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Global Marketing Management, Seventh Edition, traces its ancestry to Multinational
Marketing Management, a book that broke new ground in the field of international mar-
keting when it was published in 1974. The first edition departed from the traditional
export trade focus in the field of international marketing and adopted a strategic ap-
proach that reflected the growing importance of multinational corporations, the latest
findings of research, and the most advanced experience of practitioners. The book com-
bined text with classroom tested graduate-level cases and was an immediate worldwide
success. The objective of each revision has been to not only reflect current practice but
to anticipate the direction of development of the field and maintain the book’s author-
itative position as the leading MBA graduate-level 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, and a new chapter on global e.marketing has been
added. Also included is the completely updated “Global Income and Population for 2000
and Projections to 2010 and 2020 in the Appendix. There are four new cases, and two of
the cases that were retained from the previous edition have been revised and updated.

The seventh edition is the most exciting revision in the book’s history. Perhaps most
significantly, for the first time in modern history, even large population, low-income coun-
tries such as China and India appear to have achieved the ability to maintain sustained
development and growth that will, if continued, transform these countries from low- or
lower-middle to high-income countries. In the meantime, companies in the high-income
countries have begun to recognize that they now face formidable competitive challenges
from companies located in countries at every stage of development.

World economic integration has proceeded to advance both in the multilateral
framework of the World Trade Organization and in regional economic agreements such
as NAFTA (The North American Free Trade Agreement) and the EU (European
Union). NAFTA links the United States, Canada, and Mexico in a program of economic
integration; the EU links the 15 countries of Western Europe; and the member coun-
tries of both of these regional agreements are actively exploring expanding the mem-
bership 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 con-
tinue to meet, and the economic linkages in the Pacific basin continue to expand.

The book is organized into six parts: Part I is an introduction to global marketing.
Part II covers the major dimensions of the environment of global marketing: economic;
social and cultural; and political, legal, and regulatory. Part III is devoted to analyzing
and targeting global market opportunities. Part IV focuses on global marketing strat-
egy, and Part V,“Creating Global Marketing Programs,” covers the global marketing mix
of product, pricing, place, and promotion decisions, and how e.marketing can be inte-
grated into the marketing mix. Part VI, “Managing the Global Marketing Program,”
concludes the book with a focus on implementation. It addresses the tasks of leading,
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organizing, and monitoring the global strategy; the future of global marketing; and ca-
reers in global marketing.

This edition, like the previous six, reflects the contributions, insights,and labor of many per-
sons. My colleagues, associates, and students at the Lubin School of Business, Pace Uni-
versity, and at many other universities around the world; the fellows and members of the
Academy of International Business; and my clients, past and present, have all contributed.

Although many colleagues, students, clients, and others have contributed to this and
to previous editions, 1 especially want to thank Dorothy Minkus-McKenna, who has
been invaluable in organizing the material for this edition. The reference librarians at
Pace, Anne B. Campbell and Michelle Lang, have been an author’s dream come true:
No matter how obscure the request, they always get their document. They have a simple
rule: “If it’s out there, we'll find it.”

Hermawan Kartajaya, President of the Asia Pacific Marketing Federation and Chief
Service Officer of MarkPlus, Jakarta, has been a knowledgeable and perceptive guide
to marketing in Southeast Asia and a great source of insight and creative thinking about
the marketing concept and discipline.

Professor Bodo B. Schlegelmilch, Vice-Dean International and Chair of Interna-
tional Marketing and Management, Vienna University of Economics and Business Ad-
ministration (WU-Wien) and Editor-in-Chief of the Journal of International Marketing,
my co-author of the new Global Marketing Management: A European Perspective, has
generously shared his thoughts, experience, and insights for this revision and was espe-
cially helpful in contributing to Chapter 16. Mark Green, Professor, Simpson College,
my co-duthor of Global Marketing, has generously shared his ongoing research into case
examples for this edition.

Pace University has a unique doctoral program that attracts an impressive group of
students who have established themselves as leaders in their various fields and organiza-
tions, and who work toward their doctorate on a part-time basis while continuing their full-
time careers. I have been privileged to teach a seminar in this program and would
especially like to acknowledge the many contributions of my doctoral students in my doc-
toral seminar on global strategic marketing. In particular, I would like to acknowledge
Thomas C. Finnerty for preparing the revised “Kodak Versus Fuji” case and for Michael
A. Allocca for his preparation of the “Ascom Hasler Mailing System” case. Others who
have made special contributions to this revision include Malcolm McDonald, Cranfield
University, my co-author for Marketing Plans that Work, and colleague at Cranfield; John
Stopford, London Business School; Paul D. Ellis, Assistant Professor, The Hong Kong
Polytechnic University-Hong Kong, Yang Fu; Joseph Ganitsky, Professor of Interna-
tional Business, Loyola University-New Orleans; Donald Gibson, Professor, Macquarere
University; H. Donald Hopkins, Associate Professor, Temple University-Philadelphia;
Raj Komaran, National University of Singapore; Hermann Kopp, Professor, Norwegian
School of Management; Howard Perlmutter, The Wharton School, Inc.; James A. F. Stoner,
Fordham University; Martin Topol, Pace University; Robert Vambery, Pace University;
David Zenoff, Zenoff Associates; and Dinker Raval and Bala Subramanian of Morgan
State University.

Case studies have always been and continue to be a unique pedagogical tool. I am
grateful to all of the case authors who contributed cases to this edition.

* A.S. Norlight: Carl Arthus Solberg and Hermann Kopp, The Norwegian School of
Management :
e CEAC-China: Lluis G. Renart and Francisco Pares, Professors, IESE
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Coca-Cola: Universal Appeal?: Donna Cristo, Doctoral Student, Pace University
The Education of an Expat: Tom Miller, President, Carl Zeiss, Inc.

Euro Disney: James L. Bauer, Vice President, Chemical Bank

The Launch of GSM Cellular in South Africa: Steve Burgess, Professor, The
School of Economic and Business Studies, University of the Witwatersrand,
Johannesburg, South Africa

Oriflame: Dominique Zardel, Professor, ESSEC

Parker Pen Co., Charles J. Anderer

Metro Corporation: Farok J. Contractor, Professor, Rutgers University

Nokia and the Cellular Phone Industry: Jakob Fritz Hansen and Claus Groth-
Andersen.

My secretaries, Gail Weldon-Pietrangolare, Victoria Underhill, and Mary O’Con-
nor, have provided constant support and cheerful assistance.

The talented and creative people at Prentice Hall are always a pleasure to work
with. I especially want to thank the acquisitions editor, Whitney Blake, and her assis-
tant, Melissa Pellerano, for their support and helpful assistance.

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 marketing. To all of you I say, thank
you for your support and inspiration and best wishes for every success in your global
marketing programs.
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