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Globalization is the growing interdependence of national economies – involving primarily 
customers, producers, suppliers and governments in different markets. Global marketing 
therefore reflects the trend of firms selling and distributing products and services in many 
countries around the world. It is associated with governments reducing trade and investment 
barriers, firms manufacturing in multiple countries and foreign firms increasingly competing 
in domestic markets.

For many years, the globalization of markets, caused by the convergence of tastes across 
borders, was thought to result in very large multinational enterprises that could use their 
advantages in scale economies to introduce world-standardized products successfully.

In his famous 1994 book, The Global Paradox, John Naisbitt has contradicted this myth, 
especially the last part:1

The mindset that in a huge global economy the multinationals dominate world busi-
ness couldn’t have been more wrong. The bigger and more open the world economy 
becomes, the more small and middle-sized companies will dominate. In one of the 
major turn-arounds in my lifetime, we have moved from ‘economies of scale’ to ‘dis-
economies of scale’; from bigger is better to bigger is inefficient, costly and wastefully 
bureaucratic, inflexible and, now, disastrous. And the paradox that has occurred is, as 
we move to the global context: the smaller and speedier players will prevail on a much 
expanded field.

When the largest corporations (e.g. IBM, ABB) downsize, they are seeking to emulate the 
entrepreneurial behaviour of successful SMEs (small and medium-sized enterprises) where 
the implementation phase plays a more important role than in large companies. Since the 
behaviours of smaller and (divisions of) larger firms (according to the above quotation) 
are convergent, the differences in the global marketing behaviour between SMEs and LSEs 
(large-scale enterprises) are slowly disappearing. What is happening is that the LSEs are 
downsizing and decentralizing their decision-making process. The result will be a more 
decision- and action-oriented approach to global marketing. This approach will also char-
acterize this book.

In light of their smaller size, most SMEs lack the capabilities, market power and other 
resources of traditional multinational LSEs. Compared with the resource-rich LSEs, the 
complexities of operating under globalization are considerably more difficult for the SME. 
The success of SMEs under globalization depends in large part on the decision and imple-
mentation of the right international marketing strategy.

The primary role of marketing management, in any organization, is to design and exe-
cute effective marketing programmes that will pay off. Companies can do this in their home 
market or they can do it in one or more international markets. Going international is an 
enormously expensive exercise, in terms of both money and, especially, top management 
time and commitment. Due to the high cost, going international must generate added value 
for the company beyond extra sales. In other words, the company needs to gain a competi-
tive advantage by going international. So, unless the company gains by going international, 
it should probably stay at home.
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1Naisbitt, J. (1994) The Global Paradox, Nicholas Brealey Publishing, London, p. 17.
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The task of global marketing management is complex enough when the company oper-
ates in one foreign national market. It is much more complex when the company starts oper-
ations in several countries. Marketing programmes must, in these situations, adapt to the 
needs and preferences of customers that have different levels of purchasing power as well as 
different climates, languages and cultures. Moreover, patterns of competition and methods 
of doing business differ between nations and sometimes also within regions of the same 
nation. In spite of the many differences, however, it is important to hold on to similarities 
across borders. Some coordination of international activities will be required, but at the 
same time the company will gain some synergy across borders, in the way that experience 
and learning acquired in one country can be transferred to another.

Objectives

This book’s value chain offers the reader an analytic decision-oriented framework for the 
development and implementation of global marketing programmes. Consequently, the 
reader should be able to analyse, select and evaluate the appropriate conceptual frameworks 
for approaching the five main management decisions connected with the global marketing 
process: (1) whether to internationalize; (2) deciding which markets to enter; (3) deciding 
how to enter the foreign market; (4) designing the global marketing programme; and (5) 
implementing and coordinating the global marketing programme.

Having studied this book, the reader should be better equipped to understand how 
the firm can achieve global competitiveness through the design and implementation of  
market-responsive programmes.

Target audience

This book is written for people who want to develop effective and decision-oriented global 
marketing programmes. It can be used as a textbook for undergraduate or graduate courses 
in global/international marketing. A second audience is the large group of people joining 
‘global marketing’ or ‘export’ courses on non-university programmes. Finally, this book is of 
special interest to the manager who wishes to keep abreast of the most recent developments 
in the global marketing field.

Prerequisites

An introductory course in marketing.

Special features

This book has been written from the perspective of the firm competing in international 
markets, irrespective of its country of origin. It has the following key features:

• a focus on SMEs as global marketing players;
• a decision/action-oriented approach;
• a value chain approach (both the traditional product value chain and the service value 

chain);
• a value network approach (including different actors vertically and horizontally);
• a social media marketing approach is integrated throughout the book;
• coverage of global buyer–seller relationships;
• extensive coverage of born globals and global account management (GAM), as an exten-

sion of the traditional key account management (KAM);
• presents new interesting theories in marketing, for example, service value chain, Service 

Dominant (SD) Logic, value innovation, Blue Ocean Strategy, social media marketing, 
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Internet-of-Things (IoT), corporate social responsibility (CSR), global account manage-
ment, viral branding and sensory and celebrity branding;

• aims to be a ‘true’ global marketing book, with cases and exhibits from all parts of 
the world, including Europe, the Middle East, Africa, the Far East, North and South 
America;

• provides a complete and concentrated overview of the total international marketing plan-
ning process;

• many new up-to-date exhibits and cases illustrate the theory by showing practical 
applications.

Outline

As the book has a clear decision-oriented approach, it is structured according to the five 
main decisions that marketing people in companies face in connection with the global mar-
keting process. The 19 chapters are divided into five parts. The schematic outline of the 
book in Figure 1 shows how the different parts fit together. Global marketing research is 
considered to be an integral part of the decision-making process; therefore it is included 
in the book (Chapter 5), so as to use it as an important input to the decision about which 
markets to enter (the beginning of  Part II). Examples of the practice of global marketing by 
actual companies are used throughout the book, in the form of exhibits. Furthermore, each 
chapter and part ends with cases, which include questions for students.

What’s new in the eighth edition?

The new eighth edition is concentrated around three major themes: ‘glocalization’, ‘internet 
of everything’ and ‘social media marketing’. The glocalization concept which runs through-
out this new edition enables international marketers to utilize the synergies arising from 
being both ‘local’ and ‘global’ at the same time. An important aspect of this new edition is 
its emphasis on the so-called ‘Internet of Everything’ and ‘Internet of Things’ (IoT), which 
is becoming incorporated in all parts of the daily communication and buying behaviour 

Figure 1 Structure of the book

Part III: Market entry strategies
 Chapters 9–13

Part V: Implementing and coordinating the global
 marketing programme
 Chapters 18–19

Part IV: Designing the global marketing programme
 Chapters 14–17

Part I: The decision whether to internationalize
 Chapters 1–4

Part II: Deciding which markets to enter
 Chapters 5–8
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of consumers around the world. Consequently, this increasing ubiquity of the internet is 
reflected in its inclusion in every chapter and in most of the cases and exhibits. The inte-
gration of ‘social media marketing’ maybe plays the most important role in this edition of 
Global Marketing.

The book is still structured around the well-known stages that SMEs go through when 
they internationalize as shown in Figure 1.

The book’s chapters and cases are totally updated with newest journal articles and com-
pany information. Besides that, the following new issues are introduced in the individual 
chapters:

• Chapter 1: the concept of providing customer value is now extended by adding ‘Artificial 
Intelligence (AI)’ and its focus on the global marketing planning process (section 1.11). 
AI allows international marketers to adopt a data-driven approach with the objective of 
making predictive sense of their global digital customers’ diverse behaviours across chan-
nels and devices. By analysing historical browsing and transactional patterns, marketers 
can identify relevant global customer segments.

• Chapter 4: The section about the ‘sharing economy’ is expanded by adding the ‘ sharing–
exchange continuum’ which is a model of consumption whereby goods and services are 
not owned by a single user, but rather only temporarily accessed by members of a net-
work and underutilized assets are shared, either for free or for a fee (section 4.5).

• Chapter 6: shows the role of home government in the case of Chinese Huawei Technol-
ogies Corporation.

• Chapter 14: now contains an extended section about how Internet-of-Things (IoT) can 
be integrated into the global marketing process (section 14.11), which is highly dependent 
on the acquisition of the new skills for the marketer. As the IoT becomes a reality, the 
interactions between consumers and things undergo emergence and contribute something 
greater than the sum of the parts resulting in new consumer experiences embodying 
design and complexity.

• Chapter 15: introduces the concept of ‘subscription-based pricing’ (section 15.5). ‘Sub-
scription pricing’ is a business model where a customer must pay a (e.g. monthly) sub-
scription to have access to a product or service. The strategy was initially developed by 
magazines and newspapers, but an increasing number of companies and websites are 
now using this model for their products and services. The pricing model is illustrated by 
the Dollar Shave Club example.

• Chapter 16: now shows and explains the whole process from the single channel strategy 
to the omnichannel strategy (section 16.4). Rather than working in parallel, omnichannel 
implies integration and orchestration of channels such that the customer experience of 
engaging across all the channels is more efficient or pleasant than using single channels in 
isolation. Also, this chapter contains a section about blockchain technology (section 16.6) 
and its influence on international marketing and SCM. This new technology will change 
business execution and international marketing strategies. With blockchain, anyone can 
transfer valuable assets from one person to another person without a third-party trust 
middleman.

• Chapter 17: now contains a totally new way of dividing social media into four categories 
(Value Play, Value Sell, Value Share and Value Create), in order to optimize the social 
media marketing mix and maximize the Value Capture (net profit/bottom line) from 
the social media marketing plan (section 17.7). Furthermore, the chapter also presents 
the ‘social media funnel’ and the key metrics connected to the three stages of a typical 
customer buying process: Awareness, Engagement and Action (section 17.8). Finally, the 
chapter now contains a more detailed stage plan for the development of the social media 
marketing plan (section 17.9).

Several new exhibits with real updated company examples are added to various chapters.
Many completely new and exciting chapter case studies are now available:



• Case study 3.1: Bumble – the ‘feminist’ Tinder is expanding fast
• Case study 3.2: BYD electric cars – the Chinese electric car manufacturer is considering 

sales worldwide
• Case study 4.1: William Demant hearing aids – different threats appear on the horizon
• Case study 5.3: e-Bikes in China
• Case study 8.1: Waymo – the driverless Google car is finding future growth markets
• Case study 9.2: Jissbon – is acquisition the right way to gain market shares in the Chinese 

condom market?
• Case study 9.4: Müller Yogurts entering the US market by Muller Quaker Joint Venture 

and exiting again two years later

Furthermore, completely new part cases have been added:

• Case I.1: Electrolux – a white goods manufacturer is considering growth opportunities 
worldwide

• Case I.2: Nintendo Switch – a ‘Blue Ocean Strategy’ come-back in the games console 
market

• Case II.3: Rolex – the luxury watch maker is facing increasing competition in the world 
market

• Case III.1: Tinder dating app – the famous dating app brand is facing increasing compe-
tition from e.g. Badoo

• Case III.2: Spotify – the online music-streaming company is growing fast but is suffering 
financial imbalance

• Case IV.1: Swarovski – the jewellery/crystal manufacturer is expanding into e-commerce 
and social media

• Case IV.2: Levi Strauss – expanding in new international markets
• Case V.1: Tencent – the Chinese online giant is seeking new alliances
• Case V.2: Huawei smartphones – expanding into the international markets for smartphones

The following exhibits are also new in the book:

• Exhibit 6.1: Huawei Technologies Corporation – the role of home government in the 
internationalization process – good and bad

• Exhibit 14.13: Google’s use of IoT in the form of the smart thermostat, Nest
• Exhibit 14.14: Coca Cola Israel increases its sales of its Mini Bottle through a ‘Mini Me’ 

3-D campaign
• Exhibit 16.3: Maersk’s use of blockchains in its shipping
• Exhibit 17.6: Abena is using ‘influencer marketing’ for penetrating the US diaper market
• Exhibit 17.7: Fox Business is ‘sellling’ a political statement

In total Seven (chapter cases) and nine (part cases) =  16 new cases have been added to the 
book. In total the book contains 62 chapter cases +  15 part case studies (three per part) =  
77 updated case studies in all.

Furthermore 6 completely new exhibits have been added to the book.

Pedagogical/learning aids

One of the strengths of Global Marketing is its strong pedagogical features:

• Chapter objectives tell readers what they should be able to do after completing each 
chapter.

• Real-world examples and exhibits enliven the text and enable readers to relate to market-
ing models.

• End-of-chapter summaries recap the main concepts.
• Questions for discussion allow students to probe further into important topics.
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• Each chapter contains three or four case studies, which help the student relate the models 
presented in the chapter to a specific business situation.

• Part cases studies – for each part there are three comprehensive case studies covering 
the themes met in the part. To reinforce learning, all case studies are accompanied by 
questions. Case studies are based on real-life companies. Further information about these 
companies can be found on the Internet. Company cases are derived from many different 
countries representing all parts of the world. Tables 1 and 2 present the chapter and part 
case studies.

• Multiple choice questions.
• Part case studies: each part is introduced by a case which highlights a general decision 

problem from the part.

Table 1 Chapter case studies: overview

Chapter Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Chapter 1  
Global marketing  
in the firm

Case study 1.1
Green Toys, Inc.
A manufacturer of eco-friendly toys is going 
international www.greentoys.com

US US, World ✓ ✓

Case study 1.2
Hunter Boot Ltd
The iconic British brand is moving into 
exclusive fashion www.hunterboots.com

UK World ✓

Case study 1.3
Nivea 
www.nivea.com

Germany World ✓

Case study 1.4
Uber

US World ✓

Chapter 2 
Initiation of 
internationalization

Case study 2.1
LifeStraw
Vestergaard-Frandsen transforms dirty water 
into clean drinking water 
www.vestergaard.com

Switzerland World 
(developing 
countries)

✓ ✓

Case study 2.2
Elvis Presley Enterprises Inc. (EPE)
Internationalization of a cult icon
www.elvis.com

US World ✓

Case study 2.3
TOMS Shoes
www.toms.com

US World 
(developing 
countries)

✓

Chapter 3 
Internationalization 
theories

Case study 3.1
Bumble
The ‘feminist’ Tinder is expanding fast
www.bumble.com

US World ✓

Case study 3.2
BYD electric cars
The Chinese electric car manufacturer is 
considering sales worldwide
www.byd.cn

China World ✓ ✓
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Chapter Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Case study 3.3
Reebok 
www.reebok.com
www.adidas-group.com

US World ✓ ✓

Chapter 4 
Development of the 
firm’s international 
competitiveness

Case study 4.1
William Demant hearing aids 
Different threats appear on the horizon
www.demant.com

Denmark World ✓ ✓

Case study 4.2
DJI Technology Co. Ltd
A Chinese ‘born global’ is dominating the 
world market for drones with its Phantom
www.dji.com

China World ✓ ✓

Case study 4.3
Nike 
www.nike.com

US World ✓

Chapter 5  
Global marketing 
research

Case study 5.1
Teepack Spezialmaschinen GmbH
Organizing a global survey of customer 
satisfaction
www.teepack.com

Germany World ✓

Case study 5.2
LEGO Friends
One of the world’s largest toy manufacturers 
moves into the girl’s domain
www.lego.com

Denmark World ✓

Case study 5.3
e-Bikes in China
https://www.youtube.com/
watch?v=NvaO3hP3i7w

China World ✓

Case study 5.4
HondaJets
Honda enters the small-sized business jet 
market
http://www.hondajet.com/

Japan World ✓

Chapter 6  
The political 
and economic 
environment

Case study 6.1
G-20 and the economic and financial crises
What on earth is globalization about? Protests 
during a meeting in Buenos Aires, Argentina, 
November, 2018
https://g20.org/en/

US World ✓ ✓

Case study 6.2
Danfoss Power Solutions
Which political/economic factors would affect 
a manufacturer of hydraulic components?
www.powersolutions.danfoss.com

Denmark, US, 
Germany

World ✓

Case study 6.3
Debate on globalization
No website available

US US ✓ ✓

Table 1 Continued
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Chapter Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Chapter 7  
The sociocultural 
environment

Case study 7.1
Cirque du Soleil Inc.
The show that revolutionized the circus arts is 
expanding its global scope
www.cirquedusoleil.com

Canada World ✓

Case study 7.2
IKEA catalogue
Are there any cultural differences?
www.ikea.com

Sweden, 
Holland

World ✓

Case study 7.3
Allergan
The maker of Botox and breast implants
www.allergan.com

Ireland/US ✓ ✓

Chapter 8  
The international 
market selection 
process

Case study 8.1
Waymo
The driverless Google car is finding future 
growth markets
www.waymo.com

US World ✓ ✓

Case study 8.2
Philips Lighting
Screening markets in the Middle East
www.philips.com

Holland World ✓

Case study 8.3
Oreo (Mondelēz)
www.oreo.com

US World ✓

Chapter 9  
Some approaches 
to the choice of 
entry mode

Case study 9.1
Jarlsberg
The king of Norwegian cheeses is deciding on 
entry modes into new markets
www.jarlsberg.com

Norway World ✓ ✓

Case study 9.2
Jissbon
Is acquisition the right way to gain market 
shares in the Chinese condom market?
www.jissbon.cn

China Europe, World ✓

Case study 9.3
Understanding entry modes into the Chinese 
market
No website available

World China ✓

Case study 9.4
Müller Yogurts
www.muellergroup.com

Germany US ✓ ✓

Chapter 10  
Export modes

Case study 10.1
Lysholm Linie Aquavit
International marketing of the Norwegian 
Aquavit brand
www.linie.com

Norway Germany, the 
rest of the 
world

✓ ✓

Table 1 Continued
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Chapter Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Case study 10.2
Parle Products
An Indian biscuit manufacturer is seeking 
agents and cooperation partners in new export 
markets
www.parleproducts.com

India World ✓ ✓

Case study 10.3
Honest Tea
www.honesttea.com

US World, US ✓

Chapter 11 
Intermediate entry 
modes

Case study 11.1
Hello Kitty
Can the cartoon cat survive the buzz across the 
world?
www.sanrio.com

Japan World ✓ ✓

Case study 11.2
Kabooki
Licensing in the LEGO brand
www.legowear.dk

Denmark World ✓ ✓

Case study 11.3
Marriott
www.marriott.com

US World ✓ ✓

Chapter 12 
Hierarchical modes

Case study 12.1
Polo Ralph Lauren
Polo moves distribution for South-East
Asia in-house
www.ralphlauren.com

US World, Asia ✓ ✓

Case study 12.2
Durex Condoms
SSL will sell Durex condoms in the Japanese 
market through its own organization
www.durex.com

UK World ✓ ✓

Case study 12.3
Starbucks
www.starbucks.com

US World ✓ ✓

Chapter 13 
International 
sourcing decisions 
and the role of the 
subsupplier

Case study 13.1
ARM
Challenging Intel in the world market of 
computer chips
www.arm.com

UK World ✓

Case study 13.2
Bosch Indego
How to build B2B and B2C relationships 
in a new global product market – robotic 
lawnmowers
www.bosch.com

Germany World ✓ ✓

Case study 13.3
Kone elevators and escalators
www.kone.com

Finland World ✓

Table 1 Continued

xxviii  Preface

http://www.parleproducts.com
http://www.honesttea.com
http://www.sanrio.com
http://www.legowear.dk
http://www.marriott.com
http://www.ralphlauren.com
http://www.durex.com
http://www.starbucks.com
http://www.arm.com
http://www.bosch.com
http://www.kone.com


Chapter Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Chapter 14  
Product decisions

Case study 14.1
Danish Klassic
Launch of a cream cheese in Saudi Arabia
www.arla.com (regarding the Puck brand)

Denmark Saudi Arabia 
Middle East

✓ ✓

Case study 14.2
Zippo Manufacturing Company
Has product diversification beyond the lighter 
gone too far?
www.zippo.com

US World ✓ ✓

Case study 14.3
Burburry branding
www.burberry.com

UK World ✓

Case study 14.4
Tequila Avión
www.tequilaavion.com

US World ✓

Chapter 15  
Pricing decisions 
and terms of doing 
business

Case study 15.1
Harley-Davidson
How should the pricing strategy be affected by 
the new EU tariffs in 2018?
www.harley-davidson.com

US US, Europe ✓

Case study 15.2
Gillette Co.
Is price standardization possible for razor 
blades?
www.gillette.com

US World ✓ ✓

Case study 15.3
Vaseline pricing strategy
www.vaseline.com

US US, World ✓

Chapter 16 
Distribution 
decisions

Case study 16.1
De Beers
Forward integration into the diamond industry 
value chain
www.debeers.com

South 
Africa, UK, 
Luxembourg

Europe, World ✓ ✓

Case study 16.2
Tupperware
The global direct distribution model is still 
working
www.tupperware.com

US World ✓ ✓

Case study 16.3
DHL
www.dhl.com

Germany World ✓

Chapter 17 
Communication 
decisions

Case study 17.1
Helly Hansen
Sponsoring fashion clothes in the US market
www.hellyhansen.com

Norway US ✓ ✓

Table 1 Continued
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Chapter Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Case study 17.2
Morgan Motor Company
Can the British retro sports car brand still be 
successful after 100 years?
www.morgan-motor.co.uk

UK World (Europe 
and US)

✓ ✓

Case study 17.3
BMW Motorcycles
www.bmwmotorcycles.com
www.bmw.com

Germany US, World ✓ ✓

Chapter 18  
Cross-cultural sales 
negotiations

Case study 18.1
ZamZam Cola
Marketing of a ‘Muslim’ cola from Iran to the 
European market
www.zamzamrefreshment.com

Iran Europe, 
Middle East

✓ ✓

Case study 18.2
TOTO
The Japanese toilet manufacturer seeks export 
opportunities for its high-tech brands in the US
www.toto.co.jp/en/

Case study 18.3
Dunkin’ Donuts
www.DunkinDonuts.com
www.dunkinbrands.com

Case study 18.4
Stella & Dot
www.stelladot.com

US World ✓ ✓

Chapter 19 
Organization and 
control of the 
global marketing 
programme

Case study 19.1
Mars Inc.
Merger of the European food, pet care and 
confectionery divisions
www.mars.com

US World ✓ ✓

Case study 19.2
Henkel
Should Henkel shift to a more customer-centric 
organization?
www.henkel.com

Germany World ✓ ✓

Case study 19.3
McDonald’s
www.mcdonalds.com

US World ✓

Table 1 Continued

xxx  Preface

http://www.morgan-motor.co.uk
http://www.bmwmotorcycles.com
http://www.bmw.com
http://www.zamzamrefreshment.com
http://www.toto.co.jp/en/
http://www.DunkinDonuts.com
http://www.dunkinbrands.com
http://www.stelladot.com
http://www.mars.com
http://www.henkel.com
http://www.mcdonalds.com


Table 2 Part case studies: overview

Part Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Part I The decision 
whether to interna-
tionalize

Case study I.1
Electrolux
A white goods manufacturer is considering 
growth opportunities worldwide
www.electrolux.com

Sweden World ✓ ✓

Case study I.2
Nintendo Switch
A ‘Blue Ocean Strategy’ come-back in the 
games console market?
www.nintendo.com

Japan World ✓

Case study I.3
Cereal Partners Worldwide (CPW)
The no. 2 world player is challenging the no. 1, 
Kellogg
www.generalmills.com/en/Company/Busi-
nesses/international/joint-ventures
www.nestle.com/asset-library/documents/
media/news-and-features/2011-february/
cpw-brochure.pdf

Switzerland, 
US

World ✓ ✓

Part II Deciding 
which markets to 
enter

Case study II.1
SodaStream
Managing profitable growth in an increasingly 
competitive global environment
www.sodastream.com

Israel/US World ✓ ✓

Case study II.2
The Female Health Company (FHC)
The female condom is seeking a foothold in 
the world market for contraceptive products
www.femalehealth.com

US World (gov-
ernmental 
organizations)

✓ ✓

Case study II.3
Rolex
The luxury watch maker is facing increasing 
competition in the world market
www.rolex.com

Switzerland World ✓ ✓

Part III Market entry 
strategies

Case study III.1
Tinder dating app
The famous dating app brand is facing increas-
ing competition from e.g. Badoo
www.match.com, www.tinder.com

US World ✓

Case study III.2
Spotify
The online music streaming company is grow-
ing fast but is suffering financial imbalance 
www.spotify.com

Sweden World ✓

Case study III.3
Autoliv Airbags
Transforming Autoliv into a global company
www.autoliv.com

Sweden, US World ✓
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Part Case study title, subtitle and related 
 websites

Country/area 
of company 
headquarters

Geographical 
target area

Target 
market

B2B B2C

Part IV Designing 
the global market-
ing programme

Case study IV.1
Swarovski
The jewerelly/crystal manufacturer is 
 expanding into e-commerce and social media

Austria World ✓ ✓

Case study IV.2
Levi Strauss
Expanding in new international markets

US World ✓ ✓

Case study IV.3
Guinness
How can the iconic Irish beer brand compen-
sate for declining sales in the home market?
www.diageo.com www.guinness.com

UK, Ireland World ✓ ✓

Part V Implement-
ing and coordinat-
ing the global mar-
keting programme

Case study V.1
Tencent
The Chinese online giant is seeking new 
alliances
www.tencent.com

China World ✓

Case study V.2
Huawei
Expanding into the international markets for 
smartphones
www.huawei.com

China World ✓ ✓

Case study V.3
Tetra Pak
How to create B2B relationships with the food 
industry on a global level
www.tetrapak.com

Sweden World ✓

Table 2 Continued

xxxii  Preface

http://www.diageo.com
http://www.guinness.com
http://www.tencent.com
http://www.huawei.com
http://www.tetrapak.com


So
ur

ce
: D

an
ie

ls
, J

o
h

n
; R

ad
eb

au
g

h
, L

ee
; S

u
lli

va
n

, D
an

ie
l, 

In
te

rn
at

io
na

l B
us

in
es

s,
 1

2t
h

 ©
 2

0
0

9.
 R

ep
rin

te
d

 a
n

d
 e

le
ct

ro
n

ic
al

ly
 r

ep
ro

d
u

ce
d

 b
y 

p
er

m
is

si
o

n
 o

f P
ea

rs
o

n
 E

d
u

ca
tio

n
, I

n
c.

, U
p

p
er

 S
ad

d
le

 R
iv

er
, N

ew
 Je

rs
ey

.

E
q

ua
to

r

Tr
o

p
ic

 o
f 

C
ap

ri
co

rn

Tr
o

p
ic

 o
f 

C
an

ce
r

C
A

N
A

D
A

M
EX

IC
O

U
N

IT
ED

 S
TA

TE
S

B
R

A
ZI

L

R
U

S
S

IA

IN
D

IA

AU
S

TR
A

LI
A

G
R

EE
N

LA
N

D
(D

en
.)

C
H

IN
A

G
U

AT
EM

A
LA

EL
 S

A
LV

A
D

O
R

C
O

S
TA

 R
IC

A

H
A

IT
I

C
U

B
A

D
O

M
IN

IC
A

N
R

EP
U

B
LI

C

H
O

N
D

.
N

IC
A

R
A

G
U

A

C
O

LO
M

B
IA

EC
U

A
D

O
R P

ER
U

C
H

IL
E

B
O

LI
VI

A

VE
N

EZ
U

EL
A

A
R

G
EN

TI
N

A

PA
R

A
G

U
AY

U
R

U
G

U
AY

G
U

Y
A

N
A

S
U

R
IN

A
M

E
FR

EN
C

H
G

U
IA

N
A

M
A

U
R

IT
A

N
IA

S
EN

EG
A

L

A
LG

ER
IA

M
O

R
O

C
C

O

LI
B

Y
A

N
IG

ER
IA

N
IG

ER

W
ES

TE
R

N
S

A
H

A
R

A

C
H

A
D

LE
S

O
TH

O

S
U

D
A

N ET
H

IO
P

IA

S
O

M
A

LI
A

ER
IT

.

D
EM

. R
EP

.
O

F 
C

O
N

G
O

C
. A

FR
.

R
EP

.
C

A
M

.
U

G
A

N
D

A
K

EN
Y

A

TA
N

ZA
N

IA

ZA
M

B
IA

RW
A

N
D

A

M
A

LA
W

I

M
A

D
A

G
A

S
C

A
R

N
A

M
IB

IA

B
U

R
U

N
D

I

C
O

N
G

O
R

EP
U

B
LI

C

ZI
M

.

A
N

G
O

LA

B
O

TS
.

G
A

M
B

IA

M
A

LI

G
U

IN
EA

S
IE

R
R

A
LE

O
N

E
LI

B
ER

IA
IV

O
R

Y
C

O
A

S
T

G
H

A
N

ATO
G

OBE
NI

N

EQ
. G

U
IN

EA

G
A

B
O

N

B
EL

IZ
E

P
U

ER
TO

 R
IC

O
JA

M
A

IC
A

S
O

U
TH

A
FR

IC
A

S
W

A
ZI

LA
N

D

EG
Y

P
T

B
U

R
K

.
FA

S
O

TU
N

IS
IA

S
A

U
D

I
A

R
A

B
IA

S
PA

IN
P

O
R

T.

FR
A

N
C

E

IT
A

LY
TU

R
K

EY
G

R
EE

C
E

IR
A

N
IR

A
Q Y
EM

EN

O
M

A
N

U
.A

.E
.

D
JI

B
O

U
TI

K
U

W
.

A
FG

H
.

TU
R

K
M

EN
.

PA
K

IS
TA

N

C
Y

P.
LE

B
.

IS
R

.
JO

R
.

S
Y

R
. Q
AT

A
R

U
K

R
A

IN
E

R
O

M
.

B
U

L.
G

EO
R

G
IA

A
ZE

R
.

A
R

M
.

U
N

IT
ED

K
IN

G
D

O
MN

O
RW

AY
S

W
ED

EN

G
ER

.
P

O
L.

IR
EL

A
N

D
B

EL
.

N
ET

H
.

LU
X.

D
EN

.

FI
N

LA
N

D

B
EL

.

ES
T.

LA
T.

LI
TH

.

C
ZE

.
AU

S
. H

U
N

.
S

LO
.

A
LB

.
C

R
O

.
B

O
Z.

 &
H

ER
Z.

S
LO

V.

M
A

C
.M

O
L.

IC
EL

A
N

D

G
U

IN
EA

-B
IS

S
AU

S
ER

.
S

W
IT

Z.
U

ZB
EK

.

K
A

ZA
K

H
S

TA
N

K
Y

R
G

.
TA

JI
K

.

M
O

N
G

O
LI

A

N
EP

A
L

B
H

U
TA

N

B
A

N
G

.
M

Y
A

N
. TH

A
I.

LA
O

S

VI
ET

N
A

M
C

A
M

.

S
R

I L
A

N
K

A

IN
D

O
N

ES
IA

M
A

LA
Y

S
IA

B
R

U
N

EI

P
H

IL
IP

PI
N

ES

TA
IW

A
N

PA
P

U
A

N
EW

G
U

IN
EA

JA
PA

N

N
. K

O
R

EA
S

. K
O

R
EA

R
U

S
.

PA
N

A
M

A

MOZAMBIQ

UE

N
EW

ZE
A

LA
N

D

H
aw

ai
i

B
A

H
A

M
A

S

A
S

IA

O
C

E
A

N
IA

A
F

R
IC

A

E
U

R
O

P
E

N
O

R
T

H

A
M

E
R

IC
A

S
O

U
T

H
A

M
E

R
IC

A

S
o

u
th

A
tl

a
n

ti
c

O
c

e
a

n

N
o

rt
h

A
tl

a
n

ti
c

O
c

e
a

n

P
a

c
ifi

c
O

c
e

a
n

A
rc

ti
c

O
c

e
a

n
A

rc
ti

c
  

O
c

e
a

n

In
d

ia
n

O
c

e
a

n

P
a

c
ifi

c
O

c
e

a
n

9
8

7
6

5
4

3
2

1

A B C D E F G H

KO
S

.

Preface  xxxiii



Writing any book is a long-term commitment and involves time-consuming effort. The 
 successful completion of a book depends on the support and generosity of many people 
and the realization of this book is certainly no exception.

I wish to thank the many scholars whose articles, books and other materials I have cited 
or quoted. However, it is not possible to acknowledge everyone by name. In particular, I 
am deeply indebted to the following individuals and organizations. I thank you all for your 
help and contributions:

University of Southern Denmark

Management at the University of Southern Denmark provided the best possible environment 
for writing and completing this project. I would especially like to thank the IER Department 
(Kolding and Sønderborg) at University of Southern Denmark for its support during the 
writing process.

Colleagues provided encouragement and support during the writing process. I would 
especially like to thank the Secretaries, Charlotte Lund Hansen, and the Project Coordina-
tor, Simon Kleinschmidt Salling, at the University of Southern Denmark, Campus Sønder-
borg for their helpfulness and support during the writing process.

The library at the University of Southern Denmark provided articles and books from 
different worldwide sources.

Reviewers

Reviewers provided suggestions which were useful in improving many parts of the text.
In the development of this text, a number of reviewers have been involved, whom I would 

like to thank for their important and valuable contribution.

Endorsers

I would like to thank the users of the book who have endorsed my Global Marketing on 
Amazon, on my LinkedIn profile or on other social media. I am especially grateful to the 
backcover endorsers of this edition:

Professor Philip Kotler, Northwestern University, USA and Dr Elisabeth Götze, Senior 
Lecturer, Vienna University.

I would also like to thank my co-author and friend, Professor Dr. Marc Oliver Opresnik, 
Lübeck University, Germany, for his general support.

Case contributors

Wim Wils, Fontys Eindhoven, for Case 8.2: Philips Lighting. Vlad Stefan Wulff, for Case 
19.2: Henkel.

Acknowledgements



Acknowledgements  xxxv

I also wish to acknowledge the help from the following firms whose managers have pro-
vided valuable material that has enabled me to write the cases mentioned. I have been in 
direct personal contact with most of the case companies and thank the managers involved 
for their very useful comments. In particular, I would like to thank:

Chapter cases

• The founders of Green Toys, Inc. for Case 1.1 on Green Toys.
• Family Vestergaard-Frandsen for Case 2.1 on LifeStraw.
• Elvis Presley Enterprises, Inc. for Case 2.2 on EPE.
• Teepack Spezialmaschinen GmbH, Düsseldorf, Germany for Case 5.1 on Teepack 

Spezialmaschinen.
• LEGO, Billund, Denmark on Case 5.2 on LEGO Friends.
• Danfoss Power Solutions for Case 6.2 on Danfoss Power Solutions.
• IKEA, Sweden for Case 7.2 on the IKEA Catalogue.
• Jarlsberg, Norway for Case 9.1 on Jarlsberg.
• Arcus AS, Oslo, Norway for Case 10.1 on Lysholm Linie Aquavit.
• Sanrio, Europe for Case 11.1 on Hello Kitty.
• Kabooki, Ikast, Denmark for Case 11.2 on Kabooki.
• Polo Ralph Lauren, USA for Case 12.1 on Polo Ralph Lauren.
• ARM, Cambridge, UK for Case 13.1 on ARM.
• Vaseline, UK for Case 15.3 on Vaseline pricing strategy.
• Morgan Motor Company, UK for Case 17.2 on the Morgan Motor Company.
• Henkel, Germany for Case 19.2 on Henkel.

Part cases

• Autoliv AB, Stockholm, Sweden for Case III.3: Autoliv airbags.
• IMAX Corporation, Toronto, Canada for Case III.4: Imax Corporation.

I would like to thank The Tussauds Group for their contribution to Exhibit 14.4.
I would also like to thank Husqvarna AB (Sweden), especially Vice President for Brand 

and Marketing, Torsten Bollweg, for his permission to show the ‘Husqvarna consumer 
wheel’ in Exhibit 17.2.

I would also like to thank LEGO and Danfoss for their contributions to different exam-
ples in the book.

I am grateful to my publisher, Pearson Education. I would like to thank Portfolio Man-
ager, Tom Hill and Content Producer, Melanie Carter for their commitment to this book 
project.

I also extend my greatest gratitude to my colleagues at the University of Southern Den-
mark for their constant help and inspiration.

Finally, I thank my family for their support through the revision process. I am pleased to 
dedicate this version to Jonna, Nanna and Julie.

Svend Hollensen
University of  Southern Denmark, Sønderborg,

March, 2020
svend@sam.sdu.dk

mailto:svend@sam.sdu.dk


Publisher’s acknowledgements

Text

8 John Wiley & Sons Inc.: Johnson, G. (1988) ‘Rethinking incrementalism’, Strategic Man-
agement Journal, 9, pp. 75–91; 9 University of  California Press: (Figure 1.3) Mintzberg, H. 
(1987) ‘The strategy concept I: five Ps for strategy’, California Management Review, 30(1), 
pp. 11–24. Copyright © 1987, by Regents of the University of California. Reprinted from 
the California Management Review, Vol. 30, No. 1; 12 Academy of  Management: Gupta, 
A.K. and Govindarajan, V. (2001) ‘Converting global presence into global competitive 
advantage’, Academy of  Management Executive, 15(2), pp. 45–56; 14 American Marketing 
Association: (Figure 1.6) Solberg, C.A. (1997) ‘A framework for analysis of strategy devel-
opment in globalizing markets’, Journal of  International Marketing, 5(1), pp. 9–30. 
Reprinted with kind permission of American Marketing Association; 22 Larry Light: Larry 
Light, McDonald’s executive vice president and global chief marketing officer; 23 Simon & 
Schuster: (Figure 1.10) Adapted with the permission of The Free Press, a Division of Simon 
& Schuster, Inc. from Competitive Advantage: Creating and Sustaining Superior Perfor-
mance by Michael E. Porter. Copyright © 1985, 1998 Michael E. Porter. All rights reserved; 
24 SAGE Publications: Asugman, G., Johnson, J.L. and McCullough, J. (1997) ‘The role of 
after-sales service in international marketing’, Journal of  International Marketing, 5(4), pp. 
11–28; 29 John Wiley & Sons Inc.: (Table 1.2) based on Stabell, C.B. and Fjeldstad, Ø.B. 
(1998) ‘Configuring value for competitive advantage: on chains, shops, and networks’, Stra-
tegic Management Journal, 19, pp. 413–437; 33 Harvard Business School Publishing: Pine, 
B.J. and Gilmore, J.H. (1998) ‘Welcome to the experience economy’, Harvard Business 
Review, July/August, pp. 97–105; 36 Emerald Group Publishing Limited: (Exhibit 1.7) Based 
on Lung-Huang, T. and Liu, F.H. (2014) ‘Formation of augmented reality – interactive 
technology’s persuasive effects from the perspective of experiential value’, Internet Research, 
24(1), pp. 82–109; 37 Harvard Business School Publishing: (Figure 1.16) based on Rayport, 
J.F. and Sviokla, J.J. (1996) ‘Exploiting the virtual value chain’, McKinsey Quarterly, 1, pp. 
21–36; 38 Pearson Education: Based on Marchand, D.A. (1999) ‘Hard IM choices for senior 
managers’, Part 10 of ‘Your guide to mastering information management’, Financial Times/
Prentice Hall, 5 April; 53 Pearson Education: (Table 2.1) Adapted from International Mar-
keting and Export Management, 2nd edn., Addison Wesley (Albaum, G., Strandskov, J., 
Duerr, E. and Dowd, L. (1994)), p. 31, reprinted by permission of Pearson Education Ltd; 
57 Emerald Group Publishing Limited: (Exhibit 2.2) Genestre, A., Herbig, P. and Shao, A. 
(1995) ‘What does marketing really mean to the Japanese’?, Marketing Intelligence & Plan-
ning, 13(9), pp. 16–27. https://doi.org/10.1108/02634509510097801; 59 Elsevier: Westhead, 
P., Wright, M. and Ucbasaran, D. (2002) ‘International market selection strategies selected 
by “micro” and “small” firms’, Omega – The International Journal of  Management Science, 
30, pp. 51–68; 60 Zhang Ruimin: Quote by Zhang Ruimin; 62 IMP Group: Forsman, M., 
Hinttu, S. and Kock, S. (2002) ‘Internationalization from an SME perspective’, Paper pre-
sented at the 18th Annual IMP Conference, September, Dijon, pp. 1–12; 72 Island Press: 
from The World’s Water 1998–1999 by Peter H. Gleick. Copyright © 1998 Island Press. 
Reproduced by permission of Island Press, Washington DC; 72 The New York Times Com-
pany: (Case Study 2.1) Donald G. McNeil Jr (2009) ‘A company prospers by saving poor 
people’s lives,’ New York Times –Science Times, 3 February; 74 Toms Shoes: Quote by 

https://doi.org/10.1108/02634509510097801


Toms Shoes; 78 Allen & Unwin: Dunning, J.H. (1988) Explaining International Production. 
Unwin Hyman, London; 79 Emerald Group Publishing Limited: Sousa, C. and Filipe Lages, 
L. (2011) ‘The PD scale: a measure of psychic distance and its impact on international mar-
keting strategy’, International Marketing Review, 28(2), pp. 201–222. https://doi.
org/10.1108/02651331111122678; 79 John Wiley & Sons Inc.: Johanson, J. and Wieder-
sheim-Paul, F. (1975) ‘The internationalization of the firm—four Swedish cases’, Journal 
of  Management Studies, 12: 305–323. doi:10.1111/j.1467-6486.1975.tb00514.x; 81 SAGE 
Publications: Welch, L.S. and Loustarinen, R. (1988) ‘Internationalization: evolution of a 
concept’, Journal of  General Management, 14(2), pp. 36–64, https://doi.
org/10.1177/030630708801400203; 81 Elsevier: Cerrati, D., Crosato, L. and Depperu, D. 
(2015) ‘Archetypes of SME internationalization: a configurational approach’, International 
Business Review, 25(1), pp. 286–295. https://doi.org/10.1016/j.ibusrev.2015.05.010; 81 & 83 
The Braybrooke Press Ltd: (Figures 3.2 & 3.3) Welch, L.S. and Loustarinen, R. (1988) ‘Inter-
nationalization: evolution of a concept’, Journal of  General Management, 14(2), pp. 36–64. 
Reproduced with permission from The Braybrooke Press Ltd; 83 John Wiley & Sons Inc.: 
Coase, R. H. (1937) ‘The nature of  the firm’, Economica, 4: 386–405. 
doi:10.1111/j.1468-0335.1937.tb00002.x; 92 Centre of  Expertise for Software Product Busi-
ness: (Figure 3.6) Adapted from Âijö, T., Kuivalainen, O., Saarenketo, S., Lindqvist, J. and 
Hanninen, H. (2005) Internationalization Handbook for the Software Business. Centre of 
Expertise for Software Product Business, Espoo, Finland, p. 6; 106 John Wiley & Sons Inc.: 
Nair, A. and Ahlstrom, D. and Filer, L. (2007), ‘Localized advantage in a global economy: 
the case of Bangalore’, Thunderbird International Business Review, 49: pp. 591–618. 
doi:10.1002/tie.20160; 111 SAGE Publications: (Table 4.1) Based on Burton, J. (1995) ‘Com-
posite strategy: the combination of collaboration and competition’, Journal of  General 
Management, 21(1), pp. 1–23; 113 Simon & Schuster: Levitt, T. (1986) The Marketing Imag-
ination, The Free Press, New York/London p. 128; 118 Emerald Group Publishing Limited: 
(Figure 4.7) Adapted from Jüttner, U. and Wehrli, H. (1994), ‘Competitive advantage’, Jour-
nal of  Business & Industrial Marketing, 9(4), pp. 42–53. https://doi.
org/10.1108/08858629410073199; 119 Pearson Education: Barney, J. (1997) Gaining and 
Sustaining Competitive Advantage. Addison Wesley Longman, Reading, MA; 120 Elsevier: 
(Figure 4.8) Reprinted from Long Range Planning, Vol. 27, No. 4, Tampoe, M. (1994) 
‘Exploiting the core competences of your organization’, p. 74, Copyright 1994, with per-
mission from Elsevier; 125 Elsevier: (Figure 4.12) Kumar, V., Lahiri, A. and Dogan, O.B. 
(2018) ‘A strategic framework for a profitable business model in the sharing economy’, 
Industrial Marketing Management, 69, pp. 147–160; 128 Elsevier: (Figure 4.13) Adapted 
from Weber, M. (2008) ‘The business case for corporate social responsibility: a compa-
ny-level measurement approach for CSR,’ European Management Journal, 26(4), 247–261. 
Reproduced with permission from Elsevier; 146 AB Electrolux: (Table 1) Based on AB Elec-
trolux Financial report 2016; 147 & 148 AB Electrolux: (Figures 3 & 4) Based on general 
information on Electrolux.com; 148 Euromonitor International: (Table 4) Based on Euro-
monitor Annual Report 2017; 152 Forbes Media LLC: Rosmarin, R. (2006) ‘Nintendo’s New 
Look’, Feb 7 2006, Forbes Media LLC; 173 McGraw-Hill Education: Cateora, P.R. (1993) 
International Marketing, 8th edn. Irwin, Homewood, IL; 184 Pearson Education: Malhotra, 
N.K. (1993) Marketing Research: An Applied Orientation. Prentice-Hall, Englewood Cliffs, 
NJ; 188 John Wiley & Sons Inc.: (Figure 5.5) McDaniel, C. Jr and Gates, R. (2007) Market-
ing Research, 8th edn. John Wiley & Sons, Inc., Hoboken, NJ; 194 Massachusetts Institute 
of  Technology: (Exhibit 5.1) Based on Bell, P.C. (2015) ‘Sustaining an analytics advantage’, 
MIT Sloan Management Review, Spring, pp. 20–24; 195 Pearson Education: (Figure 5.8) 
Marketing Research: An International Approach, Financial Times/Prentice Hall (Schmidt, 
M.I. and Hollensen, S. 2006) p. 587, Copyright © Pearson Education Limited; 205, 207 & 
208 Pearson Education: Albaum, G., Strandskov, J. and Duerr, E. (2002) International Mar-
keting and Export Management, 4th edn. Financial Times/Pearson Education, Harlow, pp. 
119–120; 214 Marketing Management Journal: Erevelles, M.S., Horton, V. and Marinova, 
A. (2005) ‘The triadic model: a comprehensive framework for managing country risk’, The 

Publisher’s acknowledgements  xxxvii

https://doi.org/10.1108/02651331111122678
https://doi.org/10.1177/030630708801400203
https://doi.org/10.1016/j.ibusrev.2015.05.010
https://doi.org/10.1108/08858629410073199
https://doi.org/10.1108/02651331111122678
https://doi.org/10.1177/030630708801400203
https://doi.org/10.1108/08858629410073199
http://Electrolux.com


Marketing Journal, 15(2), pp. 1–17; 218 The Thomson Corporation: (Figure 6.3) Czinkota, 
M.R. and Ronkainen, I.A. (2007) International Marketing, 8th edn. Thomson South- 
Western, p. 101; 227 Emerald Group Publishing Limited: Pitta, D., Guesalaga, R. and Marshall, 
P. (2008), ‘The quest for the fortune at the bottom of the pyramid: potential and challenges’, 
Journal of  Consumer Marketing, 25(7), pp. 393–401. https://doi.org/10.1108/07363760810915608; 
236 D. Appleton & Company: Tylor, E.B. (1881) Anthropology: An Introduction to the study 
of  Man and Civilization. D. Appleton, New York; 240 Pearson Education: (Figure 7.3) Lee, 
J.A. (2013) Marketing Across Cultures, 6th edn., p. 70, Pearson Education, Ltd; 247 AdAge: 
(Exhibit 7.4) Harper, T. (1986) ‘Polaroid clicks instantly in Moslem market’, Advertising 
Age (special report on ‘Marketing to the Arab world’), 30 January, p. 12; 251 Harvard Busi-
ness School Publishing: Lee, J. (1966) ‘Cultural analysis in overseas operations’, Harvard 
Business Review, March–April, pp. 106–114; 264 Pearson Education: (Figure 8.1) From 
Marketing Management: A Relationship Approach, 3rd edn., Pearson Education Ltd (Hol-
lensen, S. 2015) p. 61, copyright © Pearson Education Ltd; 276 Emerald Group Publishing 
Limited: Rahman, S. (2003), ‘Modelling of international market selection process: a quali-
tative study of successful Australian international businesses’, Qualitative Market Research, 
6(2), pp. 119–132. https://doi.org/10.1108/13522750310470127; 283 Pearson Education:  
(Figure 8.13) Keegan, Warren J.; Green, Mark, Global Marketing Management, 2nd edn., 
p. 410; © 2000. Electronically reproduced by permission of Pearson Education, Inc., Upper 
Saddle River, New Jersey; 285 Pearson Education: (Figure 8.14) International Marketing 
Strategy, 2nd edn., Prentice Hall (Bradley, F. 1995) Copyright © Pearson Education Ltd; 285 
SAGE Publications: (Figure 8.15) Ayal, I. and Zif, J. (1979) ‘Market expansion strategies in 
multinational marketing’, Journal of  Marketing, 43, pp. 84–94. https://doi.
org/10.1177/002224297904300209; 292 World Health Organization: (Table 1) Based on 
Global Status Report on Road Safety 2018, WHO; 294 Statista, Inc.: (Appendix 1 & 2) Based 
on a Survey ‘World Motor Vehicle Production by Country and Type’ OICA 2019, published 
in Statista; 299 SodaStream USA Inc.: SodaStream slogan; 300 SodaStream USA Inc.: (Table 
1) Based on Sodastream Financial Report 2017; 303 Scarlett Johansson: Quote by Scarlett 
Johansson; 305 Veru Inc.: Toronto Public Health Department female condom campaign 
slogan (FHC 2001 Annual Report); 307 Veru Inc.: (Table 1) Based on Female Health Con-
dom’s annual report 2017; 316 Rowman & Littlefield: Root, F.R. (1994) Entry Strategies for 
International Markets, revised and expanded edition. The New Lexington Press, Lexington, 
MA; 334 VIA International: Hotopf, M. (2005) ‘Winning partner mindshare’, The Routes 
to Market – VIA International Journal (www.viaint.com), February, pp. 13–16; 340 John 
Wiley & Sons Inc.: Root, F.R. (1998) Entry Strategies for International Markets, second 
revised and expanded edition. Jossey-Bass, San Francisco, CA; 352 Barry Nalebuff: Quote 
by Barry Nalebuff; 368 Pearson Education: (Table 11.3) Adapted from International Market 
Entry and Development, Harvester Wheatsheaf/Prentice Hall (Young, S., Hamill, J., 
Wheeler, S. and Davies, J.R. 1989) p. 233, Pearson Education Ltd; 372 & 373 Rowman & 
Littlefield: (Figures 11.7 & 11.8) Harrigan, K.R. (1985) Strategies for Joint Ventures. Lex-
ington Books and D.C. Heath, Lexington, MA; 379 Sanrio Co., Ltd: Sanrio Co., Ltd – 
https://www.sanrio.com/pages/about-sanrio; 389 Pearson Education: (Figure 12.2) 
Hollensen, S. (2008) Essentials of  Global Marketing, Financial Times/Prentice Hall, p. 245. 
Copyright © Pearson Education Limited; 391 Elsevier: (Figure 12.3) Sasaki, I. and Yoshi-
kawa, K. (2014) ‘Going beyond national cultures – dynamic interaction between intra-na-
tional, regional, and organizational realities’, Journal of  World Business, 49(3), pp. 455–464. 
https://doi.org/10.1016/j.jwb.2013.10.005; 392 Palgrave Macmillan: (Figure 12.4) Journal of  
International Business Studies, Vol. 25, No. 1, pp. 45–64, Toward a theory of international 
new ventures, by Oviatt, B.M. and McDougall, P.P., copyright 1994, published by Palgrave 
Macmillan. Reproduced with permission of Palgrave Macmillan; 393 Emerald Group Pub-
lishing Limited: (Figure 12.5) Raffée, H. and Kreutzer, R. (1989), ‘Organisational dimen-
sions of global marketing’, European Journal of  Marketing, 23(5), pp. 43–57. https://doi.
org/10.1108/EUM0000000000569; 395 London Business School: Baaij, J.M., Berghe, D.V.D., 
Den Bosch, F.A.J. and Volberda, B.W. (2005) ‘Rotterdam or anywhere: relocating corporate 

xxxviii  Publisher’s acknowledgements

https://doi.org/10.1108/07363760810915608
https://doi.org/10.1108/13522750310470127
https://doi.org/10.1177/002224297904300209
http://www.viaint.com
https://www.sanrio.com/pages/about-sanrio
https://doi.org/10.1016/j.jwb.2013.10.005
https://doi.org/10.1108/EUM0000000000569
https://doi.org/10.1177/002224297904300209
https://doi.org/10.1108/EUM0000000000569


HQ’, Business Strategy Review, Summer, pp. 45–48; 397 Copenhagen Business School: 
(Figure 12.6) Benito, G. (1996) Why are Subsidiaries Divested? A Conceptual Framework. 
Working Paper No. 3–93, Institute of International Economics and Management, Copen-
hagen Business School; 406 University of  Oulu: (Figure 13.1) Adapted from Lehtinen, U. 
(2001) Changing subcontracting – a study on the evolution of supply chains and subcon-
tractors, University of Oulu; 408 Journal of  Business Logistics: (Figure 13.3) Cavinato, J.L. 
(1992) ‘A total cost/value model for supply chain competitiveness’, Journal of  Business 
Logistics, 13(2), pp. 285–301; 409 Taylor & Francis Group: (Figure 13.4) Blenker, P. and 
Christensen, P.R. (1995) Interactive strategies in supply chains–a double-edged portfolio 
approach to small-and medium-sized subcontractors’ position analyses. Entrepreneurship 
and Regional Development, 7, pp. 249–264. 10.1080/08985629500000016; 410 Taylor & 
Francis Group: (Figure 13.5) Turnbull, P.W. and Valla, J.P. (1986) Strategies for International 
Industrial Marketing. Routledge, London; 412 Emerald Group Publishing Limited: (Table 
13.1 & Figure 13.6) Jüttner, U. and Wehrli, H. (1994), ‘Relationship marketing from a value 
system perspective’, International Journal of  Service Industry Management, 5(5), pp. 54–73. 
https://doi.org/10.1108/09564239410074394; 414-415 Harvard Business School Publishing: 
Kanter, R.M. (1994) ‘Collaborative advantage’, Harvard Business Review, July–August,  
pp. 96–107; 419 John Wiley & Sons Inc.: (Exhibit 13.1) Based on Hines, P. (1995), ‘Network 
sourcing: a hybrid approach’. International Journal of  Purchasing and Materials Manage-
ment, 31, pp. 17–24. doi:10.1111/j.1745-493X.1995.tb00199.x; 433 Aaron Smith: Quote by 
Aaron Smith in an interview published in Ludden, Jennifer (2016) Do You like Me? Swiping 
Leads To Spike In Online Dating For Young Adults, February 11 2016, National Public 
Radio; 434 Mark Zuckerberg: Quote by Mark Zuckerberg, CEO at Facebook; 438 Guardian 
News & Media Limited: Byrne, David. (2013) The internet will suck all creative content out 
of the world, Oct 11 2013, Guardian News & Media Limited; 438 Taylor Swift: Quote by 
Taylor Swift; 439 The Financial Times Limited: Garahan, M. and Nicolaou, A. (2019) 
‘Spotify’s growth hits flat note in India as Warner Music sues over copyright’, Feb 26 2019, 
© The Financial Times Limited 2019. All Rights Reserved; 448 Pearson Education: Meffert, 
H. and Bolz, J. (1993) ‘Standardization of marketing in Europe’, in Halliburton, C. and 
Hünerberg, R. (eds), European Marketing: Readings and Cases, Addison–Wesley, Woking-
ham, England, pp. 45–62; 449 Emerald Group Publishing Limited: (Figure IV.3) Kreutzer, 
R. (1988), ‘Marketing-mix standardisation: an integrated approach in global marketing’, 
European Journal of  Marketing, 22(10), pp. 19–30. https://doi.org/10.1108/
EUM0000000005301; 450 Pearson Education: (Table IV.1) Essentials of  Global Marketing, 
Financial Times/Prentice Hall (Hollensen, S. 2008) p. 299, Table 1, Copyright © Pearson 
Education Limited; 454 Cengage Learning, Inc.: (Figure 14.2) International Marketing, 4th 
edn. (Czinkota, M.R. and Ronkainen, I.A. 1995) p. 526, © 1995 South-Western, a part of 
Cengage Learning, Inc., reproduced with permission of Cengage Learning, Inc; 460 & 461 
Pearson Education: (Figures 14.3 & 14.4) Marketing Management: A Relationship 
Approach, 2nd edn., Financial Times/Prentice Hall (Hollensen, S. 2010) Figure 11.7, Copy-
right © Pearson Education Limited; 464 Elsevier: (Figure 14.7) Partly reprinted from Long 
Range Planning, 17(3), McNamee, P. (1984) ‘Competitive analysis using matrix dis-plays’, 
pp. 98–114, copyright 1984, with permission from Elsevier; 465 Oxford University Press: 
(Figure 14.8) Based on Vernon, R. (1966) ‘International investment and international trade 
in the product cycle’, The Quarterly Journal of  Economics, 80(2), pp. 190–207. JSTOR, 
www.jstor.org/stable/1880689; 468 & 469 Elsevier: (Figures 14.11 & 14.12) Reprinted from 
Long Range Planning, 28(2), Töpfer, A. (1995) ‘New products: cutting the time to market’, 
p. 64, Copyright 1995, with permission from Elsevier; 471 Exxon Mobil Corporation:  
ExxonMobil – https://www.exxon.com/en/history; 472 Pearson Education: (Figure 14.14) 
Adapted from Keegan, W.J. (1995) Global Marketing Management, 5th edn. Prentice-Hall, 
Englewood Cliffs, NJ; 472 Elsevier: (Exhibit 14.4) Varadarajan, R. (2009) ‘Fortune at the 
bottom of the innovation pyramid: the strategic logic of incremental innovations’, Business 
Horizons, 52, pp. 21–29; 476 Simon & Schuster: Aaker, D. (1991) Managing the Brand 
Equity: Capitalizing on the Value of  the Brand Name. The Free Press, New York, p. 15; 

Publisher’s acknowledgements  xxxix

https://doi.org/10.1108/09564239410074394
https://doi.org/10.1108/EUM0000000005301
http://www.jstor.org/stable/1880689
https://www.exxon.com/en/history
https://doi.org/10.1108/EUM0000000005301


477 Macmillan Publishers: (Figure 14.15) Adapted from Onkvisit, S. and Shaw, J.J. (1993) 
International Marketing: Analysis and Strategy, 2nd edn. Macmillan, London; 478 AdAge: 
Mussey, Dagmar. (1995) Unilever, P&G Begin Haircare World War; Rivals Each Claim Sim-
ilar Innovative Formulas, June 19 1995, AdAge; 478 Thg Publishing Pvt Ltd: Salam, Ziya. 
(2015) The soap opera continues, February 01 2015, The Hindu; 478 Academic Journals 
Inc.: (Exhibit 14.7) Based on Keller, K.L. and Sood, S. (2001) ‘The ten commandments of 
global branding’, Asian Journal of  Marketing, 8(2), pp. 97–108; 485 Nestlé Group: Nestlé – 
https://www.nestle-marktplatz.de/produkte/maggi-5-minuten-terrine-nudeln-in-rahm-
sauce-7613035587335; 487 Mark Constantine: Quote by Mark Constantine, Lush 
co-founder; 487 Simon & Schuster: Lindstrom, M. (2004) Brand Sense: Build Powerful 
Brands through Touch, Taste, Smell, Sight, and Sound. Free Press, New York; 491 Taylor & 
Francis Group: Woodside, A.G. & Sood, S. (2017) ‘Vignettes in the two-step arrival of the 
internet of things and its reshaping of marketing management’s service-dominant logic’. 
Journal of  Marketing Management, 33(1–2): 98–110; 494 Volkswagen UK: Volkswagen 
“The Polo Principle” campaign; 500 EBSCO Publishing: Whitwell, S. (2006) ‘Faking it can 
be good’, Brand Strategy, May, pp. 30–31; 502 General Authority for Statistics: (Table 2) 
Saudi Arabian import statistics 2008; 514 Volkswagen UK: Volkswagen Slogan; 516 Pearson 
Education: Nagle, T.T. (1987) The Strategies and Tactics of  Pricing. Prentice-Hall, Engle-
wood Cliffs, NJ; 521 Pearson Education: (Figure 15.3) Hax, Arnoldo C., Majluf, Nicholas 
S., Strategic Management: An Integrative Perspective, 1st edn., p. 121 © 1984. Electronically 
reproduced by permission of Pearson Education, Inc., Upper Saddle River, New Jersey; 522 
Pearson Education: (Figure 15.4) Kotler, P. Marketing Management: Analysis, Planning, 
Implementation and Control, 7th edn., p. 350, Prentice Hall © 1991. Electronically repro-
duced by permission of Pearson Education, Inc., Upper Saddle River, New Jersey; 523 Mas-
sachusetts Institute of  Technology: (Exhibit 15.3) Based on Bertini, M. and Koenigsberg, 
O. (2014) ‘When customers help set prices’, MIT Sloan Management Review, Summer, pp. 
56–64; 526 Elsevier: (Figure 15.5) Reprinted from European Management Journal, Vol. 12, 
No. 2, Diller, H. and Bukhari, I. (1994) ‘Pricing conditions in the European Common Mar-
ket’, p. 168, Copyright 1994, with permission from Elsevier; 528 SAGE Publications: (Figure 
15.6) Adapted from Solberg, C.A., Stöttinger, B. and Yaprak, A. (2006) ‘A taxonomy of the 
pricing practices of exporting firms: evidence from Austria, Norway and the United States’, 
Journal of  International Marketing, 14(1), pp. 23–48; 532 Marketing and Research Today: 
(Figure 15.7) Based on Simon, H. and Kucher, E. (1993) ‘The European pricing bomb – and 
how to cope with it’, Marketing and Research Today, February, pp. 25–36; 533 Pearson 
Education: (Table 15.3) Based on Eiteman, D.K. and Stonehill, A.I. (1986) Multinational 
Business Finance, 4th edn. Addison-Wesley, Reading, MA; 536 Booking Holdings: PRICE-
LINE’s Slogan; 539 Chase Manhattan Bank: (Figure 15.8) Based on Chase Manhattan Bank 
(1984) Dynamics of Trade Finance. New York; 540 Taylor & Francis Group: Adapted from 
Phillips, C., Doole, I. and Lowe, R. (1994) International Marketing Strategy: Analysis, 
Development and Implementation. Routledge, London; 545 The Harley-Davidson (HD) 
Corporation: The Harley-Davidson (HD) Corporation; 546 James Kilts: Quote by James 
Kilts, Chairman, President and Chief Executive at Gillette; 562 Elsevier: Adapted from 
Cavusgil, S.T., Yeoh, P.-L. and Mitri, M. (1995) ‘Selecting foreign distributors – an expert 
systems approach’, Industrial Marketing Management, 24, pp. 297–304; 564 South-Western 
College Publishing: From Jain, S. (1996) International Marketing Management, 5th edn. 
South-Western College Publications, Cincinnati, OH; 568 The New York Times Company: 
Lohr, Steve and Popper, Nathaniel. (2017) Blockchain: A Better Way to Track Pork Chops, 
Bonds, Bad Peanut Butter? March 4, The New York Times Company; 575 UK Food Group: 
(Figure 16.12) Adapted from Vorley, B. (2003) Food, Inc. – Corporate Concentration from 
Farm to Consumer. UK Food Group, London, Fig. 7.2, p. 52; 578 Elsevier: (Figure 16.14) 
Based on Paliwoda (1993, p. 300). International Marketing, Butterworth-Heinemann Pub-
lishers, a division of Reed Educational & Professional Publishing Ltd; 582 Tupperware 
Brands Corporation: (Table 1) Based on Tupperware Annual Report 2017; 590 PARKER: 
Parker’s tagline; 590 Copenhagen Airport: Copenhagen Airport’s tagline; 599 Irwin 

xl  Publisher’s acknowledgements

https://www.nestle-marktplatz.de/produkte/maggi-5-minuten-terrine-nudeln-in-rahm-sauce-7613035587335
https://www.nestle-marktplatz.de/produkte/maggi-5-minuten-terrine-nudeln-in-rahm-sauce-7613035587335


Publisher’s acknowledgements  xli

Professional Publishing: (Table 17.2) Adapted from Lynch L Richard, (1994), European 
Marketing, Table 11–4 pub. Irwin Professional Publishing, Homewood, IL; 608 Elsevier: 
(Table 17.4) reprinted from Industrial Marketing Management, Vol. 24, Honeycutt, E.D. 
and Ford, J.B. (1995) ‘Guidelines for managing an international sales force’, p. 138, Copy-
right 1995, with permission from Elsevier; 610 The Lego Group: The Lego Group; 616 
Elsevier: Adapted from Parent, M., Plangger, K. and Bal, A. (2011) ‘The new WTP: willing-
ness to participate’, Business Horizons, 54, pp. 219–229; 626 Snap Inc.: Snapchat mission 
statement; 626 Microsoft Corporation: Hotmail – http://www.hotmail.com; 630 Peter 
Enger: (Figure 17.13) Based on inspiration from Peter Enger; 631 William Shakespeare: 
Quote by William Shakespeare; 631 Tris Regan: Quote by Tris Regan during an interview 
with Fox News story; 647 Levi Strauss & Co.: Levi ‘s tagline; 648 Meredith Corporation: 
Kratofil, Colleen. (2018) Levi’s Cutoff Shorts Were the Ultimate Coachella Clothing Item, 
April 18, People Magazine; 652 Diageo plc: Based on Diageo plc Annual Report 2014; 657 
Guinness & Co. Brewery: Guinness Beer tagline; 657 Guinness & Co. Brewery: Guinness 
Beer self-belief campaign; 664 Dow Jones & Company, Inc.: (Exhibit 18.1) Kim, Y.H. (2011) 
‘Google boss searches for local style’, The Wall Street Journal, March 22, p. 31; 665 Emerald 
Group Publishing Limited: Hooker, J. (2009) ‘Corruption from a cross-cultural perspective’, 
Cross Cultural Management, 16(3), pp. 251–267; 666 Elsevier: Harris, P.R. and Moran, R.T. 
(1987) Managing Cultural Differences. Houston, TX: Gulf Publishing Company; 674 Euro 
Disney S.C.A: Euro Disney mission statement; 675 Euro Disney S.C.A: Snyder, D. (2002) 
Euro Disney S.C.A.: Individual Term Paper International Marketing. John Hopkins Uni-
versity, Baltimore, MD; 676 Elsevier: Bush, V.D. and Ingram, T. (2001) ‘Building and assess-
ing cultural diversity skills: implications for sales training’, Industrial Marketing 
Management, 30, pp. 65–76; 677 Elsevier: Guy, B.S. and Patton, P.W.E. (1996) ‘Managing 
the effects of culture shock and sojourner adjustment on the expatriate industrial sales 
force’, Industrial Marketing Management, 25, pp. 385–393; 680 Oxford University Press: 
Nonaka, I. and Takeuchi, H. (1995) The Knowledge-Creating Company. Oxford University 
Press, New York; 682 Emerald Group Publishing Limited: Scott, J., Gilliard, D. and Scott, 
R. (2002), ‘Eliminating bribery as a transnational marketing strategy’, International Journal 
of  Commerce and Management, 12(1), pp. 1–17. https://doi.org/10.1108/eb047434; 685 
Mecca Cola: Mecca Cola tagline; 685 Emerald Group Publishing Limited: Wilson, J. and 
Liu, J. (2010), ‘Shaping the Halal into a brand’? Journal of  Islamic Marketing, 1(2),  
pp. 107–123. https://doi.org/10.1108/17590831011055851; 697 McKinsey & Company, Inc.: 
Quelch, J.A. (1992) ‘The new country managers’, The McKinsey Quarterly, 4, pp. 155–165. 
p. 158; 697 SAGE Publications: Prashantham, S. and Birkinshaw, J. (2008) ‘Dancing with 
gorillas: how small companies can partner effectively with MNCs’, California Management 
Review, 51(1), pp. 6–23; 697 Elsevier: Wilson, K. and Millman, T. (2003) ‘The global account 
manager as political entrepreneur’, Industrial Marketing Management, 32, pp. 151–158; 698 
Emerald Group Publishing Limited: Ellis, N. and Iwasaki, A. (2018), ‘Making sense of global 
key account management (GAM): a case study from Japan’, Journal of  Business & Indus-
trial Marketing, 33(7), pp. 1052–1064. https://doi.org/10.1108/JBIM-01-2017-0003; 698 
Emerald Group Publishing Limited: Ojasalo, J. (2001), ‘Key account management at com-
pany and individual levels in business-to-business relationships’, Journal of  Business & 
Industrial Marketing, 16(3), pp. 199–220. https://doi.org/10.1108/08858620110389803; 698 
Harvard Business School Publishing: Peppers, D. and Rogers, M. (1995) ‘A new marketing 
paradigm: share of customer, not market share’, Harvard Business Review, July–August, 
pp. 105–113; 709 Kanosuke Matsushita: Quote by Kanosuke Matsushita published in Bart-
lett A, Christopher and Ghoshal, Sumantra. Matrix Management: Not a Structure, a Frame 
of Mind, July–August 1990 Issue, Harvard Business Review; 719 Centaur Communications 
Limited: McCawley, I. (2000) ‘Can Mars bridge gaps in merger?’ Marketing Week, News 
Analysis, 13 January; 729 International Data Corporation: (Table 1) Mass, Framingham 
(2019) Smartphone Woes Continue with Worldwide Shipments Down 4.9% in the Holiday 
Quarter Capping off the Worst Year Ever, According to IDC, January 30, 2019, Interna-
tional Data Corporation; 732 Tetra Pak International S.A: Dr Ruben Rausing, founder of 

http://www.hotmail.com
https://doi.org/10.1108/eb047434
https://doi.org/10.1108/17590831011055851
https://doi.org/10.1108/JBIM-01-2017-0003
https://doi.org/10.1108/08858620110389803


xlii  Publisher’s acknowledgements

Tetra Pak (1895–1983); 734 Tetra Pak International S.A: (Table 1) Based on information in 
Tetra Pak Annual Report, 2011; 735 Tetra Pak International S.A: (Table 2) Based on Tetra 
Pak’s financial report 2011.

Photo

10 Alamy Stock Photo: AW Photography/Alamy Stock Photo; 12 Alamy Stock Photo: Ian 
Leonard/Alamy Stock Photo; 18 Alamy Stock Photo: Convery 6month/Alamy Stock Photo; 
18, 720 Henkel AG & Co KGaA: Henkel AG & Co KGaA; 31 Getty Images: Photodisc/
Getty Images; 35 CNH Industrial America LLC: CNH Industrial America LLC; 36, 258 
Inter IKEA Systems B.V: Inter IKEA Systems B.V; 42 Green Toys Inc.: Green Toys Inc.; 
46 Alamy Stock Photo: Jeffrey Blackler/Alamy Stock Photo; 47 Shutterstock: Buzz Photo/
Rex Features/Shutterstock; 48 Getty Images: Junko Kimura-Matsumoto/Bloomberg/Getty 
Images; 54 Shutterstock: Owen Sweeney/Rex Features/Shutterstock; 55 Shutterstock: Leon-
ard Zhukovsky/Shutterstock; 60 Shutterstock: Sorbis/Shutterstock; 74 Getty Images: Donato 
Sardella/WireImage/Getty Images; 89 REUTERS: Kim Hong-Ji/REUTERS; 94 Shutterstock: 
Piotr Swat/Shutterstock; 94 REUTERS: Shannon Stapleton/REUTERS; 95 Shutterstock: 
Moonfish8/Shutterstock; 98 Adidas - Salomon AG: Adidas - Salomon AG; 113 Getty Images: 
NICHOLAS RATZENBOECK/AFP/Stringer/Getty Images; 137 Shutterstock: Cineberg/
Shutterstock; 138 Shutterstock: Jonathan Weiss/Shutterstock; 140 Shutterstock: Charnsitr/
Shutterstock; 141 Shutterstock: Kaesler Media/Shutterstock; 142 Alamy Stock Photo: Neil 
Tingle/Action Plus Sports Images/Alamy Stock Photo; 147 Shutterstock: dagma/Shutter-
stock; 147 Shutterstock: D. Pimborough/Shutterstock; 151 Shutterstock: Annette Shaff/Shut-
terstock; 155 Shutterstock: Peter Kotoff/Shutterstock; 155 Shutterstock: Pe3k/Shutterstock; 
157 Shutterstock: Wachiwit/Shutterstock; 159 Shutterstock: DenisMArt/Shutterstock; 159 
Shutterstock: urbanbuzz/Shutterstock; 159 Alamy Stock Photo: ACORN 1/Alamy Stock 
Photo; 159 Alamy Stock Photo: razorpix/Alamy Stock Photo; 159 Alamy Stock Photo: Art 
Directors & TRIP/Alamy Stock Photo; 196 Alamy Stock Photo: DPA Picture Alliance/Alamy 
Stock Photo; 197 Shutterstock: Sspopov/Shutterstock; 197 Shutterstock: Ktv144/Shutter-
stock; 198, 199, 382 The LEGO Group: The LEGO Group; 200 Getty Images: Zhang Peng/
LightRocket/Getty Images; 201 REUTERS: Yuya Shino/REUTERS; 206 Shutterstock: Ivan 
Garcia/Shutterstock; 210 Shutterstock: lzf/Shutterstock; 210 Alamy Stock Photo: Kremlin 
Pool/Alamy Stock Photo; 225 Godrej & Boyce Manufacturing Co. Ltd.: Godrej & Boyce 
Manufacturing Co. Ltd; 228 Svend Hollensen: Svend Hollensen; 231 Alamy Stock Photo: 
ZUMA Press, Inc./Alamy Stock Photo; 247 Alamy Stock Photo: Charlotte Allen/Alamy 
Stock Photo; 253 Getty Images: PonyWang/E+/GettyImages; 257 Alamy Stock Photo: EFE 
News Agency/Alamy Stock Photo; 259 Getty Images: Jonathan Alcorn/Bloomberg/Getty 
Images; 283 Alamy Stock Photo: Joerg Boethling/Alamy Stock Photo; 290 Shutterstock: 
Sundry Photography/Shutterstock; 297 Shutterstock: Nenov Brothers Images/Shutterstock; 
300 Getty Images: Ariel Jerozolimski/Bloomberg/Getty Images; 302 Getty Images: Mike 
Coppola/Getty Images; 305 Alamy Stock Photo: ton koene/Alamy Stock Photo; 309 Shut-
terstock: AS photo studio/Shutterstock; 322 Getty Images: Qilai Shen/Bloomberg/Getty 
Images; 324, 611, 612 Tine SA: Tine SA; 326 Shutterstock: Ducu59us/Shutterstock; 342 
Alamy Stock Photo: Steve Stock/Alamy Stock Photo; 349 Arcus Gruppen AS: Arcus Grup-
pen AS; 352 Honest Tea, Inc.: Honest Tea, Inc.; 367 A.G. Barr plc: A.G. Barr plc; 379 Alamy 
Stock Photo: Andrew Twort/Alamy Stock Photo; 381 Alamy Stock Photo: Markus Mainka/
Alamy Stock Photo; 383 Marriott Hotels International Ltd: Marriott Hotels International 
Ltd; 396 Getty Images: Imaginechina/Corbis/Getty Images; 403 Alamy Stock Photo: Pick-
ture/Alamy Stock Photo; 421 Alamy Stock Photo: Kristoffer Tripplaar/Alamy Stock Photo; 
423 Getty Images: Pau Barrena/Bloomberg/Getty Images; 426 Shutterstock: Michael Vi/
Shutterstock; 429 KONE plc: copyright © KONE Corporation; 431 Getty Images: Nur-
Photo/Getty Images; 431 Getty Images: Thomas Trutschel/Photothek/Getty Images; 436 
Getty Images: Ilya S. Savenok/Getty Images Entertainment/Getty Images; 439 Getty Images: 



Publisher’s acknowledgements  xliii

Emma McIntyre/Getty Images Entertainment/Getty Images; 466 skinnyCorp LLC: Thread-
less; 475 Merlin Entertainment Group plc: Madame Tussauds; 484 Alamy Stock Photo: 
Pacific Press Agency/Alamy Stock Photo; 493 Shutterstock: Constantine Pankin/Shutter-
stock; 493 Shutterstock: Zapp2Photo/Shutterstock; 495 Shutterstock: Sheila Fitzgerald/Shut-
terstock; 502, 503 Arla Foods amba: Arla Foods amba; 504 Getty Images: Hassan Ammar/
Stringe/AFP/Getty Images; 505 Alamy Stock Photo: Daniel McLean/Alamy Stock Photo; 
505 Alamy Stock Photo: Tim Gainey/Alamy Stock Photo; 506 Getty Images: Bloomberg/
Getty Images; 507 Getty Images: Brian Ach/Stringer/Getty Images; 507 Getty Images: Amy 
Sussman/Stringer/Getty Images; 519 Shutterstock: emka74/Shutterstock; 527 Shutterstock: 
Michael Allio/Shutterstock; 544 Shutterstock: TonyV3112/Shutterstock; 546 Shutterstock: 
Melica/Shutterstock; 547 Unilever PLC: Unilever PLC; 557 Shutterstock: Thinglass/Shutter-
stock; 557 Getty Images: Jo Yong Hak/Reuters/Getty Images; 560 Dell Corp ltd: Courtesy of 
Dell Corp ltd; 568 Shutterstock: SergeevDen/Shutterstock; 584 Shutterstock: InsectWorld/
Shutterstock; 584 Getty Images: Justin Sullivan/Getty Images News/Getty Images; 591 
Husqvarna AB: Husqvarna AB; 602 Alamy Stock Photo: Helen Sessions/Alamy Stock Photo; 
603 Getty Images: FOX/FOX Image Collection/Getty Images; 604 Getty Images: Kevork 
Djansezian/Getty Images Sport/Getty Images; 604 Alamy Stock Photo: WENN Rights Ltd/
Alamy Stock Photo; 611 Lego System A/S: © 2010 the Lego Group. Used with permis-
sion; 615 Shutterstock: John/Shutterstock; 615 Alamy Stock Photo: 5AM Images/Alamy 
Stock Photo; 620 Abena: Screenshot © Abena; 620 Abena: Image courtesy of Abena; 631 
Shutterstock: 360b/Shutterstock; 633 Alamy Stock Photo: Swimstones/Alamy Stock Photo; 
634, 635 Morgan Motor Company: Morgan Motor Company; 636 Shutterstock: Magicin-
foto/Shutterstock; 637 Getty Images: Car Culture/Corbis/Getty Images; 641 Shutterstock:  
Sorbis/Shutterstock; 647 Shutterstock: Onajourney/Shutterstock; 648 Shutterstock: Papin 
Lab/Shutterstock; 652, 654, 658 Diageo plc: Guinness® brand images, Diageo plc.; 684 
Alamy Stock Photo: kpzfoto/Alamy Stock Photo; 686 TOTO Ltd: TOTO Ltd; 687 Shut-
terstock: Northfoto/Shutterstock; 688 Getty Images: Ari Perilstein/Stringer/Getty Images 
Entertainment/Getty Images; 719 Shutterstock: Roman Samokhin/Shutterstock; 724 Shut-
terstock: Testing/Shutterstock; 728 Shutterstock: Quangmooo/Shutterstock; 731 Shutter-
stock: FashionStock.com/Shutterstock; 732 Shutterstock: ricochet64/Shutterstock; 734 
Alamy Stock Photo: imageBROKER/Alamy Stock Photo.

http://FashionStock.com


ACs advanced countries
APEC Asia-Pacific Economic Cooperation
AR augmented reality
ASEAN Association of South East Asian Nations
B2B business to business
B2C business to consumer
BATNA best alternative to a negotiated agreement
BDA before–during–after
BERI Business Environment Risk Index
BMI Business Monitor International
BOP bottom of the pyramid
BRIC Brazil, Russia, India and China
BT British Telecommunications
C2C consumer to consumer
CAGR compound annual growth rate
CATI computer-aided telephone interviews
CDB China Development Bank
CEO chief executive officer
CFR cost and freight
CIF cost, insurance and freight
CIP carriage and insurance paid to
CMM-SEI Carnegie Mellon University’s Software Engineering lnstitute
COO country of origin
CPM cost per thousand
CPT carriage paid to
CPV customer perceived value
CRM customer relationship management
CSR corporate social responsibility
DAF delivered at frontier
DAP delivered at place
DAT delivered at terminal
DDP delivered duty paid
DDU delivered duty unpaid
DEQ delivered ex-quay
DES delivered ex-ship
DMR digital remastering
DSS decision support system
EBIT earnings before interest and taxes
ECB European Central Bank
ECSC European Coal and Steel Community
EEA European Economic Area

Abbreviations



EEC European Economic Community
EFTA European Free Trade Area
EMC export management company
EMEA Europe, Middle East and Africa
EMU European Economic and Monetary Union
EPAC electronically power-assisted cycles
EPRG ethnocentric, polycentric, regiocentric, geocentric
EU European Union: title for the former EEC used since the ratification of the 

Maastricht Treaty in 1992
EURATOM European Atomic Energy Community
EXW ex-works
FAB flavoured alcoholic beverages
FAS free alongside ship
FCA free carrier
FDA Food and Drug Administration (US)
FDI foreign direct investment: a market entry strategy in which a company 

invests in a subsidiary or partnership in a foreign market (joint venture)
FHI Family Health International
FMCG fast-moving consumer goods
FOB free on board: the seller quotes a price covering all expenses up to the 

point of shipment
FSC Foreign Sales Corporation
G-D goods dominant
GA global account
GAM global account management
GATT General Agreement on Tariffs and Trade
GDP gross domestic product
GEL General Electric Lighting
GNI gross national income
GNP gross national product: the total ‘gross value’ of all goods and services 

produced in the economy in one year
GPC global pricing contract
GRP gross rating point
GSM global system for mobile communications (wireless mobile)
GWD guinea worm disease
HHP household penetration
HLL Hindustan Latex Ltd
HOG Harley Owners Group
ICC International Chamber of Commerce
IDR intermediation–disintermediation–reintermediation
IMC integrated marketing communications
IMF International Monetary Fund
IMS international market selection
IoT Internet-of-Things
IP intellectual property
IPLC international product life cycle
ISO International Standards Organization
ISP internet service provider
IT information technology
KAM key account management
KSF key success factor

Abbreviations  xlv



L/C letter of credit
LCC low-cost car
LDCs less developed countries
LSEs large-scale enterprises
LTO long-term orientation
M&A merger and acquisition
MACS market attractiveness/competitive strengths
MFN most-favoured nation
MIS marketing information system
MNCs multinational corporations
MNE multinational enterprise
MS market share
MSRP manufacturer’s suggested retail price
MVAS mobile value-added services
NAFTA North American Free Trade Agreement: a free trade agreement to 

 establish an open market between the US, Canada and Mexico
NASSCOM National Association of Software and Service Companies
NGO non-governmental organization
NICs newly industrialized countries
NPD new product development
NSB National Standards Board
OE operational effectiveness
OECD Organization for Economic Cooperation and Development: a multi-

national forum that allows the major industrialized nations to discuss 
economic policies and events

OEM original equipment manufacturer (outsourcer)
OLI ownership-location-internalization
OPEC Organization of Petroleum Exporting Countries
OTC over the counter
OTS opportunity to see
PEST political/legal, economic, social/cultural, technological
PLB private-label brand
PLC product life cycle: a theory that characterizes the sales history of prod-

ucts as passing through four stages: introduction, growth, maturity, 
decline

PPP purchasing-power parity
PR public relations
QDF quality deployment function
R&D research and development
RM relationship marketing
RMC regional management centre
ROA return on assets
ROI return on investment
RTD ready to drink
S-D service-dominant
SaaS software-as-a-service
SBU strategic business unit: a single business or a collection of related busi-

nesses that can be planned separately from the rest of the company
SEM search-engine marketing
SGVC sustainable global value chain
SMEs small and medium-sized enterprises
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SMS short message service
SRC self-reference criterion
STD sexually transmitted disease
STP software technology park
SWOT strengths, weaknesses, opportunities, threats
TC transaction cost
TCA transaction cost analysis
TF trade fair
TLC technological life cycle
TQM total quality management
TTM time to market
ULCC ultra low-cost car
UNAIDS Joint United Nations Programme on AIDS
UNFPA United Nations Population Fund
USAID United States Agency for International Development
USP unique selling proposition
VAT value added tax
VER voluntary export restraint
VRIO value, rarity, imitability, organization
WHO World Health Organization
WoM word-of-mouth
WTO World Trade Organization (successor to GATT)
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2  Part I The decision whether to internationalize

Introduction to Part I

It is often the case that a firm that goes on an export adventure discovers it should have 
stayed in the home market because it did not have the necessary competences to start export-
ing. Chapter 1 discusses competences and global marketing strategies from the value chain 
perspective. Chapter 2 discusses the major motivations of the firm to internationalize. 
Chapter 3 concentrates on some central theories that explain firms’ internationalization 
processes. Chapter 4 discusses the concept of international competitiveness from a macro 
level to a micro level.



Learning objectives

After studying this chapter you should be able to:

• Characterize and compare the management style in SMEs (small and 
medium- sized enterprises) and LSEs (large-scale enterprises)

• Identify drivers of global integration and market responsiveness

• Explain the role of global marketing in the firm from a holistic perspective

• Describe and understand the concept of the value chain

• Identify and discuss different ways of internationalizing the value chain

• Explain the difference between the ‘product value chain’ and the ‘service 
value chain’

• Understand how ‘customer experience’ can extend the traditional value 
perspective.

Chapter 1
Global marketing in the firm
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1.1 Introduction to globalization

At the time of writing, we are ten years on from the financial crisis, but still we have not 
enjoyed a broad-based rebound to create a world that is safe and more prosperous.

Global ‘free trade’ has come under criticism in the West from populists who blame it 
for the loss of factory jobs. In reality, free trade has taken fewer jobs than automation, a 
force that is much harder to reverse. The reality is that cross-border commerce has played 
an important role in improving the inclusive global prosperity that the world has enjoyed 
since the Second World War.

Over the past decade, regional and bilateral trade agreements have become popular – a 
reflection of the difficulties in finding consensus among all the nations who belong to the 
WTO. But for the WTO to drive global growth – and for that growth to be shared more 
widely – governments, companies, NGOs and others have to work more closely together.

In 2005, Thomas L. Friedman published his international bestselling book The World 
is Flat (Friedman, 2005). It analyses globalization, primarily in the early twenty-first 
century, and the picture has changed dramatically. The title is a metaphor for viewing the 
world as a level playing field in terms of commerce, where all players and competitors 
have an equal opportunity. Companies from every part of the world will be competing 
with each other in every corner of the world’s markets – for customers, resources, talent 
and intellectual capital. Products and services will flow from many locations to many 
destinations. Friedman describes how many companies in, for example, the Ukraine, 
India and China, provide human-based subsupplies for multinational companies. In this 
way, these companies in emerging and developing countries are becoming integral parts 
of complex global supply chains for large multinational companies, like Dell, SAP, IBM 
and Microsoft.

Pankaj Ghemawat has contradicted Friedman’s view of the world being flat. In his book, 
Ghemawat introduces World 3.0 (Ghemawat, 2008), a world that is neither a set of distinct 
nation-states (World 1.0) nor the stateless ideal (World 2.0) that seems implicit in the ‘the 
world is flat’ strategies of so many companies. In such a World 3.0 (Ghemawat, 2011a), 
home matters, but so do countries abroad. Ghemawat argues that when distances (geo-
graphic, cultural, administrative/political and economic) increase, cross-border trade tends 
to decrease (Ghemawat, 2011b). Ghemawat thinks that it is certainly possible to have a 
global strategy and a global organization in such a world. But the global strategy must be 
based not on the elimination of differences and distances among people, cultures and places, 
but on an understanding of them.

1.2 The process of developing the global marketing plan

This book has a clear decision-oriented approach, and is structured according to the five 
main decisions that marketing people in companies face in connection with the global mar-
keting process. The 19 chapters are divided into five parts (Figure 1.1).

In the end, a firm’s global competitiveness is mainly dependent on the end-result of the 
global marketing stages: the global marketing plan (see Figure 1.2). The purpose of the 
marketing plan is to create sustainable competitive advantages in the global marketplace. 
Generally, firms go through some kind of mental process in developing global marketing 
plans. In small and medium-sized enterprises (SMEs) this process is normally informal; in 
larger organizations it is often more systematized. Figure 1.2 offers a systematized approach 
to developing a global marketing plan – the stages are illustrated using the most important 
models and concepts, which are explained and discussed throughout the chapters. Readers 
are advised to return to this figure throughout the book.
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Part I: The decision whether to internationalize
Chapters 1–4

Part II: Deciding which markets to enter
Chapters 5–8

Part III: Market entry strategies
Chapters 9–13

Part IV: Designing the global marketing programme
Chapters 14–17

Part V: Implementing and coordinating the global
marketing programme
Chapters 18–19

Figure 1.1 The five-stage decision model in global marketing

Tools used in di�erent stages (references to the book)

Introduction:
Purpose of the international marketing plan

Introduction:
The international marketing plan is based on a firm’s mission
(purpose of the business) and vision (where do we want to go).
Developing an international marketing plan is the systematic
process involving the assessment of market opportunities
combined with the internal resources, the determination of
marketing objectives, and the plan for implementation of the
international marketing mix. The plan describes all the marketing
activities that the firm should perform during a specified time
period (usually one to three years).

The ‘nine strategic windows’ model:
This model uses industry globalism and the firm's preparedness
as criteria for deciding if the firm should go abroad or rather stay
at home.

Benchmarking – competence profile:
The customer-perceived value of the dierent competitor
oerings along the value chain provides the necessary input for
determining where the firm has got its core competence and
where further capabilities should be developed.

SWOT-analysis:
Strengths and Weaknesses (inside your company)
Identify internal strengths and weaknesses of your company. For
example education-level, international experience and reputation
in your area of expertise are most likely strengths.

Opportunities and Threats (from outside)
Identify, and rank by order of importance, any threats or
opportunities your business may face from outside influences.

The whole issue is to find the right match between the internal
and external analysis, i.e. where in the global market can we use
our special firm competences?

Estimation of total market: Numbers of buyers x average
consumption per year.

Should the company go international
or not?

What are the competences of the firm and
how should they be utilized internationally?

Chapter 4

Chapter 1

Internal analysis:
Identifying firm
competences
       International
competitiveness
(Chapter 4)

External analysis:

SWOT-analysis

Internal

External

IMS = International
Market SelectionSee

Screening
process in
Chapter 8

Countries entering
the screening process

Total market:

Economies of scale
(in production)
Product development

Internal logistics

Value chain
functions
Upstream

Benchmarking – competence profile
Very strong Above

average
Below

average

5.0 4.5 4.0
Customer

wants

Critical success factor
Core competence

of the firm

Large gap

Early warring

Firm B

Firm A

3.5 3.0 2.02.5

Average

etc.
Downstream
Market knowledge

Personal selling

After-sales service

etc.

Segmentation /
Screening

Strengths

Oppor-
tunities

Threats

Weak-
nesses

The ‘nine strategic windows’ model:PART I:
THE DECISION
TO INTERNATIONALIZE

PART II:
DECIDING WHICH
MARKETS TO
ENTER

Process stages Description

Political forces
Economic forces
Socio-cultural
forces
Market size
(Chapters 5 and 6)

Match

Segmentation: Relevant segmentation/screening criteria
B2C markets: Demographic: age, income, occupation
 Psychographic: lifestyle, preferences, etc.
 Geographic: Countries, regions
 Behavioural: heavy, medium, light users

B2B markets: Demographic: size of firm, type of industry
 Economic: Buying power of customers

Stay at
home

Consolidate
your export

markets

Enter
new

business

1.

2.

3.

4.

5.

6.

7.

8.

9.

Local

Mature

Adolescent

Immature

P
re

pa
re

dn
ea

s 
fo

r
in

te
rn

at
io

na
liz

at
io

n

Global

Industry globalism

Potentially
global

Seek
niches in

international
markets

Consider
expansion in
international

markets

Prepare
for

globalization

Prepare
for a

buyout

Seek
global

alliances

Strengthen
your global

position

Figure 1.2 Development of an international marketing plan
Source: Hollensen, S. (2008) Essentials of Global Marketing, FT/Prentice Hall, pp. 6–9. Copyright © Pearson Education Limited.
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PART IV:
DESIGNING
THE GLOBAL
MARKETING
PROGRAMME

Marketing mix plan (per country and overall)

PART V:
IMPLEMENTING
AND
COORDINATING
THE GLOBAL
MARKETING
PROGRAMME

Developing the
international

marketing mix
(the 4 Ps)

Q1(Q = Quarter)

Implementation
of marketing
activities

Marketing mix (activities)

Product
Features, quality, name,
guarantees, packaging,
support services

New
variant

New
product
line and
services

Develop
new tech-
nology /
product

Year 1 (t1) Year 2 (t2) Year 3 (t3)

Price
List price, additional
services prices, credit
facilities, terms/conditions,
allowances

Keep
skimming
price

Lower
price

Stabilize
price

Place
Distributors, wholesalers,
retailers, locations,
logistics, e-commerce

Selective
dist.

Expand
distr. with
new
partners

New int.
markets

Promotion
Advertising, direct mail,
email, publicity, sales
promotion, personal selling,
PR, social media 

Keep
current
advertising
media

Development
of social
media
campaign

Personal
selling

Year 1 Year 2 Year 3 Responsible

Q2Q3Q4Q1Q2Q3Q4Q1Q2Q3

XX
XY
YX
YY

Advertising
Emails
Demonstrations
Personal selling
. . .

Q4

See
Chapters
14–17

See
Chapter 18

Implementation
and Cross-border

negotiation

Development of the marketing mix:
The international marketing mix section of your plan (the 4 Ps or
alternatively the 7 Ps) outlines your game plan to achieve your
marketing objectives internationally. It is, essentially, the heart of
the marketing plan. The marketing mix section should include
information about:

Implementation:
To translate the strategy into action (organizing):

Cross-border negotiation:
The most fundamental gap influencing the negotiation climate
between buyer and seller is the cultural distance, represented by
di�erences in communication and negotiation behaviour, the
concepts of time, space and work patterns, and the nature of social
norms. The cultural distance can be reduced by cultural
training and market research.

Product – your o�ering: product(s) and services
Price – what you’ll charge customers for delivered products
and services
Promotion – how you will promote or create awareness and
interest for your product in the marketplace
Place (distribution) – how you will bring your product(s)/services
together with your customers through di�erent channels? How
can you create extra value by developing relationships with your
customer?

Assemble the 4P-mix for each product/service (SBU)
Organize the marketing e�ort
Who is responsible for the implementation of the activities?
When will the activities take place?
Internal marketing plan: Sell the the marketing plan inside the
organization before going outside. Are there any internal
barriers that should be considered?

Geographical market: region (Western Europe, Eastern Europe,
Far East, North America etc.) country or area in a country
Customer type: end-customer, middlemen, OEMs, Global
Accounts (GAs)

Competitor analysis:
You’ll discover your company’s competitive advantage –
the reason customers do business with you instead of your
competition. By observing the actions of your competitors,
you might learn more about your market. For example, does
a successful competitor o�er reduced prices in a specific
market? If so, what might that tell you about the market’s
spending habits? If you find that your market is saturated with
capable competitors (‘red ocean’), you can avoid the costly
mistake of selecting a target market without adequate demand
for your o�er. You can then redirect your e�orts toward
something that will generate more profit with the existing
resources base in your company (‘blue-ocean strategy’).

Entry mode strategy:
Once the firm has set its target objectives in target markets the
next step is to choose the best way to enter the market. The
chosen entry mode can be regarded as the first decision level in
the vertical chain that will provide distribution to the next actors
in the vertical chain at the national level.

The following characteristics are connected to the three types of
entry modes (seen from the manufacturer’s perspective):

Export modes (agent, distributor): Low control, low risk, high
flexibility
Intermediate mode ( joint venture, strategic alliance): shared
control and risk, split ownership
Hierarchical modes (Own subsidiary): High control, high risk,
low flexibility

Marketing
objectives in
target market

See
Screening
process in
Chapter 8

See Chapters 9–12

Selection of
target market

Positioning in
chosen target

market

Competitor
analysis

Entry mode
strategy

Positioning in
target market

relative to
competitors

Objective in three
years (15%) for market XMarket share

Increasing
internalization

Entry mode strategy:

PART III:
MARKET ENTRY
STRATEGIES

Hierarchical modes

Intermediate modes

Export modes

time

15%

5%

Selection of target
market / country

Meeting marketing objectives should lead to sales. (If not, you
need to set di�erent marketing objectives.) They should be clear,
measurable, and have a stated time frame for achievement.

In other words the objectives should follow the SMART-concept:
Specific, Measurable, Achievable, Realistic. Timeable

Setting your marketing objectives and finalizing the remaining
components of your marketing plan may serve as a reality check:
do you have the resources and competences necessary to
accomplish your objectives?

Example: Increase market share in target market from now (t0)
5% to 15% in three years (t3) – Is that realistic?

Marketing objectives:

t0 t1 t2 t3

Figure 1.2 Continued
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Salary for sales force
Advertising
(newspapers, journals)
Exhibitions
Sales training
In-store promotions
Social media campaign
Other marketing costs

= Total contribution 1

Total sales
– variable costs

Total market size (in value)

Market share

The di�erent country managers are
each responsible for maximizing

this figure
The international marketing

manager / director is responsible
for maximizing this figure – he/she

can only do that by coordinating and
negotiating with country managers

International
marketing budget

Organization of
global marketing

Marketing control

Feedback

Marketing budget:
A marketing budget derived from a tactical marketing
strategy must have adequate resources allocated to meet the
performance objectives of the strategic market plan. An estimate
of market and profit performance is made for each year of a
3 year strategic market planning horizon.

Organization of global marketing activities:
Di�erent options for organizing these activities:

Marketing control:
Planning and budgeting are the main formal control methods.
The budget spells out the objectives and necessary marketing
costs to achieve these objectives. Control consists of measuring
actual figures against budget figures. If there is tolerable variance
then no action is usually taken.

Performance is evaluated by measuring actual against planned
performance. The problem is setting a performance standard.
Usually it is based on historical performance with some kind of
industry average.

Problems of international comparison inevitably occur, like how
budgets in di�erent countries are a�ected by currency
fluctuations during the budget period.

Concerning the figure at the left, the international marketing
manager / director is responsible for maximizing the total
‘Marketing contribution’ for the whole world (  ). In order to
optimize this total marketing contribution (  ), this person has the
right to coordinate and transfer marketing resources across
borders, by cooperation and negotiation with country managers,
who are responsible for maximizing the ‘Marketing contribution’
for their single countries.

Ad hoc exporting
Functional structure
International division structure
Product structure
Geographical (customer) structure
Matrix structure
Global Account Management (GAM)

See
Chapter 19

lnternatlonal marketing budgeting (three years):

Year 3

Year 2

Year 1 S ND UK US . . .

S ND UK US . . .

S ND UK US . . .

= Total contribution 2
(Marketing contribution)

– Marketing costs:

Figure 1.2 Continued

1.3  Comparison of the global marketing and management 
style of SMEs and LSEs

The reason underlying this ‘convergence’ is that many large multinationals (such as IBM, 
Philips, GM and ABB) have begun downsizing operations, so in reality many LSEs act like a 
confederation of small, autonomous, entrepreneurial and action-oriented companies. One 
can always question the change in orientation of SMEs. Some studies (e.g. Bonaccorsi, 1992) 
have rejected the widely accepted proposition that firm size is positively related to export 
intensity. Furthermore, many researchers (e.g. Julien et al., 1997) have found that SMEs as 
exporters do not behave as a homogeneous group.

Table 1.1 gives an overview of the main qualitative differences between management and 
marketing styles in SMEs and LSEs. We will discuss each of the headings in turn.

Resources

• Financial. A well-documented characteristic of SMEs is the lack of financial resources 
due to a limited equity base. The owners put only a limited amount of capital into the 
business, which quickly becomes exhausted.

• Business education/specialist expertise. In contrast to LSEs, a characteristic of SME man-
agers is their limited formal business education. Traditionally, the SME owner/manager 
is a technical or craft expert and is unlikely to be trained in any of the major business 
disciplines. Therefore specialist expertise is often a constraint because managers in small 
businesses tend to be generalists rather than specialists. In addition, global marketing 
expertise is often the last of the business disciplines to be acquired by an expanding 
SME; finance and production experts usually precede the acquisition of a marketing 
counterpart. Therefore it is not unusual to see owners of SMEs closely involved in sales, 
distribution, price setting and, especially, product development.

LSEs
According to the EU 
definition, LSEs (large-
scale enterprises) are 
firms with more than 250 
employees. Although 
LSEs account for less than 
1 per cent of companies, 
almost one-third of all 
private sector jobs in the 
EU are provided by LSEs.

SMEs
SMEs (small and medium- 
sized enterprises) occur 
commonly in the EU 
and in other regional 
economic blocs. The EU 
categorizes companies 
with fewer than 50 
employees as ‘small’, and 
those with fewer than 
250 as ‘medium’. In the 
EU, SMEs (250 employ-
ees and less) comprise 
approximately 99 per 
cent of all firms.
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Formation of strategy/decision-making processes

As is seen in Figure 1.3, the realized strategy (the observable output of  an organiza-
tion’s activity) is a result of  the mix between the intended (‘planned’) strategy and the 
emergent (‘not planned’) strategy. No companies form a purely deliberate or intended 
strategy. In practice, all enterprises will have some elements of  both intended and emer-
gent strategy.

In the case of the deliberate (planned) strategy (mainly LSEs), managers try to formulate 
their intentions as precisely as possible and then strive to implement these with a minimum 
of distortion.

This planning approach ‘assumes a progressive series of steps of goal setting,  analysis, 
evaluation, selection and planning of implementation to achieve an optimal long-term 

Table 1.1 The characteristics of LSEs and SMEs

LSEs SMEs

Resources Many resources

Internalization of resources

Coordination of:

– personnel

– financing

– market knowledge, etc.

Limited resources

Externalization of resources 
(outsourcing of resources)

Formation of strategy/decision-
making processes

Deliberate strategy formation 
(Mintzberg, 1987; Mintzberg and 
Waters, 1985) (see Figure 1.3)

Adaptive decision-making mode 
in small incremental steps (logical 
incrementalism) (e.g. each new 
product: small innovation for the LSE) 
(see Figure 1.4)

Emergent strategy formation 
(Mintzberg, 1987; Mintzberg and 
Waters, 1985) (see Figure 1.3)

The entrepreneurial decision-making 
model (e.g. each new product: 
considerable innovation for the SME) 
(see Figure 1.5)

The owner/manager is directly and 
personally involved and will dominate 
all decision-making throughout the 
enterprise

Organization Formal/hierarchical

Independent of one person

Informal

The owner/entrepreneur usually has 
the power/charisma to inspire/control 
a total organization

Risk-taking Mainly risk-averse

Focus on long-term opportunities

Sometimes risk-taking/sometimes 
risk-averse

Focus on short-term opportunities

Flexibility Low High

Take advantage of economies of scale 
and economies of scope

Yes Only limited

Use of information sources Use of advanced techniques:

– databases

– external consultancy

– internet

Information gathering in an informal 
manner and an inexpensive way:

– internal sources

– face-to-face communication
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ex ante

ex post

Deliberate strategy

Intendedstrategy

Emerg
en

t s
tra

teg
y

Unrealized
strategy

Realized
strategy

Figure 1.3 The intended and emergent strategy
Source: Mintzberg (1987, p. 14). Copyright © 1987, by The Regents of the University of California. Reprinted from the California 
Management Review, Vol. 30, No. 1.

direction for the organization’ (Johnson, 1988). Another approach for the process of stra-
tegic management is so-called logical incrementalism (Quinn, 1980), where continual adjust-
ments in strategy proceed flexibly and experimentally. If such small movements in strategy 
prove successful then further development of the strategy can take place. According to 
Johnson (1988) managers may well see themselves as managing incrementally, but this does 
not mean that they succeed in keeping pace with environmental change. Sometimes the 
incrementally adjusted strategic changes and the environmental market changes move apart 
and a strategic drift arises (see Figure 1.4).

Exhibit 1.1 gives an example of strategic drift.
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Figure 1.4 Incremental change and strategic drift
Source: based on Johnson, Whitington and Scoles’ version of Strategic drift (Pearson, 2011).




