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Abst r act

The years since 1990 have brought a steady sequence of upheavals in
economc relations anong Miltinational conpanies. Newly devel oping
conpani es have seized fromtraditional based international conpanies an
inmportant share of the world market for goods and services.
International/multinational marketing tactics and strategies have
created this newly devel oped “status quo” worldw de. The nultinational
conpani es’ nmanagers choose the objectives of the conpanies and the
strategy which will be followed in the future. Usually, they try to
create sonmething that is unique to their conpany i.e. find sonething
that they can do better than the other conpanies

Cost Reduction/Leadershi p and the Market Power (product differentiation)
are the two main strategies foll owed by conmpanies in the past. John Kay
(1993) argued that these strategies have to be distinctive in the sense
that it wll be difficult for the rivals to replicate them and
consequently it will help the conpany to obtain a conpetitive advantage
over the other conpanies. He identified four distinctive capabilities
whi ch can create sustained added value to the conpany. Architecture,
Reput ation, Innovation and Strategic Assets are those four capabilities.
Sonetines, these capabilities overlap and it becones difficult to
classify them However, managers are only interested to see if these
capabilities exist and if they do then they use various performance
neasures, |ike Econom ¢ Val ue Added (EVA) and Return on capital enployed
(RCCE), to discover if the conpany is capable to capture market val ue.
Regarding the increasing business internationalization, the enhanced
G obal Managenent practices and the high level of conpetition between
the multinational firns in the recent era, this paper aims at the
presentation of the main aspects of the current global strategies on an
international Business level. In order to fulfil the above expectations,
a conparison of the corporate strategies of the British conpany Tesco
plc and the Anerican conpany Al bertson's Inc was realised using the
| atest nanagenent techniques and identifying the four distinctive
capabilities which can create sustained added val ue to the two conpanies
under exam nation. Various financial neasures (Profitability and
Liquidity ratios etc.) were also estimated and conpared to a reference
case.

| nt roducti on

The paper is focused in the application of the multinational managenent
tactics and strategies in the global market. In fact, the reader and any
prom sing investor wll have the opportunity to gauge useful insight
into the new nanagenent techniques based on the four distinctive
capabilities nentioned above. The paper contributes to the literature
witten on the |atest devel oped aspects of the G obal Market Tactics
and provides a reliable approach over the inplenentation of the
corporate strategies i n nowadays.
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Too often, international finance papers confront the readers with a
bewi | dering array of special strategy nodels and assunptions from which
basic lessons are difficult to extract. Because many of these special
nodels are outnoded, readers are left puzzled about the real world
rel evance of the nmarket tactics. This paper is an attenpt to provide an
up-to-date and understandable analytical framework for illuminating
current managenent techni ques.

Readers assimlate international narket strategies nost readily when
they are presented as a method of analysis vitally linked to events in
the world econony, rather than as a body of abstract theorens about
abstract models. The main goal of this paper has therefore been to
stress concepts and their application rather than theoretical fornalism

Accordi ngly, the nethodol ogy enployed is based on the depl oynent of the
basi ¢ nmanagenent axes of an econonmic policy to the current corporate
strategy framework. In order to achieve this, there has been followed
the standard practice of dividing the paper into two halves devoted to
factual information of the conpanies and to the application of the
mul tinational market tactics. The first part presents to the reader the
main characteristics and functions of Tesco Plc and Al bertson’s Inc,

providing an inportant data base over which the paper’s thematic
conponents will be denonstrated. The reader needs to know the production
and investnment process of the two conpanies in order to reinforce
hi s/ her understanding on inportant issues related to the conpanies. In
the second part, there are explored the managers’ actions regarding the
adaptation of the four distinctive capabilities into the conpanies’

operational franmework. The Architecture, on a first step, is divided
into Internal and External Architecture because facilitates the analysis
regarding the relationships of the conmpany with its enployees and its
main suppliers. Indeed, these two factors hold an influential position
in the conpany’s productive chain. Mreover, reputation is regarded as
an inportant asset in the conpany’s hol dings. Good reputation may have
remar kabl e effects on the conpany’s sales and future partnerships. The
i nnovation, the third distinctive capability, is strongly connected with
t he technol ogi cal advances and the devel opnent of new products. Wt hout
any doubt, the nultinationals have to incorporate in their production
process new facilities for pacing with the custoners’ needs and new
products for covering the consunmers’ preferences. The last capability
explored in this paper is referred as the strategic assets. The
Mul tinationals aim to increase their market share and to refornulate

where is possible, their structure in order to obtain a conpetitive
advant age against their main rivals.

Factual I nformation

As it has been reported earlier, this first part of the paper describes
the conpanies’ operational franmeworks and reveals the actual action
pl ans where their corporate strategy i s based.

Tesco Plc, the first conmpany under examination, is incorporated in the
UK (listed in the London Stock Exchange), and have existed for nore than
82 years. Over the last decades, as the food retailing market has
changed, the conpany has grown and developed, responding to new
opportunities and pioneering nmany innovations. The conpany is, now, the
| eader in the British Food Industry and is anong the 10 biggest food
retailers in the world. It operates around 985 stores worldwide and its
mar ket value is £19, 331. 82m
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It has undergone continuous restructuring in an attenpt to release the
| east profitable businesses and focus on key areas demanded by
custormers. In the Non-Food sector the conpany owns already 4 percent of
the market share and experienced a 18 percent growh in sales in the
|ast year. Tesco is also the leader in volume sales for Health and
Beauty and recently purchased a nmajority stake in the Nutri Centre. It
should also be nentioned that Tesco has its own bank and provides its
custoners with credit cards and | oans.

Tabl e 1: Tesco’s financial ratios

Year 2007| 2006
Qperating Profit

Mar gi n( %) 6.2 6
EPS( p) 17.96| 15. 28
Di vi dend Per share 6. 97| 6.345
Share Price(p) 305. 3 275
NOPAT( £m) 1302| 1108

Future growh is going to affect all the aspects of Tesco s business

Increases in profits will increase EPS and NOPAT in the next two years.
I nvestors shoul d expect also a slight growh in dividends per share. The
Board has adopted a Profit enhancing strategy and its expansion plan is
expected to strengthen the conpany’'s international position in the
future. Tesco has a pipeline, which consists of food and non-food
products. The forecasts are also based on the launch of a mx of
products, which will deliver substantial earnings for the conpany in the
next year.

In the last decade, Tesco has entered many Asian and European narkets
and new stores have been planned to be opened in the future as part of
the conpany’s expansion plan, which was adopted recently by the
conpany’'s Board. The restructuring plan is expected to give a great
boost in its sales in 2008 and 2009. Remarkably, The Asian sales figures
are expected to experience a 42% growmh in the next year

Tesco is not highly affected by changes in the econony, however it is
affected by variations in the interest rates. The conpany is exposed to
production and devel opment since its expansion plan is in progress and a
new product mx is going to be launched in the future. In addition, the
conpany as an international player faces further risks by variations in
exchange rates and by changes in the regulatory frameworks of specific
international markets. It should be also kept in mnd that, food
retailers were always exposed to fluctuations in market demand and
consuners’ preferences.

The second conpany examned in this paper is Abertson’'s and is
headquartered in Boise, ldaho in US since 1939. Albertson’s is one of
the largest retail food and drug chains in the United States. The
conpany is listed in New York and Pacific Stock exchanges. On June 23,
1999, Albertson’'s Inc and Anerican Stores Conpany consumated a nerger
with the issuance of 177 mllion shares of Al bertson’s common stock (the
nerger). After this transaction, the conpany is regarded as the third
largest retail food and drug chain in United States. The conpany
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operates 2,421 stores in 33 states across the country and has a nmarket
val ue equal to $11522.89m

Al bertson’s operations are within a single operating segnent, the retail
sale of food and drug nerchandi se. The conpany possess a conpetitive
advantage over its rivals due to the extended differentiation in its
product pipeline and the type of stores that operates. In addition, the
conpany is involved to the financial sector by providing its custoners
with high quality of banking facilities. Saving cards and C ubcards have
been produced to support the conpany’s loyalty schene.

Al bertson’s stores are located in 33 Northeastern, \Wstern, md-Wstern
and Southern areas of the United States. The conpany has w dely spread
its activities fromthe Mexican to the Canadi an borders w t hout engagi ng
in operations outside the country.

Table 1: Albertson's financial ratios

Year 2007 2006
Qperating Profit

Margin (9 4.4 3.5
EPS( $) 1.9621| 1.271
Di vidend Per share($)| 0.8227| 0.776
Share Price(9$) 61.9762] 39.1
NOPAT( $m) 987. 95| 686. 8

Slight increases in EPS and dividends per share are expected in 2008 due
to small changes in profits. However, in 2009, after the successful
conpl etion of the second phase of the restructuring plan these ratios
will increase significantly.

The conpany has already achieved high economes of scale due to the
nerger with ASC and its efficiency levels follow an upward trend. The
next year wll be very inportant, as the second phase of the
restructuring program will be conpleted. Al bertson’s follows mainly a
cost reduction policy through nmarket exits and reductions in operating
expenses in order to limt the gearing ratio and gain again the
investors’ confidence. The conpany is expected to deliver significant
growth in the future and increase its narket power in the nost
influential markets of the United States.

It is evident fromthe previous analysis that the two conpani es possess
an inportant share in the world market of the industry where they
operate and build up their strategies followng specific processes
according to the established managenent tactics.

Application of the nmultinational nmarketing tactics and
strategies

The second part of the paper wll reveal the four distinctive
capabilities inside the corporate strategies followed by the two
conpanies and will underline the significance of the establishment of a

core managenent techniques into the conpani es action plans.

Architecture
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The Multinational Conpanies, in the framework of their market strategy,
invest each year a significant proportion of their budget in the
production and consunption process. They need to strengthen their
relationships with inportant suppliers, key custoners and of course
their enployees in order to safeguard (or to raise ) their market share
in the global econony.

External Architecture
External Architecture represents the conpany's relationships with main
suppl i ers and key custoners.

For Tesco, this type of architecture is mainly based on joint ventures
and col | aborations. The conpany has incorporated themin all aspects of
the business. Tesco invested £150 million in a joint venture with Sinme
Darby to open 15 hypermarkets in Malaysia at the beginning of 2002. The
conpany |l aunched its first credit card in 2002 through its joint venture
with Royal Bank of Scotland, which offered points towards its loyalty
program |In addition, Tesco and British Land fornmed recently a £175
joint venture in which they pooled a nunber of retail properties, in a
type of sale and |easeback agreenment which unlocked sonme of Tesco's
capital. Further nore, the conpany |aunched an internet banking service
in partnership with the Royal Bank of Scotl and.

As it was nmentioned earlier, Tesco has its own bank and provides its
custoners with credit cards and loans. Its Cubcard is connected with
the credit card and the custoners can gain significant reward points and
vouchers. The Clubcard loyalty scheme was mainly launched in order to
attract higher spending custoners, and offer new rewards such as
hol i days and flights.

Al bertson’s Inc and Anerican Stores (ASC) consummated a nerger in 1999
for financial purposes only, because the two conpanies were always
working together. After this event, the Goup has been able to
efficiently supply its stores with nerchandise through its distribution
centres, outside suppliers or directly from manufacturers in an effort
to obtain nmerchandi se at the | owest possible cost. The conpany believes
that it is not dependent on any one supplier, and considers its
relationships with its suppliers to be satisfactory. The conpany has
hi storically, serviced all of its retail stores from conpany
distribution centres. However, it has established close and long term
relationships with sone key suppliers. Al bertson’s also provides its
custonmers with various types of vouchers and Cubcards. The conpany
recently expanded its financial services by launching a saving card in
order to devel op one-to-one relationships with key custoners, to nonitor
shopping patterns and offer in-store discounts or incentives based on
speci fi ¢ shoppi ng behavi our

Qoviously, both conpanies prefer the long term relationships with key
suppliers and both invest towards the expansion of their market |oyalty
by providing sufficient financial services and Cubcards with their
brand nanmes on them However, Tesco's nmain target is to cut costs and
reduce risks by signing inportant agreenents with influential partners
or investing in joint ventures while the Al bertson’s principal supply
chain is based on its own distribution centres. The different types of
agreenents in which the two conpanies have been involved in the |ast
years are strongly connected to reputation because suppliers and
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customers know what their partners (Tesco or Albertson’'s) stands for,
which is the reason for choosing them

Internal Architecture

Internal Architecture is related to the conpany’s relationship with its
enpl oyees. The ability of firms to invest in and manage their people,
equi prent, facilities and financial capacity determine their ability to
operate at nmaxi mum efficiency. Tesco and Al bertsons both have internal
processes in place to train and neasure the performance of their
enpl oyees. Al conpanies in the industry want to attract the nost
tal ented people so the conpetition is very intense because the total
wor kf orce of the European Union and the United States is shrinking.

Energi zed associates is the Albertson's fifth strategic inperative. The

conpany wll strive to becone the enployer of choice in the food and
drugstore industry, and in addition plans to reduce bureaucracy and
| awyers of nmanagenent, build stronger conmunication systens, inprove

training prograns and inplenment new performance-based reward prograns.
The conpany recently announced that all store directors and pharnacy
nmanagers are now eligible for stock options while many of its enployees
will be covered by collective bargaining agreenents. Al bertson’s
Accel erated Managenent Devel opnment Program is to attract new or recent
col l ege graduates into the retail food and drug industry. The program
seeks potential leaders and is designed to prepare trainees to becone
part of Albertson's retail managenment team

Tesco is the UK s biggest private sector enployer and inplenents many
devel opnent and training prograns. In addition, the conpany signed a
partnership deal with the Usdaw shopworkers union that will result in
forums being set up in all of its stores to get staff nore involved in
commercial decisions. Tesco tries to create close ties wth its
associ ates by launching a strong share ownershi p schene. Last year, £116
mllion was paid out to 37,000 staff when two Save-As-You-Earn share
schenes mat ur ed.

The previous features underpin what both firnms are trying to achieve in
terms of a common corporate identity. They are trying to create a work
environnent that is challenging, exciting and supportive in order to
nmaxi m se enployee contributions. Both conpanies attract many talented
and energetic people because these people want to be part of a conpany
that genuinely respects its custoners, has significant market power and
a prom sing production process.

Reput ati on

The reputation of the conpany is very inportant to attract influential
custonmers and partners. Therefore, if the conpany’'s reputation is good
this will give the conpany an edge in front of conpetitors. In this
i ndustry, conpanies gradually becone renowned for their cost-effective
solutions, and the quality of service and products that they provide.
Al bertson’s and Tesco have exited many under-perfornmng markets
(Al bertson’s in a nuch greater extent) in order to concentrate on the
nost significant areas of the industry and reduce costs.

Al bertson’s strategic advantage in today' s nmarketplace cones from the
conpany’s uni que heritage in two independent narket places — food stores
and drugstores. Albertson’'s is a l|leader with decades of experience
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serving custoners in both industries. This unique position in the market
has enabled the conmpany to bring together separate retail brands,
creating the dual brand conbination stores that |everage the conpany’s
separate food and drug experience and brand equity. The conpany
mai ntains an influential series of brand names as Al bertson’s — Gsco
Jewel - Gsco, Acne, Sav-on Drugs, Max-Foods, and Super Saver ( Al bertson’'s
2006 annual report).

In addition, Al bertson’'s contributes to the quality of life in many
di verse communities that serves. Wth main focus on hunger relief ( the
conpany donated nore than 20 mllion pounds of food and non-food itens
to Anerica’'s Second Harvest food banks and other local hunger relief
progranms), health and nutrition, and education (partnering wth
Canpbell’'s to give one nmillion Labels for Education to Enerald Park
El enentary in Kent, Washington). In total, Al bertson's has provided nore
than $67 mllion in cash and in-kind support to assist in nmeeting
comuni ty needs.

Al bertson’s also continues to receive accolades for its resource
conservation and sustainability efforts. Some of the rewards obtai ned by
Al bertson’s | ast year

Salt Lake Oganizing Comrittee Wnter dynpics 2002 Spirit of the
Land for Qutstandi ng Achi evenent in Environnental education

The Pennsyl vani a Governor’s Environnmental Excellence Award.

The Busi nesses for the By 2001 Excellence Award for reducing negative
i npacts upon the Chesapeake Bay wat er shed.

The King County, Washington, G een G obe Award.

Tesco al so produces a w de range of brand name products and has a quite
long experience in the retail food service sector. The conpany is
officially UKs largest food retailer, and according to a report by
Strategic Vision Tesco has becone the |eading European grocery retailer
in terms of sales. Mreover, the conpany made significant contributions
(£9 million) in cash and in kind in the last year and provi ded students
with inportant voucher schenes. Tesco's Charity of the Year for 2001 was
The Al zheinmer's Society and Al zheiner Scotland — Action on Denentia
received over £2 nillion. Furthernore, Tesco builds its inage also
outside the UK borders. Recently, in South Korea the conpany has been
recognised by the Mnistry of the Environment as being the |eading
retailer for the pronotion of environmental products while in Thailand
it supports a wide range of community projects including agriculture,
vocational training and devel oprment of snall suppliers.

Apparently, the two conpanies have been committed to support |oca
people and communities and protect the environnent. They have a clear
strategy focused on chanpioning environmental issues and conducting
busi ness ethically. Their endeavours in this respect will hel p shape the
pi cture of admred and trusted conpanies in the public's perception

| nnovati on

Innovation is a vital differentiator in the retail food and drug
i ndustry. Discoveries in science and technol ogy often have the potentia
to transform products, businesses, and even societies. The conpanies
have to be at the forefront of technology in order to be conpetitive and
devel op new products which will cover the custoners’ needs in each era.
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Al bertson’s has actively pursued a restructuring program of enlarging
and renodelling existing stores, and exiting under performng narkets.
The conpany announced that 88 % of its current retail square footage has
been opened or renodelled during this period. Albertson's plans to
invest mainly to markets that experienced high profitability rates in
t he past.

Al bertson’s board sees information technol ogy as an investnment priority.
This investnment increases the quality of service and consequently the
conpany’s revenue. A private wide — area network of phone lines and
satellites, coupled with the internet and |ocal area networks at each
store, helps serve the conpany’'s information needs. This information
systemlinks all |arge scale conputers, in-store processors and persona
conputers to custoners, suppliers and associ at es.

Tesco owns a simlar information system The Continuous Repleni shnment
system where goods are ordered automatically based on continuous
information flows from the conpany’s checkouts, raising availability,
pronoting operating activities and increasing efficiency standards. The
conpany also announced the extension of its supply chain by t he
establishment of new distribution centres around the world (expansion
pl an).

It is also noteworthy that the conpany is investing £0.7 million in an
organic farm ng research project at Newcastle University, and is already
funding a simlar schene at Aberdeen University.

Undoubt edly, both conpanies use technological applications in their
front-end systens to give custoners at their check stands the nost
positive experience possible, with the proper balance of efficiency and
custonmer service. They have increased custoner conveni ence and checkout
speed by using systens that allow custoners to pay with debit cards

credit cards or electronic benefit paynments. The two conpanies naintain
advanced web-sites and internet facilities in order to service on-line
custonmers. Tesco.com is the biggest online supernmarket operator in the
world and had a turnover of £356 mllion in the last financial year

Strategi c Assets

In the retail food industry, conpanies nmay obtain strategic advantage
through their nmarket position or structure. Due to recent consolidation
in the industry, conpanies require |arge-scale production capability to
capture greater market power. Tesco and Albertson’'s face the same
fundanental challenge, become larger and nore capable or risk |oosing
the conpetitive edge needed to survive at the highest levels of the
i ndustry.

Tesco has already adopt a strategy of acquisitions on a worldw de base.
The conpany acquired a 51%stake in Nutri Centre, a controlling stake in
Lotus (the Thailand based retailer), Sanders Supernarkets, and
Qui nnsworth Supernarket chains from Associated British Foods. Tesco
pronotes a plan for widening its market access by opening new stores in
Mal aysia and China in 2005/2006. Moreover, the conpany has a prom sing
product pipeline including many food and non-food products. It is the
UK's largest organics retailer and plans to grow sales to £1 nmillion in
the next five years. Tesco ains to gain a conpetitive advantage over its
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rivals in the production of organic food as it has already invested £0.7
mllion in organic farmng research projects in Newcastle and Aberdeen
Universities. Furthernore, the conpany |aunched a nmajor price-cutting
canpaign that wll reduce prices on 240 key itens by up to 25%
Moreover, Tesco increased its sales figures in the past years by
separating its TescoDirect e-conmerce operations from its main
super mar ket busi ness and targeted TescoNet at families who want an easy-
t o-use | ow cost service.

Al bertson’'s followed the latest industry’'s trends and consunmated a
nerger with Anerican Stores Conpany in order to increase its market
val ue. Indeed, the conbined group became the third greatest food
retailer in US and the sixth worldw de. The new Board adopted a cut-cost
policy and many market exits took place in the last two years. The main
target for the conpany now is to renodel and increase the conpetitive
power of its stores in key markets of United States. Its Directors
believe that when the restructuring plan will be conpleted, the conpany
will have a conpetitive advantage over its rivals in US. The conpany
intends to re-direct non-val ue added dollars saved from the expense and
process control programs back into the marketplace in order to inpact
custonmers and drive growth. Al bertson’s is intending to inplement new
programs for increasing custoners’ loyalty and raising the sales
figures. A conpany-wide “Service First, Second to None” program is
reinvigorating the enployees’ focus on custoner service. A “Focus on
Fresh” initiative is inproving the delivery of fresh foods throughout
the conpany’s fresh departnments. In addition, the conpany innovated its
web site in order to facilitate on-1ine shopping.

Both conpanies innovated their Developnment Systens and enhanced the
technol ogical capabilities of their stores. The conpanies invested
heavily on information and technology systens for inproving operating
efficiencies. Undoubtedly, technological support is becomng a growth
opportunity in the retail food and drug industry, so the firm that
enmerges with a superior system in this area will possess a strategic
asset. The other strategic assets that the two conpani es possess are
their brand nane products that have build up over the past decades.

Concl usi on

As it becanme clear from the previous argunents, Tesco and Al bertson’s
possess all four distinctive capabilities which they overlap in nost of
the cases. This overlap is vital for the extraction of additional val ue.
For exanple, the value of innovation is extracted by using a conbination
of architecture (enployees and suppliers) and strategic assets (market
power). O course, Reputation also has an inportant role for custonmers
when buyi ng products (Brand nanme products).

The two nain conpetitive strategies that the conpanies can use are
(Pal epu et al., 2000):

Cost Reduction / Leadership
Profit enhancing / Market Power

These strategies can give a significant conpetitive advantage i.e.
distinctive and can therefore earn sharehol ders a superior return.
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Tesco has a very clear-cut goal strategy, which is described by the
foll owi ng quote :

“Qur world class team of people is building a world-class
business by working harder to deliver great value for

custonmers, in every store, in every country, every day.”
(Tesco plc Annual Review and Summary Financial Statenent
2005) .

Tesco announced that raised its nmarket share worldw de during the | ast
year and plans to exploit new markets (China and Mal aysia). The conpany
invested £280 mllion in price. Price conparisons on over 70% of
everything it sells show it offers the cheapest products for custoners
conpared with its main conpetitors. Its Managenent clainmed that the
conpany has inproved its price position against every mgjor retailer
nore than in any other year. Tesco, recently, announced that it expects
high growth rates in sales and profit figures in 2007/2008. It is
obvious that the main strategy applied by Tesco is a Profit Enhancing /
Mar ket Power strategy, however it has also (into a less extent) tried to
follow a Cost / Reduction Strategy by engaging in joint ventures and
col | aborati ons.

Al bertson’'s strategy follow mainly an aggressive cost and process
control. Its Board approved a restructuring plan that included a
Vol untary Separation Plan and |nvoluntary Severance Plan resulted in a
20% reduction in corporate and administrative staff above store |evel
In addition, the conpany adopted a policy towards the exit of under-
performng markets in order to reduce losses and concentrate its
activities in the nost inportant US markets. It should also be kept in
mnd that the conpany consummated a |arge nerger with Arerican Stores in
1999. According to the previous arguments, Al bertson’s has enployed a
Cost Reduction / Leadership strategy. However , the conpany’s
concentration policy over influential markets, it could be seen also as
a profit enhancing strategy as the conpany plans to expand its
activities and market share in these areas.

Qovi ously, both conpanies have strategies that take place on simlar
di nensions, which is nornal for rival conpanies, because they focus on
beating their conpetitors in the business segnment in which they operate.
Tesco has adopted mainly a profit enhancing strategy while Al bertson's
seens to prefer the Cost Reduction solution. This does not inply though
that the conpanies reject the second type of strategy which exists in
the industry. It has been observed in the past that in sone cases they
used a mx of these two strategies (Profit Enhancing and Cost Reducti on)
generating sustainable profits.

It is evident that, International marketing tactics and strategies are
the main instrunents for the managers of the nultinational conpanies in
the recent era. The conpanies need to possess a significant share of the
gl obal nmarket power in order to develop additional market value and
increase the earnings of their shareholders. The incorporation of
distinctive capabilities in the market strategy can increase the market
share of the Miultinational Conpanies.

This paper covered sone of the nost inportant recent devel oped market
tactics in international econom cs wthout short-changing the enduring
theoretical insights that have traditionally formed the core of the
subj ect. There has been achi eved this conprehensiveness by stressing how
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t he new nmanagenent techni ques have been established in response to the
evol ving corporate strategies in the world econony.
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