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Preface

Key Features

Global marketing is one of the most exciting fields of business—today perhaps even
too exciting. Global marketers and their global brands are really the bull’s-eye target
for antiglobalization activists, and multinational capitalism is a red flag in the fabric of
the societies attacked by international terrorists. While many people and many compa-
nies around the globe still believe in the basic soundness of globalization and free
trade, there are clearly countries, companies, and people who have been shortchanged
by the globalization process and who, not surprisingly, demand redress. While terror-
ism cannot—and, fortunately, is not—condoned by anybody sane, the antiglobalization
activists are raising issues that the global marketer needs to pay attention to.

But there are other challenges as well. Global marketing is very demanding profes-
sionally. This goes for managing it or learning about it, and also for teaching it. It
requires not only a good grasp of marketing principles and an understanding of the
global environment, but also how the two interact—that is, how the environment
impacts the applicability of the marketing principles. Good marketing might be good
marketing everywhere—but this does not mean it is necessarily the same.

The challenge when writing a text in global marketing is how to avoid being over-
whelmed by all the curious and amazing differences in the marketing environment in
foreign countries. These differences make things fun and enjoyable—but also frustrat-
ing, since after a while it is difficult to see if any progress has been made. It is hard to
see the forest for the trees. The key is to focus on the marketing decisions that have to
be made—and then deal with those environmental factors that directly impact those
decisions. This is the approach taken in this text. It discusses the complexities of global
marketing and clarifies the managerial roles involved, without getting bogged down by
the many environmental issues that are only marginally relevant.

vi

When compared to other texts on the subject, Global Marketing has three main distin-
guishing features:

1. There are no introductory chaptess on “the international environment™ of politics,
finance, legal issues, and economic regions. With the exception of culture, the book
covers the environmental variables on an “as needed” basis, in the various chapters.

2. As opposed to the traditional view of one “marketing manager,” the typical global
marketing manager’s job consists of three separate tasks: foreign entry, local mar-
keting, and global management. Each requires different skills, as we will see. Our
metaphor is that the marketer wears “three hats,” sometimes successively. In foreign
entry, in global management, and to a large extent even as a local marketer in a for-
eign country, the global marketer needs skills that the home market experience—or
the standard marketing text—have rarely taught. The recognition of the three roles
helps dispel the notion that “there is no such thing as international or global mar-
keting, only marketing.” This sentiment has some truth to it, but mainly in the local
marketing portion of the job.

3. The material is based on a foundation of the theory of the multinational firm—for
the most practical of reasons, because the theory helps the marketing manager
understand what drives the company expansion abroad and how and when to adapt
the various marketing functions involved to local conditions.

At the same time much of the excellent research and tried-and-true teaching mater-
ial that global marketers in business and academe have contributed over the years is
reflected in the chapters and in the several cases that can be found at the end of each
major section. My intent has been to retain and update much of the teaching and
instructional material that has made global marketing such an exciting class in many
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business schools—and made for the start of an exciting managerial career—and to fit

the material into a structure that reflects the global marketing management tasks. I have
focused on material that is timely and up-to-date, and relevant to the global context.

Target Audience and Possible Courses

Global Marketing is aimed at the executive, the MBA student, or senior undergraduate,
none of whom is completely new to marketing or to the global environment. I have in
mind a reader who is familiar with the basic marketing principles, and who has had
some exposure to the international environment and the thrust toward a global econ-
omy. I have avoided unnecessarily complicated jargon—the global marketing job is
inherently complex, and any opportunity to “keep it simple” has been capitalized on.

The three-way partition of the book makes it possible to construct several alterna-
tive course outlines from the book.

* A complete course on “Global Marketing,” possibly using additional cases, is the
“full-course” treatment.

A shorter “Global Marketing Management” course, perhaps for executives, could go
straight from the fundamentals in the first three chapters to Part Four, “Global Man-
agement,” starting with Chapter 11. This is one approach I have used at Georgetown.

* An “International Marketing” course could focus on local marketing and global
management, Parts Three and Four.

 An “Export Marketing” course could select the foreign entry chapters from Part
Two, and then do the local marketing chapters in Part Three plus the pricing and dis-
tribution chapters in Part Four, “Global Management.”

* At Georgetown | have also used the text in a second-year MBA class titled “For-
eign Market Development,” for which I assign Parts Two and Three on foreign
entry and local marketing, and then only the first three chapters of Part Four,
“Global Management.”

New to the Fourth Edition

The fourth edition keeps the original structure (Foreign Entry, Local Marketing, Global
Management) that has proved successful and popular among users. But based upon
user and reviewer feedback, several changes have been introduced in order to make the
text more relevant, useful, and up-to-date.

The three major changes are:

1. There is a new chapter on “Global Segmentation and Positioning” (Chapter 11),
leading off the “Global Management” Part Four. The chapter adds new research on
global segmentation, pulls together material from other parts of the book, and serves
to introduce and to frame properly the globalizing firms’ strategy choices.

2. The region-specific chapters in Part Three on “Local Marketing”—mature markets in
Chapter 8, new growth markets in Chapter 9, and emerging markets in Chapter 10—
have been thoroughly updated taking into account not only economic developments
such as China’s emergence as a major player, but also the repercussions of 9/11 and
the Iraq War.

3. The e-commerce material in Chapter 17 has been updated, revised, and extended,
recognizing the rebound that has happened after the dot-com crisis at the beginning
of the new millennium.

There are also several other changes that serve to improve the coverage and incorpo-
rate new thoughts and research findings in global marketing. The antiglobalization
protests and anti-Americanism are discussed and managerial implications presented. The
shift to more localization because of these developments is emphasized in several places.
The local market research discussion in Chapter 7 has been expanded to incorporate
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Supplements

more of the measurement and sampling difficulties in various countries that jeopardize
comparability across markets. New and updated material has been added on transfer pric-
ing in the pricing chapter (Chapter 14). And, of course, most of the illustrations of global
marketing practice in the framed boxes have been updated or newly written.

Even with these changes, the basic structure of the text is the same as before. The
sequence of an initial “Fundamentals” part followed by the three tasks involved in
global marketing—foreign entry, local marketing, and global management—has
proven resilient. According to instructor and student feedback, the structure facilitates
both learning and teaching because it clarifies naturally the sometimes complex
responsibilities and relationships that have to be managed in global marketing.

Instructor’s CD-ROM
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