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ABSTRACT 
 
 
 

The paper will deal with cooperative strategy in the service industries between 

Eastern and Western countries notably the high fashion industry.  It will explore 

the role of strategic alliances in contrast to foreign direct investment (FDI) i.e. 

investment and mergers and acquisitions as the most effective means of 

achieving creativity with particular attention to partnerships between Eastern 

and Western companies.  It will note from case studies that strategic alliances are 

not as common in this haute couture industry as direct investments by Eastern 

companies intent on going international in the Western developed economy.  

This is most probably because creativity is a personal and idiosyncratic function 

and therefore it is difficult to achieve such creativity in cooperative partnerships 

or acquisitions where cultural and other compromises are necessary in order to 

achieve business success. 

 

Thus, the paper examines the attempts of a number of Malaysian companies to 

go international over the past ten years.  It notes that the more popular means 

has been direct investment which has led to considerable success for example 
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Zang Toi, a Malaysian high fashion couturier.  The company has been very 

creative and as a result, Zang has spread its company to New York and 

consequently has become one of the most influential designers in Malaysia.  On 

the other hand, another Malaysian company, Divine Couture, has used the 

alliance method of going international, however, to date it has been less 

successful by expanding its foreign operations only to Singapore.  Perhaps one of 

the most fascinating examples of cooperative strategy in the high fashion industry 

is Jimmy Choo.  Jimmy Choo is the situation of an alliance becoming an 

integrated company on developing internationally in order that the control of 

designs and implementation can be achieved with a more focused and integrated 

strategy.  Nonetheless, this world known high fashion firm is now acquired by his 

long term business partner, Tamara Mellon. 

 

Even though it is realised that these three cases do not necessarily imply any clear 

generalisable rule, they can lead to a hypothesis that in the high fashion industry 

cooperative strategy is fairly rare particularly between Eastern and Western 

companies, since it is difficult to combine with creativity. 

 

 

 

References: 

 Bartlett, C., Goshal, S. & Birkinshaw, J. (2004), “Transnational Management”, 

fourth edition, NY:  McGraw-Hill 

 Campbell, A. & Goold, M. (2000), “The Collaborative Enterprise:  Why Links 

Between Business Units Often Fail and How to Make Them Work?”, UK: 

Perseus Publishing 

 Child, J., Faulkner, D. & Tallman, S.B. (2005), “Cooperative Strategy”, New 

York: Oxford University Press Inc. 

 Dacin, M. T., Hitt, M. A. & Levitas, E. (1997), “Selecting Partners for 

Successful International Alliances:  Examination of U.S. and Korean Firms”, 

Journal of World Business, Vol.32 (1):  3-16 



  

 3 

 Faulkner, D. (1995), “International Strategic Alliances:  Co-operating to 

Compete”, Maidenhead, UK:  McGraw-Hill 

 Grant, R. B. (2005), “Contemporary Strategy Analysis”, Fifth Edition, MA, 

USA:  Blackwell  

 Hamel, G. & Prahalad, C.K. (1985), “Do You Really Have A Global Strategy?”, 

Harvard Business Review, July-August, Vol. 63 (4): 139-148 

 Kotler, P., Armstrong, G., Saunders, J. & Wong, V. (2002), “Principles of 

Marketing”, Third European Edition, Harlow, UK:  Pearson Education Ltd      

 Ohmae, K. (1989), ‘The Global Logic of Strategic Alliances’, Harvard Business 

Review, March-April, Vol. 67 (2):  143-54.               

 Porter, M.E. (2004), “Competitive Advantage:  Creating and Sustaining 

Superior Performance”, New York, USA:  Free Press 

 Segal-Horn, S. & Faulkner, D. (1999), “The Dynamics of International 

Strategy”, UK:  Thomson Learning 

 Tungate, M. (2005) “Fashion Brands:  Branding Style from Armani to 

Zara”, UK:  Kogan Page                 


