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PREFACE

Global Marketing, Fifth Edition, builds on the worldwide success of the previous
editions of Principles of Global Marketing and Global Marketing. Those books took an
environmental and strategic approach by outlining the major dimensions of the
global business environment. We also provided a set of conceptual and analytical
tools that would prepare students to successfully apply the four Ps to global
marketing. We have approached all five editions with the same goal: to write a
book that is authoritative in content yet relaxed and assured in style and tone. The
following student comments suggest that we accomplished our goal: “the textbook
is very clear and easy to understand,” “an excellent textbook with many real-life
examples,” “the authors use simple language and clearly state the important
points,” “this is the best textbook that I am using this term,” “the authors have
done an excellent job of writing a text than can be read easily.” When Principles of
Global Marketing first appeared in 1996, we invited students to “look ahead” to such
developments as the ending of America’s trade embargo with Vietnam, Europe’s
new currency, Daimler-Benz’s Smart car project, and Whirlpool’s expansion into
emerging markets. Those topics represented “big stories” in the global marketing
arena and continue to receive press coverage on a regular basis.

As was the case with the first four editions, we wrote Global Marketing, Fifth
Edition, with today’s students and instructors in mind. Guided by our experience
using the text in undergraduate and graduate classrooms and in corporate train-
ing seminars, we have revised, updated, and expanded Global Marketing, Fifth
Edition. We have benefited tremendously from adopter feedback and input; we
also continue to draw on our direct experience in the Americas, Asia, Europe,
Africa, and the Middle East. The result is a text that addresses the needs of
students and instructors in every part of the world. Global Marketing has been
adopted at scores of colleges and universities in the United States; international
adoptions of the English-language edition include Australia, Canada, China,
Ireland, Japan, Malaysia, South Korea, and Sri Lanka. The text is also available in
Chinese (simplified and traditional), Portuguese, and Spanish editions.

WHAT’'S NEW

If there is a single unifying theme in the fifth edition, it is the growing impact of
emerging nations on the global scene. Brazil, Russia, India, and China—the BRIC
nations—figure prominently in the text. A new sidebar feature, “BRIC Briefing
Book,” includes timely information and marketing insights drawn from
practitioner experience in these key markets. More broadly, the book examines
emerging markets as a whole; it is safe to say that Indonesia, Mexico, and Turkey
and a handful of other emerging nations are rapidly approaching the “tipping
point” in terms of both competitive vigor and marketing opportunity. We can also
expect that global companies such as Embraer (Brazil), Lukoil (Russia), Cemex
(Mexico), Lenovo (China), and India’s Big Three—Wipro, Infosys, and Tata—will
becoming increasingly visible on the global stage. That these companies are likely
to stand alongside established global giants such as Coca-Cola, Nestlé, and Toyota
is one measure of how, as Thomas L. Friedman has noted, the world has flattened.

The fifth edition also includes new material on newsworthy and relevant
topics such as the expanded European Union, the impact of religion on global
marketing activities, and the global music industry’s ongoing efforts to combat

XV



music piracy. Current research findings have been incorporated into each of the
chapters. For example, Shaoming Zou and S. Tamer Cavusgil’s work on global
marketing strategy (from Journal of Marketing, October 2002) is an important addi-
tion to Chapter 1 “Introduction to Global Marketing.” Similarly, our thinking
about global market segmentation and targeting has been influenced by David
Arnold’s recent book, The Mirage of Global Markets. We have added scores of
current examples of global marketing practice as well as quotations from global
marketing practitioners and industry experts. Throughout the text, organizational
Web sites are referenced for further student study and exploration. A Companion
Website (www.prenhall.com/keegan) is integrated with the text as well.

Each chapter contains several illustrations, photos, and ads that bring global
marketing to life. Chapter-opening vignettes introduce a company, a country, a
product, or a global marketing issue that directly relates to chapter themes and
content. More than half the opening vignettes in the fifth edition are new,
including: Microsoft’s antitrust woes in Europe (Chapter 5), EU tariffs on shoe
imports from China (Chapter 8), Pernod Ricard and Chivas Regal (Chapter 10),
and Lenovo (Chapter 14). In addition, every chapter contains one or more side-
bars on various themes including global marketing in action, strategic decisions,
a look behind the scenes of global marketing, issues that are “open to discus-
sion,” and the cultural differences that challenge the global marketer. A new
sidebar, “Global Marketing Q&A,” features interview excerpts with top execu-
tives of well-known global companies.

CASES

The case set in Global Marketing, Fifth Edition, strikes a balance between revisions
of earlier cases (e.g., Case 1-1 “McDonald’s Expands Globally While Adjusting Its
Local Recipe” and Case 16-1 “Boeing Versus Airbus: A Battle for the Skies”) and
entirely new cases (e.g., Case 3-1 “The Free Trade Area of the Americas,” Case 9-1
“Ford Bets Billions on Jaguar,” Case 16-2 “Boeing Versus Airbus: A Battle for the
Skies,” and Case 17-1 “eBay in Asia”). The cases vary in length from a few hun-
dred words to more than 2,600 words, yet they are all short enough to be covered
in an efficient manner. The cases were written with the same objectives in mind: to
raise issues that will encourage student interest and learning, to stimulate class
discussion, and to enhance the classroom experience for students and instructors
alike. Every chapter and case has been classroom tested. Supplements include an
instructor’s resource manual, a video collection, PowerPoint slides, and a test
bank prepared by the authors. Special consideration was given to the test bank,
with considerable effort devoted to minimizing the number of simplistic, superfi-
cial multiple-choice questions with “all of the above”-type answers.

SUPPLEMENTS

We're pleased to offer an Instructor’s Manual, Video, a PowerPoint Set, a Test Item
File, and TestGen to accompany Global Marketing, Fifth Edition.

All these resources can be accessed on our password-protected Instructor’s
Resource Center online at www.prenhall.com/keegan. Many of these resources
are included on the Instructor’s Resource CD as well, while the Video is available
on DVD. One of the challenges facing your author team is the rate of change in
the global business environment. Yesterday’s impossibility becomes today’s
reality; new companies explode onto the scene; company leadership changes
abruptly. In short, any book can be quickly outdated by events. Even so, we set
out to create a compelling narrative that captures the unfolding drama that is
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inherent in marketing in the globalization era. The authors are passionate about
the subject of global marketing; if our readers detect a note of enthusiasm in our
writing, then we have been successful. We believe that adopters will find Global
Marketing, Fifth Edition, to be the most engaging, up-to-date, relevant, useful
text of its kind.
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IN MEMORIAM

Since the publication of the fourth edition of Global Marketing, two of the major
contributors to the field of global marketing have died. We are in their debt for
their contributions to the field and to this book.

Theodore Levitt (1925-2006) died at the age of 81 and was one of the most rec-
ognized and influential marketing thinkers of all time. His article “Marketing
Myopia” was one of the most popular Harvard Business Review articles of all time.
In this article, he argued that industries decline because managers think too
narrowly about markets. Professor Levitt used the unforgettable example of the
railroad industry; it went into decline, he argued, because managers and execu-
tives failed to recognize that they were in the transportation business, not in the
railroad business.

In his 1983 Harvard Business Review article “The Globalization of Markets,”
Professor Levitt argued that the future belonged not to the multinational corpora-
tion but to the global corporation. The difference between the two was the global
corporation’s deeper understanding of what customers in markets wanted: value
and an organizational ability to deliver that value. The article is as relevant today
as it was the day it was written.

Professor Levitt was born in Germany and moved with his family to Ohio to
escape the Nazis. He was drafted into the U.S. Army and served in Europe during
WWIL. His first job upon returning to the United States after the war was as a
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Sumantra Ghoshal (1948-2004) died at the age of 55. He was one of the most
influential academics in the field of international business. With Professor Chris
Bartlett, his mentor at Harvard Business School, he coined the phrase “transnational
corporation” and developed the important five stage model of development of the
transnational corporation, which distinguishes between the domestic, international,
multinational, global, and transnational. He, like Ted Levitt, had a sharp mind and an
intense and charming style that held the attention of generations of students and
executives. He was appointed the first dean of the Indian School of Business in
Hyderabad. He quit six months before the school opened, explaining that he was not
cut out for daily management.

Ghoshal was born in Calcutta. He graduated in physics at Delhi University
and joined Indian Oil before moving to the United States on a Fulbright
Fellowship in 1981. In the United States, he earned doctoral degrees at MIT’s
Sloan School of Management and at Harvard Business School. He was appointed
to INSEAD in France in 1985, becoming a full professor in record time and
producing a stream of influential books and articles on multinational enterprise;
he joined the London Business School in 1994.

I had the privilege of knowing both of these great scholars. They will be
missed, but their contributions and insights live on in this fifth edition.

Warren J. Keegan
March 2007
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