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Preface

These are exciting times in international market-
ing. In almost every part of the world there is
constant change —European economic and per-
haps political unification; the North American
Free Trade Agreement; the economic liberaliza-
tion of Eastern Europe; the surging economies in
the Pacific rim; and ongoing economic and cul-
tural development elsewhere in the world. As a
consequence, international marketing opportuni-
ties abound and never has the reason to be global
been more compelling. We hope the authors’ en-
thusiasm for their subject spills over onto you—
our readers—and that you will ind our text infor-
mative and interesting reading.

In this age of specialization, international top-
ics buck prevailing trends. Our aim in writing this
book has been to broaden student appreciation of
world markets. Combined, our eighty-plus years
of international marketing experience has shown
us that once students’ international curiosities are
piqued, they remain globally focussed thereafter.
Hence our objective has not been to prepare
regional specialists in North America, Western
Europe, Eastern Europe, and so on. Rather it has
been to prepare students to be world marketers.
Companies can and do specialize their interna-
tional marketing functions, but good executives
know not only their product and market spe-
cialities but how they fit into the broader global
spectrum. The Chapter 1 geopolitical overview,
therefore, provides valuable background to bring
everyone “up to speed”; and our first four chapters
(comprising the world environment of interna-

tional marketing) provide basic instruction in
global cultures and environments.

We have found that the most effective inter-
national operators are those that understand the
whys and wherefores of global behaviors. This be-
lief is reflected in the approach of Chapter 2 to
political, economic, and cultural institutions, and
what are their effects on human behavior (unlike
other texts that tell you such institutions influence
behavior but don’t say how). Then, because politi-
cal, economic, and cultural change is the one con-
stant in world markets, Chapter 3 deals with de-
velopmental issues, the emphasis here being again
not just on what happens, but why.

Our environmental assessment concludes in
Chapter 4 with a look at financial aspects. All
transactions have monetary considerations, and
the international executives we know all have
good groundings in foreign exchange rates and re-
lated financial aspects.

Recognizing and evaluating world market op-
portunities is the focus of the second section.
Overall, rarely have the three authors been im-
pressed by corporate recognitions and assessments
of international marketing opportunities. The aim
of Chapters 5 through 7, therefore, is to estab-
lish a bedrock of principles by which companies
(both small and large) can evaluate their own
international potential and assess foreign markets
as scientifically and thoroughly as possible. Chap-
ter 6 shows how to quantify international mar-
ket opportunities, and Chapter 7 illustrates how
the market segmentation process can be applied
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internationally. Also included in this section
are exporting (Chapter 8 —which includes export
market assessment), and market entry strategies
(Chapter 9), which are directly affected by per-
ceptions of market opportunities.

Managing international marketing activities is
the subject of Part III. While much international
trade and investment occurs because of similar-
ities in consumption patterns and in values and
attitudes among nations, effective international
marketers know when to fine-tune their prod-
ucts, prices, promotions, and distribution to lo-
cal tastes. The aim of Chapters 10 through 17
is to help students recognize when it is feasi-
ble to standardize some or all marketing activi-
ties, and when there needs to be manipulations
in product, promotion, pricing, and distribution
options. Chapter 10 is a strategy overview that
highlights the major internal and external consid-
erations in strategy formulation. We next discuss
consumer product policies and practices (Chapter
11), then move on to industrial products and mar-
keting mixes (Chapter 12). Distribution is tackled
in Chapter 13, logistics in Chapter 14, and adver-
tising in Chapter 15. In all cases, we have strived
to link theory and practice and to illustrate prin-
ciples with live, corporate examples. Next, in this
section, Chapter 16’s emphasis is on personal sell-
ing, negotiation, and sales management in cross-
cultural contexts. Much of this material is inter-
ested to reinforce and dovetail with materials in
Chapters 2 and 3.

Our final section, Part IV, deals with coordi-
nating and controlling marketing programs. The
task of planning, coordinating, and controlling
business and marketing activities over many dif-
ferent country environments is complex. It is
covered in Chapters 18 and 20. First of all,
because world markets constantly change, top
managements place premiums on obtaining good
information in a timely manner. Chapter 18 deals
with marketing information issues. Then, organi-
zational structures used in international marketing
are scrutinized in Chapter 19, and marketing con-
trol tasks are reviewed in Chapter 20. Finally, in
Chapter 21, the student is placed in the posi-

tion of Chief Executive officer of a large interna-
tional concern and introduced to the complexities
of integrating the marketing function into global
corporate planning. As Marvin Mann, CEO of
IBM spin-off Lexmark remarked recently: “In the
future, there will be two types of CEOs—global
CEOs and unemployed CEOs!” The message is
clear: For those aspiring to high corporate man-
agement levels, global is the way to go, and in-
ternational marketing is the field in which future
leaders much show competence.

This text could not have been brought to a
happy conclusion without the help of many oth-
ers. To our students, past, present, and future,
we owe a debt of gratitude for stimulating our
thoughts and providing a platform for testing many
of the concepts in this text. Our respective Deans,
Ed Johnson at the University of North Florida,
and Barry Mason at the University of Alabama,
provided encouragement and support. The sec-
retarial staff at both institutions did miraculous
jobs in converting our non-Palmer-like scripts into
meaningful prose and we thank each one: Jane
Wood, Betty Geitz, Leanna Payne; Margaret Per-
due, Lisa Patrick, and Mary Burnett. We are also
indebted to our assistants David McDonald, John
Donaldson, and Riaz Abdul, heroes behind the
scenes.

Not least we are indebted to colleagues at other
universities who read and contributed to this book
at various stages and who helped shape the au-
thors’ thinking and views. These include James
Littlefield of Virginia Tech, James Wills of the
University of Hawaii, Dhrev Grewal of the Uni-
versity of Miami, Attila Yaprak of Wayne State
University, Tamer Cavusgil of Michigan State
University, Jagdish Sheth of Emory University,
Laurence Jacobs of the University of Hawaii, Er-
dener Kaynak of Pennsylvania State University,
Joseph M. Sirgy of Virginia Institute of Technol-
ogy, Tansu Barker of Brock University, Salah Has-
san of George Washington University, Michael J.
Thomas of Strathclyde, E. Stuart Kirby of Uni-
versity of Aston, David M. Andrus, Kansas State
University; Douglas N. Behrman, Florida State
University; Jeffrey L. Bradford, Bowling Green



University; David R. Decker, Youngstown State
University; Joseph O. Eastlack, Jr., Saint Joseph'’s
University; M. Krishna Erramilli, University of
North Texas; Mushtaq Lugmani, Western Michi-
gan University; James Maskulka, Youngstown
State University; Agnes Olszewski, Seton Hall
University; Gerald D. Sentell, Tennessee Asso-
ciates, Inc.; Theodore F. Smith, Old Dominion
University; and Adel El-Ansary of the University
of North Florida.
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To these people and many others, we are in-
debted. To all of you we say Thank You.

Naturally the responsibility for errors and incor-
rect interpretations belongs solely to the authors.
To those who read this book, we hope you emerge
from the experience with a sense of understanding
of world markets and a desire to maintain high lev-
els of interest in global events. Please, let us hear
from you, and let your suggestions be the basis for
future editions!

A. Coskun Samli
John S. Hill
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