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CONSULTANT’S PREFACE

The Book

Readers will find that this is no ordinary case
book; this book extends beyond the cases to have
as much emphasis on analysis of the cases, as on
the cases themselves. Written and compiled by a
chair professor with comprehensive international re-
search and teaching experience, this book is distin-
guished by the following package of differentiating
benefits to its audience:

* the cases cover a range of complementary is-
sues over the whole spectrum of the disciplinary are-
as of Management and Marketing, with each of the
five parts corresponding to conventionally recogniza-
ble subjects;

* the cases are based on the contemporary
practices of actual companies or report realistic situa-
tions based on secondary information;

* the cases are kept as short as possible without
compromising their educational merit;

* all cases have side-by-side Chinese translation
for a better understanding of the English text by
Chinese readers.
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The cases are meant to provide interesting learn-
ing, as well as function as instructional tools. They
show how contemporary managers think and be-
have, and how strategies bring about business suc-
cess or failure. We believe that as much insight can
be gained from business failures as from business
successes. We hope that the cases presented will
help to transform remote concepts into practical real-
ity in a relevant and interesting manner.

We Dbelieve thet case information, however intere-
sting, would not enable learning without attendant
analysis. So, principles from five subjects within the
disciplinary areas of Management and Marketing
have been rigorously applied to provide insightful a-
nalysis of the cases. Such analysis have been de-
signed to deliver perceptual depth to the understand-
ing of the management and marketing practices of in-
dividuals and firms.

The analysis accompanying the cases serve to
demonstrate the instrumental power of management
and marketing principles. Readers are encouraged to
regard theoretical principles, not as ends in them-
selves, but as tools for improving business decision-
making for business problem-solving. We hope that
this would enhance the capability of this book to pro-
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vide a vehicle for both learning and teaching.

The book provides comprehensive and balanced
coverage of the subject matter. Comprehensiveness
is achieved by classifying the cases into five catego-
ries that correspond to the conventionally recogniza-
ble subject areas of Management, Marketing Man-
agement, Marketing Principles, International Market-
ing, and Marketing Research. Balance is achieved,
not only by complementarity in the range of problems
addressed, but also by the particular nature of the
cases. In the collection, while some cases deal with
well-known companies, others deal with lesser-
known companies; while some cases deal with lar-
ger corporations, others deal with more entrepre-
neurial ones; while some cases deal with high-tech
companies, others deal with low-tech companies;
while some cases are long, others are short; while
some cases are goods-oriented, others are service-
oriented. The package of cases is designed to pro-
vide comprehensive and well-rounded learning of the
disciplinary areas of Management and Marketing.
The Author

This book has benefited from the qualifications
and experience of its author, Dr Nicholas Samuel. Dr
Samuel has a varied career in several countries, both
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inside and outside academica. He holds a Bachelor's
Honours degree in Economics from the University of
London, and Master's and Doctorate degrees from
Michigan State University in the USA. Dr Samuel is
the author of over 50 publications, including books on
applied economics, management, and-marketing.

For many years Dr Samuel was a Senior Policy
Analyst and a Research Manager in policy and mar-
keting for the Australian Government. Subsequently,
as Chair Professor of Business and Marketing at the
University of Adelaide, Dr Samuel was responsible
for advancing the discipline of business and market-
ing -through the authorship of several international
publications as well as through the establishment and
management of a leading industry journal The Aus-
tralasian Agribusiness Review, of which he was Ma-
naging Editor.

Dr Samuel is the recipient of international awards
for his research in the UK and China. In 1994, Dr Sa-
muel was given expert status by the Chinese govern-
ment for organising and managing the largestever
market survey in China, which included interviews
with 5,800 shoppers from Urumgi to Shanghai. In
1998, the Literati Club in the UK awarded Dr Samuel
an award for excellence for publishing the outstanding
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paper of the year in The International Journal of Retail
Distribution and Management.

Dr Samuel's international experience has en-
hanced his inter-cultural communication skills for the
writing of this book for a Chinese readership. Dr Samu-
el has held visiting professorships in the USA, China,
and Australia, and has undertaken collaborative re-
search with the Chinese Academy of Sciences in Bei-
jing. He has also undertaken collaborative research in
Australia, China, Thailand, Indonesia, and Viet-
nam. He currently teaches marketing subjects at both
the undergraduate and post-graduate levels in Aus-
tralia, Hong Kong SAR of PRC, Singapore, and the
Hunan Province of PRC.

We hope that we have provided sufficient rea-
sons for assuring readers about the quality and credi-
bility of this book. We also hope this -book will satis-
factorily meet their needs.

Feona Lai MBA ( Canberra)
Hong Kong

Robbert Poon MBA ( Canberra)
Hong Kong
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AUTHOR’S ACKNOWLEDGEMENTS

The design of this casebook reflects a belief that
information is not knowledge. While the cases de-
scribe management and marketing practices, their
educational benefit would be limited without the at-
tendant analysis provided. | am grateful to my many
students, whose probing questions alerted me to the
need for such complementarity. | could not explain
this aspect of complementarity better than has been
done in the preceding Consultant’s Preface.

| acknowledge the effort of Ms Feona Lai in pro-
moting and facilitating this venture. To Mr Robbert
Poon | say many thanks for taking care of the busi-
ness and technical matters.

This is the third in the series publlshed by the Ji-
nan University Press. For this | am grateful to Ms
Zhang Nannan, whose initiative in this project and
belief in my capabilities have been an inspiration
to me.

The success of this book depends importantly on
the quality of the translation. For this | am grateful to
Mr Li Pinghai of Jinan University, Guangzhou. Mr Li
Pinghai has once again done an excellent job in skill-
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fully translating quite complex concepts, and accu-
rately communicating in Mandarin the nuance in the
English text.

| would be seriously remiss if | did not acknowl-
edge the opportunities provided to me by my current
employer, the University of Canberra.

Finally, | thank my wife Marini for her loving sup-
port during the prolonged periods of preoccupied si-
lence it took to write this book.

Nicholas Samuel

B. Sc. (Econ. ) Hons. London, UK.

MSc. Michigan, USA; PhD Michigan, USA.
The University of Canberra
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