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3C: Company, Competitor, Customer
Company: Resource based view SWOT
Competitor: Porter’s 5 force model AT
Customer: 4§ H®DKEwS X (Marketing)
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E1FE D MH&ZE Bl (first degree price
discrimination)'ﬂﬁl RDBEEEITESMEERTE
282 D {M4& 2= A1k (second degree price
discrimination) : E—{fi{& A =2 —TH AN . BEE
BIZMIENELLHETE
— Two Part Tariff Q8B {fI4&) : EEE. T4 X=—352k
— @A —AK AR TILNYT—D  ZEF vk
L N—Sam s HEEXER
E3HE DM 4& 2= Bl (third degree price
discrimination): EEEHT3) —&EIZTES &
- RHEE LTA—RATA




High

Value-add of Sale

Low

TR (FyRJL)

Sales Force )

Value-added
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_Retail Stores

Direct Marketing
Channels

Low Cost per Transaction High
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India China

100% 100%
90% 90% . _
30% 30% —E ~ )1/77Z
0% 70% =Ra—L
W@ N
60% 60% J—
50% 50%
40% 40%
30% 30%
20% 20%
10% 10%
0% 0% .
1990 1995 2010 1990 1995 2010
m US$500-2,500 mUS$2,501-5,000 m US$5,001-7,500 mUS$500-2,500 mUS$2,501-5,000 mUS$5,001-7,500
B US$7,501-10,000 ® US$10,001+ B US$7,501-10,000 ® US$10,001+
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PPP (Purchasing Power Parity)
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 Concept of PPP (Purchasing Power Parity)

 Big Mac price by Economist magazine
US: 4.07 $, China: 14.7 RMB=2.27 US$ (A 44%)

2005 2010
PPP /US$ PPP /US$
China 42 8.19 53 6.71
India 33 44 1 44 44.7
Japan 118 110 144 80.5
USA 100 1 100 1
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Redefining Global Strategy: Crossing Boarders in a World Where Differences Still Matter
by Pankaj Ghemawat (Harvard Business School Press)
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