HERSEFHE “+—R" BREMRIKH
21t L X A EEEEFH R MBEH KIZIE

El B

E & FE K
Bl E4 LB T3¢

=

T

International Marketing

~6""‘0‘ WUHAN UNIVERSITY PRESS
‘%E BN K2 H kit




EESEHE “+—1" BREANESH
21 ESTABTSRIEHRE PABER KIFE

iH
International Marketing

PE &/ OF K
PEIES TLBRfE FEMEFE

= G $\ WUHAN UNIVERSITY PRESS

) BN K 2 H ARt




B E RS B ( CIP) #5138

EPRE S/ B ES, B, EXMER T4 —RI: RIUKE AL,
2009.5

TEREHE+ 1" BEREARI B

21 B RR FEEE/ AR EH KL E

ISBN 978-7-307-06911-4

A

[LE- I.OK- O~ OF- I EHEGH—HHE/NE—
KE— SR V.1

o A B 5 0E CIP ZiE2 (2009 ) 26 033058 5

THESE FIER - E & MR B X W

HARETT: BRINKFEHMAE (w002 ®E )

(B FHB{F: cbs22@ whu. edu. cn B4k : www. wdp. com. cn)
ERRY - B3dL &M EN 554 F)
FFA . 787 x1092 1/16 Epgk 11  F¥.259 F=
RRIR: 2009 %S A% 1 kK 2009 £ 5 A% 1 RELR
ISBN 978-7-307-06911-4/H - 641 SEM:19.00 5T

MREE, AEBH; AMRHHES, MARRT., @0, BRSREDE, 55408 BHEM
B R\,



HREBFHEAERALEARAL LA EN LA LT RZEHAE T L A4
AAAMFER, KERRGEEETHF L, 06 T B F biEis Tk
FECEX R &

APMERBESFAMNTLOLEFRELNERINPFPEHRERFAZE IR
HEAYR ALREZRLOLAEARREHS TR P RREGFM, 45 FH AR
HAGEHF TR FRIFH AL, XBK—AAEHA.FTANEGREH R
EHMEAEREZETN, APRBAARNBTEREH N RKEAPEH
ERARGZM AR, AP REFIZREG XFEFDLEHALTAK
o

AP RF APFL1I249FHFAHE,$£3,6,7,10Fhnnnss
5,%68,11 1238 EXERE, AGHEABFPHAFAKXKERE SARST
BEHAES IANBRTHZEHARS R AT RFAREEH, KBFEAFREH
A ERALERBLATRER K, NG LAEFILRTPREHRTH K,
MEREREH RO LRATEHEN S ERESREASN P ER, XH
FREBRIFHEIRR,

AFTHAXFRFEEFT L THEM , ETHAETHER L LS L
KERMN BN TRELEEFEZPALALTHFIRESL, BB AR4
A%, A THALCRASBEFRAB, B P RL R Y 24, Kif ik F piEdy
iE,

w® &
2009 4£ 3 A



e 2HBEPEE

NRLEABSEIBLAE nses wxs)

w55 8 AL s bR

w5 SR

= bR g 45 SRR 1 iR

EFrRHEE

BEHEBEBHEN DR (BRESHE “+— 1 BEREMUBH )

[ B 52 5 #E 1 5K 5%

Il B 7 3 8 B B AR

» 7% A RS L




Chapter 1

Chapter 2

Chapter 3

Chapter 4

-—S5a¥ Contents

Introduction
Part | What Is International Marketing?
Part Il «c-ceeeeeee

Passage 1 Challenges in International Marketing -:--c-errecoceeencnceccneanens

Passage 2 Localization
Background Information Smart Globalization =~ --------
BBS

International Marketing and Multinational Corporations -------.----
Part | Multinatianal Comoration e ses eeatenaes s ensae tus asaconats seaass o nas oy

Part il

Passage 1 The Growth of International Marketing «--«-:corerrerevrereereees

Passage 2 Global Village teesea et sassecnrsunensasneeanu e

Background Information The Place to Be
BBS

International Marketing Environment Analysig r--:ccoooeeevmeeecneeenns

Part | International Marketing Environment
Part |l

Background Information How to Research the Marketing
Environment
BBS

International Market Research

Part Il

PaSSage 1 How to Design Quesﬁonnaire thereesesnrecenansassetstrenancerrnans

Passage 2 Do Online Surveys Get More Extreme Answers?

>

BORY- S S SR

- 11

12
12

- 14

14

.. 15
.ee 16
- 18

19

- 20
- 25
Passage 1 Website Loses Legal Fight Over MP3 Download +:eerveeeveses

Passage 2 Keeping Companies Honest see asesreaerenssensacrianssnes et teeaenrun

2b
26

- 28
- 29

- 32
Part | Why International Market Research --«:cc:ccrvverecericninniiiacenicnnnas

32

- 34

34

- 38



%Illllllllllllllllﬁ;gﬁl-lllllllll.'-'.l%

Background Information Types of Market Reports -+cveoeeevieieniiniiiiiii.. 39

Chapter 5 Product Strategy in International Marketing ----c--crcveireeniiii 42
Part |  Product and Product Strategy ----+--+++++erevereeenniiiiniiiiiieiaaeannn. 49
Part [T oo e B
Passage 1 Crossover Is the Future of Car Design ---+c-=-++eseseeevuneeeens 51
Passage 2 Home Appliances Producer: Electrolux --+---r+eeeeeeeceeeeree 53
Background Information Case—Product Strategy of Bull ---------+veeeveee B4

Chapter 6 Distribution - .ccoooviiiiiiii e e B8
Part | Distribution. Channels, Tactics and Its International

Variations — ----«-oeoeioeii i e e e e B8

Part Il e e e e eeeees. 66

Passage 1 Case Study: Remedy for Japan Distribution Problem ««+++-«+»+-. 65

Passage 2 An Introduction to SCM (Supply Chain Management) ::---------- 66

Background Information The 10 Commandments of Networking «--------- 68

Chapter 7 Pricing Strategy in International Marketing - -oocccvrreeeciennnnnen. 72
Part | Pricing Concepts and Strategies -+« +-reeeeernirmnneiniiiiinnn. 72
o Uy G O 7
Passage 1 Dumping a Heavy Cost on Wood -+ vrrereerreriraeruecenenes 82
Passage 2 Overseas TV Brands Join Pricing War «----evveeveevnnninince 83
Background Information Pricing for Profit «««--sceseeeeerreeeiiveireernenns 85

Chapter 8 Promotion Strategy «--«:---:--ccroeertetrmirmmmiimiiiiii et ces s ees s eee s ees 80
Part | Promotion Applied in International Marketplace ----+-+----+-+++eseve. 89
o 1 S | OO 1 4
Passage 1 Pull and Push in Marketing ««-----«+++sseeerreernureeereerernieecenee 97
Passage 2 How to Do EXport Promotion? «-«-+ecceevvemeeriseerereeonerneee 98
Background Information Great Gift Marketing Ideas «---«-+eccevveevreeeees 99

Chapterg Internet Marketing R R L P P R P PR T TP { 1 12

>«



%lllll.llll-lllllll Contents l----lll--ll-.ll-l%

Part | Internet and Marketing Strategy ---cccreeciiiiniiinn . 103
Part Il ceeee it e e 106
Passage 1 Internet's Impact on the Marketing Mix «-«-reeeeseieenniienn. 106
Passage 2 Privacy and Security Issues for Online Commerce --:----.. 107
Background Information International Online Business:

Think Globally, Act Locally «+--reeerreeranerensnmnnnnneetaneaneainnnes 109

Chapter 10 Cross-cultural Communication and International
MaArketing -« ccccreeerenvrerereommumuoteentniiierteenearene s ieanesen s 118
Part | Cultural Differences Among Different Nations  -«--+::oevveeeeees 113
Passage 1 Lenovo’s in an Olympic Mood Now  «+-ceevreerneninianeeen 121
Passage 2 Names Have Coffee Chain Steamed Up -« --ceoreerererereeeee 122
Background Information Global Marketing Gaffes «---r-coeervieereneee. 123

Chapter 11 Marketing and Social Responsibility ----c:-occcoeevmeeiiceeneinii 127
Part | Social Responsibility and Ethics in Marketing --------«++--:+--eeooe 128
(=2 s B | I T PSPPSR 1. |
Passage | CSR Case: Starbucks Coffee Co «+--+r-verreeeremreenreeeiienne 133
Passage 2 An Introduction to Green Marketing -------creceeeereeeeenene 134
Background Information Mind Your Business «:--:--creeeeeeeneienineens 137

Chapter 12 Career in Marketing -« o cererrecersrennei i 141
Part | Career in Marketing «----++-«-oererenummneiiiinineninieinnen. 141
PAM [l e eeremrrerene et tnscnrer st eenrenrensesrenaceneesustnsensenssoesnsenecsssesens 146
Passage 1 Marketing Yourself «r-eeeeevereremreceeinninieanennene 146
Passage 2 Paving the Way for New Staff Members -------coeoeeveeeeens 147
Background Information Career in Marketing—We Will Train -------.---- 148

R BB EETIS B IR oot e e e e e e 50

- = I PSPPSR PRSPPI [



Chapter.1
ﬂi?;_s Introduction

Focus
What is international marketing?
What are the stages of international marketing?
What are the challenges in international marketing?

Tuning-in

Individual and organizations utilizing a certain vision to effectively market goods and
services across national boundaries are practicing international. It means that
management recognizes and reactions to global marketing opportunities, is aware of
threats from foreign competitors in all marketing, and effectively utilizes international
distribution networks.

What Is Internatiohal Marketing?

Marketers are not agreed that international marketing can be considered a subject
separate from marketing on a domestic scale, and this is perhaps one reason why it has
been difficult to arrive at a comprehensive yet succinct definition. One of the definitions
was put forward by Walsh .

(a) the marketing of goods and services across national frontiers

(b) the marketing operations of an organization that sells and/or produces within a

given country when .

(i) that organization is part of, or associated with, an enterprise which also

operates in other countries; and

(ii) there is some degree of influence on or control of that organization's marketing

activities from outside the country in which it sells and/or produces.

In other words, the term “international marketing” can be applied to the activities
of the exporter and of any organization that has some international concern. A small
manufacturing company can be an international marketer to a limited degree simply by
distributing its products in foreign markets. Companies with overseas sales subsidiaries
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or overseas manufacturing plant (whether wholly or partly owned, or operating
independently and manufacturing under license) and the multinational corporation are all
included in the definition.

International Marketing has also been defined as the matching of company resources
to foreign customer needs in the context of achieving company goals. In Layman's
terms, it is the best way of using company resources to satisfy the needs of foreign
customers to the greatest benefit of the company. From another viewpoint, international

marketing is the process of getting a product/service from the producer to a customer in
a foreign country.

The international marketing task

s LInt Maskebting

0/187  Nowt »| *i".é
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The seven stages by which a company moves from being just a company supplying
the domestic market to that of being an export company may be detailed as follows:

1. The company does not want to take on board the extra burden of export.
Although it receives orders from abroad from time to time, it does not process them as,
“we're too busy” or “we're not organized to deal with them”.

2. The company does process the orders from abroad but does not attempt to
prospect for more.

3. The company seriously studies the feasibility of exporting. This stage may occur
without number 2.

4. The company exports experimentally to a few countries.

5. The company uses the experience gained in exporting to these countries to

>
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develop the skills needed to successfully export.

6. Based on this new experience, it selects the most appropriate markets and
applies international marketing techniques tailored to the needs of each market.

7. The company goes global. All markets worldwide can be accessed to advantage.

In order to profitably satisfy customers’ needs, the firm first must understand its
external and internal situation, including the customers, the market environment, and
the firm’s own capabilities. Furthermore, it needs to forecast trends in the dynamic
environment in which it operates.

R EXPORTING fc) Reingex & FENI
Bage

EENI Escuela Espafola de Negocios |
e Internaceonales

| The seven stages by which a company moves from beng just a comparty supplying the domaestic market 1o
i that of being an axport company may be detailed as follows:

| 1~ the company does nat want to take on board the extra burden of export, Although it receives orders
from abroad from time to time, it does not process them as, *we're too busy® or “we're nol organized Yo deal
| with them *.
| 2= the company does process the orders from abroad but does not attempt to prospect for more.
| 3- the company seviously studies the feasibility of exporting. This stage may occur withdut number 2,
| 4~ the company expaorts axperimentally to a few countriss,
3~ the company uses the experence geined in exparting to these countries to develop the skills needed
“ to successfully export,
| 6~ Based on lhis new experience, it selects tha most appropriste markats and appliss international
. markesting technigues tailored to the naeds of each market.
7- the company goes globial. All markets wordwide can be accessed to advantage.

. What stage is your company at ?

Today’s markets are more volatile than before and possibly the traditional “mass
media” advertising focus is no longer appropriate. One option is to attack different
niches of the market where we are able to satisfy their needs and wants. This is possible
with market segmentation,i. e. , dividing the market into groups of potential clients with
similar needs and profiles and which present similar buying habits. The image of a
country as a brand name has to be borne in mind when developing a marketing plan.
Unquestionably, one of the parameters that distinguishes countries from each other is

their culture. Each country has its own culture, which the marketing manager should be
familiarized with.
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Task 1
Your firm, a maker of industrial parts, has never engaged in International

Marketing. You have just completed an examination of the firm's capabilities and the
global environment. Which of the following reasons might you employ to convince your
boss to think globally? :
A. To remain competitive domestically, the firm has to be competitive
internationally.
B. A global vision enables managers to understand that customer and distribution
networks operate worldwide.
C. The toughest domestic competition is increasingly coming from foreign
competition.
D. Global marketing has become imperative for business because many marketing
opportunities exist internationally.
E. All of the above arguments can and should be offered to your boss.

Task 2

What are the differences and links between international marketing and international
trade?

Task 3

Surf the Internet, try to find out the marketing activities of TCL and Haier, and tell
the difference of the two companies’ marketing strategies.

Part 11

Passage 1

Challenges in International Marketing

Before marketing yourself globally, it is important to ensure your business is ready
to deal with challenges presented by the international environment including language
and cultural barriers, foreign laws, order fulfillment, and pre/post sales support.

Language and Culture—Neither technical accuracy nor perfect translation is
sufficient when considering the language you will communicate through. It is important
to really understand how a language is used by the people in your target market.

Many of us have heard about the marketing blunders of respected multinational
corporations—showing us those that do not do their research, no matter how large, are
capable of making mistakes in the global environment.

Consider the following examples:

When the Pepsi slogan “Come alive with the Pepsi Generation” was translated in

>



@llllllllllllll Chapterllntroduction IIIIII.IIIIIII@

Taiwanese, it came out as “Pepsi will bring your ancestors back from the dead. ” _

The Kentucky Fried Chicken slogan “Finger-lickin good” in Chinese, came out as
“Eat your fingers off. ”

General Motors realized why it wasn'’t selling any Chevy Nova's in South America,
when it figured out that “nova” meant “it won’t go. ” After the company figured out why
it wasn’t selling any cars, it renamed the car in its Spanish markets to the Caribe.

Regional Laws—All phases of product development are affected by regulations. For
example, the product itself, such as its physical and chemical aspects, is subject to laws
designed to protect consumers with respect to purity, safety or performance. Local laws
also affect product features such as packaging and warranties. Advertising regulations
also takes various forms. For example, in Germany it is difficult to use comparative
advertising and the words “better” or “best”. In some regions, advertising for
pharmaceuticals must have prior approval from Health Ministries. Sales promotion
techniques are also subject to regulations. For instance, some countries put constraints
on contests, deals, premiums and other sales promotion gimmicks.

Order Fulfillment—When you market and sell through a website you are opening the
door to an international audience potentially bringing increased demand for your
products or services. How will you meet this demand? How will you deliver your
products? What will you do if a market you did not intend to reach is interested in buying
your products? What business partners will you need to ensure smooth logistics of your
product? Can you handle your shipment costs? If you cannot meet demand or ensure
smooth delivery of your product, you are at risk of negatively affecting your business and
its image. It is important to find and qualify potential distributors, and pay particular
attention to contract negotiation and distribution management.

Pre/Post Sales Support—Communication with your customers as well as your
business partners is an important consideration when marketing and selling
internationally. When a customer in an international market has a problem or would like
to communicate with your company, they will most likely want to speak in their own
language. They will also be interested in attaining a level of customer service that is in-
line with their culture and expectations. Many businesses are able to meet customer

expectations through strategic alliances or foreign distributors who deal with the local
customer base on their behalf.

Task 4

Why is order fulfillment so important for an international company’s image?

.
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Passage 2

Localization

When you market internationally, it is important to consider the language and
culture of the regions in which you like to expand your presence. When you establish
your website in an international environment, the content, language it is presented in
and its “look and feel” will have an impact on its success. The challenge is determining
how “localized” you should make your site. Will you translate your entire site for a
particular market or simply translate the most important pages? Which languages will you
localize into? You may also consider whether 'you will use graphics or not, which
products you will sell, and determine how you will accept payments.

North American businesses are realizing the importance of localization for their
online marketing success. In the past, the temptation was to assume that regions that
understood the English language did not require a localized website. However, according
to a Forrester report, customers who speak English prefer to go to sites that offer their
local language as well as local producf, selections and relevant payment options.

How much you localize your website will depend on a number of considerations
including your online objectives, the markets you would like to reach, your budget and
time availability, and your products and services.

Objectives—Your online objectives can impact how much you localize your site. For
instance, Forrester says that “localization turns visitors into prospects and customers” ,
and recommends that the more a business intends to gain actual transactions online, the
more it should localize. Therefore, if your objective is to increase awareness of your
business you may choose to translate only the most important pages. If you want to
make sales, you may consider translating most of your site into the language of the
market in which you would like to gain these sales.

Markets—The markets you choose to reach through your web presence can have an
effect on the language of your site’s content, the tools you use, your payment methods,
and your promotional techniques. For instance, in Europe the majority of the population
understand the English language. There is also a large proportion of the population that
speaks German, Spanish and French. Consequently, you may consider translating the
more important pages of your site into these languages. The language factor is much
more significant in the Asian market. In particular, in Japan less than 10% have any
English-speaking ability, according to Forrester.

In a number of regions connectivity presents a challenge, which means that
businesses that are engaged in online marketing should consider the tools they use on
their site. For instance, if a region has slow connectivity, the web site should have
fewer graphics.

Payment preferences are also a consideration when marketing and selling online.
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For example, Germany, France and the UK have varying payment method preferences.
According to Forrester, the French prefer checks, while UK consumers prefer credit
cards. Arial Global Reach states that while credit cards are rare in Germany; many new
bank customers are given a debit card, which can be used to buy online. Generally,
however, Germans tend td want the option to pay by invoice.

According to DoubleClick, one of the most common promotional techniques in
Western Europe is e-mail marketing, which is used by 31% of marketers. UK businesses
use e-mail marketing the most at 58% . Targeted banners and newsletters follow close
behind. The markets you are interested in accessing will impact the promotional
techniques you use.

Budget and Time Availability—Translation services can be very expensive,
particularly when localizing an entire site. The cost may also vary according to the
language you would like to translate your site into. Continually updating a site that is
completely localized becomes a time consuming and expensive task. Each time you
make a change or an addition you will need to translate it into the appropriate language.

Products and Services—According to Global Reach, for technical products and
services, English is often sufficient. Therefore, the only pages that require translation
may be short summary pages that describe the offer and then link into more detailed
pages in English. The translated pages become the “hook” that gains the interest of
visitors. '

The general consensus is that if you want to reach global markets, you will need to
translate at least past of your site. Depending on how much you want to penetrate into
international markets, it may be necessary to have a separate site for each market.
Ultimately, the process should be a “phased-in” approach that takes into consideration
your products and services, resources, market and long-term objectives.

Task 5 Questions.

What are the major impacts of multinational corporations’ localization on the local
society?

Background Information

Smart Globalization
Being first and biggest in an emerging market isn’t always the best way to conquer

it. A better tactic. Learn local cultures and build a presence carefully.

A television ad running these days in India shows a mother lapsing into a daydream .
Her young daughter is in a beauty contest dressed as Snow White, dancing on a stage.

Her flowing gown is an immaculate white. The garments of other contestants, who
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dance in the background, are a tad gray. Snow White, no surprise, wins the blue
ribbon. The mother awakes to the laughter of her adoring family—and glances proudly at
her Whirlpool White Magic washing machine.

The TV spot is the product of 14 months of research by Whirlpool Corp into the
psyche of the Indian consumer. Among other things, the Benton Harbor company
learned Indian homemakers prize hygiene and purity, which they associate with white.
The trouble is, white garments often get discolored after frequent machine-washing in
local water. Besides appealing to this love of purity in its ads, Whirlpool custom-
designed machines that are especially good with white fabrics.

Whirlpool hasn’t stopped there. It uses generous incentives to get thousands of
Indian retailers to stock its goods. To reach every cranny of the vast nation, it uses local
contractors conversant in India’s 18 languages to collect payments in cash and deliver
appliances by trucks, bicycles, even oxcarts. Since 1996, Whirlpool's sales in India have
leapt 80% —and should hit $ 200 million this year. Whirlpool now is the leading brand in
India’s fast-growing market for fully automatic washing machines.

Whirlpool's success story stands out in a time when Corporate America doesn't talk
much about emerging markets. Things were different a decade ago. That's when
Western economies had stalled, so expanding operations into the fast-growing, heavily
populated lands of Asia, Latin America, and the old Soviet bloc was a top priority. The
approach to globalization then was brutally simple:. get in fast, strike mega deals with
top officials, and watch the profits roll in. Multinationals figured local consumers would
snap up their products at a premium. Thus AT&T promised some 20 ventures in China,
from state-of-the-art telecom factories to research labs. Enron Corp negotiated giant
power plants and pipeline projects in India, Indonesia, and Bolivia. General Motors
Corp envisioned an Asia wide network of car plants, led by its $1.2 billion facility in
Shanghai. .

Sense and Sensibility Many of these bets fizzled or disappointed. Enron's $4 billion
Indian power plant is a debacle. Other multinationals saw that local competitors can
catch up fast—and beat them in price and marketing. Tumbling trade barriers are
making local production less essential. Meanwhile, a globalization backlash has forced
companies to view their activities in poor nations in a different light. Exxon Mobil,
Cargill, Freeport-McMoRan, and Royal Dutch/Shell became targets of local uprisings
over oil, mining, and other projects in Indonesia, India, and Nigeria. McDonald’s,
KFC, and Philip Morris have endured withering criticism at home and abroad for
aggressively pushing inappropriate products and ignoring local sensibilities.

The financial crises that ravaged nations like Mexico, Thailand, Russia, Brazil, and
Turkey didn’t help. Suddenly, “emerging markets” connoted excessive risk. Indeed,
compared to the booming U. S. of the late '90s and a unifying Western Europe, emerging
markets looked irrelevant to many executors. After explosive growth in the early 1990s,
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foreign direct investment by U. S. companies in East Asia, excluding Japan, plunged by
74% to $1.33 billion from 1997 to 2000, estimates the U. S. Commerce Dept. The drops
have been nearly as dramatic in Latin America and Eastern Europe.

But as Whirlpool and other U. S. companies such
as Kodak, Citigroup, and Hewlett-Packard are
proving, investing time and energy to understand
societies in developing nations can pay rich returns.
Rather than swinging for the fences with mega-

projects or costly takeovers, the smarter approach is
to methodically build a presence from the ground up.
Some of the best investments are the most economical—small corner kiosks instead of
full-blown stores or bank branches, say, or a tie-up with a savvy local player who owns
a factory. Says Bain & Co global strategist Chris Zook:; “Companies are trying to figure
out how to build on their strengths, as opposed to throwing a bunch of Hail Mary passes
in the hope they connect. ”

Above all, smart globalization requires extensive homework. Companies are starting
to work closely with bureaucrats, entrepreneurs, and social groups at the grass roots.
Not only is it easier to head off a local political backlash by cooperating with local
players early; multinationals are also finding they can save enormous resources—and
develop products local consumers really need.

Whirlpool has learned many of these lessons. Eight years after launching its global
blitz in 1989, it took a $294 million writedown to shed two of the four appliance plants it
built in China. “What we absolutely missed was how fast these markets would become
saturated,” concedes CEO David R. Whitwam. “ We could build plants around the
world, but where you fail is in the marketplace. ”

Now, Whitwam believes Whirlpool is on track. Besides its sophisticated marketing
and inroads with local distributors, the company reorganized its global factory network.
For all appliances, it devises basic models that use about 70% of the same parts. Then it
modifies its machines for local tastes. Whirlpool has an incentive to get it right. In 2009,
it expects demand for big appliances in the U. S. to remain flat, while it projects demand
overseas will grow 17% , to 293 million units.

Similar dynamics are pushing other companies to renew their global focus.
Developing nations are still likely to grow much faster than the industrial West for at
least a decade (chart). What’s more, most multinationals today target ma.inly’ the richest
10% of the global population. They've yet to reach the 4 billion who earn the equivalent
of $1,500 or less annually. Few can afford a PC, car, or mortgage now. But many
experts argue they will be the greatest source of future global growth. That's why
Hewlett-Packard Co has launched a drive to help stimulate computer use in villages from

Central America to Africa. The HP program also is politically shrewd. It promotes the
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