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PREFACE 

This book responds ta two growing concerns in American management education: 
Insufficient shldent exposure to the challenges of doing business in markets other 
than one's own, and the need for more managerial rdevance in what is taught and 
learned. Both of thcse concerns bear directlv on the quality of education the students 
recelVC. 

A1though the perceived nccd for more international content in business 
curricula is not new, its actual urgency is. As the list of industries in which 
V.S. companies have lost their global competitiveness grows, so do the voiccs of 
critics who put the blame partly on an inward-Iooking business education 
concerned more with the fàmiliar domestic market than with the unfamiliar 
international markets. From high tech to low tech, from tangible goods ta 

intangible services, companies need to learn new skills to operate in an in­
creasingly global marketplace. The critics charge the business schools with not 
doing enough to devdop these skills. There is more than a grain of truth in what 
these cri tics sav. 

Similarly, manage rial rdevance in business education has come under 
increased scrutinv in recent ycars. The issue centers on the balance between the 
theory and practice of management in business curricula. A number of rccent 
studies have revealcd that emphasis on degant models of management has come 
at the expense of useful insights in dealing with the often Icss th an elegant reality 
of the practictioner. 1 The critics maintain that the pendulum in business education 
has swung too fàr from a hcalthv balance betwcen the science and the art of 
managing. Once again, there is more th an an element of truth in such criticism. 

Managing Global Marketing introduces the student of mangcment to the 
reality and the challenges of globalized markets and otlèrs a managerially oriented 
context in which ta lcarn about global marketing. The book's introductory text is 
meant to acquaint the student with the issues of strategy making and implemcn­
tation and is written with many recent examples of successes and fàilures, good 
and bad practices, in global marketing. The examples, almQst ail taken l'rom the 
author's extensive field-based research project, help to illustrate many of the key 

1. Sec, for cxamplc, "Leadership for a Changillg \\Torld," a study conductcd by Graduate Manage­
ment Admission Council and publishcd in 1990. 
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XII Prdàcc 

points in the text in tcrms that are easy ta understand. In addition, the text is 
complemcnted \Vith an extensive list of suggested readings for optional in-depth 
study of issues. 

The main body of this book is devoted to a \Vide selection of management 
cases as vehides ta devclop insights and skil!s in problcm analysis and decision 
making in global marketing. The cases put the student at the center of the learning 
proccss and prO\'ide a chance to encounter the complcxity and the thril!s of global 
marketing as experienced Lw real managers in real companies. The case problems 
take the student around the \Vorld to more than twenty diftèrent countries, 
markets, and cultural environments. The case sites range t'rom North America ta 
Europe and the Far East. A distinguishing tèatun: of these cases is their 
multicountry, truly Hlobal coverage; no single nation dominates the cases. The 
student devclops a genuinely global perspective by sceing the world not only 
through the eyes of U.S. companies but also through those of other nationalities. 
In this respect, European companies and markets get special attention duc to the 
rising cconomic convergence on the continent and its growing impact on global 
trade in the 1990s. ManI' of the cases examine issues that are the direct result of 
Europe's continuing progress toward a single, borderlcss market. 

Ali cases arc recentl" researched and written t,x easy rcading. While the cases 
present comprehensive background data tor analysis and dccision making, thev are 
not undulv long or complex. An carly chapter in the book is devoted to 
introducing the student to the art and techniques of analyzing cases. 

The book is divided into threc main parts and an appendix. Part One is an 
introduction to global marketing. It defines the ropic, and its cases give an 
overvie\V of managerial issues in global marketing. 

Pan Tll'o takes the student dccper into a discussion of global marketing 
strateg)', its analysis and decisions. l'art Two\ introductorv chapter and cases deal 
with the topics of opportunity analvsis in global markets, product poli CI', 

marketing communication, distribution channcls, pricing, and marketing program 
filrmulation - al! in a multimarket, global setting. 

Pan Thrcc addresses the important and otten ignored subject of global 
strategv implemcntation. Ir introduces the student to the diftèrent clements of 
implementation, ti'om "hard" to "soft," trom structure to process, and trom 
cross-cultural to individu al managerial skills. 

Finally, the Appmdix consists of twenty country faets shccts that givc the 
student a quick, yet intimnative, look at the economic, social, and political tàcts 
and lite-styles of each of the international markets covcrcd in the book. The 
Appendix hclps ta add to the student's knowledge of world markets and the depth 
of analysis of case problcms. 

ManaHi1w Global MarkctùlH otlèrs instructors of international marketing 
maximum flexibility in designing a course of high educational valuc. The teacher 
can build a curriculum from introductorv chapters, cases, and suggested readings 
to fit any course requirements or pretèrrcd areas of cmphasis. The selection and 
sequence of cases may also be adapted to the teacher's own objectives t(lr the 
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Preface Xlll 

course. Sufficient diversity in the material allows such "custamizing." Ir is the 
author's own experience that the combination of case discussions, background 
readings, and instructor's own complcmentary lectures makes for a rich and 
stimulating Iearning experience for students. This book is designed to tàcilitate 
such learning. 

ACKNOWLEDGMENTS 

A book in global marketing would not be true to its title if it were the product 
of a single individu al trom a single part of the world. Managing Global Marketing 
is true to its title. This publication can daim to be a truly global product thanks 
to a long Iist of contributars from different parts of the world who have enriched 
its content by either contributing their cases or otherwise helping with its 
realization. My first thanks go to those international colleagues, representing seven 
nationalities, who have generously allowed me to complement my own cases with 
theirs. l have worked with ail of them at one point or another in my career and 
have come to respect them as dedicated reachers who care immenscly about the 
quality of their studcnts' learning. The high cali ber of their cases is the best 
testimony ta this fact. Given the special nature of their contribution, l have listed 
them separately under Contributors. 

Many others have been instrumental in helping me ta develop the ideas for 
the book and bring them ta Iife. Because this space is too sm ail to name them 
ail, l will mention only those who have had the most impact, even if indirectly. 
My gratitude goes ta my former dean, Derek Able, who kept nudging me toward 
developing a field of study in international marketing and provided the mcans 
to undertake my initial research in the area. Bob Buzzell, my good friend and 
former mentor, deserves a special mention t()f offering me intellectual and physical 
space at Harvard Business School ta think and write during my sabbatical leave. 
With his critical reviews, he helped greatly with mv early writings on global 
marketing. Norman Govoni of Babson College kindly hosted me in his 
department during part of my stay in Massachusetts. l am grateful to him and his 
marketing faculty. 

Four colleagues at my school, IMD in Lausanne, Switzerland, deserve special 
words of thanks for their direct contributions ta the book. Thev indude three 
research associates, James Henderson, Bob Howard, and Da~'id Hover, in 
addition to Faith Towcl, our editor. The research associates hclped ta collect the 
data for my cases and for the country facts sheets. They have done a fine job. Faith 
was most helpful with reading and suggesting changes tor the first drafrs of cases 
and text. 

l would also like tu thank the tollowing reviewers for their hclpful comments 
and criticisms: Roberto Friedmann, University of Georgia; Salah A. Hassan, 
George Washington University; Stan Palidowa, University of Calgary; and Milton 
M. Pressley, University of New Orleans. 
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Bruckner and Laurie Rosatone, the cditorial staff at PWS-KENT. Without thcir 
constant attention to details and insistence on important cditorial mattcrs, mv 
book would ha\T never reached a happv ending. 

Kamran Kashani 
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CASE ABSTRACTS 

PART ONE INTRODUCTION: 
Global Markets and Marketing 

1. Libby's Beverages 
Libby's Swiss-based parent is pressing its U.S. managers to introduce a new fruit 
drink highly successfùl in three different countries in Europe. The American man­
agers are not impressed with this "global" product and argue that the U.S. mar­
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