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PREFACE

Global Marketing Management Fifth Edition traces its ancestry to Multina-
tional Marketing Management, a book which broke new ground in the field of
international marketing when it was published in 1974. The first edition broke
with the traditional export trade approach to the field of international market-
ing and adopted a strategic approach that reflected the growing importance of
multinational corporations and the latest findings of research and the most ad-
vanced experience of practitioners. The book combined text with classroom
tested graduate-level cases and was an immediate worldwide success. The ob-
jective of each revision has been to not only reflect current practice but to an-
ticipate the direction of development of the field and maintain the book’s au-
thoritative position as the leading MBA graduate-leve] and reference text for
practitioners of international marketing.

This revision continues the path-breaking tradition of this book. Every
chapter has been completely revised and updated. There are new chapters on
Global Marketing Planning, the Legal and Regulatory Environment, the Fi-
nancial Framework and Decisions, Global Segmentation, Targeting and Posi-
tioning, Co-operation Strategies and Global Strategic Partnerships, and Global
Marketing Leadership and Strategy Implementation. There are eight new
cases, and the cases that were retained from the previous edition have been re-
vised and updated.

The Fifth Edition is the most sweeping revision in the book’s history.
Since the fourth edition, the iron curtain has fallen, the two Germanys have
unified, progress toward the single market in Europe has continued, the for-
mer communist countries have embraced free markets, and for the first time in
modern history, even large population low income countries like China and
India have established a goal of sustained development and growth that will,
if achieved, transform former low income countries into high income coun-
tries. In the meantime, the United States has begun to recognize that its old
position of easy economic leadership has been replaced by formidable com-
petitive challenges from companies located in countries at every stage of de-
velopment.

World economic integration has proceeded to advance both in the multi-
lateral framework of GATT and in regional agreements like NAFTA (The
North American Free Trade Agreement) and the EU (European Union).
NAFTA links the U.S., Canada, and Mexico in a program of economic integra-
tion, the EU links the 12 countries of Western Europe, and the member coun-
tries of both of these regional agreements are actively exploring expanding the
membership of these agreements to other countries in the region: central and
eastern Europe for the EU and central and south America for NAFTA. The
two Koreas have agreed to meet, and the economic integration of the Pacific
basin continues to accelerate.
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THis revision continues the path-breaking tradition of this book. Every

chapter has been completely revised and updated and there are seven new
chapters:

» Chapter Two: Global Marketing Planning is entirely new, and has
moved the topic of planning to the front of the book.

» Chapter Five: Legal and Regulatory Environment adds the important
regulatory environment to this chapter’s coverage.

» Chapter Six: Financial Framework and Decisions has expanded the cov-
erage of this chapter to include an overview of the important financial is-
sues faced by global marketers.

» Chapter Eight: Global Segmentation, Targeting and Positioning. This is a
new chapter that links these key marketing tasks and focuses upon the
global market environment.

» Chapter Twelve: Co-operation Strategies and Global Strategic Partner-
ships. A new chapter that explores how to compete through cooperation.

» Chapter Eighteen: Leading, Organizing, and Controlling the Global Mar-
keting Effort. This chapter combines earlier chapter topics and adds the
new topic of leadership.
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Global Observer which uploads every Thursday.

Although many colleagues, students, clients, and others have con-
tributed to this and to previous editions, I especially want to thank Steve
Blank, Chris Bartlett, Jean Boddewyn, Steve Burgess, Arthur Centonze, Mar-
cos Cobra, Dahai Dong, Steve Kobrin, Jean-Marc de Leersnyder, Susan Doug-
las, John Farley, George Fields, Sumantra Ghoshal, Donald Gibson, Jim Gould,
Mark Green, David Heenan, Kathy Hill, Peter Hoefer, Robert Isaak, Hermann
Kopp, Howard Perlmutter, Alan Rugman, John Ryans, Donald Sexton,
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I would especially like to acknowledge the many contributions of my
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Controlling the Global Marketing Effort and the Appendix on ABB; Lawrence

M. Bellman for contributions to the revision of Chapter 16, Promotion Deci-
sions.
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My faculty assistants Jennifer Fish, Fernando de Compos, Jessie Huang,
Ragish Nandwani, and Donna Laspina provided valuable and creative re-
search assistance and my secretary, Gail White, has been a constant support
with her expert and cheerful assistance.

The talented and creative people at Prentice Hall are always a pleasure to
work with. I especially want to thank my acquisition editors Sandra Steiner
and David Borkowsky and my production manager Mr. Robert Walters of
PMI.

Finally, my greatest debt is to my customers: the faculty who adopt this
book and the students and executives who purchase the book to study and
learn about how to be a successful player in the exciting world of global mar-
keting. To all of you I say, thank you for your support and inspiration and best
wishes for every success in your global marketing programs.

Warren J. Keegan
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