


KT RBBRRAM R

INTERNATIONAL MARKETING STRATEGY

L / ! e 173
[ 5 G
Flfth Edition

Rl

Frank Bradley (zx2) =

LN : MHE_ Sif
BESSEFRH

FOREIGN LANGUAGE TEACHING AND RESEARCH PRESS
; dbxt BELING




HAEE: 0120052987

© Prentice Hall Europe 1991, 1995, 1999; (© Pearson Education Limited 2002, 2005

This edition of International Marketing Strategy, Fifth Edition is published by arrangement with

Pearson Education Limited.

Licensed for sale in the mainland territory of the People’s Republic of China only, excluding Hong

Kong SAR, Macao SAR and Taiwan Province. '
WHRRETEAMBSE ABEEFS BIIRITHRXEAEBEHE,

B HE RS B (CIP) 8 7

EFRE B REE / (B/R2) AR (Bradley, F.)#F . —dLa: SMEHF SHFTH R, 2004.8
ISBN 7 - 5600 — 4377 — 1

1.8 0. % M. BETHE—THEH¥—%EX N. F40.2
i E AR A B H 1 CIP BB (2004) 56 089329 5

H R A: ZHX

wIERE: HFER

Hmigit: BIRF

HARE 1T : SMEHF SR LAt

: AL T I = JLEE 19 5 (100089)
: http: //www. fltrp. com

Bl: AETEHENFERAE

. 787X 1092 1/16 v

: 27

: 2005 4F 8 FA%E-1 ML 2005 4E 8 A% 1 WEPRI
. ISBN 7 - 5600 — 4377 — 1

: 39.90 T&

17 EXVR 38 T 1t A T U

HEBmELE BREXRER
BRI A EEHREIT: (010)88817519

FE

* HHEFIHIAEX
* Hodo 5 R B



The study of international marketing strategy is concerned with the strategic and oper-
ational marketing issues that arise in response to continuing growth in trade. It also
_ involves the concomitant availability of a myriad of new products and services, the
dramatic increase in mobile foreign investment, the widespread movement of people
and the pervasiveness of international competition at the level of the firm.
Two major forces shape the global economy today — political and economic con-
vergence and market consolidation shaped by information technology. First, the
increasing political and economic convergence manifested in new and enlarging trade
blocs and increased militarism and global terrorism is forcing international firms to
reconsider their marketing strategies. To survive in this environment, companies must
adopt flexible international marketing strategies. Firms that avoid international mar-
kets or do not have flexible or well-developed international strategies often discover
that they face competition not just from agile internationally oriented domestic firms
but also from aggressive foreign competitors seeking to expand abroad. The firm com-
petes, therefore, in a global marketplace. Second, the impact of improvements in com-
munications technologies, especially electronic communications, is forcing change on
the international firm. These improvements are due to the rapid changes in all forms of
technology that have resulted in access for many to low-cost communications that has
opened markets to customers throughout the world. ; ’
The growth of brands in international markets represents the most powerful way
the company responds to the two forces identified above. The provision of informa-
tion through corporate, product and service branding has become a phenomenon of
the global marketplace. The firm develops its international marketing strategies and
implements them in the context of a complex and changing technological and com-
petitive environment. In doing so it must also respond to the needs and demands of
a myriad of customers located in many different countries and influenced by many
different cultures. At the same time the firm must cope thh competitxon in each of its
markets. .
There are few companies that are not affected therefore, by trends in mtemanonaP ‘
markets. More open and integrated international markets create opportunities and
competitive challenges for the firm seeking profitable growth. To succeed in such an"
environment managers must be flexible and be able to develop and implement
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‘ dynamic mtematlonal marké ing s .
. tlonal ﬁrm to be able to develop cost-e&ec&ve

domestic market and once a vxable strategy is discovered ;fta ensure that resources are
allocated ina way that accutately reﬂecfss fthe strategy '

Objectives

Intematlonal Marketmg Slrategy, Se engages readers a;nd helps them understand the full

range of tasks facing the firm in international matketing The book explams how to

integrate the vaﬁous market entry and development strategies into a series of decisions
that reflect an mterplay of the international marketmg environment, technological

forces and the strengths and weaknesses of the ﬁrm After reading tlus book the reader

should be able to: V . .

= evaluate and mtegrate a wide range of management concepts mth a focus on the
international marketing tasks facmg the firm ‘

analyze management problems facing the ﬁrm in intematlonal markets ~
select and evaluate appropriate conceptual frameworks ‘
identify courses of international markeﬁng action ‘

develop international marketing st:ategies fbr cqnsumet pmducts ﬁrms, industriai
products firms and services firms, irrespective of size 0
n decxde the appropriate way ¢ 0f entering chosea for] gnt
= know how to implement the mtemat:lonal maxketmg strategy selected thmugh

suitable methods of pricing and distribution supported by appmpriate mtema-
tional marketmg negotiaﬁons strategles ~ ,

Target audience

The ﬁfth edition has been written S L

. fpostgraduate sbudents specializing ,inte ‘ﬁoﬁalriéusinessi with ma;?keting ‘f”a;s'a :
-major topic . .

= senior undergraduates who already have studxed a m‘ , keting management course

® research students in other areas of fjf 1siness who are interested in the intemational—
ization of the firm and who require a managerial oxiemation in their study

‘ opmen ¢ nurses in global strategy
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Outline

The matenal in Intemational Marketmg Strategy, Se is developed from the pexspectxve
of the firm competing in intematmnal markets. The book develops and evaluates inter-
national marketing strategies for ﬁmis at different stages of their development — ﬁrms ,
new to internationalization, ﬁrms at the growth stage and the experienced firm

attempting to extend into many additional markets using a multiplicity of entry strat- .

egies to suit the circumstances faced
Strategy is on how the fu'm ©
of the mtemational marketin’ ni

/ the firm. The focus of International Marketing
international arena, not on individual elements
The material is presented in four interrelated parts :

m The first chapter, Scope of intemanomzl marketing strategy, acts as an mtxoductlon to
the rest of the book. The di$cussion here focuses on providing a conceptual frame-
work to evaluate the firm in the mtemational marketing system.

m The matenal in Part 1 Uﬂnv s ding the intemational markeﬂng enwlron-

ment, consists of six chapters Fn'st we look at international marketing in the global
economy. An internal analysis of the company itself is provided next followed by

competltive advantage for their ﬁrfns, md pubhc policy and regulation — how
firms cope with political risk and unoertainty

types of firm, but espes:iail‘ ] Ver products are discussed in Chapter 1
Building the global brand.
markets, has been prepared by drawing on material in Chapter 8 Proﬁlmg interna-
tional product marke@ of the fourth edition arxd by adding new material. ‘

» The third part, Stxategic hailen of international market entry, comprises 3 i L .
the same four chapters asin the fourth edition, extensively rewritten. The emphasis
he new edition the focus is on first understanding the

has changed, however 1

various modes of international market entry and then mtegrating these cohesively
in a strategic approaeh to market entry

m The last part, International marketlng operations, contains four chaptexs —
channels of international distribution, pricing in international markets, sellmg and
negotiating in international markets and assessing international marketmg opera-
tions and performance. The pricing chapter has been rewritten and shortened

and now emphasizes exchange rate volatility and flexible pricing. The chapteron

er ew chapter, Chapter 12 Selecting mtematianal >
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