" MULTINATIONAL
T MARKETING
'~ MANAGEMENT

/ >\\\////

Rrrr
44




WARREN J. KEEGAN

Professor, International Business and Marketing
Director, Institute of International Marketing
Pace University

MULTINATIONAL
MARKETING
MANAGEMENT

Third Edition

PRENTICE-HALL, INC.
Englewood Cliffs, New Jersey 07632




Library of Cangress Cataloging in Publication Data

Keegan, Warren J. (date)
Multinational marketing management.

(The Prentice-Hall series in marketing)

Includes bibliographies and indexes.

1. Export marketing—Management. I. Title. II. Series.
HF1009.5.K39 1984 658.6'48 83-24751
ISBN 0-13-605049-2

To DONALD, MARK, and TRACY ANN

Editorial/production supervision and interior design: Joan Foley
Cover design: Wanda Lubelska
Manufacturing buyer: Ed O’Dougherty

©1984 by Prentice-Hall, Inc., Englewood Cliffs, New Jersey 07632
All rights reserved. No part of this book may be

reproduced, in any form or by any means,

without permission in writing from the publisher.

Printed in the United States of America

10 9 8 7 6 5 4 3 2 1

ISBN 0-13-6L05049-2

PRENTICE-HALL INTERNATIONAL, INC., London
PRENTICE-HALL OF AUSTRALIA PTY. LIMITED, Sydney
ED1TORA PRENTICE-HALL DO BRASIL, LTDA., Rio de Janeiro
PRENTICE-HALL CANADA INC., Toronfo

PRENTICE-HALL OF INDIA PRIVATE LIMITED, New Delhi
PRENTICE-HALL OF JAPAN, INC,, Tokyo

PRENTICE-HALL OF SOUTHEAST Asla PTE. LTD., Singapore
WHITEHALL Books LIMITED, Wellington, New Zealand



PREFACE

This book introduces the student and the practitioner of international marketing
to a systematic treatment of marketing on a global scale. In both teaching and
practice, marketing has evolved from application in a single domestic market en-
vironment to application on a global scale. In practice, this development has re-
sulted in the exploitation of major opportunities that have yielded increasingly sig-
nificant rewards for venturesome firms. At the same time, it has exposed
companies to risks and problems that have resulted in an appalling number of fail-
ures and blunders. A recent study of international business blunders reveals that
53 percent were associated with marketing, 35 percent with management, and
only 12 percent with legal, production, and finance functions.! The goal of this
book is to provide marketing managers with the conceptual and analytic tools and
a solid data base that will enable them to better exploit opportunities and avoid
the pitfalls of global marketing.

1J. S. Arpan, D. A. Ricks, and D. J. Patton, “The Meaning of Miscues Made by Multina-
tionals,” Management International Review, Vol. 14 (1974), p. 6, and D. A. Ricks, Big Busi-
ness Blunders: Mistakes in Multinational Marketing (Homewood, Ill.: Dow Jones-Irwin,
1983).
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xviii PREFACE

The third edition has been written with three objectives in mind:

1. To update each section of the book. Since the second edition was pub-
lished, there have been major changes in the world market environment,
including persistent and high worldwide inflation, the rise of Third World
multinationals, the intensification of international competition, and a con-
tinuing increase in nationalism. In addition, the field of international mar-
keting has developed considerably, allowing a much deeper discussion of
the process of identification of global opportunities and threats, the for-
mulation of multinational marketing programs, and multinational plan-
ning, organization, and control.

2. To add two new chapters: one on strategic market planning and manage-
ment and another on international competitive analysis.

3. To revise and update completely the case selection with cases of proven
classroom effectiveness that provide an opportunity to apply concepts,
tools, and knowledge of the world market environment to a cross section
of actual multinational marketing situations.

Part I of the book presents a conceptual overview of the world market
environment. Part II, Analyzing the Global Marketing Environment, describes
the major characteristics of this environment—its complexity and diversity—and
at the same time the many unifying factors and characteristics that reward inte-
gration of multinational marketing programs. This section concludes with chapters
on information, research, and competitive analysis.

Part III focuses on the formulation of global marketing strategies. This
section opens with a discussion of strategy alternatives and then focuses on each
element of the marketing mix: product, price, place, promotion decisions, and ex-
porting and importing. The overall process of planning, organizing, and control-
ling a multinational marketing program is examined in Part IV, which concludes
with a look at the future. Four appendices identify sources of information for
global marketing and some basic data on global markets.

The book develops three basic dimensions, each of which is fundamental
to the successful practice of multinational marketing, The first is the traditional
consideration of the dimensions of foreign market environments. I have taken a
market development approach as well as a regional approach to develop a per-
spective on the types of market environments that exist and are evolving in the
world. A second dimension of multinational marketing is the crossing of national
boundaries with elements of marketing programs, in particular with goods in ex-
port marketing, but also with other aspects of a marketing program, such as com-
munications appeals and pricing strategies. A third dimension of the text, a new
direction in the field of international marketing and a particular thrust of this
book, is the management of marketing programs being conducted simultaneously



PREFACE xix

in two or more national marketing environments. The simultaneous management
of marketing programs presents major opportunities for leverage or advantage
and is the basis for much of the success and advantage of the multinational com-
pany. This book identifies the basic requirements and the kinds of opportunities
that exist to develop leverage in marketing programs that are managed simulta-
neously in different national marketing environments.
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