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“Warren Keegan is to global marketing what Philip Kotler is to marketing. As
a student, then as a teacher, Keegan was my hero, and there is still no one who
comes anywhere near him for depth, excitement, clarity, and vision. This sixth
edition is a book that stands head and shoulders above all others. It pushes
the state-of-the-art to even new frontiers. For anyone interested in global
marketing, whether student, teacher, or practitioner, this book is a must.”
~—PROFESSOR MaLcorM H. B. MCDONALD, EDITOR
Journal of Marketing Practice

“Companies doing business in the Asia Pacific region, both local and global,
need marketing today more than ever since the economic crisis that has totally
transformed the business environment. Today, the three evils of corruption,
collusion, and nepotism are being replaced with a new ethic that we call clean,
transparent, and professional. In this new business environment, marketing
will be the key to success and prosperity, and Keegan’s Sixth Edition is the key
to global marketing. His book stands out as a clear leader. If you want to be a
world class global marketer, this book shows the way.
—HERMAWAN K ARTAJAYA, PRESIDENT

Asia Pacific Marketing Association
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Preface

Global Marketing Management, sixth edition, traces its ancestry to Multinational Mar-
keting 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 and the
latest findings of research and the most advanced experience of practitioners. The
book combined 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 authoritative 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. There are new chapters on global markets
and buyers, global advertising, global promotion: personal selling, public relations,
sales promotion, and direct marketing, internet and database marketing. There are six
new cases, and five of the cases that were retained from the previous edition have
been revised or updated.

The sixth edition is the most sweeping revision in the book’s history. Since the
fifth edition, progress toward the single market in Europe has continued, the former
communist countries have continued to embrace free markets, the spectacular growth
in East and South Asia has been interrupted by the “Asian Flu,” an economic malady
that has a number of symptoms including major declines in currency values and wide-
spread bankruptcy of highly leveraged firms that had taken on an enormous burden
of dollar debt to finance often dubious expansion projects.

Perhaps most significantly, for the first time in modern history, even large popula-
tion, low-income countries such as China, India, and Indonesia appear to have
achieved the ability to maintain sustained development and growth that will, if contin-
ued, 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 (Euro-
pean Umon) NAFTA links the United States, Canada, and Mexico in a program of
economic integration, the EU links the 12 countries of Western Europe, and the mem-
ber countries of both of these regional agreements are actively exploring expanding

XVl



XVl Preface

the membership 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 Ko-
reas continue to meet, and the economic linkages in the Pacific basin continue to ex-
and.

P 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: eco-
nomic, social, cultural, political, and regulatory. Part III is devoted to analyzing and
targeting global market opportunities. Part IV focuses on global marketing strategy,
and part V, “Creating Global Marketing Programs,” covers the global marketing mix
of product, pricing, promotion, and place decisions. Part VI, “Managing the Global
Marketing Program,” concludes the book, with a focus on implementation. It ad-
dresses the tasks of leading, organizing, and controlling the global strategy, the future
of global marketing, and careers in global marketing.

Acknowlediments

This edition, like the previous five, reflects the contributions, insights, and labor of
many persons. My colleagues and associates and students at the Lubin School of Busi-
ness, Pace University, and at many other universities around the world; the fellows
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and to previous editions, I especially want to thank Dorothy Minkus-McKenna, Assis-
tant Professor of Marketing at Marymount College, who stepped in toward the end of
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Chief Service Officer of MarkPlus, Jakarta, has been a knowledgeable and perceptive
guide to marketing in South East Asia and a great source of insight and creative
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Mark Green, Professor, Simpson College, my co-author of Principles of Global
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cial thanks to my Pace colleague Robert Radway, who has shared his invaluable
knowledge in chapter 4, “The Political, Legal, and Regulatory Environment.” Robert
has a unique grasp of the global legal and regulatory environment with his combina-

- tion of legal training and experience and in-depth businiess knowledge and expertise.

He reviewed the chapter, made corrections, and wrote major new sections, which have
added both depth and breadth to the coverage of this chapter. I am very fortunate to
have him as a colleague and collaborator.
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of students who have established themselves as leaders in their various fields and or-
ganizations, and who work toward their doctorate on a part-time basis while continu-
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like to acknowledge Michael Friedman, Group Vice President-Marketing, The Pur-
- due Frederick Company, and Lubin School of Business, Pace University Adjunct Pro-
fessor and doctoral student, for his many contributions to chapter 7, “Segmentation,
Global Targeting, and Positioning,” and for his major contribution to the revision of
chapter 10, “Competitive Analysis and Strategy.” I also want to thank James L. Bauer,
Vice President, Chase Bank; and James W. Gabberty, Director of Information Sys-
tems, Computer Horizons Corporation, New York.

Others who have made special contributions to this revision include Lee A.
Daniels, AT&T Global Consumer Services; Paul D. Ellis, Assistant Professor, The
Hong Kong Polytechnic University, Hong Kong, Yang Fu; Joseph Ganitsky, Professor
of International 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, Pro-
fessor, Norwegian School of Management; Howard Perlmutter, The Wharton School,
Inc.; James A. F. Stoner, Fordham University; Martin Topol, Pace University; Robert
Vambery, Pace University; Raymond G. Viault, General Mills; George Yip, UCLA;
and David Zenoff, Zenoff Associates.

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.

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

® A.S. Norlight: Carl Arthus Solberg and Hermann Kopp, The Norweigan
School of Management .

¢ Coca-Cola: Universal Appeal?: Donna Cristo, Doctoral Student, Pace

University

Aremco: Product Inc.: Herb Schwartz, Chairman, Aremco Products, Inc.

¢ Choufont-Salva, Inc.: Ralph Z. Sorensen, Corporate Director and Private
Investor

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

® Grasse Fragrances: H. Michael Hays, Professor, The University of Denver

¢ Kodak versus Fuji: H. Donald Hopkins, Associate Professor, Temple
University

¢ Oriflame: Dominique Zardel, Professor, ESSEC

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

® Nokia and the Cellular Phone Industry: Jakob Fritz Hansen, Danish Ministry
of Research

My secretaries, Mary O’Connor, Gail Pietrangolare, Gail White, and Ana Per-
reaux, 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 Aileen
Mason, the production editor.

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.

Warren J. Keegan



About the Author

Dr. Warren ). Keegan

Fellow, Academy of International Business

Warren J. Keegan is Professor of International Business and Marketing and Director
of the Institute for Global Business Strategy at the Lubin School of Business, Pace
University, New York City and Westchester, and is Visiting Professor of Marketing
and International Business at ESSEC (France). He is the founder of Warren Keegan
Associates, Inc., a consulting consortium of experts in global strategic management
and marketing. The firm is affiliated with MarkPlus, the leading marketing consulting
firm of Indonesia.

Dr. Keegan is the author or co-author of many books, including Marketing Plans
That Work: Targeting Growth and Profitability (Butterworth Heinemann, 1997); Prin-
ciples of Global Marketing (Prentice Hall, 1997); Marketing (2nd ed., Prentice Hall,
1996): Marketing Sans Frontiers (InterEditions, 1994); Advertising Worldwide (Pren-
tice Hall. 1991); and Judgments, Choices, and Decisions: Effective Management
Through Self-Knowledge (John Wiley & Sons). He has published numerous articles in
leading journals including Harvard Business Review, Administrative Science
Quarterly, Journal of Marketing, Journal of International Business Studies, and The
Columbia Journal of World Business. )

Dr. Keegan is a former MIT Fellow in Africa where he served as Assistant Secre-
tary, Ministry of Development Planning and Secretary of the Economic Development
Commission for the Government of Tanzania. He was a consultant with Boston Con-
sulting Group and Authur D. Little, and Chairman of Douglas A. Edwards, a New
York corporate real estate firm.

Dr. Keegan holds an M.B.A. and a D.B.A. from the Harvard Business School. He
has been a visiting professor at New York University, INSEAD (France), IMD
(Switzerland), The Stockholm School of Economics, Emmanuel College of Cam-
bridge University, and at the University of Hawaii. He is a former faculty member of
Columbia Business School, Baruch College, and The School of Government and Busi-
ness Administration of The George Washington University.

He is a Lifetime Fellow of the Academy of International Business and is a current
or former director of The S.M. Stoller Company, Inc., The Cooper Companies, Inc.
(NYSE), Inter-Ad, Inc., Halfway Houses of Westchester, Inc., Wainwright House, and
The Rye Arts Center.



iR A

FHRARMKLIRB K W F 1A, 3 E Pearson Education Group M FKENZ
PSR ERR

Pearson Education H T i) Bl Fr14% # & & 45 4 i 2 ] Prentice Hall/Addison Wesley
Longman , A L6 5 R B2 57 28 AR YT, B N4 22 B2 SR BOR F SR B G O BT , 3
LRBER . LTH R HFR Prentice Hall R FXT FHA A= MM —REELR,
BAISRMF B AR B W (BUITHE ST , mRAEBIED S R IT5 23R

NO

RBUH R BT S FH) WBUBRER S 0 T HLEER, DR RS ERH

BT BT
WL RN T R
UE A
LD ‘ K /5 B4 (50) FFREY
AR, A AL H AR B 2SI AR
(Hed/ B4) N EEHM , ERBITH G AEHE A,
ERBTEE 5 BRENHTHE ST
i
R
E-mail ;
BRI
R
/BRI (&%)

(R/BRIAER)

£ H__H




Elaf A BREA AL M PO, M S HHE I [F] Pearson Education/Prentice
Hall/Addison Wesley Longman f{J#H3X R 3fi: www. pearsoned. com /www. prenhall. com /

www. awlonline. com

Bt
24 0]

p

-
o

Tsinghua University P‘:ess

Motk ALRIEERFFARE A ES 2

HHERE LTSS RITHREHEM

KB4 : 100084

Tel: (010) 86251055 -3503;
(010)86251055 — 3505 ~3508;
(010)62775445;
(010)62786544

Fax. (010)62771137

E-mail ; xuxinxiang @ 263. net

Pearson Education Beijing Office
BAHF HRERAIL T EL
Tel: 8610-68916659/68917488
Fax; 8610-68917499

E-mail; service@ pearsoned. com. cn




EEBRLEEF

BRI IR A S | AR AR 3 4 I A PR 2 tARAL, Lt AR
ATHEEXABEEEAERARE, R A, BB MR ARBEROEAM,
BERHERNIHR. HEKEBRLEUBMLRS X L& RERET KEENK,
HRAPETHEERENEERTHRALHARBRR AR, RIFBHENE
BB RS I SR, R, JEE A B TR, BB RETRRAT, U
EREREERFNES,

B R TR (R4 A, IR R BT SR A I R B I %l R 51)

4. Bl

Bafr:

MR « Mok .

HiE: fEHE: LT HR A

1. BIRBHBRRE:
O O ORI O% B AH}
OXHAt:

2. BREEEHMERLES:

OHEUR) X OfhEZERMRME OHERIEREKX OWMF
O&K5IRHF OWMEERHE O '

OHAth . -

3. SBRMNBNAY SR WS TREEREY) . A i
O4it ORfIE OPsERl ¥ OBHEFERRE -
oF:32 O&®: ORF  ORE
ORfH M o) -3::] oF-{::| ORghr=
Oo4it OB M O BRI OANAHEEH
O HcAth:

-

. BURGRINBTT &R S TR E YRR,
O JFUR#E M OFIEE%2E  OEAHM OEMNZEH
OBMEAHEMN OBFELSEH OREAHEM  ORHLSESH
O XAt
. BUCRERE W R 2 K B, 4
o)
o)
. FEFRRBRENE HE PR, EEER:
O BEEP O BEXA%EYHE O BEREH
Jtr4?

L

(=3




7. BERBWHEBLEE:

8. o ﬁﬁ(*ﬂ%}ﬁ:

00®%0O0

MRBRBFHFE, WERNEUTHE
9. FEHPIEEFRNELERRESR !

O O
O O
f# PR EM g
O HARE
O AR
@) HIRE
O IR
10. ZFHBABBIFRPICHRE?
O %8 O A&

MEEAERNSER, RERNER:
Tsinghua University Press
; AR A
¢euny L 100084
bR X FREETFRE A 717
Tel: 010-86251055 %% 3505 ~ 3508
Fax: 010-62784897 ( 45#8#K) ;62771137 ( X473K)



)

W A &

Rs

(==

FIED BB ERIR o1
B E BRI i 1
B LRI .o 25
B2Ey EBREWIRE ... 37
BE2E BRI o e 37
FEI3B MEE IR oo 58
FEAE RIREHBUS R oo 86
IR i 111
HIMSD SWIHEERLBTBNE ... 135
B ARG o 135
FO6E REBHEBRASIBI ..o 170
FBIE B, BIRTIDERSEAL - oot 197
BB R e e 214
FAES SIREWMREE ... 251
FESE HHRREK: HOSHO oo 251
FIE DIREBIEEE: MHBHEASER - o oo 287
FIOE BREOWSEBS oo 307
BUE SFEREBSSREWEUKE ..., 334
R - 352
ESEBS BIBEBREHAE . 379
B2 FE R it 379
BB BRI i 408




