HAHEXERERRXE FX
[ TPEMWEMRZLE #R)

EfrE

INEESRANBOIN AL MARKETING
NI BN ESCA@ CONTEMPORARY READINGS

IsoBEL DOOLE
RoBIN LOWE

H5EBENUAR
Ol FItMEARZ BT




EBERSE (CIP) ¥

EREH MRS 23X/ (%) HR (Doole, 1.) %F . —Kk%E: RMB A%
HiARAE, 1998.3

(R UL SEHREMRR -THEHRS)

ISBN 7 - 81044 - 238 - 4

I.& T.# . BTG -THEHEE - %X & V.F740.2-53
P EEAEBE CIPBEBEF (98) % 23651 &
TITHENEHIEWNEERIES: BF06-1998-102 8

Isobel Doole, Robin Lowe: International Marketing Strategy: Contemporary Readings

Copyright © 1997 by Isobel Doole and Robin Lowe, First Published by International
Thomson Business Press, A Division of International Thomson Publishing Inc.

All Rights Reserved. Authorized edition for sale in P. R. China only.

A BI Y E R TP B bR R F AR L 2 k2% 4 AR 7E b B K B3 3 %
HRRST, REHREHEFT, REBUEMFRDE. THRTREBHETESLS,

MEETE, BRBR,

FRALW & K% A AR
(RKENBABRILE217S BPESED  116025)

AW K23 W A R AT
AXTEERREAXARATHRM KRIHSKEGR R
FFA: 787x1092 K 1/16 FH: 688 FF EIHK. 26 IEH: 2

19984 4 AB 1/ 1998 4F 4 A%E 1 KER

WURE: FOE sHEEit: ¥ K

EHr: 45.00 %
ISBN 7 - 81044 - 238 - 4/F-943




R E Wi

PR E, G TH, BHUNER, A HENERM, MEHAT, 2K
h; BERG, BEEEG; R, WKEHA, BF. KK, 2
B, Ed, HRT—B R, 4, K&, 24,

HHFHE, RAXYGFTHE,; S458R, LAXGER, ZEFK, X$
B, BRTHE, BHFFk, Tk, KTk, B#REE—ANF#G T
B, PTRAEEZBAFXGER, FLERRA, FIRAZK, CBHTR
TRAZE,

HEBFRRE, FIMAZK, CEEEFTHR, 2242, fTF, A
FTABRAXRS EX AKX E, TENR, HHARAIELARAGHC
KR, ITP, McGraw-Hill & Simon & Schuster ¥ B F& & 3R 2 8] 45 #3242,
ALMERFHRAFRBERYG HRMEE5FHHEMKER” ACKHER
#] Wk “BREZAGEH, WEEKART, BRTHRLE, BRCFEL”
MR HEFELAY, RIEZ2FF TEF MEE5LHF. THEH
F.AFERATFME, FELTTHEHN, FREXEHT. FREKT.
IHEEME (MBA) #Z2BARZEWNAED (ETP) ¥ RBRERNTE, 4
Bi#iET EAATHGEM, THEAERLE, FAXA, LB H S A%
B MEH, REEZL EUBER, RETFRFER—ALRATIEK
B, BREFNEHZHE, ERFRABRELHRE, S AKA, 24K
x, KE “BEKEX 2¥,

HERAGRRF, REXRRABSm; HEAEHR, TR2EHRH, £
HEEFINHEN, FEZHRDHRAEN, CIEREIN, “Kikd,
FREBRW, BMNREBFRAZK, REFLIHTZH,

B4, HHAHK, BRAL BAL TAL BA, BAKRZ AW, TA
I\ REEA, NTEXF, FA, RAZRAERT, HTZI 4 EHM,
BMZEBMEBR, BTZ, ARZIEBER K,

LEHTHEE, MIBRF, FHAK. HEATEEL, RHEAA
B, SWHEPRBEZAE, AT, RMNEHBEFH. BAF. HS)

ARBRARE KR
1998 4 4 A




Foreword

The authors have taken the text of the book International Marketing Strategy
(Routledge, 1994) and broadened the scope of the reading. This both explores
the major issues in greater strength and challenges readers to ‘open their minds’
to the critical debate in international marketing.

It is essential reading for serious students of the subject for it embraces both
the theoretical viewpoint and the practical aspects of succeeding in the inter-
national arena. It is of specific interest and relevance to students of the CIM
Diploma and those who are studying at Masters level.

Keith Lewis

Senior Examiner

International Marketing Strategy
Chartered Institute of Marketing




International marketing strategy
A Reader |

Isobel Doole and Robin Lowe

This book of readings is an important companion to the major text International
Marketing Strategy: Analysis, Development and Implementation by the same
authors. As such it provides ready access for both the tutor and the student
of international marketing to an extended learning resource which can be used
as a vehicle for class discussions, background reading or as an independent
reader in its own right. ‘

- The objective of the book is to allow the reader to explore in more detail
issues raised in the core text. The articles have been chosen to reflect areas
which are increasingly important in the study of international marketing and
give readers the opportunity to gain a clearer and deeper understanding of the
fundamental concepts previously shared.

The book of readings is organised in the same format as the core text and
articles have been chosen that combine a strong theoretical underpinning with a
practical base.

Designed for students following the Chartered Institute of Marketing sylla-
bus, this book will be ideal for all managers taking CIM exams as well as those
working on Masters programmes and for final year undergraduate students.

Isobel Doole is course leader of the MSc International Marketing and i1s
Head of the Research Unit for International Marketing at Sheffield Hallam
University. Robin Lowe is Head of the Enterprise Centre and Senior Lecturer
in Marketing at Sheffield Hallam University. Isobel Doole and Robin Lowe are
both examiners for the Chartered Institute of Marketing.




Preface

The international marketing strategic management process is affected to an ever
increasing extent by the changes taking place in all aspects of the international
marketing environment. To gain a thorough appreciation of the current situa-
tion, it is necessary not only to gain a clear understanding of the fundamental
concepts and core competencies, but also to study in depth the arguments
concerning the areas of greatest uncertainty and change so that the most
appropriate strategic decisions can be made.

This book of readings has been designed as a companion to the Routledge
publication International Marketing Strategy: Analysis, Development and Imple-
mentation. In this core text the authors endeavoured to provide the reader with
the integral knowledge and understanding of the international marketing stra-
tegic process without it becoming too all-encompassing and burdensome to
read. Undoubtedly such a strategy means there may well be areas within that
process which the reader would like to explore further to develop an under-
standing of international marketing management issues.

By using this book of readings as a companion to a study programme, readers
have ready access to an extended learning resource where issues raised in the
core text can be developed and expanded. Thus readers have the opportunity to
gain a clearer and deeper understanding of the fundamental concepts previously
explored.

This book of readings will prove useful as background reading and as a
vehicle for class discussions in study units in International Marketing Strategy
for the CIM diploma, final year undergraduate studies or a Masters level
programme. ‘

Increasingly, practising managers are studying part-time or by distance/open
learning. As such they may not necessarily have easy access to library facilities.




X Preface

It 1s hoped this book of readings tied into the core study text will enable
managers endeavouring to extend their knowledge, to fulfil extra reading
requirements without too much agony.

The book of readings is divided into three distinct parts which correspond to
the parts of the core text. In Part One we examine issues in the area of
international market analysis. The major criteria for the selection of articles
in this section has been to select articles that attempt to integrate the analysis
and the understanding of international markets into international strategy
development. By making these connections, readers should be able to apply
the results of their reading to their own development as international managers.

In Part Two we examine issues relevant to international strategic develop-
ment, and focus particularly upon change. We include readings which are
intended to challenge the reader to think how managers must reorganise to
compete more effectively in an environment that demands an ever quicker
response to the greater demands and expectations of the changing international
markets.

In Part Three, the focus is on implementation issues. It is often assumed that
once an international strategy has been devised its execution will be, if not
simple, then just a matter of overcoming practical difficulties and impediments.
However it is not uncommon to find that the international marketing imple-
mentation activities undertaken define the strategy rather than vice versa. It is
this theme which runs through the selection of articles in this section.

In all the readings that we have selected, we have deliberately focused upon
the challenges facing present and future international marketing managers.
Throughout the text we have endeavoured to include articles and research
papers which not only have a strong research base but also have a direct
relevance to the practising international marketing manager. This has been
reinforced in each of the three parts of the book where in the introduction
section we have attempted to clarify the importance, relevance and implications
of the articles chosen to the international marketing strategic process.
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Introduction to Part One

Part One of the textbook International Marketing Strategy concentrates on
helping the reader generate a greater understanding of the concepts of the
international marketing process and the international environment within
which companies operate. It aims to extend the range of understanding to
enable the reader to deal with international marketing situations and learn
how to analyse and evaluate cross-cultural markets.

The international marketplace in which companies operate is typically char-
acterised by uncertainty and change. Companies have seen major changes in the
international marketing landscape, particularly over the past two decades. This is
not only because old political structures have collapsed and major trading
regions have been developed, but also because of transformations which have
taken place within country markets themselves. As the pace of technology has
increased, customers become better informed, more demanding and more dis-
criminating. Faced with changes such as these, the implications for management
are significant and it is to these issues that we turn our attention in this section.

The dilemma is, should the articles be chosen to help the reader generate a
better understanding of the international environment in which international
marketing strategies take place, or on the basis that they help the reader develop
a better understanding of the conceptual issues underpinning the analytical
skills that an international marketing manager needs to interpret and under-
stand the international marketing environment? In this section, as in the book as
a whole, a conscious decision has been made to concentrate on interesting and
pertinent articles that in our opinion contribute to the developing body of
knowledge, which helps the international marketing manager develop the skills
to analyse, evaluate and interpret the international marketing environment.

It is not the intention of Part One to describe the current events in the



