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DOESSUCCESSIN INTERNATIONAL BUSINESSREQUIRE SPECIFIC
CAPABILITIES. AN AUSTRALIAN PERSPECTIVE

Abstract

An extendve transformation o the international business environment makes it
mandatory to continually review and update the theory o international competition. This
paper attempts to offer away of complementing Porter's theory of competitive advantage
by proposing to examine the significance d a number o capabilities in facilitating

international successaf contemporary companies.



INTRODUCTION

Itiswiddy believed that every significant and sustainable successin businessrequiresacertain set
o capabilities, that differs between industriesand individua companies, and depends on the state
o busness environment in which a company operates. Porter notices. 'The best strategy for a
given firm iS ultimately a unique construction reflecting its particular circumstances [1980, 34]
and'...thechoice [of the strategy] is necessarily based on thefi rrhscapabilities and limitations
[ibid.,, 42]. Sincetherequirementsfor comparable domestic and international successesare usudly
dissmilar in their character and/or degree due to the disparity of the relevant business
environments [eg: Paliwoda 1993; Porter 1990, 1996b}, in this paper | will propound the
exigence o a number o rdationships between certain general capabilities and the
likelihood and/or scope of an inter national successaf a company.

THE EVOLUTION OF GLOBAL BUSINESSENVIRONMENT

The last twenty yearsor so have seen the conditionsdf international competition very significantly

dtered by thefollowing changesto the global business environment:

« much better accessto the global businessinformation due to the rapid development of market
research services in many countries as wel as efficient, computerised domestic and
internationa businessinformation systems,
better transparency of foreign markets and improved foreseeability of their changes, resulting
in lower psychological barriers to the internationa expansion and an increased mobility of the
capital and technical resources,

e aconsderable growth in customer awareness d the competing product and service offers
worldwide,



dowing growth of the globa economy as a whole that increases the interest in geographic
expansionto regionslikely to experience quickest growth (eg new large scale opportunitiesin
Russig, Chinaand India,

strengthening competition from the newly industrialised economies (NIES),

more aggressivenationa industrial policies,

national conservation of environment resources,

relative decrease of transportation and communication costs (ie their faling share in cif prices
of exported goods) and an increased efficiency of related services,

continuing global convergence of customerswantsand tastesin most product markets,

substantial progress in the global unification of technica standards, trade customs and trade

documentation,

freer global flow of technology,

afurther progressin the unification of nationa legidative norms, pertainingto the conduct o
variousforms of international business1,

globalisation of various serviceindustries, such as banking, businessconsultancy, advertising,
transport etc.,

increasing concentration of capital in someindustries (eg carmaking, air industry, shipbuilding,
computer industry) with many companies aming to obtain further economies of scale, and
achieve competitiveadvantagesfrom mergersand/or from globalising their strategies,
lowering barriers between countries and product markets that make competing on
capabilities (see eg: Salk et al 1992), a proposition that can be readily, and very profitably,
employed in the areas outside the traditiond interest of a company, that would otherwise
follow the more orthodox recipe of continuing to seek competitive advantage in resource
usage efficiency over thetraditional competitors,

augmenting rewards for those involved in sur-petition (‘choosing a company's own race,
rather than running in the same race with all competitors”) and valufacture ('the creation

and formation of new values for customersby anindustry') (De Bono 1992)



Competing on capabilities becomes more common in a global business environment that is
characterised by lower overall growth and lower market entry barriers (product- and areawise)2.
This approach to business planning and management helps offset stagnation and develop
va ufacture activities, but requiresa very substantial shin in the business philosophy as well asa
substantial upgrading of the analytical capacity of a company. A threat to the very existence of an
entire industry (eg compressor refrigeration industry facing now total ban on the traditional
coolants, ie chlorofluorocarbons), or a dramatic, and irreversible, dump in the domestic demand
has often been seen to spur many companiesto try and employ their resources and skills in some

new geographicand product areas, sometimes quite disparatefrom the traditional ones.3

Despite the obvious long-term benefits resulting from increasing the share of internationd
business in a national economy, as well as individua industries, and the consequent need to
accordingly re-orient the macro- and micropolicies, the international, rather than domestic,
benchmarking in evaluating a company's strengths and weaknesses does not yet seem to have
become a standard approach, even in developed Western countries. A broader psychologica
context of this enduring inward focus and the resultant inability to develop strong international
business positions have been examined in many countries. A report prepared by the British
Institute of Export [1987] explains: ' Too many companies, too many directorsand managersstill
think that selling their products and services outside the United Kingdom is something for
someone else. Undoubtedly, the reason for this attitude is the failure of our education and
training system, which in many instances does not include automutically the international

dimension in the teaching of each management subject in business studies and management

COUrses.

Not unlike their British counterparts, many an Australian company still needs to modify their

business attitudes and increase their commitment to match the requirements and expectations of



international markets. Even the industries that show high export propensities and low import
penetration ratios in part only consist of strong intemationa performers [Bureau of Economics
1989]. Excellencein Audrdiarests rather with individual companies than entire industries, which
| believe results both from the recency of the measures that reduce the protection from foreign
competition, and from the absence of some factors that are needed for an industry to achieve and

sustain a prominent international competitivestanding (see below).

In a report on the export performance of Audtralian industries, the Committee for Review of
Export Market Development Assistance [1989, p.XVIII] writes. "Major policy changes in the
second half of the 1980s have made a significant contribution to turning the inward oriented,
protected Australian economy toward intemational competitiveness..[and]... One of the most
serious costs of Australia's past inward orientation is the absence of a strong export culture'.
Further they notice however that despite the continuing dominance of primary products in
Audtralian exports '...new sources of competitivenesshave emerged in technological innovation

and in management'.

Bearing in mind the evidence offered by the Australian (and non-Australian) industries that have
been sheltered from international competition for very long periods of time?, one would think
that even though an international competitive advantage can be attained by protected industries
(particularly if they enjoy favourabledomestic demand conditions, and the industry then gradualy
increases its involvement in international business)?, it would be impossble under
contemporary global business conditions for any company to sustain a sgnificant and
meaningful international competitive advantage over a long period of time without

competing internationally.6

Developing and maintaining internationally superior capabilitiesin business requires an ongoing

and comprehensiveaccessto information about global technol ogical and market environments,
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relevant areas. It is only the absolute rather than national productivity and efficiency standards,
that matter in evaluating an industry or a company's rel ative competitive potential and can be used

asreliable predictors of their international performance.

A COUNTRY ASA BASE OF AN INTERNATIONALLY SUCCESSFUL INDUSTRY

In attempting to explain why certain nationa industries have attained their strong internationa
positions, Porter and his team have carried out in the eighties a piece of fundamental research,
that not only has produced an original, convincing and comprehensive anaytical framework but
also a great number of casesthat support histheory of international competition. Porter's theory
provides a very useful springboard for further, related studies of different aspects of internationa

competition: this paper aimsto point out some of them.

FIGURE 1 The Determinants of National Advantage

(source: Porter, 1990, 72)



Porter proposes that 'a sustainable and significant national advantage can only be achieved
when accompanied by an appropriate combination of someif not all following categories of
elements. factor conditions, demand conditions, related’. and supporting industries,
appropriate strategy, organisational structure and rivalry' [1990, 721.7 In deding with the
notion of national comparative advantage, the theory of international competition distinguishes
between several categories of factors that affect an industry's international business capacities:
basic versus advanced and generdised versus specidised ones. If over along period of time, an
industry in a country consstently deploys some of those factors more productively than their
competitors from other countries, and aso performs stronger as an innovator in offsetting its

relativeweaknessss, it islikdly to achieve and sustain a strong international competitive position.

A competitive advantage is more likdy to be attained, and then sustained, by companies that
adopt at least some of thefollowing measures|Porter 1986a]:

encouraging constant upgrading of the acquired advantage,

o sdlingto the most demanding and sophigticated customers (even though it might bein conflict
with short term goal s and is often moreimportant in this context than its mere volume,

« finding the right location a the centre of the greatest concentration of factors promoting
international competitiveness,

 building the competitive advantage on the home basis (and avoiding globalisation strategiesin
the early stages of the business devel opment),

» gettinginvolved infactor cregtion, eg. throughtraining.

As Porter provesin his book, nationsgan advantage because of differences, and not amilarities,
in their factor endowment; it usudly takes a decade or more to create a sustainable, international

comptitiveadvantage. He shows [1990, passm] that the commonly asked question:



Why do some nations succeed and othersfail in international competition ?

ismisconceived in that it tacitly assumesthat it is only generalised factor s (basic and advanced),
and not - specialised ones, that determine the &bility of a company to successfully compete
internationally. He proves this question incapable of providing an answer that would be both
meaningful and reliableand proposesthat a different question be asked, namely:

Why does a nation become the home base for successful international competitors in an

industry ?

in order for us to be able to explain the origins of the sustainable competitive advantage(s) of
individual industries and companies and help formulate sounder international competitive

strategies.

He further suggests[1990, 67-8] that countriessucceed in international competitionwhen:

e country circumstancessupport the pursuit of the proper strategy for a particular industry or
segment,

o productsand processes are relentlessv upgraded because of an environment that supports this
sort of behaviour,

o thenationa environment uniquely enables firms to perceivenew strategies for competing in an
industry and causesthem to pursue such strategiesearlv and aggressively,

o theconception of advantageis perceived asdvnamic, Not static,

o their homebase advantages are valuable to other nations,

e theirinnovationsand improvementsforeshadow international needs.



From the Audtraian perspective, it appearsthat deficienciesin, or absence of, the three conditions
underlined above would dominate among the reasonsfor the unsatisfactory performance of many

industries and companies (see resultsof author'srecent research presented later in this paper).

Findly, Porter beieves that an analyss of the phenomenon of national advantage should be
founded on thefollowing premises [1990, 69-70]:

» the nature of competition and the sources of competitive advantage differ widely among
industries and even industry segments,

o (globa competitorsoften perform some activitiesin the value chain outside their country,

» advantage is gained through improvement, innovation and upgrading (initidly - through
altering the basis of competition),

» the above-mentioned behaviour isunnatura to many companies, and

o firmsthat gain competitive advantage in an industry are often those that not only perceive a
new market need or the potential of a new technology but move early and most aggressively

to exploit it.
Agan, lack of confidence and of persstence in pursuing international business objectives,
proclivity toward complacency, as wel as following old, inadequate recipes rather than
developing customised, unorthodox strategies are among the worst enemies of many an
Australianindustry and company in their international efforts.
Modélling Industry Competition

In characterising a competitivesituation Porter looksat thefollowingfive eements:

 degreedf rivary (in theindustry),

11



suppliers,

potential entrants,

buyers, and

substitutes of productsand services|Porter, 1990].

FIGURE 2 Porter's model of industry competition
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(source Porter, 1980)

In the context of this paper it is appropriate to emphasise that Porter's theory offers an
explanation as to why particular industries and companies have developed significant and
sustainable advantage over their competitors, but it does not attempt to examine systematically
such capabilities that might be assumed to be hdpful in achieving a congderable, sustainable
successin international business, both in general, and specific terms.8 To fill in this apparent gap
in theory, but even moreimportantly dueto the practical significanceof a proper understanding of
the meaning of those capahilities, a befitting examination of the relevant area needs to be

undertaken.
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ACHIEVING AN INTERNATIONAL COMPETITIVE ADVANTAGE

For a sustainable and meaningful international competitive advantage (ICA) to be ascertained as
such, a reliable examination procedure needsto be established. Relevant methods could either be
genera or specific. Each category would have some disadvantages, in that general methods would
not necessarily embrace properly dl significant dimensions of a particular case of a presumed ICA
Investigated, while the specific onesinturn may not dways be verifiable for their vdidity thus
making the task of interindustry or intercompany comparisons quite difficult. In an attempt to
operationalisethe notion of an international competitiveadvantage, Porter proposesthe following

quantitative measures:

o the presenceof substantia and sustained exportsto awidearray of other nationsand/or
e dgnificant outbound foreign investment based on skills and assets created in the home

country.

Asthe presence of a company’s products/services in awide array of other country markets may be
linked not only to their competitiveness but aso to the kind of generic strategy pursued by the
company (say, a focus drategy), and the market shares are influenced by eg legidative and
political barriers, some degree of customisation of this measure in individual industries/cases

might t urn out to be necessary.

In supporting the hypotheses concerning the capabilitiesinfluencing the likelihood and scope of an
international success, a brief review of some relevant research results will be helpful. Let us
commence with examples of three large transnational corporations. Matsushita, Philips and

Ericsson [Bartlett and Ghosha 1988].
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In case of Matsushita, their international successes are bdieved to have been conduced to by
.grong input of subsidiariesin the corporate management process, alloning for different
peroectives to be preserved, doselinking of R&D to market needs and responghility transfer
from R&D to manufacturingto marketing asthe new product devel opment progressed

According to Bartlett and Ghosha, Philips' strength would lie in the innovativeness and
entrepreneuria drive of this corporation. Use of a cadre of entrepreneurial expatriates, forcing
tight functional integration within a subsdiary and a disperson of responghbilities along with
the decentralised assets would be among the most pertinent characteristicsof thiscompany.

Ericsson in turn is believed to owe thelr international successes to their superior transnationd

management capabilities, as exemplified by:

interdependence of resourcesand respons bilitiesamong organisational units,

o asof grong cross-unit integrating devices,

» drong corporate identification and awd | deve oped worldwide management per soective,
« adearly defined and tightly controlled set of operating systens,

e apeoplelinking processemploying eg temporary assgnmentsand joint teams, and

o interunit decison forums, particularly subsdiary boards.

Thomson's secret of success would lie [McCormick and Stone 1990] in adopting a very long-
term view in measuring their return on investments, many of them being very subgtantia
acquisitionsto build their market shares rapidly; having the objective of attaining an in-house
capacity i n strategic technologies (such as gdlium arsenide semiconductors); using three criteria
in deciding which key componentsto make rather than buy: choosing those representing critical
partsin terms of final product performance;, avoiding dependence on competitors, opting for
those components that provide most freedom i n deciding about product and market portfolios.



They equally consider their top managers openmindedness, little reliance on structured
management processes (hence also relative unpredictability to their competitors) and an effective
blending of savera national management styles brought in by highly committed executivesfrom a

number of countries, astheir strengths.9

The outcomes of a recent survey of Australian export award winners will add to the empirical

basis of this paper.

STRENGTHSAND WEAKNESSESIN AUSTRALIAN EXPORTING

The survey of the recent Audtrdian federd and state export award winners was undertaken to
help establish what were the factors that, according to the respondents, were most typical and
ggnificant in their and their industries international successes, at the same time, an attempt was
made to enquire about typica weaknesses in the approach to internationa business as
demonstrated by some Australian examples known to the respondents.10 The survey was based

on thefollowing assumptions:

o that the award winners and findists will be competent in determining the factors that have
contributedto their successes, aswdll in evaluatingthelr relative importance,

o that theaward winnersand finalistswill be able to evaluatethe importance of the samefactors
to the industry in genera (thus indirectly admitting some specificity of their company's
Situation)

o that they will be able to differentiate between universal relevance of the factors and their
relevance with regard to individua countriesand specific Situations,

» that they will have an opinion on the weaknessesin the approach to international businessthat

hastraditionally prevailed with Australian companies,



o that the length of the questionnaire, the character of questions and the criterion used in
selecting the respondents will not necessitate follow-up phonecalls. 11

The questionnaire (see Appendix A) was mailed in November 1993 to 73 Federal and State award

winnersand finalistsfrom the period 1989-1992, thelist of which was obtained from the Canberra

officedf the Austraian Trade Commission (Austrade).

What the Survey Showed

Due to a very low response rate (14%), which might be partly attributed to the timing of this
survey (mid November to Christmas), partly to the resource limitations (no follow-up was
possible) and lastly - to the traditionally low interest of Australian companies in participating in
surveys - no standard inferential techniques could in effect be applied in evaluating the survey
results. An approach was instead adopted to concentrate on those alternatives that dominate in

the answers12, and attempt limited qualitativeanalysis.

In genera, the respondents have been closer to unanimity when answering Q. 2 (concerning the
factors believed to be critically important for international successin respondents industry) than
when answering Q.1 (that sought analogous answers with regard to their company). Most likdly it
was due to the dissimilarity of the competitive Situations and success requirements for every
participating company 13 and, perhaps, a tacit assumption made by respondents while answering
Q. 2 that whenever they feel that the prevalling situation would be"Yes' - they ought select the
"Yes" option14.

While no clear domination of any option with regard to company-specific factors has been
demonstrated, the respondents seem to have agreed that the following factors would be

particularly important for avariety of Australianexportingindustries:

16



« the higher efficiency of a company's srategic analysis and drategy formulation efforts
than that of its competitors,

« thesuperior cultural empathy skills,
o thestrength of the desireto excel,
the length of the ddlivery periods,
» theconsstency of the product quality, and

the level of commitment to international business from a company'stop executives

Not unexpectedly, theimportance ofper sistencefor an internationa success has been stressed by
3 respondents (Q. 3); respondents choosing superior quality (3 answers as well) have only
reinforced the relative significance of the ‘consistency of the quality of a company's products, a
related "listed" factor from questions1 and 2.

Asfar asthe evauation of weaknessesis concerned in the approachto international businessthat
could be consdered characteristic of a substantiad percentage of Australian companies, the
respondents believed that

« themyopic focus of the business,
 insufficient knowledge of foreign markets, customsand regulations, and
« dearth of adequately qualified and skilled inter national business professionals,

are among the more typical weaknessesin the approach to international business observed in our
country. At the sametimethey were almost unanimousin rejecting the suggestion that Australian

productsoften show inferior quality dueto the relativelack of sophistication of local customers.

All indl, with the exception of the single case of disconfirmation (see above), dl other literature

and experience based suppositionsthat were used in designing the questionnaire, would have been

17



corroborated by the survey results. This notwithstanding, due to the scarcity of data and the
amplified character of this particular research, other attemptswould be required to obtain more
relisble evidence of a wider aray of opinions concerning the issues of international

competitivenessof Audtralianindustries.

What Impedes Achieving ICA by Australian Companies ?

It is not incidental in this paper to raise again the so popular question of the impediments and
disincentives that are bdlieved to preclude many Australian companies from either engaging
themselvesin some kind of international business, or from obtaining and/or sustaining an ICA.
Many of them have been documented recently [eg the study of Committeefor Review of EMDA
1989; Barrett and Wilkinson 1985; an analysisof the 1988 Export Award finalists commissioned
by Austrade]. Let us enumerate some of those impedimentsthat are most frequently referred to.
To properly assessthe relative sgnificance of individual capabilities for international success of an

Augtraiancompany, d| itsenvironmenta context needsto bewell understood.

Inefficiency of Australia'stransport system and export apathy (iefailureto react to international
opportunities) are named by White as the most sgnificant handicaps affecting the internationa
business success rates of Audraian companies [White 1990]. The problem is compounded by
comparatively high costs of power and other utilities. Fragmentation of markets, low capital
utilisation and high level of regulation in Australia are anong other important impediments.
Further, productivity levels of many Australian manufacturing firms are too low for them to be
able to compete internationaly; Australian standardsand regulations are often very idiosyncratic
and, consequently, hinder exports [Committee for Review of EMDA 1989]. Ancther area of
concern relatesto Australian exporters eligibility for rebates of salestax that disadvantagesthem
against their foreign competitors digiblefor rebates of vaue added tax. 'Macroeconomicpolicy
in Audtralia is [largdy budget related, hence] focussed on short term [and thus] does not



adequately support effortsaimed at lifting the competitiveness of industries [in that] all those
effortsrequirelong, sustainedper spective for their effectiveness.

It is believed however, that notwithstanding some degree of successin iminating rigiditiesthat
caused low productivity (due to the award restructuring and a new approach to ill creation),
much would till need to be changed in the management practice and work regulation for the
reform to see its full results. The export culture needs to be inculcated in the Australian
community to ensure the importance of international competitiveness in the production of

goods and services for Australian living sandardsis well understood [Committee for Review
of EMDA 1989].

GENERAL CAPABILITIESREQUIRED | NATTAINING ANICA

An overview of some relevant literature, this author's international business experience15, and the
outcomes of the survey presented above will lead to a number of hypotheses that specify the
following capabilities as those believed to be commonly needed by a company that seeks to

achieve and sustain an I CA in a contemporary business environment.

Some authors believe that knowledge devdopment, communication networks and top
management commitment are among the factorsthat are mogt critical for a company'sability to
carry out efficiently internationa activities [Welch and Luostarinen 1988]. Porter stresses the
importance of efficient coordinationin international marketing, overcoming the tyranny of
distance, appropriate language and cultural empathy skills, up- and downstream value chain
activitiesand promptness of responseto theinternational market changes[Porter 1986b].

A magjor research results published by Weichmann and Pringle in 1979 showed the prevalence at

that time of following key problemsamongst multinationa marketers:

19



« lack of qudifiedinternational personnd,

o lack of strategicthinking and long range planning,

« lack of marketing expertiseat the subsidiary leve,

« excessveand ineffective headoffice control procedures,

o excessvefinancid and marketing constraints,

« insufficient participation of subsidiariesin product decisions and insengtivity of headofficeto
local market differences,

« too little relevant communication between headoffice and subsidiariesand a shortage of useful
information from headoffice,

o lack of a multinational orientation.

Even though some of the above-mentioned impediments might have since become less common
(eg. those related to the communication and control problems), most would continue to play a
mgor part in international businessfailures. Many companies, for instance, would still appear to
be oblivious to 'the need to look beyond.. national boundaries to potential international
competition and beyond the ranks of ones competitors today to those that may become
competitorszomorrow' in defining their business properly [Porter 1980,321.

Some authorssuggest [Albaum et al 1989] that:
e technical competencein marketing,
o specialised knomMedge of thefactorsin theinternational environment,

 theability to utilise such knowledge in working with othersand, perhapsmost of dl,
o cultural empathy ('theability to practiseit well’),

20



are among the most important prerequisites for successful export marketing management. They
point out that an adequate level of cultura empathy is most often achieved by a thorough
development of language skill to the point where a person can think, feel, reason and experience
emotionsin alanguageother than their mother tongue. Involving foreign nationalsin international

planning and management is another worthwhilepractice.

Superior market intelligence, appropriate human resourcesand their adequate use, productive
logisticsand flexible game plans are, according to Wiklund, the four most effective weapons of
credtive, and successful international marketing [Wiklund 1987, 8]. In hisbook, he emphassesthe
importance of possessng a competitive advantage in finding active sources of international
busness intdligence. An inquisitive mind of an intdligence manager, his persgence,
patience, initiative, imagination, a sharp analytical mind, ability to quickly absorb the
information, organisational talents, tact and self-sufficiency make it much more likely for a
company to attain this advantage. The power of a company's sales force dmost dways counts
more in the international marketing effort than the domestic one [Wiklund 1987, 67]. It depends
on their numbers, mobility, geographic concentration, quality and ability to work as a global
team. Its strength may be increased by so-called nakodos1, ie independent individuas aert to
internationa business opportunities and communicating those to the companies that they believe

might beinterested in pursuing them.

In hisopinion, successful international businessesfollow certain genera guidelines, such as:

» intdligence is enhanced when you emphasise the importance of people rather than of
countriesand companies,

» keep your intelligencedatabank entries brief, constantly cut and edit,

e don't apply the same formula everywhere: there may be a worldwide demand for your
product, but the reasonsfor which people buy it are not dwaysthe same,



o freezing people into jobs perpetuates a cubbyhole mentality that results in poor
communications and poor teamwork,
« keeptrying to win good employees, agentsand nakodos away from the competition,

» donot ever allow anything to becometotally and completely organised.

HYPOTHESES

Earlier in this paper, | quoted Porter's proposition that 'a sustainable and significant national
advantage can only be achieved [by an industry] when accompanied by an appropriate
combination of some if not all [of the] following categories of elements. factor conditions,
demand conditions, related and supporting industries, appropriate strategy, organisational
structure and rivalry ' [Porter 1990, 72]. Those factors | believe may both conceive, and be
reinforced by, certain capabilities that increase the chances of achieving and sustaining an
ICA by a company. Whilg the appropriate combination of the elements mentioned by Porter
could be regarded as a conditio Sne qua non for any ICA, the capabilities| have in mind
might explain both the success rates and amount of time needed to arrive at an ICA in
certain statesof the businessenvironment. | will therefore attempt here to formulate a number

of relevant hypothesesl intend to verify separately:

Hy: The more efficient is its global market research and intelligence effort, the more

likely it becomesfor the company to achieveand sustain an | CA.

An easier accessto a subgtantial part of market information (there continue however to be critica
relevant differences between some countries) and diminishing costs of its procurement make it
even more significant for a company to ensure superior efficiency initsglobal market researchand

intelligence efforts. Their relaive efficiency could be measured by comparing the lengths of

22



periods needed to obtain and verify certain kinds of information by the company with those of

competitors(domestic and foreign).

H,: The more efficient its strategic analysis of global market opportunitiesand threats,

themorelikely it becomesfor the company to achieveand sustain an | CA.

Asimpediments to international business get fewer and less meaningful, and market research and
intelligence efforts become more efficient (for the mgor part, due to the tremendous progressin
the provision of relevant services), the efficiency of strategic andyssitself acquires a paramount

importance as a an important possible source of ICA in arapidly changing business environment

that requires frequent modificationsof strategy.

| would proposethat this particular relative efficiency be measured by comparing the lengths of
the same standard analytical processescarried out in gpproximately the same period by competing

companies.

H3: Thehigher the employees cultural empathy skills, the morelikely it becomesfor the

company to achieveand sustain an | CA.

The capability to demonstrate cultural empathy in internationa busness may be measured
indirectly by comparing the intensity and scope of involvement of expatriates employed by the
company in the decision making processesrelating to the international businesswith the countries
of those employers hbirth. It is reasonable to expect that there exist some causa relationships
between cultural empathy demonstrated by the qudity of the decisons and the intensity and scope

of that involvement.



Hy: The stronger is the motivation among the employees of a company to excd in their

jobs, themorelikely it becomesfor the company to achieveand sustain an | CA.

International rather than domestic benchmarking, the comparatively longer timeit usudly takesto
attain a desirable international market position (than a domestic one), the discrepancy between
requirements of foreign and domestic markets and higher, or different, foreign customers
expectations often demand a stronger and sustained commitment among employees for

International expansion goalsto be achieved.

The strength of the motivation to exce could be graded separately for various groups of
employeesand different assignments by eg:

» comparing the technical reiability parameters of products made by the company with those
offered by competitorsin the same market, providedd| of them usethe sametechnology,

« comparing the number of certain process innovationsintroduced by the company with those
of competitors,

» comparing the lengthsof warranty periodsoffered by competing companies,

« comparing the relativegainsin market share over a period of time by the brands competingfor

the same segmentsof the market in the same geographic area.

Hs: [he shorter the reaction time to customer inquiries/claims, the more likely it

becomesfor the company to achieveand sustain an | CA.

Bringing the reaction time to one third of the initid one (manly, through appropriate
reorgani sational arrangements) has resulted in obtaining a very sgnificant ICA in mid eightiesby a
maor paper making machinery plant. Thisadvantage was particularly meaningful in selling spare

parts, many of which were needed urgently due to breakdowns. The same applied to the services



of highly effective trouble-shootersthat were helping at that time some of the less technically
sophigticated paper mills in remedying their frequent technologica and maintenance problems.
Many of their vistswent beyond the contractual obligations of the sdller, yet the effortswere well

worth expending in that they in time resulted in a strong preference towards this supplier with

many customers.

To enable vaid assessment in that respect, some specific business situations might be selected
(such as: providing a customer with an individuaised offer, answering to the invitation to tender,
typica transaction cycle, answering to customer dams, resupplying a customer with spare parts
etc.) and their average duration under 'normd’ circumstances compared between companies.
Adeqguate confidentidity procedures would however need to be used for most of the genuine

information to bereveaded to the researcher.

Hg: The shorter the comparable delivery periods, the more likely it becomes for the

company to achieveand sustain an | CA.

For many industries and companies, being able to complete delivery/deliver products more
promptly than their competitors might become a basisfor a very meaningful ICA, dueto avariety

of reasons. For instance,

o those sling entire plants on a "turn-key" basis am to lower costs of frozen investment to

their clients, avery important eement in their evaluation of offers,

» those manufacturingand sdlling spare partsfor technologica lineswant to minimise the losses

to their clients caused by down-time, or
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o those dedling in non-customised consumer goods that for any reason (such as, for instance
high price and seasonad demand or them being fashion goods) are unlikely to be ordered

and/or bought much in advance.

To draw appropriate comparisonsin this respect, some products and business conditions would
need to be sdected and the duration of the relevant deivery periods compared between

competitors.

H7: Themoreconsistent isthe quality of company'sproducts, the morelikely it becomes

for the company to achieveand sustain an ICA.

Other things being equal, the expectations in this respect will in many countries be most likely
higher in the case of foreign sources of supplies, partly due the transactional costsand risk being
usualy higher than in comparable domestic termsand, aso, because of the culturd idiosyncrasies:
people in some countries may expect more of most foreign goods or services than of their
domestic equivalents.17 Some longitudind and crossmarket study of the technical parameters
commonly used in evauating a product's quality would help establish relative consstency of the
quality (or, conversely, relativevoldility of the qudity ) of competing brands and models.

Hg: The higher is the levd of top management commitment to international business,

themorelikely it becomesfor the company to achieveand sustain an | CA.

Thereisa substantial evidencein the subject'sliterature[eg Wiklund 1987; Porter 19901 pointing
at the significance of top management commitment to the international businessfor the rate and
degree of relevant success. The levd of commitment could be measured by examining the

involvement of the top level of management in the decison making processes leading to their



company's geographic expansion, determining market entry modes and choosing internationa

dliance partners.

Hg: The higher the level of linguistic skills with the employeesinvolved in international

business, the morelikely it becomesfor the company to achieve and sustain an ICA.

Even though some languages are in wide use in the international business, with English having
acquired the status of lingua franca, it would gtill be an advantage for a company exporting to,
sy, Denmark (where over 90% of people involved in international business are said to have a
working knowledge of that language) to employ staff that speaks Danish, as the demands of
market research, contractual efficiency, effective advertisng and image building might require

such an appreciation.

Some authors (see above) dam that a high leve of cultura empathy, itself a prerequisite for a
sustained successin the international expansion, isimpossiblewithout mastering the languages of
the countrieswith which a company does some business. The participation of peoplewith relevant

linguistic skills in eg:

* acquisitionof orders,
* after salessarvice, and
* foreign market research and intelligence

could be measured asaratio of those peopletod employeesinvolved in these tasks.

Hjo: Thehigher thedegree of intimacy of the sales, marketing, finance and other relevant
personnel with foreign businesslaw, customs and habits, the more likely it becomesfor the

company to achieveand sustain an ICA.
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Comparisons between competing companies might in this case entall:

» theduration of a contract formulationand negotiation process,
o thefrequency of external consultingin some specifictypes of situations and,

» thesizeof the negotiating teamsin some specific typesof international contracts.

The relationshipshypothes sed herewill need to be verified in separate research projects.

CONCLUSION

Achieving a sustainable and meaningful |CA by a company is not possibleif the configuration and
strength of factors mentioned by Porter does not meet the requirementsof a particular situation.
On the other hand, this configuration is nothing more but a necessary condition of success and
will not suffice unless a company attempting to build a sustainable ICA responds to its particular

situation by choosing the strategy that puts the emphass on the development and use of
individually appropriatecapabilities.

By coming up with alist of capabilitiesthat would have universal or quasi-universal significance,
the theory of international competition may help form business education and management
practices that would competently address particular Stuations and stages of the busness
development. As a unigue constructionthat reflectsa company's particular circumstances, the best

businessstrategy is necessarily based on thefirm's particular capabilities and limitations.

An awareness of the genera capabilitiesthat facilitatethe international successof a company
and/or increaseits scope hel pscreate a nation's advantagein aindustry and attain ICA by a
company. It also enhancesthe relevant strategic planning processes and thusincreasesthe

effectivenessof an entire economy, as evidenced by those nationsthat have been most successful
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In international business sincethe world business environment entered its current stage of rapid

and dramatic transformation.

NOTES

1 The unification and harmonisation of the business regulations within EC has certainly been the most
spectacular relevant achievementso far inthat not only did it result in substantial changesto previous regulations
concerning the intracommunity movementsof goods, services, capital and people but it has also encouraged a
number of other European countriesinterested in joining EC (eg Poland, Hungary, Czech and Slovak Republics)
to adopt harmonised if not identical legal norms.

2 The agreement reached in Uruguay Round of GATT negotiations concluded in Geneva in December
1993 isexpected to provide further, long awaited bood to, and shiftsin, the global trade in commodities.

3 It should comeas no surpriset hat many international joint venturesare highly successful in competing on
capabilities, asat the very core of their existence liesthe desire to create new meaningful capabilities.

4 Apart from Porter 1990, reports by the Bureau of Industry of Economics 1989, by the Committee for
Review of Export Market Development Assistance 1989, and other sources (Barrett, N.J. and LF.Wilkinson;
Hitiris, T. and A. Bedrossian 1987) supply ample body of relevant evidence.

5 Japanese car manufacturing, consumer eectronics and computer industries, to name just a few, provide
perhapsthe most convincing examplessupporting this claim.

6 This dam could only be refuted by producing examples to the contrary of the industriesthat have
atained such a postion over the last two decades without the benefit of prior exposure to international
competition.

7 These dements condtitutejointly the necessary condition for a sustainable competitive advantage.

8 There is little doubt though that some extra research and application of induction to the cases he
examineswould have produced some relevant propositions.

9 Even though claimssuchas these shown above may not have always been properly verified for their
vaidity and ameasure of cautionwould thereforebe gppropriate in treating every individual case, yet taken

together these key successfactorsrepresent an interesting array of choices other companies seekingan ICA might
warnt to contemplate.

10 Obvioudy, in designingthe questionnairethe resultsof prior research carried out in Australiaand
overseaswere widdy used.

11 A brief letter explainingthe character of interestand mentioning support obtained from Austrade
accompanied questionnairesmailed in mid November 1993; after 4 weeksa further 37 letterswere sent to
findisgts; 10 responseshave been obtained so far (7 January 1994), initself atelling rateindeed. Three companies
have declinedthe invitationto participatein the survey.
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12 iethose selected by either at least 213 in the case of questions 1 and 4, where four optionswere available,
ora least 314 inthe case of questions 2 and 5, where three optionswere offered; answersto question 3 were
analysed together with question 4.

13 The respondentsrepresented the food processingindustry, mineral industry, metal processing industry,
computer industry, and producersof medica equipment.

14 Indeed, some of them were explicitinthi s respect by mentioningtheir hesitationto choose any of the
three options provided in question 2.

15 The author's international business experience spans seventeen years and encompasses establishing and
working for international divisionsof threeindustrial companiesin Europe: alarge manufacturer of white industry
products, a large paper making machinery producer, and a medium-sze international joint venture involved in
manufacturingand trading variousproducts, their dependence on exports for their salesrevenue varied between 20
and 75 %.

16 Nakodo is 'the Japanese descriptionfor a go-between or matchmaker, they are remunerated for their
services (Wiklund, 1987, p.80).

17 egthi s would probably go for many buyersof foreign carsor fashion clothing in Australia, would not

however be typical of eg Japanese buyersof domestic minicomputers.
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Appendix A

PART A: (CONFIDENTIAL)

1 The name of the COMPANY: ...t
2 The postal address of the company:
3, Contact person (for survey purposss): ...
4. Contact person's pogtion:
S 10 0 - JRORORUIN [0 oR ORI

Al information provided to me by the respondentswill be treated as confidential and included in the research report
that does not identify individual respondentsor organisations.

(Dr Acem Koch)

(n completion please return this questionnaireta

Dr Adan Koch

Swinburne University @ Tecnology
Faculty d B ness

John Street

Hawthorn, Vic., 312

(contact numbers: tel.: (03) 819 8056; fax (03) 819 0949)



PART B:

1. In your opinion, have any d the bdow—mentionedfactors contributed to the international successes o your company
for which in the period from 1989 to 1993 it obtained federa or/and state export awards ?

Factor

Yes greatly

Yes.
moderately

| do not
think 9

| do not
know

Superiority d your company's globd market research
and market intelligenceeffort over your competitors
(domestic and foreign)

Higher efficiency d your company'sstrategic analysis
and strategy formulation effort than that d your
competitors

Superior cultural empathy skills d your company's
employessinvolved in international business

The desireto excel has been stronger with your
company's employees than with most d your
competitors

Tre response time d your company to customers
inquiries and complaintsis shorter than that d most
d your competitorsin comparative situations

The ddlivery periods are as a rule shorter than those
provided by your competitors

The quality d your company's products has been
more consistent (less volatile) than that d your
competitors products

Trelevd d commitment to international busness
hes been with your compeny's top executives usudly

1!]igher than with their counterpartsin competing
[1185]

Linguigtic skills d your employeesinvolved in
international contactsare higher than those d their
counterpartswith mest d our competitors

Your international business personnel has been more
knowledgegble d the foreign legidation. foreign trade
customs and habits than their counterparts in
competing firm

2. Have somed the factors bdow been in your opinion critically important for international success in your industry in
the past severd years?

Factor Yes N | do not
know

1 | Superiority d globa market research and market
intelligence effort over the competitors (domesticand
foreign)

2. | Higher efficiency d a company's strategic analyss
and strategy formulation effort than that d its
competitors

3. | Superior cultural empathy sills d a company's
employessinvolved in international business

4 | Trestrengthd the desire to excel amongst a
ompay's_employees

5. | The response time to customersinquiriesand
complaints

6. | The ddivery periods compared with a company's
competitors

7. | Thecondgency d the quality d a company's
products

8. | Trelevd d commitment to international busness
with & company's top executives

9. | linguisticskills d a company's employessinvolvedin
international contacts

10. | International business personndl's intimacy with the
foreign legislation, foreign trade customs and habits




3. Nare please key success factors other than those listed in Question2 above that in your opinion have contributed
significantly to your company's international successesin the period fram 1989 to 1993 ? Provide clarifying comments.

when appropriate.
Factor Comments

1
2
3
4
5.
6.
4. Hae ay d the factors mentioned in answering Question 3 been
| et Ig;ﬁu fzr g:cn:tﬁz only ? geu;ggnunly 2 L

your industry ?
1| | I ]| I |
21| || || | |1 |
31| || || || I 1
41| || | I ]
51| | I | | || ]
61| | | | || || |
I |

(Tick df affirmative answers in the relevant cd|s provided).

5 Are there, in your opinion. any weaknesses in the approach to international business that you woud regard as

characteristicd” a substantial percentage d Augtrdian companies ? In answeringthi's question please use and/or add

itemsto the lig provided bdow.

Source d weakness

Yes

Db noj know

1 Low levd d top management commitment

2 Myaac focusd the business

3 Insufficient knowledoed foreign markets. customs and regulations




4, Inadequete strategic analyssskills

5 Dearth d adequately quaified and skilled international business
professonals

6. Low quality d productsdue to relative unsophistication d loca
customers

1. Lone response time to foreign customers enquiries and complaints

8 Management complacency and inertia

9, Low cultural empathy

10 Remotenessd our country

n

2

B

14,

5.

Thark you very much indeed for your effort and giving us some d your vauable time.




No 7

No 8

No 9

No

No

No

No

No

No

No

No

No

10

11

12

13

14

15

16

17

18

19

SWINBURNE UNIVERSITY OF TECHNOLOGY

IVISION OF BUSINESS. HUMANITIES AND . SCIENCE

WORKING PAPERS PUBLISHED' TO DATE

1981

1981

1981

1981

1982

1984

1984

1984

1984

1984

1984

1984

1984

'A Note on Customs Unions Theory : The Viner
Controversy RIP" by D J Thomas

'‘Disequilibrium and the Expectations- Augmented
Phillips Curve' by M Grant

‘A View of ldeological Pressures in the Context of
Managerial Power' by M Brown

‘Short Term Prediction of Student Numbers in the
Victorian Secondary Education System' by
M G Nicholls

‘The Legal Protection of Geographical Trade Names
: Prognosis for a Case of Champagne' by B R Clarke

'‘Corporate Planning Practice in Major American
and Australian Manufacturing Companies' by N
Capon, C Christodoulou, J U Farley and J Hulbert

‘A Modified Markovian Direct Control Model in
Fixed Time Incorporating a New Objective Function
Specification' by M G Nicholls

‘Government Intervention in the Labour Market -
A Case Study of the Referral and Placement
Activity of the Commonwealth Employment Service
in a Maor Metropolitan Area by J B Wielgosz

'‘Big Business in the US and Australia : A
Comparative Study' by N Capon, C Christodoulou, J U
Farley and J M Hulbert

'Modelling the Demand for Tertiary Education - An
Exploratory Analysis based on a Modified Human-
capital Approach’ by M G Nicholls

'Formal Corporate Planning Practices of Major Australian
Manufacturing Companies by C Christodoulou

‘The Australian Short Run Demand for Money
Function - Further Theoretical Considerations and
Empirical Evidence using Bayesian Techniques by
E J Wilson

'‘Alternative Job Search and Job Finding Methods :
Their Influence on Duration of Job Search and Job
Satisfaction' by J B Wielgosz and S Carpenter



No 20

No 21
No 22
No 23
No 24

No 25

No 26
No 27

No 28

No 29
No 30
No 31

No 32

No 33

No 34
No 35

No 36

1985

1985

1985

1985

1985

1985

1985

1986

1986

1986

1986

1986

1987

1987

1987

1987

1987

‘A Comprehensive Study of Strategic Planning in
Australian Subsidiary and Non-Subsidiary
Companies by C Christodoulou and P T Fitzroy

‘Towards an Optimal Taxation Structure in
Australiad by D Thomas

‘A Suggested Theoretical Basis for the
Interpretation of the Effects of Income on the
Demand for Tertiary Education' by M G Nicholls

‘Austrian Economics and Australian Patents' by B Oakman

'Ensuring a Future for your Organisation' by C
Christodoulou

‘The Long Search : A Pursuit of Organizational
Understanding from the Perspective of "System"
Thinkers' by M Brown

'‘Managing the Introduction of New Technology' by
J Newton

'Positive Economic Analysis and the Task of State
Enterprise Efficiency and Control' by P Xavier

'Profitability of Horizontal Takeovers in the
Australian Industrial Equity Market : 1978 to 1982
by M A Johns and N A Sinclair

‘A Comparative Examination of Subsidiary and
Non-Subsidiary Strategies by C Christodoulou

'Solving Linearly Constrained Nonlinear
Programming Problems by F Ghotb

'‘An Economic Appraisal of Recent Reforms in Public
Enterprise Pricing Policy in Victoria by P Xavier

'‘Australian  Manufacturing Companies and
Academic Institutions : A Comparative Analysis of
Strategic Planning' by N H Kelly and R N Shaw

'‘Centralisation of Information and Exchange with
Special Reference to the South Australian Winegrape
Industry’ by C Hunt, P Tiernan and E Wilson

‘The Impact of Home Office Culture on Subsidiary
Strategic Planning’ by C Christodoulou

‘A Comparison between Guarantees Standby Credits
and Performance Bonds by A Johns

'The Effects of Uncertainty and Incomplete
Information in a Foreign Exchange Market Subject
to Noisy Rational Expectations' by E J Wilson



No 37 1987 ‘Inflation Accounting for Australian Public
Enterprises - Economic Rationale and Financial
Implications by B Graham and P Xavier

No 38 1987 'Financial Targets and Dividend Requirements for
Commonwealth Government Business Enterprises - Are
they Appropriate and how should they be Determined and
Measured? by B Graham and P Xavier

No 39 1988 'Whither Co-operative Federalism? An Analysis of
the Commonwealth Government's Plan for Reform
of Companies, Securities and Futures Legislation'

by P J Pascoe

No 40 1988 'An Analysis of the Pricing of Section 23 Expert
Reports' by A Johns

No 41 1988 'Food Laws : Reviewing the Regulatory Framework'
by S Edmonds

No 42 1988 '‘Share Prices and Divestiture' by J Barker

No 43 1988 '‘Marketing Education in Malaysia : Implications for
Australian Tertiary Institutions' by C T Selvargah

No 44 1988 'Forecasting the Demand for Tertiary Education
using Econometric and Markovian Models' by
M G Nicholls

No 45 1988 'Power Pays - An Analysis of the Relationship

between Managerial Power and Interdepartmental
Relations by M Brown

No 46 1988 '‘Workers Participation - Concepts, Issues and
Prospects : An Australian Perspective’ by C T
Selvargjah and S Petzall

No 47 1988 'Performance Indicators for Telecommunications
and Price-Cap Regulation' by P Xavier
No 48 1989 'Multinational Enterprises and Host Nation
Response’ by C Selvargjah
No 49 1989 ‘Women in Management' by C T Selvargah and S Petzall
No 50 1989 ‘The Cultural, Political and Legal Environment of

International Business by C T Selvargah

No 51 1989 '‘Australia's Human Capital and Labour Markets -
Their Role in Achieving a More Competitive
Economy' by M S De Lorenzo

No 52 1989 ‘A Comparative Analysis of the Strategy and
Structure of United States and Australian
Corporations' by N Capon, C Christodoulou, J U
Farley and J M Hulbert



No 53

No 54

No 55

No 56

No 57

No 58

No 59

No 60

No 61

No 62

No 63

No 64

No 65

No 66

No 67

No 68

No 69

No 70

No 71

1989

1989

1989

1989

1989

1989
1989

1989

1989

1989

1989

1990

1990

1990

1990

1990

1990

1990

1990

'Strategies during Market Transition - A Study of
Detergent Marketing in Australia 1930s to 1960s by
D Ch'ng

'Some Legal and Economic Aspects of Third World
Debt' by L Kloot

'‘Access to Corporate Documents - Section 265B of
The Code' by S Kapnoullas

'Minding Everybody's Business : Performance
Indicators for Australia Post' by P Xavier

'Some Legal Aspects of Electronic Funds Transfer'
by L Kloot

‘Japanese Worth Ethics by C T Selvargjah and S Petzall

'Strategy, Policy and Operational Planning' by
C T Selvargah

‘Technology' by C T Selvargjah

‘The Development of a Nationa EFT System Network
in Australia by A Richardson

‘International Marketing Research : A Review' by
D Ch'ng

'‘An Exploration of the Relationship between
Training System Effectiveness and the
Environmental Variables by C T Selvargah

‘Interest Rates, Their Changes and the Australian
All Ordinaries Index - An Empirical Results (with
some theoretical justification)' by D L Dowe

'‘Current Monetary Policy : A Review of Current
Literature by M L Freebairn

'Performance Indicators for Public
Telecommunications Operators : Will They Serve to
Improve Performance? by P Xavier

'Mosaic mac-b : A Comprehensive Framework for
Marketing Planning’ by D Ch'ng

‘The Death of the Reasonable Man' by B R Clarke
‘The Implications of the Development of a National
EFT System Network in Australiad by L Kloot and
A Richardson

‘Victoria's Government Business Enterprise Debt :
The Scope for Reduction' by P Xavier

‘Training System Effectiveness by C T Selvargjah



No 72 1990 'Relationship of Size of Organisation to Training
System Effectiveness by C T Selvaragjah

No 73 1990 'The Relationship of the Structural Variable,

Industry Type, to Training System Performance
Criterid by C T Selvarajah

No 74 1991 '‘Preliminary Study of Export Success in the
Australian Scientific Instruments Industry' by
Ling Ping Wang

No 75 1991 'Management Accounting Systems : Can They Exist
in Local Government in Victoria? by L Kloot

No 76 1991 ‘A Content Analysis of Advertisements in the
Chinese Times, 1902-1914' by D Ch'ng

No 77 1991 'Endogenous Money Supply and Monetary Policy : An
Interpretation of Recent Literature’ by G Messinis

No 78 1991 ‘Improving Accounting Research Performance
Based upon Consulting Activities by B McDonald
and H Paterson

No 79 1991 ‘A Critical Analysis of DB2's Support for Automated
Integrity Check' by G Menon

No 80 1991 'Measuring the Business Value of IS Investments :

A Pilot Survey of Industry Attitudes and Practices
by P Simmons

No 81 1991 'Present Status of Marketing Research in Malaysia
by D Ch'ng

No 82 1992 '‘Australian  Government Policy on Higher
Education : Impact on Accounting Education' by
J Wedlls

No 83 1992 'Employers and the Public Employment Service - A
Case for Mandatory Vacancy Notification' by
J Wielgosz

No 84 1992 ‘The Community Service Obligations of Victorian
Government Business Enterprises by P Xavier

No 85 1992 'Measuring Australia Post's Economic
Performance’ by P Xavier

No 86 1992 ‘Management Training Employment Outcomes and
Equal Opportunities Towards the Year 2000' by B
Lasky

No 87 1992 ‘The Exercise of Intellectual Property Rights and

Abuse of Dominant Market Position in the
European Economic Community' by S Edmonds

No 88 1992 '‘Control of Information Technology Costs by
Allocating Costs to Users by L Kloot



No 89

No 90

No 91

No 92 -

No 93

No 94

No 95

No 96

No 97

No 98

No 99

No 100

No 101

No 102

No 103

No 104

No 105

No 106

1992

1992

1992

1992

1992

1993

1993

1993

1993
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1993

1993

1993

1993

1993

1993

1994

1994

'Seeking Effective Management Education' by
C Christodoulou

'Fine Print in Contracts : Can You Rely on it? by
B Clarke and S Kapnoullas

‘The Development of a Mathematical Model for the
Optimisation of the Operations of a National Glass
Manufacturer' by M Nicholls

"The Development of a Model of an Ingot Mill in an
Aluminium Smelter' by M Nicholls

'‘Software and Computer Services. Some Sectoral
and International Issues by L Arossa

‘An Outline of Indonesian Environmental Law' by
P Holland

‘A Stitch in Time: Environment Impact Analysis
Legislation in Indonesia by P Holland

'Paradise Sustained: The Bali Substainable
Development Project' by P Holland

‘The Best Laid Plans: Administration and
Enforcement of the Bali Sustainable Development
Strategy' by P Holland

'‘No Higher Than a Coconut Tree: Controls on
Tourist Development on the Bali Foreshore' by P
Holland

'Product Portfolio Models: Conceptualisation and
Implementation Problems by A Koch

‘Teaching Organisation Behaviour to Eastern
European Managers. A Process of Adaptation to
Change' by S Long

'‘Evaluating |.T. Investments: An Organisational
Perspective’ by P Simmons

'‘Growth Strategies of the Charoen Pokphand
Group, Thailand' by D Ch'ng and K Ross

‘Income Taxation Impedes Closer Economic
Relations Between Australia and New Zealand' by J
Wells

'Rengo: Japan's New Labour Centre' by S B Levine

‘Towards Democracy in Indonesia - The 1993 MPR
Session' by P Holland

"The 1992 Indonesian Election: The Lega
Framework' by P Holland



No 107 1994 ‘The Relationship Between the European Court of
Justice and the National Courts in the European
Union' by S Edmonds

No 108 1994 '‘Does Success in International Business Require
Specific Capabilities: An Australian Perspective' by
A Koch



	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

