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PREFACE

In the last two decades we have witnessed a gradual shift in focus from domestic
to international, to multinational, to global marketing. This shift in focus
reflects the socioeconomic, political, and technological developments that have
changed the way business is conducted. The breakup of the Soviet Union, the
creation of the European Union, the formation of the NAFTA, the rapid growth
and integration of the Asian Pacific economies, the ascendence of market
economies, and the alliance of computer and communication technologies have
all increased the significance of global marketing.

Products, services, and capital are increasingly exchanged in the borderless
global economy. Firms that once relied on a single-country market are now
vigorously competing for market shares in a dynamic, complex, interdependent,
and competitive global market. The global expansion of business has blurred
the distinction between domestic and foreign markets and has made it difficult
to determine the origin of products and the nationality of firms.

These developments pose many challenges to marketers. For example, they
have to adapt to the complex and fast-changing business environment and make
decisions that enhance the competitive position of their firms in the global
marketplace. They have to forge alliances between themselves and constituents
such as governments, financial institutions, advertising agencies, and middle-
men to market their products effectively and efficiently across countries. Fur-
thermore, to achieve success, they need to understand the concepts, strategies,
and practice of global marketing.

THE STRUCTURE OF THE TEXT

This book is divided into two parts. The first part consists of 12 chapters. The
first chapter is an introduction to global marketing followed by four chapters
focusing on the economic, financial, political, and cultural environments of
global marketing, respectively. Chapters 6 through 9 cover the marketing mix
variables (product, price, place, and promotion) as they relate to global mar-
keting. Chapter 10 explains global business involvement in terms of market
entry strategies, Chapter 11 covers topics related to global marketing strategies,
and Chapter 12 deals with the ethics of global marketing.

The second part of the book includes 44 readings, four for each of the
chapters, 2 through 12. In selecting these readings, the objective was to offer
comprehensive coverage of key topics. Rigorous, interesting, and provocative,
the articles expand and elaborate on specific conceptual and practical issues in
global marketing.

Several features of this text are noteworthy. First, complex global marketing
concepts are explained in a clear and straightforward way. Second, examples
from different regions of the world illustrate the use of concepts and strategies,
making the subject matter both interesting and meaningful. Third, the chapters
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are kept at a reasonable length to facilitate understanding and teaching. Fourth,
the combination of text with readings provides access to foundation materials
and key topical areas in global marketing, and gives instructors the freedom to
select and customize the coverage of materials on different topics. And fifth,
the most recent data available are used to explain global marketing develop-
ments and practices.
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true/false, multiple choice, and fill-in-the-blank questions. Other supplementary
materials include lecture outlines and discussion questions for each chapter. For
each reading, a synopsis and discussion questions are also provided. Instructors
interested in adopting a simulation exercise can use Export to Win, South-
Western College Publishing.

EDGMENTS
This book would not have been possible without the contributions and support
of many people. I thank the authors whose articles are included in this book.
Their contributions help us to understand the exciting and challenging field of
global marketing. I sincerely appreciate the thoughtful comments of Tailan Chi,
University of Wisconsin-Milwaukee, A. Ben Oumlil, The University of Dayton,
and Lisa Spiller, Christopher Newport University. My special thanks to the
following reviewers who evaluated the first draft of the book and provided many
helpful suggestions in the selection of readings:

Sanjeev Agarwal ) Richard T. Hise

Iowa State University Texas A&M University

David M. Andrus Michael Minor

Kansas State University University of Texas-Pan American
S. Tamer Cavusgil Gordon P. Stiegler

Michigan State University University of Southern California
Esra F. Gencturk John Weber

University of Texas-Austin Notre Dame

Paris Gunther Van R. Wood

University of Cincinnati Texas Tech University



Preface ix

My thanks to an excellent team at South-Western College Publishing: Jeanne
Busemeyer, Randy Haubner, and Rob Jared, Acquisition Editors; Sue Ellen
Brown and Sharon Smith, Production Editors; Scott Person, Senior Market-
ing Manager; and Steve Momper, Marketing Manager; and Pamela Person,
Project Sponsor, deserve special thanks for turning an idea into a finished
product. It has been a pleasure working with them. I also thank Herb Nolan of
Books By Design for coordinating the final phase of the book’s production. And
finally, I thank my family for their support and love.

Syed H. Akhter
Marquette University



NAME INDEX

A

Akhter, Syed H., 83

Alam, Pervaiz, 83

Al-Eryani, Mohammed F., 83
Alexander, Nicholas, 102
Ansoff, H. Igor, 148, 149
Atlas, Terry, 139

B

Bardi, Edward J., 110
Barnevik, Percy, 11
Beauchamp, Tom L., 164
Bender, Paul S., 97
Berger, Michael, 107
Black, Bill, 93
Boddewyn, J. J., 37
Bowie, Norman E., 164
Brooke, M. Z., 138
Bucholz, Rogene A., 160
Buell, Barbara, 57

c

Campbell, Alta, 96

Carter, Joseph R., 94
Chonko, Lawrence B., 163
Chung, Kwang S., 139
Clegg, Jeremy, 134
Cooke, Robert Allan, 160
Cowen, Scott S., 84

Coyle, John J., 110
Cracco, E. F, 37
Czechowitz, 1. James, 40

D

David, Fred R., 163
De La Torre, Jose, 41
Dobson, John, 167
Drucker, Peter F.,, 102
Dumaine, Brian, 61
Dunn, S. Watson, 116

E

Easton, Jim, 2
Ehrbar, Thomas ., 135
Eiztel, Michael J., 136

F

Fahey, Alison, 102
Fahey, Liam, 24
Fisher, Christy, 102
Fitzgerald, Kate, 102
Fritzsche, David J., 164

G

Gagne, James, 94
Gellerman, Saul W., 160
Giallourakis, Michael, 163
Goldman, Arieh, 100
Gray, Mike, 160

Gugler, Philippe, 140

H

Hagerty, Bob, 53, 61

Hall, Edward T, 47, 48
Hall, Mildred Reed, 47, 48
Hamel, Gary, 24

Hardy, Maurice G., 7
Hedley, Barry, 150
Heenan, David A., 153
Henderson, Bruce D., 110
Hill, Andrew, 88

Hills, Carla, 156

Hoag, Susan E., 139
Hoekman, Bernard M., 87
Hoover, Gary, 96

Hout, Thomas, 152

Hunt, Shelby D., 163

[

Ingrassia, Paul, 88

Kl

Janssen, R. F,, 37
Jatusripitak, Somkid, 24
Jones, Steven, 88

K

Kanfer, Stefan, 116
Kashani, Kamran, 125

Katz, Marian, 122
Keohane, K., 167

Kim, W. Chan, 5

Kotler, Philip, 24

Kristof, Nicholas F., 16
Kupfer, Andrew, 65, 69, 156

L

Lachica, Eduardo, 88
Lacroix, Christian, 112
Langley, C. John, 110
Langlois, Catherine C., 165
Larsen, Ralph, 59

Lee, James A., 53

Leidy, Michael P., 87
Leontiades, James C., 151
Levitt, Theodore, 58
Lippman, John, 117
Lopez, Julie Amparano, 135
Lowe, Larry S., 86

Lublin, Joann §., 65
Lucash, Richard M., 99
Lutz, R. J., 46

Lynch, Robert Porter, 140

™M

McCarthy, Michael J., 61
McCrohan, Kevin F., 86
McGregor, James, 88
McLaughlin, Patricia, 112
Main, Jeremy, 62
Mauborgne, R. A, 5
Miller, Annetta, 102
Mirus, Rolf, 93
Mitchell, Paula, 93
Moritz, Thomas E., 163
Murdock, George P, 54



|12 Name Index

N

Nagel, Walter H., 105
Ndyajunwoha, Gaston Z., 105
Neckar, David H., 41

Neff, Robert, 107

Nelson, Mark, 20

Newman, Charles M., 40

o

Ono, Yumiko, 52, 108

P

Pear, Robert, 85
Perlmutter, Howard V., 153
Peterson, Laurie, 125
Phillips, Lawrence C., 84
Porter, Michael E., 16, 152
Power, Christopher, 63
Poynter, Thomas A., 42
Prahalad, C. K., 24
Protzman, Ferdinand, 60

Quelch, John A, 125

Rapoport, Carla, 11

Reidenbach, R. E., 164
Robin, Donald P, 163, 164
Robinson, Richard D., 99
Rogers, Everett M., 47
Rosen, Ira, 160

Rossbach, Sarah, 52

Roth, Robert F., 124
Rudden, Eileen, 152
Ryser, Jeffrey, 107

B

Sasseen, Jane, 159, 161
Schermerhorn, John R., 165
Schiller, Zachary, 57
Schlegelmilch, Bodo B., 165
Shao, Maria, 107

Sherry, J. F, Jr., 46

Simon, Jeffrey D., 41

Sims, Ronald R., 162

Smith, Timothy K., 2

Sorge, Bart W., 36

Spain, Patrick J., 96
Sterngold, James, 21
Stewart, Ian, 123
Stillabower, Linda, 84
Swasy, Alecia, 77

T

Tanouye, Elyse, 59
Tanzer, Andrew, 106
Terry, Roy, 48
Tsalikis, John, 164

v

Vandivier, Kermit, 160
Verzariu, Pompiliu, 93, 94

w

Walker, Bruce J., 136
Webster, Frederick E., Jr.,, 152
Wells, Ken, 112, 121
Weltz, Richard N., 113
Weston, J. Fred, 139
Weston, V. Fred, 36
Whitehead, Maureen, 137
Willatt, Norris, 107
Wonnacott, Paul, 15
Wonnacott, Ronald, 15
Wysocki, Bernard, 20

\2

Yeung, Bernard, 93
Yoshihashi, Pauline, 63

3

Zarowitz, Ron, 61



SUBJECT INDEX

A

ABB, 11
adapted advertising messages,
116-117
adapted products, 63-65
adoption rate, of products, 65-66
ad valorem tariffs, 9
advertising, 115-124. See also
promotion
adapted messages, 116-117
allowances, 126
billboards, 123
budget and allocation, 117-118
catalogs, 122
cinema, 123
culture and, 49, 112-113
defined, 115, 130
direct mail, 122
economic effects of, 115-116
evaluation of, 116
expenditures by media, 119
facsimile, 122-123
global, 115-124
magazines, 121
newspapers, 122
radio, 121
reactions to, 115
regulations affecting, 123-124
standardized messages, 116-117
television, 117, 118-121
videos, 123
advertising agencies, 116, 124
advertising campaigns
agency selection, 124
budget, 116, 117-118
media options, 118-123
message, 116-117
planning, 116-124
regulations and, 123-124
aftersale service, channel
performance and, 109-110
agent middlemen, 97
export brokers, 105
export management companies,
104-105
manufacturer’s export agents,
104
manufacturer’s representatives,
102-103

Aldi, 102
Algeria, magazines, 121
alliances

distribution channels, 108-109

strategic, 140
American Marketing Association

(AMA), 2

antidumping laws, 88-89
appreciation, of currency, 29
Arab countries, culture, 117
Argentina, 118
ASEA, 11
Asian Pacific countries

culture, 48

dollar market, 34

economies, 20-21

GDPs, 19

populations, 19

trade with other countries, 34
at sight letters of credit, 91
Australia, 121
Avon, 106

B

Banco Continental, 37

Bank for International
Settlements, 33

banks

commercial, 32-33
export-import, 33

Barbie doll, 63

bargaining power, 42-43

bartering, 93

BCG growth-share matrix,
150-151

Belgium, 19

Benetton, 102, 115, 159

BERI (Business Environment Risk
Index), 41

B. F. Goodrich, 160

billboards, as advertising medium,
123

bills of exchange, 92

BMW, 160

Body Shop, 102, 159

Boeing, 62

bonus packs, for consumer sales
promotions, 126

Borg Warner, 40
Boston Consulting Group (BCG)
growth-share matrix, 150-151
Braniff, 113
Brazil, 107, 117
British Petroleum, 53
brokers, export, 105
Brown Boveri, 11
budget, advertising, 116, 117-118
business development stages,
143-144
Business Environment Risk Index
(BERI), 41
business evaluation stage, 61-62
business format franchising, 136
business-government alliances,
156
Business International (BI), 41
business strategies, 146. See also
global firms; strategic analysis
business unit, 148
corporate competitive, 148,
151-153
defined, 148
product, 148
product-market growth matrix,
148-150
strategic business unit portfolio,
150-151
types of, 148-153
business-unit strategies, 148
buy-back arrangements, 94

c

C&F (cost and freight), 90
Canada, 19
carriage paid to (CPT), 90
cash in advance, 90
cash cows, in BCG growth-share
matrix, 150, 151
catalogs, as advertising medium,
122
Chase Asia, 52
China
antidumping laws and, 88
distribution channels, 106
GDP per capita, 15-16
Christian Dior, 87



|4 Subject Index

CIF (cost, insurance and freight),
90
cinema, as advertising medium,
123
CIP (carriage and insurance paid
to), 90
Citibank, 52
Clairol, 126
Coca-Cola, 8, 165
Colgate-Palmolive, 63, 97
color, culture and, 52
commercial banks, 32-33
commission, straight, 129
common market, 17
communication. See also language
culture and, 47, 49-53
distribution channel, 108
ethics and, 166
media, 118-123
nonverbal, 51-53
process, 113-115
verbal, 49, 50
compatibility, of products, 66
compensation, of salespeople,
128-129
compensation deals, 94
competition
corporate competitive strategy
and, 151-153
factors affecting, 15, 148,
157-158
global, 23, 74
global marketing and, 4-6
local economy and, 16

market entry strategies and, 142

strategic analysis and, 146
complexity, of products, 67
confirmed irrevocable letters of

credit, 91-92
confirmed letters of credit, 91
confiscation, 38
consumers. See also customers

direct international sales to, 103

distribution channel design
and, 106

economic conditions of, 15

ethics and, 161-162

in local economy, 14

as receivers of marketing
communication, 115

sales promotions, 125-126
satisfaction of, 78
contests, for consumer sales
promotions, 126
contracting, management,
137-138
contract manufacturing, as
market entry strategy, 137
corporate competitive strategies,
148, 151-153
cost, insurance and freight (CIF),
90
costs
distribution channel, 107-108
production location and
sourcing and, 155
counterpurchases, 93-94
countertrades, 93-94
country economic conditions,
local economy and, 14-15
country markets. See also home
countries; host countries
attractiveness of, 7
cultural environments in, 9-10
economic environments in, 8
financial environments in, 8-9
political environments in, 9
coupons, for consumer sales
promotions, 125
CPT (carriage paid to), 90
credit, letters of, 91
cross-country communication, 108
cross subsidization, 24
culture, 45-55
advertising and, 112-113,
116-117
characteristics of, 4647
communication and, 47, 49-53
global marketing and, 9-10
high-context, 4748
low-context, 47-48
monochronic, 48-49
nonverbal communication and,
51-53
polycentrism and, 154
polychronic, 48-49
product adaptation and, 65
regiocentrism and, 154
self-reference criterion and, 53
universals, 54

verbal communication and, 49,
50

currency
acceptance of, 27
appreciation of, 29
depreciation of, 29
exchange, 8-9, 27, 28-29, 85-87
global market, 33-35
hard, 28
soft, 28

currency forwards, 31

customers. See also consumers
prospecting for, 127-128
relations with, 130

customs unions, 17

D

date drafts, 92
date letters of credit, 91
De Beers, 116
decoding, in communication
process, 114-115
deforestation, 166
Denmark, 19
deontology, 164
depreciation, of currency, 29
Digital, 140
direct exporting, 133
direct global distribution
channels, 98-103, 111
consumers, 103
host-country distributors, 98-99
host-country retailers, 100-101
import jobbers, 102
manufacturer’s representatives,
102-103
direct mail, as advertising
medium, 122
disposable income, 14
distribution channels, 97
direct, 98-103, 111
indirect, 98, 103-106, 111
diversification, global marketing
and, 5-6
diversification strategy, 149-150
dkuan, 16
dogs, in BCG growth-share
matrix, 150, 151



domestication, 38
downsizing, price escalation
control and, 82
drafts of exchange, 92
drop shippers, export, 103-104
dumping, 87-89
persistent, 87-88
predatory, 87-88
sporadic, 87-88

[E

economic environments, 13-25.
See also global economy
global, 21-24
global marketing and, 8
indicators, 15
local, 13-16
regional, 16-21
restructuring of, global trade
and, 155-157
strength of, exports and, 76
economic exposure, 30
economic integration, forms of,
17
economic union, 17
ECU (European Currency Unit),
34
efficiency management, 110
egoism, 163-164
Egypt, 117
Electrolux, 107
employee relations, 129-130
EMS (European Monetary
System), 34-35
encoding, in communication
process, 113-114
enculturation, 46
entry strategies. See market entry
strategies
environmental issues, 157
ethics and, 166-167
Estee Lauder, 102
ethics, 159-168
codes of, 165-166
environmental issues and,
166-167
factors affecting, 166-168
philosophies of, 162-164

profit and, 160-162
special interest groups and,
167
unethical practices, 160-162
ethnocentrism, 153, 154
Eurocurrency market, 34
Eurodisney, 115
Europe
ethical codes, 165
export product composition, 69
European Commission,
antidumping laws, 88
European Currency Unit (ECU),
34
European Monetary System
(EMS), 34-35
European Union (EU), 18-20
GDPs of, 18, 19
origin of, 18
populations of, 19
trade and, 18, 20
exchange controls, 38
exchange rates, 8-9, 28-29
floating, 28-29
fluctuating, 85-87
gray marketing and, 86-87
pricing decisions and, 85-86
exchange risks, 30-32
export brokers, 105
export drop shippers, 103-104
Export-Import Bank (Eximbank),
33
export-import banks, 33
export management companies
(EMCs), 104-105, 133
export merchants, 104
exports
direct, 133
economic strength and, 76
indirect, 133
as market entry strategy,
133-134
requirements, 38
U.S., product composition of,
69-74
world, 21-23
export trading companies (ETCs),
104
Export Trading Company Act, 104
expropriation, 38

Subject Index 15

external conditions, pricing and,
77-78
EXW (ex works), 89, 90

F

facsimile, as advertising medium,
122-123
fair value, dumping and, 87
Fanuc Ltd., 139
FAS (free alongside ship), 89
FCIA (Foreign Credit Insurance
Association), 43
Federal Express, 66
feedback, in communication
process, 114
Jfeng shui, 52
financial environments, 26-35
exchange risks management,
30-32
financial systems, 27-30
global currency market, 33-35
global marketing and, 8
financial institutions, 32-33
firms, global. See global firms
fiscal policies, global marketing
and, 8
floating exchange rates, 28-29
FOB (free on board), 89
food retail structure, 100, 102
Ford, 160
Foreign Credit Insurance
Association (FCIA), 43
foreign direct investments, 22-23,
138-140
foreign exchange markets, 27
forward transactions in, 30
spot transactions in, 30
foreign-exchange options, 31-32
forfaiting, 92-93
forward contracts, 31
forward transactions, 30
France
coupon use in, 125
culture, 115
foreign direct investments, 23
GDP, 19
population, 19
franchising, 135-137



|6 Subject Index

free alongside ship (FAS), 89

free on board (FOB), 89

free goods, for trade sales
promotions, 125-126

free samples, for consumer sales
promotions, 126

free-trade area, 16

Frost & Sullivan, 41

Fuji, 4-5

G

Gap, The, 102
GDP. See gross domestic product
GE Fanuc Automation Corp.,
139
General Agreement on Tariffs
and Trade (GATT), 87
General Electric, 139
geocentrism, 153, 154
Germany, 23
country market, 7
coupon use in, 125
culture, 48, 52, 116-117
foreign direct investments, 23
GDP, 19
licensing behavior, 134
population, 19
R&D expenditures, 74, 75
gifts, cultural perceptions of, 53
global currency market, 33-35
global distribution channels, 97
communications, 108
consumer characteristics and,
106
controlling, 109
costs and, 107-108
coverage of, 108
designing, 106-108
direct, 98-103, 111
indirect, 98, 103-106, 111
just-in-time approach, 110
managing alliances, 108-109
market characteristics and, 107
motivation and, 109
performance evaluation,
109-110
price escalation control and, 82
product characteristics and, 106

global economy, 21-24. See also
economic environments
competition, 23
complexity, 23-24
interdependence, 23
trade and investment, 21-23
global firms. See also business
strategies
assessment of political risk by,
39-41
bargaining power of, 42-43
confiscation of, 38
domestication of, 38
expropriation of, 38
government intervention in
activities of, 37-39
management of political risk by,
41-43
ownership of, 38
vertically integrated, 42
global flow of materials, 97
global high-share strategy, 152
globalization of markets, 7-8
global logistics channels, 96-111
global marketing, 1-12. See also
marketing
advantages of, 3-8
characteristics of, 1-3, 8-10
competition and, 5-6, 148
cultural environments and, 9-10
defined, 2-3, 11
diversification and, 5-6
economic environments and, 8,
13
environment of, 3, 4
ethics and, 159-168
financial environments and,
8-9, 26
importance of, 10-11, 12
logistics channels and, 96-98
market mix and, 10
political environments and, 9
pricing decisions, 77-78
product strategies, 56-76
U.S. companies and, 5, 6
global niche strategies, 152
Goodrich, B. F, 160
governmental intervention, 37-39
government-business alliances,
156

government regulations
affecting advertising, 116, 121,
123-124
product adaptation and, 64-65
trade agreements, 156
government relations, 130
gray marketing, 81, 82, 86-87
Greece, 19, 47
gross domestic product (GDP),
15, 19
Asian Pacific countries, 19
European Union countries, 18, 19
North America, 19, 21
us., 7
gross domestic product (GDP)
per capita, 15-16
Group of Five, floating exchange
rate system, 29
growth objectives, 4-5
growth-share matrix, Boston
Consulting Group, 150-151

W

haggling, 46

hard currencies, 28
Harrods, 103

hazardous waste, 166-167
hedging, natural, 31

Heinz, H. J., 66
high-context cultures, 47-48
high-share strategies

global, 152
national, 153
regional, 153

high-value-added products
exported, 69, 70
newly industrialized countries
and, 156
Hitachi, 37
H. J. Heinz, 66
Hoffman-La Roche, 81
Holland, 125
home countries, 97-98
ethnocentrism and, 154
market entry strategies and,
142-143
Honda, 42
Hong Kong, 34



culture, 52, 117
economy, 20
export product composition, 74
GDP, 19
high-value-added products, 156
population, 19
host countries, 97-98
assistance to, 42
designing distribution channels
within, 106-108
distributors, 98-99
identification with, 42
managing political risk in, 41-43
regulations, market entry
strategies and, 143
retailers, 100-101
human behavior, culture and, 46
Hurco Company, 86
Hyundai, 97

[

idea generation stage, in product
development, 60-61
idea screenfng stage, in product
development, 61
Ikea, 102
import jobbers, 102
import restrictions, 38
income, disposable, 14
India, 52, 118, 121
indirect exporting, 133
indirect global distribution
channels, 98, 103-106, 111
export brokers, 105
export drop shippers, 103-104
export management companies,
104-105
export merchants, 104
export trading companies, 104
manufacturer’s export agents,
104
Webb-Pomerene Association,
105-106
Indonesia, 19, 20, 117
information management,
competition and, 148
information technology, ethics
and, 166

in-pack premiums, for consumer
sales promotions, 126

insurance, against political risk, 43

Integrated Ceramic Technology,
Inc. (Incetek), 93

interdependence, economic, 23

internal conditions, affecting
pricing, 77-78

internationalization, of retailing,
102

international product life-cycle
hypothesis, 143-144, 145

International Trade Commission
(ITC), 88

inventory levels, distribution
channel performance and,
110

investments, foreign direct, 22-23,
138-140

IOUs, forfaiting and, 92-93

Iran, 117

Ireland, 19, 167

irrevocable letters of credit, 91

Israel, 117, 118

Italy, 19

)

Japan

advertising, 116

country market, 7

culture, 47, 48, 51-52, 65, 112,
117

distribution channel design,
106, 107

economy, 20-21

export product composition,
69, 74

foreign direct investments, 23

GDP, 19

licensing behavior, 134

MITI, 20

population, 19

pricing decision, 77

product introduction in, 56-57,
63

production location decisions,
155

R&D expenditures, 74, 75

Subject Index 17

retail structure, 100

trade, 23, 34

trade agreements, 156
J. C. Penney, 102, 165
Johnson & Johnson, 59, 65, 87
joint ventures (JVs), 139
just-in-time (JIT) distribution, 110

3

Kanban system, 110

Kao Corp., 56

Kellogg, 61

Kentucky Fried Chicken (KFC),
106, 113, 136

Kentucky Fried Chicken Japan
(KFCJ), 63

Kenya, 47

Kodak, 5

kuanye, 16

L

language. See also communication
advertising and, 113
communication and, 49
translation errors, 49, 50
Latin America, 48
less developed countries, ethics
and, 159-160, 161-162. See
also newly industrializing
countries
letters of credit, 91-92
Levi, 107
licensing, as market entry strategy,
134-135
Liechtenstein, 8
life-cycle hypothesis, 143-144
local content laws, 39
local economy, 13-16
competition and, 16
consumers, 14
country economic conditions
and, 14-15
defined, 13
low-context cultures, 47-48
Luxembourg, 19



I8 Subject Index

McDonald’s, 136
McKinsey & Company, 52
Madagascar, 47
magazines, as advertising
medium, 121
mail-in premiums, for consumer
sales promotions, 126
Malaysia, 19, 20, 23
managed floats, 28-29
management
orientation, market entry
strategies and, 141
skill, competition and, 148
management contracting, as
market entry strategy,
137-138
manufacturer’s export agents
(MEAs), 104
manufacturer’s representatives,
102-103
manufacturing, contract, 137
market-based pricing, 80-81
market-based transfer pricing
strategies, 83
market development strategy, 149
market entry strategies, 132-145
contract manufacturing, 137
exporting, 133-134
external conditions affecting,
142-143
factors affecting, 141-143
foreign direct investment,
138-140
franchising, 135-137
internal conditions affecting,
141-142
licensing, 134-135
management contracting,
137-138
stages of business development,
143-144
strategic alliances, 140
turnkey operations, 138
marketing. See also global
marketing
defined, 2
limited to United States, 3—4

marketing mix, 10, 56
global factors affecting, 156-157
government interventions in,
39
market penetration strategy,
148-149
markets
characteristics of, distribution
channel design and, 107
globalization of, 7-8
potential, market entry
strategies and, 142
Marks & Spencer, 137
markup pricing, 78-79
materials, global flow of, 97
Mattel, 63
maturing-product stage, in
product life-cycle hypothesis,
143-144
Maxwell House, 116-117
measurement standards, product
adaptation and, 65
media
access by country, 120
advertising expenditures by
country, 119
advertising options, 118-123
relations with, 130
media plans, 116, 118-123
billboards, 123
catalogs, 122
cinema, 123
direct mail, 122
facsimile, 122-123
magazines, 121
newspapers, 122
radio, 121
television, 118-121
videos, 123
medium of transmission, in
communication, 114
Mercedes-Benz, 59, 86
merchant middlemen, 97
host-country distributors, 99-100
host-country retailers, 100-102
merchants, export, 104
Merck & Co., 87
message, in communication, 114
Metropolitan Edison, 160
Mexico, 19, 117

Microsoft, 140
Middle East, 48
middlemen
agent, 97, 102-103, 104-105
merchant, 97, 99-102
Ministry of International Trade
and Industry (MITI), Japan,
20
modes of payment. See payment
modes
monetary policies, 8, 23-24
monochronic cultures, 48—49
motivation, distribution channels
and, 109
Motorola, 53, 156
MTV Europe, 121
multicultural training programs,
53

N

national high-share strategies,
153
national identity, 37
national interest, 37
national marketing, limitations of,
3
national niche strategies, 153
national sovereignty, 87
natural hedging, 31
negotiations, cultural perceptions
of, 52-53
Nestle, 97, 107
Netherlands, 19
newly industrializing countries
(NICs), 20. See also less
developed countries
high-value-added products and,
156
new-product stage, in product
life-cycle hypothesis, 143-144
newspapers, as advertising
medium, 122
niche strategies
global, 152
national, 153
regional, 153
NICs. See newly industrializing
countries



Nigeria, 46, 119
Nike, 96
noise, in communication, 114
nonmarket-based transfer pricing
strategies, 83
nontariff barriers, 9
nonverbal communication,
culture and, 51-53
normal value, dumping and, 87
North America
culture, 48
GDPs, 19, 21
populations, 19
North American Free Trade
Agreement (NAFTA), 21, 57
Norway, 121
numbers, culture and, 47, 52

o

observability, of products, 67

Ohkawara, Shin, 106

Okubo, Tsuneo, 108

open accounts, 90-91

options, foreign-exchange, 31-32

overinvoicing, 84

overpricing, 78

Overseas Private Investment
Corporation (OPIC), 43

ozone, 166

P

PaineWebber, 52
Pakistan, 119, 121
Pall Corporation, 7
parallel imports, 86-87. See also
gray marketing
payment modes, 90-94
cash in advance, 90
countertrade, 93-94
draft (bill) of exchange, 92
forfaiting, 92-93
letter of credit, 91-92
open account, 90-91
payment terms, 89-90
Penney, J. C., 102, 165
Pepsi, 113

performance evaluation,
distribution channels,
109-110
persistent dumping, 87-88
personal selling, 115, 127-129,
131
Peru, 37
Philippines, 19, 20
Pizza Hut, 136
place strategies, 10
Poland, 117, 121
political environments, 9
restructuring, 155-157
political risk, 36
assessing, 39-41
insurance against, 43
managing, 41-43
market entry strategies and, 143
Political System Stability Index
(PSSI), 41
polycentrism, 153, 154
polychronic cultures, 48-49
Portugal, 19
predatory dumping, 87-88
premiums, for consumer sales
promotions, 126
press relations, 130
price ceilings, 39
price controls, 77
price escalation, 82-83
price-off offers, 126
price strategies, 10
pricing decisions, 77-95
dumping and, 87-89
exchange rate fluctuations and,
85-86
external conditions affecting,
77-78
gray marketing and, 86-87
internal conditions affecting,
77-78
methods, 78-81
payment modes, 90-94
payment terms, 89-90
price escalation and, 82-83
strategic issues in, 81-89
transfer pricing and, 83-85
value and, 78
pricing methods, 78-81
market-based pricing, 80-81

Subject Index 19

markup pricing, 78-79
standard pricing, 79-80
strategic pricing, 78, 81
target return pricing, 78, 79, 80
problem children, in BCG
growth-share matrix, 150, 151
Procter & Gamble, 56, 77, 112,
117
product development process,
59-65
business evaluation, 61-62
idea generation, 60-61
idea screening, 61
product development stage, 62
production introduction, 63-65
test marketing, 62-63
production location, 155
product-market growth matrix,
148-150
product-market portfolio matrix,
67-68, 76
products
adoption of, 65-67
compatibility of, 66
complexity of, 67
development strategy, 149
distribution channel design
and, 106
global distribution of, 97
life-cycle hypothesis, 143-144
management, 67-68
market entry strategies and, 142
observability of, 67
relative advantage of, 66
tangible and intangible
attributes of, 58-59
total, 58-59
trialability of, 67
U.S. exports, 69-74
product strategies, 10, 56-76, 148
adaptation, 63-65
adoption, 65-67
competition, 74
concept, 57-59
development, 59-65
management, 67-68
standardization, 63-64
profit
ethics and, 160-162
maximization of, 78



110 Subject Index

promotion. See also advertising
communication process and,
113-115
global strategies, 112-131
sales promotions, 124-127
strategies, 10, 112-131
promotional mix, 115
prospecting, for customers,
127-128
PSSI (Political System Stability
Index), 41
public relations, 115, 129-130, 131
purchasing power, 15-16
push money, for trade sales
promotions, 126-125

B

radio, as advertising medium, 121

raw materials, global flow of, 97

rebates, for consumer sales
promotions, 125-126

receivers, in communication
process, 114-115

regiocentrism, 153, 154

regional economy, 16-21

regional high-share strategies,
152-153

regional niche strategies, 153

regulations. See government
regulations

relative advantage, of products, 66

relativism, 164

research and development
(R&D), 62, 74, 75

response, in communication
process, 114

retailers, host-country, 100-102

Retail Science, 108

retail structure

by country, 100, 101
internationalizaton of, 102
revocable letters of credit, 91

E

salary, straight, 128-129
sales analysis, distribution

channel performance and,
109
sales contests, 126
salespeople, 127-129
compensation of, 128-129
managing, 128
sales promotions, 115, 124-127,
131
consumer sales, 125-126
trade sales, 125, 126-127
sales revenues, earned outside
U.S,, for U.S. companies, 5, 6
samples, for consumer sales
promotions, 126
Saudi Arabia, 37, 122
SBUs (strategic business units),
150-151
Sears, 51, 160
self-reference criterion (SRC), 53
selling
personal, 127-129
stages of, 128
senders, in communication
process, 113-115
service, distribution channel
performance and, 109-110
Shelton Inc., 87
Sherman Antitrust Act, 105
Shiseido Co., 56
Siemens, 97
sight drafts, 92
Singapore
advertising regulations, 123
economy, 20
GDP, 19
high-value-added products, 156
population, 19
product composition of
exports, 74
radios in use, 121
trade, 34
Singapore Broadcasting
Corporation, 123
Singer, 8
soft currencies, 28
Sony, 97
sourcing, 155
South Africa, 116, 117
South Korea
competitiveness of, 23

economy, 20
GDP, 19
high-value-added products, 156
licensing agreements, 135
population, 19
product composition of
exports, 74
trade, 34
space, cultural perceptions of,
51-52
Spain, 19
special-interest groups, 157, 167
specific tariffs, 9
sporadic dumping, 87-88
spot transactions, 30
SRC (self-reference criterion), 53
standardized advertising messages,
116-117
standardized products, 63-64
standardized-product stage, in
product life-cycle hypothesis,
143-144
standard pricing, 79-80
stars, in BCG growth-share matrix,
150, 151
Ste. Suisse Microelectronique et
d’Horologerie (SMH), 59
straight commission, 129
straight salary, 128-129
strategic alliances, as market entry
strategy, 140
strategic analysis. See also business
strategies
assumptions of, 146
competition and, 146
determining business
opportunities and threats, 148
determining business strengths
and weaknesses, 147
predispositions, 153-154
strategy types, 148-153
strategic business unit (SBU)
portfolio strategy, 150-151
strategic global market
management, 146-158
strategic pricing, 78, 81
success, key determinants of,
148-149
survival objectives, 4-5
Sweden, 134



