Question #1

The speed of conducting business has accelerated incredibly in the past 10 years. Activities are done in real time (as opposed to being posted at the end of the day or end of the week), even when done in different locations around the world. Email has made transfer of documents around the world almost instantaneous. Teleconferencing allows 4 people in 4 different world regions to have a virtual meeting where all participate as if they were around the same table.

How has this affected the dynamics of managing Multinational Corporations? For years, the prevailing thought was to allow considerable local independence in decision making because of the time it used to take to communicate and get decisions from the home office. Is this prevailing thought still valid, given the speed with which the Corporate office can now communicate with its field/regional offices around the world?
Question #2
For years, the popular conception was that in order to build a global brand, you had to start with a powerful brand name, add powerful product, packaging and advertising variables and you had instant success.

Local Memoirs of a Global Manager, challenges this approach, saying it is much more important for local managers to have passion for their products and their passion will be transmitted to local customers, creating success in that way. 

The author of the 7-1 reading, Gurcharan Das, worked as a Multinational CEO in the 70's and 80's and bases his beliefs on operating in that time period. 

Much has changed since that time period, however. CNN and FoxNews are shown live around the world, as are their commercials. Big budget movies are released worldwide simultaneously, with their paid product placements. Sporting events like the World Cup, the Super Bowl and the Olympics are shown live all around the world, as are their commercials.

Given the ability of marketers to easily create worldwide images of their products today, how important is it for the success of global brands to have local managers with deep passion for their products, as Gurcharan Das suggests? Or can you drive events from the Corporate office, with local managers used to just carry out directives and tactics?

Question #3

The attached article was in the Oct. 7th edition of the WSJ. It discusses GM's newest approach to controlling operations around the world. Essentially, GM is moving control from the local offices to a Global Council based in corporate headquarters, coming down squarely on the side of Corporate Headquarter's control, reversing a policy of localized they have persued for the last 80 years. 

Now, just because GM is taking that approach, doesn't mean it is absolutely the right approach. It's their approach and time will tell if it is the right approach. And if it proves right for them, that doesn't mean it's right for everyone.

Your thoughts about the article?
