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‘Two things make Alain Verbeke’s book stand out from other textbooks. First, it
incorporates the latest theoretical insights and helps students to understand the
complexities of international business in the real world. Second, it is truly
integrative, presenting a framework in the first half of the book that is consistently
used in all subsequent chapters and applications.’

Sjoerd Beugelsdijk, Professor of International Business, University of
Groningen, The Netherlands

“This is a most impressive textbook which effortlessly blends analytical depth,
strategic problem-solving skills and vivid engagement with the most challenging
international contexts. Having long searched in vain for such a three-dimensional
textbook, I believe it is one of a kind. Alain Verbeke has pulled off one of the
hardest feats in management education.’

Manuel Hensman, Professor of Strategic Management, Solvay Brussels School of
Economics and Management, Belgium

From Ist edition: ‘Alain Verbeke draws on his unmatched knowledge of inter-
national business research and provides a fresh and insightful, integrated per-
spective for rethinking the foundations of international strategy. This highly
readable text supported by excellent cases should appeal to students whose
managerial careers will span an increasingly global economy. International strat-
egy faculty will find that the text easily lends itself to customizing the course to
their particular needs. This book deepens our understanding of the global econ-
omy and the evolving role of the multinational enterprise.’

Arie Y. Lewin, Professor of Strategy and Sociology, The Fuqua School of
Business, Duke University, and Editor-in-Chief of the Journal of International
Business Studies (2002-7)

‘Being the first of its kind, this insightful textbook not only describes the main
academic insights relevant to international business strategy, but also rigorously
scrutinizes and reinterprets them using an overarching yet simple framework
composed of country, firm, and individual-level concepts. By taking this reflective
and integrative approach, Verbeke offers an unprecedented learning experience to
both students and practitioners by greatly enhancing their understanding of
successful international strategy formulation and implementation.’

Arjen Slangen, Associate Professor of International Business,
Rotterdam School of Management, The Netherlands
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Foreword

Too many international business strategy textbooks slavishly adhere to main-
stream conceptual models. The publication of those models in prestigious practi-
tioner journals such as the Harvard Business Review seems to shelter them from
scholarly criticism. The problem is that the policy recommendations derived from
these models, while sometimes insightful, are all too often based on implicit and
restrictive assumptions. They are frequently oversimplified and seldom based on a
rigorous analytical framework that assesses the opportunity costs of following the
recommended paths, that is the costs of foregoing alternative strategies.

In this textbook of unusual depth and scope, Alain Verbeke provides a critical
reassessment of Theodore Levitt’s famous edicts on global marketing, Michael
Porter’s diamond, Prahalad and Hamel’s core competence, Bartlett and Ghoshal’s
transnational solution, and many other conceptual models that have until now
been treated as almost sacrosanct. These mainstream views are not analysed in
isolation, but systematically within the context of a simple but insightful con-
ceptual framework, which synthesizes several decades of scholarly research on
multinational enterprise strategy.

In addition to solid conceptual foundations, this book provides a rich empirical
background. Every concept is illustrated with examples drawn from actual man-
agerial practice. The tight link between theory and practice makes for a powerful
intellectual toolkit, which can be directly used by senior managers as they weigh
alternative global strategies.

As a scholar engaged in the comparative institutional analysis of multinational
enterprises, I am struck by the ad hoc quality of much of the advice offered to
senior managers. Too often such advice makes short shrift of the considerable
body of theoretical insights and empirical evidence that has been amassed by
international business researchers over the last decades. Not so with this book
which shows, once again, that ‘nothing is more practical than a good theory’.

Jean-Francois Hennart

Fellow of the Academy of International Business
Professor of International Management

Tilburg University

The Netherlands
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home country FSAs home country ~location-bound) FSAs

The triangular shape in the model represents the pyramidal nature of the
firm's advantages: on the broad base of the location advantages (LAS) of
its home country (left) it builds a smaller subset of FSAs that are location-
bound (LB; middle), and then a still smaller subset that are non-location-
bound (NLB; right). Bounded rationality and bounded reliability influence
the ability of these non-location-bound FSAs to be transferred across the
international border to the host country.

Case example In 1996, Kao was Japan's largest consurr
the shampoo market, three quarters of the bleach marke
market.

One of the main reasons for Kao's dominant dom¢
comprehensive distribution system within Japan. Kao owr
which distributed only Kao's products. As a result, Kao was
also prevent outsiders from entering the market. More
privileged information on consumers’ shopping habits. +
Kao has failed to build the comprehensive distribution sys
around 20 per cent of Kao's sales came from overseas
foreign sales had risen to nearly 30 per cent, in ascendit
America, Europe and Asia/Oceania. Kao has not been able
abroad.*® m

Case example The immobility of domestic networks
lenges to many foreign retail banks in Japan, such as Citiban
position in the US retail banking industry and a large netv
found it difficult to access Japanese customers when it decic
1984. It took Citi-Japan a full ten years to break into the Jap
“[R]etail banking . . . is like the petrol-station business: you'

we see that Prahalad and Hamel’s MANAGEMENT
to the higher-order FSA concept, INSIGHTS
ition capabilities. Recombination

ind Hamel, but, as they correctly
or to deconstruct. These FSAs are
» or heritage that has evolved over
yredients are similar to the ones
ttitude of senior corporate-level
> identifying and pursuing new
ces that are not yet fully utilized
\ organizational ability to meld

iscussed in Chapter 1, the authors
sure 1.7 in Chapter 1), with core
ountry (guided by corporate-level
st of the firm. Here, the firm has
cross product lines and units, but
ibroad. The authors assume that
ffective than Asian companies in
ernationally transferable FSAs are
ieir exploitation is, unfortunately,
across the company. The authors

International Business Strategy presents,
interprets and critiques 48 seminal articles
from the Harvard Business Review, Sloan

Management Review and California
Management Review. It synthesizes the
practical knowledge contained in these

articles into a unifying framework of
seven key concepts for successful global
business. These concepts are analysed in

detail in Chapter 1.

Chapter 1 includes a wide range of

short case examples featuring

high-profile multinational firms. The
case examples illustrate aspects of each
of the seven key concepts of successful

business strategy in practice.

A rigorous and in-depth analysis of

articles drawn from the leading

practitioner journals. Their content is

fully explored in terms of the key

concepts in international business
strategy, as well as recent real-world

examples.
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Th|rty lhalf'lengthl case StUdieS are Case 1.1 Honda's ‘answers’ to the seven basic
spread throughout the teX't tO relate questions in international strategy formation case
the concepts discussed to real-life
examples in global business. These

provide up-to-date coverage of leading
firms and offer valuable material for o e g et Y el et e e o o

changes - together with the succes of it small uekeffcent Cvc model in Japan and the Us -
provided a window of opportunity for Honda to expand in the US.

independent or classroom study. e e

operations, a rising oilprices signifcantl increased Honda's manufacturing costs. At the same

The environment in the early 19705 l

time, however, the costs brought by the
pric

1n 1970, th d the Clean Al Act, taipipe

emissons. However, the US automakers had not been able to reach a consensus regarding the

ppropr meet such t d the Clean Al Act
pushed the demand for fuekeffient cars, which became the market riche US automakers had
py. Clearly,

it to catch up, as reflected in the words of Honda's President Soiciro Honda: *(Tis allows
latecomerslike us o fine up at the same starting &

n 1972, Honda brought to the Japanese

. which

ted burning of a very lean

model with the CVCC (Controlled
dards. The CVCC engine
jthout the cataytic converter or

permitted the r

Questions at the end of each case study e —
_test a nd re'nfo rce the readerls 1. What was Four Seasons’ distinct resource base, including elements of its

administrative heritage, that provided internationally transferrable FSAs? =

. 2. Which value-added agctivmes in which foreign locau)(lm(s) permitted Four queStI ons
knowledge and understanding of the et g
. . . . 3. What were the expected costs and difficulties Four Seasons faced when
main ideas discussed in the case. transferring this distinct resource base?

What specific resource recombination (associated with each alternative for-
eign entry and operating mode) was required so as to make the proposed
i ional value-added activities

Case

-

il

Did Four Seasons have the required resource recombination capability in-house?

. What were the costs and benefits of using complementary resources of
external actors to fill resource gaps?

. What were the main bounded rationality and bounded reliability problems

Four Seasons faced when extending the geographic scope of the firm'’s

activities, given the changed boundaries of the firm, the changed linkages

with outside stakeholders and the changes in its internal functioning?

N

N

For students: Web

e Links to articles in Fortune, FT, etc., with cases that can be applied to the materials
framework developed in the book. This set will be updated and will grow
over time.

o Links to useful databases and other electronic sources of useful
information relevant to international business strategy.

For lecturers:

e The answers to the case study questions (password protected).
e Downloadable PowerPoint slides for every chapter and all figures.
e Multiple choice questions to test student understanding.

xxiii
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