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Each student who embarks on a course in international marketing brings with
him or her a rich view of the world and marketing that was acquired within
that student’s particular domestic culture. Nevertheless, to be successful as an
international marketing practitioner, the student must open his or her ‘world
view’ to permit a thorough analysis of opportunities in other cultures. A major
goal of the second edition of International Marketing, A Global Perspective is
to broaden the way business students view international markets and mar-
keting in order to encourage such an expanded view.

Most marketing managers view world markets internationally, or multi-
nationally, as a series of discrete markets that do not share many characteris-
tics. Yet worldwide opportunities and challenges presented by recent events —
the sweeping changes in Middle and Eastern Europe, the economic integration
of the European Union, the increasing liberalization and deregulation of world
trade, the growth of markets as well as financial problems in the Asian Pacific
area, the economic integration of Latin America, and the economic strength
of the North American market — require new marketing management
approaches to deal successfully with global competitors and suppliers in global
markets. Most important, international marketers require a global perspec-
tive to compete successfully.

We do not argue that a marketer should sell the same thing, the same way,
everywhere. But a company that believes it must overhaul its marketing mix
for each separate country market errs as much as one that applies only
domestic marketing solutions to international marketing problems.

International Marketing, A Global Perspective discusses the current
challenges of international business and the impact of different perspectives
of management on business behavior. It illustrates the driving forces of inter-
national business in the late 1990s: the limited growth in domestic markets,
rapid technological change, increasing global competition, and global access
to resources.

Whatever perspective management takes, the leaders of a firm have to
answer four fundamental questions: (1) Should the company enter inter-
national markets and is it able to conduct international operations? (2) What
markets should be served? (3) How much of the firm’s resources should we
spend for what purpose? (4) How to build and sustain the firm’s competitive
advantage? This text presents a decision oriented framework to answer those
questions.

International Marketing: A Global Perspective is written for the student
who is interested in international business and who has completed a princi-
ples of marketing course. Thus, some knowledge is assumed on the part of the
student, as basic concepts are applied internationally.

PHILOSOPHY

The underlying assertion of this book is that any firm — regardless of size —
can compete globally. Success is a function of perspective, opportunity, moti-
vation, knowledge and skills. International opportunities are plentiful. The
challenge for today’s marketing manager is to identify those opportunities
appropriate for the firm, to develop an appropriate marketing strategy, and to
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build and sustain competitve advantages in cooperation with other members
of the firm as well as external partners.

APPROACH AND ORGANIZATION

The book’s four sections, as illustrated in the Exhibit 1, make the global
approach to international marketing accessible to the student.

<> Part One deals with the factors motivating a marketing manager to enter
international markets.

Part Two looks at the process of assessing potential markets, then
matching market potential with a company’s ability to market
effectively.

<> From that assessment, Part Three takes the student through the process
of taking basic strategic decisions that guide the application of
marketing tools. Managers must develop a portfolio of markets and
technologies, choose a competitive strategy, build an infrastructure of
management systems, and determine intended local market positions as
well as market-entry modes.

<> Part Four then discusses the process of implementing the strategic
decisions by building and sustaining competitive advantages through
product management, distribution and sales, market communication,
and price management. The book ends with a discussion of how the
results of various analyses and decisions on different hierarchical levels
of decision may be summarized into a business plan.

To develop and implement successfully a global marketing perspective, an
international marketer must be systematic in dealing with opportunities and
threats. This book presents a systematic approach to global marketing deci-
sion making. Part Two, for example, which deals with assessing potential mar-
kets, addresses the important issues in the same logical order used by a global
marketer. While the marketer first examines its business mission and philos-
ophy to determine the relevant market characteristics to be looked at, in a
second step it assesses those characteristics in the economic, political and
legal, and cultural environments of various country-markets. Then, local
product-markets are more closely analyzed in a small group of attractive
country-markets. Finally, the firm’s potential is evaluated and compared to
the market opportunities identified, as well as the potential of important
competitors.

WHY You SHouLD USE THIS TEXT

The turn of the century promises to be economically, socially, and politically
turbulent. Fundamental changes will continue to occur in all parts of the
world. Although any textbook can become somewhat outdated through the
speed of those changes, International Marketing, A Global Perspective will
remain useful because it provides a structured approach for analyzing
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Exhibit I A GENERAL FRAMEWORK FOR GLOBAL MARKET

Potential Market Assessment
o Relevant Market Characteristics
o Assessment of Country-Markets
© Assessment of Local Product-Markets
© Assessment of Competitive Position

Positioning in Local Markets

© Target Customer Segments
o Differential Customer Benefits

Product/Service
Management

o Palicy

o Product/Portfolio

L] S

o Terms of Sale

© Methods of
Payment
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dynamic changes. The student is responsible for remaining current with world
affairs. Both the analytical framework, which addresses such issues, and the
global marketing perspective in this book will be valid in rapidly changing
environments. Perhaps the global approach is necessary, not only to help a
firm be aware of changes and their impact, but also to help it adjust success-
fully to such changes, which is the key to long-term survival.

To support this approach, this text offers several unique features.

Global perspective. The horizontal search for strategically equivalent
segments, across country-market borders, is a predominant theme.

Management orientation. The organization of this book introduces
students to international marketing through the decisions that
international marketing managers must take.

Authors from two cultures. The authors of the text have extensive
experience in international marketing teaching, research, management,
and consulting in North America, Eastern and Western Europe,
Australia, India, and Africa. This experience has resulted in a truly
international outlook on marketing issues, versus the more conventional
U.S. or European perspective. Additionally, a host of case studies and
examples contributed by colleagues around the world strengthens our
global perspective and makes this text come alive to students whether
they are based in Europe, Asia, Latin America, North America or
Australasia.

Middle and Eastern Europe. Because two authors are from Austria, a
nation that has traditionally served as a bridge between Middle and
Eastern Europe and much of the rest of the world, the coverage of
Eastern Europe in this text is more extensive than in other texts.

Systemic approach. Instead of a cursory discussion of relationship
marketing, this book is written from a perspective that conceives
business as happening in networks of interrelated social units with more
or less different interests. Forms of cooperation as well as confrontation
are discussed in all parts of the book.

Current. Every effort has been made to ensure that the material in the
text is as current as possible in the discussion of global trends,
environments, and relations. Where the developments are faster than
the production process of a book students are invited to update and
compare latest developments with what has been said in the text.

TEACHING AND LEARNING

The text has several features designed to motivate students’ interest in the
material, help them learn more efficiently, and make this text an effective
teaching tool. Throughout, we have tried to present complex material in a
straightforward manner, without oversimplifying the concepts. Various teach-
ing and learning aids include the following:

International Incident. Every chapter begins with an International
Incident, a factual illustration of the chapter’s international marketing
concepts with a global perspective.



<> Boxes. Discussions in boxed material highlight global approaches to
cultural, ethical, strategic, and future issues that atfect marketing.

<» Impact on the Marketing Mix. All chapters discussing parts of the
marketing mix contain a section which encourages the student to be
sensitive to how each element in the international mix affects the
others, and to recognize the highly dynamic nature of marketing
management.

<> End-of-Chapter Discussion Questions. These questions provide a way
for students to check their comprehension of the key issues discussed in
the chapter. Some questions are appropriate for mini-projects, while
others will stimulate class discussion. These questions also serve an
excellent vehicle for review of the chapter material.

< Suggested Additional Readings. The readings suggested at the end of
each chapter allow the students to go into further details concerning
some points of special interest discussed in the chapter.

<> Qases. Each part of the text concludes with more complex, current cases
which allow for management oriented application of the material
discussed in that part.

< Artwork, Photos, and Maps. Each chapter contains artwork, tables,
figures, maps or photos that supplement and illustrate the chapter
discussion.

<> Supplementary Teaching Material. An instructors’ manual, Powerpoint
presentation pack and Internet resources are available to lecturers who
adopt International Marketing: A Global Perspective. These materials
are designed to provide assistance to the instructor in several ways:

<> To provide valuable and time-saving support material and resources
for the instructor

<> To make teaching the course using this text even easier

«» To help in the preparation of lectures and discussion sessions with
the students

Internet resources to accompany the text can be found in the resources
area of the ITBP website at www. itbp.com. The website includes continu-
ously updated support material for lecturers and students including: over-
views of each chapter in the book, links to useful international marketing sites
on the world wide web and Powerpoint slides to download directly frrom the
site.
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