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DEVELOPING TRANSNATIONAL
Why is developing transnational knowledge important? What is a global mindset? 
=Transnational knowledge is definitely a very important subject in today’s world. All major sectors today have expanded worldwide and have global competitors. This is because, “most transnational companies, the dawning of the new millennium offered exciting prospects of continued growth and prosperity” (Bartlett, 2008). In this condition the knowledge of proper transnational strategy is vital. The knowledge of following three steps is essential for success:
The development of a core strategy – to get sustainable competitive advantage.
International expansion to internationalize the core strategy.
“Globalization of the strategies by integration of the international strategy across the countries” (Bartlett, 2008).  
Global mindset is the mindset or a set of strategies meant for expanding a business worldwide developed after making a number of choices from a number of strategic dimensions. Examples of global mindset are pure multidomestic who believes in maximizing performance by maximizing local competitive advantages and pure global strategies who want to maximize the global performance by sharing and integration.
How might an organization’s development of transnational knowledge offer both advantages and disadvantages? What are potential advantages and limiting factors in developing transnational knowledge? 
= An organization that develops a transnational or global knowledge experiences both advantages and disadvantages. Because a transnational company has its competitive moves integrated across the various countries, it can systematically sequence the various moves or conduct same kinds of moves at the various countries at the same time. As per their strategy, “a competitor is attacked in one country in order to drain its resources for another country, or a competitive attack in one country is countered in a different country” (Beamish, 2008). But at the same time the transnational companies face certain disadvantages as well. They have to have a more elaborate structure and staff which might cost them more. Sometimes they might face decreased effectiveness as well. 

The benefits of being transnational:

1) The company benefits by reducing costs.

2)Concentrating on smaller number of products help the transnational companies to improve the program and product quality.

3) Because of being globally available the customers prefer the transnational companies over others.

4) The advantage of global presence helps a transnational company to focus on points of attack and counterattack to competitors. 


The drawbacks of being transnational

1) Significant management costs due to added staff and increased coordination.

2) Chances of loss of local spirit due to over centralization.

3) Lack of customer satisfaction due to product standardization.

4) Uniform marketing strategies might neglect the local customer sentiments.

What are some of the advantages and disadvantages of local market differences? How might a transnational organization make use of local market differences?
= Tapping the local market differences efficiently can be the major key of succeeding in long term presence for the transnational companies in multiple countries. Local market differences pose a number of advantages for the transnational companies, but there are some disadvantages as well.
Some of the advantages:

1) Increase in the market share – transnational companies have the advantage when they present locally adapted products over the standardized products. 
2) Improvement in the price realization – giving priority to local preferences does the work of adding value to the products of the company.
3) Overcoming the local competitors – introduction of products not available in the local market provides the advantage of having an edge over the local competitors.
Some of the disadvantages are:
1) Increase in the cost of the company in the course of producing locally adapted products is one of the disadvantages. “Thus managers have to find the right equilibrium in the trade-off between localization and cost structure” (Govindarajan, 2001). P& G had to modify their diaper designs in spite of adverse cost conditions to satisfy Italian mothers’ preference to have the babies’ naval covered by the diaper.
2) Too much of local adaptation can sometimes backfire. The American Restaurant chain TGIF stumbled in South Korea after incorporating local dishes in their menu. 
Following are some specific examples of the above mentioned advantages arising because of local market differences that the transnational companies might take. 
The local market differences can increase the market share of the company if it adapts to the local preferences. Business Week, A product of The McGraw-Hill Company responds to the local market difference by publishing three editions each week customized for North American, Asian and the European readers.
The specific example of improvement in prize realization is Yahoo! which has portals in various countries. The portals have been tailored according to the local choices in ‘contents, commerce and community’ to catch greater number of users.
To neutralize the local competitors Coca Cola has introduced some products that are not available in Japanese market to profit better than the local competitors. The products include an English tea called Kochankaden and coffee Georgia. 
