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论文概要 

 

论文的主题是巨龙跨国公司的国际化。论文论述了传统跨国公

司在国际化过程中与新型跨国公司的国际化过程中的差异，这

些学者称即后来居上的跨国公司(Latecomers)	或者更确切地说是

“巨龙跨国公司”。(Dragon	Multinationals)	

20 世纪 70 年代以来，随着乌普萨拉模式、折衷理论等多种模式

的发展，许多学者试图解释来自三合会国家（美国、欧洲和日

本）的跨国公司的国际化进程。学者们还描述了这一过程如何

影响来自三合会国家的第一批跨国公司的战略和组织结构。正

如所定义的那样，国际化并不是静止的或突然获得的地位，而

是“越来越多地参与国际运营的过程”。公司国际化的过程是

由于经济全球化的扩大，已经看到越来越多的公司参与了， 还

有来自周边地区的公司。 

在本论文，当我们使用“周边区域”这个词时，我们想要强调

中心和边缘之间的差异，因此焦点会发生变化，但我们并不是

指世界上所有新兴国家。 相反，我们指的是外围最发达的国家，

它被认为是边缘，因为它们面对经济全球化的过程和发达国家

之后的国际化进程。 

正是由于这种扩张，越来越多的学者开始把注意力不仅集中在

传统的跨国公司上，而且也集中在我们可以认为是企业“新

zoology”的新的公司形式上；那些在文献中被称为后发者的企
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业，并不是出于选择，而是因为它们来自于一个边缘的地位，

它们所经历的经济全球化进程比中心国家要晚。 

但是，由于它们来自于一个边缘国家，而且它们所经历的经济

全球化进程只比中心国家晚。因此，学者们研究了他们的特点

和创新策略，让他们在全球市场中占据一席之地。 

论文的目的是试图描述国际化进程的发生和演变，但最重要的

是，学者们的注意力如何从美国、欧洲和日本等三位一体的经

济体转移到新兴的边缘国家。因此，我们也将以贵州茅台股份

有限公司为案例，作为一家来自周边的企业，在这种情况下，

它来自中国，但由于其自身的特点和创新战略，成功地成为其

行业的领导者。 

 

第一章的目的是分析经济全球化的过程，以及企业国际化的过

程是如何发生的。我们将把多年来关注的焦点转移到三合会国

家的经济全球化上来，而不是周边国家。我们将介绍由于全球

化现象而产生的新的企业生态系统的创建，就像后来巨上者将

是本文的主要参与者一样。最后，我们将解释这些年来公司面

临的最严重困境，例如全球一体化或本地应对措施之间的决策，

以及后来者如何采用不同的方法来解决这一困境。后来巨上的

公司之所以能够解决这一困境，是因为他们从一开始就在战略

和结构上采取了全球性的方法。因此，在第一章中，我们描述

了随着经济全球化的扩张，越来越多的公司开始了国际化的进

程，并产生了新型的公司，如后来居上者。所以我们要回答的



 

5 

问题是，我们所谓的边缘是什么意思？什么是新型公司？如何

解决全球一体化与本地响应之间的两难问题?  

 

在第二章中，我们将从定义开始描述国际化，以及第一批跨国

公司的国际化进程。 然后在第二部分，我们将集中讨论学者们

为解释国际化模式而创造的主要理论: Vernon model 例如弗农

模型，并将其传递给乌普萨拉(Uppsala Model)、关系网 

(Network model)和折衷理论 Eclectic Theory。在第二章的最

后一部分，我们将关注传统跨国公司的特征，战略和组织结构。 

我们将使用不同的框架从基于行业的角度分析其战略，通过基

于资源的视图并达到基于机构的视图。在第二章中，我们将试

图回答一些问题，例如传统跨国公司的国际化进程如何，它们

有哪些特点？他们遵循什么模式？他们实施了什么战略？ 

 

在第三章中，重点将转移到巨龙跨国公司，这一新的国际化进

程的主角。我们将详细分析学者们是如何开始谈论的龙跨国公

司，他们的定义和他们的特点。此外，论文还分析了与传统跨

国公司不同的国际化进程的新途径、新模式。在第三章的第二

部分中，将阐述巨龙跨国公司的特点、战略和组织创新，与传

统的跨国公司完全不同。在第三章中，我们将尝试回答一些问

题，比如巨龙跨国公司是什么？他们有什么特点？它们与传统

跨国公司有何不同？他们选择什么策略？ 
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在最后一章中，我们想集中注意力在一个案例研究分析一个特

定的公司。在文献中，在寻找巨龙的跨国公司的参考和例子时，

经常会提到宏碁集团 (Acer)、海尔 (Haier)、联想集团 

(Lenovo)等公司，这些公司因其特点和战略类型而成为国际领

先企业。然而，我们决定不提及这些典型的公司，这些公司无

疑是巨龙跨国公司的完美范例，并且长期以来一直在文献中被

研究。然而，与此相反，我们希望利用贵州茅台有限公司作为

案例研究，最近，该公司在国际上取得了越来越大的成功，这

无疑是一个原创和令人兴奋的选择。在最后一章中，我们将尝

试用一个实际的案例来回答关于巨龙跨国公司的问题。 

 

综上所述：因此，论文将是一种理解在经济全球化扩张之后，

焦点如何从三合会转移到外围的方法。这将有助于了解传统跨

国公司与巨龙跨国公司的区别，以及它们的特点和战略。这也

是一种理解的方式，即使巨龙跨国公司没有最初的资源和优势，

但他们能够改善和利用其他方面，并将其转化为优势，以获得

在全球市场的地位。以贵州茅台有限公司为例，说明了巨龙跨

国公司也可以成为成功的领导者。 
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INTRODUCTION	
	

This	 dissertation	 focuses	 on	 the	 internationalization	 of	 a	 new	 type	 of	

multinationals,	the	latecomers	or	also	called	more	precisely	Dragon	Multinationals.	

Since	 the	 seventies	 many	 scholars	 have	 tried	 to	 explain	 the	 process	 of	

internationalization	of	the	multinationals	coming	from	the	Triad	countries	(United	

States,	Europe,	and	Japan),	with	the	development	of	different	models	such	as	the	

Uppsala	model	or	the	Eclectic	Theory	and	many	others;	the	scholars	also	described	

how	this	process	influenced	the	strategy	and	organizational	structure	of	the	first	

multinationals	 coming	 from	 the	 countries	 of	 the	 Triad.	 Internationalization,	 as	

defined,	is	not	seen	as	something	static	or	suddenly	an	acquired	status,	but	on	the	

contrary,	 it	 is	"process	of	 increasing	 involvement	 in	an	 international	operation."	

This	was	thanks	to	the	expansion	of	the	economic	globalization	that	has	seen	the	

participation	of	more	and	more	companies	also	coming	from	the	Periphery.	When	

in	this	thesis	will	be	used	the	word	Periphery	we	want	to	emphasize	the	difference	

between	center	and	Periphery,	therefore	the	shift	of	focus,	but	we	do	not	mean	all	

emerging	countries	of	the	world,	but	on	the	contrary,	we	mean	the	most	developed	

countries	that	are	however	to	be	considered	on	the	Periphery;	because	they	have	

had	 a	 process	 of	 economic	 globalization	 and	 subsequent	 internationalization	 to	

those	of	the	Triad.	Precisely	as	a	result	of	this	expansion,	more	and	more	scholars	

have	begun	to	focus	their	attention	not	only	on	traditional	MNEs	but	also	on	new	

forms	of	companies	that	we	can	consider	as	a	"new	zoology"	of	firms;	those	firms	

that	 are	 called	 in	 the	 literature	as	 latecomers,	 are	 late-mover	not	by	 choice	but	

because	are	coming	from	a	peripherical	status	and	they	came	across	a	process	of	

economic	 globalization	 only	 later	 than	 the	 Center	 countries.	 Thus,	 scholars	

studying	 their	characteristics	and	 their	 innovative	strategies,	 let	 them	acquire	a	

position	in	a	global	market.		

The	 aim	 of	 this	 dissertation	 is	 an	 attempt	 to	 represent	 the	 internationalization	

process	as	 it	has	happened	and	how	it	has	evolved,	but	above	all,	how	scholars’	

attention	has	shifted	from	the	economies	of	the	triad	like	the	United	States,	Europe	

and	Japan,	to	the	new	emerging	of	the	Periphery.		
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Therefore,	we	will	also	use	Kweichow	Moutai	Co.,	Ltd.	as	a	case	study,	as	a	company	

that	 comes	 from	 the	 Periphery,	 in	 this	 case	 from	 China,	 but	 thanks	 to	 its	

characteristics	 and	 innovative	 strategy	have	managed	 to	become	a	 leader	 in	 its	

industry.		

	

The	purpose	of	the	first	chapter	is	to	analyze	the	process	of	economic	globalization,	

and	how	 the	process	of	going	global	 for	 companies	occurred.	We	will	move	 the	

focus	that	for	years	has	been	on	the	economic	globalization	of	the	countries	from	

the	Triad,	instead	of	those	of	the	Peripheries.	We	will	introduce	the	creation	of	new	

zoology	of	firms,	that	have	arisen	as	a	result	of	the	phenomenon	of	globalization,	

like	the	latecomers	that	will	be	the	main	actors	of	the	thesis.	Finally,	we	will	explain	

what	the	most	significant	dilemma	for	companies	has	been	for	years,	such	as	the	

decision	between	global	 integration	or	 local	 responsiveness,	 specifying	how	 the	

latecomers	have	arrived	at	a	different	approach	and	the	resolution	of	this	dilemma,	

thanks	for	their	global	approach	since	the	beginning.		

	

On	the	second	chapter,	we	will	describe	the	internationalization,	starting	from	its	

definition,	as	was	the	internationalization	process	for	the	first	multinationals.	Then	

in	the	second	part,	we	will	focus	on	the	main	theories	that	have	been	created	by	

scholars	 to	 explain	 the	 patterns	 of	 internationalization	—	 touching	 the	 Vernon	

model	arriving	at	the	network	approach,	passing	to	the	Uppsala	and	the	Eclectic	

theory.		In	the	last	part	of	the	second	chapter,	we	will	focus	on	the	characteristics	

of	traditional	multinationals,	on	their	strategies	and	their	organizational	structure.			

We	will	 use	 a	 different	 framework	 to	 analyze	 their	 strategy	 from	 the	 industry-

based	 view,	 passing	 through	 the	 resource-based	 view	 and	 arriving	 at	 the	

institution-based	view.	

	

In	 the	 third	 chapter,	 the	 spotlight	 will	 shift	 on	 the	 Dragon	 multinationals,	 the	

protagonists	of	this	new	process	of	internationalization.	We	will	analyze	in	detail	

how	scholars	have	begun	to	talk	about	Dragon	multinationals,	their	definition,	and	

their	characteristics.	Moreover,	it	will	be	analyzed	the	new	approach,	new	pattern	

of	the	internationalization	process,	as	it	is	different	from	that	of	traditional	MNEs.		
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In	the	second	part	of	the	third	chapter	will	be	described	the	Dragon	multinational's	

characteristics,	 strategy,	 and	organizational	 innovation,	 completely	distant	 from	

the	traditional	ones.	

	

In	the	last	chapter,	we	want	to	concentrate	our	attention	on	a	case	study	analyzing	

a	particular	company.	In	literature,	when	looking	for	references	and	examples	of	

Dragon	 multinationals,	 companies	 such	 as	 Acer,	 Haier,	 or	 Lenovo	 are	 often	

mentioned,	which	have	become	international	leaders	due	to	their	characteristics	

and	type	of	strategy.	However,	we	decided	not	to	refer	to	these	typical	companies	

that	 are	 undoubtedly	 perfect	 examples	 of	Dragon	multinationals	 and	 have	 long	

been	studied	in	the	literature.	We	want	to	use	the	Kweichow	Moutai	Company	as	a	

case	 study,	 which	 recently,	 is	 gaining	 an	 increase	 international	 success;	 it	 is	

undoubtedly	an	original	and	exciting	choice.			

	

To	summarize:	this	thesis	will,	therefore,	be	a	way	of	understanding	how,	following	

an	expansion	of	economic	globalization,	the	focus	has	shifted	from	the	Triad	to	the	

Periphery.	It	will	be	a	way	to	understand	what	the	differences	between	traditional	

MNEs	and	Dragon	Multinationals	are,	so	their	characteristics	and	strategy.	It	also	

will	be	a	way	to	understand	how,	even	though	the	Dragon	multinationals	they	did	

not	 have	 initial	 resources	 and	 advantages,	 but	 they	 were	 able	 to	 improve	 and	

exploit	other	aspects	and	transform	them	into	advantages,	 in	order	to	acquire	a	

position	in	a	global	market.	The	case	study	of	the	company	Kweichow	Moutai	Co.,	

Ltd.	 is	 the	 example	 of	 how	 Dragon	 multinationals	 can	 also	 become	 successful	

leaders.			
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CHAPTER	I	

	

	

1.1	Economic	globalization			

	
Globalization	is	widely	seen	to	be	the	dominant	tendency	of	our	time.	Over	the	past	

30	years,	firms	have	begun	to	explore	new	markets	and	have	become	increasingly	

familiar	with	foreign	countries,	this	shift	of	focus	has	allowed	them	to	reduce	the	

costs	and	benefit	from	this	new	phenomenon.	People	have	started	to	sell	or	buy	

products,	services,	and	technologies	in	almost	all	the	world,	this	has	led	to	having	

more	standardized	products,	and	the	possibility	to	find	the	same	product	almost	

everywhere.	This	phenomenon	allows	taking	advantage	of	different	time	and	space,	

bringing	more	opportunities	for	firms	and	people.	Moreover,	it	allows	for	lowering	

the	barriers	between	countries	and	shortening	the	distances.	Indeed,	international	

trade	 and	 investments	 abroad	 have	 increased	 considerably.	 All	 these	 are	 the	

results	of	the	phenomenon	of	globalization.	

As	can	be	seen,	the	phenomenon	of	globalization	is	too	broad	and	can	involve	many	

aspects;	 In	 fact,	 it	 is	 not	 easy	 to	 be	 able	 to	 give	 a	 precise	 definition.	 The	

phenomenon	of	globalization,	 is	a	broad	 topic	 in	 the	 literature,	has	divided	 into	

three	different	types	of	globalization:	a	political,	cultural,	and	economic	one.	Since,	

the	thesis	will	focus	on	explaining	the	internationalization	of	companies	and	even	

more	specifically	of	 the	new	emerging	Dragon	Multinationals,	 in	 this	section	we	

will	 focus	 on	 identifying	 the	 economic	 globalization	 and	 specifically	 the	

globalization	of	the	companies.	

As	 said	 before,	 economic	 globalization	 is	 one	 of	 the	 three	 dimensions	 of	

globalization	understood	in	a	broader	sense.	However,	what	is	meant	by	economic	

globalization?	 "Economic	 globalization	 refers	 to	 the	 widespread	 international	

movement	of	goods,	capital,	service,	technology,	and	information.	It	is	the	increasing	

economic	 integration	and	 interdependence	of	national	and	 local	economies	across	
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the	world	 through	 an	 intensification	 of	 cross	 border	movement	 of	 goods,	 service,	

technology,	and	capital."	(Joshi	Rakesh	Mohan	2009).		

We	 need	 to	 understand	 why	 economic	 growth	 has	 been	 developed	 and	 talked	

about	so	much	in	recent	years.	Because	the	economic	globalization	has	expanded	

from	the	emergence	of	transnational	trade,	and	it	has	grown	faster	due	to	improved	

long-distance	transportation,	due	to	the	advances	in	telecommunications,	and	by	

the	development	in	science	and	technology.	(Gao,	Shangquan	2009)		

The	 recent	 boom	 of	 economic	 globalization	 was	 also	 supported	 by	 developed	

countries	integrating	with	developing	countries	through	foreign	direct	investment,	

by	the	reduction	of	the	trade	barriers,	and	lastly	by	the	lowering	of	the	cost	of	doing	

business.		As	we	will	see	in	the	following	chapters.		

	

	

1.1.1	Globalization	of	the	companies:	Going	global	
	

Thanks	to	this	phenomenon	of	the	economic	globalization,	but	also	to	the	reduction	

of	 entry	 barriers	 and	 the	 desire	 of	 exploit	more	 significant	 advantages	 both	 in	

terms	 of	 technology	 and	 having	 raw	materials	 at	 a	 lower	 cost,	more	 and	more	

companies	have	begun	to	approach	new	countries	and	markets.			

By	globalization	of	companies,	we	mean	how	the	company	faces	foreign	markets.	

Therefore,	 to	 simplify	 this	 choice	 of	 going	 global,	 the	 company	 considers	 the	

markets	similar	in	order	to	focus	more	on	the	similarity	rather	than	the	differences.	

Moreover,	 the	 companies	 had	 to	 change	 their	 strategy	 and	 firm’s	 organization,	

choosing	 to	 have	 a	more	 global	 approach.	 About	 this,	 we	will	 explain	 it	 in	 the	

following	chapters.		

The	point	where	we	want	to	focus	our	attention	is	to	understand	what	the	meaning	

of	going	global	is?	“Going	global”	is	often	described	in	incremental	terms	as	a	more	

or	 less	 gradual	 process,	 starting	 with	 increased	 exports	 or	 global	 sourcing,	

followed	 by	 a	 modest	 international	 presence,	 growing	 into	 a	 multinational	

organization,	and	ultimately	evolving	into	a	global	attitude.		
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Based	on	the	literature,	companies	tend	to	globalize	in	stages,	and	each	stage	has	

different	opportunities	and	threats,	but	also	a	different	commitment.	(De	Kluyver	

Cornelis	A.	2010)	The	stages	are:			

	

1. Market	 entry:	 companies	 tend	 to	 enter	 in	 new	 countries	 but	 using	 business	

models	and	strategy	that	are	similar	to	the	ones	of	the	home	country.	

	

2. Product	 specialization:	 means	 the	 transfer	 by	 firms	 of	 the	 full	 production	

process	of	a	particular	product	to	a	single,	low-cost	location	and	the	export	of	

the	goods	to	various	consumer	markets.	

	

3. Value	chain	disaggregation:	The	stage	in	globalization	in	which	firms	start	to	

disaggregate	 the	 production	 process	 and	 focus	 each	 activity	 in	 the	 most	

advantageous	location.	

	

4. Value	chain	reengineering:	The	fourth	stage	in	globalization	in	which	firms	seek	

to	 increase	 cost	 savings	 by	 reengineering	 processes	 to	 suit	 local	 market	

conditions.	

	

5. Creation	 of	 a	 new	 market:	 it	 is	 when	 the	 company	 focuses	 on	 the	 market	

expansion.	

	

Of	 course,	 these	 five	 stages	 explained	 above	 do	 not	 define	 a	 rigid	 scheme	 or	

sequences	that	all	industries	follow;	therefore,	companies	can	skip	or	combine	the	

different	stages.	

	
This	was	a	brief	 introduction	of	 the	more	specific	globalization	 in	 the	economic	

sphere	but	above	all,	the	globalization	of	the	companies.	

In	the	next	section	1.2,	instead,	we	will	describe	how	the	focus	of	globalization	has	

shifted	from	the	countries	of	the	Triad	to	that	of	the	Periphery.	
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1.2	Globalization	from	the	Periphery	
	

The	phenomenon	of	globalization	has	long	been	studied	and	commented	upon	by	

leading	scholars,	for	years	the	point	of	view	of	scholars	has	been	focused	on	the	

Triad	economics,	composed	by	the	United	States,	Europe,	and	Japan;	and	it	is	from	

these	 countries	 that	 the	 first	 multinationals	 have	 developed,	 which	 have	 been	

influenced	by	 the	phenomenon	of	 globalization.	Over	 these	years,	 for	 some,	 the	

world	 economy	 has	 been	 seen	 as	 a	 system	 where	 large	 multinationals	 govern	

dynamics	 and	 shaped	 them	 according	 to	 their	 needs,	 and	 others	 adapt	 to	 their	

organization;	a	system	in	which	small	firms	either	adapt	or	otherwise	perish.	We	

have	to	see	the	phenomenon	of	the	globalization	as	not	equal	in	all	the	countries,	

for	most	of	the	years,	the	phenomenon	of	globalization	did	not	affect	all	countries	

at	the	same	time,	in	fact	at	the	beginning	did	not	reach	the	developing	countries.			

Over	the	years,	the	thought	of	scholars	has	changed,	as	shown	by	the	research	of	

Dunning	and	Narula	(1996),	they	explained	the	globalization	as	a	phenomenon	that	

has	reconfiguration	the	world	economy.	Based	on	their	article,	globalization	has	

divided	 countries	 in	3	big	 categories.	The	 first	 group	 consists	of	developed	and	

industrialized	 countries;	 the	 second	 group	 is	 the	 Asian	 new	 industrialized	

countries	(NICs),	 trying	to	catch	up	with	the	first	group;	and	the	 last	one	that	 is	

composed	by	a	large	group	of	developing	countries,	still	too	far	from	the	first	and	

the	 second	 group.	 To	 date,	 in	 the	 twenty-first	 century,	 the	 old	 type	 of	 analysis	

where	it	was	considered	only	the	Triad	countries	can	no	longer	be	done.	However,	

we	must	 also	 consider	 the	 new	 exponents	 or	 "latecomers"	 that	 come	 from	 the	

Periphery.	When	we	speak	about	countries	from	the	Periphery,	we	want	to	make	

it	understood	that	they	are	peripheral	to	the	triad,	 that	 in	reality,	we	can	create	

more	significant	distinctions	even	between	different	level	of	the	periphery.	So,	in	

this	 thesis	 as	 Periphery,	we	do	not	 consider	 all	 the	developing	 countries	 in	 the	

world,	 but	 we	 consider	 all	 that	 new	MNEs	 that	 are	 emerging	 from	 developing	

countries	 but	 already	 with	 high	 industrialized	 statuses	 like	 China,	 or	 BRICs	

countries,	that	are	taking	advantages	of	the	new	opportunities	generated	by	this	

global	market.	
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Moreover,	 today,	 every	 important,	 elaborated	 social	 and	 economic	 system	

generates	 two	 complementary	 and	 competing	 forces.	 These	 two	 forces	 are	

represented	by	 traditional	MNEs'	one,	which	 is	 characterized	by	 continuity	 and	

incremental	 growth,	 and	 by	 the	 force	 of	 the	 newcomers	 and	 latecomers	

characterized	by	discontinuity	and	innovation.	Every	real	system,	to	date,	which	is	

in	a	state	of	dynamic	evolution,	is	subjected	to	the	pressure	of	these	litigating	forces.	

The	two	tension	of	the	globalization	exploited	by	firms	is	the	tension	in	space	and	

the	tension	in	time.	

Tension	in	space	is	the	tension	that	exists	between	the	Center	and	the	Periphery,	

the	Center	is	the	Triad	countries	(so	United	States,	Europe,	and	Japan),	while	the	

Periphery	 represents	 former	 developing	 countries	 of	 East	 Asia	 and	 the	 present	

newly	 industrialized	 countries.	 The	 shift	 of	 attention	 from	 the	 center	 to	 the	

periphery	 is	 to	 see	 it	 as	 developing	 through	 a	 process	 of	 dependence	 from	 the	

Center.		

The	second	 tension	 is	 the	 tension	 in	 time;	 this	emerges	between	 the	 traditional	

MNEs	and	 the	 latecomers.	Because	 in	 the	past,	 the	 focus	was	on	 the	 traditional	

MNEs,	 the	 big	 multinationals	 that	 had	 the	 resources	 and	 the	 advantages	 to	 go	

abroad.	Now	the	attention	is	shift	on	the	latecomers,	as	small	and	medium	firm	that	

they	do	not	have	the	resources	and	experiences	as	the	traditional	MNEs,	but	they	

can	 draw	 advantages	 from	 their	 position,	 and	 leverage	 them	 from	 the	 big	

multinationals	that	they	have	to	deal	with	it.	Since	they	are	latecomers,	they	are	

not	tied	up	with	the	past	practice,	strategy,	or	technology.	Thus,	they	can	be	more	

flexible	and	innovative	and	convert	their	disadvantages	in	advantages.	(Mathews	

2002)	

	According	to	the	data	of	(UNCTAD	2004),	there	was	an	increase	of	outward	FDI	

from	developing	countries,	has	risen	 from	$60	billion	 in	1980	to	$129	billion	 in	

1990	to	$869	billion	in	2000,	arriving	at	a	total	of	$1	trillion	in	2004.	Outward	FDI	

from	developing	 countries	 account	more	 than	10	percent	of	 the	world's	overall	

outward	FDI,	 the	 outward	FDI	 from	 the	Asia	Pacific	 (excluding	 Japan)	 accounts	

two-thirds	of	this	total.			

Moreover,	from	the	data	of	the	world	investment	report	2006	(UNCTAD	2006),	FDI	

from	 developing	 and	 transition	 economies	 reached	 $133	 billion	 in	 2005,	
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representing	about	17%	of	world	outward	flows.	After	analyzing	this	report,	the	

data	 shows	a	growing	presence	of	 firms	 internationally,	both	private	and	 state-

owned	 from	 developing	 countries.	 Thus,	 the	 outward	 expansion	 through	 FDI	

provides	development	opportunities	for	the	home	economies.		

From	what	we	can	see,	and	should	not	be	a	surprise,	the	new	latecomers	from	the	

Periphery	can	take	advantages	of	this	new	situation	and	these	new	dynamics.	The	

more	 the	 global	 economy	 opens	 up	 possibilities	 for	more	 rapid	 expansion	 and	

integration,	 the	 more	 firms	 are	 willing	 to	 create	 new	 innovative	 forms	 of	

organization.	 Moreover,	 they	 are	 willing	 to	 be	 integrated	 into	 this	 global	

environment.	It	is	precisely	this	diversity	of	latecomers	that	we	will	later	analyze	

in	detail,	 to	give	 them	an	advantage	over	 traditional	companies.	MNEs	 from	the	

Periphery	called	latecomers,	or	Dragon	multinationals,	have	to	be	global	in	their	

view,	in	their	organization	structure,	and	their	strategy	if	they	want	to	prosper	in	

this	new	global	environment.	Their	global	characteristic	is	not	a	legend	but	is	their	

distinctive	trait	to	have	success	in	this	new	economic	era.	

	

	

1.3	“New	zoology”	of	firms	
	

Following	 a	 change	 in	 focus,	which	 is	 no	 longer	 focused	on	 the	Triad	 countries	

(Unites	 States,	 Europe,	 and	 Japan)	 but	 has	 moved	 to	 the	 Periphery,	 this	 new	

environment	 has	 also	 allowed	 the	 development	 of	 new	 types	 of	 internationally	

active	firms.	Therefore,	we	could	write	about	the	“new	zoology”	of	the	international	

economy.	What	does	it	mean?	That	the	firms	have	evolved	from	what	is	considered	

the	traditional	divisions	and	types	of	companies	considered	the	"typical	MNEs"	to	

new	forms	that	adapt	to	this	new	environment.		

According	to	the	United	Nations	Conference	on	Trade	and	Development	(UNCTAD	

world	investment	report	2004),	by	the	beginning	of	the	2000s,	over	61,000	firms	

are	operating	internationally,	controlling	900,000	foreign	affiliates.	

Thus,	from	this	data,	we	can	understand	that	the	activities	of	these	firms	define	the	

emergent	global	 economy.	From	 this	61,000	 firms,	 for	 sure	 they	 include	 typical	
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MNEs,	such	as	 the	"multinational	corporation,"	a	corporation	that	operates	 in	

several	countries	and	adjusts	and	change	their	product	in	each	country.	It	 is	the	

most	familiar	character	in	the	globalization,	it	is	also	the	actor	that	is	shaping	the	

world	 of	 the	 twenty-first	 century;	 the	 "global	 corporation",	 operate	 with	

constancy,	and	its	strategy	is	to	consider	the	entire	world	as	were	a	single	entity;	it	

is	becoming	one	of	the	drive	forces	of	globalization	(Levitt	1984);	

There	are	also	the	emerging	of	the	"transnational	corporations":	the	concept	of	

transnational	corporation	emerged	in	the	1980s	as	a	description	of	a	firm	which	

was	overcoming	traditional	barriers	to	global	integration	and	global	outlook.	In	the	

1990s,	 (Drunker	1997)	describe	 the	 transitional	corporation's	characteristics	as	

follows:	"transformation	into	transnational	companies	has	begun,	and	it	is	moving	

fast.	The	products	or	services	may	be	the	same,	but	the	structure	 is	 fundamentally	

different.	 In	 a	 transnational	 company,	 there	 is	 only	 one	 economic	unit,	 the	world.	

Selling,	 servicing,	 public	 relations,	 and	 legal	 affairs	 are	 local.	 However,	 parts,	

machines,	 planning,	 research,	 finance,	 marketing,	 pricing,	 and	 management	 are	

conducted	in	contemplation	of	the	world	market".		

We	 will	 speak	 about	 the	 internationalization	 of	 these	 traditional	 MNEs,	 their	

characteristic,	strategy,	and	organization	in	the	following	Chapter	(2).		

In	these	61,000	firms,	also	includes	new	types	of	companies	that	stand	out	from	

the	traditional	ones,	big	multinationals	most	of	them	coming	from	the	Triad;	these	

new	types	of	organizations	are	the	"micro-MNEs":	smaller	MNEs	compare	to	the	

traditional	one	in	terms	of	resources,	capital,	and	size.	What	makes	them	unique	is	

that	they	are	offering	highly	specialized	service	to	existing	global	firms.	Then	there	

are	the	"newcomers":	are	 in	general	small	or	medium-sized	firms	that	 they	are	

originated	in	the	developed	countries,	but	they	enter	in	the	world	market	with	such	

a	force	and	smart	strategies	that	they	are	considered	a	new	species.	Then	there	are	

the	 "Born	 global":	 in	 general,	 firms	 that	 they	 did	 not	 follow	 the	 process	 of	

internationalization	step	by	step,	but	they	already	born	with	a	global	approach	and	

strategy,	so	since	the	beginning,	they	were	operating	in	the	global	market.	They	are	

in	general	starts-up	in	the	high-tech	industry.		Another	category	or	new	species	are	

the	"global	niche	players":	are	that	firm	that	has	been	global	but	maintaining	a	

leadership	position	in	a	niche	market.	Then	there	is	the	"contractor	MNEs"	that	
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are	the	firms	that	provide	the	components,	or	they	do	the	final	assemblies	to	a	big	

brand.	Then	the	last	one	are	the	"latecomers	MNEs":	that	are	the	MNEs	coming	

from	emerging	countries,	and	they	faced	an	accelerated	internationalization	and	

thanks	for	their	innovative	strategy	and	organization	they	acquire	a	global	position.	

About	these	"latecomers	MNEs,"	we	will	describe	them	in	detail	 in	the	following	

chapter	(3).		

Thus,	this	is	the	species	that	are	populating	the	global	environment	in	the	twenty-

first	 century.	 Moreover,	 according	 to	 the	 data	 of	 (UNCTAD	 2006),	 these	 new	

companies	emerging	from	developing	countries	can	be	called	transnational	with	

common	 characteristics,	 such	 as	 being	 small	 compared	 to	 traditional	 ones,	

operating	in	specific	industries	such	as	technology,	and	have	a	high	degree	of	state-

ownership.	 Examples	 of	 this	 type	 of	 TNCs	 are	 Acer,	 Lenovo,	 Haier,	 but	we	will	

explain	 it	 better	 with	 our	 case	 study	 in	 the	 chapter	 (4).	 It	 is	 evident	 that	 the	

emergence	of	these	new	types	of	firms,	it	is	simply	the	result	of	the	changes	in	the	

dynamics	 of	 the	 global	 economy.	 These	 dynamics	 are	 pushing	 companies	 to	 be	

innovative	and	to	change	their	traditional	approach	with	a	new	global	approach	in	

order	to	survive	in	this	new	environment.			

	

	

1.4	Global	integration-	local	responsiveness	dilemma	
	

After	 analyzing	what	 is	 the	 economic	 globalization	 and	 the	different	definitions	

established,	the	question	that	arises	is	why	a	company	should	choose	to	go	global?	

In	this	paragraph,	we	will	explain	the	benefits	of	the	globalization,	and	we	will	also	

introduce	 the	 benefits	 of	 the	 localization,	 that	 brings	 the	 creation	 of	 the	 global	

integration-	 local	 responsiveness	 dilemma,	 a	 crucial	 tradeoff	 for	 companies	

approaching	the	international	markets.	

With	the	advent	of	this	phenomenon,	more	and	more	firms	have	felt	the	need	to	

become	global	and	enter	one	or	more	foreign	markets.	Obviously,	this	can	bring	

many	benefits	to	the	companies;	these	benefits	can	be	divided	into	cost	benefits,	

because	 thanks	 to	 economy	 of	 scale,	 the	 firm	 can	 increase	 the	 production	 of	
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standardized	products	with	a	 lower	price	and	sell	 the	same	product	 in	different	

countries.		

The	second	is	the	timing	benefit,	which	means	that	the	firm	can	reach	the	optimal	

production	volume	and	increase	the	reach	of	a	product	with	a	short	product	life	

cycle.	 The	 third	 is	 learning	 benefit,	 having	 subsidiaries	 abroad	 increase	 the	

possibility	of	benefiting	from	local	knowledge	and	technologies	and	transfer	them	

into	the	home	country	headquarter.	The	last	one	is	arbitrage	that	derives	when	a	

global	 company	 uses	 resources	 in	 one	 country	 for	 the	 good	 of	 a	 subsidiary	 in	

another	country.	

On	the	contrary,	there	are	also	benefits	that	regard	the	localization	strategy,	that	

can	be,	for	example,	the	proximity,	the	firm	is	more	capable	of	understanding	the	

need	of	the	local	consumer.	The	second	one	is	flexibility	because	the	company	can	

adapt	more	quickly	to	the	changes	in	the	consumer's	needs	and	demand.	The	last	

one	 is	 a	 quick	 response	 in	 terms	 of	 time,	 so	 a	 firm	 that	 chooses	 a	 localization	

strategy	is	quick	to	answer	to	the	consumer's	demand	rather	than	a	company	with	

a	globalization	strategy.	

Therefore,	one	of	the	first	decision	that	a	company	has	to	take,	is	which	strategy	

should	 take	 among	 the	 global	 integration	 and	 the	 local	 responsiveness.	 Global	

integration	is	the	degree	to	which	the	company	is	able	to	use	the	same	products	

and	methods	in	other	countries.	On	the	opposite,	the	local	responsiveness	is	the	

degree	to	which	the	company	must	customize	their	products	and	methods	to	meet	

conditions	in	other	countries.																									

Obviously,	one	is	the	opposite	of	the	other,	but	both	can	have	pro	and	cons.	In	the	

case	 of	 global	 integration,	 it	 is	 fundamental	 the	 coordination	 of	 the	 company's	

activities	across	countries	in	order	to	obtain	synergy	and	efficiency,	and	the	pro	is	

that	 the	 firm	can	exploit	 the	economy	of	 scale	 and	have	 standardized	products.	

Thus,	the	cons	are	that	the	company,	producing	the	same	product	everywhere	and	

lose	the	ability	to	satisfy	the	consumer.		

On	the	contrary,	in	the	case	of	the	local	responsiveness,	the	biggest	pro	is	that	the	

company	is	able	to	meet	and	satisfy	the	need	of	the	consumers,	choosing	a	specific	

product	for	each	country.	Thus,	the	cons	are	that	not	using	the	same	product	for	all	

the	countries	and	do	not	exploit	the	standardization,	and	this	means	that	the	firm	
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will	have	a	much	higher	price	because	it	does	not	take	advantage	of	the	economy	

of	scale.	

To	choose	the	correct	strategy	for	a	company,	the	CEO	should	look	at	the	features	

of	the	company	and	create	a	grid	with	on	the	two	axes	the	global	forces	and	on	the	

other	on	the	local	forces,	based	on	how	these	forces	are	high	or	low,	can	generate	

different	results.	If	the	global	forces	are	high,	but	the	local	forces	are	low,	the	firm	

should	choose	a	global	strategy.	If	the	global	forces	are	low	and	the	local	forces	low,	

the	firm	should	choose	the	international	strategy.	If	the	global	forces	are	high	and	

also	 the	 local	 forces	are	high,	 the	 firm	should	choose	the	 transnational	strategy.	

Also,	the	final	one	if	the	firms	have	global	forces	that	are	low	and	high	local	forces,	

should	choose	the	multi-domestic	strategy.	

The	interesting	question	that	we	should	focus	on	is	when	the	latecomers	acquire	

global	position	how	they	resolve	this	global	integration	and	local	responsiveness	

dilemma?	 Based	 on	 the	 traditional	 literature	 and	 based	 on	 what	 we	 explained	

before	 with	 the	 grid,	 some	 traditional	 MNEs,	 find	 the	 solution	 choosing	 the	

transnational	organizational	strategy.	Thus,	the	latecomers	have	a	different	way	to	

approach	 this	 dilemma.	 Latecomers	 can	 resolve	 the	 dilemma	 and	 acquire	 such	

organizational	 capabilities	 as	 they	 grow,	 and	 this	 can	 also	 facilitate	 their	

accelerated	 internationalization.	 The	 advantage	 that	 the	 latecomer	 can	 use	 to	

overpass	this	dilemma	is	that	they	have	an	internationalization	that	is	already	with	

a	global	perspective,	and	they	are	not	bound	with	the	domestic	market.	Mathews	

(2002),	in	his	book,	describes	this	concept	as	a	"gestalt	switch."		He	declares	that	a	

company	can	decide	to	make	this	gestalt	switch	or	not,	with	obviously	two	very	

different	results.	

In	the	case	of	a	firm	that	decides	to	do	a	gestalt	switch,	its	first	entry	abroad	is	not	

gradual,	step	by	step,	or	market	by	market,	but	on	the	contrary,	it	is	an	entry	into	

the	 world.	 So,	 it	 is	 a	 perspective	 focused	 on	 finding	 any	 global	 customer,	 is	 a	

different	approach,	not	by	chance	this	approach	is	the	one	opted	by	the	latecomers,	

and	this	can	be	one	source	of	advantage	compare	with	the	traditional	ones.	

On	the	contrary,	in	the	case	of	a	firm	that	decides	not	to	do	the	gestalt	switch,	sees	

the	international	economy	in	terms	of	adding	one	market	of	time	to	its	domestic	

one,	is	a	gradual	and	incremental	expansion.		
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It	is	clear	and	evident,	in	the	face	of	the	present	data,	that	today,	in	the	twenty-first-

century	globalization,	an	approbation	of	a	company	 that	makes	gestalt	 switches	

and	that	therefore	already	has	a	global	vision	of	its	operations,	is	fundamental	in	

survival	and	even	more	in	success	in	a	global	market.	

	

	

1.5	Conclusion	Chapter	I	
	

In	this	first	chapter,	we	described	the	phenomenon	of	globalization,	starting	from	

its	 definitions	 and	 how	 it	 evolved	 in	 the	 twenty-first	 century.	 Thanks	 to	 this	

phenomenon,	 it	 has	 been	 possible	 to	 have	 an	 international	 context	 in	 which	

companies	and	people	can	interact	more	freely,	has	allowed	a	greater	integration	

between	small	and	medium	multinational	companies	and	large	multinationals,	and	

also	 the	 movement	 of	 things,	 money,	 people,	 technologies	 and	 knowledge.	

However,	 this	 phenomenon	 had	 also	 changed	 the	 point	 of	 view	 of	 scholars,	

whereas	before	they	turned	their	attention	only	to	the	countries	of	the	Triad.	With	

the	passing	of	 the	years,	 there	has	been	a	 radical	 change	of	attention	 that	 is	no	

longer	focused	on	the	countries	of	the	Triad,	that	are	(United	States,	Europe,	and	

Japan),	but	turned	to	the	countries	of	the	Periphery,	therefore	to	the	developing	

countries,	particularly	in	the	Asia-Pacific	area.	In	these	countries,	precisely	because	

on	the	Periphery,	 the	phenomenon	of	globalization	has	arrived	 later	 than	 in	 the	

developed	countries,	but	despite	the	initial	disadvantage	with	the	lack	of	resources,	

technologies,	and	knowledge,	it	has	nevertheless	brought	advantages	and	indeed	

to	have	increasingly	competitive	companies	in	world	markets.	

This	change	of	focus	has	led	to	a	change	of	attention	and	therefore	a	transition	from	

traditional	and	large	multinationals	to	new	emerging	players,	who	thanks	to	their	

accelerated	industrialization,	have	begun	to	populate	this	environment	by	creating	

new	species	of	companies	in	the	global	context,	such	as	micro-MNEs,	born	global	

players,	global	niche	players	and	latecomers.	

The	last	part	of	the	first	chapter	focuses	on	why	a	company	should	become	global	

and	 therefore	 enter	 in	 this	 global	 context.	 Thus,	 which	 choice	 between	 global	
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integration-global	responsiveness	is	best	suited	to	a	company.	However,	above	all,	

as	 the	 latecomers,	despite	 their	 first	disadvantages,	have	managed	to	 turn	 them	

into	 advantages,	 thanks	 to	 a	more	 innovative	organization	of	 the	 company	and,	

they	 have	 succeeded	 in	 solving	 the	 dilemma	 of	 global	 integration	 -	 local	

responsiveness,	thanks	to	their	global	approach.	In	fact,	they	are	not	seeking	for	

becoming	global	gradually,	step	by	step,	on	the	contrary,	they	have	already	since	

the	 beginning	 a	 global	 approach,	 with	 a	 radical	 and	 innovative	 approach	 they	

acquire	 the	 global	 position.	 Thus,	 about	 the	 characteristics	 of	 the	 strategy	 and	

organization	of	the	latecomers,	we	will	talk	about	in	the	Chapter	3.		
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CHAPTER	II	
	

	

2.1	Introduction	
	

The	definition	of	globalization	and	the	development	of	this	phenomenon,	and	how	

the	attention	of	scholars	has	shifted	from	countries	of	the	Triad	to	the	countries	of	

the	Periphery,	moreover,	a	new	zoology	of	the	companies	on	which	scholars	have	

begun	to	concentrate	recently,	we	have	already	discussed	these	topics	in	the	first	

chapter.	In	this	second	chapter,	we	will	focus	on	the	definition	and	explanation	of	

the	concept	of	internationalization	and	how	this	has	evolved	and	changed	through	

history.	Then	we	will	describe	the	different	theories	of	internationalization.	In	the	

last	part	of	the	chapter,	we	will	be	focusing	on	the	traditional	MNEs,	especially	from	

the	 United	 States,	 Europe,	 and	 Japan,	 therefore	 their	 characteristics,	 strategy,	

organization,	and	how	they	evolved	to	approach	the	internationalization.	

	

	

2.2	Internationalization		
	

It	is	essential	to	understand	that	there	is	a	decisive	connection	between	economic	

globalization	and	internationalization.	As	with	the	expansion	of	the	phenomenon	

of	economic	globalization	and	therefore	the	openness	and	interaction	of	different	

countries	and	the	lowering	of	entry	barriers,	it	has	allowed	more	companies	to	go	

global,	and	more	and	more	companies	engage	in	international	business.		Therefore,	

the	globalization	has	been	the	driving	force	that	has	pushed	companies	to	expand	

in	 other	 markets	 and	 therefore,	 to	 make	 a	 process	 of	 internationalization.			

However,	 first,	 it	 is	 essential	 to	 understand	 and	 clarify	 what	 is	 the	 concept	 of	

internationalization	and	how	this	evolved	in	history.		

Based	on	the	literature,	scholars	tend	to	use	a	“push-oriented”	concept,	defining	

the	internationalization	as	“the	process	of	increasing	involvement	in	an	international	

operation.”	(Welch	L.S.,	Luostarinen	R.,	1988)		
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Therefore,	 the	definition	wants	 to	 explain	when	a	 company	 starts	 to	operate	 in	

more	than	one	country	and	to	develop	economic	transaction	cross	countries,	but	is	

a	unilinear	sequential	process	of	increasing	involvement,	and	not	consider	the	case	

in	which	firms	decrease	their	 international	expansion.	As	described	by	Chrysler,	

there	can	also	be	a	process	of	"de-internationalization"	and	can	occur	in	all	stages,	

even	if	it	is	more	likely	to	appear	in	the	early	stages	of	export	development.		

Another	 definition	 of	 internationalization	 is	 “the	 process	 of	 adapting	 firms’	

operations	(strategy,	structure,	resource)	to	international	environments”	(Calof	and	

Beamish	1995).	This	definition	can	be	considered	an	evolution	of	the	previous	one	

because	it	does	not	give	a	direction	of	the	process.	Hitt,	Hoskisson,	and	Kim	(1997)	

undertake	a	similar	approach	which	defined	internationalization	as	an	“expansion	

across	the	borders	of	global	regions	and	countries	into	different	geographic	locations	

or	markets.”	This	 last	one	defined	 the	 internationalization	as	 "the	process	of	 the	

firm's	becoming	integrated	into	international	economic	activities"	(Mathews	2002).	

It	is	the	more	complete	one,	because	it	overcomes	the	problem	of	the	first	one	that	

was	only	focuses	on	the	“push-oriented”	process	of	the	internationalization,	while	

this	one	uses	 the	word	 integrated	 to	give	an	 idea	of	 the	mutual	direction	of	 the	

process.	

To	 summarize,	 the	 internationalization	 is	when	 a	 company	 starts	 to	 operate	 in	

more	than	one	country	and	to	develop	transaction	across	the	border.			

The	critical	question	that	the	firm	and	especially	the	managers	ask	to	themselves	

is	why	chosen	to	undertake	the	internationalization?	Moreover,	what	is	the	goal	of	

internationalization?		

In	most	of	the	case,	the	company	choose	to	internationalize	their	strategy,	because	

they	try	to	expand	their	sales	and	reduce	the	cost	of	production,	therefore	exploit	

economies	of	scales.	A	second	reason	can	be	to	acquire	resources	that	they	might	

do	not	have	in	their	home	country.	Resources	that	are,	for	example,	new	technology	

or	raw	materials.	A	third	one	is	to	minimize	risks.	Moreover,	the	last	one	can	be	to	

exploit	proprietary	assets,	 for	example,	a	strong	brand	or	any	kind	of	resources	

that	have	competitive	advantages.	These	answers	are	related	to	what	is	the	goal	of	

internationalization,	that	is	to	increase	the	firm’s	economic	value.		
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Of	 course,	 to	 do	 so,	 it	 is	 essential	 for	 the	 firms	 to	 choose	 and	 evolve	 a	 correct	

internationalization	strategy,	which	is	able	to	maximize	the	firm’s	value.		

As	 showed	 by	 Welch	 L.S,	 Luostarinen	 R.	 (1988),	 in	 their	 article	

“Internationalization:	 Evolution	 of	 a	 concept,”	 there	 is	 a	 framework	 explicate	 in	

(Exhibit	2.1),	that	is	related	to	the	internationalization.	This	framework	is	based	on	

six	 dimensions	 of	 internationalization:	 how,	 what,	 where,	 and	 also	 show	 the	

organizational	 capacity	 of	 the	 company,	 that	 is	 divided	 into	 organizational	

structure,	finance,	and	personnel.	

	

	
Exhibit	2.1	Dimensions	of	internationalization	
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How,	it	is	meant	the	operation	method,	so	the	method	that	the	company	chooses	to	

carry	out	in	one	or	more	foreign	market.	We	are	speaking	about	the	entry	mode,	

that	implies	that	every	company	makes	a	different	choice	of	methods,	based	on	the	

level	of	their	commitment	that	they	want	to	have	in	the	market	and	the	level	of	risk	

that	 is	willing	 to	 take.	 The	 forms	 of	 entry	mode	 strategy	 that	 the	 company	 can	

choose	are	divided	in:	

	

- Non-equity:	such	as	export	and	contractual	agreements		

- Equity:	such	as	joint	ventures	and	FDI	(foreign	direct	investments)	

	

What,	it	is	meant	sales	objects,	so	the	decision	to	enter	a	foreign	market	with	a	new	

or	an	existing	product	line.		

Where,	 it	is	meant	Target	market,	so	the	geographical	location	that	the	company	

wants	 to	 target.	 In	 general,	 traditional	 MNEs	 in	 the	 first	 wave	 of	

internationalization,	have	chosen	their	target	market,	that	was	in	political,	cultural,	

and	physical	 terms,	near	and	close	 to	 their	home	country.	This	 is	what	 is	called	

psychic	distance;	defined	as	the	sum	of	factors	preventing	the	flow	of	information	

from	and	to	the	market,	including	factors	such	as	differences	in	language,	culture,	

political	systems.	(Johanson	and	Vahlne	1977).			

As	a	consequence,	there	is	the	tendency	of	the	companies	to	approach	the	foreign	

country	 that	 is	more	 similar	 and	more	 related	 to	 their	 home.	 This	 strategy,	 for	

which	 a	 country	 chooses	 a	 closer	 rather	 than	 a	 more	 distant	 country,	 has	 an	

economic	advantage,	as	the	company	can	reduce	the	costs	associated	with	learning	

and	penetrate	a	country	too	distant	both	from	the	cultural	point	of	view	and	from	

the	physical	one.	Once	firms	acquired	more	experience	and	knowledge	about	the	

countries,	 they	 also	 begin	 to	 choose	 in	 cultural,	 political,	 geographical	 terms,	

distant	countries.	Feature	that	we	will	not	see	in	the	following	chapter	(3),	about	

the	latecomers	“Dragon	multinationals,"	which	implement	a	completely	different	

method.	 To	 understand	 the	 process	 of	 internationalization,	 the	 authors	 also	

focused	on	the	organizational	capacity,	personnel,	and	organizational	structure.		



 

32 

To	 summarize,	 analyzing,	 and	 understanding	 these	 six	 dimensions,	 it	 will	 be	

possible	to	overview	the	state	of	internationalization	of	a	firm.		

Basing	 on	 the	 research	 and	 the	 literature,	 it	 emerges	 that	 the	 process	 of	

internationalization,	it	is	sequential	and	cumulative,	but	is	also	an	irregular	process	

that	 can	 be	 full	 of	 threats	 and	 opportunities	 not	 only	 in	 the	 early	 stage	 of	 the	

internationalization,	but	also	in	the	later	stages.		

The	 first	 wave	 of	 internationalization	 formed	 especially	 by	 companies	 that	 are	

originated	in	the	United	States,	Europe,	and	Japan,	have	some	standard	features	in	

the	pattern,	such	as	that	is	a	sequential	and	stepwise	process.	Therefore,	the	firms	

choose	 to	 enter	 in	 a	 more	 close	 countries	 and	 then	 when	 they	 have	 more	

experiences	and	knowledge	enter	in	another	more	distant	one.		

Scholars	also	have	noticed	and	analyze	that	the	pattern	of	internationalization	is	

changing	 over	 the	 years,	 and	 with	 the	 emergence	 of	 latecomers	 has	 evolved	

towards	 a	 new	 type	 of	 internationalization	 named	 “accelerated	

internationalization.”	(We	will	explain	it	in	the	following	chapter	3).			

In	 the	next	section	2.3,	we	will	describe	 the	 internationalization	process,	and	 in	

section	 2.4,	 we	 will	 examine	 the	 most	 influential	 contributions	 to	

internationalization	models	and	theories.		

	

	

2.3	Internationalization	process		
	

The	process	of	internationalization	is	driven	by	dynamics	and	forces	that	for	years,	

have	not	been	studied	by	scholars	of	the	time.	Although	the	MNEs	have	existed	for	

a	long	time,	the	first	attempt	by	scholars	to	understand	what	are	these	dynamics	

and	forces	that	drive	the	international	activities	cross-border	of	companies	started	

only	 in	 the	1960s.	The	credit	 to	provide	new	analysis	and	create	new	 literature	

goes	to	Stephen	Hymer.	The	most	critical	concept	that	emerges	from	his	novel	is	

that	"firms	are	by	no	means	equal	in	their	ability	to	operate	in	an	industry.	Certain	

firms	have	considerable	advantages	to	have	extensive	international	operations	of	one	

type	or	another.”	(Hymer	1976:	41).		
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Based	on	writings,	these	advantages	of	the	companies	are	of	three	types.	The	first	

one	MNEs’	advantage	can	be	its	ability	to	acquire	factors	of	production	at	a	lower	

cost	than	other	firms.		

The	other	one	can	be	 its	ability	to	expand	advanced	production	technology,	and	

thus	achieve	efficiencies	superior	to	those	available	to	domestic	competitors.		The	

last	 one,	 having	 better	 distribution	 facilities	 or	 a	 more	 differentiated	 product.	

These	advantages	pointed	out	by	Hymer	were	 linked	with	 the	real	 reasons	 that	

push	companies	to	expand	in	other	international	markets	as	we	said	already	like	

seeking	 for	 lower	 cost	 of	 production	 or	 seeking	 for	 new	 and	 more	 advanced	

technology.			

Moreover,	having	these	advantages	helping	it	overcome	the	“liability	of	foreignness”	

(Zaheer,	 S.	 1995).	 Describes	 the	 costs	 that	 firms	 operating	 outside	 their	 home	

countries	 experience	 above	 those	 incurred	 by	 local	 firms.	 It	 is	 considering	 the	

disadvantage	that	the	firms	have	compared	with	the	domestic	companies.			

Based	on	the	research	of	Guillen	M.F	and	Garcia-Canal	E.	(2009),	a	vertical	and	a	

horizontal	expansion	is	distinguished,	in	order	to	understand	the	reasons	for	the	

internationalization	of	multinationals.	Therefore,	we	describe	the	precisely	vertical	

expansion	and	horizontal	expansion.	

	

	

2.3.1	Vertical	Expansion		
	

Vertical	expansion	occurs	when	the	firm	locates	assets	or	employees	in	a	foreign	

country	with	the	purpose	of	securing	the	production	of	raw	material,	component,	

or	input	or	the	distribution	and	sale	of	a	good	or	service.	The	necessary	condition	

for	 a	 company	 to	 accomplish	 a	 vertical	 expansion	 is	 to	 have	 a	 comparative	

advantage	in	the	foreign	location.	Thus,	the	necessary	condition	of	lower	costs	is	

not	 sufficient.	 The	 sufficient	 condition	 is	 that	 some	 possible	 reasons	 push	 the	

company	to	undertake	foreign	production	by	themselves	and	not	relying	on	others.	

The	reasons	can	be	that	they	are	not	sure	about	the	supply	and	the	asset	specificity.			

	



 

34 

	

2.3.2	Horizontal	Expansion	
	

On	 the	 contrary,	 horizontal	 expansion	 occurs	 when	 the	 firm	 set	 up	 a	 plant	 or	

service	delivery	facility	in	a	foreign	market	intending	to	sell	in	that	market,	without	

change	the	production	location	that	will	remain	in	the	home	country.	In	the	case	of	

horizontal	 expansion,	 the	 necessary	 conditions	 are,	 for	 example,	 the	 high	

transportation	cost,	or	adaptation	to	the	local	demand	thus,	as	seen	before	is	not	

sufficient	to	have	a	horizontal	expansion.	The	sufficient	condition	in	order	to	set	up	

a	property	plant	or	service	facility,	the	firm	needs	to	possess	intangible	assets;	for	

examples,	a	strong	brand,	technology,	and	know-how.	

	

	

2.4	Internationalization	Theory		
	

In	 this	 section,	 we	 will	 introduce	 and	 explain	 in	 detail	 the	 primary	

internationalization	 theory	 and	 model	 made	 by	 the	 leading	 scholars	 of	

international	literature.	We	will	make	this	explanation	by	presenting	the	various	

theories	following	a	chronological	order	and	creating	a	correlation	between	one	

theory	and	another.	The	contributions	that	have	been	made	by	scholars,	over	the	

past	 years	 to	 international	 business	 literature	 are	 relevant	 and	 numerous.	

Therefore,	we	will	analyze	only	the	most	significant	and	prominent	theories,	which	

have	also	given	rise	to	debate	and	points	of	evolution	for	other	models.	We	will	

start	with	the	theory	of	Vernon	(1966)	of	 the	product	cycle	hypothesis.	To	then	

continue	with	the	Uppsala	model,	Transaction	cost	economics,	Eclectic	theory	and	

to	finish	with	the	Network	model.		
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2.4.1	Product	cycle	hypothesis			
	

The	product	cycle	hypothesis	is	an	economic	theory	invented	by	Raymond	Vernon	

in	 1966,	 used	 to	 describe	 the	 pattern	 of	 the	 international	 trade	 and	 direct	

investment	activities	of	 firms	 in	 terms	of	 the	product	 life	cycle.	Vernon,	with	 its	

theory,	was	able	to	link	the	firm’s	international	expansion	to	the	different	phases	

of	the	product	life	cycle.		

The	 theory	presented	by	Vernon	suggests	 that	 there	are	 several	 stages	 that	are	

representing	a	different	phase	of	the	product.		

These	several	stages	are	the	introduction	of	the	product	phase	1,	the	growth	of	the	

product	phase	2,	the	maturity	and	stabilization	of	the	product	phase	3,	and	lastly	

the	decline	of	the	product	phase	4.	(As	showed	in	Exhibit	2.2).	

Therefore,	the	theory	set	a	relationship	between	the	changes	in	these	phases	and	

the	change	of	the	production's	location.		The	theory	explains	that	in	phase	1	of	the	

product's	 introduction,	 all	 the	 components	 and	 work	 associated	 with	 the	

production	and	creation	of	 the	product	all	 come	 from	the	country	where	 it	was	

created.	 Once	 this	 product	 begins	 to	 reach	 the	 growth	 stages,	 phase	 2,	 and	 is	

therefore	introduced	into	foreign	markets,	 the	production	location	departs	from	

the	country	of	origin.	This	process	takes	place	gradually.		

Vernon,	based	on	empirical	studies,	he	had	tried	to	explain	through	this	model,	the	

behavior	of	American	companies	that	were	outsourcing	parts	of	the	production	to	

countries	with	lower	wage	levels,	especially	in	Asia.	To	make	understand	better,	

we	can	make	an	example.	In	phase	1	of	the	introduction	of	the	product,	the	product	

is	produced	and	consumed	in	the	United	States;	it	is	not	occurring	any	export	or	

trade.	 In	 phase	 2	 of	 growth,	 it	 is	 developed	 mass	 production,	 and	 the	 foreign	

demand	 expands;	 so	 now	 the	 united	 states	 export	 the	 product	 to	 other	 foreign	

markets	 in	 developed	 countries.	 In	 the	 maturity	 product	 stage,	 phase	 3,	 the	

production	moves	to	developing	countries.	
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Exhibit	2.2	graphs	of	the	Product	life	cycle.	

	

	

With	 this	 model	 Vernon,	 he	 tries	 to	 explain	 how	 companies	 that	 became	

international	could	benefit	from	companies	that	were	not	as	international	in	their	

operations	and	organization.		

This	approach	was	then	in	line	with	what	were	the	actions	of	the	multinationals	of	

the	Triad,	the	American	ones,	the	European	ones,	and	then	also	the	Japanese	ones	

in	 the	 sixties	 and	 seventies.	These	multinationals	were	 able	 to	bring	with	 them	

abroad	the	resources	accumulated	in	the	home	country	and	to	take	advantage	of	it.	

This	theory	allows	us	to	understand	the	dynamics	of	the	internationalization,	but	

it	 is	 based	 on	 a	macro-level	 perspective,	 for	 this	 reason,	 the	 following	 scholars	

analyzed	the	topic	from	a	micro-level	perspective.	The	two	most	essential	theories	

explain	the	behavior	of	 the	 international	company	from	a	 firm-level	perspective	

are	Uppsala	model	and	the	Eclectic	theory	that	we	will	describe	in	section	2.4.2	and	

2.4.4.		
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2.4.2	Uppsala	model		
	

The	 Uppsala	 model	 was	 developed	 by	 some	 researchers	 at	 the	 University	 of	

Uppsala	 (Sweden)	 in	 the	 1970s.	 They	 were	 interested	 in	 analyzing	 the	

internationalization	 process	 of	 European	 firms.	 Therefore,	 they	 chose	 several	

Swedish	companies	and	studied	how	they	did	their	internationalization	process;	

by	 studying	 these	 companies,	 they	 have	 therefore	 created	 a	 model	 of	 how	

companies	choose	the	market	and	the	entry	modes	to	go	global.	This	model	is	also	

called	the	establishment	chain.			

The	scholars	have	decided	to	identify	and	divide	entry	methods	into	four	different	

steps;	obviously,	each	successive	grade	represents	a	higher	level	of	commitment	

but	also	a	higher	level	of	knowledge	of	the	market	that	the	company	should	have.	

Therefore,	the	internationalization	process	was	perceived	by	the	firms	as	gradual.	

	

These	four	steps	are:	

1. No-regular	export	activities		

2. Export	via	independent	sale	representative		

3. Establishment	of	a	foreign	sale	subsidiary		

4. Foreign	production/manufacturing	units	

	

From	this	research,	scholars	 found	out	some	typical	characteristics	of	 the	 firms.	

First	 of	 all,	 they	 observe	 that	 the	 firms,	 because	 they	 were	 small	 and	 with	 no	

experience,	will	start	with	export	and	then	after	acquire	knowledge	and	experience	

they	also	establish	subsidiaries.	Secondly,	the	companies	started	their	operations	

in	foreign	markets	that	were	closer	and	similar	to	the	home	market.	This	is	related	

with	 the	 concept	 of	 psychic	 distance,	 defined	 previously	 as	 the	 sum	 of	 factors	

preventing	the	flow	of	information	from	and	to	the	market,	including	factors	such	

as	differences	in	language,	culture,	political	systems.	(Johanson	and	Vahlne	1977).	

The	larger	the	psychic	distance	is,	the	more	significant	is	the	liability	of	foreignness	

the	firm	must	offset	to	be	competitive	and	thriving	in	the	foreign	market.	Also,	if	

the	distant	perceived	by	 the	 firm	 is	high,	also	 the	perception	of	 the	risk	 is	high.	
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Therefore,	the	company	prefers	to	do	business	with	countries	that	are	perceived	in	

cultural,	political,	and	geographical	terms,	similar	and	closer,	while	they	will	enter	

in	most	distant	one,	after	some	time.	

Two	factors	can	help	the	company	to	overcome	this	psychic	distance;	the	first	one	

is	 the	 concept	of	 the	market	commitment	 divided	 into	 the	amount	of	 resource	

committed	and	the	degree	of	commitment.	The	amount	of	resource	committed	is	the	

size	of	 investment	 in	 the	market,	while	 the	degree	of	 commitment	 refers	 to	 the	

difficulty	of	finding	an	alternative	use	for	the	resources	and	transferring	them	to	

the	alternative	use.		

The	 second	 concept	 is	market	knowledge,	 for	market	knowledge	 is	meant	 the	

information	about	the	market	that	is	available	for	the	firms.	

Of	course,	the	better	the	knowledge	about	the	market,	the	more	valuable	are	the	

resources	and	stronger	the	commitment	to	the	market.	(Anders	O.	1992).		

To	summarize,	the	Uppsala	model	was	invented	in	the	1970s	by	Swedish	scholars.	

The	 Scandinavian	 model	 suggests	 a	 sequential	 scheme	 of	 entry	 mode	 into	 the	

successive	 foreign	 markets,	 together	 with	 a	 progressive	 deepening	 of	 the	

commitment	towards	each	market.	The	main	consequence	of	this	Uppsala	model	is	

that	 firms	 tend	 to	 intensify	 their	 commitment	 towards	 foreign	markets	 as	 their	

experience	grows.		Indeed,	the	Uppsala	model	is	an	incremental	process.		

In	the	next	section,	2.4.3,	we	will	describe	the	transaction	cost	economics	theory.	

	

	

2.4.3.	Transaction	cost	economics	theory		
	

The	birth	of	transaction	cost	economics	is	usually	traced	back	to	Coase	in	1937,	but	

this	theory	became	known	in	1975	because	of	Williamson's	work.	A	further	step	in	

the	formulation	of	the	theory	was	due	to	Buckley	and	Casson	in	1985.			

It	is	a	theory	which	predicts	that	a	firm	will	perform	those	activities	internally	it	

can	 undertake	 at	 lower	 cost	 through	 establishing	 an	 internal	 (‘hierarchical’)	

management	control	and	implementation	system,	while	relying	on	the	market	for	

activities	in	which	independent	outsiders	(such	as	export	intermediaries,	agents	or	
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distributors)	have	a	cost	advantage.	Therefore,	 the	 theory	was	created	 to	 try	 to	

understand	 how	 companies	 organize	 themselves	 internally,	 and	 in	 particular,	

focuses	on	the	duality	between	hierarchy	and	the	market.		Hierarchy	considered	as	

a	 set	 of	 formal	 rules	 that	 define	 the	 procedures	 and	 the	 mechanisms	 in	 the	

institution	 but	 also	 in	 the	 company.	 On	 the	 contrary	 market	 is	 made	 by	 an	

individual	that	takes	free	initiative,	and	in	general,	is	driven	by	individualism.		The	

market	and	the	hierarchy	are	also	called	as	the	"governance	structure."	

In	 a	 perfect	market,	 transactions	 are	 carried	 out	without	 any	 transaction	 costs.	

Information	 is	 freely	 available;	 decision	 making	 is	 rational;	 there	 is	 always	 an	

alternative	 supplier	 and	buyers.	When	 these	 conditions	are	not	maintained,	 the	

transaction	cost	emerges	because	there	is	a	need	to	devote	effort	to	organize	and	

control	transaction.	So,	there	is	friction	and	not	a	perfect	market.		However,	in	the	

real	world,	there	is	always	some	kind	of	friction	between	the	buyer	and	seller	with	

the	result	of	having	transaction	costs.	(Johanson	and	Mattsson	1984)	

The	occur	of	the	friction	between	the	seller,	and	the	buyer,	it	is	explained	by	the	

opportunistic	behavior.	The	opportunistic	behavior	defined	by	(Williamson	1985)	

as	a	“self-interest	seeking	with	guile.”		

Transaction	cost	analysis	concludes	that	if	the	friction	between	buyer	and	seller	is	

higher	than	the	hierarchical	system,	then	the	firm	should	internalize.		

There	 are	 different	 forms	of	 costs:	 there	 are	 ex-ante	 costs,	 that	 in	 general	 is	 to	

gather	information	about	the	buyer	and	supplier,	and	also	ex-post	costs,	that	are	to	

control	the	fulfillment	of	the	agreement	between	the	parties.		

Williamson	 (1975),	 in	 his	 work,	 also	 identified	 two	 main	 alternatives	 to	

governance	markets:	 the	externalization	and	 internalization.	For	externalization,	

Williamson	 means	 that	 all	 the	 market	 transactions	 are	 external	 of	 the	 firm,	

therefore	the	firm	doing	business	through	an	external	partner.	

For	 internalization,	 he	 means	 the	 international	 firm	 creates	 a	 kind	 of	 internal	

market	in	which	hierarchical	governance	is	defined	by	a	set	of	‘internal'	contracts.	

Therefore,	the	firm	doing	business	through	its	own	internal	system.	

Williamson's	 framework	 provides	 the	 basis	 for	 a	 variety	 of	 research	 into	 the	

organization	of	international	activity	and	the	choice	of	international	market	entry	

mode.		
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The	transaction	cost	analysis	model	is	shown	in	Exhibit	2.3	following.		

In	the	next	section	2.4.4,	we	will	describe	the	Eclectic	theory.	

	

	

	

	
Exhibit	2.3	Transaction	cost	analysis	model	

	

	

	

2.4.4	Eclectic	theory		

	
John	Dunning	has	proposed	the	Eclectic	theory	in	1988.	The	Eclectic	theory	frames	

the	 internationalization	 of	 the	 firm,	 and	 precisely	 it	 focused	 on	 the	 form	 of	

international	production	carried	by	the	firms.	

According	to	this	theory,	the	propensity	of	a	firm	to	engage	itself	in	international	

production	increases	if	the	Ownership	advantage,	the	Location	advantage,	and	the	

Internalization	advantage	are	being	satisfied.	For	 this	reason,	 this	 theory	 is	also	

called	the	OLI	paradigm	based	on	these	three	advantages.	We	will	analyze	the	three	

advantages	in	more	detail.		
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- Ownership	 advantage:	 the	 ownership	 advantage	 consists	 of	 firms’	

proprietary	assets	such	as	a	value	brand,	property	technologies,	asset,	and	

know-how.	Include	also	copyright,	trademark,	or	patent	rights.	Ownership	

advantage	is	mainly	intangible	assets.		

	

- Location	 advantage:	 	 a	 specific	 activity	 become	 more	 effective	 if	 it	 has	

developed	in	a	particular	foreign	country	with	some	specific	characteristics.	

These	 characteristics	 are	 in	 terms	of	natural	 resource	or	more	 favorable	

business	context.		In	other	words,	it	is	the	potential	advantage	of	being	able	

to	integrate	activities	across	sectors	of	the	world	with	very	different	factor	

costs	and	resource	costs	(Mathews	2002)			

	

- Internalization	 advantage:	 derived	 from	 building	 economies	 of	 scale	 and	

scope	 through	 internalizing	 activities	 spread	 across	 borders	 that	 would	

otherwise	be	dispersed	between	numerous	firms.	In	other	words,	means	to	

keep	the	carry	out	of	a	specific	activity,	it	occurs	when	a	specific	activity	that	

characterizes	the	firm	offer	better	performance	when	made	inside	the	firm,	

rather	than	outside	it.	

	

Based	on	Dunning's	model,	FDI	 can	be	 carried	out	only	 if	 the	 firm	has	all	 three	

advantages.		When	the	company	has	only	the	ownership	advantage,	it	is	better	to	

choose	the	licensing	or	other	forms	of	cooperative	entry	mode.	On	the	contrary,	

when	the	company	has	the	internalization	advantage	should	choose	export	as	an	

entry	mode.	

To	 summarize,	 according	 to	 Dunning's	 framework,	 a	 firm's	 decision	 to	 enter	 a	

foreign	market	and	the	choice	of	entry	form	depend	on	its	ownership,	location,	and	

internalization	advantages.	

Based	on	the	words	of	Otto	Andersen	(1992),	the	theory	is	more	relevant	in	the	

later	stages	of	the	internationalization	process.	
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2.4.4.1	Alternative	OLI	framework		
	

Although	we	will	talk	and	describe	in	detail	the	latecomers	in	the	specific	Chinese	

Dragon	multinationals	in	the	next	chapter.	It	seems	to	us	coherent	to	explain	now	

that	the	Dunning’s	model	cannot	be	applied	to	the	so	different	characteristics	of	the	

latecomers.		

In	facts,	according	to	the	literature	of	the	scholar	Mathews	(2002),	to	describe	the	

internationalization	theory	according	to	the	latecomers,	we	need	to	talk	about	an	

alternative	model	of	the	OLI	framework.			

From	 the	 OLI	 perspective,	 the	MNE	 exist	 because	 of	 its	 possession	 of	 superior	

resources	 and	 advantages	 and	 are	 superior	 to	 those	 available	 to	 a	 domestic	

competitor.	Thus,	to	make	sense	of	the	latecomers'	internationalization,	we	have	

to	go	beyond	the	traditional	OLI	framework.	For	this	reason,	the	author	Mathews	

speaks	about	an	alternative	OLI	framework.	

Instead	of	the	traditional	ownership,	location	and	internalization,	the	OLI	acronym	

stands	 for	 Outward-oriented,	 Linkage	 and	 leverage	 and	 Integration.	 This	 is	 the	

alternative	 framework	 that	 has	 to	 be	 applied	 for	 the	 latecomers	 that	 we	 will	

describe	in	detailed	in	the	next	chapter	(3).	

We	will	analyze	the	three	alternative	advantages	in	more	detail.	

	

- O:	Outward-oriented		

This	 first	 point	 is	 very	 different	 from	 the	 ownership	 advantage,	 which	

provides	for	the	presence	of	its	own	advantages	coming	from	the	internal	

resources	 of	 the	 firm.	 Instead,	 with	 outward-oriented,	 we	 want	 to	

understand	 that	 the	 new	 type	 of	 MNEs	 called	 latecomers	 "Dragon	

multinationals,"	 do	 not	 have	 the	 initial	 advantages	 that	 they	 can	 exploit	

internally	but,	on	the	contrary,	they	must	acquire	them	from	the	outside;	

they	must	acquire	externally.	The	latecomers’	global	orientation	become	a	

source	of	advantage.	Because	it	is	in	the	global	context	that	the	latecomers	

are	more	 likely	 to	 find	 their	opportunities	 compare	 to	 the	domestic	one.	
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Therefore,	 what	 could	 be	 considered	 superfluous	 for	 traditional	 MNE	

becomes	a	necessity	for	latecomers.	

Obviously,	this	outward-oriented	approach	has	more	significant	risks	than	

more	inward-oriented.	The	latecomers	to	overcome	these	problems,	above	

all	due	 to	 the	 lack	of	knowledge	of	 the	market,	have	started	 to	create	an	

alliance	 and	 local	 partnerships,	 that	 we	 will	 see	 in	 more	 detail	 in	 the	

following	chapter.		

	

- L:	Linkage	and	leverage		

On	the	contrary	of	the	original	L	of	the	Dunning's	framework.	Here	we	focus	

on	how	the	firm	link	with	establishing	MNEs	through	partnership,	therefore,	

can	 leverage	 resources	 that,	 in	 the	beginning,	 the	 firm	did	not	have.	The	

principal	 focus	for	 latecomers	is	to	understand	how	the	resources	can	be	

imitable,	transferable,	and	substitutable.	

	

- I:	Integration	

In	the	original	model,	the	I	stand	for	internalization	while	in	the	alternative	

model	 stand	 for	 integration.	Based	on	 the	 idea	 that	 the	 company,	 after	 a	

process	 of	 linkage	 and	 leverage,	 so	 acquisition	 of	 resources,	 has	 to	

counterbalance	 the	 dispersion	 with	 the	 integration	 of	 these	 assets	 and	

capabilities	internally.		

	

The	 alternative	 OLI	 framework	 is	 also	 consistent	 with	 the	 work	 of	 Kogut	 and	

Zander's	 approach	 (1993),	 it	 consists	 because	 the	 alternative	OLI	 framework	 is	

concerned	with	the	acquisition	and	integration	of	resources	especially	knowledge	

resources.	 Therefore,	 we	 can	 speak	 about	 latecomers	 that	 are	 motivated	 by	

resources	access	that	are	not	raw	materials	anymore	but	instead	are	knowledge	

and	market	resources	(Mathews	2002).			

	

To	summarize,	in	this	new	global	context,	and	in	the	global	economy,	have	come	to	

create	a	new	species	of	companies,	that	we	described	in	the	first	chapter.	The	new	

species	have	entirely	different	characteristics	from	the	traditional	MNEs,	for	this	
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reason,	is	necessary	to	speak	about	an	alternative	OLI	framework	that	is	suitable	

for	these	new	latecomers	and	their	different	approach	to	the	internationalization	

patterns.	This	framework	focus	on	the	outward	orientation	of	the	latecomers	and	

their	ability	to	move	in	a	global	context	through	links	and	partnerships,	and	from	

these	alliances	leverage	the	resources.	Resources	that	the	latecomers	can	integrate	

internally	and	transform	them	into	advantages.	

In	the	next	section	2.4.5,	we	will	describe	the	last	internationalization's	model,	the	

Network	model.	

	

	

2.4.5	Network	model		
	

As	of	the	last	model	of	the	internationalization,	we	will	describe	the	Network	model.	

Some	Swedish	scholar	such	as	Johanson	and	also	Mattson	in	1988,	developed	the	

Network	approach	of	internationalization.	Their	theory	is	based	on	the	fact	that	a	

company	is	able	to	have	the	resources	necessary	to	internationalize	through	the	

network	and	the	connections	it	has	with	other	companies.	Based	on	the	studies	of	

Swedish	scholars,	the	industrial	system	is	formed	by	companies	that	produce	and	

distribute	products,	and	this	system	is,	therefore,	a	set	of	relationships,	a	network,	

between	the	various	companies.	The	activities	of	these	companies	are	coordinated	

and	depend	on	each	other;	in	fact,	the	coordination	takes	place	precisely	from	the	

interaction	 between	 the	 companies	 themselves.	 This	 model	 was	 then	 used	 to	

explain	the	internationalization	theory	because	according	to	this	network	model	

when	a	company	enters	a	new	market,	it	gets	resources	thanks	to	the	creation	and	

development	 of	 connections	 and	 relationships	with	 other	 companies.	When	 the	

firm	enter	in	a	new	market	can	create,	develop	or	even	terminate	relationships;	for	

this	reason,	 it	 is	considered	as	a	gradual	and	cumulative	process	since	relations	

between	companies	can	change,	evolve	or	end.	

Relationships	can,	therefore,	bring	advantages	among	companies	but	are	also	made	

to	maintain	or	otherwise	break	a	specific	position	within	the	network.		



 

45 

It	is	important	to	remember	that	the	relationships	have	a	mutual	orientation	of	two	

firms	 towards	 each	 other,	 and	 therefore,	 this	 brings	 the	 dynamic	 aspect	 of	 the	

relationship.	This	also	implies	that	the	firms	have	mutual	knowledge	of	each	other	

and	also	are	aware	of	the	interest	in	doing	the	relationship.	(As	shown	in	Exhibit	

2.4.)	

	

	

	
	

Exhibit	2.4	Relationship	and	interaction	in	the	industrial	market.	

	

	

As	shown	in	exhibit	2.4,	there	is	an	exchange	process	between	the	parties	and	a	

mutual	orientation.	There	is	the	willing	of	the	parties	of	exchange	and	also	have	a	

mutual	interest	in	the	interaction	and	relationship.	Moreover,	as	exhibit	2.4	shown,	

there	are	two	different	types	of	processes:	exchange	or	adaption	process.		

The	adaption	process	is	chosen	when	the	two	parties	do	not	fit	together,	so	there	

is	a	need	for	a	part	that	must	be	adapted	with	the	other.		

This	means,	 for	example,	 that	one	part	changes	 their	product	or	some	technical	

process	to	be	more	compatible	with	the	other	one.	It	can	also	be	understood	as	a	

part	that	learns	from	the	other,	not	necessarily	with	a	negative	connotation.	
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To	 summarize,	 this	 last	model,	 the	Network	model,	 is	 based	 on	 the	 idea	 that	 a	

company	in	order	to	have	a	resource	that	can	be	useful	in	the	internationalization	

process	need	to	establish,	develop	and	sometimes	also	terminated	the	relationship	

with	 other	 firms.	 This	 set	 of	 relationships	 create	 the	 network	 in	 the	 industrial	

system.	 The	 relationships	 between	 the	 firms	 are	 significant	 in	 this	 context.	

Companies	have	a	mutual	orientation	in	the	creation	of	relationships,	as	they	must	

be	built	and	maintained	gradually,	also	knowing	the	 interests	of	 the	other	party	

and	working	together.	With	the	network	model,	we	finished	the	description	of	all	

the	most	influent	internationalization's	theory	through	the	years.	

	

In	 the	 next	 section	 of	 the	 chapter,	we	will	 focus	 on	 the	 traditional	MNEs,	 their	

characteristics,	their	strategy,	also	focusing	on	how	the	perspective	of	the	scholars	

changed	through	the	years	before	based	on	the	industry-based	view,	evolved	in	the	

resource-based	 view	 and	 after	 the	 advent	 of	 the	 latecomers,	 more	 and	 more	

scholars	have	started	 talking	about	 the	 institution-based	view.	Moreover,	 in	 the	

last	part	on	the	organizational	structure.	For	traditional	MNEs,	we	meant	the	first	

example	 of	 multinational	 coming	 mainly	 from	 triad	 economics	 (United	 States,	

Europe,	and	Japan).		

	

	

2.5	Traditional	MNEs	from	the	Triad		
	

In	this	section	2.5,	we	will	take	into	consideration	the	traditional	MNEs;	therefore,	

the	multinationals	coming	from	the	Triad,	that	are	the	United	States,	Europe,	and	

Japan	firms.	Thus,	the	first	countries	which,	also	driven	by	economic	globalization,	

created	the	first	wave	of	internationalization.		

They	were	the	first	examples	of	companies	that	went	global.	Thus,	changing	their	

strategy	and	organization,	which	we	will	see	in	detail	later	in	the	following	sections.		

As	we	saw	at	the	beginning	of	this	chapter,	the	theories	of	internationalization	have	

explained	the	common	traits	of	the	multinationals	coming	from	the	countries	of	the	

Triad,	 in	 facing	 expansion	 in	 a	 foreign	 market.	 They	 have,	 therefore	 created	
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theories	 to	 explain	 the	 patterns	 of	 internationalization	 that	 have	 allowed	 us	 to	

identify	common	characteristics.	

	

	

2.5.1	Characteristics		
	

In	this	section,	we	will	describe	some	typical	characteristics	of	the	traditional	MNEs	

from	 the	 Triad	 (United	 States,	 Europe,	 and	 Japan),	 that	 emerged	 from	 the	

internationalization	theories.		

Therefore,	based	on	the	studies	of	scholars	such	as	Hymer	(1976),	Vernon	(1979),	

Dunning	(1981),	Johanson	and	Vahlne	(1997),	Johanson	and	also	Mattson	(1988)	

and	many	others;	It	was	possible	to	draw	common	characteristics	that	distinguish	

this	 first	 wave	 of	 multinationals	 coming	 from	 the	 Triad,	 the	 climax	 of	 their	

worldwide	expansion	was	reached	around	the	1950s	and	1960s.	While	the	rise	of	

the	Japanese	multinational	during	the	1970s	and	1980s,	adding	more	diversity	of	

the	global	population	of	multinational.	

	

- A	 first	 characteristic	 is	 that	 are	 big	multinationals	 that	 are	 coming	 from	

developed	countries,	especially	from	the	United	States,	Europe,	and	Japan.	

	

- Another	 characteristic	 that	 emerges	 from	 the	 various	 theories	 of	

internationalization	and	studies	is	that	the	companies	that	come	from	the	

Triad,	 have	 preferred	 to	 enter	 and	 expand	 into	 countries	 that	 they	

considered	from	a	geographical,	cultural	and	political	point	of	view	more	

similar	to	the	country	of	origin.	The	phenomenon	of	 the	psychic	distance	

that	we	already	described	in	the	chapter.	Only	after	having	acquired	a	more	

excellent	 knowledge	 of	 the	 foreign	 market	 and	 more	 considerable	

experience	then	it	will	also	expand	into	more	distant	countries.	

	

- A	 feature	 that	 these	 multinationals	 have	 in	 common	 is	 that	 their	

internationalization	 process	 is	 gradually	 and	 in	 general	 they	 follow	
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different	 steps,	 which	 had	 a	 lower	 level	 of	 risk	 and	 commitment	 at	 the	

beginning	and	became	higher	when	the	firm	takes	the	commitment	of	FDI	

or	other	complex	operations.	
	

- Another	feature	that	we	can	note	that	they	are	multinationals	that	have	a	

large	 number	 of	 resources	 and	 competitive	 assets	 already	 in	 the	 home	

market.	Therefore,	having	superior	resources	and	existing	assets	creates	a	

great	advantage	for	these	traditional	multinationals.		
Why	then	they	expand	abroad?	In	order	to	exploit	these	resources.	However,	

also,	to	acquire	raw	materials	or	labor	at	a	lower	price.	

In	general,	the	traditional	MNEs,	see	the	world	as	a	threat	to	their	existing	

competitive	 position.	 So,	 in	 order	 to	maintain	 this	 position,	 they	 exploit	

these	resources	cross-national	markets.	

	

All	 these	 characteristics	 that	 we	 describe	 above,	 we	 will	 not	 be	 found	 in	 the	

latecomers	 "Dragon	 multinationals,"	 because	 they	 will	 break	 the	 traditional	

patterns	and	will	have	a	completely	different	approach	to	the	internationalization.		

	

	

2.5.2	Strategy	
	

In	 this	 section	2.5.2,	we	will	 describe	 the	 strategies	 implemented	by	 traditional	

multinationals.	 The	 strategy	 as	 an	 art	 of	 war	 was	 transferred	 to	 an	 economic	

context	in	the	early	sixties.	This	does	not	mean	that	before	the	sixties,	there	were	

no	strategies,	but	it	meant	that	before	those	years,	there	were	no	formal	theories	

about	corporate	strategy.	The	level	of	strategy	can	be	applied	to	different	levels	of	

society.	The	most	frequent	is	the	business	strategy;	it	defines	the	way	the	business	

wants	and	is	able	to	compete	in	its	segment.	

As	 Mathews	 (2002)	 explained	 the	 strategy,	 conventionally	 in	 management	

literature,	 refers	 to	 how	 the	 company	 supports	 and	 extends	 its	 resources,	 and	

capabilities,	which	 it	has	already	obtained	 in	 its	domestic	market.	Expanding	 its	
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advantages	and	exploiting	them	in	different	markets,	 this	 initially	allows	a	 large	

company,	and	then	we	will	see	that	even	small	and	medium-sized	companies	will	

thrive	on	the	global	scene,	turning	their	strategy	from	local	to	global.	This	shift	in	

strategy	from	a	local	and	national	perspective	to	a	more	international	and	global	

one	led	to	the	formation	of	the	first	multinational	companies,	which	then	evolved	

into	different	forms,	such	as	global	and	transnational.		

In	 general,	 traditional	 American,	 European,	 and	 Japanese	 companies	 follow	 a	

similar	pattern.	The	 reasons	behind	a	 company's	decision	 to	become	global	 are	

manifold.	The	main	reason	a	company	implements	its	strategy	here	is,	for	example,	

the	search	for	raw	materials	or	lower	labor	costs,	in	fact,	the	first	wave	of	expansion	

they	were	made	by	developed	countries	towards	developing	countries,	to	exploit	

an	 economic	 advantage.	 Another	 reason	 could	 have	 been	 the	 saturation	 of	 the	

internal	market,	 which	 therefore	 pushed	 companies	 already	 competitive	 in	 the	

internal	market	to	expand	to	conquer	different	markets.		Lastly,	the	multinationals	

expand	to	integrate	cross-border	operations	and	above	all	to	reach	the	economy	of	

scale,	 producing	 more	 products	 that	 become	 standardized,	 allowing	 lower	

production	costs.	

As	Levitt	 (1983)	explained	 in	 the	document	 "Globalization	of	Markets,"	a	global	

company	seeks	a	strategic	advantage	by	standardizing	a	product	and	offering	the	

same	everywhere.	

	

Scholars	 divided	 the	 companies	 into	 different	 categories	 based	 on	 the	 type	 of	

investment	and	strategy	that	firms	choose.	They	can	be	divided	into	International,	

Multinational,	Global,	Transnational,	and	Multi	domestic.		

- International	companies:	they	do	only	export	and	import,	but	not	FDI.	Their	

strategy	is	centralized	decision	making	in	the	domestic	country	where	there	

is	the	headquarter	

- Multinational	companies:	they	do	FDI	in	few	of	the	foreign	countries	where	

the	companies	operate	and	also,	they	establish	subsidiaries.	Their	strategy	

is	 centralized	 decision	 making	 but	 in	 the	 parent	 company	 not	 in	 the	

headquarter		
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- Global	companies:	they	do	FDI	in	almost	all	the	countries	where	operates.	

Their	strategy	is	centralized	decision	making	in	the	parent	company.		

- Transnational	 companies:	 they	 do	 FDI	 in	 many	 foreign	 countries.	 Their	

strategy	 is	 decentralized	 decision	 making	 and	 also	 decentralized	

organizational	structure.	

- Multi	 domestic	 companies:	 they	 do	 FDI	 in	many	 foreign	 countries.	 Their	

strategy	 is	 decentralized	 decision	 making	 and	 also	 decentralized	 in	 the	

organizational	structure.		

	

The	main	difference	between	the	global	and	the	transnational	is	that	in	the	global	

company	 has	 a	 centralized	 decision	 strategy,	 while	 in	 the	 transnational	 is	

decentralized	organizational	structure.	Thus,	as	explained	in	Chapter	1,	to	date	in	

the	twenty-first	century,	scholars	speak	of	a	new	species	of	MNEs.	Such	as	born	

global,	 newcomers,	 global	 start-up,	 and	 latecomers.	 This	 new	 phenomenon	 of	

Dragon	 multinationals	 as	 the	 most	 emblematic	 example	 of	 latecomers	 will	 be	

explained	in	detail	in	the	following	chapter	(3).		

Moreover,	 as	 we	 have	 described	 in	 the	 chapter,	 the	 internationalization	 of	

traditional	multinational	 companies	 takes	place	gradually	and	 through	different	

levels	of	commitment.	First,	they	enter	through	export,	and	then	they	will	establish	

their	 own	 branch.	 This	 can	 be	 considered	 a	 characteristic	 of	 traditional	 MNEs'	

strategy,	a	feature	that	we	will	not	see	in	the	Dragon	multinationals,	explained	in	

the	following	chapter	(3).	

	

	

2.5.2.1	Perspective	for	the	strategy		
	

Over	 the	 years,	 scholars	 created	 different	 framework	 and	 perspective,	 and	 the	

combination	 of	 the	 three	 views	 can	 shape	 the	 strategy	 and	 performance	 of	 the	

company.	We	would,	therefore,	like	to	analyze	these	three	different	perspectives	

that	are	 the	 industry-based	view	 (Porter	1980),	 the	resource-based	view	 (Barney	

1991),	 and	 the	 institution-based	 view	 (Meyer	 and	 Peng	 2005).	 	 As	 it	 is	 easy	 to	
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understand	from	the	names,	the	three	perspectives	are	based	on	a	different	focus.	

The	 industry-based	view	 is	 focused	on	the	external	context	of	 the	company	and	

therefore,	on	the	environment	of	the	industry.	The	resource-based	view,	instead,	

focuses	on	the	internal	resources	of	the	company.	Therefore,	how	these	resources	

can	lead	the	company	to	have	a	competitive	advantage.	

Moreover,	 the	 latest	 institution-based	view,	 focus	on	 the	dynamic	of	 interaction	

between	organizations	and	institutions.	In	the	sense	that	strategic	choices	are	not	

only	driven	and	influenced	by	industry	conditions	and	also	by	the	firm's	assets,	but	

also	by	the	constraints	of	the	institution's	framework	that	the	firm	is	involved	in.		

Even	 if	 this	 three-view,	 focus	 on	 a	 different	 perspective,	 they	 cannot	 be	 strong	

enough	to	sustain	on	its	own	but	is	the	combination	of	the	three	that	can	formulate	

the	strategy	of	the	company.		In	sum,	the	integration	of	the	three	perspectives	can	

make	understand	how	the	firm	behaves	and	the	strategy	of	the	company.		We	can	

analyze	in	detail	one	by	one	the	three	different	perspective.		

	

	

2.5.2.1.1.	Industry-based	view		
	

The	industry-based	view	described	by	Porter	(1980),	argues	that	the	condition	of	

the	 industry,	 so	 the	 external	 environment	 in	 which	 the	 firm	 operates,	 can	

determine	the	strategy	and	the	performance	of	the	company	itself.		Moreover,	the	

industry-based	view	identified	the	external	forces	that	work	in	the	industry	level.	

So,	it	is	more	based	on	the	external	conditions	that	may	affect	the	firm's	decision.		

What	 are	 the	 external	 forces	 that	 can	 affect	 the	 company?	 Based	 on	 Porter's	

framework,	what	can	influence	the	company	that	is	external	of	the	company	itself,	

can	 be	 the	 competitors,	 the	 customers,	 and	 suppliers.	 Then	 if	 the	 company	 is	

exposed	 to	 very	 high	 competition,	 or	 high	 demanding	 customer	 or	 high-quality	

suppliers,	 this	 can	 lead	 as	 a	 consequence	 to	 have	 a	 different	 decision	 in	 the	

company's	strategy.		With	these	first	frameworks,	are	possible	to	understand	the	

degree	of	competition	in	the	domestic	industry,	and	also	the	degree	of	technology	

intensiveness	of	an	industry.	
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Porter	 promoted	 a	 process	 of	 analyzing	 industries	 based	 on	 the	 “five	 forces”	

framework,	showed	in	Exhibit	2.5,	that	adequately	describes	each	industry's	basic	

competitive	structure.		

The	 five	 forces	 are	 the	 bargaining	 power	 of	 buyers,	 the	 bargaining	 power	 of	

suppliers,	 the	 threat	 of	 new	 entrants	 into	 the	 industry,	 the	 threat	 of	 substitute	

products,	and	the	resulting	dynamics	of	competitive	rivalry	among	existing	firms.	

So,	understanding	all	 the	 five	 forces	 is	possible	 to	have	a	 comprehension	of	 the	

competitive	intensity	of	the	industry.	Based	on	Porter's	studied,	the	five	forces	are	

all	relevant	and	fundamental	component	to	see	the	big	picture,	can	have	different	

importance,	but	are	needed	all	to	understand	the	industry.	

	

	

	
	

Exhibit	2.5	Porter’s	Five	forces	model	

	

	

	

If	we	want	to	use	the	industry-based	view,	in	the	context	of	the	new	zoology	of	firm	

emerging	 like	 the	 latecomers,	 that	 we	 have	 just	 mentioned	 them,	 but	 we	 will	

describe	 more	 in	 detail	 in	 the	 following	 chapter	 (3).	 Based	 on	 the	 research	 of	
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Yamakawa,	 Peng,	 and	 Deeds	 (2008),	 this	 industry-based	 view	 can	 be	 used	 to	

analyze	the	behavior	of	new	companies	from	emerging	countries.	Based	on	their	

analysis	 if	 there	 is	 a	 high	 degree	 of	 competition	 in	 the	 domestic	 industry,	 this	

condition	 will	 motivate	 some	 new	 firms	 to	 internationalize	 from	 the	 emerging	

economies	to	the	developed	countries.	Moreover,	if	there	is	also	a	high	degree	of	

technology,	 the	 intensiveness	 of	 industry	 will	 motivate	 the	 new	 firm	 to	

internationalize	 from	 emerging	 countries	 to	 a	 developed	 one.	 This	 is	 the	 exact	

example	of	the	behavior	of	the	latecomers	that	we	will	describe	in	detail	in	the	next	

chapter	(3).	

	

	

2.5.2.1.2	Resource-based	view		
	

The	other	approach	or	different	perspective	is	the	resource-based	view,	although,	

Birger	 Wernerfelt	 (1984)	 coined	 the	 term	 "resource-based	 view,"	 was	 Barney	

(1991)	 that	 developed	 and	 formularized	 the	 theory	 and	 applied	 the	 resource-

based	 view	 for	 business	 strategy.	 	 This,	 on	 the	 contrary	 to	 the	 previous	 one,	

industry-based	 view,	 is	 focused	 on	 the	 internal	 resources	 of	 the	 firms.	 The	

resources	 can	 be	 tangible	 and	 intangible,	 can	 be	 human	 resources	 and	 also	

information	and	organizational	resources.	The	firm	can	use	all	these	resources	as	

sources	of	 competitive	advantage.	 In	other	words,	 it	 is	a	managerial	 framework	

used	to	determine	the	strategic	resources	a	firm	can	exploit	to	achieve	competitive	

advantage.		

In	order	to	be	resources	that	are	strategic	for	the	company	and	can	therefore	also	

provide	a	competitive	advantage	to	the	company;	authors	Dierickx	and	Cool	(1989)	

develop	a	set	of	criteria	characterizing	resources	which	must	be	non-imitable,	non-

transferable	and	non-substitutable.		

	

- Non-imitable:	means	that	in	order	to	be	a	strategic	resource	and	used	as	a	

competitive	advantage	has	to	be	not	easily	imitable	by	competitors.	
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- Non-transferable:	 means	 that	 in	 order	 to	 be	 a	 valuable	 resource	 and	

leverage	by	the	company	has	to	be	not	easily	bought	or	sold	on	the	market,	

but	still	have	some	connection	with	the	firm.	

	

- Non-substitutable:	means	that	to	be	a	relevant	resource	has	to	be	not	easily	

substituted	by	others	or	similar	resources.		

		

The	characteristics	we	have	just	seen,	namely	that	resources	must	be	non-imitable,	

non-transferable	and	non-substitutable,	are	from	the	point	of	view	of	multinational	

companies	coming	from	developed	countries,	which	therefore	already	have	a	high	

level	of	internal	resources.		

The	 resource-based	view	 can	 also	be	used	 to	describe	 the	new	phenomenon	of	

emerging	latecomers.	On	the	contrary	of	the	traditional	MNEs,	the	latecomers	that	

we	will	see	in	the	next	chapter	(3),	do	not	have	these	internal	resources	to	have	a	

competitive	advantage,	but	on	the	contrary,	they	try	to	leverage	resources	that	they	

do	 not	 have	 through	 a	 partnership	 with	 other	 multinationals.	 So,	 the	 resource	

should	be	imitable,	transferable,	and	substitutable.		

	

- Imitable:	 a	 resource	 that	 can	 be	 easily	 imitable,	 in	 the	meaning	 that	 are	

resources	that	can	be	replicated	by	the	latecomer,	in	a	standardized	form,	

through	licensing	a	design	or	technology.	

	

- Transferable:	resource	most	be	easily	transfer,	so	easily	bought	in	the	form	

of	 product	 licenses	 or	 form	 of	 transferable	 process	 technology	 from	

independent	equipment	vendors.	

	

- Substitutable:	a	resource	that	substitutable,	is	when	they	are	affected	by	a	

strong	tendency	towards	product	turnover.		

	

To	 summarize,	 then	 the	 traditional	multinationals	already	have	 these	 resources	

internally	that	they	exploit	to	have	a	competitive	advantage,	while	the	latecomers	
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have	 none	 of	 these	 resources	 and	 therefore	must	 exploit	 them	 and	 learn	 them	

through	partnerships	with	other	companies.	

In	the	next	section,	we	will	describe	the	last	perspective,	the	institution-based	view.		

	

	

2.5.2.1.3	Institution-based	view			
	

Scholars	 have	 begun	 to	 speak	 of	 a	 third	 perspective,	 or	 institution-based	 view,	

above	all	following	the	emergence	of	latecomers	from	developing	countries.	So,	it	

is	also	the	most	recent	perspective	of	all	three.	This	third	view	was	coined	by	the	

scholar	 Peng	 in	 2002	 and	 focused	 on	 how	 the	 institutions	 that	 can	 formal	 or	

informal	can	influence	the	strategic	choice	of	a	firm.	The	institutional	framework	is	

also	 able	 to	 reduce	 uncertainty	 for	 the	 firm.	 Therefore,	 formal	 and	 informal	

institution	 combine	 to	 govern	 the	 firm	 behavior	 and	 choices.	 Based	 on	 the	

definition	of	North	(1990),	"the	institutions	are	formal	and	informal	rules	and	norms	

that	organize	social,	political	and	economic	relations.”	

	As	we	said,	the	rising	of	institution-based	view	is	accompanied	with	the	research	

interests	on	emerging	economies	and	the	developing	of	new	multinationals	 firm	

coming	from	these	countries,	that	we	will	analyze	in	detail	in	the	next	chapter	(3).		

Thus	until	the	end	of	the	1990s,	 	this	aspect	of	how	the	institutions	of	a	country	

could	influence	the	strategic	choices	of	a	company	has	been	wholly	omitted	and	not	

considered	influential	in	countries	already	developed,	considered	distinct	and	that	

other	reasons	dictated	the	choices	of	the	companies,	and	that	the	institutions	did	

only	 be	 part	 of	 a	 company's	 background	 often	 associated	 with	 a	 cultural	

background	typical	of	that	country.	Therefore,	it	is	only	thanks	to	the	emergence	of	

more	 and	 more	 multinationals	 coming	 from	 developing	 countries,	 where	 the	

influences	 of	 the	 institutions	 are	 evident	 and	 strongly	 present,	 which	 have	 led	

scholars	 to	 analyze	 this	 aspect	 as	well	 and	 thus	 create	 a	 third	 perspective,	 the	

institution-based	view.	

Based	on	 the	studies	of	Peng	(2002,	2009),	 focuses	on	analyzing	how	there	 is	a	

strong	relationship	between	Chinese	companies	and	institutions	and	the	context	
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they	 have	 in	 the	 country,	 and	 how	 the	 institutional	 forces	 deeply	 influence	 the	

process	 of	 internationalization	 of	 Chinese	 multinational	 corporation	 (MNCs).	

Moreover,	 how	 the	 institutional	 environment	 shapes	 the	 resources	 that	will	 be	

invested	for	acquisitions	and	mergers	(M&A)	outside	China.	Furthermore,	 in	the	

case	of	China,	it	is	thanks	to	the	government	that	a	process	of	internationalization	

of	companies	was	promoted,	with	strategies	such	as	the	“going	global”	announced	

in	2001.	Mainly	because	the	majority	of	the	most	important	multinational	are	state-

owned	companies.	

Another	aspect	that	should	be	focused	on	is	the	institution	voids	that	are	present	

mainly	in	developing	countries.		Institution	voids	can	be	considered	the	lack	of	legal	

protection	for	property	rights,	weak	enforcement	of	laws,	underdeveloped	factor	

markets,	and	inefficient	market	intermediaries	that	push	firm	to	go	global	(Khanna	

&	 Palepu	 2006).	 Under	 this	 condition	 firm	 attempt	 to	 alleviate	 or	 avoid	 the	

institutional	voids	at	home	by	investing	abroad.		

Based	on	the	proposition	of	Peng	(2002),	"the	likelihood	or	intensity	of	acquiring	

strategic	assets	in	the	international	expansion	will	be	higher	when	Chinese	firms	face	

greater	 institutional	 constraints	 at	 home."	So,	 to	 understand	 the	 firm’s	 strategic	

choice	requires	an	understanding	of	the	institutional	framework	in	which	the	firm	

is	embedded	(North	1990).	

	

To	summarize,	based	on	different	historical	moments,	different	perspectives	have	

been	 developed	 to	 analyze	 the	 strategic	 choices	 of	 the	 companies.	 In	 the	 late	

eighties,	 with	 the	 industry-based	 view,	 the	 analysis	 was	 based	 on	 the	 context	

outside	the	company,	all	the	elements	of	the	industry.	Then	towards	the	end	of	the	

nineties,	with	the	resource-based	view,	the	focus	shifted	from	the	outside	to	the	

inside,	therefore	analyzing	what	could	be	the	internal	resources	of	the	company	

that	would	influence	the	strategic	choices.	For	the	last	one,	the	institution-based	

view,	in	the	2000s,	with	the	development	of	more	and	more	multinationals	coming	

from	 emerging	 countries,	 it	 was	 decided	 to	 analyze	 also	 the	 institutions	 that	

influence	the	choices	of	companies.		
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2.5.3	Organizational	structure	
	

In	this	last	section	2.5.3,	we	will	describe	how	the	organizational	structure	of	the	

traditional	MNEs	from	the	countries	of	the	Triad,	such	as	the	United	States,	Europe,	

and	Japan,	are.		It	must	be	distinguished	that	the	structural	organization	choices	of	

a	 company	 that	 is	 domestic	 compared	 to	 a	 company	 that	 expands	 in	 different	

markets	 change	 not	 only	 in	 size,	 but	 certainly	 also	 in	 the	 complexity	 of	 the	

management	and	the	costs	of	integration	of	the	various	units.	So,	in	the	process	of	

internationalization,	the	structure	of	the	company	changes	concerning	that	in	the	

country	of	origin	and	involves	very	accurate	choices.	

Therefore,	 based	 on	 the	 studies	 of	 Porter	 (1986)	 when	 there	 is	 the	 need	 to	

coordinate	the	organizational	structure	globally,	this	can	bring	some	challenges.	In	

fact,	 in	 the	 article	 "changing	 patterns	 of	 the	 international	 competition,"	 Porter	

declares	that	when	a	company	has	to	compete	internationally,	need	to	manage	and	

balance	two	different	dimensions.	The	first	one	is	the	country	dimension	because	

some	of	the	activities	of	the	company	are	internal	of	the	firm	in	the	home	country.	

Moreover,	the	second	one	is	the	global	dimension,	in	order	to	achieve	the	global	

coordination	and	configuration	that	the	company	should	be	achieved.		Obviously,	

it	is	a	challenging	task	to	know	how	to	balance	the	two	dimensions,	and	above	all,	

there	will	 always	be	 forces	 that	will	 pull	more	 towards	 the	domestic	 and	other	

more	towards	the	global.	Therefore,	for	this	reason,	because	it	is	difficult,	especially	

at	 the	 beginning	 without	 experience	 to	 manage	 the	 global	 dimension.	 The	

traditional	MNEs	have	 followed	an	expansion	pattern	 in	which	 their	operations	

abroad	would	have	been	gathered	together	with	a	separate	international	division.	

It	is	only	as	a	firm	acquire	much	more	international	experience	that	they	initiate	

new	organizational	arrangements	such	as	worldwide	product	divisions	or	country-

specific	marketing	divisions.				

In	general,	based	on	the	studies	of	Mathews	(2002),	the	traditional	MNEs,	create	a	

stable,	vertically	 integrated	international	structure.	The	organizational	structure	
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should	also	be	a	robust,	centralized,	and	authoritarian	structure	in	order	to	face	all	

the	difficulties,	and	the	challenges	may	occur	in	the	international	context.	

If	we	analyze	examples	of	companies	from	the	United	States,	Europe,	and	Japan,	

although	they	are	considered	among	the	most	developed	countries	and	considered	

the	traditional	MNE,	they	have	had	different	characteristics	in	the	organizational	

structure.	

Based	on	the	words	of	Porter	(1986),	the	European	companies	must	still	overcome	

their	country-centered	heritage,	so	they	still	do	not	have	a	complete	truly	global	

strategies,	and	in	general,	they	lack	modern	technologies.	Thus,	bring	an	advantage	

because	 they	 can	 exploit	 this	 sensitivity	 to	 local	 market	 conditions,	 and	 have,	

therefore,	an	ability	to	work	for	the	host	government.	

The	American	firms	always	have	struggled	to	dispersed	activities	and	try	to	achieve	

global	 coordination	 among	 the	 different	 units.	 They	 will	 reach	 a	 decentralized	

structure	in	the	1970s.	

On	the	contrary,	the	Japanese	firms,	they	have	dispersed	activities	faster	than	the	

other	 firms,	 in	 order	 to	 achieve	 extensive	 global	 coordination.	 The	 Japanese	

organizational	 structure	 is	 based	 on	 the	 introduction	 and	 coordination	 of	 new	

technologies,	that	is	one	of	the	most	crucial	advantages	compared	to	the	other	two	

economies.	

The	structure	of	the	traditional	MNEs	we	have	seen	will	be	completely	different	

from	the	one	we	will	see	in	the	next	chapter	of	the	latecomers.	

To	 summarize	 the	 characteristics,	 the	 strategy,	 and	 the	 organization	 of	 the	

traditional	MNEs,	it	is	continually	evolving,	it	has	been	influenced	by	many	factors	

such	as	economic	globalization,	but	it	also	depends	very	much	on	industry,	on	the	

resources	of	each	individual	company	and	also	on	the	institutions	and	the	context	

in	 which	 the	 company	 is	 born	 and	 develops	 before	 undertaking	 the	

internationalization	process.	
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2.6	Conclusion	Chapter	2		
	

In	 this	 second	 chapter,	 we	 have	 tried	 to	 present	 and	 describe	 the	 process	 of	

internationalization	 from	 the	 point	 of	 view	 of	 traditional	 multinationals.	

Internationalization,	 based	 on	 its	 definition,	 is	 considered	 as	 the	 process	 of	

increasing	involvement	in	an	international	operation.	Over	the	years,	however,	the	

concept	has	evolved	further	and	broadened	its	definition	with	the	following	“the	

process	 of	 the	 firm	 becoming	 integrated	 into	 international	 economic	 activities.”	

Therefore,	the	internationalization	is	when	a	company	starts	to	operate	in	more	

than	 one	 country	 and	 to	 develop	 transaction	 across	 the	 border.	 The	 aim	of	 the	

company	 is	 to	 increase	 its	 sales	 and	 lower	 production	 costs,	 thus	 exploiting	 an	

economy	of	scale.	Through	the	chapter	we	have	also	seen	 the	six	dimensions	of	

internationalization,	 that	 are:	 how,	 what,	 where,	 and	 also	 the	 organizational	

capacities	of	the	company,	which	are	divided	into	organizational	structure,	finance,	

and	personnel.	We	have	also	described	that	the	process	of	internalization	can	be	

divided	into	a	horizontal	expansion	and	vertical	expansion.	

In	 the	 second	half	of	 the	 chapter,	we	 focused	on	 the	description	of	 all	 the	most	

essential	 theories	 of	 internationalization.	 Starting	 with	 explaining	 the	 Vernon	

theory	 of	 the	 Product	 cycle	 hypothesis,	 used	 to	 describe	 the	 pattern	 of	 the	

international	trade	and	direct	investment	activities	of	firms	in	terms	of	the	product	

life	 cycle.	 Passing	 from	 theories	 of	 Uppsala	 model,	 a	 model	 of	 how	 companies	

choose	 the	 market	 and	 the	 entry	 modes	 to	 go	 global,	 the	 Transaction	 cost	

economies,	the	theory	was	created	to	try	to	understand	how	companies	organize	

themselves	internally,	and	in	particular,	focuses	on	the	duality	between	hierarchy	

and	the	market,		the	Eclectic	theory,	it	is	based	on	the	fact	that	if	the	firm	has	the	

ownership	 advantage,	 the	 location	 advantage	 and	 internalization	 advantage	 is	

more	propense	to	engage	 itself	 in	 international	production.	Concluding	with	the	

Network	model,	this	theory	also	coming	from	the	Swedish	scholars,	it	is	based	on	

the	fact	that	a	company	is	able	to	have	the	resources	necessary	to	internationalize	

through	the	network	and	the	connections	it	has	with	other	companies.		
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In	the	last	part	of	the	chapter	we	instead	concentrated	on	the	description	of	what	

are	the	main	features	of	the	traditional	multinationals	for	example	that	in	general	

they	 prefer	 to	 expand	 in	 countries	 that	 are	 more	 similar	 from	 a	 geographical,	

cultural	and	political	point	of	view	to	their	own	and	then	only	after	having	acquired	

a	more	excellent	knowledge	and	experience	of	foreign	markets	then	they	expand	

even	to	more	distant	countries.		This	is	what	is	called	a	psychic	distance.	Then	we	

analyzed	their	strategy,	as	regards	the	description	and	analysis	of	the	strategy	of	

traditional	multinationals,	we	have	used	three	different	frameworks	that	shift	the	

spotlight	to	three	different	aspects.		The	first	one,	the	industry-based	view,	focus	

on	the	fact	that	the	company's	strategy	is	influenced	by	the	external	environment,	

such	as	the	competitors	the	industry	and	the	suppliers.	In	the	second	framework,	

the	 resource-based	 view,	 the	 focus	 is	 on	 the	 own	 internal	 resources	 that	 the	

company	has	already	and	can	choose	to	exploit	and	use	a	source	of	competitive	

advantage.	 The	 last	 one	 is	 the	 institution-based	 view,	 the	most	 recent.	 Scholars	

have	begun	to	focus	on	this	aspect	only	as	a	consequence	of	the	development	of	

multinationals	coming	from	emerging	countries,	where	there	is	a	strong	influence	

from	the	government	and	the	institutions.	The	description	and	development	of	this	

new	type	of	multinational	will	be	analyzed	in	the	next	chapter.	

As	the	last	aspect	of	this	chapter,	we	have	described	the	organizational	structure	

of	 traditional	 companies,	 that	 in	 general	 tend	 to	 be	 strong,	 centralized,	 and	 an	

authoritarian	structure.		

	

In	the	next	chapter	will	be	analyzed	and	described,	instead	of	the	traditional	MNEs,	

the	 new	 species	 of	multinationals	 that	 are	making	more	 and	more	 scholars	 be	

questioned.	That	are	the	latecomers	mainly	coming	from	Asia-Pacific	area.	We	will	

describe	 their	 internationalization	 process,	 which	 is	 considered	 an	 accelerated	

internationalization	 by	 scholars.	 We	 will	 describe	 their	 strategies	 and	 their	

innovative	organizational	structure.		
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CHAPTER	III	

	

	

3.1	Introduction		

	
In	 this	chapter,	we	will	 introduce	and	describe	 in	detail	 the	 topic	of	 the	Dragon	

Multinationals.	 As	 already	 anticipated	 in	 the	 first	 chapter,	 the	 phenomenon	 of	

economic	globalization	brings	as	a	consequence	 the	evolution	of	new	species	of	

companies,	and	among	these,	what	we	will	analyze	in	detail	in	this	chapter,	are	the	

latecomers,	which	specifically	will	be	called	Dragon	Multinationals.	

In	the	previous	chapter,	we	described	the	process	of	internationalization	and	the	

theories	that	scholars	over	the	years	have	created	in	an	attempt	to	try	to	explain	

this	 process.	 The	 focus	 of	 the	 whole	 chapter	 (2)	 both	 in	 the	 analysis	 of	 the	

internationalization	 process	 and	 in	 the	 description	 of	 the	 characteristics,	 the	

strategy,	 and	 the	 organizational	 structure	was	 centered	 only	 on	 the	 traditional	

multinationals.	

Instead	in	this	chapter,	the	spotlight	will	be	moved	to	the	new	category	of	MNEs	

from	the	emerging	countries,	generically	called	by	many	scholars,	latecomers,	but	

that	in	this	chapter	we	will	call	by	the	name	of	Dragon	multinationals,	and	we	will	

also	give	a	definition	and	explanation	of	why	this	name	and	define	which	are	their	

characteristics.			

In	the	first	part	of	the	chapter,	we	will	describe	the	features	and	what	makes	the	

latecomers	become	and	take	the	name	of	Dragon	multinationals.	Subsequently,	we	

will	focus	on	how	the	process	of	internationalization	of	the	latecomers	is	wholly	

detached	 from	 what	 we	 have	 analyzed	 for	 the	 traditional	 multinationals.	 The	

theories	 we	 have	 seen	 for	 the	 explanation	 of	 the	 internationalization	 of	 the	

traditional	multinationals	 like	 Uppsala	model	 or	 the	 OLI	 framework,	 cannot	 be	

applied	to	the	explanation	of	the	ascent	of	the	latecomers,	or	instead,	they	must	be	

adapted	 and	 modified	 to	 approach	 and	 integrate	 the	 characteristics	 of	 the	

latecomers	multinationals	utterly	different	from	the	traditional	ones.	



 

63 

In	the	last	part	of	the	chapter,	we	will	focus	on	analyzing	the	various	theories	on	

the	innovative	strategy	of	latecomers,	and	how	their	organizational	structure	has	

evolved	and	changed	precisely	to	adapt	to	this	new	global	context.			

We	will	 try	 to	analyze	what	more	and	more	scholars	 in	 recent	 times	have	been	

attempting	to	understand	and	find	explanations	for	this	rapid	rise	of	companies	

coming	from	Asia,	especially	from	China,	Hong	Kong,	and	Taiwan.	

So,	in	this	chapter	we	will	try	to	answer	to	some	of	the	questions,	for	example	like	

these	companies	coming	from	developing	countries,	without	the	same	resources	

and	advantages	of	 the	big	multinationals	of	 the	Triad,	how	have	undertaken	the	

internationalization	 process?	 With	 which	 strategy?	 How	 have	 they	 succeeded?	

What	 is	 the	 innovation	of	 their	organizational	 structure?	These	are	 some	of	 the	

most	common	questions	that	scholars	have	tried	to	answer;	and	in	this	chapter,	we	

will	also	try	to	explain	and	answer	to	these	questions.	

In	the	next	section	3.2,	we	will	define	what	a	Dragon	multinational	is.			

	

	

3.2	Dragon	multinational:	a	type	of	latecomers		
	

In	the	previous	chapter	(2),	we	focused	on	traditional	companies	from	the	Triad	

countries;	on	the	contrary,	 in	this	 first	section,	we	will	describe	the	new	type	of	

latecomers.	As	already	anticipated	in	the	first	chapter,	thanks	to	the	phenomenon	

of	economic	globalization,	which	has	allowed	the	ideal	conditions	for	the	evolution	

and	creation	of	a	“new	zoology”	of	companies;	including	latecomers	who	are	not	

late-mover	by	choice	but	by	necessity,	because	they	had	the	opportunity	to	have	

the	advantages	of	the	phenomenon	of	the	economic	globalization	only	later	than	in	

the	countries	of	the	Triad.	The	term	latecomer	is	used	in	a	specific	way	to	describe	

this	new	type	of	companies	that	come	from	emerging	countries	and	that	have	both	

in	 the	 process	 of	 internationalization,	 in	 the	 strategy	 and	 in	 the	 organization	

different	 characteristics	 from	 traditional	 companies.	 This,	 however,	 remains	 a	

generic	description	of	a	category	of	companies.		The	literature	has	referred	to	this	

new	 type	 of	 firms	 in	 a	 variety	 of	 ways,	 including	 "third	 world	 multinationals"	
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(Wells	 1983),	 "latecomer	 firms"	 (Mathews	 2002),	 "emerging	 multinational"	

(Accenture	2008).	There	are	several	names	to	describe	the	same	type	of	company	

that	had	an	accelerated	internationalization	and	have	used	innovative	strategies.	

In	 this	 section	 3.2,	 instead	 our	 attention	 is	 focused	 on	 the	 name	 Dragon	

multinationals,	but	what	do	we	mean	with	the	name	“Dragon	multinational?”		

Based	on	the	Mathews	studies	(2002,	2006)	Dragon	multinationals	are	“firms	from	

the	Asia-Pacific	region,	historically	a	peripheral	region	in	the	world	economy,	that	

have	successfully	internationalized	and	in	some	cased	become	leading	firms	in	such	

sectors	 as	 building	materials,	 contract	 manufacturing,	 steel	 production,	 financial	

services,	hotels	and	hospitality	and	many	more	such	sectors.	These	are	firms	started	

from	behind,	and	overcome	their	deficiencies	to	emerge	as	industry	leaders,	in	short	

periods	of	 time,	without	any	of	 the	advantages	of	 the	 incumbent	 industry	 leaders.	

They	do	so	without	initial	resources,	without	skills	and	knowledge,	without	proximity	

to	major	markets,	and	without	the	social	capital	that	is	to	be	found	in	regions	like	

Silicon	Valley.	However,	they	succeed	despite	these	initial	disadvantages,	indeed	by	

turning	initial	disabilities	into	a	source	of	advantage”.			

So,	 in	 our	 research,	when	we	use	 the	 name	Dragon	multinational,	we	 take	 into	

consideration	the	previous	definition.	In	other	words,	we	intend	the	firms	that	are	

coming	 from	 the	 Asia-Pacific	 area,	 that	 based	 on	 the	 literature	 have	 been	

considered	 a	 Periphery	 economic	 area,	 where	 the	 economic	 globalization	 had	

arrived	 later	 than	 the	 Triad	 area.	 They	 lack	 internal	 and	 initial	 resources	 as	

traditional	 multinationals	 have,	 moreover,	 they	 lack	 management	 skills,	

experience	in	the	foreign	market,	knowledge	and	advanced	technology,	but	despite	

all	these	shortcomings,	they	have	succeeded	thanks	to	the	different	strategies	and	

organizational	structure,	which	we	will	see	in	the	following	sections;	they	had		an	

accelerated	internationalization	process,	becoming	in	some	cases	also	leaders	in	

their	sectors.	Coming	from	the	Periphery,	they	cannot	replicate	the	strategies	or	

the	model	of	the	traditional	MNEs,	because	they	did	not	have	the	same	resources,	

but	 they	 craft	 innovative	 strategies	 and	 organizational	 structure,	 in	 order	 to	

overcome	this	initial	disadvantage.		
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Therefore,	the	dragon	multinationals	are	not	to	be	seen	as	passive	observers	who,	

on	 the	 sidelines	or	with	marginal	 roles,	 look	at	 the	 internationalization	process	

without	 participating,	 but	 on	 the	 contrary,	 they	 are	 shaping	 their	 future	 by	

exploiting	the	right	conditions	created	by	globalization.	They	can	overcome	their	

initial	disadvantages	and	indeed	can	draw	advantages	from	their	latecomer	status.		

In	 literature,	scholars	started	talking	about	Dragon	multinationals	only	recently,	

because	 for	 years	 the	 attention	 of	 scholars	 has	 always	 been	 focused	 on	 the	

companies	of	the	Triad,	but	with	the	advent	of	more	and	more	emerging	countries	

that	have	all	the	credentials	to	compete	with	the	already	developed	countries,	like	

the	Chinese	ascent,	more	scholars	have	started	to	wonder	about	this	new	typology	

of	multinationals,	 but	which	 are	 its	 characteristics,	 in	 comparison	also	with	 the	

traditional	multinationals?	We	will	describe	them	in	the	next	section	3.3.		

	

	

3.3	Characteristics	of	Dragon	Multinationals		
	

In	 this	 section	 3.3,	 we	 will	 describe	 some	 of	 the	 characteristics	 of	 the	 Dragon	

multinational,	 and	 also	make	 a	 comparison	with	 the	 features	 of	 the	 traditional	

MNEs.		

	

- A	first	characteristic	is	that	in	general	are	small-size	multinationals	that	are	

coming	 from	 the	 Asia-Pacific	 region	 or	 more	 in	 generic	 terms	 from	 the	

Periphery.		

	

- Another	 characteristic	 is	 that	 their	 internationalization	 process	 does	 not	

begin	with	countries	that	are	closer	from	a	geographical,	political	or	cultural	

point	of	view,	but	therefore	do	not	follow	a	precise	rule,	they	can	also	start	

from	very	distant	markets,	so	they	are	not	characterized	by	what	we	call	

psychic	distance	and	that	we	saw	characterize	the	traditional	MNEs.		
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- Compare	 to	 the	 traditional	MNEs,	 they	have	 less	sophisticated	resources,	

and	they	have	less	advanced	technology.	

	

- A	 feature	 that	 has	 in	 common	 all	 latecomers	 coming	 from	 an	 emerging	

country,	 is	 that	 they	 face	 an	 accelerated	 internationalization,	 on	 the	

contrary	of	the	traditional	MNEs	that	follow	a	gradual	process.	Seek	through	

an	 accelerated	 process	 to	 reach	 the	 position	 of	 the	 developed	 countries;	

however,	for	Dragon	multinationals,	the	accelerated	internationalization	is	

not	a	luxury,	but	is	a	necessity.	

	

- They	 also	 have	 an	 innovative	 strategy	 and	 an	 innovative	 organizational	

structure.	

	

- 	The	last	characteristic	is	that	unlike	traditional	multinationals,	they	do	not	

have	the	same	knowledge,	experience,	and	initial	resources	to	exploit	them	

and	transform	them	as	a	competitive	advantage.		

	

	

The	two	scholars	Guillen	and	Garcia-Canal	(2009),	in	their	research,	have	divided	

what	 the	 characteristics	 of	 traditional	multinationals	 in	 comparison	with	 those	

instead	considered	new	latecomers	are.	As	shown	in	Exhibit	3.1	

In	 this	exhibit	 the	 two	scholars	 focused	on	some	 traits	 that	we	already	saw,	 for	

example	that	the	new	multinational	(Dragon	multinationals)	have	an	accelerated	

internationalization	 while	 the	 traditional	 ones	 have	 more	 gradual	

internationalization.	 Or	 that	 the	 latecomers	 don’t	 have	 the	 same	 resources	

internally	as	the	traditional	MNEs.	But	also,	on	some	others	that	we	will	focus	on	

the	following	section	of	this	chapter.		
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Exhibit	3.1	The	New	Multinationals	compared	to	the	

Traditional	Multinationals.	

	

	

In	addition	 to	 these	 features,	also	based	on	 the	research	of	Cuervo-Cazurra	and	

Genc	 (2008),	 we	 can	 also	 identify	 the	 advantages	 and	 disadvantages	 of	 these	

Dragon	multinationals.		

	

- Some	 of	 the	 characteristics	 that	 we	 already	 mentioned	 also	 consider	

disadvantages	 for	 the	 latecomers.	 For	 example,	 the	 lack	 of	 resources,	

experience,	and	knowledge	compared	to	 the	 traditional	MNEs.	Moreover,	

do	not	have	a	strong	ownership	advantage.	They	are	in	a	late	mover	position	

even	 if	 they	 have	 not	 chosen	 to	 exploit	 this	 kind	 of	 strategy.	 Another	

disadvantage	 is	 the	Country	 of	Origin	 Effect	defined	 as	 “the	 psychological	

effect	 describing	 how	 consumer’s	 attitude,	 perceptions	 and	 purchasing	

decision	are	influenced	by	the	products’	country	of	origin	labelling.”	This	can	

create	 a	 halo	 effect	 on	 customers	 evaluation	 and	 may	 create	 also	 a	

disadvantageous	image	among	the	potential	client.	It’s	in	general	distorted	

from	the	reality.		
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- Among	 the	 advantages;	 instead,	we	have	 that	 in	 their	 home	 country,	 the	

latecomers	know	better	 their	clients.	They	also	have	production	 facilities	

and	distribution	network	that	are	better	adapted	to	the	conditions	of	 the	

country	 (Lall	 1983).	 They	 also	 know	 how	 to	 operate	 in	 the	 challenging	

institutional	environment	that	characterizes	the	developing	country.			

	

What	 is	 initially	 considered	 a	 disadvantage,	 the	 problematic	 situation	 that	

latecomers	have	in	their	home	country	due	to	the	“institutional	voids”	—		lack	of	

legal	 protection	 for	 property	 rights,	 poor	 enforcement	 of	 laws,	 underdeveloped	

factor	markets,	and	inefficient	market	intermediaries	that	push	firms	to	go	global	

(Khanna	&	Palepu,	2006).	Becomes	an	advantage,	because	they	manage	to	handle	

more	 challenging	 and	 unforeseen	 situations	 in	 other	 markets	 better	 than	 the	

multinationals	of	developed	countries	that	have	never	faced	these	dynamics.		

The	 last	advantage	 that	we	can	consider	 is	 that	Dragon	multinationals	have	 the	

support	of	the	government.	This	is	exactly	what	we	will	discuss	in	the	next	section	

3.3.1,	the	help	of	the	government,	the	institutions	and	the	phenomenon	of	Guanxi	

in	China.	

	

	

3.3.1.	Government,	Institution,	and	Guanxi	
	

As	we	have	written	before	and	also	on	the	basis	of	research	by	scholars	Guillen	and	

Garcia-Canal	 (2009)	 and	 Cuervo-Cazurra	 and	 Genc	 (2008);	 an	 element	 that	

characterizes	 the	 Dragon	 Multinationals	 is	 precisely	 the	 support	 and	 active	

presence	 of	 the	 government	 of	 their	 home	 country.	 A	 characteristic	 found	 in	

emerging	countries	where	the	role	of	government	is	more	evident	and	intervenes	

positively	or	sometimes	even	negatively,	in	the	choices	of	companies.	The	figure	of	

the	government	 is	not	only	crucial	as	regards	the	benefits	 that	 it	can	provide	to	

companies	in	the	local	market,	but	above	all,	it	is	the	primary	driving	force	behind	

foreign	direct	investment	(FDI)	from	companies	of	emerging	countries.	In	fact,	very	
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often	it	is	the	government	itself	that	decides	whether	or	not	the	company	can	enter	

a	foreign	market.	

In	 practice	 the	 government's	 support	 consists	 of	 policies	 aimed	 at	 allowing	 the	

global	 expansion	 of	 companies,	 such	 as	 the	 policy	 of	 the	 Chinese	 government	

“going	global”;	financing	policies,	therefore	the	government	guarantees	loans	but	

with	lower	interest,	a	privileged	financing	for	a	specific	company	or	industry.		

If	we	think	that	most	of	the	Chinese	companies	that	exist	and	that	are	also	those	

that	invest	outside	are	state-owned	company,	this	makes	us	understand	even	more	

the	link	between	corporate	choices	and	government	choices.		Based	on	the	studies	

of	 Gammeltoft	 (2010),	 the	 state-owned	 companies	 have	 less	 pressure	 from	

shareholders,	 and	 therefore,	 it	 is	 easier	 for	 them	 to	 internationalize	 with	 the	

support	of	the	government.		

	

Institution	
	

Another	 aspect	 that	 is	 connected	 with	 the	 support	 and	 very	 often	 decisive	

intervention	of	the	government	is	also	the	institutional	environment,	therefore	the	

impact	 that	 it	 has	 in	 the	 creation	 of	 the	 company	 and	 in	 the	 decisions	 taken.	

Generally,	 in	 emerging	 countries,	 the	 institutional	 environment	 is	 much	 less	

sophisticated	than	in	developed	countries.	

As	 we	 have	 already	 anticipated	 in	 the	 previous	 chapter,	 with	 the	 advent	 of	

multinationals	 from	emerging	countries,	more	and	more	scholars	have	begun	to	

analyze	the	institutional	environment	of	companies,	even	going	so	far	as	to	speak	

of	an	Institution-based	view,	which	seeks	to	understand	how	formal	and	informal	

institutions	can	influence	companies	and	their	strategic	choices.		

Based	on	the	definition	of	North	(1990)	institution	are	“humanly	devised	constraint	

that	structure	the	human	interactions”,	but	also	can	be	defined	as	“the	institutions	

are	formal	and	informal	rules	and	norms	that	organize	social,	political	and	economic	

relations.”	North	(1990).		

Based	 on	 the	 Gammeltoft	 (2010)	 studies,	 latecomers	 reflect	 the	 institutional	

conditions	 of	 their	 home	 environment.	Moreover,	 the	 institutional	 environment	

supplies	the	material	from	which	firms	build	their	resources;	and	firms	link	their	
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resources	 with	 the	 environment	 through	 their	 strategy.	 Institutional	 forces	

influence	 firms’	 strategy-making	 through	 three	 main	 channels:	 regulative,	

normative	and	cognitive	(Scott	1995).		

In	other	words,	we	can	say	that	latecomers	or	better	saying	Dragon	Multinationals,	

and	 the	 government	 and	 the	 institutional	 environment,	 progress	 together	 in	 an	

evolutionary	process.		

	

Guanxi	
	

The	last	aspect	on	which	we	would	like	to	concentrate	that	is	connected	with	the	

previous	topics,	but	at	the	same	time	is	a	concept	typically	of	the	Chinese	context	

and	culture	and	not	of	other	countries;	it	is	the	concept	of	Guanxi.	Guanxi	is	a	deeply	

ingrained	institution	in	China	due	to	the	long-term	influence	of	Confucian	culture.	

Guanxi	despite	deriving	from	the	external	environment	of	the	company	becomes	a	

great	resource	and	therefore	influence	its	habits,	strategies	and	decisions.		

Guanxi	is	defined	as	“interpersonal	ties	embedded	in	implicit	reciprocal	obligations	

and	 exchanged	 favors	 among	 individuals	 in	 the	 Chinese	 business	 context”	 (Chen,	

Chen	&	Huang	2013,	Du	&	Zhou	2019).		

Like	all	concepts,	Guanxi	can	also	be	viewed	from	a	positive	or	negative	point	of	

view.	It	has	been	proved	that	it	has	positive	impacts	with	regard	to	companies	and	

their	internationalization	process,	because	it	allows	the	company	to	have	resources	

through	interactions	and	exploit	the	networks	also	in	foreign	market.	Moreover,	it	

can	reduce	uncertainty	and	reduce	transaction	cost.	On	the	contrary,	the	negative	

impact	 is	 linked	 to	 potential	 drawbacks,	 such	 as	 inducing	 to	 phenomenon	 of	

corruption.		

Based	on	the	study	of	Du	&	Zhou	(2019)	there	can	be	two	different	types	of	Guanxi	

that	are	relevant	for	us	and	for	our	research	about	the	Dragon	multinationals	and	

their	process	of	internationalization.	The	two	kinds	of	Guanxi	are:	the	Guanxi	with	

the	 government	 and	 the	 Guanxi	 with	 other	 business	 partners.	 This	 partition	

actually	derives	from	the	previous	studies	of	(Peng	&	Luo	2000).	The	Guanxi	with	

the	government	consist	of	the	relationship	between	the	firm’s	manager	or	CEO	and	

the	domestic	government	departments	that	can	also	be	extend	to	different	levels	
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and	units.	And	then	there	is	the	Guanxi	with	business	partners,	that	generally	refer	

to	 the	 relationship	 between	 the	 company	 and	 the	 supplier,	 competitors,	 and	

distributors.		

Now	we	will	analyze	how	these	two	types	of	Guanxi	(with	the	government	and	the	

business	 partners),	 can	 have	 a	 different	 influence	 from	 what	 concern	 the	

company’s	internationalization	process	and	expansion	in	order	to	go	global.	With	

the	 Guanxi	 with	 the	 government,	 the	 company	 can	 get	 facilities	 and	 financial	

support	 from	 the	 government,	 such	 as	 favorable	 taxation,	 bank	 loans,	 or	 other	

approval	for	the	investment	abroad.	Instead	with	the	Guanxi	with	the	partners	can	

be	 a	 vertical	 tie	 such	 as	 with	 the	 suppliers,	 in	 this	 case,	 the	 firm	 can	 promote	

manufacturing	 productivity;	 in	 the	 case	 of	 a	 horizontal	 ties	 such	 as	 with	 the	

competitors,	they	can	increase	collective	sourcing	of	resources	abroad.		

In	this	section	we	have	explain	what	the	environment	is	and	what	influence	it	has	

on	 the	 firms	 and	 their	 choices,	 becoming	 a	 typical	 characteristic	 of	 emerging	

countries.		We	also	described	the	concept	of	Guanxi	typical	of	the	Chinese	context,	

and	how	they	are	also	fully	involved	in	influencing	companies.	

	

Before	continuing	in	the	description	of	the	innovative	strategies	and	organizational	

structure	 of	 the	 Dragon	 multinationals,	 we	 should	 explain	 how	 their	

internationalization	 process	 took	 place,	 which	 is	 called	 accelerated	

internationalization.	So,	how	Dragon	Multinationals	internationalize?	Why	is	called	

accelerated	 internationalization?	We	will	 answer	 to	 these	 questions	 in	 the	next	

section	3.4.		

	

	

3.4.	Internationalization	of	the	Dragon	Multinationals		
	

In	this	section	3.4,	we	will	explain	how	the	internationalization	process	is	entirely	

different	from	that	of	traditional	multinationals.	The	difference	is	both	in	how	the	

internationalization	process	takes	place	but	also	in	terms	of	the	reasons	that	push	

the	Dragon	multinationals	to	undertake	this	expansion.	Then,	we	will	describe	the	
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accelerated	 internationalization,	 why	 it	 is	 the	 distinctive	 feature	 of	 the	 dragon	

multinational?	What	characterize	it?	

	

As	explained	in	the	previous	chapter	the	phenomenon	of	economic	globalization,	

has	made	a	significant	contribution	to	the	expansion	in	an	international	market	for	

many	companies,	but	as	we	have	already	specified	belonged	to	the	beginning	of	

this	 process	 only	 to	 the	 countries	 of	 the	 Triad.	 So,	when	 the	wave	 of	 economic	

globalization	arrived	also	 in	 the	countries	of	 the	Periphery,	 it	pushed	more	and	

more	latecomers	to	enter	also	in	an	international	context.	But	if,	as	we	have	seen,	

the	 internationalization	 of	 traditional	 companies	 took	 place	 gradually	 and	 at	

different	 stages	 with	 increasing	 levels	 of	 commitment.	 This	 is	 not	 what	 has	

undoubtedly	 happened	 in	 the	 expansion	 of	 the	 Dragon	 multinationals,	 which	

indeed	have	undertaken	an	accelerated	process,	and	which	do	not	follow	any	of	the	

rules	or	theories	expressed	previously.	As	they	do	not	have	initial	resources,	they	

do	not	have	resources	to	exploit;	therefore,	as	a	competitive	advantage,	they	have	

no	 experience	 or	 knowledge	 of	 foreign	 markets.	 Consequently,	 they	 find	

themselves	by	necessity	having	to	reach	the	levels	of	companies	that	have	arrived	

at	 that	 position	 gradually,	 while	 the	 Dragon	multinationals	 overcome	 all	 these	

stages	and	get	to	gain	a	spot	in	the	international	context	directly.	To	do	so,	Dragon	

multinationals	have	used	the	existing	inter-firm	connection	of	the	global	economy	

in	 order	 to	 accelerate	 their	 growth.	 Since	 they	 could	 not	 use	 the	 traditional	

methods	due	to	their	lack	of	resources	and	competitive	advantages,	therefore,	they	

had	to	invent	different	strategies	like	the	one	coined	by	the	scholar	Mathews	(2002,	

2006)	 of	 the	 three	 L:	 that	 are	 linkage,	 leverage	 and	 learning.	 So,	 the	 Dragon	

multinationals	take	advantage	of	different	partnerships	and	alliances	with	other	

multinationals	so	that	you	can	get	those	resources	that	were	missing;	that	we	will	

explain	in	detail	in	the	next	section.		

	

What	motivates	the	internationalization	of	the	Dragon	multinationals?	

In	an	increasingly	global	context,	even	if	they	are	late,	they	too	are	attracted	by	the	

idea	of	a	global	market,	and	of	course,	they	have	looked	for	different	strategies	and	

ways	to	be	able	to	also	become	their	actors	in	this	global	context.		
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The	primary	motivation	for	Dragon	multinationals	is	to	be	able	to	have	access	to	

the	resources	and	technologies	that	they	do	not	have	internally.	Moreover,	entering	

into	different	markets,	they	have	more	opportunities	than	their	domestic	market.	

Consequently,	the	Dragon	multinationals	to	get	all	the	resources,	the	technology	

and	the	knowledge	they	did	not	have,	they	need	to	create	alliances	to	exploit	and	

learn	them.	

In	 the	 next	 section	 3.4.1,	 we	 will	 describe	 more	 in	 detailed	 the	 accelerated	

internationalization	of	the	Dragon	multinationals.		

	

	

3.4.1	Accelerated	internationalization		
	

Throughout	 the	chapter	we	have	said	 that	 the	process	of	 internationalization	of	

Dragon	multinationals	 is	 an	accelerated	process	 compared	 to	 that	of	 traditional	

multinationals,	 which	 instead	 took	 place	 more	 gradually	 and	 slowly	 following	

different	phases.	Therefore,	the	name	“accelerated	internationalization”	is	a	way	to	

differentiate	the	two	types	of	internationalization,	one	occurred	in	a	rapid	way	and	

skipped	 the	various	passages	while	 the	more	 traditional	happened	more	slowly	

and	gradually.		This	concept	is	also	linked	to	the	fact	that	in	order	to	implement	this	

accelerated	 process,	 the	 Dragon	multinationals	 have	 chosen	 a	 strategy	 through	

partnerships	 with	 other	 multinationals	 that	 already	 have	 a	 position	 in	 the	

international	 context.	 Based	 on	 the	 research	 of	 Mathews	 (2002),	 partnership	

strategy	 can	 be	 generalized	 as	 a	 form	 of	 accelerated	market	 entry	 or	what	we	

already	called	as	accelerated	internationalization.	Therefore,	thanks	to	this	method	

of	entry	through	a	partner	or	more	than	one	partners,	the	Dragon	multinationals	

do	not	have	 to	 expand	 their	 own	 funds	or	 resources,	 that	 in	most	 cases	do	not	

initially	have,	to	know	the	market,	but	 instead,	choose	a	partner	that	they	deem	

suitable,	 which	 already	 has	 the	 knowledge	 of	 the	 market,	 and	 the	 necessary	

resources,	so	as	to	create	a	business	with	the	Dragon	multinational.	Therefore,	with	

this	strategy,	a	Dragon	multinational	that	lacks	resources	and	adequate	knowledge,	

through	the	connection	with	different	partners	can	enter	different	markets.	
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This	 makes	 us	 understand	 that	 unlike	 traditional	 multinationals,	 Dragon	

multinationals	are	not	interested	in	entering	the	market	with	a	headquarter	and	

subsidiaries	 structure,	 but	 on	 the	 contrary,	 they	 prefer	 to	 have	 much	 faster	

coverage	through	alliances	and	partnerships.		The	Dragon	multinationals	can	not	

afford	the	luxury	of	choosing	a	slow	internationalization	process;	their	goal	is	to	

establish	their	presence	in	the	markets	and	thus	create	their	own	resources	and	

forces	that	otherwise	could	not	have	access	to	them	in	their	domestic	market.		

Obviously,	this	approach	of	the	companies	of	having	to	rely	on	external	partners	

can	have	positive	aspects	as	we	have	seen.	So,	the	partner	allows	entering	to	have	

a	position	in	the	foreign	market,	but	also	to	be	able	to	create	the	resources	that	are	

missing.	But	it	also	has	some	negative	aspects,	that	is	for	example	if	the	relationship	

with	 the	 partner	 turns	 sour	 or	 not	 develop	 what	 expected.	 This	 can	 create	

complications.	 In	other	words,	accelerated	internationalization	is	a	necessity	 for	

Dragon	 multinationals,	 both	 because	 they	 will	 not	 undertake	 a	 gradual	 and	

constant	 process	 as	 the	 traditional	 MNEs,	 and	 because	 the	 internationalization	

process	is	based	on	new	features	of	the	global	economy	itself.	The	global	context	is	

constantly	changing,	and	latecomers	are	exploiting	its	characteristics	to	the	fullest.	

	

Moreover,	Mathews	(2002)	in	his	book	describe	the	process-oriented	approach	to	

internationalization	that	is	the	explanation	that	you	need	in	order	to	make	sense	of	

the	choice	of	the	latecomers	in	the	global	economy.	On	the	basis	of	his	subdivision	

there	are	four	fundamental	features:	

	

- The	decision	to	expand	internationally		

- The	strategic	option	available	for	the	process			

- The	 sequence	 of	 strategic	 choice	 to	 be	made	 and	 the	 options	 to	 present	

themselves	

- The	factors	involved	in	why	some	options	are	chosen	over	others.		
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To	summarize	 this	 sections	3.4	and	3.4.1.,	 the	process	of	 internationalization	of	

traditional	companies	is	very	different	from	that	of	the	Dragon	multinationals.	In	

fact,	the	conventional	multinationals	are	already	large	companies	and	therefore	do	

not	use	the	internationalization	process	to	reason	for	growth;	on	the	contrary,	the	

Dragon	multinationals	internationalize	in	order	to	grow	large.	They	expand	with	

entirely	different	approaches,	and	in	fact,	we	can	name	their	process	an	accelerated	

internationalization.	 Through	 partnerships,	 Dragon	 multinationals	 succeed	 in	

overcoming	their	initial	disadvantages	and	therefore	expand	internationally.		

	

	

3.5	Strategy	of	Dragon	Multinationals	
	

In	 this	 section	 3.5.,	we	will	 focus	 on	 the	 difference	 between	 the	 strategy	 of	 the	

traditional	MNEs	and	the	one	of	the	Dragon	multinationals.	Moreover,	describe	in	

detail	 the	strategic	 innovation	of	 the	Dragon	multinationals.	We	will	explain	the	

most	relevant	strategies	such	as	LLL	from	the	studies	of	Mathews	(2002,2006)	or	

the	alternative	LLL	and	complementary	from	the	research	of	Hung	&	Tseng	(2017)						

and	the	IOL3	by	Lu,	Ma,	Taksa	and	Wang	(2017)	that	moved	the	study	of	Dragon	

multinationals	forward.		

In	the	previous	chapter	(2),	we	analyzed	the	strategies	of	traditional	multinationals,	

therefore,	 the	 motivations	 that	 push	 multinationals	 to	 undertake	 the	

internationalization	 process.	 The	 motivations	 that	 drove	 the	 traditional	

multinationals	were	to	enter	foreign	markets	in	order	to	have	raw	materials	with	

advantageous	prices,	also	to	use	their	resources	to	exploit	them	as	a	competitive	

advantage	and	also	exploit	an	economy	of	scale	to	lower	costs.	These	motivations	

are	 not	 at	 all	 attributable	 to	 the	 motivations	 that	 instead	 pushed	 the	 Dragon	

multinationals	to	internationalize	in	other	countries.		

On	the	contrary,	the	Dragon	multinationals	precisely	because	they	do	not	have	all	

those	initial	resources	and	technologies	like	traditional	multinationals,	they	try	to	

expand	in	order	to	obtain	these	resources	that	otherwise	would	not	continue	to	

have	in	their	home	market.	So,	the	strategies	of	latecomers	are	driven	by	the	quest	
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to	enhance	their	competitiveness	by	securing	access	to	resources	which	they	do	

not	possess.	And	to	do	so,	they	link	with	other	international	firms	or	through	joint	

ventures	with	partners	in	other	markets.		

	

- So	usually	the	Dragon	multinational,	seek	to	build	strength	in	Peripheral	or	

emerging	 markets,	 or	 in	 certain	 sectors	 of	 advanced	 markets,	 before	

engaging	 in	 full	 frontal,	 branded	 product	 assaults	 in	 highly	 contested	

markets	of	the	Triad.		

	

- In	general,	since	they	need	to	build	a	position,	they	create	their	strength	not	

with	a	single	product	but	with	a	diversity	of	products,	so	as	not	to	be	easily	

vulnerable	and	knocked	out	by	a	counterattack	on	 the	part	of	 traditional	

MNEs.		

	

- They	also	build	a	set	of	businesses,	diversified	among	themselves	so	as	not	

to	have	only	one	fragile	one.	In	fact,	in	general,	the	Dragon	multinationals	

are	 frequently	 found	 in	a	group,	not	as	a	 single	entity,	 this	 to	allow	each	

business	 leading	 strength	 to	 the	 others	 and	 creating	 a	 network	 of	

businesses.		

	

- They	also	have	a	 long-term	vision	and	generally	 thanks	 to	alliances,	 they	

manage	to	have	scattered	connections	in	different	territories.	They	try	to	

create	as	many	partnerships	as	possible,	thus	creating	their	own	strength,	

but	also	being	able	to	have	and	exploit	resources	that	otherwise	they	could	

not	have.	

	

Therefore,	 the	 strategic	 approach	 of	Dragon	multinationals,	 is	 to	 have	 as	many	

alliances	and	businesses	as	possible,	in	order	to	create	strength	and	also	in	order	

to	 obtain	 all	 the	 technologies	 and	 recourses	 that	 they	 lack.	Moreover,	 the	 focal	

point	on	which	the	strategy	of	the	latecomers	is	concentrated	is	that	they	lack	a	lot	
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of	important	and	competitive	resources	and	they	must	find	a	way	to	obtain	them.	

How	do	they	do	it?	With	a	resource	leverage	strategy.			

So,	 in	 the	 next	 section	 3.5.1,	 we	 will	 explain	 the	 strategy	 that	 was	 coined	 by	

Mathews	(2002,	2006)	with	the	name	of	LLL	that	stands	for	Linkage,	Leverage,	and	

Learning.	

	

	

3.5.1	LLL:	linkage,	leverage,	and	learning		
	

As	we	have	already	anticipated	the	greatest	innovation	by	the	latecomers	was	in	

the	strategy,	and	their	ability	to	start	from	a	disadvantaged	situation	without	the	

primary	 resources	 and	 thanks	 to	 strategies	 through	 partnerships	 and	 alliances	

were	 able	 to	 transform	 it	 into	 a	 position	 of	 advantage	 in	 this	 global	 context.	

Moreover,	Mathews	wrote	that	they	were	even	able	to	leapfrog	over	the	traditional	

MNEs,	achieving	a	global	status,	reached	through	innovative	strategies	based	on	

the	linkage,	leverage,	and	learning.	 	So,	what	is	this	innovative	LLL	strategy?	We	

will	 explain	 it	 in	 this	 section.	 We	 can	 start	 analyzing	 what	 the	 words	 linkage,	

leverage	and	learning	means.	This	name	of	the	strategies	was	coined	by	the	scholar	

Mathews	(2002,	2006,	2017).	

	

- Linkage:	is	an	outward-orientated	concept.	With	the	word	linkage	we	mean	

the	way	in	which	the	Dragon	multinationals	extend	them	influence	within	

new	markets	 and	new	businesses.	 So,	 if	we	 look	 at	 a	more	 international	

context,	 it	 consists	 of	 the	 company's	 ability	 to	 undertake	 cross-border	

activities,	 through	 interfirm	 relations.	 The	 more	 numerous	 and	 intense	

these	connections	are,	the	higher	the	chances	of	companies	to	have	linkage	

also	in	the	international	economy.		We	need	also	to	add	that	the	outward	

orientation	 carries	 higher	 risks	 and	 uncertainties,	 because	 the	 firm	 is	

searching	outside	its	company	in	a	context	that	does	not	know	and	is	not	

familiar	with.	For	this	reason,	 that	 to	avoid	more	risks	the	 firm	choice	to	

linkage	 through	 different	 channels;	 such	 as	 joint	 ventures,	 supply	 chain	
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contracts,	 technology	 licensing	 agreements	 and	 partnership	 focused	 on	

market	entry.		

	

- Leverage:	 is	 a	 both	 outward	 and	 inward-oriented	 concept.	 Refers	 to	 the	

achievement	by	the	company	of	resources	which	are	outside	the	company	

itself.	The	resources	found	in	the	global	economy;	therefore,	the	company	

must	link	them	together.	And	here	the	inward-oriented	concept	comes	into	

play	because	it	describes	the	company's	ability	to	absorb	all	these	resources.	

In	other	words,	the	firm	is	getting	access	to	the	resources	and	technologies	

that	can	be	incorporated	through	smart	strategies	and	called	by	the	scholars	

Gary	 and	 Prahalad	 “resource	 leverage”.	 The	 resources	 in	 order	 to	 be	

leveraged	by	the	Dragon	multinational	have	to	be	imitable,	transferable	and	

substitutable.		

	

- Learning:	is	the	repeated	application	of	connection	and	leverage	strategies	

that	 lead	to	capacities	 improvement.	As	a	means	of	building	 the	dynamic	

capabilities	and	global	 reach	of	 the	 firm	 that	 is	 internationalize	and	now	

able	to	have	the	skills	needed	to	face	the	competitive	challenges	imposed	by	

the	established	firms.		

	

Through	 this	 new	 strategy	 of	 linkage,	 leverage,	 and	 learning,	 the	 Dragon	

multinationals	they	are	dedicating	to	catching	up	with	the	traditional	MNEs	and	

moving	from	imitation	to	innovation.			

This	 conceptual	 innovation	 provides	 a	 framework	 for	 making	 sense	 of	 the	

distinctive	strategy	of	the	latecomers,	becoming	more	and	more	active	in	the	global	

economy,	even	if	they	have	started	from	the	Periphery.		

Mathews	(2017)	also	specified	that	with	this	strategy	LLL,	the	firm	do	not	build	

their	 international	 position	 only	 from	 their	 own	 resources	 and	 acquired	

capabilities	but	by	linking	with	other	existing	firms	and	leverage	resources	from	

them	 and	 continue	 to	 do	 so	 repeatedly.	 Moreover,	 thanks	 to	 this	 strategy	 the	
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Dragon	multinationals	are	enabled	to	catching	up	and	becoming	more	active	in	this	

new	context.			

Moreover,	this	strategic	framework	of	LLL,	precisely	because	of	its	nature	of	trying	

to	have	connections	with	other	companies,	it	creates	a	structure	that	is	flexible	and	

light	 unlike	 the	 traditional	 vision	 of	 the	OLI	 framework	which	 has	 a	 heavy	 and	

resource-based	structure.		

	

	

3.5.2	LLL:	Linkage,	Leverage,	and	Autonomous	Learning		
	

Through	the	years,	and	thanks	to	the	studies	of	other	scholars,	discussions,	and	the	

creation	of	different	strategic	frameworks	have	been	created.	Based	on	the	studies	

of	Ray	P.K.,	Ray	S.	and	Kumar	(2017)	also	talked	about	a	change	regarding	the	third	

L,	and	instead	of	learning	they	describe	the	LLL	strategy	as	an	autonomous	learning.		

In	Mathews	 LLL	 strategy,	 the	 learning	 is	 proposed	 as	 the	 outcome	 of	 repeated	

application	of	linkage	and	leverage	by	the	Dragon	multinationals.		

Based	on	Ray	P.K.,	Ray	S.	and	Kumar	(2017)	their	conceptualization	of	the	LLL,	they	

treat	linkage	and	leverage	by	latecomers	to	operate	simultaneously,	which	results	

in	 indirect	 learning.	For	the	scholars	Ray	P.K.,	Ray	S.	and	Kumar	(2017)	there	is	

another	 type	 of	 learning	 that	 is	 the	 autonomous	 learning.	 Moreover,	 the	

autonomous	learning	explains	the	company's	success	not	so	much	the	linkage	and	

leverage	process.	Latecomers	who	invest	in	autonomous	learning	as	well	as	having	

advantages	 through	 linkage	 with	 global	 companies,	 are	 also	 those	 that	 are	

successful	 in	 their	 internationalization	 process	 and	 are	 also	 able	 to	 become	

dominant	players	in	the	global	market.		

In	the	short-run,	latecomers	can	exploit	the	few	advantages	that	they	have	intrinsic	

in	 their	 status.	With	 the	 increasing	of	 technological	 complexity,	 the	competition	

increase	demanding	more	investment	in	developing	absorptive	capacity.		

The	investment	in	a	prior	autonomous	learning	is	a	necessary	first	step,	to	be	able	

to	linkage	with	global	MNEs	and	later	to	internationalize	rapidly.		
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So,	 autonomous	 learning	 enables	 the	 latecomers	 to	 purse	 a	 more	 sustainable	

internationalization	 strategy	 in	 long	 run.	 	 Latecomers	 need	 to	 innovate	 and	

upgrade	 capabilities,	 and	 the	 process	 to	 do	 is	 what	 the	 scholars	 refer	 as	

autonomous	learning.		

Autonomous	learning	is	analogous	to	the	concept	of	exploratory	learning.	It	entails	

the	 search	 for	 new	 knowledge	 typically	 associated	 with	 discovery,	 extensive	

experimentation,	and	the	use	of	unfamiliar	technologies	to	develop	radically	new	

products	and	technologies	(March	1991).	Autonomous	learning	is	much	broader	in	

scope	and	relates	to	technology	strategy	of	latecomers	who	stayed	independent	of	

technology	trajectories	of	advanced	country	MNEs.	Autonomous	learning	is	thus	

self-directed	 and	 independent	 of	 linkages	with	 the	MNEs.	 (Ray	 P.K.,	 Ray	 S.	 and	

Kumar	2017).		

	

As	we	have	already	anticipated,	on	the	contrary	of	the	traditional	multinationals,	

the	Dragon	multinationals	have	been	able	 to	 solve	 the	dilemma	between	global	

integration	and	local	responsiveness.	Linkage	and	leverage	also	provide	a	clue	to	

the	means	through	which	latecomers	are	able	to	satisfy	the	demands	of	the	global	

integration	 and	 local	 responsiveness	 (GILR)	 dilemma	 simultaneously.	 The	

latecomers	have	been	able	to	resolve	these	difficulties	and	dilemma	in	innovative	

way	and	thereby	strengthen	their	own	competitiveness.		The	global	coordination	

emerges	 as	 the	 critical	 issue	 in	 determining	 winner	 and	 losers	 in	 global	

competition.	But	for	Dragon	multinational	it	turns	out	to	be	feasible	to	resolve	the	

simultaneous	demands	of	global	integration	and	local	responsiveness.		

	

In	the	next	section	3.5.3.,	we	will	explain	another	alternative	and	extending	theory	

based	on	the	LLL	strategy.		
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3.5.3.	Extending	the	LLL	strategy		
	

In	this	section	3.5.3,	we	will	explain	an	extension	of	the	LLL	strategy,	based	on	the	

research	of	Hung	and	Tseng	(2017).	The	scholars	argue	that	the	LLL	strategy	and	

therefore	 the	 three	 aspects:	 linkage,	 leverage	 and	 learning	 can	 be	 discussed	 in	

terms	of	an	institutional	framework	that	explains	how	institutions	shape	resource	

access	and	economic	actions.		

As	we	have	already	seen	in	the	previous	chapter,	scholars	to	interpret	the	strategic	

choices	of	companies	in	the	years	have	developed	three	different	perspectives,	one	

is	the	industry-based	view,	the	second	one	is	the	resources-based	view	and	the	last	

one,	 more	 recent	 is	 the	 institutions-based	 view.	 The	 attention	 of	 scholars	 has	

focused	on	the	institutions	as	a	result	of	the	increasingly	widespread	phenomenon	

of	latecomers	and	their	rise	in	the	global	economic	context.	It	 is	also	what	these	

two	scholars	Hung	and	Tseng	(2017),	have	tried	to	do,	as	they	have	tried	to	adopt	

the	strategy	LLL	explained	by	Mathews	(2002),	but	based	no	longer	on	a	resource-

based	view	but	found	on	an	institution-based	view.		In	other	words,	their	objective	

was	 to	 demonstrate	 the	 reciprocal	 dynamics	 between	 processes	 of	

institutionalization	and	the	process	of	internationalization	elaborate	on	the	model	

of	linkage,	leverage	and	learning.		

The	authors	Hung	and	Tseng	(2017),	believe	that	the	Mathews’	model,	neglects	the	

interdependence	of	institutions	and	strategies	and	its	effects	on	entrepreneurship	

and	innovation.	In	other	words,	the	institutions	matter	for	Dragon	multinationals,	

as	 access	 to	 resources,	moreover,	 the	 institution	 factors	 affect	 the	 potential	 for	

latecomers.	 	 So,	 they	 try	 to	 redefine	 the	 three	concepts	of	 linkage,	 leverage	and	

learning	expanded	and	explained	in	terms	of	institutional	framework.		

The	LLL	model	is	resource-based,	in	fact	it	emphasizes	how	companies	try	to	obtain	

the	external	resources	that	are	missing,	describing	the	capture	of	resource	as	the	

strategic	 goal	 of	 the	 company's	 internationalization	 process.	 This	 is	 correct	 but	

cannot	be	limited	only	to	a	view	based	on	resources,	excluding	the	context	of	the	

institutions.	 For	 this	 reason,	 scholars	 like	 Hung	 and	 Tseng	 have	 deepened	 the	

context	of	the	institutions.		
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Whereas	 the	 explanation	 based	 on	 the	 resources	 of	 the	 dragon	 multinationals	

emphasizes	the	characteristics	of	resources	available	to	latecomers	trying	to	reach	

the	international	level	advantage,	an	institutional	perspective	helps	to	address	the	

context	and	the	resource	process	selection	and	accumulation	that	could	influence	

sustainable	business	differences.	(Hung	and	Tseng	2017).		

Therefore,	the	authors	Hung	and	Tseng	as	shown	in	the	Exhibit	3.2,	they	developed	

an	 alternative	 and	 extended	 LLL.	 “This	 framework	 is	 both	 parallel	 and	

complementary	 to	 Mathews	 (2002,	 2006)	 LLL	 model,	 while	 recognizing	 a	

reciprocal	 and	dynamic	 relationship	between	 institutional	 activity	and	 resource	

utilization”.	(Hung	and	Tseng	2017).		

	

	

	
	

Exhibit	3.2	The	LLL	model	resource-based	vs.	institution-based	

	



 

83 

	

What	 interest	 to	know	 is	 that	 latecomers	are	 integrated	 into	extensive	network	

systems	 or	 also	 called	 institutional	 connections.	 And	 therefore,	 latecomers	 can	

draw	on	these	networks	to	have	missing	resources	and	technologies.	The	capacity	

of	 the	 latecomers	 of	 change	 and	 innovation	 derives	 not	 so	much	 from	material	

resources	or	technological	assets	as	from	institutional	connections	or	institutional	

linkages.	 Both	 the	 resources	 and	 their	 institutional	 context	 are	 essential	 to	

determine	to	what	extent	the	 latecomers	can	overcome	the	responsibility	of	 the	

delay	and	pursue	accelerated	internationalization.	

Mathews	(2002,	2006)	resource-based	model	argues	that	are	the	resources	linkage	

and	leverage	through	joint	ventures	and	other	forms	of	partnership	that	provide	a	

means	to	gain	entry	into	a	new	market	or	new	business.	Instead	Hung	and	Tseng	

(2017)	suggest	that	 it	 is	the	context	of	 institutional	 linkage	and	the	institutional	

leverage	that	models	the	latecomers'	abilities	to	build,	acquire	and	accumulate	new	

relationships	and	resources.	

This	was	 the	 extension	 of	 the	Mathews	 (2002,2006)	 LLL	model,	 but	 no	 longer	

based	only	in	a	resource-based	context	but	contextualized	also	in	institution-based	

framework.		

	

In	the	next	section	3.5.4,	we	will	describe	the	evolution	and	the	progress	from	the	

LLL	model	 to	a	new	model	 that	 is	called	 IOL3.	Based	on	the	research	of	Lu,	Ma,	

Taksa	and	Wang	(2017).		

	

	

3.5.4	From	LLL	to	IOL	3	
	

The	scholars	Lu,	Ma,	Taksa	and	Wang	(2017),	 in	 their	studies,	have	shown	how	

Dragon	multinational	research	can	move	forward	and	they	have	expanded	the	LLL	

model	of	Mathews	(2002,	2006)	and	have	created	an	extended	framework	the	IOL3.		
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According	 to	 the	Mathews	 (2002,	 2006)	 LLL	model,	 the	 way	 to	 capture	 global	

opportunities	and	to	have	the	resources	that	the	Dragon	multinational	 lack.	It	 is	

first	 to	 link	 up	with	 firms	 especially	with	western	MNEs,	 and	 this	 can	 be	 done	

through	 a	 different	 forms	 of	 partnership;	 second	 to	 leverage	 such	 linkage	 and	

overcome	resource	barriers;	and	third	there	is	the	process	of	learning	that	comes	

through	the	repetition	of	the	linkage	and	leverage	application.	This	is	where	the	

scholars	started	from	and	then	move	forward	with	their	research	and	develop	the	

IOL3	model.		I:	inward	linkages,	O:	outward-	linkages	L:	leverage	learning		

What	is	this	model?	What	do	IOL3	mean?	

	

This	IOL3	model	aims	to	make	understand	and	better	analyze	what	makes	Dragon	

multinationals’	 international	 expansion	 unique.	 The	 scholars	 Lu,	Ma,	 Taksa	 and	

Wang	 (2017),	 create	 and	 extension	 of	 the	 concept	 of	 linkages,	 the	 concept	 of	

leverage,	and	the	concept	of	learning.		

	

- The	extension	of	linkages:			

In	the	Mathews	LLL	model	the	opportunities	for	Dragon	multinationals	to	

have	 linkages	 are	 likely	 to	 be	 found	 in	 the	 global	 market,	 so	 it	 has	 an	

outward	approach.	The	scholars	Lu,	Ma,	Taksa	and	Wang	(2017),	 instead	

they	argue	about	an	extension	of	linkages	because	in	their	IOL3	model,	both	

the	home	market	and	the	international	context	are	important	in	order	for	a	

dragon	multinational	 to	 have	 linkages.	 In	 fact,	 the	 linkages	 they	 have	 at	

home	have	a	more	significant	impact	in	the	internationalization	process	of	

the	Dragon	multinationals.	 Therefore,	 unlike	Mathews	model	where	 it	 is	

focused	 only	 on	 the	 outside,	 in	 this	 extension	 the	 scholars	 take	 in	

consideration	both	 linkages	 that	happen	at	home	and	 those	 that	come	 in	

other	markets.		

	

- The	extension	of	leverage:		

In	 LLL	model	 the	 leverage	 refers	 to	 the	 Dragon	multinational’s	 effort	 to	

overcome	 barriers	 of	 imitability	 and	 transferability	 to	 access	 foreign	
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resources	through	the	internationalization	expansion.	So,	the	focus	is	on	the	

leverage	of	outward	linkages	through	partnership.	In	the	model	IOL3,	the	

scholars	focus	more	on	how	these	firms	use,	develop	an	adapt	the	resources	

accumulated	and	obtain	through	both	inward	and	outward	linkages.			

	

- The	extension	of	learning:	

In	LLL	model,	learning	takes	place	through	repeated	application	of	outward	

linkages	that	leads	to	the	international	expansion	of	Dragon	multinationals.	

In	 the	 IOL3	model,	 instead,	 emphasize	 that	 there	 are	 different	 facets	 of	

learning.	 Which	 can	 be	 both	 before	 and	 after	 their	 internationalization	

process.	

	

	

Exhibit	 3.3	 summarize	 the	 conceptual	 extensions	 of	 the	 IOL3	 framework	 as	

compared	to	LLL	model.	

	

	

	
	

Exhibit	3.3	a	comparison	between	LLL	to	IOL3.	
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To	sum	up,	these	were	the	explanations	of	several	strategic	models	that	have	used	

Dragon	multinationals	 in	their	 internationalization	process.	The	main	one	as	we	

have	seen,	 the	LLL	model	 coined	by	Mathews	 (2002,2006),	but	 in	 the	 following	

years	some	changes	have	been	made	and	several	approaches	and	points	of	view	

have	 been	 added.	 The	 scholars	 Ray	 P.K.,	 Ray	 S.	 and	 Kumar	 (2017)	 adding	 an	

autonomous	learning;	then	based	on	the	research	of	Hung	and	Tseng	(2017),	the	

model	LLL	should	not	only	based	on	a	resource-based	view	but	should	also	take	in	

consideration	an	institution-based	view.	The	last	one	that	we	describe	is	the	model	

IOL3	based	on	the	research	of	the	scholars	Lu,	Ma,	Taksa	and	Wang	(2017),	they	

argue	 the	extension	of	 the	 three	L	 linkage,	 leverage,	and	 learning	with	 the	 IOL3	

model.		

	

	

3.6	Organizational	structure	of	Dragon	Multinationals	
	

In	 this	 last	section	3.6.,	we	will	describe	how	the	organizational	system	and	the	

structure	of	the	Dragon	multinationals	are.	Moreover,	we	will	also	describe	how	it	

is	different	from	the	traditional	multinationals	that	we	described	in	the	previous	

chapter	(2).	The	Dragon	multinationals,	precisely	because	of	their	characteristics,	

their	 lack	 of	 resources	 and	 their	 innovative	 strategy,	 could	 not	 use	 the	 same	

organizational	structure	as	traditional	MNEs,	they	would	not	have	had	the	same	

success	if	they	had	kept	the	same	structure.	Therefore,	they	must	find	an	innovative	

organizational	system,	as	they	also	did	with	the	strategy,	in	order	to	keep	the	rapid	

international	 operations	 under	 control.	 Unlike	 traditional	multinationals,	which	

have	a	vertically	 integrated	and	hierarchical	organization,	with	a	division	based	

between	headquarters	and	subsidiaries.	The	Dragon	multinationals	instead	have	a	

propensity	 to	 organize	 themselves	 in	 diversified	 business	 groups.	 This	 division	

also	has	an	impact	on	international	networks.		

Based	on	the	research	of	Bonaglia,	Goldstein	and	Mathews	(2006),	latecomers	can	

adapt	 a	 variety	 of	 organizational	 forms,	 but	 in	 most	 cases,	 they	 choose	 an	
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“international	division”	style	organization,	which	shows	that	the	common	trait	is	

to	have	a	global	vision	from	the	beginning.	Therefore,	avoiding	choosing	a	structure	

like	the	one	of	traditional	companies	based	on	headquarter-subsidiaries	relations,	

this	allows	the	Dragon	multinationals	not	to	have	the	problems	of	 initiative	and	

rigidity	 that	 instead	 the	 traditional	 MNEs	 faced.	 So,	 what	 is	 this	 innovative	

organizational	system	of	Dragon	multinationals?	

Based	on	the	studies	of	Mathews	(2002,	2006),	the	latecomers	create	a	radical	and	

unconventional	 organizational	 innovation,	 such	 as	 the	 rapid	 spread	 into	 new	

markets	through	partnership	and	growth	along	multiple	dimension	through	global	

cluster	formation,	this	what	is	a	called	the	Global	Cellular	model.		On	the	basis	of	

the	 author's	 studies,	 there	 are	 two	 organizational	 choices	 that	 Dragon	

multinationals	can	make.		

One	choice	is	that	multinationals	create	a	system	that	is	highly	centralized,	with	a	

central	 headquarter	 and	 all	 operations	 are	 coordinated	 from	 this	 focal	 point.	

However,	this	first	choice	can	be	implemented	by	a	Dragon	multinational,	only	up	

to	 a	 certain	 point,	 because	when	 reaching	 a	 global	 level	 and	 a	more	 developed	

structure	is	needed,	this	first	choice	can	no	longer	be	carried	out.		

The	 other	 option	 that	 can	 be	 chosen	 by	 a	 Dragon	 multinational	 is	 a	 structure	

designed	to	give	more	authority	to	the	business	units,	run	by	capable	managers.	

Therefore,	a	company	that	is	designed	in	order	to	expand	rapidly,	also	needs	all	the	

individual	business	units	 to	be	managed	at	 their	best.	The	 latter	 is	 the	 solution	

chosen	by	Acer,	successful	dragon	multinational,	applying	a	system	that	if	it	is	used	

a	computer	language	can	be	called	a	“clients-	servers”	system.	Based	on	different	

business	 unit,	 that	 can	 have	 initiative	 and	 would	 be	 responsible	 for	 their	 own	

business	operation.		

Then,	the	primary	virtue	of	this	organizational	architecture	is	that	is	resolves	the	

significant	 tensions	 found	 in	 conventional	MNEs,	 in	 general,	 conflicts	 generated	

between	 the	 subsidiaries	 and	 the	 headquarter.	 In	 other	 words,	 the	 dragon	

multinationals	move	 away	 from	 hierarchy	 and	 highly	 controlled	 organizational	

structure,	 towards	 a	more	 flexible	 and	 give	 authority	 and	 responsibility	 to	 the	

different	business	units.		
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Therefore,	 this	 system	has	 the	 characteristic	 of	 having	 business	 units,	which	 in	

many	aspects	are	semi-autonomous	and	which	are	called	cells.	The	cells	are	also	

the	 essential	 system	 elements,	 which	 are	 the	 operating	 units	 and	 have	 all	 the	

resource	 necessary	 to	 maintain	 their	 existence.	 They	 are	 also	 linked	 together	

through	connection	of	business	to	business	contracts.	The	whole	is	held	together	

by	 operating	 rules	 and	 constraints	 agreed	 on	 through	 a	 system	 of	 shared	

governance,	where	there	is	also	an	operational	center	which	has	the	task	of	taking	

strategic	initiatives	on	behalf	of	the	system	as	a	whole.	The	exciting	part	is	just	this,	

that	although	there	are	several	business	units	that	have	their	own	authority	and	

responsibility,	they,	therefore,	enjoy	interdependence	and	self-sufficiency,	but	the	

system	behaves	like	a	whole.		

Hence	the	cellular	structure,	gives	the	idea	of	a	structure	where	the	parts	are	self-

sufficient	and	respond	quickly	to	opportunities,	but	also	more	easily	adapting	to	

the	problems	that	may	arise;	but	with	the	interests	of	a	total	organization.	

	

To	summarize,	the	characteristics	of	the	Cellular	organizational:		

(Mathews	2002,2006)	

	

- The	operating	entities	are	the	cells	which	are	quasi-autonomous	and	self-

sufficient.		

	

- The	 relations	 between	 cells	 are	 direct	 business	 to	 business	 relations	 of	

contract,	creating	a	network.	

	

- The	 whole	 maintains	 an	 integrity	 through	 a	 shared	 governance;	 the	

strategic	coordination	is	provided	by	an	operating	center.		

	

This	 cellular	 structure	 has	 also	 different	 advantage,	 especially	 for	 the	 starting	

position	of	the	latecomers	in	the	global	market.	In	fact,	this	innovative	structure,	

can	give	 to	 the	Dragon	multinationals,	much	more	 flexibility,	adaptability,	quick	

response	to	opportunity,	which	allowed	such	rapid	internationalization	process.		
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All	this	is	possible	only	thanks	to	the	characteristics	of	the	organizational	structure,	

and	the	fact	that	it	is	built	by	a	network	of	cells	connected	to	each	other,	but	at	the	

same	time	self-sufficient	—	the	opposite	of	the	rigid	and	hierarchical	structure	of	

the	traditional	multinationals.	

	

	

3.7	Conclusion	of	the	Chapter	3	
	

In	this	third	chapter,	we	have	described	a	new	exponent	increasingly	dominant	in	

the	 global	 scene,	 the	 latecomers.	 More	 precisely	 we	 defined	 the	 Dragon	

multinational	as	a	type	of	latecomers	coming	from	the	Asia-Pacific	area.	Unlike	the	

previous	 chapter	where	our	 focus	was	on	 the	 traditional	multinationals	 coming	

from	the	Triad,	and	 therefore	 their	 internationalization	process,	 their	 strategies	

and	 organizational	 structure.	 In	 this	 chapter,	 our	 focus	 has	 been	 the	 Dragon	

multinationals.	In	the	first	part	of	the	chapter,	we	have	given	a	definition	of	it	and	

we	 have	 described	 what	 are	 the	 main	 features	 also	 in	 comparison	 with	 the	

traditional	ones.	Therefore,	the	fact	that	they	come	from	the	Periphery,	that	they	

lack	 resources,	 technologies	 and	 experiences	 that	 are	 mainly	 the	 sources	 for	

competitive	 advantages	 in	 the	 internationalization	 process.	 Therefore,	 despite	

starting	from	a	disadvantaged	position	compared	to	the	traditional	companies	that	

instead	had	all	the	resources	and	technologies	useful	for	the	internationalization	

process,	they	knew	how	to	transform	this	disadvantaged	position	into	a	position	of	

advantage,	and	moreover,	they	knew	how	to	adapt	themselves	to	all	the	changes	of	

the	global	market,	due	to	economic	globalization.		

The	Dragon	multinationals	 also	have	a	different	approach	 for	what	 concern	 the	

internationalization	process.	In	fact,	for	traditional	multinationals	the	process	was	

gradual,	 on	 the	 contrary,	 for	 the	 Dragon	 multinationals	 it	 was	 an	 accelerated	

process,	 that	did	not	 follow	the	same	gradual	 steps	of	 the	 traditional	ones.	This	

acceleration	 was	 also	 due	 to	 the	 fact	 that	 the	 Dragon	 multinationals	 have	

established	 partnerships	 with	 other	 companies	 in	 order	 to	 reach	 a	 position	 in	

foreign	markets.	



 

90 

	

In	 this	 chapter,	we	 also	 focused	 on	 a	 very	 important	 aspects	 that	 are	 the	main	

elements	 of	 the	 environment	 in	 which	 the	 Dragon	 multinationals	 develop	 and	

therefore	 have	 a	 strong	 impact	 and	 influence	 the	 characteristics	 of	 Dragon	

multinationals	 but	 also	 their	 strategic	 choices.	 These	 important	 aspects	 are	 the	

support	and	the	influence	of	the	government,	the	institutional	environment,	and	

the	Guanxi	that	are	typically	of	the	Chinese	context	and	culture.		

	

In	the	second	part	of	the	chapter,	we	instead	focused	on	describing	the	strategies,	

that	Dragon	multinationals	have	 adopted	over	 the	 years	 to	have	 an	 accelerated	

internationalization	process.	On	 the	basis	 of	 studies	 and	 literature,	 the	 strategy	

that	has	been	most	studied	concerning	the	Dragon	multinationals	is	the	LLL	model	

coined	by	Mathews	(2002,	2006),	the	LLL	model	stands	for	Linkage,	Leverage,	and	

Learning.			

According	 to	 this	 theory	 the	 process	 of	 internationalization	 of	 the	 Dragon	

multinationals,	 takes	place	 through	an	external	 linkage	process	with	 companies	

that	are	already	present	internationally,	then	with	a	leverage	of	all	the	resources	

and	 technologies	 that	 are	 missing,	 and	 finally	 the	 Dragon	 multinationals	 do	 a	

process	of	learning	that	occurs	with	the	repeated	implementation	of	linkage	and	

leverage	 processes.	 Over	 the	 years,	 there	 have	 also	 been	 changes	 and	

implementations	of	this	model	LLL	such	as	the	modification	by	the	Ray	P.K.,	Ray	S.	

and	Kumar	(2017)	scholars	that	instead	of	just	learning	they	argue	that	the	Dragon	

multinational	have	an	autonomous	process	of	learning.	Then	the	scholars	Hung	and	

Tseng	(2017)	create	an	extension	of	 the	LLL	model,	because	 instead	of	 focusing	

only	on	 the	resource-based	view	as	Mathews,	 they	also	add	the	 influence	of	 the	

institution-based	view.	The	last	tribute	in	the	literature	about	this	model	was	argue	

by	Lu,	Ma,	Taksa	and	Wang	(2017),	that	instead	of	the	LLL	model	they	create	the	

IOL3	model;	arguing	an	extension	of	the	three	L,	focusing	on	both	the	internal	and	

external	orientation	of	the	linkage,	leverage,	and	learning.		

	

	

	



 

91 

In	the	last	part	of	the	chapter,	we	focus	on	another	innovative	aspect	of	the	Dragon	

multinationals,	 such	 as	 their	 different	 and	original	 organizational	 structure.	We	

have	 described	 how	 this	 type	 of	 organization	 is	 detached	 from	 the	 traditional	

model	based	on	the	relationship	between	headquarters	and	subsidiaries.	On	the	

contrary	 of	 the	 conventional	 hierarchical	 approach,	 this	 organizational	 system	

called	 cellular	 model,	 is	 based	 on	 operating	 entities	 called	 cells,	 that	 are	 self-

sufficient	 and	 interact	 with	 each	 other	 creating	 networks,	 but	 there	 is	 also	 an	

operating	center	who	is	in	charge	for	the	strategic	decision.		

	

In	the	next	chapter	(4),	instead,	we	will	try	to	apply	what	we	have	described	in	a	

theoretical	way	 in	 these	 chapters,	 in	 a	more	practical	way.	We	will	 present	 the	

company,	Kweichow	Moutai	Co.,	Ltd,	that	will	be	our	case	study,	but	moreover,	it	is	

also	an	example	of	a	successful	Dragon	multinational;	Kweichow	Moutai	Co.,	Ltd.	

leader	company	in	the	Chinese	baijiu	industry,	and	also	as	a	luxury	brand.	We	will	

analyze	its	strategy	and	characteristics	that	have	led	the	company	to	be	a	leader	

and	also	a	perfect	example	of	Dragon	multinationals.		
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CHAPTER	IV	

	

	

4.1	Introduction	
	

In	the	previous	chapter,	we	described	in	detail	the	Dragon	multinationals,	focusing	

on	 the	 description	 of	 their	 characteristics,	 and	 therefore	 also	 the	 institutional	

environment	and	government	influence,	that	allowed	the	development	of	this	type	

of	 companies,	 but	 above	 all	we	 described	 their	 accelerated	 internationalization	

process,	 their	 strategy	 that	 takes	 place	 through	partnerships	 and	 alliances,	 and	

finally	 their	 alternative	 organizational	 structure.	 These	 themes	 have	 been	

addressed	from	a	theoretical	point	of	view	and	based	on	literature.	On	the	contrary,	

in	 this	 last	 chapter,	 we	will	 want	 to	 concentrate	 our	 attention	 on	 a	 case	 study	

analyzing	 a	 particular	 company.	 In	 literature,	 when	 looking	 for	 references	 and	

examples	of	Dragon	multinationals,	companies	such	as	Acer,	Haier,	or	Lenovo	are	

often	 mentioned,	 which	 have	 become	 international	 leaders	 due	 to	 their	

characteristics	 and	 type	 of	 strategy.	However,	we	 decided	 not	 to	 refer	 to	 these	

typical	companies	that	are	undoubtedly	perfect	examples	of	Dragon	multinationals	

and	have	long	been	studied	in	the	literature.	However,	on	the	contrary,	we	want	to	

use	the	Kweichow	Moutai	Company	as	a	case	study,	which	recently,	is	gaining	an	

increase	 in	 international	 success;	 it	 is	 undoubtedly	 an	 original	 and	 interesting	

choice.	 Why	 we	 choose	 this	 specific	 company	 as	 an	 example	 of	 the	 Dragon	

multinationals	 success?	 Because	 of	 their	 specific	 characteristics	 and	 choice	 of	

strategies.	Moreover,	because	it	is	a	state-owned	company	and	therefore	we	can	

relate	to	the	concept	already	expressed	in	the	previous	chapter,	of	how	often	the	

Dragon	multinationals	are	controlled	by	the	government	and	that	as	in	this	case,	

have	a	 strong	 influence	on	 the	 strategic	 choices	 and	on	 the	 internationalization	

process	of	the	company	itself.		We	chose	Kweichow	Moutai	Co.,	Ltd.	also	because	it	

is	part	of	a	new	and	interesting	industry,	especially	with	regard	to	China,	that	is	the	

luxury	industry.	
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In	fact,	this	time,	it	is	not	a	foreign	luxury	brand	that	enters	into	the	Chinese	market,	

but	on	the	contrary,	it	is	a	Chinese	luxury	brand	that	is	having	a	huge	international	

success.	Therefore,	it	will	be	interesting	to	understand	how	a	luxury	brand	and	how	

the	 “country	 origin	 effect”	 	 is	 perceived	which	 influences	 the	 perception	 of	 the	

consumers,	who	for	years	have	seen	the	products	coming	from	China	as	products	

with	poor	quality	or	counterfeit	products	but	certainly	far	from	an	idea	of	luxury.		

Therefore,	for	these	reasons	and	for	others	that	we	will	explain	in	this	chapter,	we	

have	decided	to	use	the	company	Kweichow	Moutai	Co.,	Ltd.	as	an	example	of	a	

Dragon	 multinational	 that	 is	 having	 international	 success	 thanks	 to	 its	

characteristics	and	its	strategies.		

Our	goal	in	this	chapter	is	to	describe	the	company	and	its	brand	and	its	strategy,	

but	 moreover,	 it	 is	 also	 to	 prove	 through	 this	 case	 study,	 what	 we	 have	 only	

theoretically	said	in	the	previous	chapter.	

Thus,	in	the	next	section	4.2,	we	will	describe	the	concept	of	luxury	and	how	is	the	

luxury	market	in	China.	

	

	

4.2	The	concept	of	luxury		
	

In	this	section	4.2,	we	will	introduce	and	describe	the	luxury	market	and	how	it	is	

perceived	 in	 China.	 Before	 continuing	 with	 the	 explanation	 of	 how	 the	 luxury	

market	in	China	is,	we	would	like	to	start	with	the	definition	of	what	is	meant	by	

luxury.	What	 does	 luxury	mean?	 The	 word	 luxury	 comes	 from	 the	 Latin	 word	

“luxuria,"	which	represents	the	surplus,	something	that	is	not	necessary,	so	it	is	a	

superfluous	object	in	daily	life.	(Danziger,	2005).	Thus,	generally,	when	we	refer	to	

an	object	or	a	product	with	the	word	“luxury,"	we	refer	to	a	product	that	is	not	of	

first	 necessity	 product,	which	 has	 high	 quality	 and	 a	 high	 price	 justified	 by	 the	

history	of	the	brand	or	the	material	used	to	make	it.	However,	even	more,	we	refer	

to	a	more	profound	concept,	linked	to	the	perception	of	the	consumer,	who	buys	

that	 luxury	 good	because	he	wants	 to	 satisfy	 a	 desire,	 or	 a	 fantasy,	 rather	 than	

satisfy	 a	 physical	 need.	 However,	 above	 all,	 because	 that	 luxury	 product	 has	 a	
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status	with	itself,	it	can	indeed	mean	belonging	to	social	status	or	belonging	to	a	

group	of	people	that	share	the	same	lifestyle.	Moreover,	this	is	what	the	consumer	

wants	when	buying	a	luxury	product.	The	luxury	product	focuses	on	quality	rather	

than	quantity	because	otherwise	if	it	were	sold	to	many	people,	it	would	lose	the	

uniqueness	 and	 exclusivity	 of	 being	part	 of	 a	 small	 group	of	 people	 and	on	 the	

contrary,	it	would	become	a	product	for	mass	consumption.	

	

	

4.2.1	The	luxury	markets	
	

For	 years	 luxury	 markets	 were	 a	 feature	 of	 developed	 countries,	 especially	 in	

Europe	 and	 the	 United	 States.	 However,	 after	 the	 economic	 crisis,	 luxury	

consumption	 dropped.	 On	 the	 other	 hand,	 the	 emerging	 luxury	 consumption	

markets	such	as	China,	 India,	Brazil,	and	Russia	began	to	grow	at	a	rapid	speed.	

These	 regions	 have	 become	 the	most	 potential	 consumption	 area	 in	 the	world.	

(Wang,	2008).	In	fact,	the	major	luxury	brands	coming	from	Europe	and	the	United	

States,	they	were	able	to	have	a	positive	total	consumption	only	thanks	to	sales	in	

the	Asia-Pacific	area.		

Thanks	to	the	high-speed	economic	growth	and	the	active	consumer	market,	more	

and	more	luxury	brands	entered	the	Chinese	market,	such	as	Louis	Vuitton,	Hermes,	

Chanel,	 to	 name	 a	 few.	 In	 the	 last	 years,	 apart	 from	 the	 foreign	 brands	 have	

increasingly	taken	place	some	luxury	Chinese	brands.		

The	Chinese	 luxury	market	has	 some	characteristics	 that	 are	different	 from	 the	

more	traditional	one	like	the	European	luxury	market.	In	fact,	in	general,	Europe	is	

just	the	people	of	the	wealthiest	class	who	buy	luxury	goods,	and	from	an	age	range	

of	40-70,	while	in	China,	consumers	who	buy	luxury	products	are	above	all	young	

people	 between	 20-40	 and	 which	 are	 part	 of	 average	 social	 classes.	 Often	 the	

Chinese	consumers	do	not	actually	know	the	brand,	do	not	understand	the	culture,	

so	they	do	not	have	brand	loyalty,	this	means	that	if	one	brand	is	more	popular,	

they	will	buy	that	one.		
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Moreover,	another	aspect	that	stands	out	from	the	consumer	of	a	western	country	

that	buys	luxury	goods	for	personal	use.	Instead	of	Chinese	consumers	buy	a	luxury	

product	to	make	a	gift.		

Therefore,	most	of	the	luxury	brands	are	imported	from	other	countries,	while	the	

domestic	luxury	brands	are	very	few	and	related	to	products	such	as	furniture	or	

tea.	The	cause	of	 this	 lack	of	Chinese	 luxury	products	 is	based	on	historical	and	

cultural	 connotation,	 but	 also	 on	 the	 fact	 that	 most	 of	 the	 companies	 have	 no	

independent	 development	 capacity.	 Also,	 because	 some	 companies	 have	 not	

maintained	their	quality	over	time,	losing	customer	trust	and	brand	loyalty.	(Qin	

2013).		

Our	 case	 study	 that	 is	 the	 Kweichow	 Moutai	 company	 has	 none	 of	 these	

characteristics,	which	is	why	it	is	the	first	of	the	Chinese	luxury	brands	and	has	also	

had	such	great	success	in	other	markets.	In	fact,	 it	has	a	long	history,	and	it	was	

even	used	by	the	president	Mao	Tse-tung	during	the	official	toasts	of	the	party,	this	

allowed	Kweichow	Moutai	Co.,	Ltd.	to	have	high	prestige	and	great	success	within	

the	internal	market.	In	the	next	sections	4.3,	we	will	introduce	the	most	popular	

Chinese	luxury	brand	and	its	prestigious	history.		

	

	

4.3	Introduction	of	Kweichow	Moutai	Company.		
	

As	we	 have	 already	 anticipated	 at	 the	 beginning	 of	 the	 chapter,	 the	 Kweichow	

Moutai	Co.,	Ltd.	will	be	our	case	study.	Kweichow	Moutai	Co.,	Ltd.	is	a	Chinese	state-

owned	company,	listed	on	the	Shanghai	Stock	Exchange,	that	produces	Moutai,	a	

type	of	strong,	sorghum-based	spirit	known	as	baijiu,	can	often	be	spotted	in	black	

and	white	photos	of	Mao	Tse-tung	and	Zhou	Enlai,	two	of	China's	influential	leaders.	

Moreover,	it	is	also	the	official	drink	of	the	Chinese	government	and	of	the	Chinese	

embassies	in	the	world;	for	this,	it	is	also	called	"the	distillate	of	diplomacy."	Baijiu	

白酒	is	usually	used	by	the	Chinese	during	banquets	dinners	to	make	toasts.	Baijiu,	

in	general	 in	China,	due	to	 their	 long	and	prestigious	cultural	and	history,	has	a	

connotation	of	a	gift	rather	than	used	for	personal	use.		
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Kweichow	Moutai	Co.,	Ltd.	is	also	the	most	popular	and	consumed	brand	for	baijiu	

in	all	China;	also	the	market	leader	for	sales	of	the	traditional	Chinese	spirit;	and	

based	on	the	“Brand	Finance	Spirits	50”	2019	ranking,	the	first	brand	of	“the	top	

10	most	valuable	brand”	is	Kweichow	Moutai	and	also	the	other	3	spots	are	claimed	

by	other	Chinese	brands.		

This	 January	2019,	based	on	Bloomberg	 Intelligence's	Global	Luxury	Goods	Top	

Peers	Index,	the	Kweichow	Moutai	Co.,	Ltd.	is	the	first	company	for	capitalization	

in	 the	world	with	 $151,	 67	billion,	 edging	 ahead	of	 the	 influential	 group	LVMH	

(Moët	Hennessy	Louis	Vuitton	SE)	that	capitalized	$149	billion.	(But	according	the	

data	about	the	revenues	of	the	first	quarter	of	2019,	Kweichow	Moutai	totalized	

$3.2	billion	Us	dollar,	while	LVMH	group	maintain	the	dominance	with	12.5	billion	

euros.).	 Then	 even	 more	 interesting	 data	 about	 this	 enormous	 success	 of	 the	

company	is	that	95%	of	its	sales	are	made	only	in	China.	This	makes	us	understand	

how	thanks	to	the	support	of	the	government	and	its	prestigious	history,	they	have	

been	able	to	create	a	brand	that	justifies	the	luxury	of	the	price	—	becoming	the	

first	Chinese	 luxury	brand	 thanks	also	 to	 the	 consumer	 loyalty	 that	 sees	 in	 this	

company	the	Chinese	heritage.	

In	the	next	section	4.3.1,	we	will	describe	the	heritage	of	the	Moutai	baijiu,	and	we	

will	explain	the	company	history.		

	
	

4.3.1	Heritage	and	the	history	of	Moutai	
	

Kweichow	Moutai	Co.,	Ltd.	 is	 located	 in	 the	village	of	Moutai,	 in	 the	province	of	

Guizhou	in	the	southwest	of	China.	The	Moutai	spirit,	in	fact,	takes	its	name	from	

this	locality,	the	village	rises	in	a	deep	valley	which	thanks	to	its	mild	climate	allows	

the	fermentation	of	sorghum	and	wheat	which	are	the	ingredients	of	baijiu,	also	

flows	the	Chishui	river	and	the	purity	of	its	water	is	one	of	the	secret	ingredients	

of	the	Moutai.	It	is	also	fermented	in	tanks	with	a	common	red-colored	ground	that	

guarantees	the	particular	aroma	typical	of	this	baijiu.	It	is	said	to	have	a	very	long	

history	that	dates	back	more	than	2000	years.	It	is	said	that	also	during	the	dynasty	
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Han,	the	imperator	drunk	this	type	of	baijiu.	However,	for	sure	we	can	know,	and	

we	can	 find	old	photos	of	President	Mao	Tse-tung	drink	 it	 and	make	 toast	with	

Moutai.		

Thanks	to	the	company	Kweichow	Moutai	it	has	begun	to	have	a	spread	throughout	

China,	but	it	can	see	it	has	expanded	even	beyond	the	domestic	borders.	Based	on	

what	can	be	found	on	the	website	of	the	company,	in	1915	they	won	the	first	prize	

of	 the	Panama	Pacific	 International	Exposition	which	was	held	 in	San	Francisco	

(USA);	and	this	was	only	the	first	of	a	long	series	of	awards.	They	won	other	prizes	

also	from	1985	to	1989.	They	won	again	in	1994	the	prize	of	the	Panama	Pacific	

International	Exposition.	Moreover,	the	last	one	was	in	2015.	From	how	it	can	be	

seen	they	have	won	countless	awards	among	the	most	significant	spirit	and	wine	

exhibitions	 in	 the	world,	and	this	has	allowed	them	to	make	their	brand	known	

abroad	and	not	only	within	the	Chinese	borders.	

The	great	success	of	the	company	is	attributed	to	its	CEO,	Yuan	Renguo,	who	was	

in	charge	from	2001	to	2018,	which	led	the	company	Kweichow	Moutai	to	be	one	

of	many,	with	sales	that	were	below	the	various	competitors	such	as	Wuliangye	to	

surpass	all	competitors;	becoming	a	leader	not	only	in	the	Chinese	market	but	also	

abroad.	For	 reasons	not	known	 to	 the	public,	 the	 leader	Yuan	Renguo	has	been	

discharged,	and	from	May	2018,	the	new	CEO	is	Li	Baofang,	pragmatic	and	discreet	

leader.	Li	worked	as	a	general	manager	 for	 three	years	 in	 the	company	already	

before	becoming	the	new	CEO.	Xiao	Zhuqing,	liquor	industry	analyst,	in	May	2018	

following	the	change	in	the	company's	leadership	had	said	that	this	change	would	

be	positive	and	that	it	would	lead	to	an	increase	in	sales;	in	fact,	based	on	the	Forbes	

data	of	January	2019	the	capitalization	of	Kweichow	Moutai	Co.,	Ltd.	amounted	at	

$151	billion	US	dollar,	passing	also	the	LVMH	group	with	$148	billion	us	dollar	(but	

with	 a	 46.83	 billion	 euros	 for	 the	 revenues	 against	 5.2	 billions	 Us	 dollars	 of	

Kweichow	Moutai	Co.,	Ltd.).	Moreover,	and	analyzing	the	data	of	the	first	quarter	

of	2019	of	the	revenues	of	Kweichow	Moutai	Co.,	Ltd,	there	is	an	increase	of	23.9%	

for	the	revenues	that	amount	of	$3.2	billion	US	dollar.	The	leader	Li's	new	strategy	

focused	on	competition	but	also	on	cooperation,	and	above	all	 the	promotion	of	

liquor	on	international	markets	had	its	results.		

In	the	next	section	4.4,	we	will	identify	the	brand	of	Kweichow	Moutai	Co.,	Ltd.	
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4.4.	Branding		
	

In	this	section	4.4,	we	will	introduce	the	concept	of	branding	how	this	can	be	used	

as	 an	 advantage	 by	 the	 Kweichow	Moutai	 Co.,	 Ltd.	 Over	 time	 the	 image	 of	 the	

company	becomes	also	associated	with	the	concept	of	credibility	also	quality	and	

satisfaction	in	the	consumer’s	mind.	Brands	can	help	consumers	to	recognize	the	

company	in	a	complex	market	with	many	competitors.	So,	if	a	brand	is	recognized	

and	 associated	 with	 the	 right	 quality	 products,	 then	 it	 will	 also	 benefit	 the	

company’s	profit	 itself.	 	Another	concept	 linked	with	the	brand	 is	what	 is	called	

brand	equity	“is	the	added	value	a	given	brand	name	gives	to	a	product	beyond	the	

functional	benefit	provided."		This	can	bring	some	advantages	for	the	firm,	that	can	

be	a	competitive	advantage,	but	also	that	the	consumers	are	willing	to	pay	a	higher	

price	 for	 a	 product	 with	 brand	 equity	 because	 representing	 a	 premium	 to	 the	

consumer.	How	can	the	company	create	brand	equity?	In	general	the	company	go	

through	4	different	stages:	the	first	one	is	to	develop	a	positive	brand	awareness	

and	have	to	be	associate	the	brand	in	the	consumer’s	mind	with	the	product;	the	

second	 stage	 is	 to	 establish	 a	 brand	 meaning	 in	 the	 consumer’s	 mind,	 and	 to	

establish	 this	meaning	 in	 the	mind	 of	 the	 consumer	 can	 be	made	 based	 on	 the	

function	and	so	the	performance	of	 the	company	but	also	based	on	the	abstract	

imaginary;	the	third	stage	is	having	a	proper	response	from	consumers,	means	that	

the	company	need	to	understand	how	the	consumers	feels	and	think	about	their	

brand;	Moreover,	the	last	one	is	to	create	a	consumer	brand	resonance,	so	it	is	to	

create	a	strong	relationship	between	the	consumer	and	the	brand.	In	general,	there	

is	a	personal	identification	of	the	consumer	with	the	brand.	This	is	the	case	of	our	

company	Kweichow	Moutai	Co.,	Ltd.,	that	due	to	their	long	history,	the	prestige	of	

their	brand	which	stands	out	among	all	the	other	baijiu	producers.	Also,	because	

comes	from	the	traditional	region	of	Moutai,	and	was	also	drunk	by	the	president	

Mao	 Tse-tung,	 in	 such	 a	 patriotic	 country,	 it	 creates	 a	 great	 attachment	 and	

impersonation	in	the	brand	by	consumers.		

Until	the	1980s,	China	was	an	un-branding	country;	 it	was	transformed	from	an	

un-branding	country	to	a	million	brands	country.	However,	in	order	to	be	a	brand	
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that	 is	 recognized	 among	 all	 the	 companies,	 and	 in	 order	 to	 be	 recognized	 by	

consumers,	that	trust	in	the	brand;	the	brand	must	be	composed	of	three	elements:	

culture,	 values,	 and	 history.	 Moreover,	 Kweichow	 Moutai	 Co.,	 Ltd.	 is	 a	 perfect	

example	of	a	brand	that	built	his	success	on	these	three	elements.	It	 is	a	perfect	

example	 because	 the	Kweichow	Moutai	 brand	manages	 to	 correctly	 connect	 all	

three	elements,	as	it	 is	deeply	linked	to	the	Chinese	culture,	to	the	tradition	and	

values	of	China,	and	moreover	it	is	linked	with	the	history	of	the	country	itself	also	

becoming	the	expression	of	the	government	through	the	toast.	The	company	was	

able	to	distinguish	its	brand	among	all	the	producers	of	Chinese	baijiu,	thanks	to	

these	three	elements,	but	also	based	on	the	loyalty	of	the	clients	and	the	quality	of	

the	products.			

In	the	next	section	4.5,	we	will	describe	the	characteristics	of	the	Kweichow	Moutai	

Co.,	Ltd.	and	prove	the	characteristics	that	we	already	saw	in	the	previous	chapter	

about	the	Dragon	multinationals.			

	

	

4.5	Characteristics	of	Kweichow	Moutai	Company		
	

In	this	section	4.5,	we	will	identify	the	characteristic	of	Kweichow	Moutai	as	proof	

of	the	characteristic	of	the	Dragon	multinationals	that	we	described	in	the	previous	

chapter.	We	described	the	Dragon	multinationals,	as	multinationals	that	have	the	

characteristics	of	coming	from	countries	in	the	Periphery,	so	that	are	not	from	the	

Triad	countries;	multinationals	which	in	most	of	the	cases	are	state-owned	and	not	

private-owned	 company;	 which	 have	 faced	 a	 process	 of	 accelerated	

internationalization;	and	which	in	order	to	enter	in	different	market	and	leverage	

the	resources	that	they	initially	did	not	have	they	create	a	network	of	partnerships,	

and	have	an	innovative	organization	called	a	cellular	model.		

The	Kweichow	Moutai	Co.,	Ltd.	characteristics	are:	
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- Kweichow	Moutai	Co.,	Ltd.	is	a	Chinese	company,	so	based	on	the	literature	

is	not	coming	from	the	Triad	countries	but	is	coming	from	the	Periphery	as	

the	Dragon	multinationals.	

	

- Kweichow	Moutai	Co.,	Ltd.	is	a	state-owned	company,	so	as	we	already	said	

for	the	Dragon	multinationals;	this	means	that	have	strong	support	and	are	

influenced	by	the	government.	This	proved	to	be	an	advantage	with	regard	

to	the	company's	internationalization	process.	A	demonstration	that	there	

is	a	close	link	between	the	company	and	the	government	is	the	fact	that	the	

former	CEO	of	the	company	Yuan	Renguo,	was	also	a	permanent	member	of	

the	 twelfth	 committee	 of	 the	 Guizhou	 province	 and	 a	 member	 of	 other	

committees	of	the	party.	

	

- Surely	the	process	of	internationalization	of	the	company	cannot	be	traced	

back	to	the	traditional	companies,	in	fact,	it	happened	late	with	respect	to	

the	 big	 multinationals	 from	 the	 Triad,	 it	 did	 not	 happen	 before	 in	

neighboring	countries.	We	can	say	that	despite	the	initial	disadvantages	and	

the	lack	of	resources	that	it	did	not	have	respect	to	other	multinationals,	he	

used	his	strong	brand,	Chinese	consumers’	loyalty,	and	government	support	

to	start	an	internationalization	process.	

	

- The	internationalization	process	as	we	saw	with	the	Dragon	multinational	

is	 also	 related	 to	 the	 strategy	 of	 entering	 a	 foreign	 market	 through	

partnerships,	we	say	that	this	is	what	our	case	study	company	has	done	both	

for	a	strategy	and	also	for	a	reason	of	promotion,	tightening	a	partnership	

and	sponsorship	agreement	with	the	Inter	football	club	that	we	will	see	in	

detail	in	the	section	4.6.1.		

	

- As	 regards	 the	 organizational	 structure,	 we	 described	 the	 structure	 of	

Dragon	multinationals	as	an	innovative	structure	based	on	a	structure	not	

tied	to	a	headquarters	and	subsidiaries,	but	instead	has	a	structure	made	up	

of	different	cells	that	are	independent	and	self-sufficient,	and	then	there	is	
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an	 operating	 center	 that	 instead	 coordinates	 strategic	 choices	 as	 if	 they	

were	a	whole.	As	regards	the	structure	of	the	Kweichow	Moutai	Co.,	Ltd.	it	

is	divided	into	different	departments	and	offices	and	is	similar	to	what	we	

have	seen	as	a	typical	feature	of	Dragon	multinationals,	but	we	will	describe	

it	better	in	the	section	4.7.	

	

In	the	next	section	4.6,	we	will	speak	about	the	process	of	internationalization	and	

through	which	strategies	Kweichow	Moutai	Co.,	Ltd.,	has	taken	its	place	in	a	global	

context.	

	

	

4.6	Internationalization	and	Strategy		
	

As	we	 have	 seen	 in	 the	 previous	 chapter,	 the	 process	 of	 internationalization	 of	

Dragon	multinationals	is	very	different	from	that	of	the	traditional	one.	In	fact,	the	

traditional	 multinationals	 have	 a	 more	 gradual	 process	 that	 follows	 different	

stages	of	commitment,	instead	the	one	of	the	Dragon	multinationals	is	accelerated	

and	does	not	follow	a	precise	rule	of	different	stages.	As	we	have	already	described	

the	Dragon	multinationals	undertake	links	between	companies	in	order	to	enter	a	

foreign	market	through	a	linkage,	leverage,	and	learning	strategy.	Therefore,	they	

do	 not	 enter	 the	 foreign	market	 alone	 or	with	 subsidiaries,	 but	 generally,	 they	

entered	through	partnerships	to	exploit	the	abilities	of	the	partner	that	is	already	

present	in	the	foreign	market	and	knows	the	sales	dynamics	of	that	market.			

	

	

4.6.1	Partnerships	
	

Our	company	case	of	study,	Kweichow	Moutai	Co.,	Ltd.	is	a	perfect	example	indeed,	

when	it	started	its	internationalization	process	it	did	not	enter	the	market	with	its	

own	subsidiaries	or	with	acquisitions	of	brands	that	already	existed	but	through	a	

partnership.	In	fact,	in	2005,	it	created	a	partnership	with	Camus	Cognac,	with	the	
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aim	 of	 marketing	 Moutai	 globally.	 The	 process	 of	 internationalization	 saw	 a	

marketing	analysis	first,	in	fact,	the	western	consumers	were	not	accustomed	and	

did	not	know	baijiu,	or	if	they	knew	it	was,	because	they	had	a	wrong	impression	

with	the	baijiu	of	a	sub-brand	tried	at	the	age	of	20	in	China.	So,	the	goal	of	this	

partnership	was	to	change	the	perception	that	the	western	consumers	could	have	

of	Chinese	 liquor;	 therefore,	 they	decided	 to	 create	 a	 formulation	and	a	 type	of	

baijiu	only	for	the	foreign	markets	so	that	in	the	eyes	of	the	western	consumers	it	

was	something	new	that	they	had	never	before	experienced.	Then	they	created	the	

“Small	batch	blend	Moutai”	only	for	the	foreign	markets.		

The	second	point	of	this	strategy	was	to	understand	how	to	sell	this	product	not	

known	internationally.	Therefore,	the	president	of	Camus	Cognac	had	the	idea	of	

choosing	 duty-free	 shops	 around	 the	 world	 so	 as	 to	 be	 able	 to	 introduce	 the	

product	to	as	many	people	as	possible	who	are	from	a	medium	high	class,	and	they	

transit	every	day	in	the	airports.	The	new	bottle	was	then	distributed	in	more	than	

4,000	duty-free	shops	around	the	world.		

The	third	step,	perhaps	the	most	difficult,	was	to	educate	the	consumer.		In	order	

to	educate	the	consumers,	inside	the	shops,	the	workers	told	consumers	the	story	

of	 the	 Moutai,	 how	 it	 was	 prepared	 and	 that	 it	 was	 a	 heritage	 of	 the	 Chinese	

tradition.	 Moreover,	 also,	 with	 a	 different	 advertisement	 on	 television.	 This	

partnership	and	strategy	start	to	bring	some	results	around	2009-2010,	but,	in	any	

case,	 the	 sales	 of	 Moutai	 Baijiu	 outside	 the	 Chinese	 market	 have	 remained	

somewhat	limited.	

Another	partnership,	which	is	very	recent	and	dates	back	to	January	2019,	is	the	

one	 made	 between	 the	 Italian	 soccer	 team	 Inter	 and	 the	 Kweichow	 Moutai	

company,	before	analyzing	the	partnership	it	is	better	to	specify	some	points.	First	

and	foremost	that	the	owner	of	the	Inter	team	is	the	owner	of	another	large	Chinese	

company,	that	is	Suning	苏宁,		it	is	an	appliance	company.		This	is	connected	to	a	

topic	 that	 we	 have	 already	 described	 in	 the	 previous	 chapter	 (3),	 namely	 the	

concept	 of	 Guanxi	 in	 China.	 Because	 thanks	 to	 this	 partnership	 and	 the	 link	

between	 the	 two	 companies,	 there	will	 be	 advantages	 for	 both.	 In	 fact,	 will	 be	

created	bottles	of	Baijiu	Moutai	customized	with	the	logo	of	Inter	Company,	and	
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one	 special	 bottle	 also	 for	 the	 110th	 anniversary	 of	 the	 football	 club	 Inter.	 (As	

shown	in	the	Exhibit	4.1)	

This	 will	 lead	 to	 an	 increase	 in	 awareness	 and	 make	 the	 Inter	 Company	

increasingly	 known	 on	 the	 Chinese	market,	 and	 instead	 as	 regards	 the	 Moutai	

company	there	will	be	more	and	more	awareness	on	the	international	and	Italian	

market	 of	 Chinese	 baijiu;	 with	 an	 increase	 in	 sales	 for	 both	 companies.	 This	

partnership	presents	itself	as	advantageous	for	both	companies.	The	knowledge	of	

the	most	famous	brand	of	Moutai	baijiu	in	Italy,	dates	back	to	a	few	years	before	in	

fact	in	2015	a	critical	presentation	was	made	in	Milan	with	also	the	Chinese	consul,	

and	several	illustrious	people,	thus	symbolizing	the	will	of	the	Kweichow	Moutai	

company,	to	enter	the	Italian	and	international	market	and	make	known	its	famous	

distillate.		

	

	

	
	

Exhibit	4.1	The	bottle	of	Baijiu	customize	for	Inter	anniversary	
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4.6.2	Distribution	channels	
	

Based	 on	 the	 website	 of	 the	 company	 Kweichow	 Moutai	 Co.,	 Ltd.,	 to	 further	

promote	the	internationalization	of	Moutai	brand,	in	November	2017,	was	held	a	

conference	with	all	the	overseas	distributors,	and	the	theme	of	the	conference	was	

“Making	the	World	Fall	in	Love	with	Moutai	and	Make	Moutai	Better	in	the	World	

of	Fragrance."		

President	 Yuan	 Renguo	 and	 General	 Manager	 Li	 Baofang	 were	 present	 at	 the	

meeting	along	with	104	distributors	from	overseas.		The	aim	of	this	conference	was	

to	 expand	 the	 Moutai	 distribution	 in	 more	 international	 markets	 further.	 The	

president	and	the	general	manager	of	the	Kweichow	Moutai	company	thanked	the	

distributors	for	their	commitment	and	for	the	successes	achieved	and	making	them	

participants	in	strategic	decisions	for	the	future.	However,	following	the	change	in	

the	company's	CEO	regarding	the	distribution	channels,	there	was	a	change.	Based	

on	an	article	of	Bloomberg,	before	2018	the	company	Kweichow	Moutai	had	miles	

of	distributors	scattered	in	different	parts	of	the	world,	but	with	the	rise	of	the	new	

president	Li	Baofang,	changed	the	distribution	channels,	made	a	U-turn,	decreasing	

the	numbers	of	the	total	distributors,	and	tried	to	sell	directly	to	customers	through	

the	creation	of	a	sales	office,	reducing	the	company's	3,000	distributor	network.		

In	Italy,	for	example,	there	is	only	one	official	distributor	with	the	name	of	Maotai,	

the	company	was	registered	as	88baijiu	and	has	its	registered	office	in	Brescia,	but	

it	is	the	only	direct	distributor	of	Kweichow	Moutai	baijiu.	Also	for	other	countries	

like	Ireland	or	Australia,	there	is	a	website	with	the	name	Moutai-Ireland	o	Moutai-

Australia	and	are	direct	distributors.		

	

	

4.6.3	Advertisement		
	

Another	way	 to	 accelerate	 the	 internationalization	 process	 and	 therefore	make	

one's	product	visible	and	known	to	a	broad	public	is	undoubtedly	the	advertising	

method.	 The	 company	 Kweichow	Moutai	 did	 it	 both	with	 the	 partnership	with	
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Camus	 Cognac	 who	 has	made	 several	 advertisements	 on	 television	 but	 also	 in	

February	2018,	the	Maotai	baijiu	has	landed	in	one	of	the	most	famous	squares	in	

the	world,	Times	Square	in	New	York,	during	the	period	of	the	Chinese	New	Year,	

Times	square	 just	 for	the	immense	passage	and	influx	of	people,	 is	the	queen	of	

shop	windows	to	show	a	new	product	and	make	it	known	to	the	public.	New	York,	

a	city	that	also	has	a	large	Chinese	community.	Moreover,	thanks	to	this	high-end	

platform,	it	will	show	the	world	the	power	of	the	Chinese	brand	and	the	uniqueness	

of	 the	 Chinese	 baijiu,	 promoting	 the	 Chinese	 Moutai	 baijiu	 and	 culture,	 but	

pursuing	toward	innovation	and	modernity.	For	the	occasion	was	not	presented	

and	launch	a	bottle	of	normal	baijiu,	but	rather	the	edition	“Rose	gold	Moutai,"	(as	

shown	 in	 the	 exhibit	 4.2)	 symbol	 of	 the	 approach	 of	 tradition	with	 innovation,	

paying	attention	to	the	taste	of	the	youngest	and	the	wealthy	classes.	It	was	a	very	

successful	strategy.	In	the	context	of	economic	globalization,	the	expansion	of	the	

international	 market	 has	 become	 an	 inevitable	 trend	 for	 the	 sustainable	

development	of	high-end	Chinese	liquor.	“What	belongs	to	a	nation	belongs	to	the	

world.	Moutai	is	not	only	the	pride	of	the	Chinese	nation	but	also	a	rare	international	

treasure,”	said	Moutai	Group.	

	

	

	
Exhibit	4.2	Times	Square,	Advertisement	of	“Rose	gold	bottle”	Moutai.	

	



 

107 

The	 Kweichow	 Moutai’s	 growing	 commitment	 to	 make	 its	 brand	 known	

internationally	 is	not	 just	 seen	back	 in	 the	New	York	advertising	 campaign,	but	

more	recent	in	the	summer	2019,	the	company	decide	to	spread	their	presence	also	

with	an	advertising	of	the	baijiu	Moutai	in	the	subway	stops,	in	Paris.	As	show	in	

exhibits	 4.3,	 4.4.	 As	 you	 can	 see	 from	 the	 pictures,	 they	 are	 very	 simple	

advertisements,	with	a	white	background	and	the	picture	of	the	bottle	of	baijiu,		but	

they	aim	at	a	distinctive	fundamental	element	as	regards	their	brand,		the	culture	

of	Moutai,	as	a	symbol	of	their	uniqueness	and	the	originality	of	their	brand.		

	

	

	

	
Exhibit	4.3	Kweichow	Moutai	advertisement,	Paris.	
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Exhibit	4.4	Kweichow	Moutai	advertisement,	Paris.	

	

4.6.4	Investment		
	

The	last	strategic	aspect	that	is	important	to	analyze	as	far	as	the	Kweichow	Moutai	

company	is	concerned,	based	on	a	2012	China	Daily	article,	the	company	Kweichow	

Moutai,	contributed	to	the	investment	to	build	an	airport	in	the	Guizhou	province	

in	 the	 city	 of	 Renhui,	 where	 the	 company	 headquarters	 is	 also	 located.	 The	

company,	in	fact,	undertook	to	pay	seventy	percent	of	the	total	investment,	which	

amounts	to	1,4	billion	yuan	(225	million	us	dollar).	The	construction	of	the	airport	

has	been	approved	by	the	council	of	state;	will	allow	for	have	better	infrastructures	

but	also	the	increase	of	tourism,	but	all	this	can	hence	increase	the	visibility	and	

knowledge	of	the	Moutai	brand.		

The	other	concept	linked	to	the	company's	investments,	which	are,	in	any	case,	a	

strategy	to	have	a	more	significant	expansion	abroad	and	to	make	its	brand	known	

internationally;	it	is	the	relationship	between	the	Kweichow	Moutai	company	and	
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the	new	Silk	Road	also	called	the	new	Silk	Road	Economic	Belt	and	the	21st	century	

Maritime	Silk	Road,	which	are	known	collectively	as	the	Belt	and	Road.		

That	 is	a	new	 initiative	proposed	by	 the	Chinese	government	 for	promoting	 the	

economic	and	cultural	prosperity	of	countries	along	the	routes.				

Based	on	an	article	of	China	Daily	of	October	2018,	Li	Baofang	now	president	of	

Kweichow	 Moutai	 Co.,	 Ltd.,	 participated	 in	 the	 3rd	 edition	 of	 Silk	 Road	

International	Culture	Expo.	 In	 this	event,	 the	president	wanted	to	reiterate	how	

interconnected	culture	and	economy	are	and	that	through	cultural	and	economic	

exchanges,	we	can	make	the	world	a	better	place.	He	also	said	that	Building	a	Silk	

Road	in	the	new	era	demands	openness,	inclusiveness,	courage,	and	confidence.	He	

also	sees	the	new	silk	road	as	a	golden	opportunity	 for	openness	and	to	benefit	

more	people	in	the	world.	In	fact,	in	recent	years,	Kweichow	Moutai	has	found	great	

opportunities	and	ample	space	for	growth	through	its	commitment	to	the	countries	

and	 regions	 of	 the	 belt	 and	 road.	 These	were	 the	words	 of	 the	 president	 of	 Li	

Baofang,	who	wanted	to	make	their	commitment	as	a	company	in	the	new	Silk	Road	

and	how	it	created	new	opportunities	for	international	expansion	and	cooperation	

between	different	countries.	

	

To	summarize	 this	 section,	we	have	described	several	 strategic	choices	 that	 the	

Kweichow	 Moutai	 Co.,	 Ltd.	 has	 taken	 to	 expand	 into	 the	 international	 market,	

through	partnerships,	through	different	ways	of	advertising	and	through	various	

investments.	 In	 the	 last	 section	4.7,	 instead,	we	will	describe	 the	organizational	

structure	of	the	company.		

	

	

4.7	Organizational	structure	of	Kweichow	Moutai	Company	
	

In	this	last	section	4.7,	we	will	describe	the	organizational	structure	of	Kweichow	

Moutai	Co.,	Ltd.	

On	 the	 basis	 of	 what	 we	 described	 in	 the	 previous	 chapter,	 the	 organizational	

structure	 of	 the	 Dragon	 multinational	 is	 detached	 from	 that	 of	 the	 traditional	

multinationals	that	follow	an	architecture	based	on	headquarters	and	subsidiaries,	
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while	 the	 Dragon	 multinationals	 tend	 to	 have	 a	 division	 with	 an	 international	

perspective	 already	 and	 are	 formed	 from	 different	 units	 that	 have	 a	 certain	

independence.	 In	 general,	 there	 are	 different	 business	 units,	 and	 they	 are	

responsible	 for	 their	 business	 operation.	 In	 general,	 the	 Dragon	multinationals	

have	a	more	flexible	structure	and	give	authority	and	responsibility	to	the	different	

units.	

Based	 on	 what	 can	 be	 seen	 from	 the	 Kweichow	Moutai	 company	 website,	 the	

organizational	 structure	 is	 divided	 into	 different	 departments	 with	 each	 one	 a	

specific	sector	of	the	company	to	focus	on.	As	shown	in	Exhibit	4.5,	on	the	top	of	

the	hierarchy	of	the	company	there	is	the	general	shareholders	meeting,	and	under	

that,	there	is	the	board	of	director	and	the	board	of	supervisor	with	their	respective	

chairmen.	After	there	is	the	general	manager	and	the	vice-general	manager.	Then,	

there	is	a	division	in	all	different	departments	and	office	—	for	example,	corporate	

culture,	finance,	human	resources,	legal	protection	department,	and	more	others.		

The	last	part	is	the	subsidiaries;	for	example,	the	Guizhou	Moutai	Liquor	Sales	Co.	

Ltd.,	Guizhou	Moutai	Group	Finance	Co.	Ltd.,	Marketing	Co.	Ltd.,	Guizhou	Moutai	

Liquor	Import	and	Export	Co.	Ltd.,	and	more.	

Based	instead	on	what	is	reported	in	the	database	天	眼	查,	a	website	where	you	

can	find	all	the	information	about	Chinese	companies,	the	organizational	structure	

of	the	company	would	be	different	as	only	one	is	indicated	as	a	subsidiary	that	is	

Guizhou	 Maotai	 Liquor	 Co.,	 Ltd.	 Maotai	 International	 Hotel,	 while	 10	 other	

companies	would	 be	 listed	 in	which	Kweichow	Moutai	would	 have	made	 some	

investments	 and	 therefore	 only	 partially	 owned	 them.	 Such	 as:	 Guizhou	Maotai	

Group	Electronic	Commerce	Co.,	Ltd.;	Guizhou	Maotai	Winery	(Group)	Co.,	Ltd.	for	

Foreign	Investment	and	Cooperation	Management.;	Guizhou	Maotai	Liquor	Import	

and	Export	Co.,	Ltd. Guizhou	Maotai	Custom	Marketing	Co.,	Ltd.;	and	many	others. 

Instead,	 based	on	 an	 article	 of	BOAO	Forum	 for	Asia	 ,	Kweichow	Moutai	Group	

owns	 “thirty-eight	 companies,	 including	 wholly-owned,	 holding	 and	 joint-stock	

companies	 and	 covering	 such	 industries	 as	 baijiu,	 health	wine,	wine,	 securities,	

insurance,	banking,	cultural	tourism,	education,	real	estate,	ecological	agriculture	

and	baijiu	upstream-downstream	industries.”		
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It	 is	 challenging	 to	 understand	 the	 dynamics	 of	 this	 complex	 group,	 especially	

without	having	direct	information.		

However,	we	can	say	that	on	the	basis	of	the	data	we	have	found	there	are	many	

companies	and	sub-divisions	that	will	surely	have	their	own	manager	who	will	deal	

directly	with	 a	 certain	 autonomy	 and	 periodically	 a	 total	 account	 of	 the	whole	

group	will	be	made.	

	

	

	
Exhibit	4.5	Kweichow	Moutai	Co.,	Ltd.	
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4.8	Conclusion	of	Chapter	IV		
	

In	this	last	chapter,	we	wanted	to	focus	our	attention	on	a	case	study	that	is	the	

company	Kweichow	Moutai	 Co.,	 Ltd.,	which	 has	 begun	 to	 get	more	 attention	 in	

recent	years	thanks	to	its	incredible	sales	data,	international	visibility,	and	strategy.	

Kweichow	 Moutai	 Co.,	 Ltd.	 is	 a	 Chinese	 state-owned	 company,	 listed	 on	 the	

Shanghai	Stock	Exchange,	that	produces	Moutai,	a	type	of	strong,	sorghum-based	

spirit	known	as	baijiu.	The	history	of	the	Moutai	liqueur	is	ancient,	its	production	

dates	back	to	2000	years	ago,	it	is	said	to	have	been	drunk	by	the	Han	dynasty,	and	

indeed	thanks	to	old	black	and	white	photos,	one	can	see	the	Chinese	president	

Mao	Tse-tung,	who	drank	it	and	make	toast	at	banquets	and	official	government	

ceremonies.	Despite	this	long	history	and	tradition,	only	recently	the	attention	of	

Western	 consumers	 has	 focused	 on	 this	 company;	 and	 also,	 the	 company’s	

attention	 toward	 the	 foreign	markets.	 Indeed,	as	a	 result	of	 internationalization	

strategies	and	aimed	at	making	this	brand	known	even	outside	of	China. So,	we	

focused	on	their	brand	and	on	a	new	factor	 for	 the	Chinese	market	 that	are	 the	

Chinese	 luxury	 products.	 Because,	 generally	 the	 luxury	 brands	 that	 have	

dominated	the	Chinese	market	for	years	have	been	foreign	luxury	brands	like	Louis	

Vuitton,	 Hermes,	 Gucci	 and	 Chanel,	 and	 many	 others.	 However,	 recently,	 the	

Chinese	 luxury	brands	are	also	 increasing	their	presence	 in	the	Chinese	market.	

Because	 more	 and	 more	 Chinese	 companies	 have	 focused	 their	 resources	 on	

product	development	and	creating	a	history	and	 tradition	 that	are	 fundamental	

ingredients	for	creating	a	known	brand	and	in	order	to	obtain	the	customer	loyalty	

and	brand	awareness.		

In	the	previous	chapter,	we	described	the	Dragon	multinationals	only	from	a	purely	

theoretical	 point	 of	 view,	 so	 it	 seemed	 right	 to	 demonstrate	 what	 we	 have	

described	 in	theory	also	with	a	practical	example.	Although	most	of	 the	authors	

who	spoke	of	multinationals	from	the	Periphery	have	always	used	as	an	example	

of	the	success	of	companies	like	Acer,	Haier,	and	Lenovo.	Instead,	we	have	decided	

to	take	as	an	example	a	company	that	was	innovative	and	original	that	was	also	a	

challenge,	a	company	that	few	had	talked	about,	so	the	choice	of	Kweichow	Moutai	
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Co.,	 Ltd.,	 took	 place	 for	 its	 features	 that	 fully	 reflect	 those	 of	 the	 Dragon	

multinationals.	Such	as	the	fact	that	it	is	a	state-owned	company,	which	therefore	

coming	 from	a	Chinese	context	has	a	significant	 influence	and	support	 from	the	

government,	 in	 fact	 it	has	allowed	 its	 internationalization	process	and	often	 the	

government	and	the	company	also	cooperate	on	other	fronts,	such	as	investments	

for	 the	 Silk	 Road	 or	 other	 investments	 that	 have	 seen	 our	 case	 study	 as	 a	

protagonist	to	help	their	own	community	and	province.	Another	characteristic	that	

is	typical	of	the	Dragon	multinationals	and	also	of	the	Kweichow	Moutai	Co.,	Ltd.,	

is	 the	 fact	 of	 undertaking	 an	 accelerated	 internationalization	 process	 through	

partnerships	 and	 creating	 a	 series	 of	 networks	 with	 other	 companies	 already	

present	 in	 the	 foreign	market,	of	which	otherwise,	 they	would	not	have	enough	

knowledge	to	make	this	choice;	in	doing	so	they	can	instead	exploit	the	resources	

and	 knowledge	 of	 the	 partner,	 creating	 a	mutual	 advantage.	 Examples	we	have	

described	are	the	partnerships	with	the	French	company	Camus	Cognac	and	also	

recently	with	the	football	team	Inter,	whose	owner	is	the	CEO	of	Suning,	another	

important	 Chinese	 multinational.	 Another	 strategy	 implemented	 by	 Kweichow	

Moutai	Co.,	Ltd.	 that	had	a	great	success	was	 to	create	advertisements	 in	Times	

Square	in	the	heart	of	New	York,	a	place	with	a	vast	number	of	tourists	and	locals,	

which	certainly	allowed	the	western	consumers	to	know	the	liquor	company.		

At	the	end	of	2018	there	was	an	essential	event	within	the	company,	that	is,	after	

18	years	the	president	of	the	company	was	changed	and	was	succeeded	by	general	

manager	Li	Baofang.	This	has	led	to	a	period	of	adjustment	for	the	company	and	

also	to	changes	in	strategy,	for	example,	regarding	the	distribution	channels	or	the	

internationalization	process.	In	the	last	part	of	the	chapter,	we	focused	instead	on	

the	organizational	architecture	of	the	company.	On	the	basis	of	what	we	have	found	

in	 the	 literature,	 Dragon	 multinationals	 generally	 have	 created	 an	 innovative	

organizational	structure	that	is	different	from	the	traditional	ones.		

That	 is,	 they	 have	 not	 followed	 the	 headquarter-subsidiaries	model,	 but	 on	 the	

contrary,	 have	 created	 a	 structure	with	 a	more	 international	 vision,	 formed	 by	

different	units	that	they	enjoy	a	certain	autonomy	and	then	an	operational	center	

that	takes	strategic	decisions;	but	all	these	cells	work	with	a	common	goal	as	if	they	

were	a	whole.	On	the	basis	of	the	few	data	found	regarding	the	Kweichow	Moutai	
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Co.,	Ltd.,	it	was	difficult	to	understand	how	their	organizational	structure	is.	It	is	

certainly	 a	 very	 complex	 and	 wide	 Group,	 where	 there	 are	 several	 companies	

considered	as	independent	units	interconnected	with	each	other.	However,	having	

not	enough	data	 it	 is	 very	difficult	 to	understand	how	 the	dynamics	within	 this	

organization	are.	We	can	say,	however,	 that	the	company	Kweichow	Moutai	Co.,	

Ltd.,	 is	an	example	of	a	Dragon	multinational	and	reflects	many	of	 the	essential	

characteristics	 of	 this	 type	 of	 latecomers. Certainly,	with	 also	 peculiarities	 that	

have	allowed	it	to	become	the	most	famous	baijiu	company	in	China.	The	process	

of	internationalization	of	the	company	is	only	at	the	beginning	we	are	convinced	

that	we	will	increasingly	hear	about	this	brand.	
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CONCLUSION	

	
After	reviewing	the	literature,	it	can	be	notice	that	there	is	a	close	link	between	the	

process	of	internationalization	and	the	phenomenon	of	economic	globalization,	but	

above	all	how	this	has	led	to	a	change	in	the	focus	of	scholars,	who	in	recent	years	

have	focused	on	companies	from	emerging	countries.	This	change	of	focus,	it	was	

possible	because	economic	globalization,	which	for	years	has	been	limited	only	to	

the	countries	of	the	Triad,	with	the	passing	of	the	years	has	begun	to	expand	and	

has	also	reached	the	Peripheral	countries,	which	as	specified	in	the	introduction	

for	Periphery	we	mean	not	all	the	developing	countries	of	the	world,	but	we	mean	

the	 developing	 countries	 which	 however	 already	 have	 a	 high	 level	 of	

industrialization	and	therefore	have	the	right	characteristics	to	compete	with	the	

developed	countries.	This	expansion	of	economic	globalization	has	ensured	that	

more	and	more	companies	have	appeared	in	the	context	of	a	global	market,	but	the	

protagonists	of	this	global	market	are	no	longer	the	traditional	multinationals	but	

are	the	Dragon	Multinationals.	In	the	thesis	we	defined	the	Dragon	Multinationals	

as	 multinationals	 coming	 from	 the	 area	 of	 Pacific-Asia,	 which	 undertook	 an	

accelerated	 internationalization	 process	 and	 had	 innovative	 features	 and	

strategies	with	respect	to	traditional	multinationals,	and	for	this	reason	they	are	

worthy	of	being	studied	and	are	considered	the	protagonists	of	this	global	context.	

Therefore,	 the	 aim	 of	 this	 thesis,	 in	 this	 context	 of	 the	 expansion	 of	 economic	

globalization	and	 the	evolution	of	new	 forms	of	 companies,	was	 to	describe	 the	

characteristics,	the	strategy	and	the	organization	that	allowed	these	newcomers	to	

replace	the	traditional	multinationals	and	in	some	cases	even	to	become	a	leader	

in	their	sector.		

Based	on	 literature,	 the	Dragon	multinationals	have	proven	 to	be	very	different	

from	those	that	were	the	traditional	multinationals	coming	from	the	Triad,	as	they	

have	 been	 able	 to	 have	 innovative	 features,	 have	 been	 able	 to	 have	 a	 global	

perspective	 from	 the	 beginning,	 have	 been	 able	 to	 transform	 their	 own	

disadvantages	 in	advantages,	 through	partnerships	with	companies	 that	already	

knew	the	market	or	had	more	resources,	moreover,	they	were	able	to	have	a	more	
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flexible	 organization	 and	 able	 to	 adapt	 to	 the	 continuous	 changes	 of	 a	 global	

context.	All	 this	has	 allowed	 the	Dragon	multinationals	 to	become	 the	object	 of	

study	by	scholars	and	to	be	a	leader	in	a	global	market.	Today,	with	an	increasingly	

interconnected	and	increasingly	competitive	environment,	Dragon	multinationals	

have	 been	 able	 to	 adapt	more	 quickly	 than	 traditional	multinationals	 and	 even	

more	are	able	 to	 follow	the	 flow	and	adapt	 their	 strategy	 to	 these	changes.	The	

Dragon	multinationals	can	therefore	also	be	taken	as	a	starting	point	for	traditional	

multinationals	that	perhaps	need	to	abandon	rigid	systems	and	divisions	that	are	

now	obsolete	and	adapt	more	flexibly	to	global	changes.	

	

The	most	challenging	and	difficult	part	was	undoubtedly	the	choice	and	analysis	of	

the	case	study,	since	if	you	look	for	examples	of	Dragon	multinationals	in	literature,	

companies	such	as	Acer,	Lenovo	or	Haier	are	cited	as	examples,	which	rightly	are	

perfect	examples	of	Dragon	multinationals	that	also	had	great	success	in	their	own	

sectors,	but	with	regard	to	this	thesis	it	was	decided	to	choose	a	company	that	was	

not	taken	for	granted	that	perhaps	at	an	international	level	it	is	starting	to	make	

itself	known	only	recently.	The	company	we	chose	was	Kweichow	Moutai	Co.,	Ltd.	

is	a	Chinese	liquor	company	first	in	terms	of	turnover	and	for	brand	awareness	in	

China,	but	not	only;	this	company	was	chosen	because	it	was	considered	to	be	a	

perfect	 example	 of	 Dragon	 multinationals	 and	 also	 for	 specific	 characteristics,	

which	reflect	the	theoretical	part	previously	analyzed.	In	fact,	it	is	a	state-owned	

company,	which	 has	 strong	 support	 from	 the	 government,	which	 has	 therefore	

supported	and	benefited	the	internationalization	process	by	the	company.		The	fact	

that	 the	 company	 is	 a	 Chinese	 luxury	 liquor	 company	 represents	 an	 innovative	

factor	for	the	international	and	even	Chinese	context,	as	usually	the	luxury	brands	

on	the	markets	are	foreigners,	while	Chinese	brands	are	always	seen	with	a	halo	of	

negativity	or	bad	faith	as	the	Chinese	product	is	associated	with	a	counterfeit	or	in	

any	case	low-quality	product,	in	the	minds	of	consumers	it	is	indeed	not	associated	

with	a	luxury	product.	

Regarding	the	strategies,	the	company	Kweichow	Moutai	Co.,	Ltd.	has	undertaken	

several	 partnerships;	 characteristic	 of	 the	Dragon	multinationals	who	 prefer	 to	

enter	foreign	markets	through	partnerships,	so	as	to	be	able	to	exploit	and	learn	
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from	 the	 knowledge	 and	 experience	 of	 the	 partner	 already	 present	 in	 an	

international	context.	

In	 conclusion,	 the	 description	 and	 in-depth	 study	 of	 this	 theme	 of	 Dragon	

multinationals	can	intrigue	the	reader,	but	it	can	also	be	used	as	an	example	and	

starting	point	for	future	literature,	as	Kweichow	Moutai	Co.,	Ltd.	will	hear	more	and	

more	about	it	internationally	and	like	its	other	Dragon	multinationals.	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	



 

118 

REFERENCES	
	

ACS	Z.	J.,	MORCK	R.,	MYLES	SHAVER	J.,	YEUNG	B.,	(1997)	“The	international	of	small	

and	 medium	 sized	 enterprise:	 a	 policy	 perspective”,	 Small	 Business	 Economics,						

vol.	9,	February		

	

ALON	 I.,	 ANDERSON	 J.,	 MUNIM	 Z.	 H.,	 HO	 A.,	 (2018)	 “A	 review	 of	 the	

internationalization	of	Chinese	enterprise”,	 	 Asia	Pacific	 Journal	 of	Management,		

vol.	35,	July	

	

ANDERSEN	 O.,	 (1993)	 “On	 the	 internationalization	 process	 of	 firms:	 a	 critical	

analysis”,	Journal	of	International	Business	Studies,	vol.	24,	June			

	

BARNEY	J.,	(1991)	“Firm	resources	and	sustained	competitive	advantage”,	Journal	

of	Management,	vol.	17,	March	

	

BONAGLIA	 F.,	 GOLDSTEIN	 A.,	 MATHEWS	 J.,	 (2007)	 “Accelerated	

Internationalization	by	emerging	multinationals:	 the	case	of	white	good	sector”,	

Journal	of	World	Business,	vol.	42,	January			

	

CUERVO-CAZURRA	 A.,	 GENC	 M.,	 (2008)	 “Transforming	 disadvantages	 into	

advantages:	 developing	 country	 MNEs	 in	 the	 least	 developed	 countries”,	

International	Business	Studies,	vol.	39,	April	

	

DANZIGER	P.,	(2005)	Let	Them	Eat	Cake:	Marketing	Luxury	to	the	Masses	-	As	well	

as	the	Classes,	Dearborn	Trade	Publishing,	Chicago	

	

DE	KLUYVER	C.	A.,	(2010)	Fundamentals	of	global	strategy:	a	business	model,	Mason	

A.	Carpenter,	Sterling	Forest	(USA).	

	



 

119 

DENG	 P.,	 (2009)	 “Why	 do	 Chinese	 firm	 tend	 to	 acquire	 strategic	 assets	 in	

international	expansion?”,	Journal	of	World	Business,	vol.	44,	January		

	

DUNNING	J.	H.,	NARULA	R.,	(1996)	“Developing	countries	versus	multinationals	in	

globalizing	 world:	 the	 dangers	 of	 falling	 behind”,	 (MERIT	 Research	

Memorandandum;	No.	 013).	Maastricht:	MERIT,	Maastricht,	 Economic	Research	

Institute	on	Innovation	and	Technology,	January	

	

DUNNING	J.,	KIM	C.,	PARK	D.,	 (2008)	“Old	wine	 in	new	bottles:	a	comparison	of	

emerging	 market	 TNCs	 today	 and	 developed	 country	 TNCs	 thirty	 years	 ago.”	

January		

	

DUYESTER	 G.,	 JACOB	 J.,	 LEMMENS	 C.,	 YU	 J.,	 (2009)	 “Internationalization	 and	

technological	catching	up	of	emerging	multinationals:	A	comparative	case	study	of	

China's	Haier	group.”	Industrial	and	Corporate	Change,	vol.	18,	number	2,	February		

	

GUILLEN	M.,	GARCIA-CANAL	E.,	(2009)	“The	American	model	of	the	multinational	

firm	 and	 the	 new	 multinational	 from	 emerging	 economies”,	 Academy	 of	

Management	Journal,	vol.	23,	May		

	

HUNG	 S.	 C.,	 TSENG	 Y.	 C.,	 (2017)	 “Extending	 the	 LLL	 framework	 through	 an	

institution-based	 view:	 Acer	 as	 a	 dragon	 multinational”,	 Asia	 Pacific	 Journal	 of	

Management,	vol.	34,	December	2016		

	

JOHANSON	J.,	VAHLNE	J.	 (2002)	“The	 internationalization	process	of	 the	 firm:	A	

model	of	knowledge	development	and	increasing	foreign	market	commitments”,	

Journal	of	International	Business	Studies,	vol.	8,	January		

	

JOHANSON	 J.,	WIERDERSHEIM	P.	F.,	 2007	 “The	 internationalization	of	 the	 firm-	

four	Swedish	cases”,	Journal	of	Management	Studies,	vol.	12,	May	

	



 

120 

JOHANSON	J.,	MATTSSON	L.	G.,	(1987)	“Internationalization	in	Industrial	System	–	

A	 Network	 Approach	 Compared	 with	 the	 Transaction	 Costs	 Approach”	

International	Studies	of	Management	and	Organization,	vol.	17	

	

JONATHAN	L.,	CALOF	and	PAUL	W.	BEAMISH	(1995),	“Adapting	to	foreign	market	

explaining	internationalization”,	International	Business	Review,	vol.	4		

	

KHANNA	 T.,	 PALEPU	 K.	 G.,	 (2006)	 “Emerging	 giants	 -	 building	 world-class	

companies	in	developing	countries”,	Harvard	Business	Review,	vol.	84,	October	

	

LEVITT	T.,	(1983)	“The	globalization	of	markets”,	Harvard	Business	Review,	vol.	3,	

May		

	

LI	PING	P.,	 (2007)	“Toward	an	 integrated	 theory	of	multinational	evolution:	 the	

evidence	 of	 Chinese	 multinational	 enterprises	 as	 latecomers”,	 The	 Journal	 of	

International	Management,	vol.	13,	July.		

	

LU	 J.,	 MA	 X.,	 TAKSA	 L.,	 WANG	 Y.,	 (2017)	 “From	 LLL	 to	 IOL3:	 moving	 dragon	

multinationals	 research	 forward”,	 Asia	 Pacific	 Journal	 Management,	 vol.	 34,	

November	

	

MARCH	 J.	 G.,	 (1991)	 “Exploration	 and	 exploitation	 in	 organizational	 learning.	

Organization	science,	vol.	2,	March.		

	

MATHEWS	J.	A.,	(2002)	Dragon	Multinational	a	new	model	for	global	growth,	Oxford	

university	press,	New	York.		

	

MATHEWS	 J.	A.,	 (2002)	 “Competitive	 advantages	 of	 latecomer	 firm:	 a	 resource-

based	account	of	catch	up	strategies”	MGSM,	vol.	7,	May	

	

MATHEWS	 J.	 A.,	 (2006)	 “Dragon	 Multinationals:	 New	 players	 in	 21st	 century	

globalization”,	Asia	Pacific	Journal	of	Management,	vol.	23,	March	



 

121 

	

MATHEWS	 J.	 A.,	 (2009)	 “China,	 India	 and	 Brazil:	 Tiger	 technologies,	 dragon	

multinationals	 and	 the	building	of	national	 system	of	 economic	 learning”,	Asian	

Business	&	Management,	vol.	8,	March	

	

MATHEWS	J.	A.,	(2017)	“Dragon	multinationals	powered	by	linkage,	leverage	and	

learning:	 a	 review	 and	 development”,	Asia	 Pacific	 Journal	Management,	 vol.	 34,	

November	

	

NARULA	 R.,	 (2006)	 “Globalization,	 new	 ecologies,	 new	 zoologies,	 and	 the	

purported	death	of	the	Eclectic	paradigm”,	Asia	Pacific	Journal	Management,	vol.	23,	

June	

	

NORTH	D.,	 (1990),	 Institutions,	 institutional	 change,	 and	 economic	 performance.	

Cambridge	University	Press,	New	York	

	

PENG	M.	W.,	(2001)	“The	resource-based	view	and	international	business”	Journal	

of	Management,	vol.	27,	September		

	

PENG	M.	W.,	LEBEDEV	S.,	(2018)	“The	growth	of	the	firm	in	(and	out	of)	emerging	

economies”,	Asia	Pacific	Journal	Management,	vol.	35,	October	

	

PENG	M.	W.,	SUN	L.	S.,	PINKHAM	B.,	CHEN	H.,	(2009)	“The	institution-based	view	

as	a	third	leg	for	strategy	tripod”,	Academy	of	management,	vol.	64,	August	

	

PENG	M.	W.,	(2012)	“The	global	strategy	of	emerging	multinationals	from	China”,	

Global	strategy	journal,	vol.	2,	May	

	

PENG	M.	W.,	WANG	D.,	JIANG	Y.,	(2008)	“An	institution-based	view	of	international	

business	 strategy:	 a	 focus	 on	 emerging	 economies”,	 Journal	 of	 International	

Business	Studies,	vol.	39,	April	

	



 

122 

PORTER	M.	E.,	(1986)	“Changing	patterns	of	international	competition”,	California	

Management	Review,	vol	28,	number	2,	Winter	1986	

	

QIN	 X.,	 (2013),	 “Chinese	 Domestic	 Luxury	 Brands	 Internationalization”	 Times	

Finance,	Vol.	6,		

	

RAY	P.	K.,	RAY	S.,	KUMAR	V.,	(2017)	“Internationalization	of	latecomer	firms	from	

emerging	economies-the	role	of	resultant	and	autonomous	learning”,	Asia	Pacific	

Journal	Management,	vol.		34,	July		

	

SCHRADER	 R.	 C.,	 OVIATT	 B.	 M.,	 MCDOUGALL	 P.P.,	 (2000)	 “The	 new	 ventures	

exploit	 trade-offs	 among	 international	 risk	 factors:	 lesson	 for	 the	 accelerated	

internationalization	of	the	21st	century”	Academy	of	Management	Journal,	vol.43	

	

TAN	 K.,	 (2017)	 “Generic	 internationalization	 strategies	 of	 emerging	 market	

multinationals	the	case	of	Chinese	firms”,	Advances	in	Economics	and	Business,	vol.5,	

2017		

	

TIHANYI	L.,	GRIFFITH	D.,	RUSSELL	C.,	 (2005)	“The	effect	of	cultural	distance	on	

entry	mode	choice,	 international	diversification,	and	MNE	performance:	a	meta-

analysis”,	Journal	of	International	Business	Studies,	vol.	36,	February	

	

UNCTAD	(2006),	World	investment	report		

	

VERNON	 R.,	 (1979)	 “The	 product	 cycle	 hypothesis	 in	 a	 new	 international	

environment”,	Oxford	Bulletin	of	Economic	and	Statistics,	vol.	41,	November		

	

WELCH	L.S.,	LUOSTARINEN	R.,	(1988)	“Internationalization	evolution	of	a	concept”,	

Journal	of	General	Management,	vol.	14,	no.	2,	December			

	

XIE	W.,	WHITE	 S.,	 (2004)	 “Sequential	 learning	 in	 a	 Chinese	 spin-off	 the	 case	 of	

Lenovo	group	limited”,	R&D	Management,	vol.	34,	September		



 

123 

	

YAN	H.,	WANG	 J.,	DENG	P.,	 (2018)	 “Outbound	 linkage	and	 inbound	 leverage	 for	

emerging	 multinationals	 a	 signaling	 theory	 perspective”,	 Asia	 Pacific	 Journal	

Management,	vol.	35,	January		

	

ZAHEER	 S.,	 (1995)	 "Overcoming	 the	 Liability	 of	 Foreignness",	 Academy	 of	

Management	Journal,	vol.	38,	April		

	

	

WEB	REFERENCES	
	
BLOOMBERG,	These	are	China’s	Most	Valuable	Brands.	August	2019		

https://www.bloomberg.com/news/articles/2018-12-21/china-s-moutai-liquor-

dethrones-web-giants-as-nation-s-top-brand	

BLOOMBERG,	China’s	$165	Billion	Distiller	changes	course	by	cutting	brands.	August	

2019			

https://www.bloomberg.com/news/articles/2019-05-07/world-s-most-

valuable-liquor-company-is-overhauling-its-strategy	

	

BUSINESS	 TIMES,	Kweichow	Moutai:	 world’s	 most	 valuable	 liquor	 stock	 still	 has	

room	to	grow.	August	2019		

https://www.businesstimes.com.sg/consumer/kweichow-moutai-worlds-most-

valuable-liquor-stock-still-has-room-to-grow	

BUSINESS	 TIMES,	Moutai’s	 new	 chief	 to	 overhaul	 strategy,	 scrap	 brands.	 August	

2019	

https://www.businesstimes.com.sg/consumer/moutais-new-chief-to-overhaul-

strategy-scrap-brands	

	

CHINA	 DAILY,	 Kweichow	 Moutai’s	 general	 manager	 Li	 Baofang	 selected	 as	 new	

chairman.	August	2019		



 

124 

http://www.chinadaily.com.cn/a/201805/08/WS5af10954a3105cdcf651c8f6.ht

ml	

CHINA	DAILY,	Ancient	Hub	offers	inspiration	for	future,	August	2019		

http://www.chinadaily.com.cn/a/201810/12/WS5bbff151a310eff303281f10.ht

ml	

CHINA	DAILY,	Drinking	to	the	spirit	of	globalization.	August	2019	

http://www.chinadaily.com.cn/bizchina/2012-06/04/content_15942251.htm	

CHINA	 DAILY,	 Kweichow	 Moutai’s	 net	 exceeds	 10b	 yuan	 in	 first	 three	 quarters.	

August	2019		

http://www.chinadaily.com.cn/business/2012-10/26/content_15948871.htm	

CHINA	 DAILY,	Kweichow	Moutai	 to	 invest	 more	 for	 airport	 construction.	 August	

2019	

http://www.chinadaily.com.cn/business/2012-12/21/content_16040003.htm	

	

COMPANIES	HISTORY,	Kweichow	Moutai.	August	2019	

https://www.companieshistory.com/kweichow-moutai/	

	

EATER,	Watch:	the	history	of	Moutai,	China’s	drink	of	diplomacy.	August	2019		

https://www.eater.com/2016/12/21/14046318/moutai-liquor-china	

	

FORBES,	#419	Kweichow	Moutai.	August	2019	

https://www.forbes.com/companies/kweichow-moutai/#1222b8dd1abc	

	

GLOBAL	TIMES,	Former	Kweichow	Moutai	chairman	relieved	of	key	position.	August	

2019	

http://www.globaltimes.cn/content/1148732.shtml	

	

IL	GIORNALE,	È	una	grappa	cinese	da	3.500	euro	la	nuova	icona	del	lusso	globale.	

August	2019.	

http://www.ilgiornale.it/news/economia/grappa-cinese-3500-euro-nuova-

icona-lusso-globale-1482286.html	

	



 

125 

MOUTAI	BELGIUM,	August	2019	

https://www.moutai.be		

MOUTAI	AUSTRALIA,	August	2019	

http://moutai.com.au		

MOUTAI	ITALY,	August	2019	

https://www.moutai.it	

MOUTAI	CHINA,	August	2019	

https://www.moutaichina.com	

MOUTAI	IRELAND,	August	2019	

https://www.moutaiireland.com	

NEWSFOOD,	Il	Moutai	millinerario	liquore	di	lusso	cinese,	è	arrivato	a	Milano.	August	

2019	

https://www.newsfood.com/il-moutai-millenario-liquore-di-lusso-cinese-e-

arrivato-a-milano/	

	

PASSION	INTER,	Inter	e	Kweichow	Moutai	nuovi	partner:	a	novembre	la	firma,	ora	

la	presentazione	dei	prodotti.	August	2019		

https://www.passioneinter.com/notizie-nerazzurre/inter-e-kweichow-moutai-

nuovi-partner-a-novembre-la-firma-ora-la-presentazione-dei-

prodotti/?refresh_ce-cp	

PASSION	 INTER,	Marketing,	 intesa	 raggiunta	 per	 l’accordo	 tra	 Inter	 e	 Kweichow	

Moutai	Group.	August	2019	

https://www.passioneinter.com/notizie-nerazzurre/merketing-intesa-raggiunta-

per-laccordo-tra-inter-e-kweichow-moutai-group/	

	

PR	NEWS	WIRE,	Chinese	national	 liquor	Moutai	wines	 international	 fans	 in	 times	

square.	August	2019		

https://www.prnewswire.com/news-releases/chinese-national-liquor-moutai-

wins-international-fans-in-times-square-300599769.html	

PR	 NEWS	 WIRE,	 National	 Moutai	 2017	 overseas	 distributor	 conference	 was	

successfully	held	in	Moutai	Town.	August	2019	



 

126 

https://www.prnewswire.com/news-releases/national-moutai-2017-overseas-

distributor-conference-was-successfully-held-in-moutai-town-300554465.html	

	

THE	SPIRITS	BUSINESS,	Moutai	remains	worlds’	most	valuable	spirit.	August	2019.		

https://www.thespiritsbusiness.com/2019/06/moutai-remains-worlds-most-

valuable-spirit/	

	

VALUE	INVEST	ASIA,	7	things	you	need	to	know	about	Kweichow	Moutai	Co.	Ltd.	

August	2019.	

https://valueinvestasia.com/kweichow-moutai-co-ltd/	

	

PAMBIANCO	 WINE,	 Spirits	 la	 cinese	 Kweichow	 Moutai	 supera	 LVMH:	 vale	 151	

miliardi.	August	2019	

https://wine.pambianconews.com/2018/01/spirits-la-cinese-kweichow-moutai-

supera-lvmh-vale-151-miliardi/179636	

	

YUTANG	 SPORTS,	 Inter	 Milan	 partners	 with	 Kweichow	 Moutai	 distillery	 Group	

Technology	development	company.	August	2019	

http://mobile.ytsports.cn/news-4755.html	

	

	

	

	

	

	

	

	

	

	

	

	

	



 

127 

	

	

ACKNOWLEDGMENTS	
	

	

First	of	all,	I	would	like	to	thank	Professor	Vescovi,	for	accepting	my	topic	for	this	

dissertation,	to	be	my	supervisor,	and	for	helping	through	this	path.	I	also	would	

like	to	thank	my	parents	and	my	family	for	always	supporting	me.	Further,	I	would	

like	 to	 thank	 myself,	 for	 not	 giving	 up,	 for	 all	 the	 sacrifices	 made,	 for	 the	

determination,	and	for	always	find	a	way	of	achieving	a	goal	no	matter	how	hard	it	

can	be.		

	

	

	

	

	

	

	

	

	


