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Words from Lynn Upshaw "’

There are only a few truly extraordinary developments in modern marketing history:
the creation of the brand management system at Procter & Gamble in the 1930’s; the
deployment of mass communications and the selling of mass marketed goods in
post - war U.S., Europe, and Asia; and the creation of global markets and the brands
to serve them in the past twenty years. There is no question that the emergence of the

world’s largest consumer market will be the next major phase of modern marketing.

We are a global community with global needs. And yet, the more expansive our mar-
keting efforts, the greater the need to understand how to market to individuals on a
local level, and how to provide them with customized products and services that
best meet their needs. The marketers and educators of China have an opportunity to
demonstrate to the rest of the world how to use sophisticated marketing tools to
serve a population that is just now learning the full benefits of a global economy.

I commend Professor Xianyuan Dai and his colleagues for theirr achievements m
marketing theory and practice, and I look forward to witnessing the development of
the most exciting new marketing arena in decades. Congratulations, and best of luck

in your important work.

Warm regards,

35—

Lynn Upshaw
Principal, Upshaw Consulting
Author of Building Brand Identity
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