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Preface

International marketing represents my area of didactic concentration and reflects

my research positioning in the marketing academic spectrum. In the process of
teaching an international marketing course for more than a decade, I attempted
to find the ideal textbook for my students, one that challenged them and inter-
ested them the most. Although I could not settle on one text, the early 1990s
offered an opportunity: None of the available textbooks addressed the rapid
changes in the political, legal, and financial environment. Most made no mention
of the transformation of Central and Eastern Europe, the GATT Uruguay Round,
and the formation of the European Monetary Union. At that point, I wrote the
missing chapters, using them as handouts in class. That effort marked the incipi-
ent stage of the current textbook: It germinated the thought that writing an inter-
national textbook might be something of long-term interest.

International Marketing: Managing Worldwide Operations in a Changing
International Environment reflects my teaching philosophy: creating vivid, mem-
orable examples that help students retain international marketing theory and
facts. I have spent time with local students and students from the United States in
different countries and acted, in turn, as a student of their impressions and reac-
tions. I use in the text the more memorable aspects of these experiences—those
that had the most resonance in my international marketing class—to ensure that
the notions explained in the text come to life for university-level students. I also
share my own perspectives as a product of different cultures who has experienced
and observed marketing on four continents, and both as an expatriate and as a
local who has functioned under a free-market system and under a repressive,
anti-consumerist command economy. These experiences are further supple-
mented with material collected in my recent research and other fieldwork and
with materials obtained from various international sources: newspapers and
magazines (The Financial Times, Le Monde, The Economist, The International Her-
ald Tribune, Wall Street Journal Europe and Asia, Frankfurter Allgemeine, Siid-
deutsche Zeitung, Die Zeit, LExpress, Le Point, Jeune Afrique, and local and
international fashion magazines); government and non-governmental organiza-
tions’ publications (World Bank, United Nations Development Program, among
others); as well as publications aimed at expatriates (Delegates’ World,
Le Monde Diplomatique).

The text adopts strategic, applications-oriented approaches to country- and
region-specific environments. These are also illustrated with interviews con-
ducted for the textbook and for the case studies in the instructor’s manual with
international and local (national) marketing managers and with marketing theo-
rists who uphold different international marketing philosophies. And interviews
with consumers are used to illustrate a number of consumer behavior issues in
the chapters.

XV




Xvi

Preface

Online and in Print

International Marketing: Managing Worldwide Operations in a Changing Interna-
tional Environment is available online as well as in print. The online chapters
demonstrate how the interactive media components of the text enhance presen-
tation and understanding. For example,

* Animated illustrations help to clarify concepts.
* Clickable glossary terms provide immediate definitions of key concepts.

* The search function allows you to quickly locate discussions of specific topics
throughout the text.

You may choose to use just the online version of the text, or both the online and
print versions together. This gives you the flexibility to choose which combina-
tion of resources works best for you. To assist those who use the online and print
versions together, the primary heads and subheads in each chapter are numbered
the same. For example, the first primary head in Chapter 1 is labeled 1-1, the sec-
ond primary head in this chapter is labeled 1-2, and so on. The subheads build
from the designation of their corresponding primary head: 1-1a, 1-1b, etc. This
numbering system is designed to make moving between the online and print ver-
sions as seamless as possible.

Finally, next to a number of figures in the print version of the text, you will
see an interactive figure icon like the one on the left. The icon indicates that this
figure in the online version of the text is interactive in a way that applies, illus-
trates, or reinforces the concept.
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4 Chapter 1

k Learning Objectives J

By the end of this
chapter, you should
be able to:

¢ Define international marketing and ¢ |dentify environmental and firm-
identify the different levels of inter- specific drivers that direct firms
national involvement toward international markets

¢ Describe the different company ori- ¢ |dentify obstacles preventing firms
entations and philosophies toward from engaging in successful interna-
international marketing tional ventures

More than ever before, firms are looking for success beyond their national borders,
partnering with foreign firms, or entering new markets on their own. In the past,
internationalization was an option for large firms that had the necessary resources
to enter and develop new markets. Today, small and medium-size businesses have
access to international markets and can benefit from new venues—e.g., the Inter-
net—and new markets—e.g., emerging markets worldwide—for selling their
products.

Companies can look at international markets as a possible venue for distributing
overproduction. Alternatively, they can look at the international market as a source
of limitless opportunity—Federal Express, when assessing its growth opportunities,
states: “International, sky is the limit.”?

Federal Express has traditionally pursued markets only in industrialized countries. In
many developing countries (in Sub-Saharan Africa, for example), its competitor, DHL,
was the first to enter the market, securing business from the national government,
to the expatriate community, to local and international businesses operating there.
When Federal Express decided these markets had potential, it had to spend large
amounts of money to promote its services in these developing countries and to gain
access there. Similarly, Pepsi set up a strategic alliance with government agencies in
Central and Eastern Europe in the late 1960s, at a time when Coca-Cola did not con-
sider communist countries in Europe as an attractive investment venue. As a first
mover into this market, Pepsi was able to secure exclusive access and effectively
blocked Coca-Cola’s access for decades. In the 1990s, when these markets opened
their doors to foreign investment, Coca-Cola had to spend huge amounts of money
to overtake Pepsi‘s lead in these markets, with limited success.

This chapter will introduce the different internationalization philosophies of inter-
national firms and address the drivers (environmental and firm-specific) of and
obstacles to international expansion.

1. FedEx Corporation Presents, internal presentation.




