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CONSULTANT’ S PREFACE

"~ The Book

We commend to readers this unique book for its
superior benefits. Written by a chair professor with in-
ternational accomplishments in the USA, UK, Australi-
a, China, Sri Lanka, and other Asian countries, this
book is different from all others that aim to teach mar-
keting. It condenses the subject, uses comprehensive
cases to demonstrate the practical relevance of theoret-
ical principles, and provides side-by-side translations
for better communication between author and readers.
These attributes engender the following package of dif-
ferentiating benefits:

* this book covers the entire subject in a fraction
of the space taken by standard textbooks;

* this book uses theory to analyse the success-
es and failures of several companies;

% this book provides a side-by-side Chinese
translation for better understanding of the English text.

The logical organisation of clearly stated market-
ing principles enables maximum leaming with a mini-
mum effort. Because this book presents core princi-
ples in a simplified manner, readers get intellectually
equipped to cut through the clutter in voluminous
standard text books. In addition to clearly stating
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the principles, this book also makes their relationships
readily apparent. A special effort has been made, us-
ing both words and flow charts, to show how the prin-
ciples fit together. The book shows how some princi-
ples link with other principles, to lead incrementally
and cumulatively to create frameworks for business de-
cisions. Therefore, besides facilitating easy learning,
the book would enable readers to cope more efficiently
with standard English textbooks.

Comprehensive company cases are used to
demonstrate the usefulness of theoretical principles for
practical marketing decision-making. Readers are en-
couraged to regard marketing principles, not as ends
in themselves, but as intellectual tools for achieving
business success and avoiding business failures. The
cases analyse both business successes and business
failures to show how the observance of marketing prin-
ciples are associated with favourable business out-
comes, while their violation are associated with busi-
ness risks. While the cases demonstrate the instru-
mental power of principles for marketing success, the
exercises on the cases provide a detached evaluation
of marketing behaviour for a deeper understanding of
why and how such success occurred.
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The ideas in the book have been expressed as
simply as possible. This book is based on the proposi-
tion that every idea in marketing can be simply ex-
pressed for a general readership. While technical lan-
guage (i.e. jargon) is a convenient shorthand for com-
munication between professionals, it could constitutes a
barrier to communication between professionals and
non — professionals. Hence, while this book treats the
subject with rigour, the ideas have been simply stated
to be within the understanding of even those persons
lacking a high level of previous education.

The author

This book has benefited from the qualifications

and experience of its author, Dr Nicholas Samuel. Dr
Samuel has a varied career in several countries, both
inside and outside academia. He holds a Bachelor’s
Honours degree in Economics from the University of
London, and Master’ s and Doctorate degrees from
Michigan State University in the USA. Dr Samuel is
the author of over 50 publications, including a book in
applied economics.

For many years Dr Samuel was a Senior Policy An-
alyst and a Research Manager in policy and marketing
for the Australian Government. Subsequently, as Chair
Professor of Business and Marketing at the University of
Adelaide, Dr Samuel was responsible for advancing the




A BRI S ERR R T RERI 68 . A B 32 2 KR
R, BHEREM ST AR Y0 E 1T LAk
ik, PRFRREE. BRRAEARES (AARE)ERL
AT ZRIFATERE N FERE, mELWALSESRL
A+ Z B AT BN B RS, BT, A43x 24k
TR IR IR, LAGERT RS RRAS T TG B 1 3t o AR A
K E BT B KU i EE A L.

XFEE

ABZHEFEARKRY - BEHETHORES
2%, HEEEEEZEERFNIIAEL, e
RBKERE T AVrEFEE T ¥A, ERERNRE
M KFERE TR MR, MEBHELHELT
50 £ B IRY, HAP RN AT A

#OE E - SR ER AR EBURWEBOR S E
&7 T R BOR AT I 5 o RE RS 5L . WS 1E P TR
KEBALESEHFTARE, BdBEEHEH5E
SEFEE (B, WRIAETFR) XA - LknF
Py (bR HTIER), Wi S8 S5ERRE,



discipline of business and marketing through the au-
thorship of several international publications as well as
through the establishment and management of a lead-
ing industry journal of the Australasian Agribusiness
Review, of which he was Managing Editor.

Dr Samuel is the recipient of international awards
for his research in the UK and China. In 1994, Dr
Samuel was given expert status by the Chinese gov-
ernment for organising and managing the largest-ever
market survey in China, which included interviews with
5 800 shoppers from Urumgi to Shanghai. In 1998, the
Literati Club in the UK awarded Dr Samuel an award
for excellence for publishing the outstanding paper of
the year in the International Journal of Retail Distribu-
tion and Management .

Dr Samuel's international experience has en-
hanced his inter-cultural communication skills for the
writing of this book for a Chinese readership. Dr
Samuel has held visiting professorships in the USA,
China, and Australia, and has undertaken collabora-
tive research with the Chinese Academy of Sciences in
Beijing. He has also undertaken collaborative research
in Australia, China, Thailand, Indonesia, and Viet-
nam. He currently teaches marketing subjects at both
the undergraduate and post-graduate levels in Australi-
a, Hong Kong, and Singapore.
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We hope that we have provided sufficient reasons
for assuring learners about the quality and credibility of

this book. We also hope this book will satisfactorily
meet their needs.

CONSULTANT

Feona Lai, Hongkong

MBA ( University of Canberra)
Robbert Poon, HongKong
MBA ( University of Canberra)
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This book is the outcome of an international joint
venture project between persons based in Canberra,
Hong Kong and Guangzhou. The initiative and idea for
this book came from Ms. Feona Lai and Mr. Robbert
Poon of Hong Kong, who considered comprehensive
cases as providing powerful learning tools. Both Ms
Feona Lai and Mr Robbert Poon have functioned as
consultants to this project, providing helpful sugges-
tions and guidance.

The success of this project also depended on the
quality of the translation. For this we are grateful to
Mr. Li Pinghai of Jinan University, Guangzhou, for an
excellent job in skillfully translating the technical terms,
and accurately communicating in Mandarin the nuances
in the English text.

This book attempts something which we believe to
be unprecedented (for reasons explained in the pref-
ace) . Many technical problems emerged in providing
the side-by-side translations in the printed script. The
technical expert who helped overcome these problems
was Mr. Robbert Poon of Hong Kong.

Finally, this book could nct have been produced
without the support of Mr.Wang XiaoTao and the
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co-operation of Ms. Zhang Nannan of the Jinan Uni-
versity Press. | must acknowledge the initiative of Ms.
Zhang Nannan in preparing to be bold in backing this
innovative product.

Generally, | am pleased to make acknoyvledge-
ment of the expertise and support of all participants in
this international joint venture .

Author: Dr Nicholas Samuel
The University of Canberra, 2002



