates closely proportional to their
efficiencies” (Keynes, 1973, 43). According to Keynesq, this caused the instability of the wage unit, which,
from this paper’s viewpoint, involves the discrepancy between creation and distribution of income. With the
sympathetic comment on the labor theory of value (Keynes, 1973, 213), this point may indicate that
Keynes’s idea was based upon a kind of labor theory of value. That 1ssue, however, is beyond the scope of

this study,



where X; and A(-) represent the activity level of the st labor and value function,

respectively. Abstracting from the so-called problem of transforming values into prices,
equation (5) implies the following dual relation, which characterizes the phenomenon of

economies of scope!

Clx)+C(x,)+...+C(x,)-C(x,x,,..,x,) >0, ()

where C() denotes the cost function. Assuming that equation (5) accurately
represents the structure of exploitation, it is important to determine who controls the
network. As Marx himself admitted, this control may contribute to value production.?

Therefore, the bargainability of this control must also be emphasized.

Table 1
Player 2 (Laborer)
Strategy 1 Strategy 2
Player 1 Strategy 1 3,1 0,0
(Capitalist) Strategy 2 0,0 2,2

Table 1 presents an example of bargaining game theory and has the same logical
structure as the typical coordination game invelving a standard choice, say, between an
IBM and an Apple computer, which leads to a non-cooperative equilibrium (Economides,
1996). If however, we suppose that Player 2 (Laborer) must follow the choice of Player 1
(Capitalist) through a certain mechanism, the final result would be (3, 1) rather than (2,

2), even though there are two Nash equilibria. This reflects the conventional

? “The work of supervision and management necessarily arises where the direct production process takes
the form of a socially combined process, and does not appear simply as the 1solated labor of separate
producers. But it takes two different forms. On the one hand, in all labor where many individuals cooperate,
the interconnection and unity of the process is necessarily represented in a governing will, and in functions
that concern not the detailed work but rather the workplace and its activity as a whole, as with the conductor
of an orchestra. This is productive labor that has to be performed in any combined mode of production. On
the other hand. .. this work of supervision necessarily arises in all modes of production that are based on
opposition between the worker as direct producer and the proprietor of the means of production. The greater
this opposition, the greater the role that this work of supervision plays” (Marx, 1981, 507). Duménil and

Lévy (2003) called this profit-rate-maximizing (PRM) labor.



interpretation of Marxian exploitation. Laborers are forced to accept an exploitative
relationship because of the power of the capitalist, and they are worse off than in an

alternative situation.

Table 2
Player 2 (Laborer)
Strategy 1 Strategy 2
Player 1 Strategy 1 3,8 0,0
(Capitalist) Strategy 2 0,0 2.2

In Table 2, although there are two Nash equilibria, (3, 3) is socially more desirable
than (2, 2). If Player 1 {(Capitalist) leads Player 2 (Laborer) to choose Strategy 1 rather
than Strategy 2 (in other words, if Player 1 has the initiative), Player 1 can appropriate
all the increase in payoff. As Player 1 takes advantage of the situation in this example,
exploitation implies the management and control of the network of players. Player 2,
however, may be better off in the new situation because the increase in the payoff is
bargainable between the two players. In this respect, Joan Robinson was correct when
she said, “It is a terrible thing to be a worker exploited in the capitalist system. The only
worse thing is to be a worker unable to find anyone to exploit you.” This aspect clearly
shows that the betterment in the economic situation of the exploited does not preclude the
existence of exploitation. Many utopian visions of the networked economy that focus on
an increase in consumers’ satisfaction may be criticized from this perspective.

The logic of this increase in payoff is very similar to that of Aoki's (1990) “information
rent,” which arises from the development of information and communication technology.
Although capitalist employment is not considered exploitative in his “firm as a nexus of
treaties” literature, the information rent itself is bargainable.1® Therefore, the question
of who appropriates the rent becomes an important issue. If one interprets exploitation
as control over the production network, the scenario depicted in Table 2 would be a more
suitable description.

In addition to network externalities in consumption, the initiative for the network
producing surplus value is important to the networked economy. This is related to the
“deterritorialization of production” (Negri & Hardt, 2000, 295), which goes beyond the

10« the firm. .. should be regarded as a cooperative venture in which the provision of capital by the
owners (stockholders), of an organizational framework by management, and of information processing
capacities by employees can generate results in co-operation, the distnibution of which is susceptible to

intrafirm bargaining among those agents” (Aoki, 1990, 28).



formation of production networks (i.e., virtual corporations) to include consumers in the
production process. The elementary form of consumer inclusion is called user-generated

lock-in, which is succinctly described by Kenney:

This means that the consumer by investing in understanding and becoming
proficient with a certain program will likely continue to use it or upgraded
versions that have a similar human interface. From this perspective, in the
aggregate the users have invested far more time in learning to use a software

program than did the developers (Kenney, 1997, 94).

On the other hand, McDermott presented another concept, that of the “social relations
of consumption,” to describe how the consumption of the consumer/purchaser has a
productive character.!l He provided an example of purchasing a car with regard to its

quality maintenance and repair and ete.

Recall that in purchasing the car one pays for a number of potential services,
which will have to be complemented later in sale/purchase state with the
purchase of further gquasi services.... The key point here, however, is that the
extra money paid for the car at the point of sale, that is, the money advanced to
pay for services that are as yet only potential, makes the consumer/purchaser a
coparticipant in the investment process undergirding the manufacture of the
automobile; the purchaser/consumer quite literally advances part of the
investment (McDermott, 2004, 59).

Here, McDermott refers to the case in which consumers must advance money to
producers and then cooperate with them in order to remove quality uncertainties
happening in time-consuming process of consumption.

However, things go further than this in the networked economy. Consumers produce
digital content and even provide “affective labor”!? in the cases of portal sites, search
engines and blogging. For example, in 2005, NHN Corporation (www.naver.com) had
about 61.4% of the Korean search engine and portal site market, leaving the runner-up,
Yahoo! Korea, behind with just 13.2%. The competitiveness of NHN lies in the fact that

' McDermott argues that “consumption in a modern economy is normally linked to and conditioned by its
further productive effects on the consumer as producer” (42-3). This may be generalized to include this
paper’s case below in the text.

12 This is a concept provided by Negri and Hardt (2004), whose definition is as follows: “We call the other
principle form of immaterial labor “affective labor.”... Affective labor, then, is labor that produces or

manipulates affects such as a feeling of ease, well-being, satisfaction, excitement, or passion” (108).



almost all of the content is created voluntarily by subscribers, which differs from
demand-side economies of scale in that subscribers actually participate in the production
process. ¥ This means that the consumer-versus-lemployer relationship must be
reconsidered. The necessity for control goes bevond the boundary of the organization to
non-workers. ¥  Although this precedure looks similar to the case of network
externalities, it should be noted that consumers participate in the production process of
contents. The capital that succeeds in taking advantage of the network earns a greater
profit than its competitors, which is a form of extra surplus value. In reality, such an
extra surplus value is generated through advertising revenue and other such means.

In the sphere of production “the mechanisms by which social knowledge becomes a
source of private profit” (Morris-Suzuki, 1986, 90) still remain. Transforming tacit
knowledge into formal knowledge, and vice versa (Nonaka & Takeuchi, 1995),
accompanies the conventional process of exploiting the so-called “knowledge workers” in
the production process. In particular, search engines and blogs, the content for which is
maintained and updated by subscribers themselves, are good examples of how the
socialization of knowledge can and does happen, even among consumers. In this sense,
the exploitation of knowledge must be expanded to include consumers.

This concept of exploitation is compatible with both equation (2) and equation (3). On
the one hand, adopting equation (2) implies that consumers’ labor is included on the
left-hand side. On the other hand, adopting equation (3) implies that consumers’

knowledge is freely appropriated by capital as “surplus knowledge.”

4, Concluding remarks

The main points of this paper are summarized below.
First, considering the logical consistency of Marxian value theory, knowledge {or
information) as a new source of value creation is incompatible with the concept of

knowledge as private property.

B This is now well-known as Wikipedia way. Tapscott and Williams (2006) refer to this phenomenon as
“collaborative minds.” What this paper emphasizes 1s that benefits from the collaboration or “collaborative
minds” can be, and actually is, the object of exploitation by capital.

" Although consumers are neglected, this point is noted in the literature on organization theory: “Far from
the development of non-integrated production systems implying the demise of the need for management to
control and motivate labor, we find instead that these needs extend across original boundaries and involve
the interrelation of non-employers (client organizations) in the traditional function of the legal
employer—that of controlling and motivating the internal workforce of the suppliers” (Grimshaw & Rubery,
2005, 1036~7).



Second, exploitation as control of the network is a novel concept, which implies that
exploitation is not necessarily a zero-sum game. The exploited agent may be better off
participating in the process of exploitation. Furthermore, in the networked economy,
any agent integrated into the network, including consumers, can be exploited by those in
control of the network. Therefore, extending the concept of exploitation offers a new
perspective on economic demaocracy.

Last, without imputing any mystical character to knowledge {or information), one can
explain the mechanism by which profit is created from the perspective of Marxian value

theory.
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Introduction

Increasing number of manufactures in developing countries invested overseas to be
global players. Since the FDI (foreign direct investment) by these firms is a rather new
phenomenon, only a few comprehensive researches were conducted in this field. In the
macro economics, IDP (investment development path) shows the possible processes for
developing countries to be global investors. When they reach the stages where the outflow
investment surpasses inflow investment, they can be recognized as emerging investors in
the world. The main objective of this paper is to identify factors which enabled manu
factures in developing countries to establish their subsidiaries. In order to be global
players, it is necessary for these firms to have competitive advantages. The management
resources which enabled them to go abroad must be investigated. Along with this
investigation, the development and accumulation process of the management resources

will be also examined.

1. Investment Development Path (IDP)

With the economic progress, developing countries will gradually climb up IDP.
Growing outflow of FDI in the latter stages of IDP shows the increasing FDI by
manufactures in these countries. We can also observe that the development process of the
manufactures in these countries. The strategies of these manufactures have been
changing from export to FDI in general. It seems very important to investigate the factors
relating with these changes.

In order to understand the increasing FDI from developing countries, from macro
economic perspectives, it will be useful to utilize IDP. As it is shown in Figure I, IDP has
five possible development stages. The net cutward investment (NOI) is negative in the
first stage of IDP with limited inflow of FDI which concentrates mainly in the natural
resource development and almost no outflow of FDI. The countries in this stage will be
identified as the least developed countries. The NOI will show larger negative figures in
the second stage with growing inflow of FDI due to the rather favorable economic

condition of the host countries for MNCs (multinational corporations) such as cheap



Figure1 investment Development Path

Net Qutward Investment
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source: Narula Rajneesh, Mudtinational Investiment and Economic Structire, Routledge, London,
1996, p.22.

labor for export oriented MNCs. Other MNCs will find FDI opportunities in the import
substituting industries, to which it is getting harder to export their products from home
countries under the high tariff protection. In the third stage, outflow of FDI by domestic
firms emerges and NOI position will be improved. Due to the higher per capita GDP and
higher wage level, some labor intensive industries will not have the comparative
advantages any more and hoth MNCs and local firms in these industries will relocate
production facilities to the less developed countries, where they can find enough cheap
labor. The inflow of FDI still exceeds the outflow of FDI. The good infrastructure and
industrial clusters in specific industries such as E&E (electronics and electrical) will
facilitate the FDI by MNCs. The purpose of FDI by them will not be resource seeking as it
was observed in the second stage but efficiency seeking. Some countries at the end of the
third stage might be called NIEs (newly industrializing economies). The fourth stage
indicates the shift to positive NOI position with higher per capita GDP. Higher wages will
be one of the push factors for the FDI by local firms. Some local firms will he MNCs with
large amount of FDI to several countries. The countries reached this stage can be called
advanced countries. The comparative advantages in these countries will shift to capital or
technology intensive industries. Intra-firm trade within the MNCs tends to increase with
growing numbers of subsidiaries all over the world, The final stage of IDP is
characterized by the fluctuation of NOI position.

Some factors will affect how fast one specific country climbs up the IDP from lower

stages to higher stages. These factors are;



(D resource structure
@ market size
@ strategy of economic development

@ the role of government.

2. Two Types of FDI by Firms from Developing Countries

The IDP shows that there will be some stages for developing countries to go up and at
the end of the second stage and afterward, some local firms will begin to invest abroad. It
will be possible to classify the types of FDI by firms in the developing countries. One will
be called traditional type and the other the new type of FIII.

As 1t was referred in Kojima model, the traditional type of FDI will be caused by the
changing comparative advantages in the home countries. This type of FDI will be
typically seen in the labor intensive industries such as textile and clothes. Those firms in
the countries in the second and third stages of IDP invest in the less developed countries
to make use of the cheap labor since the wage level in the home countries was raised. In
the 1970s, Japanese firms in the labor intensive industries invested in the East and
Southeast Asian countries for this purpose and followed by Korean and Taiwanese firms
in the 1980s.

The new type of FDI by firms in the developing countries increased in recent years,
especially in the E&E industry. Those who became the domestic suppliers to MNCs began
to participate in the global networks or supply chains of MNCs and established
subsidiaries in the other developing countries. Most of the firms came from the third IDP
stage countries and invested in the countries in the second or third IDP stage countries.
By being the suppliers of MNCs from advanced countries such as US and Japan, the
capability of these domestic suppliers was enhanced partly by the demonstration effects
and partly through the inter-firm technology transfer by MNCs. Once they became
reliable suppliers to MNCs, there will be more opportunities for them to go abroad with
MNCs.

In this paper, we will pay more attention to the latter, namely the new type of FDL
This type of FDI will not be explained by the traditional comparative advantage theory. In
stead of it, the competitive advantage approach will be introduced to explain it.

The competitive advantage approach tries to identify the determinants of the FDI by
MNCs. We can find various types of competitive advantages of MNCs from developing
countries. These advantages include human resourses, techrology, access to resources
and activities, production capabilities, and o forth. Given these competitive advantages

and the conditions of host countries, the FDI strategies (motivations), such as



market-seeking, efficiency-seeking, resource-seeking and created asset-seeking would be
decided by MNCs.

The competitive advantage approach was first introduced by Hymer and Kindleberger.
They tried to figure out the company specific advantages of MNCs. This approach was
inherited and enhanced by Dunning. In his eclectic theory (OLI paradigm), he showed
that firms must have the competitive advantages, in his terminology, the ownership
specific advantages (O), to go abroad. The destinations of the FDI will be decided based on
the location specific variables (L). The internalization incentive advantages (I} will work
to maximize ownership specific advantages. Both ownership specific advantages and
location specific variables will play more important roles to climb up the IDP.

The next task for us is to try to find out the ownership specific advantages
(competitive advantages) of manufactures from developing countries, which contributed
to be global players. Some empirical studies described the determinants of the FDI by
MNCs from developing countries. Since the FDI by those manufactures is a rather new
phenomenon, only a few comprehensive research were conducted. In order to understand
the FDI by them, it is necessary to have an intensive research of these firms. Facts
finding through case studies would contribute to identify the specific competitive
advantages of manufactures from developing countries or in a broader sense MNCs from
developing countries. The competitive advantages of these MNCs would be different from
firm to firm and from industry to industry. It is also expected that the case studies would
help the future theoretical development in this field.

In the case of MNCs from developing countries, the management rescurces which
enabled their FDI were sometimes transferred from outside. The linkages with MNCs
from advanced countries may have playved impeortant roles in this regard through
spillover effects. Together with the identification of competitive advantages, the process of

obtaining and developing them should be observed.

3. The Role of MNCs from Advanced Countries

MNCs from advanced countries in the developing world will have more management
resources than firms in the host countries. The management resources necessary for
doing business in the host developing countries will de transferred from the parent firms
or other subsidiaries.

Existing MNCs from advanced countries will have some effects to the local firms.
They will give local firms the chance to experience the latest technology. It can be one of
the demonstration effects to local firms. Those who work for the MNCs can learn higher

level of management resources, for instance, technology. If they set up new firms, the



management resources will be diffused outside the MNCs. We can call it spillover or
spin-offs even though this kind of spillover will not be observed so much in the developing
countries.

The other way of enhancing the capability of local suppliers will the inter-firm
transfer of management resources. The first step is creating the transaction between
MNCs and local suppliers. MNCs prefer to purchase some intermediate goods from local
firms mainly because of the lower prices and shorter delivery time, However, the quality
of their products must be the same as the international standard or at least acceptable for
MNCs. For the import substituting MNCs, we can find more opportunities to purchase
intermediate goods from local suppliers because they mainly supply their products to the
domestic markets where the high quality products at high prices will not be preferred. On
the other hand, export oriented MINCs prefer to purchase from parent firms or foreign
firms which can produce higher quality parts and components. MNCs will take into
account both quality and prices and choose the suppliers so that not many local suppliers
can supply to MNCs. However, some local firms succeeded to create business
opportunities with MNCs.

As it was already explained, MNCs have some reasons to purchase intermediate goods
from local suppliers. However, for the local firms it is not easy to be major suppliers of the
MNCs. It is partly because of the quality of their products and partly because of the
production volumes. If the quality of their products is not as good as it is expected by
MNCs and the guality gap is not big enough, MNCs will provide technical assistance to
local suppliers to improve the quality. On the other hand, it is quite difficult for the local
suppliers, which are in general small in size, to invest huge amount of money to buy new

machinery and other facilities to increase production volumes.

4, Case Studies in Malaysia

Intel

Intel Malaysia was established in the early 1970s in the State of Penang, the northern
part of Malaysia. Until the early 1980s, Intel had been importing almost all the parts and
compenents from US and their products were exported back to US. In the late 1980s,
Intel concentrated on introducing new products and began to outsource tooling and
production engineering from local firms. Intel organized in-house seminars and other
training programs to local suppliers. These seminars and training programs for local
firms facilitated them to enhance their capabilities. Some local suppliers succeeded to
accumulate enough management resources and became global players by accompanying

to Intel when it established new factory in the Philippines.



In the late 1990s, increasing training costs for local suppliers made it harder for Intel
to continue in-house training programs and establish the new cooperation system with a
local training institute and other MNCs, such as Motorola in Penang. This program was
called global supplier program and many MNCs join and provided special training
courses with the help of training institute so that they can save the costs for providing
assistance to local suppliers, Before the introduction of this joint assistance program,

each MNC provided it own training to local firms.

Panasonic

The first subsidiary of Panasonic in Malaysia was established in the 1960s. Currently,
Panasonic has around 20 subsidiaries all over Malaysia. The oldest subsidiary of
Panasonic provided special assistance to some promising local suppliers. At first, it was
very hard for Panasonic to persuade the local firms the importance of training. Panasonic
continued to send retired Japanese engineers to 10 local firms for one vear. They learn
QCD (quality, cost, delivery) from Panasonic and improved their capabilities. They
became reliable suppliers and some concluded new transactions with other Japanese
MNCs.

‘When Panasonic established new factory in Vietnam, one of the major local suppliers
decided to set up joint venture with Japanese firm near the new factory to supply some
parts and components to Panasonic in Vietnam. This firm has never exported it products
before. It skipped the exporting process and jumped into FDI process. It became possible

by establishing good relationship with Panasonic.

SONY

One of the subsidiaries of SONY was established in the late 1980s in Malaysia fo
produce audio visual products. One local supplier developed new sophisticated parts by
the cooperating with SONY. This is the only one supplier which succeeded to produce
these parts and began to export to the other subsidiaries of SONY all over the world.
When SONY established new factory in China, this firm was required to set up the
factory nearby to supply these crucial parts to SONY.

Above mentioned cases show that those local suppliers enhanced their capability with
the assistance by MNCs became reliable suppliers to MNCs and obtained the chance to
invest outside Malaysia. It is very difficult for some local manufactures to penetrate
foreign markets by themselves. By becoming the reliable suppliers to MNCs, some firms

get the way to be global players.



5. Theoretical Framework

Here we try to consider the theoretical framework which enables to explain the
globalization of manufactures from developing countries. We will refer to the flagship
model and quasi-internalization for this purpose. The flagship model tries to emphasize
the role of the big MNCs as the flagships. Flagship, in this sense, means the firm which
controls the related firms including subsidiaries and suppliers. A network created by the
flagship will break down the value chain into discrete functions and locate them where
they can carry out effectively, where they can access necessary resources and where they
can penetrate the markets. The firms from developing countries, if they can become the
reliable suppliers to MNCs, will succeed to be involved in the network of the flagship
MNCs. In other words, being the member of the network will facilitate local firms to be
global players.

Internalization theory is currently the main stream of MNC or international business
theories. Internalization means to establish markets within the firms. These markets are
not open to the public and only the subsidiaries can access to the markets. MNCs prefer
to organize the networks of their subsidiaries and control them instead of using markets.
If the local supplier can be a sole or exclugive supplier, it seems possible for it to be a part
of the organization or play the same role as the subsidiary. It is not always necessary to be
a subsidiary to be the member of the organization. It might be possible to expand the
concept of the internalization and expect the almost the similar system as internalization,

namely, quasi-internalization.

6. Summary

As it was explained by IDP, we can assume that developing countries go up the ladder
to be advanced countries. With increasing per capita GDP, or with the development of the
manufacturing bases, there will be more opportunities for manufactures from developing
countries to be global players. There will be two ways to be global players. One is through
traditional way of FDI, namely the FDI based on the changing comparative advantages.
It can be typically observed in the case of the labor intensive industries. The other one is
to be the suppliers of MNCs and enhance capability necessary to go abroad. In most cases,
local suppliers accompany the MNCs to set up new factories. Flagship model or
guasi-internalization can be theoretical background of this new type of FDI by local

suppliers.
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[English Abstract}

In accordance with the internationalization of the corporate environment, an
increasing number of venture firms are attempting to internationalize at the early stage
of inception, and the phenomenon cannot be fully explained with the existing stage-based
model of internationalization of corporations. A so-called born global venture (BGV) can
be found in the high tech industry, which features a high concentration of R&D and
competitiveness. Existing empirical studies have covered the environment of BGV, the
characteristics of corporate capabilities, and business performance relative to
internationalization. In terms of business performance, however, there were some
conflicting outcomes, and it was deemed that the discussion of marketing strategies that
have a sizable influence over business performance had not been fully explored. Thus,
this study analyzed the corporate capabilities of BGV, marketing strategies, and business
performance compared with non-BGV, which are not included in the category of BGV in
terms of growth, profitability, and market performance. As a result, BGV differs from
non-BGV in the ability to utilize corporate knowledge and overseas experience and in the
marketing strategies sought by the two. As for business performance, while BGV
performance was higher in growth and market performance, profitability did not differ

from non-BGVs.

Keywords' Born global venture (BGV), corporate capability, marketing strategy, business

performance



I. Research Background

Internationalization is one of the important growth strategies for a business.
Normally, the internationalization of a business begins at the mature and saturation
stages of the domestic market (Caves, 1982) and it has taken the following steps' an
accidental order from overseas develops into the direct and indirect export stage: a
company launches an overseas business unit and/or enters into an overseas partnership;
and the company finally evolves into a globally integrated multinational corporation
(Aharoni, 1966; Czinkota and Johnston, 1981).

While a study of internationalization centering on large enterprises tends to focus on
large enterprises in a mature industry, internationalization takes place from the early
stage of inception against the backdrop of the recent technology innovation process and
changes mn the economic environment. Therefore, the current stage-based model has
limitations in gxplaining such phenomena (Coviello and Munro, 1995; McNaughton,
2000; Oviatt and McDougall, 1994; Oviatt and McDougall, 1997). The phenomenon
expressed by various terminologies, including “infant multinationals” (Lindqvist, 1991),
“international new venture” (INV; Oviatt & McDougall, 1994), or “born global venture”
(BGV; Oviatt & McDougall, 1999), was treated in the current literature as an exception
(e.g. Welch and Loustarinen, 1988). However, scholars who study entrepreneurship
tend to treat the recent BGV phenomenon not as an exception but as an important
strategy for venture corporations. In other words, more and more people agree with an
idea that those venture firms established by management with extensive international
experience tend to respond to overseas market demand by combining management’s
international experience and resources from a variety of different countries (Coviello and
Munro, 1992; Hoy, Pivoda and Mackrle, 1992; McDougall and Oviatt, 1991).

Due to the differences from the domestic market, business internationalization
encounters uncertainties about international competitiveness that differ from the
domestic market: naturally, firms require new capabilities to overcome such differences
(Bartlett & Ghoshal, 1991). By definition, however, venture corporations are venerable

firms that have relatively limited resources compared with traditional firms and lack full



legitimacy for customers and providers (Stinchcombe, 1965); consequently, they would be
likely to have insufficient capacity to respond to new competitive uncertainties. While
venture enterprises enjoy flexibility, speed, and a risk-seeking attitude as advantages,
they face the challenges of internationalized competition owing to their limited
technological, financial, and managerial resources (Figenbaum & Karnani, 1991).

Nevertheless, why do venture enterprises attempt internationalization so early like
that? It can be explained by industry-specific and company specific factors. The
existing literature either explains it by emphasizing the mobility of know-how,
entrepreneurship, and/or capability (Liesch and Knight, 1999; and Oviatt and McDougall,
1994) or by highlighting the significance of an informal network as a catalyst for the
internationalization phenomenon (Coviello and Munro, 1997). However, the literature
does not provide a comprehensive explanation with theories as to what type of firms
engage in early internationalization strategies or whether BGV as a strategy has a
positive influence on business performance (Oviatt & McDougall, 1999). In additionto a
study of catalytic factors to stimulate businesses to transcend the fixed
internationalization stage in the process of business internationalization, this research
aims to verify whether the BGV strategy to quickly penetrate the overseas market begets
a positive influence on business performance.

Chapter 2 addresses the definition of BGV and the internationalization strategy, and
chapter 3 will review the existing literature regarding the characteristics of BGV to set
up a hypotheses for the research. Chapter 4 presents an empirical analysis of the
previcus chapter and fleshes out the debate details. Chapter 5 draws conclusions about

the outcome of the research and its strategic meaning.

II. Literature Review of Born Global Venture (BGV)

1 Definition of BGV

BGVs are enterprises that globally exert their business activities and competition in

very homogenous globalized industries and have their own niche markets in the



globalized world (Jolly et al., 1992; Ray, 1989). BGV is defined as an enterprise that uses
resources from different countries and seeks to sell products and services in many
countries in an attempt to secure a competitive advantage by obtaining raw materials,
human resources, and financing not from one country, but from an internationalized
aspect from inception (Oviatt & McDougall, 1994). Unlike Korean firms that gradually
seek to become multinational firms, BGVs are venture firms that actively adopt and
implement internationalization strategies. Firms with risk-avoiding tendencies would
avoid committing resources to overseas markets before acquiring full experience in the
domestic market or before the domestic market reached the mature stage (Buckley, 1989;
Kaufmann, 1995). BGVs are more interested in overseas markets than the domestic
market, and many venture firms advance into overseas markets first rather than the
domestic market (Almor, 2000; Bloodgood, Sapienza & Almeida, 1996; Coviello & Munro,
1995; McNaughton, 2000; Owviatt & McDougall, 1994 Ovwiatt & McDougall, 1997,
Rasmussen & Madsen, 2002; Rennie, 1993).

Though it is possible to define BGV in conceptual terms, there is no unified, concrete
definition among researchers on what features can identify a BGV. There is no absolute
theoretical or empirical criterion on BGV (Rasmussen & Madsen, 2002). In fact, for a
business to be categorized as BGV, the degree of internationalization matters. It is a
matter of whether the degree of internationalization includes those engaged in Foreign
Direct Investment (FDI) only or includes the early stages of export and import
internationalization or not.

In previcus studies of BGVs, the operational definitions of BGV were made
individually by different researchers based on arbitrary criteria, so there is no unified
definition. First, when BGV is defined by the age of businesses, the time lag of for the
start of internationalization from business inception determines whether a company is a
BGV. McKinsey categorized those companies that sought internationalization within two
years of inception as BGV (McKinsey & Co, 1993); other researchers use a time lag of six
vears between inception and internationalization (Zahra, Irel, & Hitt, 2000), seven years
(Jolly, Alahuhta, & Jeannet, 1992), or eight years (McDougall, Shane, & Oviatt, 1994) for

determining whether a business 1s a BGV, thereby using relative critera.



Some researchers use export intensity, the ratio of the amount of export to total
amount of sales as a criterion. In this case, some use a rather generous criterion of min.
25% of export intensity (Knight & Cavusgil, 1996), while others use the stricter criterion
of 75% (McKinsey & Co, 1993). Using both time lag and export intensity, in some cases,
BGYV is defined by businesses that entered the overseas market within three years of
establishment and have a min. 25% of export intensity (Knight & Cavusgil, 1996);
Madsen, Rasmussen & Servais (2000) or within two years with 75% export intensity

(McKinsey & Co, 1993).

2 Theories of BGV internationalization strategies

Do the strategic characteristics of BGVs differ from that depicted by existing
internationalization?  Though there is a range of theories explaining business
internationalization, the stage model represented by the Uppsala model is a theory that
elucidates in what circumstance businesses select the internationalization mode but is
rather short of bheing a theoretical explanation of when businesses seek
internationalization.

The stage model is a time dependent, determinism-based model and has the
limitation of failing to consider the strategic factors of businesses. dJohanson & Vahlne
(1990) suggested in the following three cases when the stage model would not be
appropriate in terms of business internationalization: first, when a company has
abundant resources; second, when the overseas market is stable and homogeneous with
the domestic market so that it is easy to learn about the overseas market; and third, as
the overseas market to newly enter and the market the company has already experienced
are very similar, prior experience is applicable to the new market. And Hashai & Almor
(2004) maintained that studies of BGV are in line with studies of existing multinational
enterprises (MNE), and they presented empirical results showing that the
internationalization of a venture company starts from exports in a psychologically closed
market first. They also asserted, however, that BGV is merely a time-concentrated

phenomenocn of existing business internationalization.



However, transcending the fixed stage of internationalization and omitting the
important stages in the realization of FDI (Welch & Loustarinen, 1988; Sullivan &
Bauerschmidt 1990) are the empirical evidence that the internationalization process of
venture firms is not simply a time-concentrated process. In addition, venture firms,
based on innovative technologies, by definition do not have much experience, are limited
in resources hecause of their small size, the market they have entered is volatile, and they
do not have sufficient experience in the market (QOviatt & McDougall, 1994). Thus, BGV
does not fall into the same category as the three cases above proposed by Johanson &
Vahlne.

The internationalization theory delineated by the stage model includes the size of the
business as a very important variable. The size of the business is related to the
resources utilized by the business and the vertically integrated organization, which
secured the economy of scale in R&D, production, and the various parts of marketing,
efficiently exchanges production and market information (Stopford & Wells, 1972); its
market status as a monopoly serves as a competitive advantage (Dunning, 1981; Porter,
1990). However, although the competitive advantage arising from such an economy of
scale would be a significant resource on its own, other competitive advantages play a role
in internationalization and other factors make BGV possible (Oviatt & McDougall, 1994).

New economic, technological, and social environmental change offers a source of new
competitive advantage. Increases in international communications, transportation
speeds, quality, and efficiency have reduced transaction costs in infernational exchanges
(Porter, 1990). The expanding homogeneity of the world market facilitates the
understanding of different markets (Hedlund & Kverneland, 1985), while the human
resources movement (Johnston, 1991) and the internationalization of financial sources
(Petricof, 1989) provide enterprises with a business environment where it is relatively
easy to create internationalization strategies. Under these circumstances, the
importance of the source of a competitive advantage for those firms that rely on economy
of scale and new and sustainable sources for a competitive advantage lies in unigqueness
of a company’s resources (Barney, 1991; Hamel & Prahalad). Therefore, today's BGV

stems from new changes in the business environment, and the switch of a competitive



advantage to a firm-specific asset for a company can be explained by resource based
pergpectives.

The reascon firms try to internationalize is to utilize the global market as a strategic
opportunity,  Because most BGVs are knowledge'intensive businesses that zell
independently developed technology based products (Almor, 2000; Shrader, 2001; Zahra
et al., 2000), international activities are an important source for a competitive advantage
for knowledge-intensive businesses, and it can be said that knowledge-intensive
industries are global (Korbin, 1991). To develop competitive technology, it is necessary
to connect or integrate markets in different countries. The high correlation between
R&D expenditures and international competitiveness proves that there is reciprocal
relationship between R&D concentration and global competitiveness (Kogut, 1991).

For firms with a high concentration of R&D, it is very important to have intelligence
gathering on a global scale (Kodama, 1992), and the complexity and immense expanse of
R&D make it difficult to fully cover R&D expenditures in the domestic market (Korbin,
1991). Therefore, to continue R&D, firms need to step out of the domestic market and
expand into overseas markets. Eventually, the strategy of early and prompt
internationalization becomes a new window of opportunity for venture companies in a
technology-intensive industry in today's management environment, and it is their

strategic choice rather than a stage-based approach.

III. Study Issues Regarding BGV's Busginess Performance and Characteristics

1 BGV business performance

Firms can stabilize their profits by trying the internationalization strategy (Caves,
1982) and increase the survival opportunity (Hitt et al., 1994). If a firm
internationalizes, it can make the most out of new market opportunities and apply their
capabilities and/or products to bring about growth and increased profitability (Kim,

Hwang & Burgers, 1993). A study by Feeser & Willard (1990) found that venture firms



with higher growth earn higher incomes in overseas markets than those with low growth.
Empirical research demonstrated a positive relationship between the intensity of
internationalization by venture firms and profits from sales (Bloodgood et al., 1996).

On the other hand, a study by Tyebjee (1990) suggested that while venture firms
pursue internationalization to cover high R&D costs i their specialized niche market,
the profitability of internationalized venture firms 1s lower relative to domestic firms due
to the high costs required for overseas markets. Empirical research by 62 American
venture firms (McDougall & Oviatt, 1996) showed that while the internationalization of
venture firms tends to increase market share, it does not affect the firms ROI (return on
investment) and further explained that the outcomes from either the increase in market
share includes the effect of ROI or the history of internationalization that is not sufficient
to increase earning rates.

As shown in existing overseas research, there is no clear relationship between BGV
strategy and business performance. In the case‘ of Korean venture firms, would BGVs
that try early internationalization have higher business performance than non-BGVs?
While overseas markets are larger than the limited domestic market and offer more
opportunities for business growth, entering overseas markets requires high costs and
risks. In particular, nascent firms do not have sufficient resources and manpower to pay
the immense costs for overseas market penetration and the costs arising from the process
of satisfying more complicated conditions than those of the domestic market, which would

exert a negative influence over the profitability of a venture firm.

[Research question 1] Can Korean venture companies obtain higher business

performance by pursuing BGV strategies?

2 BGV's corporate capabihity and characteristics of their marketing strategies

What features of a firm makes it BGV or non-BGV? In general, studies of BGV focus
on technology-based firms (Shrader, 2001; Zahra et al., 2000). As most venture firms are
so-called new technology-based firms (NTBF) with high technology-intensity, BGV's

industrial/environmental features are high risks from short product life cycles and high



tech (Coviello & Munro, 1992,1994), and the categorization as a company belonging to a
knowledge/technology intensive industry (Oviatt & McDougall, 1994,1995) is not very
useful. Because for rapidly globalizing knowledge-intensive industries (Korbin, 1991),
'BGVs would be commonplace for businesses.

Knowledge-based industries are featured by a volatile environment with rapid
technological transformations, short product life cycles, and high market related
uncertainties in a highly competitive market due to competitors’ quick responses that
make it difficult to forecast the market (Coviello & Munro, 1994). A shortened product
life cycle due to rapid technological change induces globalization of the market (Vernon,
1966), and if the domestic competition is too severe, overseas markets could be an
alternative. So for firms exposed to such an environment, guickly seeking
internationalization would be an appropriate response strategy. Technology-based
industry has the burden of high fixed costs and R&D expenditures (Eisenhardt &
Schoonhoven, 1990). Venture firms with a high concentration of R&D try to quickly
recover the high fixed costs by rapid internationalization strategies to expand and
broadly utilize the market (Jolly, et al, 1992) with a strategic objective to pursue
internationalization to utilize the window of opportunity via R&D. (Ray, 1989)

Why do some wventure firms with similar characteristics pursue early
mternationalization while others do not? The answer to that question can be sought
from the characteristics of resources and the strategies of different firms. If a firm owns
heterogeneous and tacit resources that competitors find hard to copy, the firm could earn
higher performance than competitors (Hunt, 2000). In the perspective of resource
advantage, a firm's resources encompass financial, physical, legal, humanistic,
organizational, information, and relationship resources, and for a firm to secure a
competitive advantage through these resources, they should not be easily imitated. It is
becoming more important to have technology encompassing knowledge (e.g. Barney,
1986; Grant & Baden-Fuller, 1995); in particular, it is a source of competitive advantage
for a firm to have knowledge competence not just as the possession of knowledge but in

the process of creating and integrating knowledge (Kim, Hyeong-jun, 1999).



When a firm pursues internationalization strategies, it needs more resources than
merely targeting the domestic market and requires information about unfamiliar
overseas markets. Therefore, the past view was to insist that internationalization would
take place gradually as a venture firm with limited resources that gradually obtains
sufficient knowledge of overseas markets (Forsgren & Johanson, 1992). However, if a
venture company considers itself to have the knowledge to pursue an internationalization
strategy or to have the strategic opportunity to utilize current knowledge and facilitate
technology development through internationalization, the company will pursue early
internationalization. If a firm has a lot of knowledge about the overseas market, it can
lower the recognized costs for pursuing internationalization strategies and quickly try
internationalization (Ericsson et al 1997).

Many studies that explain internationalization based on the knowledge based
framework identify overseas experience as a major variable in determining whether to
use resources to enter overseas markets. A variety of empirical studies see international
experience as a major variable in expediting internationalization (Bloodgood, Sapienza &
Almeida, 1996; Reuber & Fischer, 1997). A firm’s overseas experience is a tacit resource
that cannot be easily imitated by competitors.

By definition, venture firms do not have sufficient experience. Venture firms that
lack technological experience and marketing experience have significant hindrance in
seeking internationalization strategies (Brush, 1992; Jolly et al.,, 1992). However, an
individual's experience can complement the firm’s experience (Cooper & Dunkelberg,
1986). In particular, venture firms with insufficient organizational competence are
likely to rely on the capability of founders, and the more extensive the individual's
overseas experience, the higher possibility that the venture firm will attempt early
internationalization. In explaining the internationalization of venture firms, the existing
Hterature reports that the founders’ knowledge or vision is an important element for a
firm when aggressively seeking internationalization (Barkema & Vermeulen, 1998; Autio,
Sapienza, & Almeida, 2000). For venture firms, early internationalization rewards them
with increased learning opportunities in terms of business’s organization or technology

(Barkema & Vermeulen, 1998; Ghoshal, 1987) and allows the firms to develop skills that



bring about a competitive advantage and a technological competitive edge {(Dodgson,
1993; McDougall & Oviatt, 1996). In other words, specific knowledge makes it possible
for a firm to achieve early internationalization, where firms are provided with an
opportunity to secure new knowledge through internationalization. There is no doubt
that it all depends on a firm’s ability to seize the opportunities to acquire new knowledge.
To successfully utilize external knowledge or technological capabilities, it is necessary for
firms to develop the capacity to absorb such knowledge (Cohen & Levinthal, 1990).
Therefore, among the various venture firms in a similar environment, those firms that
fall into the category of BGV should have the following qualities’ a firm-specific resource,
such as the founders' overseas experience to secure a competitive advantage in overseas
markets based on an overseas-oriented vision: and absorptive capacity to overcome
market and technological uncertainties, which is indispensable for entering overseas

markets.

[Research question 2] Among Korean venture firms, do BGVs have firm-specific resources
(founders' overseas experience, overseas-oriented vision, organization’ absorptive

capacity, ete.)?

Which marketing strategies pursued by BGVs are accentuated and how different are
these strategies compared with those of non-BGVs? If firms seek to internationalize, their
strategic responses to the risk accompanying internationalization (Miller, 1996) and the
environment hetween the domestic and overseas market are not the same. Thus, firms
are involved in a range of marketing strategies depending on the market environment.
This study adopts Porter’'s competitive strategies and Miles & Snow's four strategic types
and accordingly categorizes them into four different types: quality differentiation strategy,
cost leadership strategy, market diversification strategy, and early entering strategy to
analyze the characteristics.

In view of studies on BGV, the higher the product differentiation and competitiveness,
the faster the internationalization strategy is sought (Bloodgood, Sapienza & Almeida,

1996; Reuber & Fischer, 1997). Also, the higher the importance of quality



differentiation (Kaynak, Ghuari & Olofsson-Bredenlow, 1987) and customer service
(Quinn, 1992), the more sales firms seek overseas markets. The price advantage
strategy draws a sharp contrast to the differentiation strategy. The past
internationalization of Korean firms is largely dependent upon price advantage. For
venture firms, it is also possible to pursue an internationalization strategy through price
advantage. However, the existing literature shows that BGVs belong to R&D intensive
industries (Eisenhardt & Schoonhoven, 1990) and are exposed to a volatile environment
such as markets in the introduction/maturity stage on product life cyele. In this
situation, low-price strategy that would not offset high fixed costs; consequently, it would
be mare effective to obtain better marketing outcomes by targeting a so-called premium
market where the weight of prices is not great (Buzzel & Gale, 1987; Gold & Tellis, 1993).
Thus, BGVs are likely to pursue a differentiation strategy that emphasizes unigueness
rather than a cost advantage strategy based on prime costs (Almeida & Kogut, 1997).
Market diversification is a marketing strategy that is closely related to the scope of
the market and the degree to which it satisfies the various needs of customers., Venture
firms seek a deep niche market strategy (Kohn, 1997). In a volatile environment, in
particular, venture firms with a narrow product assortment bear significant risks
(Dowling & McGee, 1994). It is necessary to have strategies to secure opportunities for
income from various markets and to provide a product assortment to meet the various
customer needs. It is key strategy for venture firms to provide a wide product assortment
(Biggadike, 1976; McDougall & Robinson, 1990) and it would be especially suitable for
market strategy of venture firms that the more volatile a market is, the broader its
product assortment, even if it accompanies higher costs. Also the diversity of product
assortment related to customization. Whether or not a venture firm has the ability to
customize is an important factor in determining entry into overseas markets (Murray,
1996; Robert & Senturia, 1997). As the volatility of overseas market is higher than that
of the domestic market, it is likely that BGVs pursue strategy with high market diversity.
There are various advantages for a market leader from a strategy of early entry.
While an imitation strategy would be one option against the rigk of internationalization

(Miller, 1996), as asserted by Dunning, an imitation strategy is a temporary strategy in



an oligopolistic market and it is not a common strategy for venture firms (Oviatt &
McDougall, 1995). Through a case study of a New Zealand company, Chetty &
Campbell-Hunt (2004) presented empirical evidence that BGVs quickly enter different
overseas markets. Aside from technology and knowledge, venture firms do not have
sufficient other resources so that they are likely to pursue early market entry based on

innovative technology in response to the risks arising from internationalization.

[Research question 3] Among Korean venture firms, what are the characteristics of BGV's

marketing strategies?

IV. Empirical Analysis

Using structured questionnaires, surveys were carried out on venture firms in
Daejeon and Seoul between November and December 2005. In the case of Daejeon, the
survey took the form of a one-on-one interview, while in Seoul, questionnaires were
collected via home-delivery service (retrieval rate’ about 17%) to receive responses from
200 firms (100 in Seoul and 100 in Daejeon). This study selected as respondents 84
companies in 86 companies established during 1999 and 2000. The reason it limited
the establishment year of companies was, following existing studies, to categorize venture
firms that pursued internationalization strategy in five to six years from establishment
as BGVs and especially to reduce environmental factors that might affect business
performance by business experience. Thus, firms with similar establishment years were
selected as study subjects.

There were 52 firms (61.9%) that internationalized themselves from the 84 samples
and depending on the types of internationalization, firms engaged in direct investment,
co-production (marketing), and licensing were classified as BGV while those who only
carry out export as an internationalization and the proportion of export in total sales was
less than 50% were classified as non"BGV. Eventually, there were 34 (40.5%) BGVs and

50 non-BGVs (59.5). The BGVs sought an internationalization strategy within 2.2 years



(S = 1.56) from establishment on average. It was found that average BGVs enter the
overseas market within approximately 2.2 years (§=0.28) from their inception. BGV is
located on the product life cycle at the introduction-maturity stage (79.4%) whereas 50%
of non-BGVs belong to the introduction-maturity stage, indicating significant differences
in their product life cycles (X2 = 0.04). For the regional distribution between BGVs and
non-BGVs, there were no significant differences in terms of regions (X2 = 0.62) because
they were located in Seoul (61.8%:70.0%) and Daejeon (38.2%:30.0%). In addition, there
were no differences in industry (X2 = 0.88) because they were in IT (55.9%:60.0%), BT
(26.5%,26.0%), MT (8.8%:4.0%), and others (8.8%:10.0%). As for product forms (complete
product vs. components and materials) and product types {consumer vs. industrial

material), there was no significant difference (X2 = 1.86, X2 =0.97).

1. Difference analysis between business performance of BGV and non-BGV

The business performance variables were measured using different categories:
business growth, profitability, market performance, and overall performance (coefficient
of reliability = 0.846). To measure growth, two items—average sales growth rate for
three years (ratio scale) and return on investment against competitors (5-point
scales)—were used. Profitability was measured by the average sales growth rate for
three years (ratio scale) and return on investment against competitors (5-point scales).
While there were various indicators to gauge market performance, this study measured it
by market share vis-a-vis competitors and competitiveness vis-a-vis competitors, and

overall performance was measured by one item.



BGV Non-BGV t values (p)
Sales growth vis-a-vis 3.56 3.22 1.829 (0.071)*
competitors
Sal wth (3
ales growth (3-year 94 48.731 | 2.449 (0.017)%*
average)
Ret i t
eturn on nvestment 3.38 3.12 1.522 (0.132)
vis-a-vis competitors
i t
Retun on investmen 24.21 24.23 -0.004 (0.997)
(3-year average)
Market performance 3.7794 3.38 2.489 (0.0015)**
Overall performance 3.76 3.28 2.581 (0.012)**

Table 1. The Comperision of Business Performance between BGV and Non-BGV
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Figure 1. The Comperision of Business Performance between BGV and Non-BGV

While the difference in business performance between BGV and nonBGV was

significant between the two groups, the three-year average ROI and ROI vis-a-vis



competitors did not show a difference between the groups. It was found that the
difference in overall performance between the two was significant.

Such an outcome coincides with that of the study by McDougall & Oviatt (1996).
McDougall & Oviatt showed that while BGVs fare better than non-BGVs in terms of
market share, there was no difference in ROI. In addition, it was also similar to
Tyebjee’s (1990) study outcome that as costs involving overseas market entrance were
relatively higher than those of the domestic market, profitability was lower in
internationalized venture firms than domestic firms.

If a venture firm pursues early internationalization, the growth rate could be higher
than those competing within a relatively limited domestic market. However, it also
increases the costs that firms must bear. Thus, the return on investment of BGVs does
not differ from that of non-BGVs, and BGVs return on investment will vary according to
the degree of advancement of internationalization (McDougall & Owviatt, 1996).
Therefore, the profitability of BGVs will be affected by the strategic changes during

internationalization.

2. BGYV firm-specific resources and characteristics of marketing strategies

The differences in environmental features between BGVs and non-BGVs have been
regarded as important factors; however, there were no differences mn industrial
distribution (X2 = 0.88) between the two business groups or in product types and forms.
In the end, high-tech venture firms are exposed to competitively intensive, homogeneous
environments because there are a number of competitors in a volatile environment. In
fact, there was no difference between BGVs and non*BGVs regarding recognition of the
volatility and hostility of the industrial environment in which the firms operated

(volatility: t-value = 0.06, hostility: t-value = -0.37).

Difference in firm-specific resources between BGVs and non-BGVs' This study
measured firm-specific resources with absorptive capacity technological knowledge
possessed by the CEO and founding members (coefficient of reliability = 0.72), overseas

experience (coefficient of reliability = 0.70), and overseas orientation variables (coefficient



of reliability = 0.67) to compare the two business groups. Absorptive capacity refers to
the ability to acquire knowledge from outside, to generate it as a competitive advantage,
and is determined by the quantity and quality of knowledge of the existing business and
the ability to integrate external and internal knowledge to expand it further (Russ &
Camp, 1997). The absorptive capacity regarding technological knowledge is related to
the firm’'s R&D investment and the ability to use knowledge during the R&D process. In
this study, absorptive capacity was measured by quantitative indicators (total number of
employees vis-a-vis research staff and sales vis-d-vis R&D investment (three-year
average) and the ability to use knowledge during the R&D process (coefficient of
reliability = 0.72).

As for a quantitative indicator of R&D investment, there was no difference between
the two groups in terms of the proportion of research staff to total number of employees:
BGV had 0.42 persons (5:0.04) and non-BGV had 0.45 persons (0.03). Also, for the
three-year average R&D concentration rate, BGV was 32% ($:6.99) and non-BGV was
156% (S:119.7), showing no significant difference.

However, there was a significant difference between the two groups in the ability to
use knowledge during the R&D process. As both BGV and non'BGV are
technology-based venture firms, it can be said that there was no difference in terms of the
degree of Investment. Compared to nonBGV, however, BGV can be viewed as a
company with the ability to effectively use the resources invested in R&D. In other
words, the R&D department of the BGV demonstrated relatively higher Ré&D
productivity to develop high value-added technology with effective teamwork between the
R&D department and other departments. Thus, the quantity of input was less

important than the qualitative capability to use it.



Table 2 Comparison of Corporate Features of BGVs and non-BGVs

BGV Non-BGV t value (p)
Knowledge utilization
3.67 3.22 2.78 (0.007)**
ability
Founding members’
3.72 3.17 2.63 (0.01)**
overseas experience
Founding members’
3.75 3.54 1.23(0.22)
overseas orientation
Founding members’
4.07 4.02 0.27(0.78)
technological capability

Regarding the CEO and founding members’ capability, the comparison of BGV and
non'BGV only shows a significant difference in the founding members overseas
experience while showing no differences in overseas orientation and technological
capability. The significant difference in overseas experience by the CEO coincides with
previous studies (Barkema & Vermeulen, 1998 Autio, Sapienza & Almeida, 2000).
However, the founders’ overseas orientation differs from previous studies. The result
arises from the fact that though most venture firms have the will to advance into overseas
markets, they could not make an early entry due to their capability and for strategic
reasons. As a result, BGVs and non-BGVs are different in firm-specific capabilities. A
venture firm that uses knowledge during the R&D process and a CEQ with extensive
overseas experience tends to seek early internationalization.

Differences in marketing strategies between BGV and non-BGV: as suggested above,
marketing strategies were classified into the quality differentiation strategy (coefficient
of reliability = 0.75), price strategy (coefficient of reliability = 0.71), market diversification
strategy (coefficient of reliability = 0.60), and early market entry {(coefficient of reliability

= 0.63) to measure the individual strategies of venture firms.



As the target of the survey was venture firms, both BGVs and non-BGVs focused on
the quality differentiation strategy while relatively neglecting the price advantage
strategy. However, compared to non-BGVs, BGVs tended to seek the quality
differentiation strategy, market diversification strategy, and early market entry strategy

more whereas non"BGVs tended to pursue the price advantage strategy.

Table 3 Comparison of Marketing Strategies by BGV and non-BGV

BGV Non-BGV t value (p)
Quality differentiation
4.16 3.91 1.81 (0.075)*
strategy
Price advantage strategy 2.62 3.01 -2.42 (0.018)**
Market diversification
3.82 3.37 2.69 (0.009)**
strategy
Early market entry
3.88 3.37 2.23 (0.03)**
strategy

It is similar to previous findings that the greater the advantage of product
differentiation (Bloodgood, Sapienza & Almeida, 1996; Reuber & Fischer, 1997) and the
more customer service is emphasized (Quinn, 1992), the faster firms carry out an
internationalization strategy. In other words, BGVs are firms that seek an early market
entrance strategy based on quality differentiation. In addition, while BGVs follow a
concentration strategy in a niche market, they place relatively greater emphasis on a
market diversification strategy in that they offer a wide range of product assortment to
meet customer needs within the market. It can be a strategy to widen a firm’s customer
base in a market with high environmental volatility (Biggadike, 1976; McDougall &
Robinson, 1990). In particular, BGVs do not pursue a price-based strategy. The fact
that early internationalization strategy-seeking firms do not pursue a price advantage
but a quality differentiation strategy could be an important variable in the BGV

phenomenon that cannot be fully explained by the stage-based international model.



The outcomes (X2 = 23.6, p = 0.000, -2 log Likelihood = 87.954, classification accuracy
=73.5%) obtained by the binary Logit analysis include the ability to use knowledge (8 =
0.969, p = 0.02), founding members' overseas experience (8 = 0.629, p = 0.038), market
diversification strategy (8 = 0.706, p = 0.034), and price advantage strategy (B =-0.765, p
= 0.042) while the quality differentiation strategy and early market entry strategy was
statistically meaningless. In the end, BGVs are likely to pursue early
internationalization under the following conditions: their founding members have
extensive overseas experience; and their ability to use knowledge is high. BGVs are firms
that pursue a product assortment strategy and differentiation and early market entry

strategy rather than price-based strategies.

V. Conclusion and limits of the study

This study concluded that the internationalization of new technology venture firms
was not made in a stage-by-stage process as explained by the existing stage-based model,
but was rather an active strategic choice based on firm-specific resources. The study
revealed the characteristics of Korea's new technology-based venture firms that
attempted iternationalization within five years of establishment to view the difference
in business performance compared with other venture firms.

In summary, the study outcomes were as follows: first, firms that selected an early
internationalization strategy had higher ability to use knowledge than those that did not
so they fared better in terms of R&D productivity and absorptive capacity (i.e., more
effective communication between different teams within an organization. While high
R&D concentration was a common feature of venture firms, BGVs tended to place greater
emphasis on gqualitative ability to effectively use invested resources rather than
qguantitative investment. As in studies that explained BGVs according to the founders’
spirit and capability (e.g. Liesch & Knight, 1999,etc), the overseas experience of founding
members was shown to make it possible to pursue early internationalization strategy by

reducing recognized risks and uncertainty accompanying internationalization.



Second, BGVs sought a differentiation strategy with a variety of product assortments
and tried to preempt the market early to enjoy the 1st Mover Advantage, rather than
executing price advantage-related strategies. While most venture firms pursued a
product differentiation strategy, BGVs sought those strategies more aggressively than
non:BGVs. Therefore, venture firms that attempt to enter overseas markets promptly
should diversify their product assortments and equip themselves with the ability to carry
out a customization service strategy while quickly entering the market with new product
development.

Third, BGVs expected positive business performance, such as fast sales growth and
relatively high market share from early internationalization. However, profitability was
not significantly different than non-BGVs due to costs generated by overseas market
penetration.

Although this study presented several meaningful research outcomes, there were
some limitations. The reason venture firms tried to pursue early internationalization
was to procure the necessary resources for overseas markets (Bonacorsi, 1992);
subsequently, they needed a formal and informal network for that purpose. For venture
firms that did not have the required resources for an internationalization strategy,
international cooperation and partnerships were vital (Coviello & Mumro, 1997;
McNaughton & Bell, 1999). This study did not cover the ability of a firm to build a
cooperative network so will be necessary to complement in a future study,

While it would also be a common limitation in any BGV research, this study defined
BGYV based on the researcher’s subjective view. As mentioned earlier, there is no unified
definition of BGV in the study of BGV. It can be conceptualized as firms that actively
carry out internationalized activities in overseas markets and have access to overseas
networks and overseas financial markets (McKinsey Co. 1993). However, as existing
studies define BGVs as the temporal difference into overseas market entry including
establishment and exports or as the proportion of exports to total sales, there can be a
difference in individual research outcomes from the subjective views of researchers.
However, the study did not simply define BGV in terms of temporal differences but

considered the type of internationalization and export concentration to adopt more strict



conditions in the definition of BGVs. Another limitation was the restriction in
differentiating BGVs and non-BGVs as the number of samples used for this research was

not sufficient.
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Overview

In this paper, I will first give a brief description of the global tourism industry and the
effect the 2008 worldwide recession has had on global travel. I then point out that Asia
~and in particular the PR of China— will be the main growth engine for the tourism
industry.

Section 2 presents an overview of Japan’s position as an international tourist
destination and briefly introduces the efforts by the Japanese government to attract more
foreign tourists. In section 3, I show the special efforts the Japanese government is
making to target Asian tourists. Section 4 then explaing the importance of the tourism
industry for Hokkaido. Section 5 presents evidence of the growing importance of foreign
inbound visitors for Hokkaido tourism. Data show that 8.1% of all foreign tourists visiting
Japan visit Hokkaido and that the majority of them are from Asian countries, the top 5
countries being Taiwan, South Korea, Hong Kong, China and Singapore. These five
countries together accounted for 85% of foreign tourists visiting Hokkaido in 2008.
Section 6 presents results from a Nikkei survey, which shows how consumers in these
countries perceive Japan as a tourist destination. Results from this survey show that
Hokkaido is the preferred destination among consumers in these markets when visiting
Japan. The survey also highlights the aspects tourists from China, Hong Kong, Taiwan,

and Korea find attractive about Hokkaide and provides information on the kinds of



activities tourists from these countries like to engage in when visiting Japan. Finally,
section 7 proposes the implications of the Nikkel survey results for Hokkaido's tourism

industry.

I. Global tourism

International inbound tourism is an important source of income for the economies of
many nations. According to the World Tourism Organization (UNWTO), receipts from
international tourism count as exports and include all transactions related to the
consumption by international visitors of accommodation, food and drink, domestic
transport, entertainment, and shopping. Worldwide, as an export category, tourism ranks
fourth after fuels, chemicals and automotive products. (World Tourism Organization,
2008)

Worldwide inbound tourism in recent years has been steadily growing from 534
million tourist arrivals in 1995 to 920 million tourist arrivals in 2008. In 2008, the World
Tourism Organization estimated that approximately one billion people would travel
abroad in 2010. However, as a result of the worldwide recession that started with the
‘L.ehman shock’ at the end of 2008, international tourist arrivals have declined worldwide
by 4% in 2009 to an estimated 880 million. After 14 months of negative results, positive
growth returned in the last quarter of 2009 with the Asia-Pacific region leading the
recovery. Against the backdrop of both the upturn in international tourism figures and
overall economic indicators in recent months, the World Tourism Organization forecasts a
growth in international tourist arrivals of between 3% and 4% in 2010. By region, Asia is
expected to continue showing the strongest rebound. (World Tourism Organization, 2010)
A tourism “Big Bang” is expected in Asia between 2010 and 2019, leading to a worldwide

inbound tourism increase to 1.56 billion in 2020. (Ishimori, 2009)



With its growing affluence and large population, China will be a leading tourism
destination and source market for the world. Already as many as twenty million Chinese
were expected to travel abroad in 2009 (Ng, 2009) and by 2020, Chinese overseas
travelers are projected to reach 100 million (Ishimori, 2009). In order to make this big
increase in tourism possible, China is building 92 new airports and accounts for 13

percent of all new aircraft orders in the next 20 years (Ng, 2009).

II. Inbound Tourism Japan

The tourism industry is also a vital part of the Japanese economy and features a
vibrant domestic market. However, due to an ageing population, a low birth rate, and the
economic recession, this domestic market is shrinking. It is therefore clear that Japan
needs to increase its inbound tourism. In 2004, with 6.14 million foreign visitors, Japan
only ranked 36t in the world in terms of inbound foreign visitors (JETRO, 2006). In a bid
to increase inbound tourism to Japan, in 2003 the government department in charge of
tourism—the Ministry of Land, Infrastructure and Transport (MLIT) —launched the
Visit Japan Campaign (VJC). As a result of the tourism promotion efforts by the Japanese
government and its affiliated organizations, the number of foreign tourists has been
steadily increasing from 5.21 million in 2003, 6.14 million in 2004, 6.73 million in 2005,
7.33 million in 2006, to 8.35 million in 2007. In 2007, Japan was ranked 28th in the world
in inbound tourism with 8.3 million foreign visitors and 9.3 billion US § in international
tourism receipts. (World Tourism Organization, 2008) However, growth became stagnant
at 8.35 million in 2008. (MLTI, 2009) Due to the worldwide recession and strong yen, the
number of foreign tourists visiting Japan in 2009 steeply declined to about 7 million
(Nagata, 2010), bringing the number back to 2005-2006 levels. This was the first decrease

since the launch of the VJC in 2008. In the long term however, Japan is considered to



have the potential to become the world’s nr. 2 or 3 in inbound tourism, as it possesses
richness in key tourist attractions: a beautiful natural environment, many historical
monuments, fine cuisine and high-quality shopping. (JETRO, 2006)

MULIT created the Japan Tourism Agency (JTA) —an external agency of the ministry—
on October 1, 2008 to serve as the hub for tourism enhancing efforts. JTA has the Japan
National Tourism Organization (JNTO), the official tourism bureau of Japan, under its
jurisdiction. JNTO performs operations necessary to encourage overseas visitors to Japan,
including tourism advertising abroad and tour guiding for international travelers. The
original goal of the VJC campaign was to attract 10 million overseas visitors to Japan in
2010. Current transport minister Seiji Maehara now aims to increase this figure to 20

million by 2016 (Nagata, 2010).

III.The importance of Asia

JTA is targeting promotional activities at the 12 most important source countries of
visitors to Japan and has designated these countries ‘priority markets’. The 12 nations
are Korea, Taiwan, China, Hong Kong, Thailand, Singapore, U.S.A, Canada, UK,
Germany, France, and Australia. (JTA, 2009)

In terms of region of origin of inbound travelers into Japan in 2006, Asia accounted for
71.5% of all foreign travelers with 5.25 million. South Koreans (more than 2.2 million)
accounted for 29%, Taiwanese (1.3 million) contributed 17.8%, and nationals from the PR,
of China (880 thousand) made up 11.1% of the total. 13.7% of visitors were from North
America (1 million), 10.9% were from Europe (800,000), and 3.1% came from Oceania
(230,000). (JTA, 2007)

Asia is the region with the highest potential for the Japanese tourism industry, also due

to its geographic proximity. The Japanese government is aware of the importance of



attracting more visitors from Asia and in particular those from China (Nagata, 2009).
Chinese tourists accounted for an estimated I million in 2008. (Nikkei Shimbun, 2009)
Originally, the Japanese government did not grant tourist visas to Chinese nationals,
but changed this policy in 2000 by giving tourist visas to Chinese citizens traveling in
organized group tours. In 2008, Japan started issuing tourist visas to wealthy Chinese
families and it further extended visas to individual Chinese travelers in July 2009. In
October 2009, Japanese tourism minister Maehara indicated the government will
consider granting tourist visas to more individual travelers from China by further easing
visa requirements, which currently limit issuance of tourist visas to people with an
annual income of at least 250,000 Chinese yuan (about 3.5 million yen). (Nikkei Shimbun,

2009)

IV. Hokkaido’s tourism sector

The service industry makes up 80% of Hokkaido's economy and the tourism and
hospitality industries are key industries. Total tourist expenditure in FY 2004 in
Hokkaido amounted to 1.3 trillion yen, rivaling the value of agricultural production.
Tourist expenditure in Hokkaido had an additional estimated production halo effect of
almost 2 trillion ven on other industries. In addition, tourism created about 159,000 jobs,
accounting for about 5.8% of total employment. (Hokkaido Bureau of Tourism, 2009) It is
evident from these data that the tourism and hospitality industries are key to the

economic well-being of Hokkaido.

V. Hokkaido's inbound tourism
The number of domestic and foreign tourists visiting Hokkaido has been steady
around 6 million people since 1997. While the number of domestic tourists has decreased

in recent vears, the share of foreign tourists has been steadily increasing from 120,000 in



1997, 295,780 in 2003, to a peak of 710,950 in 2007. However, in 2008 the number of
foreign visitors dropped by 2.8% to 688,750. (Hokkaido Bureau of Tourism, 2009) Data
published by JNTO show that 8.1% of all foreign visitors to Japan visit Hokkaido (JNTO,
2008). The majority of foreign visitors to Hokkaido are from Asian countries, the top 5
countries being Taiwan, South Korea, Hong Kong, China and Singapore. These five
countries together accounted for 85% of foreign tourists visiting Hokkaido in 2008. In
2006, Asian tourists accounted for 86% of all foreign tourists visiting Hokkaido, whereas
they made up‘ 71.5% of all foreign tourists visiting Japan. These data show that the
reliance of Hokkaido on Asian tourists is even higher than is the case for Japan as a
whole. The 8.1% figure of all foreign visitors to Japan visiting Hokkaido also suggests
that if Hokkaido is marketed effectively to foreign tourists there is still ample room for
growth.

In fact, the Hokkaido government has been making efforts to attract more foreign
visitors. In line with the national VJC campaign, Hokkaido introduced a three-year
campaign (2005-2007), entitled “International Tourism Promotion Program — Welcome to
Hokkaido”. This campaign has focused on tourists from Hong Kong and Taiwan and
aimed to boost the number of foreign visitors to 540,000 by the end of 2007. As can be seen
in Table 1 this campaign appears to have been very successful, easily surpassing the

original goal with 710,950 foreign visitors in 2007,



Table 1 Number and share of foreign visitors to Hokkaido by country and region

Cauntry/region 1999 2000 2001 2002 2003
Asia Taiwan 120,900 59% 109,700 53% 119,450 51% 133,200 48% 119,750 40%
Korea 17,800 9% 19,900 10% 27,850 12% 41,800 15% 61,200 21%
Hong Kong 20,800 10% 29,400 14% 45,900 19% 55,450 20% 58,800 20%
China 2,100 1% 2,400 1% 3,900 2% 5,200 2% 5,800 2%
Singapore
Qthers 3,950 2% 6,200 3% 5450 2% 7,050 3% 8,200 3%
America 7,350 4% 8,350 4% 6,950 3% 7,500 3% 7.850 3%
Russia 6,400 3% 5,100 2% 6,100 3% 6,800 2% 6,950 2%
Australia 2,900 1% 3,700 2% 1,550 1% 2,230 1% 7,850 3%
Others 21,700 11% 20,850 10% 18,950 8% 20,020 7% 19,880 7%
Total 203,900 205,600 236,100 279,350 295,780
Country/region 2004 2005 2006 2007 2008
Asia Taiwan 208,600 49% 276,800 54% 267,900 45% 277,400 39% 227,600 33%
Korea 63,850 15% 70,050 14% 133,850 23% 169,300 24% 139,100 20%
Hong Kong 82,750 19% 86,500 17% 886,050 15% 108,000 15% 125,600 18%
China 12,050 3% 15,650 3% 17,350 3% 26,950 4% 47,400 7%
Singapore 37,180 5% 45,300 7%
Others 11,250 3% n.a. n.a. n.a. n.a.
America 9,100 2% n.a n.a n.a n.a
Russia 8,700 2% n.a. n.a. n.a. n.a.
Australia 14,650 3% 18,900 4% 22,950 4% 33,350 5% 29,450 4%
Others 18,100 4% 45,750 9% 62,550 11% 58,800 8% 74,300 11%
Total 429,050 513,650 590,650 710,950 688,750

Compiled by author based con data from Hokkaido Government Department of Economic Affairs, Bureau of Tourism

Taiwanese tourists have consistently accounted for a large share of foreign tourists to
Hokkaido, with a peak of 277,400 (39% of the total) visitors in 2007, but dropping in 2008,
both in absolute numbers and as a percentage (33%). Tourists from South Korea and
Hong Kong have been alternating in second place. While there was a sudden increase in
South Korean tourists in 2006, the number dropped again in 2008. The total number of
tourists from Hong Kong increased in 2008 and now rivals the number of Korean tourists.
The number of Chinese tourists also has been suddenly increasing from 26,950 (4% of the
total) in 2007 to 47,400 (7% of the total) in 2008. (See Table 1 for details)

From these numbers it is clear that East Asia is both the most important and the most
promising source market of foreign tourists for Hokkaido's tourism industry. Thus it is
important to know what attracts Asian tourists to Hokkaido and what kind of experiences
they are looking for. The section below discusses findings and implications from a 2008

Nikkei survey among consumers in 6 major cities in the East-Asia-Pacific region.



V1. Overview and main results of Nikkei survey

For the survey a total of 3,000 people were interviewed, 500 each in Seoul, Hong Kong,
Taipei, Shanghai, Beijing and Sydney in mid-March of 2008. The survey was consigned to
local companies in each city through Yahoo Japan Value Insight Corp. (Nikkei Marketing
Journal, 2008b)

Some 86% of all those interviewed said they would like to visit Japan for sightseeing.
Among those respondents who had visited Japan on a previous occasion 96.4% said they
would like to go again. About 31.2% of those surveyed had visited Japan before and the
percentages for Hong Kong, Taipel, Seoul and Shanghai were even higher at 40.5%.
However, repeat visitors indicated they want to vigit different places in Japan the second
time, and would prefer to travel individually or with a few friends, rather than in large
groups. (Nikkei Marketing Journal, 2008b)

The top reasons among respondents for visiting Japan tended to differ depending on
the city: for people from Seoul and Shanghai Japan’'s hot springs are the main attraction;
for those in Beljing Japan's beautiful nature is the main draw; for those from Hong Kong
it is the high-quality shopping experience. Especially respondents from Shanghai, Seoul,
Hong Kong, and Taipei are interested in shopping and culinary experiences when visiting
Japan. Respondents in Hong Kong and Taipei showed particular interest in buying
Japanese food products in case they would visit Japan again. (Nikkei Marketing Journal,
2008b)

For respondents in Beijing and Shanghai who had already visited Japan, nearly 40%
in each city said they would like to buy cosmetics. Of the 40% of respondents in Seoul who
had visited Japan before, more than 70% said they would like to go to a hot-spring resort
if they were to visit Japan again. The Nikkei poll also found that respondents preferred

Japanese-style inns to Western-style hotels as accommodations. As much as 63.6% of the



respondents in the six cities said they would like to stay in traditional inns, while only
18.2% said they preferred Western-style hotels. (Nikkei Marketing Journal, 2008b)

When asked to select three places they would like to visit from among 43 sightseeing
spots in Japan, Hokkaido ranked number 1, even ahead of Tokyo. More than 50% of the
respondents who had visited Japan before and an almost equal proportion of consumers
who had not vet visited Japan selected Hokkaido as their preferred destination. It was
also the favorite destination among consumers in the four cities of Shanghai, Seoul, Hong
Kong, and Taipei. Many respondents said they wanted to visit Hokkaido to experience hot
springs and the food. More than 60% of respondents in Taipei mentioned Hokkaido as the
main place they wanted to visit, and nearly 50% of respondents said they would like to

visit a hot-spring resort. (Nikkei Marketing Journal, 2008a, b)

VII. Implications for Hokkaido's tourism industry

The results of the survey indicate that Hokkaido has a very positive image as a
touristic destination among Asian tourists, including those who have not visited
Hokkaido before. In addition, many Asian consumers who have visited Hokkaido tend to
be satisfied with their experience to the extent that they express a desire to visit
Hokkaido again.

First-time vigitors, who are unfamiliar with the foreign destination, tend to travel in
organized group tours. However, repeat visitors have different needs and tend to prefer to
travel in small groups or individually, This means that the Hokkaido tourism idustry
needs to distinguish between first-time and repeat visitors and should provide different
services (e.g., type of accommodation and transportation), information and promotional
materials when targeting the two types of traveler.

Depending on their nationality —and in the case of China, even depending on the

region or city they live in— Asian visitors tend to have different needs and wants



regarding activities they want to engage in and services they want to use when visiting
Japan., This means that the Hokkaido tourism industry needs to segment the Asian
market according to nationality or city/region and target each of these segments with
different services and promotional materials.

While Hokkaido promotional efforts should focus on promoting Japanese-style ryokan
inns to most foreign tourists, Koreans and Taiwanese should be targeted with the
abundant hot springs Hokkaido offers. When targeting Chinese tourists, Hokkaido
should promote the high-quality experience of cosmetics shopping and shopping for
high-end luxury brands at up-scale department stores, outlet malls and duty free shops.
In promotional materials targeting consumers from Beijing, focus should be placed on
Hokkaido's beautiful nature. Shopping opportunities for Hokkaido food products at New
Chitose airport, department stores, and other shops should be stressed when targeting
tourists from Hong Kong and Taipei. Tourists from Hong Kong will be especially
interested in shopping at up-scale department stores in Sapporo and at Chitose’s Rera
outlet mall.

In fact, while overall sales at Japanese department stores are dropping, a recent
survey by the Japan Department Store Association among 42 member department stores
shows that, with a year-on-year sales increase of 152% compared to December 2008, the
only area of growth is in duty free sales (excluding cosmetics and food items) to foreign
tourists. The most popular items among foreign tourists were ranked as follows: 1) Ladies
accessories 2) High-end brands (Bulgari, Armani, Prada, Gucci, Luis Vuitton, Hermes)
and ladies fashion 3) cosmetics and 5) Art and jewelry objects. The ranking of number of
tourist requests processed at department store duty free counters in Japan during
December 2009 by nationality was: 1) PR of China; 2) Taiwan; 3) Hong Kong; 4)

Singapore; 5) Korea; 6) Australia and 7) Malaysia. (Japan Department Store Association,



2010)

The same phenomenon can be observed at department stores in Sapporo. Department
stores in Sapporo report that Prada, Gucci, and Armani are the top selling products to
foreign tourists, They also report the popularity of highrend sweets among foreign
tourists as souvenirs and for consumption in hotel guest rooms. Moreover, reflecting the
trend reported in the Nikkei survey, department stores in Sapporo repert a shift from
group tourists toward individual tourists and a decrease In using group bus tours as a
means of transportation among Chinese tourists in Hokkaido. (Japan Department Store
Association, 2010)

In conclusion, it is clear that the growing number of wealthy Chinese consumers, their
desire for upscale luxury brands not yet available in China, their perception of Japan in
general and Hokkaido in particular as a desirable destination for travel, and the
Liberalization of tourist visa requirements for individual Chinese tourists by the Japanese
government, present unprecedented opportunities for Hokkaido’s tourism industry.

The challenge is to convert this underlying potential into an increase in tourists from
China and other Asian nations by effectively understanding their behavior as tourists
and by matching their consumer needs and preferences with Hokkaido’s rich tourism

resources.
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Converging Crises of Economic Recession, Food and Fuel Price
Volatility and Climate Change Menace

Park, Jindo (Professor of Economics, CNU)

We are facing with triple global crises which converged to threaten development
worldwide — financial crisis, food and fuel price volatility and climate changes calamities.
These crises are interrelated. There is a need for comprehensive responses that balance
economic, social and environmental considerations, for partial response will only provide

a temporary respite until a new major crisis hits the world.

Between 2002 and 2008, food commodity prices increased 110% which was among the
five largest price runs in the last 100 years. International food prices have come down
from their 2008 peaks as the international financial crisis deepened and economic activity
slowed across the globe, but are higher than they were in 2006 and likely to remain
volatile. Food prices are recently scaring again with oil prices as the nascent recovery in
global economic activity. FAO is warning that food crises will occur in the near future.
Food prices increase threatens the food security of millions. It is estimated the higher
food prices pushed up the number of undernourished people worldwide from 857 million
1 2000-2002 to 1.02 hillion in 2009. Hunger has increased not only as a result of poor
harvests but because of high domestic food prices, lower incomes and increasing

unemployment due to the global economic crisis.

There are underling reasons for the volatility of food prices. Food commodity markets
are characterized by low short-term demand and supply price elasticity. The causes of
higher focd prices are declining inventories which can be explained by a combination of
fast-growing demand and stalling production.

The consumption of maize trended up markedly since 2002, because food expenditures
include larger shares of meat and dairy as income grows. Furthermore, in recent years a
rapidly increasing share of world maize production has been used for the production of
biofuels. Moreover, using more land and water to produce biofuels will put pressure on
the production of other food crops. In addition, the dramatic increase in the price of crude
oil pushed up the costs of applying fertilizers, operating agricultural machines, and
transporting food across countries. The impact of high oil prices on agriculture is
magnified because agriculture has become more energy-intensive in the past decade.

Short — and long term supply factors also contributed to the increase in food prices. In
the short-term, episodes of bad weather affected important grain-producing countries.

For example, Australia experienced its worst muti-year drought in a century since 2002.



A second short-term factor was the imposition of export restrictions. The main long-term
supply factor has been a marked decline in the growth rate of yield associated with the
neglect of investment in agriculture over last 20 years. Similarly, the global average
annual growth rate of cultivated land area has dropped significantly, from 0.7% between
1970 and 1990 to 0.2% between 1990 and 2005.

An additional factor that contributed to the soaring food prices is the integration of
food markets with financial markets. In recent years, commodities have become more
attractive to institutional investors such as index funds and hedge funds. Fluctuations in
the value of the United States dollar have also influenced the volatility of commodity

prices.

In conclusion, the reasons for the soaring food prices are complex and involve some
novel aspects such as the closer links between food and fuel markets, and financial
aspects also played an important role. Therefore, devising policy responses to prevent
similar episodes in the future will require the joint consideration of the food, fuel, and
financial crises. The converging crises could be turned into an opportunity to jump toward
a more inclugive and sustainable development system. It is clear that the regional and

global cooperation is very much needed for creating new economic governance.



Free Trade and MNCs in Asia:
Institutional Development and Strategies of MNCs

ANAZAWA Makoto
Professor, Otaru Univ. of Commerce
Nov.27th 2009

1. Establishing Duty Free Enclaves

In the early stages of the export oriented industrialization, many countries in Asia
introduced export processing zones (EPZs in Taiwan and Korea) or free trade zones (FTZs
in Malaysia and Thailand). The names would be different from country to country. In
China, they are called special economic zones. The first EPZ was established in Taiwan in
1960s. In the 1970s, they were introduced in Korea and Malaysia. These are the special
zones free from import and export duties. Companies locating in these zones can enjoy
trade without tariffs. However, once they try to supply to domestic markets, the tariffs
will be imposed.

MNCs mainly in the E&E sector from US and Japan set up export platforms in these
zones to supply to the markets in the advanced countries. Under the free duty, they
imported most of the materials for production from home countries and final products
were exported. They also made use of the cheap labor available in these countries to
reduce the production costs. At first, they did not create backward linkages and these
zones are also the enclaves economically. In Taiwan and Korea, the backward linkages

were enhanced by showing the increasing local contents ratios.

2. BBC scheme for Auto Industry

Since 1970s, Japanese auto manufactures set us knock down factories in ASEAN
countries. All the ASEAN countries imposed high taxiff rates on imported cars to
encourage domestic production of cars and parts. On the other hand, Japanese firms
imported CKD parts from Japan because of the high prices of the local parts and
components caused by the lack of the scale merits.

Gradually, Japanese auto manufactures began to produce some key components in
their own factories, for instance, transmission in the Philippines, metal press parts in
Thailand and steering gears in Malaysia in the case of Toyota and tried to start intra-firm
trade within ASEAN.

Japanese aulo manufactures negotiated with ASEAN countries to reduce the tariff



rates in the case of the intra-firm trade in ASEAN. In 1988, the BBC (brand to brand
complementation) Scheme was introduced and the tariff rate for the intra-firm trade was
reduced to 50%. This kind of tariff reduction was expanded to other industries in the
1990s under the AICO (ASEAN Industrial Cooperation) Scheme.

8. AFTA (ASEAN Free Trade Area)

ASEAN countries concluded regional free trade agreement to facilitate the trade
within the region in 1992, The CEPT (Common Effective Preferential Tariff) Scheme was
introduced to reduce mutual tariff rates. Under the CEPT Scheme, the original members
of ASEAN, namely Singapore, Malaysia, Indonesia, Thailand and the Philippines, decide
to reduce the tariff rates to 5% by the year 2002.

AFTA encouraged the free trade for MNCs locating in ASEAN and the local firms as
well. However, most of the MNCs in the BE&E industry, the largest investors in this region,
have already been enjoying free trade by locating in EPZs or getting the status of
manufacturing warehouses, and the net effects of the CEPT Scheme for these firms were
limited. The MNCs in the auto industry could not enjoy the whole advantages of free
trade because some countries imposed excise duties on the imported cars instead of

mmport duties.

4. Bilateral and Multilateral/ Regional FTAs

After the year 2000, the bilateral and multilateral FTAs have been getting popular,
Singapore and Korea were especially eager to conclude bilateral FTAs with developed
countries. Individual members of ASEAN concluded bilateral FTAs with Japan until the
year 2006. After that, ASEAN changed the strategy and has been keen to conclude
multilateral or FTAs such as ASEAN-China, ASEAN-Korea, ASEAN-Japan, and
ASEAN-India.

Under the multilateral FTAs by ASEAN, some Japanese MNCs introduced new
strategies. For instance, Honda in Thailand started to export their cars to India without
duties. Since Japan has not been very eager to conclude FTAs, Japanese MNCs preferred

to make use of the F'T'As in the other countries or the regions.



Comments on the Paper Presented by Professor Kim

Jeong, Yong Gil

Professor, Chungnam National University

This paper deals with on the if Born Global Venture(BGV) and Non-Born Global

Venture(NBGV) have different marketing strategies and performances or not.

The ohjectives of this paper are:

1) Do Korean start-ups trying to BGV strategies gain more performances than non-BGV?
Statistical analysis shows that the differences between BGV and non BGV in the area of
"growth rate" and "market performances”, but no statistical differences in the area of

profitability.

2) What are the resource differences between BGV and non-BGV?
Statistical analysis shows that the differences in the area of "knowledge using capacity"
and the “international experiences", but no statistical differences in the area of

"international orientation” and "technological competences”.

3) What are the differences in the marketing strategies between BGV and non-BGV?
Statistical analysis shows that the differences in the area of "quality differentiation”, "low

pricing strategy"”, "market differentiation”, and "early launching strategy”.

I would like comment three things:

1) Professor Kim define the BGV operationally as "the companies doing direct investment,
co-production{or marketing), and licensing in the foreign market or export intensity more

than 50%.

Would you suggest some real Korean companies classified as BGV?



2) In doing research we must build up hypothesis firstly, and then do empirical testing
afterwards.

Professor Kim suggested three research objectives and found some statistical differences
between BGV and non'BGV. But I do not understand why these differences exist
theoretically. What we need is the not statistical findings but theoretical and thick
explanations.

Would you explain why some variables show no statistical differences between BGV and

non-BGV?

3) According to the Contingency Theory, the performance or effectiveness of an
organization depends on the extent to which the organization’s structure matches the
contingencies it faces. The most widely used contingency variables are size, technology,
and the environment.

In order to find the different strategies or performances of BGV and NBGV, we must
consider the contingencies of the companies to be analyzed. What is your opinion about

that?



Marketing to foreign tourists
Opportunities and challenges for Hokkaido's tourism industry
Part 2: Hokkaido tourism SWOT analysis and future strategy

Carolus L. C. Praet, Otaru University of Commerce

Paper presented at the Globalization and Regional Economic Cooperation Crisis and
Opportunity seminar panel discussion, Otaru University of Commerce, November 27,
2009

In my presentation earlier during this seminay, I gave an overview of Japan's position
as an international tourist destination and of the efforts by the Japanese government to
attract more foreign tourists. I also showed the importance of the tourism industry for
Hokkaido and gave an overview of the growing importance of foreign inbound visitors for
Hokkaido tourism. Data I presented show that 8.1% of all foreign tourists visiting Japan
visit Hokkaido and that the majority of them are from Asian countries, the top 5 countries
being Taiwan, South Korea, Hong Kong, China and Singapore. These five countries
together accounted for 85% of foreign tourists visiting Hokkaido in 2008. I also presented
results from a Nikkei survey that show what aspects tourists from China, Hong Kong,
Taiwan, and Korea find attractive about Hokkaido and what kind of activities they prefer
to undertake when visiting. Finally, I proposed the implications of the presented data for
Hokkaido's tourism industry.

In this presentation I will first present an analysis of the Hokkaido tourism industry’s
strengths, weaknesses, opportunities, and threats (SWOT) and will then suggest some of

the actions that are needed in the short-, middle-, and long-term.

I. Hokkaido SWOT analysis: Strengths and Weaknesses

Table 1 lists the strengths and weaknesses of Hokkaido as a touristic destination. The



strengths are generally well understood and probably need no further explanation. I
would however, like to point out some of the weaknesses that need to be overcome in order
to more effectively attract and serve foreign tourists, especially those from Asia. In terms
of the type of Japanese-style ryokan accommodations favored by the majority of Asian
tourists, recent data show that the number of these rvokans has declined by 14.1% in the
past 6 years. (Hokkaido Bureau of Tourism, 2009) This limits Hokkaido's ability to serve
the growing demand among foreign tourists. In addition, the number of world-class
accommodations that may serve the specific needs of wealthy Asian tourists is very
limited, with the Windsor Hotel Toya perhaps the only exception. Also, 90 percent of
Hokkaido accommodations have fewer than 9 employees (Hokkaido Bureau of Tourism,
2009), which limits their ability to cater to the needs of tourists from different countries.
Another problem Hokkaido faces is the Iack of steady all-year demand from tourists.
About fifty percent of all tourists (domestic and international) visit during the summer
season from June to September with the peak in August. Only 20% of all visitors visit
Hokkaido during the winter months between December and March. (Hokkaido Bureau of

Tourism, 2009)



Table 1 Strengths and Weaknesses of Hokkaido's fourism industry

Strengths

Weaknesses

Beautiful Nature

Declining number of Japanese-style ryokan
accommodations {14.1% decline in past 6
years) favored by most foreign tourists

Delicious food

Limited number of world-class accommodations
for upscale Asian tourists

Positive image, high satisfaction, loyalty and
positive word-of-mouth among foreign tourists

90% of Hokkaido accommodations have fewer
than 9 employees

Hot springs

Lack of steady all-year demand: 50% of all
tourists visit from June-September; 20% visit
from December-March

4 seasons Lack of foreign-language skills and knowledge
of foreign cultures among service personnel
Ski resoris L.ack of knowledge about needs and

preferences of foreign tourists

Golf courses

Lack of coordinated strategy among Hokkaido
tourist locations: role for Hokkaido Tourism
Organization

Snow festival Sapporo

Relative lack of experience in marketing
Hokkaido to foreign markets

YOSAKOQOI Soran festival

Sightseeing spots are geographically dispersed
for short-staying Asian tourists

Asahiyama Zoo

Limited capital resources for investing in
improving service industry infrastructure

Windsor hotel Toya

Relative lack of appealing historical
monuments, compared to destinations such as
Kyoto or Kanto area

Chitose Rera outlet mall

Top-class department stores in Sapporo

Perhaps one of the biggest problems in catering to foreign tourists is the lack of
foreign-language skills among Hokkaido service personnel. Even in large retail stores
store personnel does not speak English, let alone Korean or Chinese. As most Asian
tourists are not fluent in Japanese, this lowers the perceived level of service and
consequently the shopping experience. Unless the product is a famous luxury fashion
brand, Chinese consumers generally will not buy technically complex products unless
either a spoken or written explanation about the product is provided in Chinese. As
Hokkaido service personnel generally do not speak any foreign language they often
cannot sufficiently communicate with foreign customers and cannot adequately grasp
their specific needs. This limits the ability of service personnel to effectively cross-gell to
foreign tourists and to provide sufficient product explanations or recommendations.

In addition, there is a general lack of knowledge of the cultural characteristics and



backgrounds of foreign guests among members of Hokkaido’'s hospitality and retail
industries. These industries also appear to lack detailed knowledge of preferences and
needs of foreign customers. As far as I am aware, Hokkaido's tourism industry members
have not conducted sufficient in-depth market research to understand these foreign
customers better. If Hokkaido’s tourism industry would carry out market research,
service providers would be able to better tailor services to meet the specific needs of these
customers.

At the prefectural level, there appears to be a lack of a coordinated strategy among the
members of Hokkaido's tourist industry, i.e. between governmental institutions and the
private sector and also among tourist locations throughout Hokkaido. It appears the
Hoklkaido Tourism Organization would be in the best position to take the lead in
coordinating the players in the tourism industry so they would collaborate in promoting
Hokkaido as a whole by pooling resources. Related to this issue is the relative
inexperience of the Hokkaido tourism industry in marketing Hokkaido in foreign
markets.

Another weakness is the vastness of Hokkaido, which causes sightseeing spots to be
geographically dispersed. This is a problem when targeting Asian tourists who tend to
stay only for a few days. However, this problem is not that serious as Asian tourist are
geographically close to Hokkaido and may easily return for another vacation without
incurring high transportation fees.

Finally, while Hokkaido has its share of historical monuments, they pale in
comparison to the richness in monuments of destinations such as the Kansai and the
Kanto areas. This however, tends to be less of a problem when targeting Asian tourists
who generally view Japanese cultural monuments as more or less similar to those in their
own. countries. This is more of a liability when trying to attract western tourists, who tend

to be more interested in visiting traditional Japanese cultural monuments.



11. Hokkaido SWOT analysis: Opportunities and Threats

Probably the biggest opportunity for Hokkaido tourism is the expected “Big Bang” in
tourism in Asia as a result of economic growth and increased wealth among Asian
consumers. These consumers will become increasingly intervested in spending quality
leisure time and travel as soon as they have satisfied their more basic needs for consumer
electronics, housing and automobiles. China will be the main growth engine for tourism
and the liberalization of tourist visas for individual Chinese travelers will provide a big
opportunity for Hokkaido.

In addition, the number of Japanese baby-boomers retiring also presents an
opportunity to attract more domestic travelers.

Hokkaido's many small-scale accommodations should be able to tap into the overall
shift in travel behavior from people traveling in organized group tours toward more
people traveling with only family or small groups of friends, both among Japanese and
foreign tourists.

The fact that universities in Hokkaido host many exchange students from neighboring
countries presents an opportunity for using their language and cultural skills to improve
services for visitors from these countries.

Moreover, Hokkaido —with its abundant nature— is also well positioned to take
advantage of an increasing need for so-called ecological or ‘green’ tourism. Hokkaido can
also make good use of its beautiful scenery by actively promoting‘ Hokkaido as a location
to Asian filmmakers and producers of television drama series and commercials. The
tremendous potential of such a strategy is illustrated that a recent Chinese hit movie
prominently featured Eastern Hokkaido scenery. This has caused a sudden increase in
Chinese ‘pilgrim’ tourists to the area, who wanted to see in person the scenery where the
movie scenes had been shot.

There are also a number of external threats to Hokkaido as a tourist destination, most



of which are beyond the control of Hokkaide's tourism industry. Threats include a strong
yen, a worldwide recession, high oil prices, pandemics, natural disasters, and globhal
warming. The ageing and decline of Japan's population can however be offset by
attracting more foreign visitors. One other external threat is the increasingly coordinated
promotional efforts by other regions such as Kyushu and Tohoku or by other countries in
Asia. Table 2 provides an overview of opportunities and threats for Hokkaide’s tourism

industry.

Table 2 Opportunities and Threats for Hokkaido's tourism industry

Opportunities Threats
Tourism “Big Bang” in Asia between 2010 and  Strong yen
2019

No need for tourist visas for wealthy individuals World-wide recession
from PRC China, starting in July 2009

Japanese baby-boomers retiring High cil prices

Gradual shift in tourism behavior from N1H1 influenza and other pandemics
organized group tours toward individual travel

with family and friends among Asian and

domestic tourists

Green tourism Promotional activities by other regions in Japan,
e.g. Kvushu and Tohoku or by other countries in
Asia

Many Asian exchange students in Hokkaido Ageing and declining population

universities: utilize their skills in service industry

Promoting beautiful scenery as location for film, Volcanic activity and other natural disasters
TV drama series, commercials

Global warming

II1. Actions needed: Short-term

In order to address some of the weaknesses detailed above, the Hokkaido tourism
industry needs to undertake a number of actions.

Detailed surveys and focus groups of Chinese, Hong Kong, Taiwanese, Singaporean,
and Korean tourists need to be conducted in order to better understand the specific needs
of travelers from these countries,

Hokkaido exchange students from East Asian nations should be recruited as staff by

retail stores, shopping malls, hotels and restaurants catering to foreign tourists.



More language information in Chinese and Korean should be provided in shopping
centers, department stores, restaurants, hotels, duty-free shops, and on public
transportation. Language and culture workshops on how to deal with foreign tourists
should be organized for small-scale accommodations. Finally, assistance with creating
on-gite signs and brochures in target languages should be provided to small-scale

accommodations, which lack the necessary resources.

IV. Actions needed: Mid-term

The Hokkaido Tourism Organization should take the initiative to coordinate and
mtegrate the marketing strategy of all major Hokkaido tourism locations.

The Hokkaido tourism industry should try to ‘piggy-back’ on the national Visit Japan
Campaign, and should use resources of JNTO, JTA, and JETRO.

Travel agents from key markets such as China and other East Asian countries should
be encouraged to set up local branch offices in Hokkaido by offering free office space and
other incentives. (cf. JETRO, 2006)

As T mentioned above, Hokkaido's beautiful scenery should be actively promoted as
location for Asian movies, TV drama series, and commercials.

More effort should be made to promote tourism in the off-season to create more stable

demand throughout the year.

V. Actions needed: Mid- to long-term

In order to better serve wealthy East Asian tourists, more effort should be made to
attract world-class hotels and resorts to Hokkaido.

The Hokkaido Tourism Organization should promote Hokkaido more actively and
effectively in East Asian nations.

Finally, Imposing more strict regulation on construction and development should



preserve Hokkaido's main asset — its nature.

VI, Final remarks
If the above-mentioned issues are sufficiently addressed, Hokkaido's tourism industry
will be able to take full advantage of the tremendous opportunities offered by the

increasing wealth among consumers from China and other neighboring Asian nations.
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Competition with Global Companies
2. Competition with Local Companies
From Competition Strategy to Competence Strategy
A. Competition Strategy of M. Porter
B. What's the Competence Strategy
C. Network Management with Competence

4. Conclusive Remarks

1. Competition with Global Companies

As T. Levitt of Harvard University, the world market is getting closer in demand and
supply side. The global companies; SONY, IBM, GE, Philips, McDonald etc., can enjoy
their ability to introduce their products and marketing tools to the planet, simultaneously.
And the standardization strategy is the most suitable way to the global companies. S.
Hymer, through his monopolistic advantage theory emphasizes the global companies
enjoy their own firm specific knowledge (FSKs). N Dawar and T. Frost showed on their
article the FSKs of global companies are abundant financial resources, superior products,
advanced technologies, powerful brands, marketing knowhow, management skill, and so
on. It seems like there is no room for any other companies to compete against the global

companies.

2. Competition with Local Companies

However, the local companies may have advantages against the attacking global

companies; better knowledge of local markets, distribution system, A/S system, local



government support and nationalism. For example, using these FSKs of local companies,
Bajaj in late 1990s had defended its own scooter market in India from Honda's power.
Both FSK’s of global companies and local companies set high wall for the other
companies to get in the local market. But, the other companies, such as Korean
companies; LG, SK, Doosan, Kumho, who Inevitably should lose the BRICs market in
order to survive or make their advantages for the future with finding their own strategies.

They have to fight against both the global companies and local companies in the market.

3. From Competition Strategy to Competence Strategy

With the competition concept prevailing for the last 3 decades, the companies beside

the global companies are not able to get their own position in the new markets.

A. Competition Strategy of M. Porter

M. Porter had contributed a lot on managerial progress for the companies in
less-developing countries, insisting the two directions of cost-leadership strategy and
differentiation strategy. However most companies including US ones, chasing the
cost-leadership strategy in global markets, have been faced with the weakening or loosing
position in the world market. Even the global companies using their FSKs have enjoyed
the reputation of brand differentiation, as M. Porter depicted. But the BRICs will be
unavoidable markets to the non-global companies, such as ones of Korea. They should

find different ways to approach the market from Porter’s view point.

B. What's the Competence Strategy

Every company has its own resources; financial, material, and human. We call the
degree of using the resources as capability. Among the capability, If it would satisfy the
following conditions at the best way: valuable, rare, difficult to copy, and hard to
substitute (VRCS). We could call the capability as company’s core competence. The core
competence itself is different each other, i.e. no company can have the same core
competence, but similar one. Korean companies have struggled with many other
competitors in the world market, accumulating their own experience and capability, and

keeping their own core competence.

LG electronics 1s a little behind in FSKs; financial resource, brand, technology,



products and so on, comparing with global companies such as SONY, Philips. But LG has
enjoyed 1st rank market share, more than 30%, of C/TV, refrigerator, in India. Since LG
had bitter experience in US market for a long time with cost-oriented strategy, it has been
approaching in BRICs market with complete localization strategy. For example, LG's
introduced TV with ICTS, OCM, Cricket-loaded in India Market, using their own

experience and customer-oriented value creation strategy.

C. Further way to Network Management with Competence

In the digitalization age, the market and technology will be changed so rapidly that a
company cannot chase the all the trend of them. Under the uncertainty of business,
companies should have it own competence of FSKs and link with other companies who
have a other linked competence, respectively. Further transformation of business will be
naturally composed of network organization. Also we may have several successful
network companies; NIKE, Intel, etc.

4. Conclusive Remarks

FSK - Competence from Competition 2 Localization Strategy = Network Organization






Globalization and Regional Economic Cooperation Seminar

Panel remarks: Neil Clymer, Agsociate Professor
Otaru University of Commerce
November 27, 2009

First, I would like to thank the organizers of our conference for inviting me to
participate on this panel. Also, I would like to express my personal welcome to our

esteemed guests from Chungnam University.

If this conference had taken place 15 months ago it would have been much easier to
comment on the topics of Globalization and Regional Economic Cooperation. Yes, at that
time there was a slowdown in the growth of many national economies coupled with
disturbing signs in the United States and other housing markets. However, world GDP
and world trade were still in perpetual growth mode. That has changed. Today we
know that those warning signs were harbingers of systemic risk and excessive financial

leverage,

The concept of globalization is no longer a story of unassailable capitalism. The
United States has lost its footing and increasingly people and nations are looking to
China for economic leadership. The economic assent of China and the concomitant
decline of the United States present several challenges for South Korea and Japan.
Ours are the two most developed economies of Asia. Of all large nations in this
continent we have the highest wages and thus enjoy the highest standards of living. The
economies of both our nations depend on manufacturing industries that convert highly
specific natural resources into technological products. Many of these products are

machines, electronics, and semiconductors.

Our technology industries require open free market access to oil, ores, minerals, and
other natural resource inputs. These inputs are sourced from numerous nations around
the world. Prices will always fluctuate; the greater risks are the vagaries of nation state

political agendas that would limit our access to these resources.

Further, the economies of our two nations depend on export markets for the machines
and other high technology goods that we produce. General machinery, electrical
machinery, transport equipment, semiconductors plus electronic parts, and
instrumentation account for 2/3 of Japanese exports and a similarly high percentage of

South Korean exports. South Korea is one of the few countries in this world that
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consistently runs a trade surplus with China, largely the result of technology exports.

South Korea and Japan have been the beneficiaries of an international trade regime
that protects our investments in education, scientific research, and engineering. A world
where the United States has been the dominant superpower has been a friendly world for

this protection of intellectual property.
For these reasons, it is critical that our nations cooperatively work together to

safeguard these economic rights that have been the cornerstones of our mutual

prosperity.
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REFA R SRR S ED

1. Bk

v 7 RBEEOEROBFEN HE] 2 TICERESIE LT 2010 L, HHRRE
(B DVET ¥ FVRE) ITBWTik, ’ﬁ:HGDJ:5iﬁﬁﬁﬁﬁ;‘ﬂﬂﬂﬁ‘i‘é?ﬁ%ﬁﬁbéia"b“m\
D, Bz, N FEPRAR —VHIROARITI R v b U — 7 BF BT HEELH

OWTE U (Tapscott, 1999), VA 7— REDOFEETEHRY Ry FU—7BEFCBWTIL,
EEDOERIILEMEOR KL E Ay b T — 7 EOCRRIIBITT S | (Kelly, 1998, 67)
EERLTNE,

I DEICIT A MEILEREE, HAVE, LVEBCEI L, UTOAZ 7570
ELFERHIEMTEDL LI IIEEERETH A,

BEMBERPORD L. Xy MY — 7 ORBIEEIZA 30 ZFIZF U THE
K55, Thbhb, Ry NI—7 O/ — FEPEEREENE L DI, 3y
b OBEIZESBEEEICBRT D, BROA U A—FBNMTH I LIC L
T, Ay A_A—2BOMERRCE RS S (Kelly, 1998, 22),

I, BAGERBHEFETCHLI Yy b YT ORBLL—]T D, #Hoid, Tk
ettt D b BT ORF R (durable economic principles) ] PAS O FHRFHE S TR ERFE
FEELEIOETHZLICEMRL, TEEaRX M) XL MR & BEE A5,

LL. B{k (financialization) CEUHSWERy N7 — 7 REORER., LT LLE
BRI RER T2V HERSOLEEEZHERTS (Thbh, FREL B WIEEERIE),
ZORIZOWTE, Ry M= BFEIBETAEVRART -V OmAED L &35 &
G B,

flifEdisit, SRmEaRTHELEY - Y- ATERNRTIREOFETH D,
fﬁ%{ﬁﬁ IHTHELOBZHFIIFIIHE A PERTHTZ... —FH, &Rl

YT O3 A b OIS EBICE LTV,

(et IR LWIRERR ELER G, HARLEEBPLEL LTWS L0, BEF
FAEBIZIES DB o LEFICEHF O LWI LMD Z L Th D (Shapiro & Varian, 1999, %),
(el o HIXE RO E S lafc o bOAE2 R Mo Lo TTIRA2L< . HRFMEI L TR

ETRETHDL) (bid,3),
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SHZRBWTIE, BOREY OFHEECERTEBEVTRELEIV HT5H, #3502
BRI DTIRS, {FFEDOTABEEBDOLRE 4D Th S, RIE, RpiiE
x5 EZFIZ. B2 EOL3ICFEMTA2MCE P> TS (Davis &
Meyer, 1998, 101-2, A # Y v 7 {EOFEHITRELEBY ),

BREZ L2, 2RI TW &L, s R OFEIERIC KT 5t
L ER AR, EROAEORNERIEICHESS 2LV O EREREIHEE T &0
I BEIBVWT, BELvA7 AFEHHERE —HT2bDTHDIS,

/g ARFEFRCRBOCHRERERNHIZE X bha T A L, vy AFHHEEHO
BENL Iy NI BFICRT AMEA LT 2ERRR E R ENTVARNI L EFY
Thd,

w7 AERELABERICBV T, HBCHBREEDLETOLOEBERLT S Z &TkT
A% O KA EPNTE D (5 : Perelman, 1998; Witherford, 1999) . {lifE#
SO EE AR CRENRET b TR o7,

MBS 2BV 7 AEREILR T 2H— 0S4 Tk, 55 (b2 WILER)
A OH 2B M & LTWa, Harris (1995) 732 DI BE L CEH R4 L TN
L, (BEPHFEOESCHEREFBAL, TR LV E0BEFELET) LW IEXEHE
21070, Bk, THe i, BEERAERICBVTESL N SN IAEE & 1384 2 M\
BIZOWTHRTWADTHB] tiwlin, ALY »—F D% T, Davis & Stack (1995)
b, MEESTEROAEERETE L, TAMEECMBERE LIZL LI WO EBZZHEHEL
T3, L, i LA ESELH ENZEA & FOHFBIZ OV TIHEREETRATH
Do

IO ESE EFR AT AEBOMEMESLOR Yy PV —/BEERLETH L
DEES, EFOHML, w7 AEHMERBORMARICESE, Ry NV —ZBERE
AR ORBIZOWT—E LEBBALZITI I L Thd, HBEARTEZR (Morris-Suzuki,
1986) RMBEATIRE (Jessop, 2002) &V o BELFE LRSS IE LTV DM, EHF L,
FUOENFy VI =2 FObOOREEFERAL. 2 CHEA LLHERAEE, Thbb, <
7 ADERBE Ay MU — 7 BEICEEMT CEETAZDIE, [Ty hT—28BHF] &
SHEAER L, 20D, Ry PV —ZBYRXATUTD 2 20OEWEE 2> 1 1 2k
FTUINFy FO—T RBHRTDHDILHL, &I 123HEG /e SniEWMcI @A

1 A HERE BT, REOEIFEMA L (HE2EETIOSERFHEETLT
W, EEEBRIZECDILOTIERVWED, FERREHLOIERIZBOTREEZERTD
LOTHARWS, —EHORREB W ERET 5O THD, &iT, Bryand Rafferty (2006) 1%, &#
RSN TR2ZEAMOBELET2HDWVETRLEHE—ORBNESES~LFRME
VAEHEEES SIERITT] EWIBERIIBNWT, Fu— BB DERERESBOE
EIZIoOHRFEFRI- LTS EFIRLE (91), ZOXERET, BEORS L~V 7 AEROME
BE L OMICR S RELEEERIEET D,
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HOF—E2EERTH L EENR2~L 7 RFHEE THEP (Vereinigung) | (Marx, 1973, p. 528)
T, Ry bV RBFEVWIABEOLOERIEOT PHNFKy MU — 7 OFERIEE
LTREFSRTNAER, Fy hT—/RELELIVEN IV F XX N TEMBIED D
DTHDH,

WEATTORERIZILTO®BY Thd, £ a2 TIIABEEESIC- VT, BioiZans
PEERIH OB - RFERTHAIDENCDNTEET S, EZ a3 T, =47 ADE
S OMMEIRR L, Xy MU BEORKHME L TORKMEEE~DEEE L ZLIE
FMEOEDVICOVWTEET S, 73 43SRLOBRTH B,

2. AR

Curry (1997) ¥X, HE L BHROBELHEECOVWTER L TW5 « JEH [—ixi 72
SHE; ThADIWICR L. TR RE S cmBlE Thal, ~— 70 DREESE)
OB EEL ZOEZIT, £ R CHE SR TH I mERICH L, [FRSMESO X
D EMEE D2 TR A MEEMRERBTHDL Z EERBL TS, TOMEREWRT DI
D10, TARSEAR] & LTHMBERET DAL EERMT ATV D TaiRFHE) B
TABMMREY. HOPE LTV D HONMENMEE» EREMNISERTAZ LI 2T,
HHBICEEECE A2 LI EARBETHSD, MRS FROBEFIIMIZ L H Y . MikIMFH
EBREINAHDVRFEOROEHE OB OVWTIE, KV ERICHLMENH D,
LiL., Ry hU-ZBE~OFMEERO—EL-ERAZ2H LT bbb 2 >0HE

SEAST OB RENTALEITRY., IAH0 2 >0f&lE, BIMER?EDL - T
D\E)%( DEEITBOWTCHRLEALERCHNORTWS, ZOEMEIGRIZBWTHLH LA
ThBH, B, Morris-Suzuki (1986) I&, BOAREICI2WT, MERO MM A0 E
W LW Fy Py ZOTFT CABEIChT>THRAL TS, 2Ok 312, TFEhke: LTOFE
#8| (Perelman, 1998, 4) 2L > TEETHLIZ LIE. FORFITRBNT TELEFEHEELT
DEHE] o Th EEROTHD (Jessop, 2002, 129), T2, Zhbd 2 >OEEE M
HES OL<MBENTVD 2 208, bbb, HEOEIRMELFFRSEIZLI->TH
BT bha, ZOERCBWT, ERREFEEICL > TRA SN TS LT O RHEEHE
RIFBREETIAL, TOMBEIOHITANLNIEELH S,

oI FHRE NI BEPEFITEVERTERA L TWS, BRI, TUFL
ETEZLO—EDOEYy MZa— FMETE 20— F@®RTH D] (Shapiro &
Varian, 1999, 3, A ¥ ¥ v 7 EOERIZEXERD) 18,

T2, I E T REET v ORI SLETH AN, FOMEEEECBNOLD

DEMFH R EE o RCEBT S &, FOMBITEHR LS (Cumry, 1997),
B -~ DEEIL. HEOT U AERAMIZEATHNA S WHIREICEEL TS, £k, Z0F
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LA COEFERBIL, ARMFHIIN LT, Mld 2V IEERSEE AR Eo X S ICERK
THEPEEBETDHIETHEID, J I T, RAERRILERT 2720 Tai#k Lv )
EWEEFFERT S,

T, 2y N/ REORLEE LY MEEE~ORBORFER L LE
Castells (1996) OFARBMEICONWTERT S, ZOBMSITLUTOL S IZRETE 5,

i + TOMDA Ty b (FHE2E) — K (1

ZOFRNEFEMTEL LB b LhZ2vd, BRR2BRAFARICT e %
HBATWD, FIAE, BePESFOEROBERPLRD LUTO L 3IHERTE S,

FHT + TOMOA T v b HRE 2

INPEROER EMFTRAEEIL, ASHCEBIENICR, ZRTHEZ TS5
Thd, ZOBBRE, MEITMHY UEEER T, FHAOCHEESRTWD & T51
DN o AEFRMEB L —FT 5, Carchedi (2005, 276} Mil=TWH Loz, I... 4
EHEOT 7 M7y b ELTOMBIE, AN HHE OB INTBIAENTHRWED
T EESR O A 7y EEhan), FN(©2) 1TBEL Ry P BEEE
ML L b O TH D, FIATESE FIITHEASA A TV A Mz, e MEEO®H L
BIHIR E 22 0 B2 MBI DV TE M CE ARV, ZOFERICEWT, liEk. FHhH
DHED K& S LS TIREARNICEMLAFESHELR U ChHL HMFHE] 2FATS
TEIZE o TOREIH EINED, LoT, RO 7 AXZHMERETEED B WITRIET
B HEITAR,

ER (2) OMMELERA LI T5 &, HFREEICRD LN A ESHLEHDREL &0
FOCEBRL, BET AP ELIE—OBE L 25, RN~/ 7 A ERMIER OB
BTV T (8121F Rowthorn, 1980) . BEFWE L 3EMESE (o7 A EEAIHO
BOE, ERELOFMACMECHABICERET S, I I T, MEr 2R L 35Hh
PEHE L IR - R sh T, EE, IS HZ 0 b ok < BfliZe JERE 58+ s
>EBWT S, LoT, BREFHICBT2HBHOMEEAET S LI, miRkoMEE
AE Ui hidle bigvy, SR, Mmiki EET 2 DI ELHSLER BT
HBEEZLD, LL, ZOEEL, TUFNVEROBLAERXNBFRREERTHLD,
AP ELHTHEERERETIES. BICELBT VA MMEER TV ARSI GELTE
Mz 45, HIBEVW O, Z0LX 5 FLFPEBEER & FETRIERORSMER & O
WHAERMREZEAE TR THD MFEBIT AT VZAERO NZTE e HEH) OB,

UHENALOBEFETHEEDPEy FELAWNIY T by T O a—$#e Yic ko CETE4EET
BET, EELTEA LAY DObhA L VWHBRECEEL TV,
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BEITBIT D MY o ERAER) BEICEST B,
ZO—FT, EROBANLES L, & (1) BUTOLS CARSND,

L+ ZOMOA Ty b — EEn GRS (3)

ZHUE, HEESTE TRESATHAE L LT, ThAGREELE LTEESR TV RN
7o, EROBALEENTHS, X (3) 11, BRECIIAERISEL L LTES & TND
EWHIEREFTE LR, T LAZOBEFRIL. HEE (AW IFERFL) < Polanyi (1944)
PEESNTWARENIZHERTOWARVWELDFHIBTIOFER L-AETHD 4220
&wamgmw)&bfwﬂ%k~&bfw o ZORMAIIBNTIE, SBREEER
D1 2TiEdH B, EORFOERIIBOWTERERHF R TII eV, [HRITE] 203
fﬁ7?_%%€@ﬂﬁﬁﬁﬁ(ﬂﬂ)L%ﬁbk%ﬂ&%%%-ﬁﬁ%%%m\ﬂ%%%
BT BB NERLOTHS, Ty N~ RBEOE L SENZHHIT. HR AT A
E—E U HECBMYICESE HTTWS (Perelman, 1998, 5),

Sraffa (1960) X, 17y b 7o b7y FEROEL LA RNV ELEZE DD
ZEETERVEEEAMAEMET A LI Lo T, —~EREOMERESFEORELE
BLED &L, BIXEEREMESERE Lo/ dd, o, TiteH@hin-o
T ARABPE A EFEEROEMICRN S —F T, EEFREEAEMINAREND Z & EFRT
AEFERTHZ ELAEETH D,

A EBESRARER L EEAFHOEUEENEEDS, ThOoBREEToEAD
ARENCORAE L D, EERROHLE Y BanZ L 2R L TvD (Sraffa,
1960, 74),

Z D7z, Sraffa DFHEICL D &, ARG & LTOMBRILER (3) OMBIATIBVTH
TT&D, ZO@EAIL, FRAMHEOH LVEIHRE U TR S REORERVZ, FX
(3) ik, =7 AERMEFICHIT D MECEHR T2 TER S, hoRiICERIRT
LA A, FHEBE E LTE LB LD Ty (Park, 2003, 167) &3 i@ {+HT
&E—EY 5,

I 208, B A EED F L\ EIIRE & 3 2 OB ER% Tdb 5 Morris-Suzuki (1986) X
HBOTERIZOWT, X (3) ICHEE LAt AV TE-> TS,

P S BeREC BT, AAROPEEBEZORAEA RS THIRTTHE, BRAR
AMREr T 556, §ENRBEMEIT S 5 EZEBIRALILR VY, Shapiro & Varian  (1999)

Z ORI ER D ML OITE A U 7o BRERROARIR A 1, THEE O & 22 RN R B IC &S kg
EREEORMAL Th o7, BHOY Y a—v a2 VZEBETAMENCEL LT, 2 2 THamko
TE R BEER L L L7z,
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Sraffa A F AZ. BRAFIEFERIE Lo TEEESND 7 o—X RV AF LA THDIHN,
[EHRAERKIT, SN A 7y PELTEYIAENh, 7Tv b7y MIEELHEY S 7L
MEEK RFC) LEI>A—T AT ATHD (Morris-Suzuki , 1986, 87),

o MEREATE) BSEHUTOL I ITRATE D,

T + HH —~ R (4)

I TCTOEMORI ST, IPR MEEERE - #F LTV A EREER LTS, L
L& (2) LIxR2y M LEEEERL L TOHBSEEATET ARLLR TN,

2K () 138X (3) CERMENHHN, 2 00ERIFLEESHETATZOTHD AR
WTxd,

. AEHTIER., BENY AT AR Lo TS - ERbEh, TOFER, M En
5% & /e %, Harvey (2006) (<7 ADTE/HY —l&E%E (HA2EOENE L TOHL)
WA L, 0T T o—FE, EOWADN THARENRFHEIIBW T2 =— 7 THIER
FEETH O, EIEN TENICERE|FTEECH 5 aPic et HHEtAY3ZEL BB L TWS T
W, T TR TWDHEMF & —FT 5, £/, AT IPROL I RATEEICL > TEX
Bz BZENTERWEZYD, ZOT 7o —FERABC LU TIEED, Z0HE, BHEAEL
THEHBOEEIL, BAERESICBWV LM (FOMOEEER) BRI TRALETHS,

E2T, MEENEEY, EET R ACALIBETHE SNEFREOMBELBL FE
EOR % £, —EEREE D e, MBI ETHELF T DL D185, ZOfl
BEENBEROGENSEZE L TVANENCELL T, FRE—BL T 7 AXHDOH
fIffEsfic L > THRIRCTE A0 LA d, it ZomEMbEIN=m#kiT. FEMIZE
OHE % BB RO DTERERD—HTHEINLTHD, L., HBILERICE
SMEOEEICRBT D SEE LRSS, IR R - T3, ZOHIBEL TR a3
TEET D,

BT AL, T, AR L o TEAH SR, FOL S CABIZERTIONE
WHENY BEE ARV 2 DO EEN TS, Thbb, MRIEEL FEERE L THE
EEBETOLORON, HHWE, FEHOL I ICEEEHEIZERTAL0RONHEVIH
BTHH, b LABPEET 2R CBT A IELZZBH LT OLOTHD 206, i
MEABA I LIIRERETHD, &S, Mof BT, SSOoRHNERERD, THhER
BRI MO SENE A LIREL LS () B E A WD Z L o TDAFREIC 252, L
DL, MERHA—F— 3y FORES &I, Mg PSR E 2 OA —F—IC TS
Lok bindh, ZTHIZIPR OFERAERMBOESFHLHEENLRNWLOTHDL I L

BT HEBOA Ty MIFORERERTHADIIRL, FaP=/ Moo THHERE
B UWRISMEIC ISR EIC L o TR AR EN S, LT, ZOEEY., BamEsis
HECERTADOTHD ] (Momis-Suzuki, 1986, 63),
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FEMELTWAL, ZOEFRALMNITESIZHIZIE, MS Windows D L 5 TG E XE T 5
VTR T OREETAIET TS TE D, TOMOETOEEFEO L HIZ, MS
Windows OEEND LTHH D EFHE, TOMEREEERED 1 2& LTENEFHATS
Bl i r g an 5, IPRIC L A MS Windows O SZ4E0OM SRIZE TSN EZBILE A BB,
Y7o TH [RE) KFAINRWRY, TheEEERO 1 2L LTHERTLHZ &b
bid, RaMElERE SR D Z &k,

IO, RETAMES D BERLE—OHEIT., ARAEREIRABEOEECERY
LEETH D,

3 R bhO—FrF AT F 47 UTOER

OB AR, BB ANLeA s AEROERBSE2EZET A LITFER
Thnh & Bbhd, Lebowitz (1992) (k3 &, w7 ADOEERESIT (TteHMEELD
BAAEES~OEER) 2URENIED (67T-70), A7 ABHEFLUTOL I KBTS,

. HEEEshEBHoDERE, BRHOBAFBCL o LA SRV, HD
RERBEBEZNTAZ LRI > TOLELAEEND, b WIERBENE
LTHENLRETHD, FHNFEEEIND L BT > THEADEE 23X
TERIET TR, NENCERNREREEAPEETNS. .. ThH, 12 A
DNaHB—8 12 HEHH L TEWERE (B8 14415/ oF 2, 12 ADE
AMRFFFNEBN 12 BT 2@ 256, HE VI, 1 ADFIEHER 12
ARV ZHE L 0 AN EL RAETEIHABATHD, Thix, AB. 7Y
ANFLARE IFOBENBH TIIRVWE LTS, HENBHMTHLI LWV IE
EIZBER LTS (Marx, 1976, 442-3) 22,

21 Jessop (2002) 132 OFARES Tanpstfdh & LT O MEIEEE LCOEFOMORIR] &
TEFE L7z (110), Chang (2003) & FE /o, IPROEELEE| 22 FEEAL, TABERFRROL
ErLVvEECLTWALBAL TS,

2 B LE LT TR Grundrisse  (FRFFHHIZER) (Marx, 1973, 528ff) T~ 5TV iz, Keynes
gbEFOBHAZ LTS B, BT 2FWHELRBECLDZLOTHL DX IITHED
BAMZEEIL, 77V My MEEKT 5 LRETIRBROBMSE. BRI Y RN T
i cided (LI, LY EMRNRERCREHOEEREOA Y v FEBDARERLH S ).
ERFORBOFAENEBTILVWIFEEISHD, ThbbH, BUBIRNTHWLHHRMEOR
RBANED, FNLFNOREICHA L TESE DN Z LR ELVDTHDS ) (Keynes,
1973,43), KeynesiZ kB L, ZOZ &H, HBXOBLSPLLRL LIRADEE LESHIZHDF
BEELEEEMOTEEX#| &R 7, FMHMERIZy 53R = A 2 b &FEIZ (Keynes,
1973,213) . TDHEA 2 M, KeynesD3E 2 B—BOFMHERICE SN TWEZ L ERLTNS
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ZOBAELTOL 3 Kkt = L ATETH 5,

R’(‘xl"x25“'=‘xn)_[/’l’(‘xl)_}-ﬂ'(‘xZ)+“‘+ﬂ"(xn)} > O? (5}

X, & A B IEBOFH L EEEROZNEROER UL ER L WD, FigMi@E%

BICERT RN L RS & FX 6) HEOBRE LV I RGOBF-THHUTO ZERH
RERET 5,

Clx)+C(x)+..+C(x, )= C(x,%,,...,%,) >0, (8)

CHHEaA B THA, X 5) NERICERBEZ?RTLRELLEBA,. 00Xy
FO— 7 REERTE L TWEINERET A LVEREILRD, w7 AEBENEDTND L
N, TOXEMMMEEECEEREFRIIL TV IARESERH A3 | F0kd, ZOXEOX
WATEEM: (bargainability) L E/-EBERTHILENH D,

1
T A — 2 (FHHE)
BRig 1 HRig 2
TlAr— 1 BEE 1 31 0,0
(B AR #EE 2 0,0 2,2

LERD, LIL, ZOMBIIERXOBEEBA TN,
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Wi 27eDThD,

5 BRI rv—AU—2

L ZCIERR LEHEOMEEECLERE AR T AERORES T ONTEZLD,
FOB, 779y T T AVERUAREERDY BT, 7Ty Sy ETAEE
REBBLEDT T v /vy 7 LTOREERAT S, ZITWITZ vy 7 EITF
SRRV T ITA YR BUEETIEELF 2 b AT EREEERT D, 7Ty
AL D ELh Ry b U — 7 MR EEE 2 AR RIS, TR oI EMICITAS
BET. SELRBEFICT 7 ATELE, ¥ L THBIBATEAHMCREESNRD, BE
BEECEIL LEEECEDYSATINRFTSA v —lc B B TENE, 75 v
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T T ThLIEERELEEDFEMIENT S 08 TES, BMETHIE, Ry hU—Z70DA
YR—LRDH I EERHBEENREER LTI LR T D,
HNEMLERIIREOZEELECEBREERBROIMTH D, AEME L IZEENIITES
ERZETHD, TNHOHBIEIEINEZLOTR, FEHOABT I EATELIHOT
Ho, ZEECEITEF*ERT2IVVELOFSHLIEIdRy PV —2 2B L, #5
Farybhe—AT5Z R, bL., V7T A v —BEE—0F i3 R 75 A
Yl NTo i b, EHIZE > THEO—EIC RS0 2t L E UERZ R TR 8IS
HTHAI, BBOA L RA—THHDIT, LT ULHFRLIC LI LETRNDOTHD, A
b OBEEELET D2 EMNHETHD . AL EER L AT L2 MHGETELIDTHY,
IHEELATIEEWZZTHS S,

6. B

BERBRBCLVBASALE I, ERELESETERY . KEEICLRD 2
ETED, —AbHIzY GDP OHANZ Y, EduEERoRRIC LY | BRE2 LEHS O
ERE N SERLT HBE WA D, FEBIE 2 SOHFERD D, —DIHEHNRE
B, bbb, HREMOERICH) EERETHD. TR BEMNERCENT
MBI SN, ) —OREERLEOT T I Y —IThY | EBAEA LSS
EHT BHETD D, ELALEOBE, BT 7T A ¥ — 3 SEEEEIC SV TITEHic
THERALT B, 77 v vy 7 - EFARERLNEMLOSHEIEY 77 1 vt LB LIS
A T OERRE OBBI L ERERHT 5,
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<HEFEE >

EREHEOERIZE-> T, ETETELONC T+ —REIBELTICER A ERL
£ ERAETND, ZORRIT, BFOEBHREERRCTT Lo THAIBATE
LD TR, FIBR— 7 r—r ISy Fr— (BGV) i3, R&D ~DHT L HHE
BT ot 77 ERICEZ RoND, BEFORIAITIFIL. BGV DBRBE, ¥ DR,
EREIEE L ZE PR RART v VAR5 TODH, EVRANRT x—< X ZHL
T, FETHMEBRBALNDS, THid, EPRANRT 35— ACKELRERERIE
T 74 TERIIEAT 2EER A+ HTHL I EICERT 2 LEALN TS, Z0
iz, BHFETIE, BGV AT Y i3 Eh Ty, BGV O4ERD, = —r 7 4
TR, BVRANT =2 AEIEBGY LEEL, TORE, Wik, fTB N7 r—w
AZOWTHHT L, £OFER, BGV 13, ML EAMEREFIAT 2ENABLU~—4
T A VTR RBWTIEBGY b RBRDIEDRHLN L ol EVRANRT 4 — L AZH
LT, BOV Bpik & HTim 7 4 — < AILBWTIEBGV LY @b odizxt L, X3
fEREE L LIREACTH o1,

FoU— R RS u—sReF oy — (BGV), RERS, v T 4 0SB, E Uk

AINT o R
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I BFR® &

ERg iz, £EICL > CEERREREO-—2THD, BF. LECERMLIZEATED
R - BAFNERME TAEE D (Caves, 1982) . LAT DR A BT  RERRUES D5 OEIN,
L - BRSBTS REIEATERNEER LB LU H D2 WRESA b
F— oy FEREET S RREIRENIL I o — LS SN EEESE~CELT D

{Aharoni, 1966; Czinkota and Johnston, 1981),

KReEFEEZFLELEERCHESRBALEEROALECERZECHBAEH L DR
L. 4 BOEBIZETORNA /X~ 2 v ot ARREREICBITIE(LEERLL
T, BIESMORNERECREL S, 20k, BECEBHET AV TRINLORRE T4
WERBA T & 72wy (Coviello and Munro, 1995; McNaughton, 2000; Oviatt and McDougall,
1994; Oviatt and McDougall, 1997), 4188 &EFE% ) (Lindgvist, 1991), [EEEH~L
F % —] (INV; Oviatt & McDougall, 1994), - a—3~rF v —| (BGV; Oviatt
& McDougall, 1999) 72 & D% RARTCHIIN TV 5 ZOBRSIT, REOIRKTIFLL &
LT#HbhTWwWs () - Welch and Loustarinen, 1988), LU, EEFHMIZOWTIFA
LTWBEEZLIL, FiED BGVEREZFI L LTTIRL, N F v —LEOBEELREE
ELTHIERLSH D, T7bh, BREBREN R VAV MIL > TRILENZING
DRy Fr—f¥iE, vRAVAV NOEBRBR R REORREEEETAILICL o THE
AFBICHIETEERAEHED EVIEZILRET 52 ABEA TS (Coviello and Munro,
1992; Hoy, Pivoda and Mackrle, 1992; McDougall and Oviatt, 1991),

EATE & OREOCT Y, GECEBLIXBEATE & IR IERBREFOTEERLEEZ D,
Yk, RETFNLOMELRIIBMAALOIZ, FFLWVEANZFILMAT RITHIERGRW

(Bartlett & Ghoshal, 1991), L2sL., BBz, NvFy—a#id, EHRARERE LS
TEHEBELBOSNRTHAE T, BERL/ AL F =L@ aEELAEL Ty
(Stinchcombe, 1965), D7/, HHITH LV EHE EOTREEEICHE TE S +5706E
ERATWRWATREES S5, _rF v —hEITFEHE, AU—F, A7 BREMZREK
TEDENWIAV y hEFLTWA—FT, #&ilf, M. TREOEFESRONTVWDSILD

W, EEFESORLUVERIEICERE TS (Figenbaum & Karnani, 1991),

Fhuz bbb b, N Fr—SEN IO L K RVEH TEBR L ERA D ORETE
A5 Zhik, EER, CENERICL o CHIATE 5, BEFOXIZ/ v T OFEEIME,
EEREM BIU/ HDWRENEEHAT A I L > T (Liesch and Knight, 1999; and
Oviatt and McDougall, 1994) H2WIXEBLREOME L L TOIAKX Ry FT—2 D
EEHICESFYTAZ LI E>TERHALTWS (Coviello and Munro, 1997), LasL, Z
heOXEE, YOFA 7OAENBHERLEBEEERTION, bDWIT, BIRELT
O BGV REVRAAT 4 =< AZBRROLFEEZRIFL T D00 20T Ein& #o
7o EFER AR BB AL L T ey (Oviatt & McDougall, 1999), MBF3E0 BHrglx, £XEER
b7 a2 BT 5 BEENEREREEZ D LD ¥ 2 A ERICE T 2075
W& R ANTIESN BT - B 72 B D BGV BRIE 35 B R R /N7 4w AT REFR I 2
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FEEREL TV EPENERIET 5 Z 126 5,

% 2 T, BOV OEE L ERRLEBIGIC OV TIRY S5, 53 BT, IR A M
THEHIZ, BGY OFMICET 2 BFEONME RE Y, H 4 ETH, AIEOEEST 21857
L. SRR AMT 15, 5 5 ECRHEPERER L T OBMBRAIERIC OV T DR
ERTT D,

II. R~ Fo—r_rFy— (BGV) ORIV E=—

1. BGVDOES

BGV Lid. SEBIEHED / a— UL U ER B W TEESFDH LESE /o — YLD

EBRL, /a— UL LA THELD =y Fv—F vy FEH LTV LEEDILTHD
{Jolly et al., 1992; Ray, 1989), BGV if, BEAMEItE & TR T Do, BISERED G BHIR,
AN, BE&% 1 SOELL TR, B EENAEFHIOEII LI > TELIELAD
BREZAAL. 2 OETHEERSY —ERARRTT2EETHD LEESIRTNS (Oviatt &
McDougall, 1994), ## I ZEFEESE & 2 D@WERE L ITR2 Y BGV IR ERLR
BARB L. EliT30Fv—0ETHE, VRAIEMERETHEENR. BNTEST
FRALRRBERIE DAV EEATESRAMICRZET 2MMcERLEATHRCIRTDZ L
FEHENT B Oz % U (Buckley, 1989; Kaufmann, 1995) . BGV XEANTH L ¥ LA THHEIZHE
LB Y ZL DN F v —pERETENTE T, BATEHEIERT S (Almor, 2000;
Bloodgood, Sapienza & Almeida, 1996; Coviello & Munro, 1995; McNaughton, 2000;
Oviatt & McDougall, 1994; Oviatt & McDougall, 1997; Rasmussen & Madsen, 2002;

Rennie, 1993),

BGV ##&HICERT A Z LIIERETH I, FO L 5 75 HH BGV Z#FET M2

WTHL, RS ORI T8 L EENARERIIEFEEL TV, BGV IZET D72

SR ELHES A VVREBRAVEE EEIL 2y (Rasmussen & Madsen, 2002), ZEBE, ¥ % BGV
CHAET AT, BRMLOBRENREEICR S, Thibh, EERLORE LIS EEER
# (FDI) #1T->TWHBLELTEIETON, HEWE, BHAEBRELORONERCHLE
ELEFTNHIO0ONNEEE RS,

BGV iCl¥ 5 Zh ¥ TOFE T, BGV 0EE EOERIE., £EOEBEIESVTER
FROFEEPMBICHREL TWEEY, F—ERITEV, &7, BGV 2 EEOFH TESRE
LiBE, £EN BGV THANG I, A1 LEBMERBE TSI A LT 7L T
£ 5, McKingey 13, B35 5 2 FELINICERMLIZEFR Lz &% % BGV & L (McKinsey
& Co, 1993), MDOWFFEE 1L, B¥H BGV THHIMEHOEEL L CAE,LEBLETO
% 6 4 (Zahra, Irel, & Hitt, 2000), 74 (Jolly, Alahuhta, & Jeannet, 1992), H 5\
i% 84 (McDougall, Shane, & Oviatt, 1994) & L7/=7z. EHEIIEHIZR DO T, HxH
HEIETE AT,

— 133 —



MOFFFEEE TEHE), $hebh, BELCSOIHIHECEEFERL LTH W,
—HRDWFEE TR EHPRIE 25% % 5D L0 ) BB OEELZRA VS (Knight &
Cavusgil, 1996) , ihOFFFEE 1L T5% & SV B LW EHEZ R E L 7= (McKinsey & Co, 1993),
A LT T EEEROMWTEENEL L2FT, BGV i, 8125 3 EUPNTIEATEICE
HL., RIE 25% DB E>FH+54% (Knight & Cavusgil, 1996); Madsen, Rasmussen &
Servais 2000) HHME 2 ELINICER L, 5% 0EEE2FTshELEHINT

(McKinsey & Co, 1993),

2. BGVEE{LERFEE MR

BGV OEERAMEEIY, BEFEOEBLOBIRESE L BR300 2 B VR ADEBELEH
BT 544 REHRVPFET LI, 209007V IERBETANE, PO L) RRRBIZBNT
EEPEECEERTINIOVWTRALEBERTHE, LIrL, 2O 7HFTEFT L,
TENROSEE L E RO AN OV TOEBIIENA & L TITR -9 Th 5,

BT T VIR ORERNET LT, CEOBRBHER2ER L TV ARNEVI K
BRH 5, Johanson & Vahlne (1990) 13, ¥EOEEEZE 2 5 L CEREF AIGEET
HARVEAEL LT BMTFO3 225 Tn5 5§ 113, BEFBEREES B LTV IHE ;
B2, BATHPRELTWT, ENMHLEETHL-HI, BATEBIC YW TERS
EREEREE B3, FEREAT AR L CENT CIIER LTRSS ET
W5, INETORBREZHTHICHEATE 2454, Hashai & Almor (2004) i, BGV
DIFFEITBETFO ZEBEE (MNE) ICETAMELESELTWAE L, v Fyr—0E¥0E
FALIRE T OGS ShiefiBIck 2 ChE s 2 L 2R T ETOTHERRLETR
Lz, L& L, 5k, BGV IZEITEEFEOE VX AEBEOEMESHREIIBE vl b
EEL,

Lirl, ERboBEEREY L, FDIERII BT 3 BEARBEESE < 2 L 1E (Welch &
Loustarinen, 1988; Sullivan & Bauerschmidt 1990) ., <X F v —fH2OERL 7 o€ 2
HICREEPR 7 e B A TIRWI & 2R TEEMN TH D, S50, FEFREFFICE-SL
Ny Fy—fEL FHLELZLOBREFL TRV, NEWVHRETHAHIZEED
RO, BATHBLARET, YUFAHBCBOWTHESLRBELE L Ty (Oviatt &
McDougall, 1994}, Z®H L 512, BGV iZ, L@ Johanson & Vahlne 23R L= 3 oD
BFIZHETHEL 2,

BEETAMRHR L TV 3EBMEERIT. EXOBEFEERTHE LTS, £E0H
Rk, R&D, £FE, 7T 4 7/ O#A ROFIIBTHEEORELERT S, YeE
BLUORBEICHEEGERT-EEIFEB LTV AEFEOELEE L, £ L HEFROTRS L
e A FTREIZ T 5 (Stopford & Wells, 1972), M0 543 L L TONE TO N ILE
S EOEM 2T S (Dunning, 1981; Porter, 1990), 0 X 9 2B EOREN LB L
DS EOEMEITTNEFREELRERTH AL, ERLICERB L. BGV # i+ 3 8%
EOERIEPERIMIZ b 55 (Oviatt & McDougall, 1994),
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R, B, RRECBT A= 2E L, FitkES LoBaEr £ HTilesdR
s, BEaIa=r—bar, MEAY—-F &E, BER2E0MER, BERSIICE
1% = A MEIRIZR@ L7z (Porter, 1990), LK 5 RMIHOHEENR R HHHIC >N
TOEEZEET 5—F T (Hedlund & Kverneland, 1985). ARSEIEOCHE (Johnston,
1991) LRIROER{L (Petricof, 1989) 25, EICEBRLERREOMEL LBRNESICTH Y
VAARBEFREET D, ZOLIRREAT TR, BEOBRERB L UES EOBEBIEE A H
TRETELSH LWERICEETAEEICE - T, BELOEMM 2 £ HTEERFERIT
EEFFEOMBMEIZH D (Barney, 1991; Hamel & Prahalad), #ic, E VR XEECBT
DET T EEP LOBMELEEMBORE~LMIBELZ T LhbEERATNESHE
D BGV OFAEL, BIERA—2AOBAICL > THHATELZLOTH S,

ESEECEED L D LT AEHEL, o — UL 2B LTHET 2D
ThHDH, KEO BGV (&, BHEARE LAFNICESBRZIFET 3 OMENELETHY
(Almor, 2000; Shrader, 2001; Zahra et al., 2000) . Zi & OMEHR SR & - TIRE
BRES - 20 e LOENELEAHTEERRR TH L0, MRENEEEIL S 0~
NThDHEELD (Korbin, 1991, BIGIOH (BB T H-OIIE, BR2E41H
AMBEZEEDL D VEIRETALERDH S, R&D B A L EEEH S 71 & OBICH 5 E B
X, R&D £ Lo — W EBSH L ORICEERENRH 2T L EEALTHD (Kogut,
1991),

R&D IZEAZBL AL LoTR, Zu— UWHETOERNEFEFA L TnDH I L
BARAER T D (Kodama, 1992), LA>L., R&D OFHEM & LK R&D HO2ETE
EATHTHY Z 2B LTWa 7w (Korbin, 1991), R&D ##EFF - MG 27201
. EREIEATESOHT, ATRICERT2XERS S, R, SHOFERBELR
T HEMENRELXCRT AN F vy —©hEIL L - T, BHOFESLHZERERIEEIFT LY
BErRBEI280L22, TLTIHE, BERET 7 o—FLE)2XL0, DLAEHELD
HEEERER LD TH B,

I[II. BGV DE T RRANT 4 —< 0 R L IS8T B4 A g mey

1. BGV VPR ANRT g —< A

CETERCBBERETAZ LN L > THELOFRELTE S (Caves, 1982), £k
A EHATH I LNEREC e D (Hitt et al, 1994), GENEREEZERTSL L, HL
WSS AR RBEHAL, BLOHABL/ bV IERGEFER L THE L EEEREE
HHIZ EMNAERIZZA2 D (Kim, Hwang & Burgers, 1993), Feeser & Willard (1890) O#FEE
L BATE TR, BREORCF ¥y —REOFPERREOLELY HE ODRAEBTY
AT EEHOMNMILE, Fin, EIEHER., NrF v B L 3ERLOES WV L IRFER
i EBERFORBKRICSH D Z L &SLE L (Bloodgood et al., 1996),
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FH—F T, Tyebjee (1990) OFFIEIE, NV F ¥ —~BENBE L ORKERE = v FHBICE
58 R&D HEHASA—T o0 RERLEEBRTS—F T, BEbLINF v —1{3
DU, BATETROLNIEV X FOlKic, BRCEOIREEL Y BEI 2D L
TR LTz, 62 OKEANV T v — T A KGN (McDougall & Oviatt, 1996) 1%, -~
VF o —EOEBENY—F v b =T KT AEESH A —F T, BEITEED
ROI (&EWNERER) CBEZRIZI2WI EE2TR LT, £, v =40y b= THKIZIL,
ROI OFEHHIVINEZREEDHHE TRE> THWARAVEBLOBEROWTRIBEENT
WA LA LT,

EEOEBAFEICFREN TV A LS, BGVEIE L BV R AT 3 —v 2 R L ORITI,
BT BRI v, BEAS Ty —LEOBE. PHERLEEA L BGV 0555398 BGV
TV LBENEVRART F— AT LTWAE S 50 2 s ddit, SEIELATY
AENTH LY DRESKE O, EVRAREOHES HEVD, EATE~OEHICEEY
AR REDRZBHEY, Hio, BAEHORET, EHATHICERTALOILERBREE
ARLENTE LY b EESRRISEST A0 7o A3 BBAZES o045k
BIR2LFMAZELTORY, Zhe BRIV F v —EEONBSEC L BREEE RIET,

<HFFRERE 1> BEASNVTF vy —{31E BGV BIEEERTIZEICLE T, L ENEY
FANRT F— S AERERTEDLN?

9. BGV g1 &L ~—4 7 4 v VERIE DK

BEOLOL D REEPEOLES BGV LA WRIEBGVIZT BDIE5 5 )2 —fEHIIZ,
BGV ORFEILEF~— A DS ST T3 (Shrader, 2001; Zahra et al., 2000),
REOAR Y F ¢ PR IFFEROFEHFFENE A Fv— (NTBF) THa7®, BGVD
BEEERY « MBI, BEVWHAT A TS s EBENWI R T Eong T 2 (Coviello &
Munro, 1992,1994) &3 5 ONEEIT, i - FIFEHRERICSIFETE 4% (Oviatt &
McDougall, 1994,1995) & 32 43HiITHE DRITIL 2V, MEENREERO 7 v — Ul
BIGE L TWA s (Korbin, 1991), BGV i35 #%. BEIZE - THEMEIE L 2571255,

HEREIGIEEE L, SERHIEE, EWlIR T A 74 20, WHETFREZEECT 54
EDMGEFHRICRRET 2, BEPE LWTRICRIT 2TEEEOR WFIERER S2 o
T REERREBELEHRLE LT5D (Coviello & Munro, 1994), AL EEEIC L 2EM7%
BT A TP A ZNVEHED 7 o — S0 bEFERE L (Vernon, 1966) . EATH OB F 5 EL
TE5E, BHATE~OEBEPREBFERLLD, E-T, ZOLIREHETIZHH LRI
Tik, EE LR ELHICERET S Z &P EEaSEE L s, Sf~—ADEEIZ. &
BHEREFVRED H L5 EREEE - T 5 (Bisenhardt & Schoonhoven, 1990), R&D
BRBOSF v —0EE RED KL AMEORORERTA-OILERLEERTS LW
9 EEERY B RV E BT, THEOIKE FOEFMAICRSER 2 FRICT 2 2E BRI %
BATHZEICXD (Jolly, et al, 1992) MWEERZESLHIZENR L L S £95 (Ray,
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1989).

L P BHA BSOS F v —aENBRPOER{LE BRI AOCH L. FOMOD
SREFHLERIROORRERON? ZFOELIL., FRATIOEESE LTV IERONR
BEEIEICH D, HHEED, FAMEPEBEIOIa Y -CE AW REOEEFREBLT
WHEGE, BEEREALL VBT - o RAEERTE S (Hunt, 2000), HIRA U v
FOBEPDRD L REORFEICIIMER, HEY, ER. AR, BRI, FEe. Bk
BEEAESEN, EEIIAOOERIZE » TES EOEMEEERTIZHIE. IThb
ORBEPESICHEBTERNLOTRITRIER BV, 2070, MiEERNa L7cH&iToR
ERETETEEICA2S (# : Barney, 1986, Grant & Baden-Fuller, 1995), #riz, BiZH
BEBLCWBETTIREZS, ORMAAIE L, 5T 5BRE TRICT 5 Ml & A%
ZTWhIE, FREES EOEMEEZELHTIER S 225 (Kin, Hyeong-jun, 1999),

N E R CEIE 2B R T A5, BATHCHT2 L0 L2 OFIR L REBRNLE
ATEICET 2 EHRALEIC RS, 20, BEICE, BEXRLNLTWAERrFyr—14F&
XN TTHRICET O+ o E Ra BB T 2720, EELITENERICEDR EERS L
TV /= (Forsgren & Johanson, 1992), LU, S5 v — {3 [EFE(LERE 2 EBRT 55
HEALTVIHIVIIERICL > CRECMBZER L., R (RET 2 8ELE
LTWAHERLERRLTWVWDEE, TORERRHMERLICEFT 5, £ESESNTEIC
BT A< OMEEE L TVWAEE., TOCEIIEREEBICES A FE23IETH. ES
ER LS Z EBEEETEH S (Bricsson et al 1997),

EE L2 RS — A ORI E SO THBEAL LD & LTWABIFROE 2, TSI
HHT B OICEREFFAT_ENENEFEDODIERREER L LT, #ARRLETTH
B, B2 IR BRI, EE{LAEET D FEER & U TEERESE Y Z#1 T 5 (Bloodgood,
Sapienza & Almeida, 1996; Reuber & Fischer, 1997), {E¥OEIMNERITZ. BHEMENES
M TE RWEBERR2OTH S,

FoFEL, N F RIS LREER L T, BIfRBREs—7 7 2 ZRER
DORINE, BREEEZERLID ELTWANCFr—RELoTKERBEL RN

(Brush, 1992; Jolly et al, 1992). EAORBIAEEOKBTREEZM O Z LIXTETHD

(Cooper & Dunkelberg, 1986), iz, MBS F v —EFEITRIEEOREANIC
HAEMMAH Y, AIEFEACHNABRBRPEHEOLDOTHRITHDIIEY, £O~VFy—
ESBMERMEEZ ERT A MRS 2D, NPy —L¥EOCEBRIcE L, BEXE
X, EEEERIENICEDAREC Lo TEERERL2H0IT, AEFOAMRS I VI
TarThAHhLELTVS (Barkema & Vermeulen, 1998; Autio, Sapienza, & Almeida,
2000), N> F v —qElz L o T, BHERLZE YR AMBELCEICET 5 < 0FE#ES
ML {Barkema & Vermeulen, 1998; Ghoshal, 1987) . i FOEALM: & HFESH %
37 6T A /NVEREETEEIZT S (Dodgson, 1993; McDougall & Oviatt, 1996}, 374 h,
HESMRBIC RS < BR iR, ¥z L 2 BREBER L OZEMAE FREIC L, BEIRiZ Lo T,
PETH LW ERE TR T IEEEED, FLVAREZES CEAZOBESEIEZ 5T &0
TELNENEITECRIKRE THDL Z LIFBLNTH D, SERREED 2 WVITEF N E2ED
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WERAT A0 EEB AP FOBE RN TE AN EEETHLENSH S (Cohen &
Levinthal, 1990},

PUbEDZ b, ISHERREZSIHRALRNVFyr—@pENI L, BGV 27TV —iZ
HTRELREIUTORERHMATVA L ELD  AEROEY a VIZESWCHEST
BB AP LOEBEMELTERT 7200, FIEFOENMERO & 5 4B E OFIR ;
B O TREEE A TRT A - DICLE N BATTBEEI- RA R A2 RIN A,

<HFEER 2> BWEASVFy—fEO S B, BGV ERMBOEIE (IEEF OWESER.
ESMEROEY a . MEORIRARE) ZALTODR?

BGV i ED I ile~—0 T 4 V7EEBEEZERE L TWION?2 £, Zb OBREEIE
BGV OEIE L EOL IS WER>TWADN? BENERILE TR+ 285, B LICFHED Y
A7 (Millex, 1996) RIS T H3S b EATHICBIT A0S S ITMKRR LT3, &
DR, EREFFSRBICL > TRAIER DY — 77 ¢ VEIE R ERIET 2, BEFET
iX. Porter OB ERE 2 Miles & Snow @ 4 DOEERE X 4 TIoE-S3%  BEELUTOD 4O
BRBIATIIHETD  BEEIUCERLE, 22 ) —F— 3o TR, AT5S8RLERRE,
WS E By & L7 RS A EIR,

BGV icHE3 2TFRIC L D &, BREIHL EBSPEDINETT Y, B LEREEOE AL
BE¥ 7% (Bloodgood, Sapienza & Almeida, 1996; Reuber & Fischer, 1997), ¥7=. &E=H
1t. (Kaynak, Ghuari & Olofsson-Bredenlow, 1987) & EEZE YV —E' A (Quinn, 1992) NEE
HERBENEEESEZE, LV E ORBSHEPBATEERDD L J 1225, MBEMNE
g & 2RI IS R 2 BIE Th B, BFOMEAZEIC L A EHIE LI hEEr ko X E
HETFLTWeo, NrF v —2E L IREMIEERBEC L TEHBCBE A HEET 5 2 & 17
RETH 525 BEFECRRIZ & 5 . BGY 13 R&D S£#9F1E % (Eisenhardt & Schoonhoven, 1990)
WRL, W54 794 7 VICBLUTEHA - AR HATHO L 5 2 REERBEICE
HLTWD, ZOX5@2RRCEBWTE, BMEEE T, BGV B2 28V EER -85
L7y, BGVIZE o T, i3 SR EEERBER L R0 WEB T VI T ATBE &R L
THLEWLEL T =T 4 VIRBREFERTHHHF LY R 2EIE L 25 (Buzzel & Gale,
1987; Gold & Tellis, 1993), Z®7=8, BGV i, FEMICHE-I3< = 2 MEAIHEEIE L v b,
BIEICESEBE VBB 2R T2 A BV (Almeida & Kogut, 1997),

THSHRIIT, TEEHE & TEPEE = X e TR BB EE L v — T 1
TEIETHD, “UFv—BEIIBLIR= vy FHHHIEF BT 5 (Kohn, 1997), %
KARZELRBEIIBNCE, &HiZRROATHWEIRCF v —EIERI X752 5
Z L1z72 5 (Dowling & McGee, 1994), Z D78, 4 R HENLINAS B A BES SR T
D EFARIC, SRR E=— X ERMTIRE VBRI 2R T 2 REEEHET 3 2 L3R
RERD, RrFv—EILLoTiE, REEOCRMAZRET I EPEERIEL25

(Biggadike, 1976; McDougall & Robinson, 1990), Z®7=%, =& xAE I A M&2EI L L
ThH, HRPTREETHNIEH DT LRI EES T N F v —fBIZ L > TED
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RITTBRETHDHLEXD, 72, GMAOEFLIIAA I E—Ta it b BELTWY
Do N F¥—REPIAEZvA RZEAE/A TV DDENE, BHTHH~OERZRET
AL TEELRER LD (Murray, 1996, Robert & Senturia, 1997), ERFHEICE~S, 4
ATBEDF R LY FZETH L7, BOGV @ iih &4kt 2R 28 2 8 M3 5 wTREMEIT
LR

BB AEBARERATLI I i~y N —F =il oTHiAR A v P RBH B, Eik
BRI ERIBIZED UV R FEHO 1 2O@BIRETIEH 525 (Miller, 1996) . Dunning #3£5E
LTWa LI, HEEEIIIE SIS BT 2 — BN ARRETH Y, NrFr—D0rEoim
BERE Tid e (Oviatt & McDougall, 1995), = o —3—F > Ri¥EE95 L U-EHHEL
1 LT, Chetty & Campbell-Hunt (2004) (X, BGV 250 miZ#k « RIEATRICEAT
52 ERTERRGEIL A TER L, N F v —4aFEd, EfftaEoticiz o2 BERE
LTz, ERbicES VAR E LT, EFMEFICES BT ALERT
BIEE DB B,

<HFEEER 3> BESRCFr—O4EOFROBGVOT—4TF 4 Y IRIBIZIZED X 5 pfs
BHRHBMN?

V. ST

2005 F 11 A M B 12 BT T, EE7 o —b&En, TP a b Y oS F
¥R OV THERT-7, TVarTRIFSLOA L F Ea—%T0, Y OATET
y—bhEERL, ERETEE L (EINE 8 17%), RAEMSEEITAS 200 1% (Y
7100 #, T a 2 100 1), YHFEEIE 1999 A b 2000 FEIZFE L S 7z 86 A E 84
BBATER UL, SREFEORIFICHIBEZFRITZEAIE, BEWITIEN, BB E 5
~6 LM E R LI EF LicaEE BGYV EnET 5728, £/, EVRARRBRIZLAEY
HRANRT = P ASODEE R COBEERFEIMI DD THD, TORER. AlIEHN
{RIER A EIrsets e LGR EnT,

INH6D 84D 5 E, EREEFEM L TONz0iE 524 (61.9%) Tholz, b
EDIH, BB Z A FICESWT, BERE, XFREE (v—4F 7407, FA4ECY
YT EITo TSR BGV & L, ERMEOFESELIZR LI, ok LRichD 35
W OF S0 50% U TOEELZIEBGY LB L, BEMIZ, BGV 341 (40.5%) & JE
BGV 50 (59.5%) &7x-o7z, BGV BAIZEHE DG EFLERS & BtsT 5 £ TOHIRIZTES
224 (S=156) Thot, FHAIZL BGV ITAIZE, HH 2.2 4 (S=0.28) LINIZHES TS
WBALTWAZ EBNBALNE RS, BGV D 79.4% N8BT A 734 7 VOE A - FRERER
BICfrEd ooz L, A - lRARICET A BGV IZ50% TH D, @7 — 738
BT ATHA IV TEEEEST L (X2 = 0.04), BGV &3E BGV O HURATS Iz
WL LY O ET P a IETE L (Y U (61.8%:70.0%) . 7 ¥ 2 1 (38.2%:30.0%)) .
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HUfio X 2 EEZIT ol (X2 =062), 35K, #REACLP2BEEZELROW T
(X2 = 0.88) : IT (55.9% :60.0%). BT (26.5% :26.0%). MT (8.8% : 4.0%). # D
(8.8% : 10.0%), HLETHE (Gopd: vs. B0 - M08 CBIGF A7 (HEBFRSE ve T

M WBLTLEESI R o (X2=1.86%X2=0.97),

1.BGV &3EBGVOEPRANTZ 3y —<  ARBETHIERST

EURANRT v AR, UTORGRZ A7 AV — 2BV TCRAEL : EVRARL
B, WM, v—Fy b7 —w A 2ERRAT7 - R (BIRIERE = 0.846),
EREEICE, 3ERMOEYH ERESR (WERE) LEAT LW L ARENESE 6B
REE) @ 2 EHB &M L, WEME, 3 FEMOET ERESE hBERE) etk
W Lo E (5 BRMRE) THIE L, v—4F v b7 —< ARERZ D>V TR~
RSN H AN, UHE TR, AL L Tov—4y b7 EBAHIIH L TOES
Lo THEL, 2FMNR 74 —v AL 1 2OREIC L > TAE LT,

#1:BGV ¢IEBGV D EIDZANRT p—< 0 A

BGV 3k BGV MIE (p)
AT D5 LR [3.56 3.22 1.829 (0.071D)*
o RERE (34ETY) 94 48.731 2.449 (0.017)**
BEESH o T D IR E AR E (3.38 3.12 1.522 (0.132)
RENGEE (3FEFY) 24.21 24.23 -0.004 (0.997)
v —y hT == A 3.7794 3.38 2.489 (0.0015)**
SRR T s A 3.76 3.28 2.581 (0.012)"*
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M 1:BGV ¢3EBGV DEVRANRT g—v 2 AL

100 —— M EHEE(3W Y T)
9 HLes, —— EX5AUE(3U YT
80
70 \\

80

50 \ 48.7
40

% 242 5242
20 :

10

0 1
BGY NBGY

NE 4TE RLRER) GAETH) / 53 598 (RANET) (3 E7Y)

BGV L3 EBGV D E TR AT v AIBITHERIIEETH o7l 3 £ ROT
PEAHICKT S ROI TIXEEBER e ote, £/ 7 4 —< 0 X T, 2 70— R
FEENRONI,

Z OFE RN McDougall & Oviatt (1996) OFERRE L —F7 5, McDougall & Oviatt
W, BGV v —4 w b =7 TIHIEBGV LV BL DI L, ROI THERRNI L EZRL
. b2, ZOFERR, BANRBARAREATESAREL RV, WEESE
MeEELYDL S Hv—/vlﬂ\/?-\?“mﬁﬂ)ﬁﬁhﬁb\& L7 Tyebjee (1990) OFEFEEREL S
LT3

f\/?"r“ﬂ:%fﬁiﬁ;ﬂ- SLIC BB T - 7B S, RERIIHEOR N EBATE TES
LTWAERL D L@ dN, 2 XA MbELEL D, 20D, BGV ORENEHERIIE
BGV ®FNLIFIEFE LT, BGV OHRENIEREIL, EBRLOEBRESWIIL>TELTS
7= (McDougall & Oviatt, 1996) . BGV DU MEIZEBYIEE F OB E(LOEEE X T
HEERD,

2. BGV &o¥ M B O®IR &~ —7rT 1 ¥ 7 EREE OR
BGV ¢ EBGV OBEEREERER L AL SATEE, LbL, 2hb6m 2 FA—7

OEXRE (X2 = 0.88), @i 17, HEBBICEWTERR N2 o0, RROF.
NATF IR F e —EEFREELREOPICE OREGEBEFEEL T H LD, HFOH
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BWRLZRERSLEND, R, EENEHL TV IERRBORZES LHMEIID
WITORRICE LT, BGV L3E BGV RICEITR oD (REES (tfE = 0.06.
HOE - tiE =-0.37),

BGV &3k BGV OGEMBFRICKIT A2 : EHR TR, 2 /-7 ERE
CEQ LAIEEA /38— %F LTV A EIFAGRORI S (B8R =0.72), BIER (E
HEERE=0.70) . BAEMER (BHEMERE=0.67) &> THIE Lz, WIRAE., #80
DEBMAEREL, TAEBPLOEMEIERTIENEEL, RECEORBORLER
TENZE ELICIKRT BT DICNAMEEZHEETIRAICL > THEREEND (Russ &
Camp, 1997), SHTEYEIBRORIN AL, %0 R&D BE & R&D u A 2B\ a4 iE
AT HEMNZBEELTWD, ST, B4 EEEE (SEEEIIT HHFEX
Fv 7, BE@mICHT 5 R&D |E (3 £7H)) & R&D A CHBEFEAT IENC
Lo THELE (EEFRE=0.72),

R&D #HEDERMEIZICE L, 2RERINTIHMER Y v 70HE >V TR 2 7
— B Ao Tz BGV A3 0.42 A (S0.04) 2wt #EBGV T2 0.45 A (0.03), £
7o, 3EEH R&D £ d, | BGV 23 32% (S6.99) T BGV # 156% (8:119.7) 7429,
FRERER N1,

LHL, R&ED FrERZBWCHaREFERTIENCBNTR 2 VA —7HIcEEEMN
holz, BGV LI EBGV b EN— AR F v —RETHLH, BE L SMTEENR
WEFZAHN, ZOfFRIE, #EBGV L2, BGV # R&D iCH/E LI-BEALFHICEHET
EDRNEMATND I LERLTND, BV L, ZofFRIE,. BGV %0 R&D %
FIMERFS & DER 2 F— 5T — 7 238 L T, St EERT £ 5% T & 2 Lidy &« R&D
EEEEHRATVWAZLEZRLTWD, Z0OLIC, 47y bRIZ, FhefBETHS
BALYLEERICBWTEN:,

3 2 : BGV & 3k BGV O3 Guth

BGV FE BGV t-fE (p)
HIFBE A RES 3.67 3.22 2.78 (0.007)**
B A - DWESERE 372 3.17 2.63 (0.01)**
BIZE A " —DWESER 3.75 3.54 1.23 (0.22)
B3 A VoS- D EETRE 4.07 4.02 0.27 (0.78)

BGV LFEBOV IO CEO BLURIZEA L S—OEENIZE LTI, A% A L A— OIS
BRTHEEND T2, HAER & ERENCBO T, FEERRORA2 -7, CEOD
BHARBRICBITAFEER., BITHEEREL 5T 5 (Barkema & Vermeulen, 1998;
Autio, Sapienza & Almeida, 2000), Ui L. El#EE A S —DMEILERIZONTIL, BT
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WIRMERERRLHBRE hoTe, T, REORCF v —RENENTHIZELRTLES
EELTHWDA, HHOENLBIRMEAICL Y FHMZAZERTERMho L W I HEE
BETD, Zhucky . BGV L3 BGV BEEOMBIENIIBNTRR>TWAZ LS H
5, R&D 7ot ATCaGEEHR L. CEO PEAHMICRSENARBREZF L CWAE U Fr—
EEXEHERMbEBRT 2ERA»H 2,

BGV L#EBGVO~—4TF 4 VVEIRIIBITAER  ER LI L S, 30 F v
DEBEIE 2 RET A0l v F 4 FEE & M EER B (BEHEEAE=0.75),
A EERE (BRI ~0.71) . TIHEREE (BEEAEE=0.60). BHHEHESZA (EH
PEFEE=0.63) ITHE LT,

UHROM RIS F Yy —RETH LD, BGV £3EBGV OM 7 A—7 L b MgEAr
PEREEE 2 LhEI ST 5 — 5 ¢, REEILEIRICESEE T, LisL, BGV A3, ¥
BGV il LT, SEZERLENE, TiES S biile, RATHS AREE L0 BRT 5 HEED
HDHOIZR L, FEBGV ITMBEM TR A B8R T S EmE R UL,

# 3:BGV LIEBGV O —4&F ¢ v VRS

BGV 3 BGV t1E (p)
in =R L EkE 4.16 3.91 1.81 (0.075)*
AT (o7 PR BB 2.62 3.01 -2.42 {0.018)**
i3 S 4 LAk AE 3.82 3.37 2.69 (0.009)*
BT S AL 3.88 3.37 2.23 (0.03)**

TR, BEEIEC AT v FBARETRIERENEL (Bloodgood, Sapienza &
Almeida, 1996; Reuber & Fischer, 1997) . &/ . BEYV — A2 EH T IIET 51F £ (Quinn,
1992) | ¥ TEELEIEEZ BV ERMCERAE TS L0 ) A CHRITHERR L EFRTH D, BV
BahiE, BGV &iE, SEENBIESWCRESTHBALERTIEETHD, SHIT,
BGV 3=y FHHBIIE W TEFRIEEZHRAT 2 —FH T, THEAOEE = — X &/ T AHE
KESEBAFZRETEIL 0, THREFEBIELERL TV S, Thid, BRENESD
BNHHIIRBWT, CEOEES—AZERTAFEDOEIE TH S (Biggadike, 1976;
McDougall & Robinson, 1990}, #%i2. BGV G <— X DEEE 218K L s\, BEIEE/L
HEEE A ELA U W 2RI EBEME T2 <. REEFMEEIEEZEAT 5 & v ) FED,
BN —2ADEBEETAMICE > THACHATERY BGV REICKITHEEREHITRY
BB,

SNAFI Yy MM TEERER (X2 =23.6, p = 0.000, -2 log Likelihood = 87.954, %
FERERE= 73.5%) (ZIIEEEETERT AN (B=0.969, p =0.02), AIEA DR

(B=0.629, p = 0.038) , HHLERILHAE (B=0.706, p = 0.034) . {HHABNMEIEE (B=-0.765,
p=0.042) REFNTVEH, MEEHCEE - BHTHS AEIEIT, Kt LE®RERS 2
Moz, BT AIZ, BGV U TOWRRT TRHMAER LA BRT HEMDH 2 : BIFEA 23—
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PIRTEE I R SRR A L, HO0MBREERTIRASEVES, BGV &1L, g
—AOERKEIY L. BAOMTEARIE, SRS, ERTESABBELERTHIEETH
Do

V. #mk L CCE RO RA

BHRIL, TS Fy —REOEREE, EFEORMN—AEF Lo TS
T o & D BRI 7ot X TRz, AERE OFRICES BB BIBERICE S 7
DR THDHI EERLMIC L, BRI, AIEND 5 FURNIERERATZBEOH
B~ — 2D F oy —REOHRERARII T LICL o T, ¥VRARAT 4 —< A
BT OO~ Fyr—{ELOEEBEFRALMILE,

YIHREROENILUTOEY Thb, &7, REERCEE 28R L Rh oo Tl
LT, SR L 23T XV My ESIE AR 2 2. R&D £ LRI E N TERLTY
e (TRbb EEBNOERHF—AFMTL IR 2 I 2= —a UBfThL T3],
B R&ED EP RS Fr —EICIGRT AR TH DA, BGV I, REETIRL, #&
FLUEBRERAZAEDFIATE AEMNEAZ LV EETIHAS RN, BIEF O &6
FNCEDNT BGV /] LS T~ b T 5 & 512 (#): Liesch & Knight, 1999,etc) |
BIZERE A - OWHNRERD . BRI OIRMENTY A7 LREE 2B ST 2L
WdoT, RHERCEBOEREFREICLLTHNEI L ERLMILI,

% 212, BGV i3k~ oA alc L 52 EIE 28k U, EREALIE BEE L 7o Bk &
N LA, HBEOEMMEZEETALODIETHEFAERY THREFHEA L TND, KED
APy — R AR I SER LR A B A LTV 525, BGV IZFEBGV kv & 2 ORIE & R
BIIZIBR LTWD, s, BEPHCEBATBICEALL D L LTV AR F v —iE, #
HEERIIL > TREBIETHBICEAT I —FC, #RoRfiz 258kl PRAFvAE—
a - ARKEEFERTE DENERADLERL B,

%314z, BGV iZ, BHERLICLY, FREOBKERRPHEH RV —Fy Nr=T 72 F
DRFRETRANT —< P ADFEREMEGE LTz, LA L, BGV OISR, AT
BELICHER oA MOTEHIC, JEBGV O LFAEEL B o T,

UMEIT SO0 DOFERBIIHREREZER LIS, SHRICIEBRLE S, *rFy—>%
ERBHMERILCEA D 28AR, BATHILERERYER T LD THo 2

(Bonacorsi, 1992), ZOEMEZERTHROIIE, BREBLIUERRMN X y PU—2 2
VETHD, EREEBIRICKLEREEZFE L TRV Fr—0¥icb - T, BEHNE
= b=y FIIFE R TH S (Coviello & Munro, 1997, McNaughton & Bell, 1999),
L L, BETI BN ARy NV — 2 2BET 2 EHOENIZ >N TITMI R > T,
S, ZORICETIHRILEL D,

INiEETo BGV HRICEE LEZBRATH S, HEE, FEFOFEHICE ST
BGV #E#®& LT, Ll L iz, BGVHIEILB W T, BGV OF—ERITRFLICHEILE
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NTWid, BGV i, #AATE CEERES & FEIcER L., iy NU—7 LS4
BRI T 7 AR ESRETH S LA TES (McKinsey Co. 1993), L L. BEfFD
FRFEH, BGV ZMESMLE ORE L Bl 2 S 1o RS AT BT 2 BHENER S DV TRE
it A BEOEEIC Lo TEZELTWS 720, Hr OMERRIIIFESE O EHICER
TAHEENELSS, LivL, B3 BGV # BiCERHER L LTESEYE Y., BGV £
WX Bt ERATAZOI, B0 F 4 T EHHETCERF S TTEELE,
b9 1 2OBRT, BHEICE WY TAERTHSThoiediz, BGV £EBGV O
ZIHEARIRE S NIZRTH S,
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