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ABoOUT THIS BOOK

This is an impressive and comprehensive compila-
tion of classic and cutting-edge articles on major
aspects of international and global marketing. Se-
lected high-quality cases and a global decision
simulation are also important supplements to the
readings.

I commend this book to academicians and prac-
titioners as a very valuable companion text in un-

dergraduate and graduate courses in international
and global marketing. '

Roy A. Herberger, Jr.
President and Professor of International
Marketing
American Graduate School
of International Management (Thunderbird)
Glendale, Arizona
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PREFACE

In planning internationally oriented courses, semi-
nars, and workshops, educators and practitioners
today typically look beyond the contents of tradi-
tional textbooks. They seek insights and concepts
in professional journals, research studies, working
papers, and government publications from around
the world. Your editors have endeavored to pet-
form this search for you, bringing together an inte-
grated matrix of timely articles and papers on in-
ternational and global marketing. After reviewing
more than 250 global citations, our final selections
include recently published papers, timeless clas-
sics, cases, and an international negotiations simu-
lation. Each has been written by an authority in his
or her field.

We believe that increased coverage should be
given in courses and seminars to exporting/import-
ing entrepreneurship. Rather than focusing largely
on the marketing opportunities and barriers facing
multinationals, greater emphasis should be given
to preparing entrepreneurs and the owners/man-

XV

agers of smaller businesses to expand abroad.
Along with our careful selection of readings, we
believe that this orientation differentiates this book
from other anthologies.

We hope sincerely that our selections will add a
relevant extra dimension that will enhance lively
discussion and debate in courses, seminars, and
workshops. The editors acknowledge with appre-
ciation the contributions of the authorities cited
herein and their willingness to permit us to re-
produce their work. We acknowledge also the en-
couragement of Craig Beytien, Publisher, Karen
Westover, Sponsoring Editor, Andrea Hlavacek,
Editorial Coordinator, and Gladys True, Project
Manager with Irwin/McGraw-Hill. Harriet Stock-
anes assisted in securing permissions, and Sue Mc-
Cullough proofread the manuscript.

Taylor W. Meloan
John L. Graham
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