How does one
define a
‘global’

company? Here
are some
pointers
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question “What's a

global company?”
and, more likely than not,
you're likely 1o get ten differ-
ent answers. Some might ar-
gue that a global company is
onc thﬂl is pursuing CUSIOIMETS
in all major economies —
North America, Europe and
Asia, in particular.

Others might argue that you
are not really global unless you
put down rools in every major
market in the form of produc-
ing locally what you sell local-
ly. Yer others might suggest
that the real test of globalisa-
tion lies instead in whether
vour business unit headquar-
ters are globally dispersed,
whether your lop manage-
ment team consists of individ-
uals from different nationali-
(i, and s0 forth.

There are two problems
with each of these perspec-
tives, First, ecach definition
overlooks the fact thar globali-
ty is a multidimensional phe-
nomenon and, fike the prover-
bial elephant, can never be un-
derstood fully from just one
perspective — be it market
presence, production  bases,
composition of the top man-
agement team, or any other.
Second, each definition over-
iooks the fact that globality is a
continuous variable along a
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spectrum from low to high
rather than a categorical bina-
ry variable with only two ex-
treme values, global vs non-
global.

1 believe that the concept of
‘corporate globality” should be
viewed as a four-dimensional
construct based on the premise
that an enterprise can be more
or less glubal along each of four
major characteristics: globali-
sation of market presence,
globalisation of supply chain,
globalisation of capital base,
and globalisation of comporate

mindsel (see [ig-
ure: Assessing Cor-
porate Globality ).

The first dimen-
sion — globalisa-
fion of market
presence — refers
te the extent to
which the compa-
ny largels cus-
tomers in all major
markets within its
industry through-
out the world.
Even within the
same industry, globalisation of
markel presence can range
from relatively low 10 very
high. The graphic alongside
(World View) presenis com-
parative data on the inter-re-
gional dispersion ol sales for
selected [irms in the informa-
tion technology indusiry. As
the data indicates, in 1993,
NTT of Japan was the least
globalised company on this
one dimension. In compari-
son, [BM. Sun Microsysiems
and Canon appeared 1o be
among the most globalised
\'nmpalu:'s.

The second  dimension —
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globalisation  of
supply chain —
refers to the extent
1o which the com-
pany is accessing
the most optimal
locations for the
performance  of
various activities in
its supply chain. Il
is entirely possible
for a company to
have fairly local or
regional  market
presence and yet a
highly globalised value chain,
or vice-versa. For example, in
1999, as a key element of the
tumaround strategy for British
retailer Marks & Spencer, CED
Peter Salshury  announced
plans 1o set upa global supply
chain for apparel goods with
manufacturing hubs in Por-
gal, Morocco and Sri Lanka,
Toyoia is another good ex-
ample of a company with a
globhal supply chain. At the end
of 1995, Tovota produced
about two-thirds of all its cars
in Japan; the remaining one-
third were produced in wholly
ot partialbv owned affiliawes in
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25 [oreign countries spread
overthe Americas, Europe and
Asia. Furthermore, the com-
pany exported 38 per cent of
its domestic production to for-
eign markets. Aside from this
flow of capital. goods and
know-how berween Japan
and overseas affiliates, Toyola
also engaged in significant in-
tra-firm flows among the affil-
iates. For example, within is
Southeast Aslan regional net-
work, it exported diesel en-
gines from Thailand, transmis-
sions from the Philippines,
sieering gears [rom Malaysia
and engines from Indonesia.
The third dimension —
globalisation of capital base
— refers 1o the extemt 1o
which the company is tap-
ping into the most optimal
sources of capital on a world-
wide basis. The Hong Kong-
based Intermet  Service
Provider China.com repre-
sents a good example of how
it is possible for a company (o
be quite ‘local’ along the di-
mensions of market presence
as well as supply chain, and
yet have a highly globalised
capital base. [In 1999,
China.com’s market base and
operations were centred pri-
marily around Hong Kong
and China. Yet, during that
year, the company chose to
get dtsell listed on the US-
based Nasdag. A listing on
Nasdaq could potentially
vield many benefits for Chi-
na.com, including less expen-
sive capital, enhanced ability

to use stock options lor at-
tracting top talent and en-
hanced ability 1o make stock-
based acquisitions.

Last but not least. the fourth
dimension — globalisation of
corporale mindset — refers to
the extent 1o which the corpo-
ration as a collectivity reflects
an understanding of diversity
across cullures and markets
coupled with an ability 1o inte-
grate across this diversity. The
state of any enterprise’s corpo-
rate mindset depends on the
mindsets of the individoals
wholead the enterprise as well
as the organisation that deter-
mines how these individuals
imteract, what information is
collected, how it is processed.
and how decisions arc made.

General Eleciric serves as a
good example of a company
with an increasingly global
mindsel. All GE businesses are
managed through a glohal line-
of-business structure, invest-
ment opporiunities are identi-
fied and assessed on a global ba-
sis, corporate leaders hard
1o globalise ‘the in of the
company.” and, while the com-
pany has a strong worldwide
corporate culture, the compaosi-
l10nu{ﬂmgfcﬂ isl:lll:-h.I
coming i y diverse
terms of nationalities.
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