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Please see the syllabus for the format of the exam and expectations.
On the actual exam, you will be given approximately one half page of space to complete the short
answer questions and two pages for the issue spotter essay.

Part I—Short Answer. Please answer any six of the following short answer questions:

1. Please discuss how Eastern and Western thinkers tend to differ in the way they see objects.

Western thinkers tend to identify and focus on specific objects (e.g., the
wheels on an office chair or the beads in a bracelet) while Eastern
thinkers are more likely to focus on the overall “gestalt” picture and the
relationship between parts.

2. What are some cautions in interpreting country income figures?

Country income figures tend to reflect averages that may not be meaningful
in economies where income is unevenly distributed. For example, if 5% of
people in a country have an income of $100,000 and 95% earn $2,500 the mean
is $7,375. Yet, few (or, in this case, none) of the individuals actually
have this mean level. The median of $2,500 is much lower. There may be
large differences in income by region. For example, income in Shanghai is
much higher than it is in rural China. Also, if income figures are
denominated in dollars, income levels will fluctuate with the dollar
although there is less of a change in the local economy. Data for some
countries, where much of the economy is underground, may also be
inaccurate.

3. According to the text, what is transparency in trade, and what are the implications of this
issue?

Transparency involves the extent to which trade decisions are made “in the
open” with clear rules being published. In some countries, clear rules are
not published, and arbitrary and inconsistent decisions may be made by
government officials.

4. The Giant Lonestar Band is interested in marketing its new country music CD entitled A
Texas Size Ego in China and Japan. Please discuss what they might expect to experience
during negotiations with distributors there.

The band will probably encounter a greater emphasis on socializing and non-
task activities before real negotiations begin. The setting may be
somewhat more formal, and there will be a need to watch for non-verbal
communication. Some delay should be expected if a translator is used.
Words, even when translated, may have different meanings. The Japanese
negotiators will probably want to discuss most issues before reaching an
agreement on any one issue. They should be prepared for long silences
during which the Japanese negotiators think about points being made.



5. According to the text, how do emic and etic research approaches perspectives differ?

The emic approach emphasizes understanding behavior within the context of
the national or local culture based on its unique situation or facts. The
etic approach, in contrast, seeks more universal behavioral or attitudinal
understanding and therefore emphasizes “pan-cultural” measures.

6. GreedSpeed, Inc., is a manufacturer of video games in which players try to acquire as much
property as quickly as possible. The management is fuming that its software is currently
being pirated (copied without the payment of royalties) in Eastern Europe and China. Please
discuss how the relevant legal systems affect the company’s prospects in litigation.

Intellectual property laws in communist and ex-communist countries are
often not as well developed as they are in the West. Another problem is
that enforcing laws may be more difficult. Courts may be more reluctant to
take cases, and these courts may be less able to stop wrongdoing. In Asian
countries, there may be more of an emphasis on a “compromise” solution
rather than finding completely in favor the a firm whose intellectual
property has been stolen.

7. Hewlett-Packard is reviewing opportunities to improve its global management structure.
Please discuss how Hofstede’s Dimensions are relevant here, emphasizing any two
dimensions in your analysis. (You do not need to tie specific countries to specific
dimensions).

Hofstede’s Dimensions will help the management understand motivations,
expectations, and practices in different countries. The Individualism-
Collectivism dimension affects the kinds of rewards that are likely to be
effective in a culture. In countries higher on individualism, individual
rewards and recognition are likely to be more effective, while rewarding
the group is likely to be more effective in collectivist cultures. The
Power Distance dimension affects how people interact. In cultures with low
power distance, younger employees are more likely to express their opinions
and delegation is more likely to be practiced. The Masculine-Feminine
dimension affects the extent to which the culture values conquering, as
opposed to harmonizing with, nature, and Uncertainty Avoidance affects the
willingness of a culture to try approaches and ideas.

8. According to the text, what are some methods for estimating market sizes?

Two methods mentioned are:
 Trade Analysis: Estimation of the total country market based on

total production plus imports minus exports.
 Analogy: A country with comparable economic development and

consumer behavior where the market size is known is selected. A
“surrogate” measure of a highly correlated product is then
chosen and demand is calculated based on the relative population
sizes. Alternatively, past consumption in one country believed
to “run ahead” of the country of interest can be selected, and
sales can be projected.

Part II—Issue Spotter Essay. Please address one of the cases below based on criteria discussed in
the syllabus.

A. Apple is currently having a great deal of success with its iPod software in the United States,
Japan, and Western Europe. Apple is also interested in other markets where a large demand
might exist. Currently, the iPod is available in most countries, but sales are limited in some



countries because of the high cost of the product. Recently, Apple launched a lower cost
version of the iPod that has fewer features and has less hard disk capacity to store songs.
Apple is also quite worried that counterfeit iPods will shop up across the world, that local
manufacturers will infringe on Apple’s patents, and that piracy of copyrighted music will
cause problems for Apple. Although the iPod was sold well across affluent countries, there
is also a concern that potential buyers in other countries may prefer some modifications to
the current product.

Since the iPod relies on advanced manufacturing techniques and economies of
scale, the product will probably be exported to most countries. Thus, in
examining the ability of consumers in various countries to afford it, the
nominal per capita income figures will be more relevant. Apple may face
protectionist measures in some countries since these countries may want
their own electronics manufacturers to make similar products. Non-tariff
barriers may be especially significant, and Apple must therefore be on the
watch. The International Product Life cycle suggests that the iPod is
likely to spread fastest in more affluent countries to begin with, but
since product life cycles are becoming faster, the product may spread
faster to other countries. Consumers in lower income countries may be more
receptive to the cheaper version. Apple may need to adapt its advertising
in some cultures. A significant problem is that the iPod is normally seen
as being used by individuals. Advertisements may feature people exchanging
songs or using the iPod together. Since the iPod relies on downloading
songs, Apple may want to do secondary research on Internet availability in
different countries. In writing instruction in English for use abroad,
Apple needs to be careful to avoid neologisms or technology words that are
recent additions to English. Because of the technical nature of the
manual, translation may be difficult, and back translation needs to be used
to make sure that the meaning is similar in other languages. Apple needs
to be aware that it may be difficult to enforce patents and trademarks in
some countries.

B. Wal-Mart has grown considerably in the United States and in some Latin American countries
and owns several retail chains in Europe. In the U.S., Wal-Mart has tried to keep costs low
by obtaining relatively low cost locations, but finding land for new stores is becoming
increasingly expensive. Although there is still room for growth in the United States, Wal-
Mart is eyeing Asia for its future growth. Across the world, Wal-Mart’s basic appeal is still
low prices and large selection, but Wal-Mart realizes that it will need to understand
customers in other countries better in order to be successful. Wal-Mart is also concerned
about cultural issues in managing employees and working with suppliers across cultures.

By entering into new countries, Wal-Mart needs to learn about different
legal and distributional systems in different countries and the cultural
impact on shopping. In more collectivist cultures, more members of the
family may be involved, this may mean that advertising needs to reach, for
example, older members of the family. Employee management also raises
significant issues. In collectivist cultures, rewarding individuals may
not be effective, and in high power distance cultures, employees will
expect to be told what to do without giving input of their own opinions.
In both collectivist and high power distance cultures, it may be difficult
to promote based on performance rather than seniority. In sourcing
merchandise from across the world, Wal-Mart needs to watch changes in
exchange rates that can easily cancel out small margins. In countries with
low costs of production, Wal-Mart may need to try to source locally, which
will also help avoid tariffs and other protectionist measures. Wal-Mart
can use secondary research methods to find economic and other information,
but the firm may need to use primary methods to understand consumers’
shopping behaviors and motivations.


