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International Marketing Strategy

This major new text explins and analyses the key strategies and techniques in international
marketing from identifying and analysing opportunities to their strategic development and
implementation. It combines a strong theoretical underpinning with many practical examples
spread throughout the text, and it features detailed cases that integrate these concepts and illustrate
their managerial implications.

The authors look at a range of industries from the service sector and consumer products to heavy
industry and new technologies, across a range of countries from Europe, America, Australasia and
Africa. They consider both individual consumers and business to business marketing and tackle
growing issues such as ethics, culture and newly emerging markets in the international marketing
environment.

This book has been carefully designed to lead the reader through the topics and is divided into three
parts. Each part offers:

learning objectives

boxed illustrations

discussion questions

a specially focused issue

cases with questions and comments

a special focus case

summary cases with questions and comments

Designed for students following the Chartered Institute of Marketing syllabus, 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 of marketing and management.

Isobel Doole is Senior Lecturer in Marketing at Sheffield Business School. Robin Lowe is Senior
Lecturer in Marketing, also at Sheffield Business School. The late Chris Phillips was Associate Head
of the European Business Centre, Nottingham Business School and Senior Examiner of the
Chartered Institute of Marketing.



Foreword

My philosophy about the provision of marketing education is that courses of study
should aim to provide added value by combining a rigorous study of the techniques,
principles and concepts of marketing with application in relevant areas of marketing
practice. If this philosophy is followed then it should enable students to develop their
work place performance by taking an objective, rigorous, analytical approach to
marketing decision making. The new Syllabus 94 for the Chartered Institute of
Marketing Diploma examination programme, for which I am the chief examiner, is
being operationalised to meet this fundamental philosophy of marketing education.

In my view, students of marketing should be exposed to a range of theoretical
techniques which are treated critically and from which the student can select the
most appropriate for use in particular practical marketing situations.

With the above points in mind, it is a particular pleasure for me to be asked to
contribute a foreword to this book. The authors are all long-established teachers of
marketing in well regarded business schools. Between them they have a wealth of
experience of presenting high quality marketing programmes which combine theory
with practice. This book benefits from that experience. Besides being particularly
appropriate for the CIM Diploma programme, the book should also be relevant to
final year undergraduate and masters level courses in marketing, including MBAs.

The content of the book combines marketing theory with relevant up-to-date case
studies from across the world. Thus the concepts, principles and techniques of
international marketing can be applied in a variety of different situations by using
material from this book. International marketing can be a difficult subject to study
without expert guidance. This book provides expert guidance in a readable and up-
to-date form. I am very pleased to commend it to you as chief examiner of the

Chartered Institute of Marketing.
Trevor Watkins
Deputy Vice-Chancellor
South Bank University, London
Chief Examiner, Chartered Institute of Marketing



Preface

Over the past decade interest in international marketing has grown considerably. It
has become evident both to companies and to countries that they need to become
more involved and more expert at marketing their products and services around the
world.

In a world in which change is becoming more and more significant we felt it
important to write International Marketing Strategy using material that is as up-to-
date as possible. We have included as much material as we could from the 1990s.
Inevitably changes will continue. For example, since writing, it has been announced
that GATT will change into the World Trade Organisation (WTO).

This book has been written specifically for those readers who are preparing for the
new Syllabus 94 of the Chartered Institute of Marketing. This major revision by the
CIM has provided a more strategic focus upon international marketing. We are
familiar through our teaching and as examiners with the detailed requirements of the
CIM. We have also benefited from our European, Australian and Asian visits and
teaching assignments which have enabled us to view at first hand some of the exciting
developments in international marketing. In writing this book we have aimed to use
academic concepts, models and theory in an applied way. We feel, therefore, that this
approach makes the book suitable for the CIM Diploma and those following final
year undergraduate or postgraduate programmes in international marketing strategy,
as well as international marketers who wish to continue their professional develop-

ment.

How to use the book

The book has been structured around three distinct parts of the international
marketing strategy process. This is shown opposite:
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Partl Analysis

Aims to generate an understanding of the concepts of the international
marketing process and the international environment within which com-
panies operate. Through this understanding, the identification and analy-
sis of market opportunities in non-domestic markets is developed.

Partll Development of international marketing strategies

Aims to develop an understanding of the concepts of marketing strategy
and planning within an international context and to identify the strategic
options available for market entry and the selection and development of
product policy.

PartIII Approaches to implementation

Aims to present a balanced view of the importance of strategic choice and
of tactical detail in implementation and to promote an understanding of
the significance of adaptation and standardisation for international mar-
keting success.

Each part of the book contains four chapters developing the main issues in that
area of the process. The elements of each part and of each chapter are shown below:
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Each part contains:

e Aims and objectives
o Learning outcomes

e Case studies, based upon the
CIM mini-cases in international
marketing

o A special focus, an in-depth
review of an area of special
interest

Each chapter contains:

o Concepts, models and
techniques appropriate to the
part of the process concerned

e Boxed illustrations of
international marketing

o Discussion questions — to test
and to apply your understanding

The division of the book into twelve chapters make the book suitable for delivery
in the increasingly popular semester length course.

In addition to International Marketing Strategy extra materials will be available
through a dedicated teacher’s manual and other specific learning materials to enable
teachers and students to use the textbook in a variety of specific ways to enhance their
own understanding of international marketing strategy.
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