MYHEHEHE RS - IR

FIKEHIRIE

|Prineiples of Global
(Marketng Py, . '

Ke- J- B

5% C- &

@ B AR X¥ H IR it

% PRENTICE HALL HHRRZAH




Ik EH/R

s 8 B R - 5L SCh

Principl

Marketing

of

BT

Warren J. Keegan
(5 L0 X 5 R 2% )

O35 - C - 18#K
Mark Q.Green

CEIRERA AT, 2l 7

Lo B AR K¥ Hh#t

PRENTICE HALL kR &)




BHEEEHE (CQ1p) 8B

EREHEFEE. /AR (Keegan, W.].), K (Green, M.C.) ¥- 85 il
JERT: FE AR &AL, 19988

(MY EHE AT 2 UW)

F LR Principles of Global Marketing

ISBN 7-300-02702-4/F-831

1. 4%

0.0 Ok

. BEEig-iigHE EE -2
IV .F740.2

FERAEBE CIPHEEF (98) %5 14690 7

Warren ]. Keegan and Mark C. Green: Principles of Global Marketing
Copyright©1997 by Prentice Hall, Inc.
All rights reserved. For sale in P. R. China only

A A5 S B ED ARt A [ B K R UKL AT Prentice Hall R 22 =] (3 1 A

{E (77 R S & A B AL T 847

A RBHEILH Prentice Hall B thinE, EHREEREHE
RETE, BEL.

TG EHEH AT %R

2EREHIFE
FAE] A
% -C-dH

O % E AR R

& ClUsiEs 157 5 BSEL 100080)
= Prentice Hall 4 BT 2 ]

% fF. P E A JCF R

2 . Fiets

B R MR R

FrA, 787 1002 A 16 TF  HIgk, 27.5 31
1998 £ 9 HE 1 f 1998 £ 9 A% 1 KR
EN¥. 1—5 000

EHr: 35.00 I
(B35 BED R I, AL 3t iR E)

AAEHTR A BT

iy bl



(TZEHEERI] RK)

i AR 15 BA

MEREXREFANTHFRARTHEF R NE L, THEHORN TH LS
FESERN, KER, ETHEELATHAEHANTENL LR E KK, THUEKX
FRETRATN, FH 0B %7, ETHERBIF L, HEEAARATHERNAE
T, EHEL PRIV ELHETEFR, FS P AT HE R EW A 5l #HR &,
AR, BWMANA S FHEHELRHER, FHREHREFE, ERKEFRHD
HEEM,

LR EH SR SRETEARKEGES S RARFARRR, REEHEEX
¥,*@A%k%ﬁﬁﬁﬁ%%w%@Pmmem&%@1%<Iﬁ%§%%%i
UM xh, REAEKETRE (THEHERLF-EXR), UHATEEEE
R EEHFALOLEY, FEARRBRANERES.

AABHABGHALEEHERHY HMEARNFRENE, NEBETEHYE
HANBEESHK, ~ERGR T EEHEHERVERUANERHARIP ZHRF AT
FrsatEmtRsE GhR) MRS ERFREHETLFE, URLLEHR. ¥
BARWEBERN, ANBFIHAHIMABE S AER, BHTR. AWM ERELR
R, BHBENEHLBAETRBERFNEL. FEAPTHLENHFERA, A
i, &%ﬁAk%%m*Eﬁ¥ﬁﬁ%Am%ﬁwfﬁﬁ%“%o

E(THSEREAN - FOR) LRE, BINEKRE T SEXFHRENMLE, &
YEHELRBESH, &5 ﬁﬁiéﬁ*x EHIHBEMG—F R, BEHEE
5% FIMTRGEIRTYFERIR, A, BRNEKABPETEFENT A
HEMERENTADTES, B RS FER X HAEHNRE-—LTE, R
18 & BB ik L

AABEEERp IR s, SR TPEHARAFIHEEF RS — A H. A
N#%FAGAFERIHEEFKE B %S i%4, ERA¥ERER I FEANRZ AKX
Gk HAE, E5EFAEEEETALABWERERNWERTRIE, EHEM
fafl1—# R LB E A E S oAl

&+ B AR K F R4
Prentice Hall i ¥a 2 3]
1998 £ 8 A



=
1[]/2

<é

\-H

REHEE) LETHA Yy GEEmEs

HREESEHNEFATHRENE R, ZH4
Mﬁ& T H—MAEREELNE, EHEH R
ﬁﬁ%ﬁﬁﬁ%ﬁwﬂ%%%ﬁﬁﬂ%o@ﬁ,ﬁi%%ﬁﬂ%ﬁﬁ%%% ﬁ?”
ﬁﬂ%éé/ﬁ,Rﬁﬁwét%mw4‘%? o AR (SLEREFHET) 7
REHFEREM. B—RA RO FHATRAZRER R Y HRL, HHEXR
EREF®E, BEHEERIEZFRAVEN. EFH MBA KPS E M A EHR T8 H
IR

(EHEHEE) SETUMRAT A HFAA N —FE 7, %F“/%iﬁﬁ%
XEHIE M F ., EAMTEF, o, L. Wb, FEFARTEEEE, K
BUT —REMALEpd TE, AFEASREHE PR HAPE (PR, T,
EERH) BT RAPNAESE,

AHEHEEEP-HAUSRFESE Urﬁukﬁﬂﬁmﬁ¢%ﬂim%#ﬂmﬂﬂﬁﬁ
HEBEMEBEEP LTSGR, CHFBFRNETE L H — Ry /l’T”""' b2
BHMNGANHP LGB L ERSE L, IHB G HNEHPNENETE 2R WS E
RA—FE AN, BH B EREGHE; AN EY W“Tbj§ﬁﬁ$%%?%wﬂ

EN R ?ﬁ }i& q’:‘

. £ (FE. LE). BH (FZ, #F. Fk), Bl (A, PEL, BRKR), &
MPIEF R, R2MOERERAPFF I T R4 FEaasd o E N, LY
WA iEEXESG GE, %/?ﬁﬁl“wtwsmféﬁﬁﬁ”ﬁ?f}
GHENB-ANERSEFEEAAES RN LG, HE GK) wE -

HES, W, BFoEILAE- AR UNELHNG T TEEF T L
HHEHFTE, WAL AE; — LT —FEEET (AIHR A Edn
BT LT3k oy — s iF B Bl BF AR ST R IR B A R A R Ry
T E R,

HBOETE RS RS ALmERNOEE (PREHEE) IAHd. TEE
Gl AR E, TUREHEE; B, )”%?'@ﬁﬂi%ﬁ R A, HARE
Wiy, BAGEE R (R Eady B TS G rFEEEWNREART
HFETRNFL,

STHRET AR AR EHE LSS LT AAR, KATME TR A I,
TEELETFREAGEVEEE N, FER G ERRS EHEMGINE TN

2

‘Wl‘




ERNREENHFEE R

RABFSEHET T RES FAHBLARTHEYNEL, HAELE. HEH
REARZH. 2ELE . REWRALE. RHARL. BAHFREN, EATAEL
E.EMEBOOOH, RREFET. XHAER, EEMHRENHAMHER, W
BETEFEL0E ZHM, AEL, MEAP R, TSN XA S HAH T X,
BMRTHEHFEERE.

PHCT (Z4MWEE) e

DUESA (THHAWE) FEMBAGENRET RFHRATORBEFHE
W, PHCT A S ABENNERA T ARBEANKE AL, ARENAP HEE Y
B, TUEHEF RGN LA MR AR KA L AT AU B AN KA, B EA
DOS # & 6 2 WINDOWS ¥ &, SHTLSEH, BlrEr RAALAERHL %,
B A T AR R RAR R A

KT R

EEFHEER BT EEDR IS KU EQT K WEEHE T, XIS KOTHERAT &
HHHEEANE

B¥LTR

MEARREE By, BWH-RKATREA, ZRAFEENA FH %K
PowerPointd .0 & 89 % & K @ .

RIGE

NAFERGREETETFHGEG A LRI EHG B

o“ﬁ%ﬁ%ﬁ%%ﬁ%%%%"l~m%.%%T%Ez&ﬁ@%wﬁ%%&m%
mﬁ%%ﬁ%,ﬁ%f%ﬂum#&m%ﬁﬁf%iﬁﬁwﬁ%%%%%%%%
W, BELRTAT I

o@ﬂ%%i@%ﬁ%?%@ék@%%éﬁ%%%%oﬁ*@%bﬂv&ﬁﬁé
ﬁﬁ&wﬁﬁﬁkmﬁ&ﬁ%;mu%é&%%@%ﬁ&%;MMS&wsa
AR THREKNEEENEBEREAS.

O REZESEHMUTHEE. LT B FLOITR, FARH B AR S P EARKE R



BMNEERE - LTRELENABCHARCEETIMAEXEEME, UELHF
FERGLERAERE L ZH - Ll CRENTEHB., EOAFTE, FFHITL
RTHEHNAE LTS, MEEEENRRRETANEEART ., RO AFT
BEADHATIL, FTREXLERRAQIH, RNFBRATIANAFL, FUELRS
HRAE—F, RMNERER LA, CHEEELELFERAIANFR., EHEHAL HiER
#, URTRFHRRESSE, o, ZELTUHAN-NMKEREN, X—FT /Y
AREE T FREIFEIA, EEPAXLRTHEHBRE LEN N2,

B (8%)

NTANRE- S
B -C-8H



Preface

Principles of Global Marketing traces its ancestry to M ultinational Marketing Management, a
book that broke new ground in the field of international marketing when it was published in
1974. The first edition moved beyond the traditional export trade approach and adopted a strate-
gic approach that reflected the growing importance of multinational corporations, the latest find-
ings of research, and the most advanced experience of practitioners. This book combined text
with classroom-tested, graduate-level cases and was an immediate worldwide success. Now ti-
tled Global Marketing Management, the book is currently in its fifth edition. The objectives of
each revision have been not only to reflect current practice, but also to anticipate the direction
of development in the field and maintain the book’s authoritative position as the leading MBA
graduate-level and reference text for practitioners of international marketing.

Principles of Global Marketing continues the groundbreaking tradition of this book. PGM
takes a strategic and environmental approach by outlining the major dimensions of the eco-
nomic, social and cultural, political, legal, and financial environments and providing a set of
conceptual and analytical tools that will prepare students to successfully apply the 4P’s (prod-
uct, price, place, promotion) to global marketing.

This book has been written with today’s student in mind. Business schools and facuity have
increasingly recognized international marketing as an integral course in the modern curriculum.
The authors realized that none of the available textbooks conveyed the dynamism and excite-
ment that makes global marketing such a fascinating and timely topic of study, and have drawn
on their direct experience in every world region: the Americas (North and South), Asia (East,
Central, and South), Europe (West, Central, and East), Africa, and the Middle East. The result
is a text that addresses the need of students in every part of the world for a textbook that is both
readable and accessible.

Each chapter contains several color illustrations that bring global marketing to life. Chapter-
opening vignettes introduce a company, a country, a product, or a global marketing issue that
directly relate to chapter themes and content. In addition, every chapter contains one or more
real-world boxed examples. These focus on: global marketing in action, risks and gambles, be-
hind-the-scenes descriptions of things you don’t necessarily discover by reading The New York
Times; issues that are “open to discussion,” and the fascinating cultural differences that chal-
lenge the global marketer.

We made a special effort to include outstanding cases in Principles of Global Marketing.
The cases are short and can be covered in an efficient manner. At the same time, they intro-
duce issues that will stimulate student interest and learning, provoke class discussion, and en-
hance the classroom experience for instructor and student alike. Every chapter and case has
been classroom-tested.

Great care has been taken to produce the most comprehensive supplements available for any



text on global marketing. Following is a list of the ancillary materials that are available to in-
stitutions that adopt this text.

INSTRUCTOR’S RESOURCE MANUAL WITH TEST ITEM FILE

This manual has been assembled based on the authors’ combined experience teaching global
marketing, Included are sample syllabi, chapter summaries, answers to end-of-chapter discussion
questions, case tips, case teaching suggestions, answers to end-of-case questions, transparency
masters with informative notes, video teaching tips, video resource list, list of supplementary ma-
terials that pertain to class material which can be obtained from outside sources. The Test Bank
includes approximately 1000 true/false, multiple-choice, short-answer, and essay questions. The
authors wrote the questions to ensure high-quality and correlation to the text.

PRENTICE HALL CUSTOM TEST (DOS AND
WINDOWS VERSIONS)

Based on the #} best-selling, state-of-the-art software program developed by Engineering
Software Associates (ESA), Prentice Hall Custom Test merges the Test Item File with a pow-
erful software package. Custom Test’s user-friendliness allows the instructor to create tailor-
made, error-free tests quickly and easily. Whether you work in a Windows or DOS format, with
Custom Test, you can create the test, administer it traditionally or on-line, and evaluate and
track the student’s performance-—all with the click of a mouse.

TRANSPARENCIES

Notes are provided in the Instructor’s Resource Manual to aid with the presentation of 75
full-color overhead transparencies of major text concepts.

ELECTRONIC TRANSPARENCIES

A disk with Microsoft PowerPoint 4.0 for Windows color presentation is available to insti-
tutions that adopt this text.

VIDEOS

Several different videos are available to help illustrate the practice of global marketing.

B The New York Festivals International Advertising Awards winners reels, Volumes I-TII
give students examples of the most effective television and cinema advertising from
over 25 countries, and let them compare and contrast international consumer persuasion
tactics firsthand.

B Corporation case videos demonstrate the global marketing activities of well-known
companies. Among others, MTV’s approach to global standardization vs. adaptation is-
sues, DHL’s strategy for worldwide delivery, and Land’s End’s direct marketing tech-
niques for Asian and European consumers, are explored.

We were meticulous about excluding extraneous information that would distract students
from the core elements of the discipline thereby allowing instructors the time to include read-
ings, cases, or projects of their choice in the class syllabus. One of the constant challenges to
authors of books about the global market is the rate of change. Yesterday’s impossible becomes
today’s reality. Books are quickly outdated by events. We recognize this fact and in the second
year of the book’s publication will offer on-line support, to include answers to frequently asked




questions, updates on cases and statistics, and comments on trends and new developments. In
addition, readers will have access to an interactive home page that will provide an opportunity

for students and faculty around the world to share questions, answers, and insights about global
marketing.
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