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PREFACE

It 15 an honor to introduce Professor Tathong Lu new hook Marketing i Ching of the year
2001. 1 congratulate the EMKT Croup in China for sponsoting this important work.

China 15 a new colossus in the world market. The 1ate of its growth will be durecily
propottional to the marketing skills of 1ts companies and managers. This means by defi-
mtion that the science and practice of marketing management will grow verv swiftly a< a
leading diseipline of business education in China.  Academues, both Chinese and foreign.
and Chinese business leaders will build a formidable hteratwre of marketing  Universities
and Institutes will generate consumer and business tesearch to fuel effective marketing
strategies. Chima will promote ac vancement m marketing knowledge and tnainmg. and
am proud to mnttoduce Tar ~ Hong Lu’s contnbution to this process.

The author teviews the current practice of marketing in China, and presents us with
mpressie tesearch on consumpt on behavior and tends. He 1eviews competitne strate-
gies, and makes an important cribique of the dangerous tendency of price wars, hased on
excessive supph of undifferentiated of offerings. Chinese companies must leain 1o segment
the market and target ~egments that have ditferent needs and wants,

They must never give up position in premium matkhets where companies can defend
higher prices and profitability thiough added value and eftective branding  Compames
todas are too prone to make more of the same for the mass matket. Professor Lu can ed-
ucdte manageis to comect this practice.

This study also deals with the very difficult issues of distubution in a highly regional
and <td] latgely rural society. Companies will continue to network distiibution channels
and find mnovate wavs to get needed products and service to dispersed and diverse geo-
graphic matkets  The Internet economy will play an unportant 1ole 1n accessing matkets
and also making distribution channels more transparent and efficient,

Professor Lu makes a valuable contbution with new case material that will be -
valuable to students of marketing. The disciphine requires contmuous production of ¢ase
matettal and analysis

[ highly recommend this book and am pledased to introduce 1t to you.

Milton Kotler,

KMG Kotler Marketing Group

President

KMG ~ Washington, DC and Shang Hai, China
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