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OVERVIEW

Taking the marketing function global is no easy task. It requires managers to think
globally and strategically about global markets and comparative marketing environ-
ments. International markets pose the challenge of differing political, social, eco-
nomic, and technological environments. Regional and national differences may render
some marketing strategies and tactics ineffectual in new environments.

Identifying opportunities in the global environment requires market research and
analysis that spans national boundaries. Segmentation, targeting, and positioning strat-
egies of multinational firm must look for the commonalities across markets as well as
take into account the idiosyncrasies of individual markets. It is in this context that the
4Ps (product, price, place, and promotion) are implemented. This book examines the
4Ps and gives students tools for analyzing the pros and cons of related international
marketing decisions. The individual decisions of the marketer have to be examined
holistically. Coordination, design, and control of marketing across markets and func-
tions are, thus, critical.

Recent years were accentuated by a rise of new technologies, such as social media,
and new attention to social responsibility and ethics in corporate leadership. This book
captures these new developments by adding a Technology in Focus boxed feature in
many chapters, and by dedicating chapters to the subjects of social responsibility, eth-
ics, and social media in global marketing.

THE APPROACH OF THIS TEXT

Our objective in writing Global Marketing was to publish a marketing textbook with
a truly global orientation. This objective has been carried out by three authors who not
only live in different areas of the world, the United States, Europe and Israel, but also
have extensive international teaching and consulting experience (Austria, Australia,
China, Croatia, Denmark, France, Germany, India, Israel, Italy, Slovenia, and United
States of America among others). Taken together, the three authors have over 80 years
of international business and marketing teaching experience. This global orientation
is also exemplified by the cases found at the end of each chapter. They cover a large
number of countries and were written by an international group of educators. Most
of the cases were solicited specifically for this book. We have endeavored to include
material about marketing from not only developed countries, but also emerging mar-
kets, including strategies for large multinational corporations and small/medium firms.
Both long analytical cases, at the last section of the book (Part 5), and short discussion
cases at the end of each chapter, add to the pedagogical milieu available for professors
and a variety of learning materials for the students. The book attempts to strike a bal-
ance between theory and practice that will allow students to enrich their international
marketing vocabulary, comprehend international marketing models, apply their learn-
ing in cases, and contend with problems facing the global marketing manager.
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ORGANIZATION

This book is organized into five sections. Part | of the book sets the context by review-
ing the global marketing environments. Particular attention is paid to market assess-
ment and situation analysis tools, such as CAGE (cultural, administrative, geographic,
and economic distances) and PEST (political, economic, social, and technological
environments), in Chapters 1 and 2. Drilling more deeply on the cultural and political/
legal environments, Chapter 3 reviews models of cross-cultural management and their
implications to marketing strategies and Chapter 4 develops a political risk model that
helps in risk assessment. Chapter 5 closes the first part of the section by examining
global, regional and national market similarities and differences. The chapter also dis-
cusses the important trade blocs that facilitate international trade. Taken together, Part
1 deals with an analysis of the external, mostly uncontrollable, marketing environment.

Part 2 consists of four chapters relating to functional marketing strategies, includ-
ing global marketing research, international market selection, global market entry
strategies, and segmentation, targeting and positioning. Marketing research in the
international environment is more complex and riddled with cultural and legal varia-
tions that make the collection and interpretation of results difficult to apply uniformly
across countries. Marketing managers may make the mistake that if it works at home,
it will also work abroad. Searching for opportunities around the world necessitates
both market research and a deliberate, systematic analysis of varying conditions that
drive demand. International market selection models are covered next. International
marketing entry decisions often follow market selection decisions and involve a
tradeoff between risk and control. Marketers willing to invest in markets must
also realize financial returns to justify it. Non-equity modes of market entry are
growing as a result of firms’ increasing sophistication in managing at arm’s length
and the increase of international marketing activities in emerging markets, which
embody more risks, such as those emanating from political risk, cultural distance, and
economic under development.

STP (segmentation, targeting, and positioning) strategies can be applied both at
the national and international level. A product targeted at middle-income consumers
in North America may also attract a high-income consumer from Brazil. Lifestyles
of young and urban consumers are converging as a result of international media, the
activities of multinational advertisers, and increased connectivity via the Internet and
social media. Marketers are increasingly able to target like-minded consumers across
markets by using Web-based technologies to identify, reach out and sell to those
segments.

Part 3 of the book covers the traditional 4Ps (product, price, place, and promotion).
Much of the controllable environment for marketers involves 4P decisions. These
decisions need to be coordinated, resulting in appeal to the targeted group. The book
reviews in detail the elements of product and branding strategies, pricing strategies,
global placement, and distribution strategies and, finally, global communication and
advertising strategies. Taken together, these strategies form the foundation for interna-
tional marketing planning and the basis for competitiveness in international markets.

Part 4 is among the most innovative in the book, focusing on emerging technologies in
international marketing, such as the development of social media, the design and control
of global marketing, as well as the ethical and socially responsible actions of the marketing
manager. Social media is a disruptive technology that will especially shape marketing and
advertising in future years. It is a medium of advertising, a method to connect to dispersed
consumers, a market research tool for both consumers and markets, and an opportunity for



consumers to shape the message of the company by sharing their thoughts about the brand
with friends, peers and colleagues. The recession that has had a grip on global markets
since 2008 has also spurred an introspection of the role of marketing in society and the
responsibility of the company to its environment. Marketers are increasingly being asked
to be accountable to more than just the “bottom line,” but also to those aspects of society
upon which they have an influence.

Long, analytical cases are provided in Part 5 of the book. These cases are mostly
collated from the Ivey Case Clearing House and represent realistic situations and
opportunities for students to engage in formal case analysis. They will need to analyze
the situation, identify a problem and develop alternative solutions.

SPECIAL FEATURES

This book covers the foundations of global marketing, including a strong over-
view of international marketing environments, including external uncontrollable
factors as well as tools and strategies available for the international manager to
cope with them.

To our knowledge, this is the only global marketing text that has included separate
chapters on business ethics and social marketing. The increase in ethical dilemmas
faced by managers in multinational firms or those that have to do business in differ-

ent cultures demand increased attention to this subject. This demand has guided our '

formulating a chapter on ethics and corporate social responsibility in the international
marketplace. An additional chapter devoted to global social marketing was thought
necessary owing to the growth and usage of social media in international markets. As
the reader will learn, the use of social marketing strategies is not limited to developed
countries in the Western world, but to emerging markets as well.

Another feature of the book is the use of box examples in every chapter that con-
tain a mini-case or short story focused on countries, companies, people or technology.
These mini-cases add to a particular chapter section by focusing on a recent global
marketing event or person.

The book has both short cases at the end of each chapter as well as long Ivey-
style cases in Part 5. Cases at the end of each chapter help highlight the application
of chapter materials and are designed to provide in-class activities and discus-
sions that help demonstrate how to apply models and theories from the chapter.
The long cases are best used to integrate materials which require the students to
analyze the marketing environment and industry, identify a problem and develop
alternative solutions. The cases are carefully selected to provide a balance of small
and medium to large companies, different areas of the world, and varying indus-
tries (including not-for-profit companies). The Ruth’s Chris case, for example, is
one of Ivey’s best-selling cases for three years in a row.

The world of global marketing is continuously changing. To keep abreast of
changes, students and teachers of international marketing are advised to go beyond the
book’s theories and cases to examine how they are applied in the real world. A variety
of resources are available through McGraw-Hill to help both groups stay connected
and updated with the materials.

SUPPLEMENTS

McGraw-Hill has a variety of tools online to help engage the student with the materi-
als. Visit our Online Learning Center (OLC) at www.mhhe.com/alonle for additional

PREFACE
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student and instructor resources. The following supplemental aids accompany Global
Marketing:

For Students

A variety of exercises and internet links to current events are developed to enhance
the learning outcomes. Students also have access to PowerPoint presentations for the
book chapters to help them study the material.

For Instructors

The password-protected instructor portion of the OLC includes the Instructor’s Man-
ual, a comprehensive computerized test bank using the EZ Test test generator, and
PowerPoint lecture slides. Teaching notes for both the long and short cases are also
available on the book’s Online Learning Center.

This text is available as an eBook at www.Cours-
CO ur Se PRI@E cSmart.com. At CourseSmart your students can take
advantage of significant savings off the cost of a
print textbook, reduce their impact on the environ-
ment, and gain access to powerful Web tools for learning. CourseSmart eBooks can be
viewed online or downloaded to a computer. The eBooks allow students to do full text
searches, add highlighting and notes, and share notes with classmates. CourseSmart has
the largest selection of eBooks available anywhere. Visit www.CourseSmart.com to learn
more and to try a sample chapter.

Craft your teaching resources to match the
% C r% te way you teach! With McGraw-Hill Create™,
- www.mcgrawhillcreate.com, you can easily rear-
range chapters, combine material from other content sources, and quickly upload con-
tent you have written like your course syllabus or teaching notes. Find the content you
need in Create by searching through thousands of leading McGraw-Hill textbooks.
Arrange your book to fit your teaching style. Create even allows you to personalize
your book’s appearance by selecting the cover and adding your name, school, and
course information. Order a Create book and you’ll receive a complimentary print
review copy in 3—5 business days or a complimentary electronic review copy (eComp)
via e-mail in minutes. Go to www.mcgrawhillcreate.com today and register to experi-
ence how McGraw-Hill Create™ empowers you to teach your students your way.
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