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Preface

Since the publication of our second edition in 1992, the world of global marketing has
changed substantially and in ways previously unimaginable. Whereas our second edition
concentrated considerably on the events leading up to the European integration and Europe
1992, this third edition has been shaped by events elsewhere. The privatization wave going
through most of Eastern Europe as a result of the tremendous political changes there have
opened entire regions for global marketers. The same holds true for the changes taking
place in Asia and Latin America. The exponential growth experienced by many economies
in Asia increases the possibility that the Asian economies—China and India in particular—
will be among the largest economic powers in the not-too-distant future. These substantial
changes in the global marketing environment have shaped our new and third edition, which
consequently has a much greater emphasis on the merging markets of Eastern Europe,
Asia, and Latin America.

Major Features Retained

We retained a number of major features from our previous editions. Global Marketing
Strategies continues to be aimed at the new breed of global marketing manager, regardless
of nationality, industry, or company location. Our approach remains largely managerial:
We look at the global marketing task through the eyes of the marketing manager. We
continue to emphasize aspects of global and international marketing. As in previous edi-
tions, we maintain our strategic focus throughout. We believe that success in global mar-
keting today is not only a function of broad cultural understanding but also modern global
strategic thinking. Finally, we retain our emphasis on the practical aspects of global mar-
keting by including numerous recent examples from well-known companies as well as
full-length cases that probe international and global marketing issues in depth.

Major Changes in the Third Edition

As in our previous revision, we have made major changes in our third edition that signif-
icantly strengthen the book. We have changed the structure of the chapters and added an
entirely new chapter. All the material and examples have been updated, and new cases
have been added.



Xxii

PREFACE

The text has seen major changes through combining the previous edition’s Chapters
5 (International Markets) and 6 (International Buyers) into one chapter—Chapter 5, Global
Markets and Buyers. The condensation of this material into one chapter allowed us to add
an entire new chapter. We developed our new Chapter 7, Developing a Global Mindset,
as part of our research efforts at Babson, IMD, and Ashridge into the issue of global
mindset and global perspective. In this chapter, we summarize the key elements that a
marketer must develop to be able to approach the global marketing challenges with a new,
global mindset. The nucleus of this new chapter came from part of Chapter 8 from the
previous edition, combined with material new to the field. As such, it represents another
unique feature of this book and may be of interest to students and practitioners alike from
not only marketing, but other business functions as well.

Several other chapters were conceptually improved to reflect new thoughts in global
marketing. Chapter 8 contains several new concepts on global marketing strategies and a
better structure around the notion of generic global marketing strategies. We added new
art and tables, so the concepts in the chapter are now easier to grasp. Other major con-
ceptual additions were made to Chapter 9 (Global Market Entry Strategies), where
we included the most recent experience of firms in entering or reentering previously
closed markets.

All chapters have received extensive updating in both examples, tables, data, and
reference readings. Throughout the book, we have included the most recent examples
available to us from publications all over the world. In particular, we have aimed at a full
coverage of issues surrounding Eastern Europe and the tremendous changes that have taken
place there since our previous edition. In several chapters we have added separate sections
on Eastern Europe, and in others we have integrated discussions of Eastern Europe into
the regular body of the text. The book also reflects the full political changes that took place
in that region and their impact on international firms.

Another major feature of our third edition is its increased information on Asia.
Although our previous editions were well documented on Japan, we have now made a
special effort to include more material from the emerging economies of China, India,
Korea, Taiwan, and Thailand. In some chapters, we have added specific subsections on
China. We have diversified our literature search and have included periodicals from those
regions to give a better balance in the examples cited in the text.

Throughout the text, we have included the expected developments coming from the
adaptation of NAFTA and the most recent developments surrounding Europe, the Euro-
pean Union (EU), and GATT. In all of those areas, we have attempted to include the most
recent examples—although we all recognize that the world is changing. To provide readers
with a framework for dealing with these changes, we have included some conceptual
material in Chapter 4 on new issues such as privatizations, deregulations, and liberaliza-
tions, which explains developments to date.

We have also substantially changed our selection of cases. We updated the World
Paint Industry case with a more recent version (1992) and redid ICI Paints (A). Entirely
new are ICI Paints (B) and a new series on the robot industry. The Worldwide Robotics
Industry and ASEA Robotics AB (A) and (B) are part of a new series of cases developed
at IMD that focus on global strategies for business units.
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Complete Teaching Package

The teaching package for the third edition includes the Instructor’s Resource Manual with
Test Bank, a computerized test bank, and a videotape. The instructor’s resource manual
contains suggestions on how to design a global marketing course, student projects, answers
to text questions, complete case teaching notes, and transparency masters. The test bank
has been completely rewritten for this edition. In addition to true-false and multiple-choice
questions, it now includes essay questions for every chapter. New to this edition is a
computerized version of the test bank that allows instructors to generate and change tests
easily. The videotape consists of several segments highlighting examples of global mar-
keting that can be used to stimulate class discussion.
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