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Philip R. Cateora, Professor Emeritus, The University of Colorado at Boulder, received
his Ph.D. from the University of Texas at Austin where he was elected to Beta Gamma
Sigma. In his academic career at the University of Colorado he has served as Division Head
of Marketing, Coordinator of International Business Programs, Associate Dean, and In-
terim Dean. His teaching has spanned a range of courses in marketing and international
business from fundamentals through the doctoral level. He received the University of
Colorado Teaching Excellence Award and the Western Marketing Educator’s Association’s
Educator of the Year Award.

Professor Cateora has conducted faculty workshops on internationalizing principles of mar-
keting courses for the AACSB and participated in designing and offering similar faculty
workshops under a grant by the Department of Education. In conjunction with these efforts,
he co-authored Marketing: An International Perspective, a supplement to accompany prin-
ciples of marketing texts. Professor Cateora has served as consultant to small export com-
panies as well as multinational companies, served on the Rocky Mountain Export Council,
and taught in management development programs. He is a Fellow of the Academy of Inter-
national Business.

John L. Graham, Professor of International Business and Marketing and Associate Dean
at the Graduate School of Management at the University of California, Irvine, has been
Director, UCI Center for Citizen Peacebuilding, Visiting Scholar, Georgetown University
School of Business, Visiting Professor at Madrid Business School in Spain, and Associate
Professor, University of Southern California. Before beginning his doctoral studies at U.C.
Berkeley, he worked for a division of Caterpillar Tractor Co. and served as an officer in the
U.S. Navy Underwater Demolition Teams. Professor Graham is the author (with N. Mark
Lam), of China Now, (McGraw-Hill 2006); with Yoshihiro Sano and James Hodgson, former
U.S. ambassador to Japan, of Doing Business with the New Japan (Rowman & Littlefield,
3rd edition, 2000); author, with Philip Cateora, of International Marketing (McGraw-Hill,
10th, 11th, and 12th editions, 1999); and editor, with Taylor Meloan, of Global and Inter-
national Marketing (Irwin, 2nd edition, 1997). He has also written more than 50 articles
and chapters for publications such as the Harvard Business Review, Sloan Management
Review, Journal of Marketing, Journal of International Business Studies, Journal of Con-
sumer Research, Strategic Management Review, Marketing Science, Journal of Higher
Education, the Los Angeles Times, and The New York Times; excerpts of his work have
been read into the Congressional Record and his research of business negotiation styles in
20 cultures was the subject of an article in the January 1988 issue of Smithsonian; his 1994
paper in Management Science received a citation of excellence from the Lauder Institute at
the Wharton School of Business.




At the start of the last millennium the Chinese were the preeminent international traders.
Although a truly global trading system would not evolve until some 500 years later,
Chinese silk was available in Europe.

At the start of the last century the British military, merchants, and manufacturers dom-
inated the seas and international commerce. Literally, the sun did not set on the British
Empire.

At the start of the last decade, Japan’s economic successes had rendered the military
competition between the United States and the Soviet Union obsolete. Pundits circa
1990 predicted a Pacific Century, wherein trans-Pacific trade would surpass trans-
Atlantic trade. Other Asian economies would follow the lead of Japan. No one then fore-
saw the ascendancy and impact of the American-created information technology
revolution.

What surprises do the new decade, century, and millennium hold in store for all of
us? Halfway through the decade natural disasters and wars have hampered commerce
and human progress. The battle to balance economic growth and stewardship of the
environment continues. The globalization of markets has certainly accelerated through
almost universal acceptance of the democratic free enterprise model and new communi-
cation technologies, including cell phones and the Internet. Which will prove the better,
Chinese gradualism or the Russian big-bang approach to economic and political re-
form? Will the information technology boom of the previous decade be followed by a
demographics bust when American baby boomers try to retire in 2010? Or will NAFTA
and the young folks in Mexico provide a much needed demographic balance? Ten years
out the debate about global warming should be settled—more data and better science
will yield the answers. What unforeseen advances or disasters will the biological
sciences bring us? Will we conquer AIDS/HIV in Africa? Will weapons and warfare
become obsolete?

International marketing will play a key role in providing positive answers to all these
questions. We know that trade causes peace and prosperity by promoting creativity, mutual
understanding, and interdependence. Markets are burgeoning in emerging economies in
castern Europe, the Commonwealth of Independent States, China, Indonesia, Korea, India,
Mexico, Chile, Brazil, and Argentina—in short, globally. These emerging economies hold
the promise of huge markets in the future. In the more mature markets of the industrialized
world, opportunity and challenge also abound as consumers’ tastes become more sophisti-
cated and complex and as increases in purchasing power provide consumers with new
means of satisfying new demands.

Opportunities in today’s global markets are on a par with the global economic expansion
that existed after World War II. Today, however, the competitive environment within which
these opportunities exist is vastly different from that earlier period when United States
multinationals dominated world markets. From the late 1940s through the 1960s, multina-
tional corporations (MNCs) from the United States had little competition; today, companies
from almost all the world’s nations vie for global markets.

There is no better illustration of the changes that have occurred in the competition for
global markets in the last quarter century than that experienced by General Electric
Lighting (GEL). GEL, begun in 1887, dominated the U.S. lighting market until tradi-
tional rival Westinghouse sold its lamp operations to Philips Electronics of Holland in
1983. “Suddenly,” reflected GELs chief, “we have bigger, stronger competition. They’re
coming to our market, but we’re not in theirs. So we’re on the defensive.” Not long af-
ter, GEL acquired Tungsram, a Hungarian lighting company, and Thorn EMI in Britain,
and then moved into Asia via a joint venture with Hitachi. As recently as 1988, GE
Lighting got less than 20 percent of its sales from outside the United States; in 2000,
more than half came from abroad. What happened at GE Lighting has occurred over and
over again to MNC:s in the United States, Europe, and Asia. The companies that succeed
in the 21st century will be those capable of adapting to constant change and adjusting to
new challenges.
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The economic, political, and social changes that have occurred over the last decade have
dramatically altered the landscape of global business. Consider the present and future im-
pact of the following:

 The ever-present threat of global terrorism as represented by the September 11,
2001, attacks

* Major armed conflicts in sub-Saharan Africa and the Middle East
* The looming global recession

* The emerging markets in eastern Europe, Asia, and Latin America, where more than
75 percent of the growth in world trade over the next 20 years is expected to occur

* The reunification of Hong Kong, Macau, and China, which finally puts all of Asia
under the control of Asians for the first time in over a century

* The European Monetary Union and the successful switch from local-country curren-
cies to one monetary unit for Europe, the euro

* The rapid move away from traditional distribution structures in Japan, Europe, and
many emerging markets

¢ The growth of middle-income households the world over

* The continued strengthening and creation of regional market groups such as the
European Union (EU), the North American Free Trade Area (NAFTA), the Central
American Free Trade Area (CAFTA), ASEAN Free Trade Area (AFTA), the South-
ern Cone Free Trade Area (Mercosur), and the Asian-Pacific Economic Cooperation
(APEC)

» The successful completion of the Uruguay Round of the General Agreement on Tar-
iffs and Trade (GATT) and the creation of the World Trade Organization (WTO), the
latter now including China and Taiwan

* The restructuring, reorganizing, and refocusing of companies in telecommunica-
tions, entertainment, and biotechnology, as well as in traditional smokestack indus-
tries around the world

* The continuing integration of the Internet and cell phones into all aspects of compa-
nies’ operations and consumers’ lives

These are not simply news reports. These changes affect the practice of business world-
wide, and they mean that companies will have to constantly examine the way they do busi-
ness and remain flexible enough to react rapidly to changing global trends to be
competitive.

As global economic growth occurs, understanding marketing in all cultures is increas-
ingly important. International Marketing addresses global issues and describes concepts
relevant to all international marketers, regardless of the extent of their international in-
volvement. Not all firms engaged in overseas marketing have a global perspective, nor do
they need to. Some companies’ foreign marketing is limited to one country; others market
in a number of countries, treating each as a separate market; and still others, the global en-
terprises, look for market segments with common needs and wants across political and eco-
nomic boundaries. All, however, are affected by competitive activity in the global
marketplace. It is with this future that the thirteenth edition of /nternational Marketing is
concerned.

Emphasis is on the strategic implications of competition in different country markets.
An environmental/cultural approach to international marketing permits a truly global
orientation. The reader’s horizons are not limited to any specific nation or to the particular
ways of doing business in a single nation. Instead, the book provides an approach and
framework for identifying and analyzing the important cultural and environmental unique-
ness of any nation or global region. Thus, when surveying the tasks of marketing in a
foreign milieu, the reader will not overlook the impact of crucial cultural issues.

The text is designed to stimulate curiosity about management practices of companies,
large and small, seeking market opportunities outside the home country and to raise the



reader’s consciousness about the importance of viewing international marketing manage-
ment strategies from a global perspective.

Although this revised edition is infused throughout with a global orientation, export
marketing and the operations of smaller companies are not overlooked. Issues specific to
exporting are discussed where strategies applicable to exporting arise, and examples of
marketing practices of smaller companies are examined.

New and Expanded TOPiCS in This Edition The new and expanded topics in this thir-

teenth edition reflect issues in competition, changing marketing structures, ethics and
social responsibility, negotiations, and the development of the manager for the 21st cen-
tury. Competition is raising the global standards for quality, increasing the demand
for advanced technology and innovation, and increasing the value of customer satisfac-
tion. The global market is swiftly changing from a seller’s market to a buyer’s market.
This is a period of profound social, economic, and political change. To remain compet-
itive globally, companies must be aware of all aspects of the emerging global economic
order.

Additionally, the evolution of global communications and its known and unknown
impact on how international business is conducted cannot be minimized. In the third
millennium people in the “global village” will grow closer than ever, and will hear and
see each other as a matter of course. An executive in Germany will be able to routinely
pick up his or her videophone to hear and see his or her counterpart in an Australian
company or anywhere else in the world. In many respects, geographic distance is be-
coming irrelevant.

Telecommunications, videophones, facsimile machines, the Internet, and satellites
are helping companies optimize their planning, production, and procurement processes.
Information—and, in its wake, the flow of goods—is moving around the globe at lightning
speed. Increasingly powerful networks spanning the globe enable the delivery of services
that reach far beyond national and continental boundaries, fueling and fostering interna-
tional trade. The connections of global communications bring people all around the world
together in new and better forms of dialogue and understanding.

This dynamic nature of the international marketplace is reflected in the number of sub-
stantially improved and expanded topics in this thirteenth edition, including the following:

» A deeper look at the causes of cultural differences

* The Internet and cell phones and their expanding role in international marketing
» Negotiations with customers, partners, and regulators

» Big emerging markets (BEMs)

» Evolving global middle-income households

* Bottom of the pyramid markets

» World Trade Organization

* Free trade agreements

» Asia-Pacific Economic Cooperation

* Multicultural research

* Qualitative and quantitative research

» Country-of-origin effect and global brands

* Industrial trade shows

+ A growing emphasis on both consumer and industrial services

* Trends in channel structures in Europe, Japan, and developing countries
« Ethics and socially responsible decisions

* Green marketing

 Changing profiles of global managers



StI’UCtU re Of the Text The text is divided into six parts. The first two chapters, Part 1, introduce the reader

to the environmental/cultural approach to international marketing and to three international
marketing management concepts: domestic market expansion, multidomestic marketing,
and global marketing. As companies restructure for the global competitive rigors of the
2 1st century, so too must tomorrow’s managers. The successful manager must be globally
aware and have a frame of reference that goes beyond a country, or even a region, and en-
compasses the world. What global awareness means and how it is acquired is discussed
early in the text; it is at the foundation of global marketing.

Chapter 2 focuses on the dynamic environment of international trade and the competi-
tive challenges and opportunities confronting today’s international marketer. The impor-
tance of the creation of the World Trade Organization, the successor to GATT, is fully
explored. The growing importance of cell phones and the Internet in conducting interna-
tional business is considered, creating a foundation on which specific applications in sub-
sequent chapters are presented.

The five chapters in Part 2 deal with the cultural environment of global marketing. A
global orientation requires the recognition of cultural differences and the critical decision
of whether it is necessary to accommodate them.

Geography and history (Chapter 3) are included as important dimensions in under-
standing cultural and market differences among countries. Not to be overlooked is concern
for the deterioration of the global ecological environment and the multinational company’s
critical responsibility to protect it.

Chapter 4 presents a broad review of culture and its impact on human behavior as it re-
lates to international marketing. Specific attention is paid to Geert Hofstede’s study of cul-
tural values and behavior. The elements of culture reviewed in Chapter 4 set the stage for
the in-depth analyses in Chapters 5, 6, and 7 of business customs and the political and le-
gal environments. Ethics and social responsibility are presented in the context of the
dilemma that often confronts the international manager, that is, balancing corporate profits
against the social and ethical consequences of his or her decisions.

The three chapters in Part 3 are concerned with assessing global market opportunities.
As markets expand, segments grow within markets; as market segments across country
markets evolve, marketers are forced to understand market behavior within and across dif-
ferent cultural contexts. Multicultural research, qualitative and quantitative research, and
the Internet as a tool in the research task are explored in Chapter 8.

Chapters 9 and 10 in Part 3 explore the impact of the three important trends in global
marketing: the growth and expansion of the world’s big emerging markets; the rapid growth
of middle-income market segments; and the steady creation of regional market groups that
include NAFTA, the European Union, CAFTA, APEC, and the evolving Free Trade Area of
the Americas (FTAA). Also discussed is the growing number of trade agreements that have
been executed by the European Union and Japan with the FTAA and some Latin American
countries.

The strategic implications of the dissolution of the Soviet Union the emergence of new
independent republics, the shift from socialist-based to market-based economies in Eastern
Europe, and the return of South Africa and Vietnam to international commerce are examined.
Attention is also given to the efforts of the governments of India and many Latin American
countries to reduce or eliminate barriers to trade, open their countries to foreign investment,
and privatize state-owned enterprises.

These political, social, and economic changes that are sweeping the world are creating
new markets and opportunities, making some markets more accessible while creating the
potential for greater protectionism in others.

In Part 4, Developing Global Marketing Strategies, planning and organizing for global
marketing is the subject of Chapter 11. The discussion of collaborative relationships, in-
cluding strategic alliances, recognizes the importance of relational collaborations among
firms, suppliers, and customers in the success of the global marketer. Many multinational
companies realize that to fully capitalize on opportunities offered by global markets, they
must have strengths that often exceed their capabilities. Collaborative relationships can



provide technology, innovations, productivity, capital, and market access that strengthen a
company’s competitive position.

Chapters 12 and 13 focus on product and services management, reflecting the differ-
ences in strategies between consumer and industrial offerings and the growing impor-
tance in world markets for both consumer and business services. Additionally, the
discussion on the development of global offerings stresses the importance of approach-
ing the adaptation issue from the viewpoint of building a standardized product/service
platform that can be adapted to reflect cultural differences. The competitive importance
in today’s global market for quality, innovation, and technology as the keys to marketing
success is explored.

Chapter 14 takes the reader through the distribution process, from home country to the
consumer in the target country market. The structural impediments to market entry im-
posed by a country’s distribution system are examined in the framework of a detailed pre-
sentation of the Japanese distribution system. Additionally, the rapid changes in channel
structure that are occurring in Japan, as well as in other countries, and the emergence of the
World Wide Web as a distribution channel are presented.

In Chapter 15, the special issues involved in moving a product from one country market
to another, and the accompanying mechanics of exporting, are addressed. The importance
of the Internet in assisting the exporter to wade through the details of exporting is discussed
in the context of the revised export regulations.

Chapter 16 covers advertising and addresses the promotional element of the interna-
tional marketing mix. Included in the discussion of global market segmentation are recog-
nition of the rapid growth of market segments across country markets and the importance
of market segmentation as a strategic competitive tool in creating an effective promotional
message. Chapter 17 discusses personal selling and sales management and the critical na-
ture of training, evaluating, and controlling sales representatives.

Price escalation and ways it can be lessened, countertrade practices, and price strategies
to employ when the dollar is strong or weak relative to foreign currencies are concepts pre-
sented in Chapter 18.

In Part 5, Chapter 19 is a thorough presentation of negotiating with customers, partners,
and regulators. The discussion stresses the varying negotiation styles found among cultures
and the importance of recognizing these differences at the negotiation table.

Ped agog ical Features of the Text The text portion of the book provides a thorough coverage of

its subject, with subject emphasis on the planning and strategic problems confronting com-
panies that market across cultural boundaries.

The use of the Internet as a tool of international marketing is stressed throughout the
text. On all occasions where data used in the text originated from an Internet source, the
Web address is given. Problems that require the student to access the Internet are included
with end-of-chapter questions. Internet-related problems are designed to familiarize the
student with the power of the Internet in his or her research, to illustrate data available on
the Internet, and to challenge the reader to solve problems using the Internet. Many of the
examples, illustrations, and exhibits found in the text can be explored in more detail by ac-
cessing the Web addresses that are included.

Current, pithy, sometimes humorous, and always relevant examples are used to stimulate
interest and increase understanding of the ideas, concepts, and strategies presented in em-
phasizing the importance of understanding cultural uniqueness and relevant business prac-
tices and strategies.

Each chapter is introduced with a Global Perspective, a real-life example of company
experiences that illustrates salient issues discussed in the chapter. Companies featured in
the Global Perspectives range from exporters to global enterprises.

The boxed “Crossing Borders,” an innovation of the first edition of International Mar-
keting, have always been popular with students. They reflect contemporary issues in inter-
national marketing and can be used to illustrate real-life situations and as the basis for class
discussion. They are selected to be unique, humorous, and of general interest to the reader.



The book is presented in full color, allowing maps to depict of geographical, cultural,
and political boundaries and features more easily. Color also allows us to better com-
municate through that medium the intricacies of international symbols and meanings in
marketing communications. New photographs of current and relevant international mar-
keting events are found throughout the text—all in color.

“The Country Notebook—A Guide for Developing a Marketing Plan,” found in Part 6,
Supplementary Material, is a detailed outline that provides both a format for a complete
cultural and economic analysis of a country and guidelines for developing a marketing
plan.

In addition to “The Country Notebook,” Part 6 comprises a selection of short and long
cases. The short cases focus on a single problem, serving as the basis for discussion of a
specific concept or issue. The longer, more integrated cases are broader in scope and focus
on more than one marketing management problem; new cases focus on services marketing,
and marketing strategy. The cases can be analyzed by using the information provided. They
also lend themselves to more in-depth analysis, requiring the student to engage in addi-
tional research and data collection.

Su PP leme NS  We have taken great care to offer new features and improvements
to every part of the teaching aid package. Following is a list of specific features:

* Instructor’s Manual and Test Bank. The Instructor’s Manual, prepared by the
authors, contains lecture notes or teaching suggestions for each chapter. A section
called “Changes to This Edition” is included to help instructors adapt their teaching
notes to the thirteenth edition. A case correlation grid at the beginning of the case
note offers alternative uses for the cases.

The Test Bank, prepared by Davis Folsom, University of South Carolina—Beaufort, is
bound with the Instructor’s Manual for ease of use. The Test Bank contains more than 2,000
questions, including true/false, critical thinking, and essay formats. Computerized testing
software with an online testing feature is also available on the instructor’s CD-ROM.

* Videos. The video program has been revised for the thirteenth edition and contains
new footage of companies, topics videos, and unique training materials for interna-
tional negotiations. Teaching notes and questions relevant to each chapter in the text
are available in the IM and at the Web site.

* PowerPoint slides. This edition has PowerPoint slides for both the instructor and
students, the latter of which are narrated. The PowerPoint presentation that accompa-
nies International Marketing, thirteenth edition, contains exhibits from the text and
other sources. The PowerPoint slides are prepared by Caroline Juszczak.

* Instructor’s CD-ROM. This presentation manager, available to adopters of the text-
book, contains the Instructor’s Manual, Test Bank, and PowerPoint. Instructors have
the ability to customize their lectures with this powerful tool.

* Web site: www.mhhe.com/cateora07. Included on the site are instructor resources
such as downloadable files for the complete Instructor’s Manual, PowerPoint slides,
video clips, and links to current events and additional resources for the classroom.
Instructors can also link to PageOut to create their own course Web site and access
the complete Test Bank. For students, our site provides links to Web sites, an interac-
tive version of the Country Notebook, online quizzing, and narrated chapter
PowerPoint Slides.

ACkﬂOWledgmentS The success of a text depends on the contributions of
many people, especially those who take the time to share their thoughtful criticisms and
suggestions to improve the text.



We would especially like to thank the following reviewers who gave us valuable insights
into this revision:

Francisco Coronel Kristen Regine

Hampton University Johnson & Wales University
Steven Engel Ye Sheng

University of Colorado—Boulder Florida Atlantic University
Randy Howell Tanuja Singh

Kirkwood Community College Northern Illinois University
Joe H. Kim Bronis Verhage

Rider University Georgia State University

Susan D. Peters
California State University—Pomona

We appreciate the help of all the many students and professors who have shared their opin-
ions of past editions, and we welcome their comments and suggestions on this and future
editions of International Marketing.

A very special thanks to Andy Winston, Amy Luck, Dan Silverburg, Rhonda Seelinger,
Harvey Yep, Sesha Bolisetty, Cara David, Sue Lombardi, Kathy Shive, and Janna Martin
from McGraw-Hill/Irwin, whose enthusiasm, creativity, constructive criticisms, and com-
mitment to excellence have made this edition possible.

Philip R. Cateora
John L. Graham




WALKTHROUGH

A quick look at the new edition

International Marketing by Cateora and
Graham has always been a pioneer in the field
of international marketing. The authors

continue to set the standard in this edition with E w
new and expanded topics that reflect the swift
changes of an expanding competitive global
market as well as an increased coverage of
technology’s impact on the international
market arena.
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New color maps and exhibits allow for improved pedagogy and a clearer presentation of
international symbols and cultural meanings in marketing and advertising. In addition,
photos that depend on full color for maximum impact easily bring many global examples
to life. This visually stimulating combination works together to make the text material
reader-friendly and accessible for both instructors and students.




Chapter Openers

Chapter Outline provides students an at-a-glance overview of
chapter topics, while Chapter Objectives summarize the chapter’s
goals and focus. Each chapter is introduced with a Global
Perspective, a real-life example of company experiences that
illustrates significant issues discussed in the chapter. Companies
featured in the Global Perspective vignettes range from exporters to
global enterprises.

PART ONE

The scope and challenge
of international marketing

CHAPTER OUTLINE

Global Perspective: Global Commerce Causes Peace

CHAPTER LEARNING OBJECTIVES
What you should learn from Chapter 1:

The Internationalization of U S. Business + The changing face of U.S. business
International Marketing Defined « The scope of the international marketing task
The International Marketing Task + The importance of the self-reference critarion (SRC)

Marketing Decision Factors in international marketing
Aspects of the Domestic Environment

o £ + The progression of becoming a global marketer

Brioremasal KRR The increasing importance of global awareness

The Self-Reference Criterion and Ethnocentrism:
Major Obstacles

Developing a Global Awareness

Stages of International Marketing Involvement

No Direct Foreian Marketing
Infrequent Foreign Marketing
Regular Foreign Marketing

cies uavies millcon;oF jepie ot ssoind the workdta
work together. Moreover, no company does more? to enable
‘peaple from all countries to meet face to face for both recre;

International Marketing
Global Marketing
Strategic Orientation

Domestic Market Extansion Orientation
Multidomestic Marke? Orientation
Global Market Orientation

The Orientation of International Marketing

PART TWO

The political Environment:

A CRITICAL CONCERN

CHAPTER OUTLINE

Global Perspective: Chiquita Bananas and Prosciutto di
Parma, Louis Vuitton Handbags, Scented Bath Oils.
and Soaps, and Batteries—Strange Bedfellows from
the World of Politics

CHAPTER LEARNING OBJECTIVES

What you should learn from Chapter ¢

What the sovereignty of nations means and how it
«can affect the stability of government policies

« How different governmental types, political parties,
nationalism, targeted fear/animosity, and trade
disputes can affect the environment for marketing in
foreign countries

The Sovereignty of Nations
Stability of Government Policies

Forms of Governrant

Poltical Parties

Nationalism

Targeted Fear anclor Animosty

Trade Disputes + The impertance of the political system to
international marketing and its effect on foreign
investments

The political risks of global business and the factors.
that affect stability

Political Risks of Global Business

Confiscation, Expropriation, and Domestication
Economic Riks + The impact of political and social activists, violence,
Palitical Sanctions and terrorism on international business.
Palgical and Social Activsts and Nongovernmental
Organiations
Viclenca and Terrorsm
Cbertarmonsm snd Cyoercrima

because they (10
entirely. That was lhelr intention,
have meant killing Reha Enterprises as well
1n effect, he was told it was his fault that he got caught up,
in the trade war, He should have attended the hearings,
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Federal Register was not on Rhea's
In that case, he was told, he should
in Washington to keep him briefed,
doesn’t make much sense to 4 cor

+ How to assess and reduce the effect of political
vulnerabilfty

« How and why governments encourage foreign
Assessing Political Vulnerability investment
Palitally Sensitive Products and lssues

Forecasting Politcal Risk

Lessening Political Vulnerability
Joint Ventures
Expanding the Invesiment Base
Licansin
Planned Domestication
Paltical Bargaining
Political Payoffs

Government Encouragement




Crossing Borders Boxes

These invaluable boxes offer anecdotal company examples.
These entertaining examples are designed to encourage
critical thinking and guide students through topics ranging
from ethical to cultural to global issues facing marketers

today.
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CROSSING BORDERS 3.5

As nations prosper and economic development is
sought, buiding roods ondldams and digging tunnels to

ten at an unintended cost. For example, » 1,097-mile trip
on BR-163, the road between Saniarém, a port on the
‘Amazon River, and Cuiabd, capital of the state of Mato
Grosso, Brazl, can take 14 days during the rainy season
Wht Brartiaris call e Pwiaiich Erbatin

ket” to the “worlds lungs"—the crop fields and pastures
of Mato Grosso to the Amazonian rain forest. You drive.
on whichever bit of the road seems least likely 1o tear off
the undercarriage of your vehicle. During the smonth
rainy season, when the road becomes a river of mud,
men with tractors wait for you to founder and ther haul

you out for a fee. Wmmhuryem,m-Bﬂ 163 wilbe- A
come towarel for Atthe behest of
markets in Europe and Asi et irg

el phanes from Manaus to Sao Paulo, thus ending the
nearisolation of hundreds of thousands of peaple living
along its unpaved stretches. But at what cost?

I the past is any guide, the “lungs* will suffer. Paving
the BR-163 could lay waste to thousands of square kilo-
meters of forest, carrying deep into the jungle the “arc of
deforestation” through which it passes. In general, some
85 percent of deforestation takes place within 50 kilome-
ters of a road, because a road makes it more profitable to
fell trees, first for timber and then for pasture,

 Accrding the head ofthe union ofrral workers, “On

BR-A63 wil bri
the other hand it will bring rin to the regi tand

10 up 10.30 parcent of the warld's srimal and plar I
1 Reuters NewMedia Inc /CORBIS)

‘chaotic growth, reclucing social inequities rather than
exacerbating them, preserving the Amazon rather than
despolling . Getting it right has now becore  global
project, involving NGOs,* multinationals, and grassroots
aroups, as well as all levels of Brazil’s government. The.
miracle will be a road that promotes Brazils growth
while protecting the indispensable Amazon

grbbing, more chug wofficking. ar

andd
See

five." According to a report by two research institutes,
paving the BR-163 could destroy 22,000 to 49,000

wowrga.org,
Sourcws: “Asphalt the Jungle," The Eccnomist, July 22, 2004;

avenues, opaned a new cultural center offering free

uaht 2 sourt or-
der to have the Czach company’s products taken off
the shelves in Hong Kong, won 3 ruling in Hungary,
and has launchad similar lavesuits in tha United King
‘dom and the United States. A.B said the Caoch browery

w© n-mmg anuagrrneuvx nc ran newspapar ads.

had beer i
beied "Budwerer Buckar”  the stte of vwand 1

Achelaac oy Gou! s t5 i sipor for
m\nqmy ki Culb i ok ey
oon

says e to con-
e bt ey e e . WA 4 S
auccess

M G A! inverested 1 o browory
B

The WIO 1o grant
Sencingi e o e el of iibe'mn rotscion tnt

whose annual producti
Fvaentof oo deys oot or ABT
Part awnership s critcally impartant 1o Anheusar-
Busch for two reasons. It s in search of new markets in
Eufope, and it wants 1o be able to market the Budweiser
e Ec 58 Mot e ot A

Ciioh oo oo [ P et o e
legally entited 1o call themsatves champagrie, it would
mean that anly beers brewed in Ceske Budejovice
could call themselves Budweiser and only those brewed
inPizan, another Casch own, coukd c o be Pisne

have the rights: e
Dace i Hbioviy Busier 8.5 v .t public has becorme » ne {mnbonts spofe fkd |
rolations plan didn’t work Canchs seo

Budvar as the “family siver.” Although the Caech prime
y for American investors to put

the strength of American investors, but | do not believe
nthe quality of American beer”

malt an the hops that go it s buer co ot come ex-
clusivly from Casks Budéiovice
The fegal batls for the excluave right t use the
b narmes fud and Buchwersar has -
S far, this tactic hasn't worked too well either.
itains high court alowed boh comparios to use

s i e peipli i
the St. Louis family brawery and began selling undes the.
Bucweisar brand in 1676, which .19 yoars bafora the
Canch brewery opened. The Czaths clam they have been
using the name since bafore Columbus discovered the
New World and that Budweiser refers to Budwis, the
original name of the city whero Budvar is located. That
s the name commanly referred to bear brewed in that

idweiser, whereas Switzerlands
highest court banned Anheuser.Busch from seling beer
under the Bud

We all know that the proof of who's best i i the
tasting, right? Both lagers have legions of fans. The U5,
version lives up to it old slogan of "king of beers,” at

SE i & fown e b

ye
brewing Budwerser.

The Anhauser-Busch Company markets Budweiser
brand beor in North America, but in Europs it markets
Busch beand beer becausa the Crechs have the rights
10 the use of the name Budweiser. Dipfomacy and pub-
Hc relations didet work, 50 what rext? The partes hove
each other tied up i lagal wrangling over who has the.
e 1o e B s rc 19 it i .
such s Bud. M

plr\s of Europe. So the St Lows Past Dispatch s
2 blind taste tost to determine which beer is batiar—
Budvar won
Visit the Budvar Wb site (ww Budvat c2) for the his-
tory of Budvar and a tour of the plant, and visi ther AB
‘poige at wwwianheuser-buich.com.

Souce Sambonk, Bt of o B ot Toar Sy

e casos ropencing acrss Ewrope, US, l protscs
the

N
1999, o E1; *Prime Minstor Soys Bucdvar Wil S Cach

United States; the Czech sell their bear as e
'@ Croch browery exports 1o 37 counties, mairly
in Esrope, and AB has sales in moce than 70 countries

byt s ‘um’ Tode
marka.” St Louls Post D wy 17, 2008, b Saltr,
TRty o B B Pl o, 0017,

Stave Connor,"How a Century of Destruction Has Laid Baro
he Worlds Rainforests,” The (tondon) independent, July
2004; Loandro V. Ferreia, “Amazonian Dufcrostation Models,”
“Sciance, Fabruaty 18, 2005,

zon forest by 2020,
rgue that this paving will be a
bringing ordered rather than

and the environment from the process of economie growth,” is the concep that guides many
overnments and multinational companies today ** Sustainable development is not about the
environment or the economy or society, It is about striking a lasting balance between all of
these. More and more companics are embracing the idea of sustainable development s a
in-win” opportunity:*| Responsibility for protecting the environment does not rest solely
with governments, businesses, or activist groups, however; each citizen has a social and
moral responsibility to include environmental protection among his or her highest goals.

“leramy Rifkn, “The Euopean Drcan: Bulding S Devsopment i Globlly Convecod
kT i e

it wwwocsdon; the OECD. Web sie, for o 4|mu..y, to complete coverage of sustainable
dn-:lnrlmcm

din @ for the Amazing Environmental Organizution Web Dircctory, n search
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NEW Cases

A

CASE 3—3 Car.com
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New cases, both in the book and on
video, accompany the new edition,
enlivening the material in the book and
class discussions while broadening a
student’s critical thinking skills. These
cases bring forth many of the topics
discussed in the chapters and
demonstrate how these concepts are
dealt with in the real world.




A Wealth of Supplements

Global Perspectives

At the beginning of each chapter, Global
Perspectives give examples of current
company experiences in global marketing.
[llustrating chapter concepts, these profiles
help students to combine the theory they read
about with real-life application.

specials

Cold Weather Deal Rowing USA Avold Boat Bite
Turtle, Tights, JL Striped Shirt Thorlo Socks
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PART THREE

< had to learn 1o
plex and rapidly
sonal connetions

or $150 wireless phanes in a
gross domestic product is only
dollars a year? Marketing researchers

profits are growing E '
and overseas expansion is continue pa

China since its entry into the World Trade Organization. As
one exceutive commented. “It bogales the min

You would sell [in Chinal."
The China market can be difficult 10 tap and
profitable for many years. Most foreign retail
€ Wi
very different from those on Main

_Video Segment

In a segment produced by author John Graham, the video
takes a look at JL Design, a U.S.-based manufacturer of
athletic apparel. This segment examines how a small
business grew to marketing their products internationally
and how it has managed its growth within a global
market.




