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Globalization and the Regional Multinationals 
Abstract

It is widely accepted that multinational enterprises (MNEs) are the key drivers of globalization. Yet, data on the activities of these firms reveal that only nine actually operate globally. The vast majority of MNEs undertake most of their activities in their home region of the “triad,” that is,  the EU, North America or Asia-Pacific. There are 25 “bi-regional” MNEs operating across two of these three triad markets and 11 MNEs which are host-region based. Yet the 320 MNEs which are home-region based derive an average 80.3% of their total sales in their home region. We conclude that the world’s 500 largest firms are not global, but regionally based. This implies that global strategy is a special case and that regional/triad strategy is the general case.
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Introduction

In this paper, looking at the business and economic aspects of globalization, we discuss the most basic aspect of globalization—the firms that do it. It is widely accepted that a relatively small set of multinational enterprises (MNEs) account for most of the world’s trade and investment. Indeed, the world’s largest 500 MNEs account for over 90% of the world’s stock of foreign direct investment and they, themselves, conduct about half the world’s trade Rugman (2000). Yet these 500 MNEs are not “global” businesses. Instead, most of them derive the vast majority of their sales within their home region of the broad “triad,” that is, North America, the European Union (EU) or Asia Pacific (particularly the Japanese market).

In this paper, the top 500 MNEs are examined across the triad regions. Data are presented on the ratio of regional sales for all of the 500 MNEs for which data can be obtained, i.e. 380. Many of the other 120 are actually domestic, with zero foreign-to-total (F/T) sales. Of the 380 with data, the vast majority (320) are home-region based, having a minority of their sales in the other two parts of the triad. A set of 36 are “bi-regional”, with at least 20% of their sales in two parts of the triad, but less than 50% in their own home region,  or with at least 50% of their sales in a host market. Only nine of the 500 are truly “global”, with at least 20% of their sales in all three parts of the triad, but less than 50% in their home region. This is a picture of regionalization, not globalization. As such, the 500 largest MNEs in the triad need a regional solution to strategy, rather than continued discussion of global strategy. Authors who argue for a global strategy and ignore the realities of regionalization include:-Vijay Govindarajan and Anil K. Gupta (2001); J. P. Jeannet, (2000); and George Yip, (2002).  Authors who provide empirical work similar to that in this paper include Van Tulder, Van Der Berghe and Muller (2001).
Analysis:  Multinational Enterprises Operate Regionally
The vast majority of the world’s largest 500 companies are multinational enterprises, i.e. they produce and/or distribute products and/or services across national borders. In fact, less than 20 (of the 380 for which data are available), such as Fannie Mae, Supervalu and the East Japan Railway, are domestic firms with zero foreign sales.  Yet, very few MNEs are “global” firms, with a “global” strategy, defined as the ability to sell the same product and/or services around the world. Instead, the data indicate that most MNEs are based in their home region of the triad, i.e. in either, North America, the EU, or Asia Pacific (principally Japan). It follows that an MNE can be internationally active in its home-triad region but not be global.

An MNE can have a “global” strategy within its home region. This occurs if the MNE sells the same product and/or service in the same manner within the home-triad region. This allows the MNE to gain most of the potential economies of scale and scope and/or differentiation advantages within its home-region market. There are few additional scale, scope or differentiation advantages to be gained by going global or even into the other parts of the triad.

If MNEs have exhausted their growth in the home region of the triad and still go into other regions, they then face a liability of foreignness and other additional risks by this global expansion. In other words, potentially all of the advantages of homogeneity can be achieved within the home region, especially if the home region pursues policies of an internal market such as social, cultural and political harmonization (as in the EU) or economic integration (as in NAFTA and Asia).

A related point is that inter-block business is likely to be restricted by government-imposed barriers to entry. The EU and the United States are likely to fight trade wars and be responsive to domestic business lobbies seeking shelter in the form of

subsidies and/or protection. There will remain cultural and political differences between members of the triad, but there will be fewer of these within each triad block, Rugman, (2000). Increasingly, there will be European MNEs, North American MNEs and Asian MNEs. They will continue to earn 70% or more of their profits in the home region of the triad. There will only be a handful of purely “global” MNEs in the Fortune 500. Globalization will remain a mirage in that the triad of regionalism will continue to dominate international business. 

A powerful indicator of triad/regional economic activity is the concentration of the world’s largest MNEs in the triad of the United States, EU and Japan. In 2000, of the world’s largest 500 MNEs, 430 were in these core triad regions. In 1996, it was 443; in 1991 it was 410 and back in 1981 it was 445. Over the last twenty years the trend has shown a decrease in the proportion of U.S. MNEs, from 242 in 1981 to as few as 157 in 1991, but up to 162 in 1996 and 185 in 2000. The EU number is very consistent, being 141 for the old EEC members in 1981 but up to 155 for the enlarged EU in 1996, and down to 141 again by 2000.


What is the relevance of this study, where we have data on 380 of the world’s largest 500 firms?  Those 500 MNEs dominate international business. These MNEs are the “unit of analysis” for research in international business. They are the key vehicles for both FDI and trade. Furthermore, recent research reveals that the majority of these sales, on average, are intra-regional, and for the great majority of them this intra-regional trade is concentrated in their home region of the triad, Rugman (2000), Rugman and Brain (2003). Very few of these 500 large MNEs actually have any significant presence in all three parts of the triad. (In fact, only a handful, such as IBM, Sony and LVMH qualify as such “global” MNEs). A somewhat larger sub-set of the 500 have a strong presence in at least one other part of the triad in addition to their home region. These three types of MNEs are:-

i) MNEs with the majority of their sales in their home region: these are labeled home region oriented MNEs
ii) MNEs in two parts of the triad: these are labeled “bi-regional” MNEs and include firms headquartered in one region but operating mainly in a host region
iii) MNEs in all three parts of the triad: these are labeled “global” MNEs

It should be noted that MNEs in all three groups are “international”, but not necessarily global. Only group (iii) MNEs are actually “global”, but group (ii) bi-regional MNEs may be regarded as partly global. Clearly, group (i) MNEs are not global by any definition, even if a significant portion of these are MNEs. 

These 500 largest companies in the world accounted for over $14 trillion of total sales (revenues) in fiscal year 2001. The average revenues for a firm in the top 500 was $28 billion, ranging from Wal-Mart at $220 billion. to Takenaka at $10 billion. In this study of the intra-regional sales of these 500 firms, a total of 380 were included with available data. These 380 firms account for 79.2% of the total revenues of all the 500 firms. The average sales of a firm in the set of 380 is $29.2 billion. Across the 380 large firms, the average intra-regional sales is 71.9%. 

The summary results of this study are shown in Table 1. The 500 firms were ranked in descending order according to sales, with Wal-Mart being the world’s current largest MNE. The 500 MNEs in Table 1 are classified according to those that are global, bi-regional and domestic. The results are:-

Table 1 here
a) Home-region oriented: of the top 500 firms, 320 have at least 50% of their sales in their own region; 

b) Bi-regional: only 36 of the 500 firms are bi-regional, either defined as having 20% of their sales in at least two parts of the triad plus less than 50% of their sales in their home region (there are 25 like this); or host-region oriented, another 11 of the top 500 firms have 50% of their sales in a triad market other than the home region;

c) Global: only nine of the 500 firms are global, defined as having sales of 20% or more in each of the three parts of the triad, but less than 50% in their home region of the triad.
Note:  There are no data for 120 MNEs and insufficient data for 14 MNEs. 

Of these classifications, the percentage intra-regional revenue for each group is:-

● 
80.3% for the 320 home-region oriented MNEs;
●
42% for the 25 bi-regional firms (not including host-region oriented firms); and 30.9% for the 11 bi-regional host-country oriented MNEs; 
● 
38.3% for the 9 global firms.

The home-region bias in the activities of the top 500 firms is confirmed for the 380 firms for which data can be classified by percentiles. Of these, 58 are purely home region (15.3% of the total). Another 69 have over 90% or more of their sales at home (18.2%), and a total of 230 have over 70% or more of their sales in their home region of the triad. Those with over 50% or more intra-regional sales add up to the 320 identified above as home-region oriented. This reflects an extraordinary degree of regionalization, rather than globalization. These data confirm in a robust manner the analysis of Rugman (2000) on the myth of global strategy and the nature of triad-based business activity rather than globalization. These data also confirm the study of the 49 retail firms in the 500, in Rugman and Girod (2003). In that study, only one retail MNE was found to be global, namely LVMH. 


The nine global MNEs are identified in Table 2. Seven of these global MNEs are in the computer, telecom, and hi-tech sectors; one is Coca-Cola and one is LVMH.
Table 2 here

The bi-regional MNEs are listed in Table 3. This includes MNEs such as Unilever and McDonald’s which are nearly global (in both cases they have under 20% of their sales in Asia). These bi-regional MNEs may well need to develop global strategies, across all the three triad markets.

Table 3 here

The eleven host-region MNEs are reported in Table 4. These include DaimlerChrysler as one of eight European-based MNEs with more than half of their sales in North America. There is also one Asian business, Honda, and the Australian-based News Corp that also have most of their sales in North America. Only one U.S. MNE, Manpower, has more sales in Europe than in its home market. Most of these MNEs are attracted by the U.S. economy, and their strategies are market access ones.
Table 4 here


Table 5 lists the 25 largest home-region oriented MNEs. There are a total of 320 of these; none can be considered global MNEs. They pursue essentially a domestic intra-regional strategy. The average intra-regional (home region) sales of these 320 firms is 80%--they are a long way from being global.
Table 5 here

Finally, Table 6 reports on nine MNEs which are “near-miss” global MNEs. Missing data prevent Exxon Mobile, Shell, Nestlé and others from being formally classified as global. Even when the data are complete, a few MNEs such as 3M, and Kodak, just miss making the 20% criteria in all three parts of the triad

Table 6 here
Some Special Cases

The two MNEs always regarded as “global”, indeed as the agents of globalization, are Coca-Cola and McDonald’s. Yet only Coca-Cola is truly a global MNE. Ranking at 129 in the 500 list, it has over 20 percent of its sales across all three parts of the triad:- 38.4% in North America; 22.4% in Europe, the Middle East and Africa; and 24.9% in Asia. Of Coca-Cola’s sales in Asia, 74% are in Japan, but the company is attempting to increase its market in China. In contrast, McDonald’s, ranked at 340, is a bi-regional MNE. It has 36.6% of its sales in North America; 37.1% in Europe; but only 13.8% in Asia.

Nike is another interesting case. It sources 99% of its product offshore; in China (38%) and South East Asia (61%). Yet Nike is a business with the majority of its sales in the Americas (58.2%); indeed it has 52.1% of sales in its home market of the United States. Nike also competes in Europe with 29% of its sales there, but not much in Asia with only 12.9% of sales there. Nike is not one of the largest 500 firms, with sales of under $10 million, and it is not a global business except in terms of part of its supply chain.
Implications

These data indicate that the top 500 firms operate on a home-region basis for 320 of 365 cases of firms for which data are available and sufficient to make a categorization. This is very strong evidence of regional/triad activity. There are 25 bi-regional MNEs and another 11 host-country based. There are only nine “global” MNEs—indeed so few as to render the concept of “globalization” meaningless. 
This recent research suggests that globalization is a myth. Far from taking place in a single global market, most business activity by large firms takes place in regional blocks. Government regulations and cultural differences divide the world into the triad blocks of North America, the European Union, and Japan. Rival multinational enterprises from the triad compete for regional market share and so enhance economic efficiency. As a result, top managers now need to design regional-based strategies, not global ones. Global markets are not becoming homogenized. Only in a few sectors, such as consumer electronics, is a global strategy of economic integration viable. For most other manufacturing, such as automobiles, and for all services, strategies of national responsiveness are required.
Implications for International Business Analysis
In this section some of the implications of this lack of empirical evidence of globalization are considered for the field of international business. Potentially the evidence on regional triad activity could affect thinking in many areas of international business studies, but here only several of the more obvious ones are considered.


The basic model of the international business field distinguishes between country effects and firm-level effects. In earlier work a matrix of country-specific advantages (CSAs) and firm-specific advantages (FSAs) was developed, Rugman (1981), Rugman and Verbeke (1992). This two-by-two matrix, with CSAs and FSAs as high and low can now be extended into a three-by-three matrix, as shown in Figure 1.

Figure 1 here

On both axes, a distinction is made between local, regional and global dimensions. By local, the CSAs can be a national government regulation; the regional level can be an EU or NAFTA regulation and the global level is a WTO, IMF or UN type of instrument. On the firm-level axis a local FSAs can be based in the home country (such as a national patent); a regional one in the triad region (such as a green capability based on EU “eco” labels) Rugman and Verbeke, (1998); or there can be an integrated and standardized global level FSA such as a global brand.
In this matrix, only cell 7 is purely global. In contrast cell 3 is local and cell 5 is regional.

Cell 3:  Here local companies are affected by local, home country, regulations—a good example in the list of the world’s 500 largest companies is the U.S. Post Office. Others are retail firms like Kroger.

Cell 5: Here a regionally-based company, such as General Motors (which has 81% of its sales in NAFTA) can have a regional strategy and assemble cars across the Canada-U.S. borders, as there is regional free trade in NAFTA, see Rugman (1990).

Cell 7:  A pure global strategy, such as Levitt’s standardization of production, or a global brand, but there are few examples. One is the luxury products of LVMH. 
These are the cases for the other six cells:-
Cell 1: Here a home-based firm is subject to global regulations, for example DuPont’s specialty chemical division is subject to the Montreal Ozone Protocol, and so develops the process for new ozone-free refrigerators, see Rugman and Verbeke (2000).

Cell 2: Here a home-country firm is subject to regional regulations, for example, VW can assemble cars in Mexico under NAFTA’s rules of origin and sell them in the United States and Canada, whereas Toyota cannot, see Rugman (1994). 
Cell 4:  Here a regionally-based company is subject to a global regulation. Again, DuPont is relevant, as it operates on a North American basis. Another example of a trans-regional company and global “regulation” in the form of NGO pressure is Nike. This has 99% of its production outsourced to South East Asia, but its brand is now subject to lobbying by NGOs on a global basis.
Cell 6. A regional strategy for a local firm, an example is Mexico’s CEMEX. This cement company has used NAFTA to expand into the United States from its local base in Monterrey, Mexico. It has done so through foreign direct investment as its exports were still subject to countervailing duties and anti-dumping actions under NAFTA, i.e. the actual nature of the required rules matters very much as it affects corporate strategy.
Cell 8:  A global strategy based on regional CSA, such as Vivendi’s ill-fated expansion to North America. Vivendi was still too European, indeed French, in its management style, and it could not deal with North American cultural differences.
Cell 9:  A global strategy based on a local CSA—such as a resource-based mineral or oil company. The South African gold producer, Anglogold, is locally regulated, but it produces a uniform, global product and is subject to the world gold price—i.e. this is a commodity-based business.
Implications for International Business Practice
Research should be undertaken to test for the regional dimension of international strategy. Issues to be addressed could include the following. Are European managers different from North American and Asian ones?  Within each part of the triad are there national differences?  Is there a trend towards national, regional or global commonality?  Are subsidiary managers more local than global or regional?  Are the subsidiary-specific advantages of MNEs integrated globally or regionally? Rugman and Verbeke (2001).  Is financing local or not?  Is production regional?  Is R&D regional?  Are there global or local brands?  Is there a “regional” liability of foreignness? Zaheer (1995). Are services local and regional, rather than global?  Across all these dimensions and issues the jury is still out on globalization. Other analytical devices also need to be modified. For example, the economic integration—national responsive matrix popularized by Bartlett and Ghoshal (1989) needs to add a regional dimension on both axes. We leave this work for later.

In international production the evidence is strong and consistent; the manufacturing sectors are dominated by large MNEs operating in location-bound clusters. The best example is the automobile industry. Here there are basically triad-based clusters with regionally-situated MNEs. The data on foreign sales of the world’s largest automobile MNEs shows that sales and thus assembly and production is regional Rugman, (2000). GM has 81% of its sales in North America, Ford has 67% BMW and VW have the majority of their sales in Europe. Only DaimlerChrysler, Nissan Motors, Honda and Toyota are bi-regional. In terms of the value chain, a few MNEs source offshore. Nike has 99% of its production outside of the United States, almost all of this in South East Asia. Yet its brand name drives sales, and this FSA is recognized on a regional basis as it has most of its sales in North America and Europe.
The service sectors are even more local and regional than is manufacturing. In retail, only one of the largest 49 retail firms is global (LVMH) and only two are bi-regional, Rugman and Girod (2003). In banking, all the companies have the vast majority of their assets in the home region. Citigroup has 80% of its assets in North America. Insurance is even more local. Even knowledge intensive services industries are largely local. For example, professional service firms—such as law firms, consultants, accountants, etc. are located locally with partners being largely immobile and their loose networks being, at best, regionally based.
Despite Levitt (1983) and his prediction of standardization through globalization, and of global brands, there is no discernible trend towards either standardization or global branding. Indeed, banks remain stubbornly local or regional. Only a few MNEs, with Coca-Cola leading the way are global. Even McDonalds is bi-regional not global. In marketing, research shows that local needs and adaptation are required to be successful. There is little evidence of an increased commonality in demand for products and services. Even successful internationally recognized brands need to adapt to beat local rivals.

The basic evidence is that the great majority of R&D is undertaken by the world’s largest 500 MNEs in their backyards. Pharmaceutical R&D is local and then patented nationally as attempts are made to overcome strong national regulatory barriers to marketing and distribution. Health care is not a global business, as it is delivered locally and is subject to local regulations. Even within the EU, there are separate national systems for health care delivery and for pharmaceuticals. Within NAFTA, there are three distinct health-care systems, so health care is not even regional, let alone global. Patents are registered in local regions; the most active is the U.S. patent office where all active MNEs attempt to register. In services, R&D is ever more local.
Conclusions

The evidence is that most of the world’s largest firms are stay-at-home multinationals. The great majority of MNEs (320 out of 380 with available data) have, on average, 80% of all their sales in their home region of the triad. The world of international business is a regional one, not a global one. Only a handful of MNEs (a total of nine) actually operate in each region of the triad.

It is possible that the production (back end) of the value chain is somewhat less regional than the front end of sales which is the focus of this paper. However, the available data on production suggests a similar overall picture of home-region based production clusters and networks, as in the automobile sector. Indeed, only electronics is likely to be broadly dispersed, as logistics costs are low relative to value added in assembly. Otherwise chemicals, resources, services, etc. are likely to be highly localized and regional. In retail, there may be some outsourcing across another triad region (as with Nike and Wal-Mart to Asia), but, again, most production has to be localized to address national preferences. It can safely be concluded that the lack of evidence of global activity by the world’s largest MNEs, mean that globalization, as currently understood, does not exist.
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	Table 1 : Classification of the Top 500 Firms

	
	
	
	
	
	

	
	
	
	
	
	

	 
	No.
	% of 
	% of
	Average
	

	Type of MNE
	of MNEs
	500
	380
	% of intra-regional sales
	

	 
	 
	 
	 
	 
	

	Global
	9
	         1.8 
	2.4
	                             38.3 
	

	Bi-regional
	25
	         5.0 
	         6.6 
	                             42.0 
	

	Host-Region Oriented
	11
	         2.2 
	         2.9 
	                             30.9 
	

	Home-Region Oriented (1)
	320
	        64.0 
	        84.2 
	                             80.3 
	

	Insufficient Data (2)
	15
	         3.0 
	         3.9 
	                             40.9 
	

	
	
	
	
	
	

	No Data
	120
	        24.0 
	
	 NA 
	

	
	
	
	
	
	

	Total
	500
	      100.0 
	      100.0 
	
	

	 
	 
	 
	 
	 
	

	
	
	
	
	
	

	Data are for 2001 from the Fortune Global 500, 2002
	
	

	Source: Braintrust Research Group, The Regional Nature of Global Multinational Activity 2003. 
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Table  2 Global MNEs
	 
	 
	 
	 
	 
	 
	 
	North 
	 
	 
	 
	Asia-
	 

	
	
	
	
	
	
	
	America
	
	Europe
	
	Pacific
	

	
	500
	
	
	 Revenues 
	 F/T 
	% intra 
	% of total
	
	% of total
	
	% of total
	

	 
	Rank
	Company
	Region
	 in bn US$ 
	 Sales 
	regional
	sales
	 
	sales
	 
	sales
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	1
	19
	Intl. Business Machines 
	North America
	           85.9 
	    64.8 
	        43.5 
	       43.5 
	 l 
	        28.0 
	 m 
	       20.0 
	

	2
	37
	Sony
	Asia-Pacific
	           60.6 
	    67.2 
	        32.8 
	       29.8 
	 z 
	        20.2 
	
	       32.8 
	 j 

	3
	143
	Royal Philips Electronics
	Europe
	           29.0 
	 na 
	        43.0 
	       28.7 
	 a 
	        43.0 
	
	       21.5 
	

	4
	147
	Nokia
	Europe
	           27.9 
	    98.5 
	        49.0 
	       25.0 
	 l 
	        49.0 
	
	       26.0 
	

	5
	162
	Intel
	North America
	           26.5 
	    64.6 
	        35.4 
	       35.4 
	 z 
	        24.5 
	
	       40.2 
	

	6
	190
	Canon
	Asia-Pacific
	           23.9 
	    71.5 
	        28.5 
	       33.8 
	 l 
	        20.8 
	
	       28.5 
	 j 

	7
	239
	Coca-Cola
	North America
	           20.1 
	 na 
	        38.4 
	       38.4 
	
	        22.4 
	 m 
	       24.9 
	

	8
	388
	Flextronics International
	Asia-Pacific
	           13.1 
	 na 
	        22.4 
	       46.3 
	 z 
	        30.9 
	
	       22.4 
	

	9
	459
	LVMH
	Europe
	           11.0 
	    83.4 
	        36.0 
	       26.0 
	 z 
	        36.0 
	
	       32.0 
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Weighted Average
	
	           33.1 
	
	        38.3 
	
	
	
	
	
	

	
	
	Total
	
	         298.0 
	
	
	
	
	
	
	
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Source: Braintrust Research Group, The Regional Nature of Global Multinational Activity, 2003.
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Notes: z. refers only to the United States; l. refers to the Americas; a. refers to Canada and the United States; m. refers to Europe, the Middle East and Africa; j. refers only to Japan.
Table 3: Bi-regional MNEs
	 
	 
	 
	 
	 
	 
	 
	North 
	 
	 
	 
	Asia-
	 

	
	
	
	
	
	
	
	America
	
	Europe
	
	Pacific
	

	
	  500 
	
	
	 Revenues 
	 F/T 
	% intra 
	% of total
	
	% of total
	
	% of total
	

	 
	 Rank 
	Company
	Region
	 in bn US$ 
	 Sales 
	regional
	sales
	 
	sales
	 
	sales
	 

	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	4
	BP
	Europe
	     174.2 
	     80.4 
	        36.3 
	           48.1 
	 z 
	       36.3 
	
	 na 
	

	2
	10
	Toyota Motor
	Asia-Pacific
	     120.8 
	     50.8 
	        49.2 
	           36.6 
	
	         7.7 
	
	        49.2 
	 j 

	3
	58
	Nissan Motor
	Asia-Pacific
	       49.6 
	     50.3 
	        49.7 
	           34.6 
	
	       11.0 
	
	        49.7 
	 j 

	4
	68
	Unilever
	Europe
	       46.1 
	 na 
	        38.7 
	           46.6 
	 l 
	       38.7 
	
	        15.4 
	

	5
	138
	Motorola
	North America
	       30.0 
	     56.0 
	        44.0 
	           44.0 
	 z 
	       14.0 
	
	        26.0 
	

	6
	140
	GlaxoSmithKline 
	Europe
	       29.5 
	     50.8 
	        28.6 
	           49.2 
	 z 
	       28.6 
	
	 na 
	

	7
	153
	EADS
	Europe
	       27.6 
	 na 
	        44.9 
	           33.7 
	
	       44.9 
	
	        10.2 
	

	8
	158
	Bayer
	Europe
	       27.1 
	 na 
	        40.3 
	           32.7 
	
	       40.3 
	
	        16.1 
	

	9
	210
	L.M. Ericsson 
	Europe
	       22.4 
	     97.0 
	        46.0 
	           13.2 
	
	       46.0 
	
	        25.9 
	

	10
	228
	Alstom
	Europe
	       20.7 
	     88.0 
	        45.1 
	           28.0 
	
	       45.1 
	
	        16.1 
	

	11
	230
	Aventis (q)
	Europe
	       20.5 
	     87.2 
	        32.1 
	           38.8 
	 a 
	       32.1 
	
	         6.4 
	 j 

	12
	262
	Diageo
	Europe
	       18.6 
	 na 
	        31.8 
	           49.9 
	
	       31.8 
	
	         7.7 
	

	13
	268
	Sun Microsystems
	North America
	       18.3 
	     52.6 
	        47.4 
	           47.4 
	 z 
	       30.2 
	 m 
	        17.2 
	

	14
	285
	Bridgestone
	Asia-Pacific
	       17.6 
	     61.2 
	        38.8 
	           43.0 
	 l 
	       10.1 
	
	        38.8 
	 j 

	15
	288
	Roche Group
	Europe
	       17.3 
	     98.2 
	        36.8 
	           38.6 
	
	       36.8 
	
	        11.7 
	

	16
	316
	3M (q)
	North America
	       16.1 
	     53.1 
	        46.9 
	           46.9 
	 z 
	       24.6 
	
	        18.9 
	

	17
	317
	Skanska
	Europe
	       15.9 
	     83.0 
	        40.0 
	           41.0 
	
	       40.0 
	
	 na 
	

	18
	340
	McDonald's (q)
	North America
	       14.9 
	     62.4 
	        40.4 
	           40.4 
	 a 
	       31.9 
	
	        14.8 
	

	19
	342
	Michelin
	Europe
	       14.6 
	 na 
	        47.0 
	           40.0 
	
	       47.0 
	
	 na 
	

	20
	383
	Eastman Kodak
	North America
	       13.2 
	 na 
	        48.5 
	           48.5 
	 z 
	       24.7 
	 m 
	        17.2 
	

	21
	386
	Electrolux
	Europe
	       13.1 
	 na 
	        47.0 
	           39.0 
	
	       47.0 
	
	         9.0 
	

	22
	390
	BAE Systems
	Europe
	       13.0 
	     82.7 
	        38.1 
	           32.3 
	 a 
	       38.1 
	
	         2.7 
	

	23
	408
	Alcan
	North America
	       12.6 
	     95.4 
	        41.1 
	           41.1 
	 a 
	       39.6 
	
	        13.9 
	

	24
	415
	L'Oréal
	Europe
	       12.3 
	 na 
	        48.5 
	32.4
	
	       48.5 
	
	 na 
	

	25
	416
	Lafarge
	Europe
	       12.3 
	 na 
	        40.0 
	           32.0 
	
	       40.0 
	
	         8.0 
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Weighted Average
	
	       31.1 
	
	        42.0 
	
	
	
	
	
	

	
	
	Total
	
	     778.3 
	
	
	
	
	
	
	
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Source: Braintrust Research Group, The Regional Nature of Global Multinational Activity, 2003.
	
	
	
	
	

	(www.braintrustresearch.com)
	
	
	
	
	
	
	
	
	


Notes: z. refers only to the United States; l. refers to the Americas; a. refers to Canada and the United States; m. refers to Europe, the Middle East and Africa; j. refers only to Japan.

Table 4: Host-Region Based MNEs
	 
	 
	 
	 
	 
	 
	 
	North 
	 
	 
	 
	Asia-
	 

	
	
	
	
	
	
	
	America
	
	Europe
	
	Pacific
	

	
	  500 
	
	
	 Revenues 
	 F/T 
	% intra 
	% of total
	
	% of total
	
	% of total
	

	 
	 Rank 
	Company
	Region
	 in bn US$ 
	 Sales 
	regional
	sales
	 
	sales
	 
	sales
	 

	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	7
	DaimlerChrysler
	Europe
	      136.9 
	 na 
	     29.9 
	      60.1 
	
	      29.9 
	
	 na 
	

	2
	20
	ING Group 
	Europe
	       83.0 
	    77.3 
	     35.1 
	      51.4 
	
	      35.1 
	
	          3.4 
	

	3
	38
	Royal Ahold
	Europe
	       59.6 
	    85.0 
	     32.8 
	      59.2 
	
	      32.8 
	
	          0.6 
	

	4
	41
	Honda Motor
	Asia-Pacific
	       58.9 
	    73.1 
	     26.9 
	      53.9 
	
	       8.1 
	
	        26.9 
	 j 

	5
	136
	Santander Central Hispano Group
	Europe
	       30.4 
	    66.1 
	     44.3 
	      55.7 
	 l 
	      44.3 
	
	 na 
	

	6
	245
	Delhaize 'Le Lion'
	Europe
	       19.6 
	    84.0 
	     22.0 
	      75.9 
	
	      22.0 
	
	          1.0 
	

	7
	301
	AstraZeneca
	Europe
	       16.5 
	 na 
	     32.0 
	      52.8 
	 z 
	      32.0 
	
	          5.2 
	 j 

	8
	364
	News Corp.
	Asia-Pacific
	       13.8 
	 na 
	       9.0 
	      75.0 
	 z 
	      16.0 
	 u 
	          9.0 
	

	9
	476
	Sodexho Alliance
	Europe
	       10.6 
	 na 
	     42.0 
	      50.0 
	
	      42.0 
	
	 na 
	

	10
	482
	Manpower
	North America
	       10.5 
	    80.9 
	     19.1 
	      19.1 
	 z 
	      68.6 
	
	 na 
	

	11
	487
	Wolseley
	Europe
	       10.4 
	    79.1 
	     28.7 
	      66.3 
	
	      28.7 
	
	 na 
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	Weighted Average
	
	       40.9 
	
	     30.9 
	
	
	
	
	
	

	
	
	Total
	
	      450.1 
	
	
	
	
	
	
	
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Source: Braintrust Research Group, The Regional Nature of Global Multinational Activity, 2003.
	
	
	
	
	

	(www.braintrustresearch.com)
	
	
	
	
	
	
	
	
	
	


Notes: z. refers only to the United States; l. refers to the Americas; u. refers only to the United Kingdom; j. refers only to Japan.

Table 5: The Top 25 Home-Region Based Companies 

	 
	 
	 
	 
	 
	 
	 
	North 
	 
	 
	 
	Asia-
	 

	
	
	
	
	
	
	
	America
	
	Europe
	
	Pacific
	

	
	  500 
	
	
	 Revenues 
	 F/T 
	% intra 
	% of total
	
	% of total
	
	% of total
	

	 
	 Rank 
	Company
	Region
	 in bn US$ 
	 Sales 
	regional
	sales
	 
	sales
	 
	sales
	 

	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	1
	Wal-Mart Stores (q)
	North America
	      219.8 
	    16.3 
	     94.1 
	      94.1 
	
	       4.8 
	
	          0.4 
	

	2
	3
	General Motors
	North America
	      177.3 
	    25.5 
	     81.1 
	      81.1 
	
	      14.6 
	
	 na 
	

	3
	5
	Ford Motor
	North America
	      162.4 
	    33.3 
	     66.7 
	      66.7 
	 z 
	      21.9 
	
	 na 
	

	4
	9
	General Electric
	North America
	      125.9 
	    40.9 
	     59.1 
	      59.1 
	 z 
	      19.0 
	
	          9.1 
	

	5
	12
	Mitsubishi
	Asia-Pacific
	      105.8 
	    13.2 
	     86.8 
	       5.4 
	 z 
	       1.7 
	 u 
	        86.8 
	 j 

	6
	13
	Mitsui
	Asia-Pacific
	      101.2 
	    34.0 
	     78.9 
	       7.4 
	
	      11.1 
	
	        78.9 
	

	7
	15
	Total Fina Elf
	Europe
	       94.3 
	 na 
	     55.6 
	       8.4 
	
	      55.6 
	
	 na 
	

	8
	17
	Itochu
	Asia-Pacific
	       91.2 
	    19.1 
	     91.2 
	       5.5 
	
	       1.7 
	
	        91.2 
	

	9
	18
	Allianz
	Europe
	       85.9 
	    69.4 
	     78.0 
	      17.6 
	 l 
	      78.0 
	
	          4.4 
	 f 

	10
	21
	Volkswagen
	Europe
	       79.3 
	    72.3 
	     68.2 
	      20.1 
	
	      68.2 
	
	          5.3 
	

	11
	22
	Siemens
	Europe
	       77.4 
	    78.0 
	     52.0 
	      30.0 
	 l 
	      52.0 
	
	        13.0 
	

	12
	23
	Sumitomo
	Asia-Pacific
	       77.1 
	    12.7 
	     87.3 
	       4.8 
	 z 
	 na 
	
	        87.3 
	 j 

	13
	24
	Philip Morris
	North America
	       72.9 
	    42.1 
	     57.9 
	      57.9 
	 z 
	      25.8 
	
	 na 
	

	14
	25
	Marubeni (q)
	Asia-Pacific
	       71.8 
	    28.2 
	     74.5 
	      11.6 
	 z 
	 na 
	
	        74.5 
	

	15
	26
	Verizon Communications
	North America
	       67.2 
	      3.8 
	     96.2 
	      96.2 
	 z 
	 na 
	
	 na 
	

	16
	27
	Deutsche Bank
	Europe
	       66.8 
	    69.0 
	     63.1 
	      29.3 
	
	      63.1 
	
	          6.5 
	

	17
	28
	E.ON
	Europe
	       66.5 
	    43.4 
	     80.1 
	       9.4 
	 z 
	      80.1 
	
	 na 
	

	18
	29
	U.S. Postal Service (q)
	North America
	       65.8 
	      3.0 
	     97.0 
	      97.0 
	 z 
	 na 
	
	 na 
	

	19
	30
	AXA (q)
	Europe
	       65.6 
	    77.3 
	     51.2 
	      24.1 
	 z 
	      51.2 
	
	        19.9 
	

	20
	31
	Credit Suisse 
	Europe
	       64.2 
	    73.3 
	     60.9 
	      34.9 
	 l 
	      60.9 
	
	          4.1 
	 f 

	21
	32
	Hitachi
	Asia-Pacific
	       63.9 
	    31.0 
	     80.0 
	      11.0 
	
	       7.0 
	
	        80.0 
	

	22
	34
	American International Group
	North America
	       62.4 
	 na 
	     59.0 
	      59.0 
	 a 
	 na 
	
	 na 
	

	23
	35
	Carrefour
	Europe
	       62.2 
	    50.8 
	     81.3 
	 na 
	
	      81.3 
	
	          6.6 
	

	24
	36
	American Electric Power
	North America
	       61.3 
	    12.3 
	     87.7 
	      87.7 
	 z 
	      11.8 
	 u 
	 na 
	

	25
	39
	Duke Energy
	North America
	       59.5 
	    13.1 
	     96.5 
	      96.5 
	
	 na 
	
	 na 
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Source: Braintrust Research Group, The Regional Nature of Global Multinational Activity, 2003.
	
	
	
	
	

	(www.braintrustresearch.com)
	
	
	
	
	
	
	
	
	
	


Notes: z. refers only to the United States; l. refers to the Americas; a. refers to Canada and the United States; m. refers to Europe, the Middle East and Africa; u. refers only to the United Kingdom; j. refers only to Japan; f. refers to Africa. 
Table 6: The "Near Miss" Global MNEs
	 
	 
	 
	 
	 
	 
	North 
	 
	 
	 
	Asia-
	 

	
	
	
	
	
	
	America
	
	Europe
	
	Pacific
	

	  500 
	
	
	 Revenues 
	 F/T 
	% intra 
	% of total
	
	% of total
	
	% of total
	

	 Rank 
	Company
	Region
	 in bn US$ 
	 Sales 
	regional
	sales
	 
	sales
	 
	sales
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	2
	Exxon Mobile
	North America
	        191.6 
	    69.6 
	       37.5 
	       37.5 
	 a 
	        8.9 
	 u 
	        10.4 
	 j 

	8
	Royal Dutch/Shell Group
	Europe
	        135.2 
	 na 
	       46.1 
	       15.6 
	 z 
	      46.1 
	
	 na 
	

	55
	Nestlé
	Europe
	          50.2 
	 na 
	       31.6 
	       31.4 
	
	      31.6 
	
	 na 
	

	117
	Compaq Computer (q)
	North America
	          33.6 
	    62.0 
	       38.0 
	       38.0 
	 z 
	      36.0 
	 m 
	 na 
	

	230
	Aventis (q)
	Europe
	          20.5 
	    87.2 
	       32.1 
	       38.8 
	 a 
	      32.1 
	
	          6.4 
	 j 

	316
	3M (q)
	North America
	          16.1 
	    53.1 
	       46.9 
	       46.9 
	 z 
	      24.6 
	
	        18.9 
	

	340
	McDonald's (q)
	North America
	          14.9 
	    63.7 
	       40.4 
	       40.4 
	 a 
	      31.9 
	
	        14.8 
	

	341
	Anglo American
	Europe
	          14.8 
	    86.7 
	       46.1 
	       18.9 
	
	      46.1 
	
	        17.8 
	

	383
	Eastman Kodak
	North America
	          13.2 
	 na 
	       48.5 
	       48.5 
	 z 
	      24.7 
	 m 
	        17.2 
	

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Source: Braintrust Research Group, The Regional Nature of Global Multinational Activity, 2003.
	
	
	
	
	
	

	(www.braintrustresearch.com)
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	


Notes: z. refers only to the United States; a. refers to Canada and the United States; m. refers to Europe, the Middle East and Africa; u. refers only to the United Kingdom; j. refers only to Japan. 
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Figure 1�The Regional Dimensions of Firm and Country Factors
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