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The purpose of this study is to reveal how multinational corporations (MNCs)

sense and select their home-based resources to achieve customer value in the emerging markets.
Previous studies in international business have proceeded on the premise that firm-specific
advantage (FSA) has been considered to automatically create value in foreign markets. However, the
main issue here is whether market value really exists or not.
Through case studies of Japanese MNCs, our data clearly show us that a firm is forced to deploy and
maintain a resource repositioning process in the initial market entry stage, in order to build
competitive advantage over local competitors. In the resource selection process, only resources that
gave both high customer perceived preference and rarity in the local market become competitive
advantage.
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