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PREFACE

This book responds to two growing concerns in American management education:
Insufficient student exposure to the challenges of doing business in markets other
than onc’s own, and the need for more managerial relevance in what is taught and
learned. Both of these concerns bear directly on the quality of education the students
recelve.

Although the perceived need for more international content in business
curricula is not new, its actual urgency is. As the list of industries in which
U.S. companies have lost their global competitiveness grows, so do the voices of
critics. who put the blame partly on an inward-looking business education
concerned more with the familiar domestic market than with the unfamiliar
international markets. From high tech to low tech, from tangible goods to
intangible services, companics need to learn new skills to operate in an in-
creasingly global marketplace. The critics charge the business schools with not
doing enough to develop these skills. There is more than a grain of truth in what
these critics say.

Similarly, managerial relevance in business education has come under
increased scrutiny in recent years. The issuc centers on the balance berween the
theory and practice of management in business curricula. A number of recent
studies have revealed that emphasis on elegant models of management has come
at the expense of useful insights in dealing with the often less than elegant reality
of the practictioner.! The critics maintain that the pendulum in business education
has swung too far from a healthy balance between the science and the art of
managing. Once again, there is more than an clement of truth in such criticism.

Managing Global Marketing introduces the student of mangement to the
reality and the challenges of globalized markets and offers a managerially oriented
context in which to learn about global marketing. The book’s introductory text is
meant to acquaint the student with the issues of strategy making and implemen-
tation and is written with many recent examples of successes and failures, good
and bad practices, in global marketing. The examples, almost all taken from the
author’s extensive field-based research project, help to illustrate many of the key

1. See, for example, *Leadership for a Changing World ™ a study conducted by Graduate Manage-
ment Admission Council and published in 1990,
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points in the text in terms that are casy to understand. In addition, the text is
complemented with an extensive list of suggested readings for optional in-depth
study of issues.

The main body of this book 1s devoted to a wide selection of management
cascs as vehicles to develop insights and skills in problem analysis and decision
making in global marketing. The cases put the student at the center of the learning
process and provide a chance to encounter the complexity and the thrills of global
marketing as experienced by real managers in real companies. The case problcms
take the student around the world to more than twenty ditferent countries,
markets, and cultural environments. The case sites range from North America to
Europe and the Far East. A distinguishing feature of these cases is their
multicountry, truly global coverage; no single nation dominates the cases. The
student develops a genuinely global perspective by seeing the world not only
through the cyes of U.S. companies but also through thosc of other nationalitics.
In this respect, European companies and markets ger special attention duc to the
rising cconomic convergence on the continent and its growing impact on global
trade in the 1990s. Many of the cases examine issues that are the direct result of
Europc’s continuing progress toward a single, borderless market,

All cases arc recently researched and written for casy reading. While the cases
present comprchensive backgr()und data for analysis and decision nnkmg they are
not unduly long or complex. An early chapter in the book is devored to
mtroducmg the student to the art and tuhmquu of analyzing cases.

The book is divided into three main parts and an appendix. Past One is an
introduction to global marketing. It defines the topic, and its cases give an
overview of managerial issues 1 global marketing.

Part Two takes the student deeper into a discussion ot global marketing
strategy, its analysis and decisions. Part Two'’s introductory chapter and cases deal
with the rtopics of opportunity analvsis i global markets, product policy,
marketing communication, distribution channels, pricing, and marketing program
formulation—all in a multimarket, global setting.

Part Three addresses the important and often ignored subject of global
strategy implementation. It mtloduus the student to the different clements of
implementation, from “hard” to “soft,” from structure to process, and from
cross-cultural to individual managcrnl skills.

Finally, the Appendix consists of twenty country facts sheets that give the
student a qunck, vet informatve, look at the economic, social, and political facts
and lite-styles of each of the 111tcm:1t1()nal markers covered in the book. The
Appendix helps to add to the student’s knowledge of world markets and the depth
of analysis of case problems.

Managing Global Markering offers instructors of international marketing
maximum flexibility in designing a course of high educational value. The teacher
can build a curriculum from introductory chapters, cases, and suggested readings
to fit any course requirements or prefcrrcd arcas of emphasis. The selection and
sequence of cases may also be adapted to the reacher’s own objectives tfor the
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course. Sufficient diversity in the material allows such “customizing.” It is the
author’s own experience that the combination of case discussions, background
readings, and instructor’s own complementary lectures makes for a rich and
stimulating learning experience for students. This book is designed to facilitate
such learning.
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CASE ABSTRACTS

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 highty successful in three different countries in Europe. The American man-
agers are not impressed with this “global” product and argue that the U.S. mar-
ket and consumers arc different. Should management follow the parent’s advice
and test market the product?

2. Nokia Data

A small Finnish computer company plans to grow outside of its Nordic home
base to become a major player internationally. Unlike its much larger global com-
petitors, the company’s growth strategy calls for a multidomestic approach,
whereby many decisions are delegated to local managers and marketing takes on a
local flavor. Will the multidomestic approach enable the company to ourperform
its global competition?

FORMULATING GLOBAL MARKETING STRATEGY
Opportunity Analysis

3. The Skisailer

A new product combining windsurfing and skiing runs into trouble in its first
year of worldwide sales. A group of MBA students studies the problem and col-
lects market data. The product’s inventor is left with the task of taking action to
save the invention from imminent disaster. Whart should he do?

4. Lestra Design

A major French producer and exporter of down comforters is finding it difficulr
to enter the Japanese market, the world’s largest. Management’s many attemprs

Xvii





