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                    Preface

                  

                  
                    We are proud that this eleventh edition of Global Marketing marks three decades of publication success with Pearson. In this new edition, as in earlier editions, we take an environmental and strategic approach to global marketing by outlining the major dimensions of the global business environment. We also provide a set of conceptual and analytical tools that prepare students to successfully apply the 4Ps when pursuing careers in global marketing or related areas. 

                  

                  
                    With the eleventh edition, we welcome Prachi Gala to the writing team. Prachi is Assistant Professor of Marketing at the Coles College of Business at Kennesaw State University in Georgia. Her international travels have taken her to a variety of countries, including Bhutan, Georgia, Guatemala, Ireland, Israel, and Peru. Prachi has extensive experience teaching undergraduate, graduate, and Web-based marketing courses. She has been a longtime adopter of Global Marketing. Prachi took the lead in revising 
                        Chapter 7
                       and 
                        Chapter 11
                       in this edition, and she also provided important input to several other chapters and study resources. Welcome to the team, Prachi! 

                  

                  
                    Guided by our experience using the text in undergraduate and graduate classrooms, Web-based courses, and corporate training seminars, we revise, update, and expand each new edition of Global Marketing. One of our challenges is the rate of change and disruption in the global business environment. Yesterday’s impossibility becomes today’s reality; new companies and technologies burst onto the scene; company leadership changes abruptly. In short, any book can be quickly outdated by events. Even so, we set out to create a compelling narrative that captures the unfolding drama that is inherent in marketing in the globalization and post-globalization eras. 

                  

                  
                    When Principles of Global Marketing first appeared in 1996, we invited readers to “look ahead” to such developments as the ending of America’s trade embargo with Vietnam, Europe’s new single market, Daimler AG’s Smart car, Volkswagen’s global ambitions, and Whirlpool’s expansion into emerging markets. This newly revised edition surveys important current developments in the international arena, including Britain’s adaptation to Brexit; India’s emergence as the most populous country in the world; China’s ascendance on the world stage; trade tensions in the post COVID-19 era; the global impact of cultural icons such as pop superstar Taylor Swift; plus much more. 

                  

                  
                    We are passionate about the subject of global marketing; if our readers detect a note of enthusiasm in our writing, then we have been successful. Our goal for all eleven editions has been the same: to write a book that is authoritative in content yet relaxed and assured in style and tone. One instructor wrote us to say, “I love the text, and really like the way it engages students. That is invaluable.” We believe that you will find the latest edition of Global Marketing to be the most engaging, up-to-date, relevant, useful text of its kind. 

                  

                  
                    We recommend pairing the eleventh edition with Pearson’s MyLab Marketing. MyLab Marketing is a teaching and learning platform that empowers you to reach every student. By combining content from Global Marketing with digital tools and a flexible platform, MyLab Marketing personalizes the learning experience and will help your students learn and retain key course concepts while developing skills that future employers are seeking in their candidates. 

                  

                

              

            

          

          
            
              

            

          

        

      

    

    
      
        
          
            
              
                
                  
                    New to This Edition

                  

                  
                    
                      Please note that all eText assessments, videos, and other interactive media items are only available in the Pearson etextbook, which is available both for standalone purchase as well as part of a MyLab subscription.
                    

                  

                  
                    As with previous editions, the eleventh edition offers up-to-date, original insights into the complexities and subtleties of shifts in the external environment and their implications for global marketers. Specific updates and revisions include:

                  

                  
                    
                      	
                        More than 50 percent of the chapter-opening vignettes and related end-of-chapter cases are new to the eleventh edition. Cases retained from the prior edition have also been revised and updated for this new edition.

                      

                      	
                        
                          	
                            Revised and updated cases include 
                                Case 1-1
                              , “The Global Marketplace Is Also Local”; 
                                Case 1-2
                              , “McDonald’s Expands Globally While Adjusting Its Local Recipe”; 
                                Case 1-3
                              , “Apple Versus Samsung: The Battle for Smartphone Supremacy Heats Up”; 
                                Case 3-1
                              , “Reason to Believe: Learning to Live With Brexit.”; 
                                Case 3-2
                              , “Can Global Trade Talks Survive in an Era of Populism and Protectionism?”; 
                                Case 4-1
                              , “Strange Brew: Coffee Culture Around the World”; 
                                Case 4-2
                              , “Is Tourism the Savior or the Scourge of Venice?”; 
                                Case 5-1
                              , “Putin’s Russia Versus the West: Cold War 2.0?”; 
                                Case 7-1
                              , “Segmenting the Chinese Luxury Goods Market”; 
                                Case 15-2
                              , “Welcome to the Metaverse!”; 
                                Case 16-1
                              , “IKEA”; 
                                Case 16-2
                              , “‘Everything Is Awesome, Everything Is Cool’ at LEGO”; 
                                Chapter 17
                              - 
                                1
                              , “A Changing of the Guard at Unilever.” 

                          

                        

                      

                      	
                        
                          	
                            New cases in the eleventh edition include 
                                Case 2-1
                              , “India at the Crossroads: Demographic Shifts and the New Economic Realities”; 
                                Case 6-1
                              , “TikTok: With Great Popularity Comes Great Controversy”; 
                                Case 10-1
                              , “China and the Global EV Market”; 
                                Case 11-1
                              , “Global Marketers Adjust Prices in Inflationary Times”; 
                                Case 12-1
                              , “Shein and Temu Disrupt the World of Fast Fashion”; 
                                Case 13-1
                              , “Adidas Puts Yeezy in the Rearview Mirror”; 
                                Case 14-1
                              , “Formula 1 Racing Goes Global”; 
                                Case 15-1
                              , “Brave New World: ChatGPT and the Modern Machine (Learning) Age.” 

                          

                        

                      

                    

                  

                  
                    
                      
                        [image: A section titled Case 2-1 summarizes a case study.]
                      

                    

                    
                      
                        The section reads as follows: CASE 2-1 India at the Crossroads: Demographic Shifts and the New Economic Realities In 2023, India surpassed China as the world's most populous country. That spells "opportunity" for global marketers because population is one indicator of market potential. Indeed, in his 2023 Independence Day speech, Prime Minister Narendra Modi boldly predicted that, by 2047, India would join the ranks of high-income countries. The prime minister cited three key pillars to back up his prediction: demographics, democracy, and diversity (Exhibit 2-1). Population growth rates and other demographic trends have an important impact on macroeconomic data such as income levels. According to the World Bank, India's per capita income of 2,410 dollars means it ranks as a lower-middle-income country. The monthly average salary for Indians is 27,200 Indian rupees (or I N R), equivalent to about 330 dollars; the comparable monthly figure …

                      

                    

                  

                  
                    
                      	
                        New discussion of social media is integrated throughout the eleventh edition. 
                            Chapter 15
                          , “Global Marketing and the Digital Revolution,” has been thoroughly revised and updated to include discussion of generative AI, location-based mobile platforms, cloud computing, tablets, wearable devices, autonomous mobility, and other cutting-edge topics. 

                      

                      	
                        In MyLab Marketing, in this edition, New Interactive Reading Assignments allow instructors to assign chapter readings for a grade, holding students accountable, and engaging them through an integrated blend of narrative, media, and assessment. 

                      

                      	
                        New assignable Case Study Assignments and Video Assignments in MyLab Marketing challenge students to apply critical thinking to business examples and scenarios. 
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                        The section is shown as follows: A Pearson logo is shown at the top left. The title Why did Concert Tickets Get So Expensive? Is shown to its right. A video is shown with the screen displaying on ongoing concert. The question reads, 1) Setting concert tickets at a high initial price point is part of a (blank space) strategy. The options below are: a. market-penetration b. productive c. captive-product d. skimming pricing Two buttons are shown below labeled Previous and Next. Question 1 of 3 (0 completed). 

                      

                    

                  

                  
                    
                      	
                        In addition, most chapters contain sidebar features on the following themes: Emerging Markets Briefing Book; Entrepreneurial Leadership, Creative Thinking, and the Global Startup; and The Cultural Context.

                      

                      	
                        
                          	
                            Among the entrepreneurs profiled in these sidebars are José Andrés (World Central Kitchen), Wes Meier and Alvaro Rodriguez (EOS International), Reed Hastings (Netflix), Daniel Ek (Spotify), Oscar Farinetti (Eataly), and Sir James Dyson (Dyson).

                          

                        

                      

                      	
                        
                          	
                            The Emerging Markets Briefing Book sidebars delve into issues from key parts of the globe, including India and Xinjiang, China.

                          

                        

                      

                      	
                        
                          	
                            The Cultural Context sidebars focus on global entertainment; coverage extends to a variety of buzzworthy genres, events, and artists, including Eurovision, hip-hop, K-pop, and Taylor Swift.

                          

                        

                      

                    

                  

                  
                    
                      
                        [image: The figure shows three sections stacked on one another.]
                      

                    

                    
                      
                        The sections are titled Emerging Markets Briefing Book (top), The cultural context (center), Entrepreneurial Leadership, Creative Thinking, and The Global Startup (bottom). Each section has a case study narrated below the titles. 

                      

                    

                  

                  
                    
                      	
                        All tables containing key company, country, and industry data have been updated. Examples include 
                            Table 2-3
                          , “Index of Economic Freedom”; all the income and population tables in 
                            Chapters 3
                           and 
                            7
                          ; 
                            Table 10-2
                          , “The World’s Most Valuable Brands”; 
                            Table 13-1
                          , “Top 25 Global Marketers”; and 
                            Table 13-2
                          , “Top 20 Global Advertising Agency Companies.” 

                      

                      	
                        The discussion of the BRICS nations has been updated to incorporate the impact of slowing growth in China and the volatility of commodity prices.

                      

                      	
                        Income and population data in 
                            Chapter 3
                           have been reorganized for improved clarity, comparability, and visual impact. 

                      

                      	
                        More infographics have been incorporated into the text to enhance clarity and visual appeal.

                      

                    

                  

                

              

            

          

        

      

    

    
      
        
          
            
              
                
                  
                    Key Chapter-by-Chapter Updates

                  

                  
                    
                      
                        
                          
                            	
                              
                                
                                
                                  
                                    Chapter 1
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New The Cultural Context sidebar: “50 Years of Hip-Hop, 1973–2023, 
                                      Parts 1
                                     and 
                                      2
                                    ” 

                                

                                	
                                  Updated and revised 
                                      Case 1-1
                                    : “The Global Marketplace Is Also Local” 

                                

                                	
                                  Updated and revised 
                                      Case 1-2
                                    :  “McDonald’s Expands Globally” (updates include McDonald’s response to Russia’s 2022 invasion of Ukraine) 

                                

                                	
                                  Updated and revised 
                                      Case 1-3
                                    : “Apple Versus Samsung: The Battle for Smartphone Supremacy” (updates include Apple’s 2024 launch of Vision Pro spatial computing headset) 

                                

                                	
                                  New Banxcartoon: “Vision Pro”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 2
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Updated stages of market development tables with current GDP data

                                

                                	
                                  New Emerging Markets Briefing Book sidebar: “Can Xinjiang Be Repositioned?”

                                

                                	
                                  New Entrepreneurial Leadership sidebar: “José Andrés, World Central Kitchen”

                                

                                	
                                  Revised and expanded 
                                      Case 2-1
                                    : “India at the Crossroads: Demographic Shifts and the New Economic Realities” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 3
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New Entrepreneurial Leadership sidebar: “Wes Meier and Alvaro Rodriguez: EOS ”

                                

                                	
                                  New Emerging Markets Briefing Book sidebar: “India”

                                

                                	
                                  All-new infograph maps of regional trading blocs with revised income and population data

                                

                                	
                                  Revised and expanded 
                                      Case 3-1
                                    : “Reason to Believe: Learning to Live with Brexit” 

                                

                                	
                                  Updated and revised 
                                      Case 3-2
                                    : “Can Global Trade Talks Survive in an Era of Populism and Protectionism?” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 4
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New Entrepreneurial Leadership sidebar: “The Fast-Food Industry in Vietnam: The Case of Lotteria”

                                

                                	
                                  Updated and expanded discussion of Rogers’s diffusion of innovation framework with new examples

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 5
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Revised and expanded 
                                      Case 5-1
                                    : “Putin’s Russia Versus the West: Cold War 2.0?” 

                                

                                	
                                  Updated 
                                      Table 5-4
                                    : “2022 Corruption Rankings” 

                                

                                	
                                  New Banxcartoon: “Steamboat Willie”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 6
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 6-1
                                    : “TikTok: With Great Popularity Comes Great Controversy” 

                                

                                	
                                  New key terms and discussion: cloud computing, large language models (LLM), enterprise resource planning (ERP) in the music business

                                

                                	
                                  New Banxcartoon: “Deepfakes”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 7
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Updated and revised 
                                      Case 7-1
                                    : “Segmenting the Chinese Luxury Goods Market” 

                                

                                	
                                  Updated 
                                      Table 7-1
                                    : “Per-Capita Income, 2022” 

                                

                                	
                                  Updated 
                                      Table 7-2
                                    : “Top 10 Nations Ranked by GDP, 2022” 

                                

                                	
                                  Updated 
                                      Table 7-3
                                    : “The 10 Most Populous Countries, 2022” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 8
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Updated discussion of sourcing issues in a time of geopolitical tensions

                                

                                	
                                  New The Cultural Context sidebar: "Cultural Exports: A Tale of Two Countries"

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 9
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Updated 
                                      Case 9-1
                                    : “AB InBev and SABMiller: A Match Made in (Beer) Heaven?” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 10
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 10-1
                                    : “China and the Global EV Market” 

                                

                                	
                                  New The Cultural Context sidebar: “Eurovision and the Glocalization of Music”

                                

                                	
                                  Updated 
                                      Table 10-2
                                    : “The World’s Most Valuable Brands” 

                                

                                	
                                  New Banxcartoon: “Liverpool Sequin Removal”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 11
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 11-1
                                    : “Global Marketers Adjust Prices in Inflationary Times” 

                                

                                	
                                  New Entrepreneurial Leadership, Creative Thinking, and the Global Startup x The Cultural Context sidebar: “Welcome to the Era of ‘Swiftie-nomics.’ Are You Ready for It? ( 
                                      Part 1
                                    )” 

                                

                                	
                                  New Emerging Markets Briefing Book sidebar: “Price Adjustments of Organic Foods in India”

                                

                                	
                                  Revised and expanded 
                                      Case 11-2
                                    : “LVMH and Luxury Goods Marketing” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 12
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 12-1
                                    : “Shein and Temu Disrupt the World of Fast Fashion” 

                                

                                	
                                  Revised and expanded 
                                      Case 12-2
                                    : “Can Walmart Crack the Retail Code in India?” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 13
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 13-1
                                    : “Adidas Puts Yeezy in the Rearview Mirror” 

                                

                                	
                                  New The Cultural Context sidebar: “Female Stereotyping and “Femvertising” in Global Advertising”

                                

                                	
                                  Updated 
                                      Table 13-1
                                    : “Top 25 Global Marketers by Worldwide Total Ad Spending and Measured Media Spending in Selected Regions, 2022” 

                                

                                	
                                  Updated 
                                      Table 13-2
                                    : “The World’s Largest Agency Companies” 

                                

                                	
                                  New Emerging Markets Briefing Book sidebar: “Ban on Surrogate Advertising in India”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 14
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 14-1
                                    : “Formula 1 Racing Goes Global” 

                                

                                	
                                  New content: “Social Shopping”

                                

                                	
                                  Updated Emerging Markets Briefing Book sidebar: “Billboards Banned in Brazil!”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 15
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  New 
                                      Case 15-1
                                    : “Brave New World: ChatGPT and the Machine (Learning) Age” 

                                

                                	
                                  Revised and expanded 
                                      Case 15-2
                                    : “Welcome to the Metaverse!” 

                                

                                	
                                  New Entrepreneurial Leadership, Creative Thinking, and the Global Startup x The Cultural Context sidebar: “Welcome to the Era of ‘Swiftie-nomics.’ Are You Ready for It? ( 
                                      Part 2
                                    )” 

                                

                                	
                                  New content: “Livestream Shopping”

                                

                                	
                                  New content: “NFTs, Digital Assets, and Collectibles”

                                

                                	
                                  New Banxcartoon: “AI Beatles Act”

                                

                                	
                                  New Banxcartoon: “Meta”

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 16
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Revised and expanded 
                                      Case 16-1
                                    : “IKEA” 

                                

                                	
                                  Revised and expanded 
                                      Case 16-2
                                    : “‘Everything Is Awesome, Everything Is Cool’ at LEGO” 

                                

                                	
                                  Updated 
                                      Table 16-1
                                    : “The World’s Most Competitive Countries, 2023” 

                                

                              

                            
                          

                          
                            	
                              
                                
                                
                                  
                                    Chapter 17
                                  
                                
                                
                              

                            
                            	
                              
                                	
                                  Revised and expanded 
                                      Case 17-1
                                    : “A Changing of the Guard at Unilever” 

                                

                                	
                                  New The Cultural Context sidebar: “ Hallyu: The Korean Wave Comes Ashore” 

                                

                              

                            
                          

                        
                      

                    

                  

                

              

            

          

        

      

    

    
      
        
          
            
              
                
                  
                    Solving Teaching and Learning Challenges

                  

                  
                    Today’s Millennial and Generation Z students are networked and technology-savvy. They have access to more content across more platforms than previous generations. Many are also taking on substantial debt loads as they pursue their college degrees. For these and other reasons, it is important to give them a textbook that is “worth the money,” and that provides an experience that is rewarding and motivates them to “keep reading.”

                  

                  
                    We have been gratified to receive positive feedback from students who have benefited from college courses in which Global
                      
                      Marketing was the required text. The following student comments suggest that Global
                      
                      Marketing does exactly that:
                    

                  

                  
                    
                      	
                        “The textbook is very clear and easy to understand.”

                      

                      	
                        “An excellent textbook with many real-life examples.”

                      

                      	
                        “The authors use simple language and clearly state the important points.”

                      

                      	
                        “This is the best textbook that I am using this term.”

                      

                      	
                        “The authors have done an excellent job of writing a text that can be read easily.”

                      

                      	
                        “I would like to give a personal word of thanks for the Global Marketing book. The book has been a great help for my studies.”

                      

                      	
                        “I really enjoyed the systematic and in-depth explanation of international marketing in your book.”

                      

                    

                  

                  
                    The eleventh edition helps students develop cross-cultural awareness and engage with issues relating to sustainability and corporate social responsibility. The new edition also profiles some of the most innovative thinkers and entrepreneurial leaders of the modern era.

                  

                  
                    Each chapter opens with a brief case study introducing a company, a country, a product, or a global marketing issue that directly relates to chapter themes and content. The cases were written with the same objectives in mind: to raise issues that will encourage student interest, engagement, and learning; to stimulate class discussion; to give students a chance to apply theory and concepts while developing critical-thinking skills; and to enhance the classroom experience for students and instructors alike. Every chapter and case has been classroom-tested in both undergraduate and graduate courses.

                  

                  
                    Throughout the text, we have added scores of current examples of global marketing practice as well as quotations from global marketing practitioners and industry experts. Our friend Jeremy Banks, editorial cartoonist for Financial Times, graciously allowed us to reproduce some of his work to bring a touch of whimsy to the proceedings. 

                  

                  
                    We have benefited tremendously from adopter feedback and input; we also continue to draw on our direct experience in key world regions. The result is a text that addresses your needs and the needs of instructors in every part of the world.

                  

                

              

            

          

        

      

    

    
      
        
          
            
              
                
                  
                    Developing Employability Skills

                  

                  
                    Employers at global companies want to know that the people they hire understand and can think critically about contemporary issues such as the dynamics of globalization and growth opportunities in emerging markets. One MBA student wrote to say that reading Global Marketing provided her with a competitive advantage when pursuing a new career opportunity. She said, “I used many of the text’s theories during my interview process, and I incorporate the lessons learned on a daily basis as I work with our offices in 12+ locations around the world!” 

                  

                  
                    The eleventh edition addresses current global trends and issues, including the economic and social disruption that are among the forces at work in the world today. The resulting shifts in global market opportunities and threats are important themes in this revision, as are the rise of economic nationalism and populism. Terms such as austerity, capital flight, currency wars, disruption, global rebalancing, premiumization, quantitative easing ( QE), secular stagnation, sovereign-debt crisis, and negative interest rates appear regularly in the business news. New terms such as tax inversion are now part of the conversation as well. 

                  

                  
                    Recent research findings have been integrated into each chapter of Global Marketing to help students be conversant in the most current conversations that are happening in this field. For example, our thinking about the benefits of globalization has been influenced by Richard Baldwin’s The Great Convergence: Information Technology and the New Globalization. As Baldwin notes, the process of removing constraints on the costs of moving goods, people, and ideas began in the late nineteenth century. The first wave of globalization was driven by the falling costs of water transport (e.g., ocean-going freighters) and land transport (e.g., the railroads). In keeping with the theory of competitive advantage, this meant that countries with manufacturing prowess benefited by trading with countries whose primary outputs were agricultural production. The current wave of globalization has resulted in part from the digital revolution that allows supply chains to stretch around the world. 

                  

                

              

            

          

        

      

    

    
      
        
          
            
              
                
                  
                    About MyLab Marketing

                  

                  
                    To improve student results, we recommend pairing this textbook with MyLab Marketing, the teaching and learning platform that combines respected content with personalized engagement to help students see real results. Unmatched in flexibility, MyLab® combines respected content with personalized engagement to help students see real results while developing skills that future employers are seeking in their candidates. From Mini Sims to Case Studies and Dynamic Study Modules, MyLab Marketing helps you channel your teaching style and develop confident learners. Learn more at https://www.pearson.com/en-gb/higher-education/products-services/mylab-and-mastering-login.html 

                  

                  
                    Key Features

                  

                  
                    
                      Pre-built Courses and Assignments: Ease your workload, save time, and increase efficiency with MyLab’s pre-built courses and assignments. Each course has a foundation of interactive course-specific content—by authors who are experts in their field—to tailor and adapt as you see fit.
                    

                  

                  
                    
                      Pearson eTextbook: The Pearson eTextbook can be accessed directly in your MyLab course. You and your students can dive right into the course eTextbook—take notes, make highlights, and review flashcards—and even listen to your book.
                    

                  

                  
                    
                      Dynamic Study Modules help your students stay on track and achieve a higher level of subject-matter mastery. Each module poses a series of questions about a course topic that adapts to each student's performance and offers personalized, targeted feedback to help reinforce their mastery.
                    

                  

                  
                    
                      Mini
                      
                      Sims are short, branching business simulations that offer an active learning experience and improve students' understanding and retention of course concepts.
                    

                  

                  
                    
                      Case
                      
                      Studies: Discipline-specific brief text case studies that require students to apply critical thinking to course concepts. Can be auto-graded or manually graded. Can also swap out cases using our Case Study Library.
                    

                  

                  
                    
                      Using AI Assignments provide ready-to-assign activities to teach students how to use AI effectively. The assignments demonstrate the power of free AI tools and teach the essential skills needed to use AI effectively in school and work. The assignments come with grading guidance and rubrics.
                    

                  

                  
                    
                      Assignable
                      
                      Media: Brief videos with embedded assessment to hold students accountable for watching the video. Can also swap out media using our Media Library, YouTube, or your own videos.
                    

                  

                  
                    
                      Classroom Response Tool helps to increase student engagement and enhance their learning in the classroom. This interactive student response tool allows you to deploy questions and surveys and assess student comprehension. It also equips you with real-time data to help adjust your instructional strategy on the fly.
                    

                  

                  
                    What’s New

                  

                  
                    
                      Interactive
                      
                      Reading
                      
                      Assignments: Designed to increase engagement by providing a space where students can read, watch, and practice in one seamless intuitive experience. Assignments include eTextbook sections along with multimedia and low-stakes assessment.
                    

                  

                

              

            

          

        

      

    

    
      
        
          
            
              
                
                  
                    Instructor Teaching Resources

                  

                  
                    The following supplements are available with this text:

                  

                  
                    
                      
                        
                          
                            	
                              
                                Supplements available to instructors at www.pearson.com/uk
                              

                            
                            	
                              
                                Features of the Supplement
                              

                            
                          

                          
                            	
                              
                                Instructor’s Manual
                              

                            
                            	
                              
                                	
                                  Chapter-by-chapter summaries

                                

                                	
                                  Examples and activities not in the main book

                                

                                	
                                  Teaching outlines

                                

                                	
                                  Teaching tips

                                

                                	
                                  Solutions to all questions and problems in the book

                                

                              

                            
                          

                          
                            	
                              
                                Test Bank
                              

                            
                            	
                              4,000 multiple-choice, true/false, short-answer, and graphing questions with these annotations:

                              
                                	
                                  Difficulty level (1 for straight recall, 2 for some analysis, 3 for complex analysis)

                                

                                	
                                  Type (Multiple-choice, true/false, short-answer, essay

                                

                                	
                                  Topic (The term or concept the question supports)

                                

                                	
                                  Learning outcome

                                

                              

                            
                          

                          
                            	
                              

                            
                            	
                              
                                	
                                  AACSB learning standard (Written and Oral Communication; Ethical Understanding and Reasoning; Analytical Thinking; Information Technology; Interpersonal Relations and Teamwork; Diverse and Multicultural Work; Reflective Thinking; Application of Knowledge)

                                

                              

                            
                          

                          
                            	
                              
                                Computerized TestGen
                              

                            
                            	
                              TestGen allows instructors to:

                              
                                	
                                  Customize, save, and generate classroom tests

                                

                                	
                                  Edit, add, or delete questions from the Test Item Files

                                

                                	
                                  Analyze test results

                                

                                	
                                  Organize a database of tests and student results.

                                

                              

                            
                          

                          
                            	
                              
                                PowerPoints
                              

                            
                            	
                              Slides include all the graphs, tables, and equations in the textbook. PowerPoints meet accessibility standards for students with disabilities. Features include, but not limited to:

                              
                                	
                                  Keyboard and Screen Reader access

                                

                                	
                                  Alternative text for images

                                

                                	
                                  High color contrast between background and foreground colors
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	Chapter 1: Introduction to Global Marketing









        

      

    

              
                
                  
                  
                  

                

              


          
            
      
        
          
Chapter 1


Introduction to Global Marketing








Learning Objectives



	
1.1Use the product/market growth matrix to explain the various ways a company can expand globally.



	
1.2Describe how companies in global industries pursue competitive advantage.



	
1.3Compare and contrast a single-country marketing strategy with a global marketing strategy (GMS).



	
1.4Identify the companies at the top of the Global 500 rankings.



	
1.5Explain the stages a company goes through as its management orientation evolves from domestic and ethnocentric to global and geocentric.



	
1.6Discuss the driving and restraining forces affecting global integration today.












CASE 1-1


The Global Marketplace Is Also Local


Consider the following proposition: We live in a global marketplace. Apple iPhones, Burberry trench coats, Birkenstock sandals, Caterpillar earthmoving equipment, Open AI's ChatGPT, TikTok’s content-sharing platform, LEGO toys, McDonald’s restaurants, Samsung electronics, and Swatch watches are found practically everywhere on the planet. Global companies are fierce rivals in key markets. For example, American auto industry giants General Motors and Ford are locked in a competitive struggle with Toyota, Hyundai, and other global Asian rivals as well as European companies such as Volkswagen. Taiwan Semiconductor, the world’s largest chip maker, competes with U.S. tech giants Intel and Qualcomm. In the global smartphone market, Apple (United States), Motorola (China), and Samsung (South Korea) are dominant players. The globalization of the appliance industry means that Bosch, Electrolux, Haier Group, LG, and Whirlpool all compete for precious retail floor space and consumer awareness and preference.


Now consider a second proposition: We live in a world in which markets are local. In China, for example, Yum! Brands’ East Dawning fast-food chain competes with local restaurants such as New Asia Snack and Haidi Lao. Likewise, the best-selling smartphone in China isn’t marketed by Samsung or Apple. In fact, the top smartphone brands in China—Huawei, Vivo, Oppo, and Xiaomi—are all from domestic (i.e., Chinese) producers. And India’s award-winning Godrej & Boyce competes with the global appliance brands mentioned previously by specializing in low-cost refrigerators designed with the needs of Indian consumers in mind.


In Taiwan, local chain Louisa Coffee has about the same number of coffee shops as Starbucks. In India, Dunkin’ (formerly Dunkin’ Donuts) and Krispy Kreme have lost market share to local chain Mad Over Doughnuts. British consumers are flocking to local food-on-the-go chain Gregg’s, taking market share from McDonald’s in the fast-growing breakfast category. In Poland, many consumers frequent small, family-owned shops rather than huge stores operated by France’s Carrefour and U.K.-based Tesco.1 In Southeast Asia, Uber jockeys for position with ride-hailing service Grab. Similarly, Brazil’s Natura & Co once competed with Avon for direct-sale health-and-beauty customers. Eventually, Natura acquired its U.S.-based rival! Across Latin America, e-commerce giants eBay and Amazon compete with local market leader MercadoLibre.


The “global marketplace versus local markets” paradox lies at the heart of this textbook. In later chapters, we will investigate the nature of local markets in more detail. For now, however, we will focus on the first part of the paradox. Think for a moment about brands and products that are found throughout the world. Ask the average consumer where this global “horn of plenty” comes from, and you’ll likely hear a variety of answers. It’s certainly true that some brands—Burberry, Ferragamo, McDonald’s, Modelo, Swatch, Volkswagen, and Waterford, for instance—are strongly identified with a specific country. In much of the world, Coca-Cola, McDonald’s, and Nike are recognized as iconic American brands, just as Ferragamo and Versace are synonymous with classic Italian style.


However, for many other products, brands, and companies, the sense of identity with a specific country is becoming blurred. Which brands are Japanese? American? Korean? German? Indian? Can you name the corporate owner of the Nokia smartphone brand? When is a Japanese car not a Japanese car? Even U.S. President Donald Trump appeared to be unaware of the global nature of the automobile business when, in 2017, he threatened to slap tariffs on German cars sold in the United States. Consider:



	
                  BMW can produce up to 450,000 vehicles annually at its plant in South Carolina. About 70 percent of the plant’s production is shipped abroad, making BMW America’s top auto exporter.

              

	
                  Mercedes-Benz has produced more than four million vehicles at its plant in Alabama.

              

	
                  For several years, the top-selling “American” car (assembled in the United States with at least 75 percent domestic content) was the Toyota Camry.

              




At the end of this chapter, you will find the rest of Case 1-1. Taken together, the two parts give you the opportunity to learn more about the global marketplace and test your knowledge of current issues in global marketing. You may be surprised at what you learn!







        

      

    

              
                
                  
                  
      
        
          1 Jan Cienski, “The Man Who Bet on Tradition,” Financial Times (January 14, 2015), p. 12.






        

      

    



                  

                

              


          
            
      
        
          1.1 Introduction and Overview






1.1Use the product/market growth matrix to explain the various ways a company can expand globally.







As the preceding examples illustrate, the global marketplace finds expression in a variety of goods, services, and brands. These may take the form of sports events, live concerts, and other expressions of global culture. Were you one of the hundreds of millions of people around the world who watched live coverage of the FIFA World Cup Soccer championship in 2022? Did you see Barbie (and maybe you were part of the cross-cultural phenomenon that was “Barbenheimer”)(Exhibit 1-1)? Or perhaps you helped propel Taylor Swift to number one on Spotify’s 2023 Global Top 10 Most Streamed Artists ranking—more than 26 billion streams!



          
          
                Exhibit 1-1
                
              

            
          
              
                        [image: A poster displays an ad for the movie Barbie. The poster shows a scene from the movie with Barbie and Ken in a pink car.] Barbie, the widely acclaimed 2023 Hollywood blockbuster starring Margot Robbie and Ryan Gosling, was released in dozens of countries; this banner is from Portugal.

 
              

          

          Source: Alexandre Rotenberg/Shutterstock.



          
            
          

        

The enduring importance of global marketing is one aspect of a sweeping transformation that has profoundly affected the people and industries of many nations during the past 175 years. International trade has existed for centuries. Beginning in 200 B.C., for example, the legendary Silk Road was a land route connecting China with Mediterranean Europe. From the mid-1800s to the early 1920s, with Great Britain the dominant economic power in the world, international trade flourished.


However, a series of global upheavals, including World War I, the Bolshevik Revolution, and the Great Depression, brought that era to an end. Then, following World War II, a new era began. Unparalleled expansion into global markets by companies that previously served only customers located in their respective home countries was one hallmark of this new global era. Then, in early 2020, the COVID-19 pandemic disrupted global commerce in myriad ways. Today, nations, companies, and consumers are still finding their way forward in a post-COVID world that has changed profoundly.


Four decades ago, the phrase global marketing did not exist. Today, businesspeople use global marketing to realize their companies’ full commercial potential. That is why, no matter whether you live in Asia, Europe, North America, or South America, you may be familiar with the brands mentioned in the opening paragraphs of this chapter. However, there is another, even more critical reason why companies need to take global marketing seriously: survival. A management team that fails to understand the importance of global marketing risks losing its domestic business to competitors with lower costs, more experience, and better products.


But what is global marketing? How does it differ from “regular” marketing as it is typically practiced and taught in an introductory course? Marketing can be defined as the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.2 Marketing activities center on an organization’s efforts to satisfy customer wants and needs with products and services that offer competitive value. The marketing mix (the four Ps of product, price, place, and promotion) represents the contemporary marketer’s primary tools in achieving this goal. Marketing is a universal discipline, as applicable in Argentina as it is in Zimbabwe.


This book is about global marketing. An organization that engages in global marketing focuses its resources and competencies on global market opportunities and threats. A fundamental difference between regular marketing and global marketing is the scope of activities. A company that engages in global marketing conducts important business activities outside the home-country market. The scope issue can be conceptualized in terms of the familiar product/market matrix of growth strategies (see Table 1-1). Some companies pursue a market development strategy, which involves seeking new customers by introducing existing products or services to a new market segment or to a new geographical market. Global marketing can also take the form of a diversification strategy in which a company creates new product or service offerings targeting a new segment, a new country, or a new region.



          
            
            Table 1-1
            Product/Market Growth Matrix
            

          
          
          
          
            
              
              

	

	Product Orientation




	Existing Products

	New Products




	Market Orientation

	Existing markets

	Market penetration strategy

	Product development strategy




	New markets

	Market development strategy

	Diversification strategy




            

          

          
        

Starbucks provides a good case study of a global marketer that can simultaneously execute all four of the growth strategies shown in Table 1-1:



	
                  Market penetration: Starbucks is building on its loyalty card and rewards program with a smartphone app that enables customers to order in advance and pay for purchases electronically. For in-store purchases, the app displays a bar code that the customer can scan. And loyal customers eagerly await the return of Pumpkin Spice Latte each fall.

              

	
                  Market development: Starbucks entered Italy in 2018, starting with a 25,000-square-foot flagship Reserve Roastery in Milan. Walking distance from the landmark Duomo, the Roastery offers pastries by local bakery Princi as well as the aperitivo beverages that are so popular throughout Italy. Today, Starbucks has some two dozen stores in Italy.3

              

	
                  Product development: To attract new customers, Starbucks rolls out new flavors every year. For the non-coffee drinker, how about an Iced Gingerbread Oat Milk Chai?

              

	
                  Diversification: In 2011, Starbucks dropped the word “Coffee” from its logo. Since then, the company has acquired a juice maker, Evolution Fresh; the Bay Bread bakery; and tea retailer Teavana Holdings. 

              





To get some hands-on practice applying the matrix shown in Table 1-1, create a product/market growth matrix for another global company. Alphabet, IKEA, LEGO, and Walt Disney are all good candidates for this type of exercise.


Companies that engage in global marketing frequently encounter unique or unfamiliar cultural practices and norms in specific countries or regions of the world. China has a reputation for rampant product counterfeiting and piracy. Companies doing business there must take extra care to protect their intellectual property and deal with “knockoffs.” In some regions of the world, bribery and corruption are deeply entrenched. A successful global marketer understands specific concepts and has a broad and deep understanding of the world’s varied business environments.


The global marketer also must understand the strategies that, when skillfully implemented in conjunction with universal marketing fundamentals, increase the likelihood of market success. And, as John Quelch and Katherine Jocz assert, “The best global brands are also the best local brands.” That is, managers at global companies understand the importance of local excellence.4 This book concentrates on the major dimensions of global marketing. A brief overview of marketing is presented next, although the authors assume that the reader has completed an introductory marketing course or has equivalent experience.

















        

      

    

              
                
                  
                  
      
        
          2 American Marketing Association. www.ama.org/AboutAMA/Pages/Definition-of-Marketing.aspx. Accessed June 19, 2015.






        

      

    


      
        
          3 Rachel Sanderson, “Starbucks’s Shot at Selling Espresso to the Italians,” Financial Times (February 28, 2017), p. B8.






        

      

    


      
        
          4 Quelch, John A., and Katherine E. Jocz. All Business is Local: Why Place Matters More Than Ever in a Global, Virtual World. New York: Portfolio/Penguin, 2012.






        

      

    



                  

                

              


          
            
      
        
          1.2 Principles of Marketing: A Review






1.2Describe how companies in global industries pursue competitive advantage.







As defined in the previous section, marketing is one of the functional areas of a business, distinct from finance and operations. Marketing can also be thought of as a set of activities and processes that, along with product design, manufacturing, and transportation logistics, compose a firm’s value chain. Decisions at every stage, from idea conception to support after the sale, should be assessed in terms of their ability to create value for customers.


For any organization operating anywhere in the world, the essence of marketing is to surpass the competition at the task of creating perceived value—that is, to provide a superior value proposition—for customers. The value equation is a guide to this task:


Value=Benefits/Price(money, time, effort, etc.)


The marketing mix is integral to the value equation because benefits are a combination of the product, the promotion, and the distribution. As a general rule, value, as the customer perceives it, can be increased in these ways. Markets can offer customers an improved bundle of benefits or lower prices (or both!). Marketers may strive to improve the product itself, to design new channels of distribution, to create better communications strategies, or a combination of all three.


Marketers may also seek to increase value by finding ways to cut costs and prices. Nonmonetary costs are also a factor, and marketers may be able to decrease the time and effort that customers must expend to learn about or seek out the product.5 Companies that use price as a competitive weapon may scour the globe to ensure an ample supply of low-wage labor or access to cheap raw materials. Companies can also reduce prices if costs are low because of process efficiencies in manufacturing or because of economies of scale associated with high production volumes.


Recall the definition of a market: people or organizations that are both able and willing to buy. To achieve market success, a product or brand must measure up to a threshold of acceptable quality and be consistent with buyer behavior, expectations, and preferences. If a company can offer a combination of superior product, distribution, or promotion benefits and lower prices than the competition does, it should enjoy an extremely advantageous position. Toyota, Nissan, and other Japanese automakers made significant gains in the American market in the 1980s by creating a superior value proposition: They offered cars with higher quality, better mileage, and lower prices than those made by General Motors, Ford, and Chrysler (which is now part of Netherlands-based Stellantis).


Today, the auto industry is pivoting from vehicles with internal combustion engines (ICE) to battery-powered electric vehicles (EVs). Although Tesla has enjoyed first-mover advantage for more than a decade, every other major automaker is spending billions of dollars on EV research and development. Many observers believe the future automotive market share is “up for grabs” as startup ventures in China and elsewhere rush to scale up production and introduce new models over the coming decade.


Compared to traditional cars, trucks, and SUVs, these next-generation vehicles have fewer parts, require less maintenance, and are loaded with leading-edge software, cameras, and sensors. However, before EVs are adopted by mass-market consumers, the industry will have to address concerns including driving range, charging infrastructure, and pricing. Profitability will also be a key issue for producers. By 2030 (give or take), as EV batteries become more energy dense and less expensive to produce, some of these issues should be resolved.6


All EVs collect massive amounts of data, and Chinese-built vehicles from BYD and other producers currently have a cost advantage compared to vehicles produced by other companies. Government leaders in the United States and elsewhere are considering whether to restrict or ban EVs from China on national security grounds.7


The evolving cast of winners and losers in the fledgling EV industry is yet another illustration of the point that achieving success in global marketing often requires persistence and patience. Following World War II, some of Japan’s initial auto exports were market failures. In the late 1960s, for example, Subaru of America began importing the Subaru 360 automobile and selling it for $1,297. After Consumer Reports judged the 360 to be unacceptable, sales ground to a halt. Similarly, the Yugo automobile achieved a modest level of U.S. sales in the 1980s (despite a “don’t buy” rating from a consumer magazine) because its sticker price of $3,999 made it the cheapest new car available. Low quality was the primary reason for the market failure of both the Subaru 360 and the Yugo.8


The Subaru story does have a happy ending, however, due in no small measure to the company’s decades-long application of the principles of continuous improvement known as kaizen. In fact, each year, Consumer Reports puts Subaru near the top of its quality rankings, in the same league with Lexus, Mazda, Toyota, and Audi.9 But those rankings have historically been for cars powered by hydrocarbon-based fuels. Now the question becomes, can Subaru successfully adapt to an EV-centric world? Only time will tell!


History has not been so kind to the Yugo: It ended up on Time magazine’s list of the “50 Worst Cars of All Time.” Despite being much maligned, the Yugo has a small but devoted fan base of enthusiasts who restore and display the cars.10 And, by the time you are reading this, it is possible that Rivian, Fisker, Lucid, and other startup nameplates will have disappeared from the EV landscape. Maybe they, too, like the humble Yugo before them, will achieve cult status among a handful of collectors.


Even some of the world’s biggest, most successful companies stumble while pursuing global opportunities. Walmart’s exit from the German market was due, in part, to the fact that German shoppers could find lower prices at “hard discounters” such as Aldi and Lidl. In addition, many German consumers prefer to go to several small shops rather than seek out the convenience of a single, “all-in-one” store located outside a town center. Likewise, U.K.-based Tesco’s attempts to enter the U.S. market with its Fresh & Easy stores failed, in part, because U.S. consumers were unfamiliar with the private-label goods that made up much of the merchandise stock. And, in 2015, American “cheap chic” retailer Target terminated its operations in Canada, a victim of missteps in terms of store locations and pricing. The cost for closing 133 stores: more than $5 billion.







        

      

    


      
        
          
Competitive Advantage, Globalization, and Global Industries


When a company succeeds in creating more value for customers than its competitors do, that company is said to enjoy competitive advantage in an industry.11 Competitive advantage is measured relative to rivals in specific industry sectors. For example, the intimate live-music venue near campus is in a local industry; its competitors are local. In a national industry, competitors are national. In a global industry—consumer electronics, apparel, automobiles, steel, pharmaceuticals, furniture, and dozens of other sectors—the competition is, likewise, global (and, in many industries, local as well). Global marketing is essential if a company competes in a global industry or one that is globalizing.


The transformation of formerly local or national industries into global ones is part of a broader economic process of globalization, which Jagdish Bhagwati defines as follows:


Economic globalization constitutes integration of national economies into the international economy through trade, direct foreign investment (by corporations and multinationals), short-term capital flows, international flows of workers and humanity generally, and flows of technology.12



From a marketing point of view, globalization presents companies with tantalizing opportunities—and challenges—as executives decide whether to offer their products and services everywhere. At the same time, globalization presents companies with unprecedented opportunities to reconfigure themselves. As John Micklethwait and Adrian Wooldridge put it, the same global bazaar that allows consumers to buy the best that the world can offer also enables producers to find the best partners.13


For example, globalization is presenting significant marketing opportunities for professional sports organizations such the National Football League (NFL, see Exhibit 1-2). The NFL promotes American football globally. In 2023, Germany hosted two games at Frankfurt Stadium, and three games were played in London. The Jacksonville Jaguars played back-to-back games in London for the first time, at Wembley Stadium on October 1 and then at Tottenham Hotspur Stadium the following week. The same applies to the National Basketball Association and Major League Soccer. As Major League Soccer commissioner Don Garber noted, “In the global culture the universal language is soccer. That’s the sweet spot. If it weren’t for the shrinking world caused by globalization, we wouldn’t have the opportunity we have today.”14
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                        [image: A photo shows a London street at night time. The street has banners displaying ads for the N F L. An U K flag is also hung alongside the banners. The ads read N F L on Regent Street and display the N F L logo. On the street, a man waits at the bus stop.] Every fall, banners are draped over London’s Regent Street to create awareness of the International Series games played before sellout crowds. In years past, Mexico City also hosted the NFL but Estadio Azteca is being renovated for the 2026 men's World Cup.

 
              

          

          Source: Alena Kravchenko/Shutterstock.



          
            
          

        


“We believe a company can only think in one set of terms. If you are premium, you have to focus on it.”15

Helmut Panke, former chairman, Bayerische Motoren Werke (BMW) AG




Is there more to a global industry than simply “global competition”? Definitely. As defined by management guru Michael Porter, a global industry is one in which competitive advantage can be achieved by integrating and leveraging operations on a worldwide scale. Put another way, an industry is global to the extent that a company’s industry position in one country is interdependent with its industry position in other countries. Indicators of globalization include the ratio of cross-border trade to total worldwide production, the ratio of cross-border investment to total capital investment, and the proportion of industry revenue generated by companies that compete in all key world regions.16 One way to determine the degree of globalization in an industry sector is to calculate the ratio of the annual value of global trade in the sector—including the value of components shipped to various countries during the production process—to the annual value of industry sales. In terms of these metrics, the consumer electronics, apparel, automobile, and steel industries are highly globalized.17


Achieving competitive advantage in a global industry requires executives and managers to maintain a well-defined strategic focus. Focus is simply the concentration of attention on a core business or competence. The importance of focus for a global company is evident in the following comment by Helmut Maucher, former chairman of Nestlé SA:


Nestlé is focused: We are food and beverages. We are not running bicycle shops. Even in food we are not in all fields. There are certain areas we do not touch. For the time being we have no biscuits [cookies] in Europe and the United States for competitive reasons, and no margarine. We have no soft drinks because I have said we either buy Coca-Cola or we leave it alone. This is focus.18



Sometimes, however, company management may choose to initiate a change in focus as part of an overall strategy shift. Even Coca-Cola has been forced to sharpen its focus on its core beverage brands. Following sluggish sales for that company in 2000 and 2001, former chairman and chief executive Douglas Daft formed a new alliance with Nestlé that jointly developed and marketed coffees and teas. Daft also set about the task of transforming Coca-Cola’s Minute Maid unit into a global division that markets a variety of juice brands worldwide. As Daft explained:


We’re a network of brands and businesses. You don’t just want to be a total beverage company. Each brand has a different return on investment, is sold differently, drunk for different reasons, and has different managing structures. If you mix them all together, you lose the focus.19



Examples abound of corporate executives addressing the issue of focus, often in response to changes in the global business environment. In recent years, Bertelsmann, Colgate, Danone, Electrolux, Fiat, Ford, Fortune Brands, General Motors, Harley-Davidson, Henkel, LEGO, McDonald’s, Royal Philips, Toshiba, Vivendi, and many other companies have stepped up their efforts to sharpen their strategic focus on core businesses and brands.


Specific actions can take different forms; in addition to alliances, these can include mergers, acquisitions, divestitures, and folding some businesses into other company divisions (see Table 1-2). When Frans van Houten was CEO of Royal Philips, he shed the electronics, engineering, and lighting units; today’s Philips is focused on two sectors: health care and consumer lifestyle (see Exhibit 1-3). Major changes in the organizational structure such as these must also be accompanied by changes in corporate culture.20



          
            
            Table 1-2
            Strategic Focus
            

          
          
          
          
            
              
              
	Company/Headquarters

	Divestiture/Buyer





	Adidas (Germany)

	Reebok, sold to Authentic Brands (USA) for €2.1 billion (2021)




	General Electric (United States)

	Appliance division, sold to Haier (China) for $5.4 billion (2016); NBC Universal, sold to Comcast for $30 billion (2009).




	Vivendi (France)

	Activision Blizzard videogame unit, management buyout for $8.2 billion (2013).




	Unilever (United Kingdom/Netherlands)

	American pasta sauce business, sold to Mizkan Group (Japan) for $2.15 billion (2014).




	IBM (United States)

	Microelectronics division, sold to Global Foundries for $1.5 billion (2014).
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                        [image: A photo shows the Dragon Bridge in Da Nang at night time. The bridge is illuminated by a mix of blue and yellow lights. The base is lighted blue with yellow arches above it. The reflection in the water below gives a vibrant view.] The Dragon Bridge in Da Nang is a major tourist attraction. The LED lighting was designed by Philips Lighting. As it tightened the focus on core businesses, Philips divested the lighting unit; it is now known as Signify.

 
              

          

          Source: Huu Dai Trinh/Alamy Stock Photo.



          
            
          

        

Value, competitive advantage, and the focus required to achieve them are universal in their relevance, and they should guide marketing efforts in any part of the world. Global marketing requires attention to these issues on a worldwide basis and utilization of a business intelligence system capable of monitoring the globe for opportunities and threats. A fundamental premise of this book can be stated as follows: Companies that understand and engage in global marketing can offer more overall value to customers than companies that do not have such understanding. Many business managers and pundits share this conviction. In the mid-1990s, for example, C. Samuel Craig and Susan P. Douglas noted:


Globalization is no longer an abstraction but a stark reality. . . Choosing not to participate in global markets is no longer an option. All firms, regardless of their size, have to craft strategies in the broader context of world markets to anticipate, respond, and adapt to the changing configuration of these markets.21



Companies in a range of industries are “going global.” For example, three Italian furniture companies have joined together to increase sales outside of Italy and ward off increased competition from Asia. Luxury goods purveyors such as LVMH and Prada Group provided the model for the new business entity, which unites Poltrona Frau, Cassina, and Cappellini.22 Hong Kong’s Tai Ping Carpets International is also globalizing. Top managers have been dispersed to different parts of the world; while the finance and technology functions are still in Hong Kong, the marketing chief is based in New York City and the head of operations is in Singapore. As company director John Ying noted, “We’re trying to create a minimultinational.”23


Many gains can be ascribed to globalization. Hundreds of millions of people have been lifted from poverty and have joined the middle class. In countries where globalization has raised wages, living standards have improved. Even so, popular sentiment has been mixed and a note of caution is in order. A mounting body of evidence indicates that the gains from globalization have not been evenly distributed. A disproportionate amount of wealth has flowed to the “have lots” and “have yachts,” with not enough going to the “have nots.” Some industry observers have noted that we are entering a new era of “globalization in reverse.” And, as an unemployed miner in Bolivia put it more than two decades ago, “‘Globalization’ is just another name for submission and domination. We’ve had to live with that here for 500 years and now we want to be our own masters.”24


To address these issues, in 2022 U.S. President Joe Biden launched the Indo-Pacific Economic Framework for Prosperity (IPEF). The 14 founding nations are encouraged to support the four pillars of “connected economy” (trade), “resilient economy” (supply chains), “clean economy” (clean energy), and “fair economy” (tax and anti-corruption).
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          1.3 Global Marketing: What It Is and What It Isn’t






1.3Compare and contrast a single-country marketing strategy with a global marketing strategy (GMS).







The discipline of marketing is universal. It is natural, however, that marketing practices will vary from country to country for the simple reason that the countries and peoples of the world are different. These differences mean that a marketing approach that has proved successful in one country will not necessarily succeed in another country. Customer preferences, competitors, channels of distribution, and communication media may differ. An important managerial task in global marketing is learning to recognize the extent to which it is possible to extend marketing plans and programs worldwide, as well as the extent to which adaptation is required.


The way a company addresses this task is a manifestation of its global marketing strategy (GMS). In single-country marketing, strategy development addresses two fundamental issues: choosing a target market and developing a marketing mix. The same two issues are at the heart of a firm’s GMS, although they are viewed from a somewhat different perspective (see Table 1-3). Global market participation is the extent to which a company has operations in major world markets. Standardization versus adaptation is the extent to which each marketing mix element is standardized (i.e., executed the same way) or adapted (i.e., executed in different ways) in various country markets. For example, Nike recently adopted the slogan “Here I am” for its pan-European clothing advertising targeting women. The decision to drop the famous “Just Do It” tagline in the region was based on research indicating that college-age women in Europe are not as competitive about sports as men are. (The research didn’t include data from college-age students with other gender identities.)25



          
            
            Table 1-3
            Comparison of Single-Country Marketing Strategy and Global Marketing Strategy
            

          
          
          
          
            
              
              
	Single-Country Marketing Strategy

	Global Marketing Strategy





	Target market strategy

	Global Marketing Strategy




	Marketing mix development

	Marketing mix development




		Product



		Product adaptation or standardization






		Price



		Price adaptation or standardization






		Promotion



		Promotion adaptation or standardization






		Place



		Place adaptation or standardization






	

	Concentration of marketing activities




	

	Coordination of marketing activities




	

	Integration of competitive moves




            

          

          
        

GMS has three additional dimensions that pertain to marketing management. First, concentration of marketing activities is the extent to which activities related to the marketing mix (e.g., promotional campaigns or pricing decisions) are performed in one or a few country locations. Second, coordination of marketing activities refers to the extent to which marketing activities related to the marketing mix are planned and executed interdependently around the globe. Third, integration of competitive moves is the extent to which a firm’s competitive marketing tactics in different parts of the world are interdependent. The GMS should enhance the firm’s performance on a worldwide basis.26








THE CULTURAL CONTEXT


50 Years of Hip-Hop, 1973–2023, Part 1


When DJ Kool Herc was inducted into the Rock & Roll Hall of Fame in November 2023, the event commemorated the 50th anniversary of the musical and cultural phenomenon that the world knows today as hip-hop. Accepting the award, the rapper acknowledged a previous generation of musical artists who had inspired him, including singers Harry Belafonte and James Brown.


In the summer of 1973, Herc’s sister Cindy Campbell organized a party in the recreation room of the family’s apartment building in New York’s South Bronx neighborhood. Legend has it that Cindy charged admission hoping to raise money to buy some clothes for school.


Her brother provided the musical entertainment. Herc’s setup included two turntables connected to an amplifier and speakers. He would switch the audio feed between two copies of the same vinyl record that were spinning simultaneously—hence the term “DJ” (for “disk jockey,” a term associated with the early days of radio). The setup was similar to that used by musicians in Herc’s hometown of Kingston, Jamaica.


By manually stopping and starting the records with his hands, Herc focused on rhythmic instrumental breaks in the music. These breaks, in turn, prompted people to start dancing. Herc and friend Coke La Rock began adding rhythmic vocal rhyming, which became known as “emceeing” (for “MC” or “master of ceremonies). These vocals drew on a Jamaican music form known as “toasting.” The U.S. version of the vocal style became known as rap.


Two artists from the late 1970s are generally credited with originating the term hip-hop. Keith Cowboy was a member of Grandmaster Flash and the Furious Five; DJ Lovebug Starski was a DJ at the South Bronx dance club Disco Fever. At a going-away party for a friend who was joining the military, the two musicians devised a call-and-response lyric style based on a drill instructor’s cadence that included words such as “hip” and “hop.” The genre now had a name.


In due time the music was taken outside as block parties sprang up in urban neighborhoods. From there it was on to dance clubs and, eventually, arenas and stadiums. A key event was the release in 1979 of “Rapper’s Delight,” a song by the Englewood, New Jersey–based group Sugarhill Gang. With words and music by the legendary musical partners Nile Rogers and Bernard Edwards of the band Chic, the lyrics put the name of the emerging the musical form center stage.


Although originally recorded with a running time of 15 minutes, the song was edited to about 6 minutes and, in 1980, became the first hip-hop single to crack Billboard magazine’s Top 40 chart of radio hits.


Through the 1980s, 1990s, and early 2000s, important new artists emerged from all regions of the United States as well as the rest of the world. The ranks of East Coast hip-hop royalty include 50 Cent, Ice-T, Jay-Z, LL Cool J, Public Enemy, Queen Latifah, Salt-N-Pepa, and Run-D.M.C. On the West Coast, Dr. Dre, Kendrick Lamar, Tupac, The Notorious B.I.G. (or just “Biggie”), and Snoop Dogg are key figures.


Other important artists who broke out regionally are J Dilla and Eminem (Detroit) and Missy Elliot (Portsmouth, Virginia). Arrested Development and Lil Baby are both from Atlanta. Common, Chance the Rapper, and Kanye “Yeezy” (Ye) West (Chicago) are three artists who represent the Midwest.


In the United Kingdom, Ghetts, Stormzy, and Little Simz are some names that immediately come to mind. The list is literally endless—apologies if we omitted your favorite artist(s)!


Hip-Hop’s Cultural Appeal


It wasn’t long before Hollywood came calling. Wild Style, from 1983, is generally considered the first hip-hop movie. In 1985, Krush Groove showcased music by several hip-hop artists and also featured the by-then-iconic Disco Fever club. Three decades later, Straight Outta Compton (2015) told the story of Dr. Dre and other members of the legendary (and controversial) West Coast hip-hop group N.W.A.


A further harbinger of rap’s appeal to the mainstream came with the 1986 release of “Walk This Way,” a rap version of an Aerosmith song on which the Boston-based rock quintet teamed with Run-D.M.C. It was the first hip-hop single to crack Billboard’s Top 5, peaking at number four. That same year, Run-D.M.C.’s song “My Adidas” charted as well. That led to a collaboration with Germany’s Adidas for an updated version of the Superstar, a basketball shoe that had been in production since the 1970s.


Sources: Ludovic Hunter-Tilney, “Killer Mike: Rap’s Compassionate Capitalist: ‘I’m Not a Millionaire to Make You Feel Bad,’” Financial Times (November 16, 2023); Ben Sisario, “Diverse Group of Rock Stars Added to Rock Hall of Fame,” The New York Times (November 6, 2023), p. C3; Jon Caramanica, “How Do You Tell the Story of 50 Years of Hip-Hop?” The New York Times (August 6, 2023), pp. AR 8–AR 13; Dan Charnas, “Was Hip-Hop Really Invented 50 Years Ago?” The Wall Street Journal (August 5–6, 2023), p. C3; Miles Marshall Lewis, “With Wordplay, Wit, and Ingenuity, Hip-Hop Artists Are Reshaping the Way We Speak,” The New York Times Magazine (August 13, 2023), p. MM43; Ben Zimmer, “‘Hip-Hop’: How a Musical Movement Got Its Name,” The Wall Street Journal (July 22, 2023), p. B3; Rob Tannenbaum, “Inching Their Way into the Super Bowl,” The New York Times (February 11, 2022), p. C12.
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                        [image: A photo shows rapper 50 Cent performing on stage.] In 2023, hip-hop legend Curtis "50 Cent" Jackson embarked on a global tour to commemorate the 20th anniversary of his Get Rich or Die Tryin' debut album. 

 
              

          

          Source: Terje Dokken/Gonzales Photo/Alamy Stock Photo.



          
            
          

        







The decision to enter one or more particular markets outside the home country depends on a company’s resources, its managerial mindset, and the nature of opportunities and threats. Today, most observers agree that Brazil, Russia, India, China, and South Africa—five emerging markets known collectively as BRICS—represent significant growth opportunities. Although Russia is still a member, its market potential plummeted following the invasion of Ukraine in February 2022. Many nations imposed economic sanctions on Russia, and well-known Western companies ceased operations in the country. Egypt, Ethiopia, Iran, and the United Arab Emirates joined the bloc in 2024. Throughout this text, marketing issues in these countries are highlighted in “Emerging Markets Briefing Book” boxes.


We can use Burberry as a case study in global marketing strategy. This U.K.-based luxury brand is available in scores of countries, and Burberry’s recent expansion plans emphasize several geographical areas (see Exhibit 1-5). First are the BRICS nations, where growing numbers of middle-class consumers are developing a taste for luxury brands. Second is the United States, which is dotted with shopping malls whose managers are anxious to entice crowd-pulling luxury goods retailers by sharing fit-out costs and offering attractive, rent-free periods. Under former CEO Angela Ahrendts, Burberry’s marketing mix strategy included the following elements:



	
                  Product: Intensify focus on accessories. Boost sales of handbags, belts, and accessories—products whose sales are less cyclical than sales of clothing. Burberry Bespoke allows customers to design their own coats.

              

	
                  Price: “Affordable luxury” is central to the value proposition: more expensive than Coach, less expensive than Prada.

              

	
                  Place: Burberry is opening more independent stores in key U.S. cities, including flagship stores in Los Angeles, San Francisco, and New York; it is also expanding in London and Hong Kong. Such locations generate more than half the company’s revenue and profit.27

              

	
                  Promotion: Encourage advocacy and sharing via social media and online channels such as X, Instagram, and www.artofthetrench.com. Launch Burberry Acoustic to enhance brand relevance and to provide exposure for emerging music talent via www.burberry.com/acoustic.
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                        [image: A photo shows a Burberry store at an intersection at night time. The store displays pictures of rock stars on the facade.] England’s Burberry Group celebrates its 170th anniversary in 2026. The Burberry trademark is registered in more than 90 countries. 

 
              

          

          Source: Oli Scarff/Getty Images.



          
            
          

        

As you can see in Table 1-3, the next part of the GMS involves the concentration and coordination of marketing activities. At Burberry, haphazard growth had led to a federation of individual operations. Company units in some parts of the world didn’t talk to each other. In some cases, they competed against each other, and sometimes designed their own products for their own markets and wouldn’t share ideas with other parts of the business. During her tenure as CEO, Angela Ahrendts was very clear in articulating her core strategic vision: Leverage the Franchise. In other words: “One company, one brand.”28


When Christopher Bailey became CEO in 2014, he set about refining and updating Ahrendts’ strategies with an approach he called “Inspire with the Brand.” Bailey used data analytics to leverage consumer insights gleaned from Burberry’s strong digital presence and its worldwide network of brick-and-mortar stores to project a consistent brand voice.29 Collaborations with musicians also became integral to Bailey’s strategy; he even designed the sequined gown global superstar Adele wore on her 2016 world tour! Bailey also embraced multichannel marketing, adding more mobile marketing to the existing mix of retail and wholesale channels.


Italian businessperson Marco Gobbetti was Burberry’s CEO from 2017 to 2021. He faced a number of new challenges to the company’s global marketing strategy, including the declining popularity of department store shopping in the United States and slowing sales of luxury goods in China. Not surprisingly, Gobbetti’s five-year plan for corporate transformation was thrown off track by the COVID-19 pandemic. Despite the challenging environment, the CEO emphasized “staying as connected with the customer as possible.”


To that end, Gobbetti partnered with WeChat owner Tencent to create “the world’s first social retail store” in Shenzhen, China. The new omnichannel concept incorporates futuristic, app-based interactive customer experiences that are hyper-localized. Burberry has even forged a cooperation agreement with Street Dance of China, a popular Web reality show. As Gobbetti noted, “You have to get closer culturally to your local customer.”30 Jonathan Akeroyd, Burberry’s CEO since March 2022, pledged to emphasize the “Britishness” of the 170-year-old brand.


The issue of standardization versus adaptation in global marketing has been at the center of a long-standing debate among both academicians and business practitioners. Much of the controversy dates back to Professor Theodore Levitt’s 1983 classic article “The Globalization of Markets” in the Harvard Business Review. Levitt argued that marketers were confronted with a “homogeneous global village.” He advised organizations to develop standardized, high-quality world products and market them around the globe by using standardized advertising, pricing, and distribution.


Some well-publicized failures by the Parker Pen Company and other firms that had tried to follow Levitt’s advice brought his proposals into question. The business press frequently quoted industry observers who disputed Levitt’s views. As Carl Spielvogel, chairman and CEO of the Backer Spielvogel Bates Worldwide advertising agency, told The Wall Street Journal in the late 1980s, “Theodore Levitt’s comment about the world becoming homogenized is bunk. There are about two products that lend themselves to global marketing—and one of them is Coca-Cola.”31


Global marketing is the key to Coke’s worldwide success—but that success was not based on a total standardization of marketing mix elements. For example, Coca-Cola achieved success in Japan by spending a great deal of time and money to become an insider; the company built a complete local infrastructure with its sales force and vending machine operations. Coke’s success in Japan is a function of its ability to achieve global localization, by operating as a local company, yet still reaping the benefits that result from world-scale operations. Although the Coca-Cola Company has experienced a recent sales decline in Japan, that country remains a key market that accounts for about 20 percent of total worldwide operating revenues.32


What does the phrase global localization really mean? In a nutshell, it means that a successful global marketer must have the ability to “think globally and act locally.” Kenichi Ohmae summed up this paradox as follows:


The essence of being a global company is to maintain a kind of tension within the organization without being undone by it. Some companies say the new world requires homogeneous products—“one size fits all”—everywhere. Others say the world requires endless customization—special products for every region. The best global companies understand it’s neither and it’s both. They keep the two perspectives in mind simultaneously.33




“The more things globalize, the more people want to affiliate with everything that is local. This has led to unbelievable fragmentation.”34

Peter Ter Kulve, chief transformation officer, Unilever




As we will see many times in this book, global marketing may include a combination of standard (e.g., the actual product itself) and nonstandard (e.g., distribution or packaging) approaches. A global product may be the same product everywhere and yet different. Global marketing requires marketers to think and act in a way that is both global and local by responding to similarities and differences in world markets.


But it is important to bear in mind that “global localization” is a two-way street, and that there is more to the story than “think globally, act locally.” Many companies are learning that it is equally important to think locally and act globally. In practice, this means that companies are discovering the value of leveraging innovations that occur far from headquarters and transporting them back home. For example, McDonald’s restaurants in France don’t look like McDonald’s restaurants elsewhere. Décor colors are muted, and the golden arches are displayed more subtly. After seeing the sales increases posted in France, some American franchisees began undertaking similar renovations. As Burger Business newsletter editor Scott Hume has noted, “Most of the interesting ideas of McDonald’s are coming from outside the U.S. McDonald’s is becoming a European chain with stores in the U.S.”35 (see Case 1-2).



“One of the top-level lessons is that we have done much more local market customization in India than we did in China.”36

Jeff Bezos, CEO, Amazon




These reverse flows of innovation are not occurring just between high-income regions such as Western Europe and North America. The growing economic power of China, India, and other emerging markets means that many innovations originate there (see Table 1-4). For example, Nestlé, Procter & Gamble, Unilever, and other consumer products companies are learning that low-cost products with less packaging developed for low-income consumers also appeal to cost-conscious consumers in, say, Spain and Greece (see Exhibit 1-6).37



          
            
            Table 1-4
            Think Locally/Act Globally
            

          
          
          
          
            
              
              
	Company/Headquarters Country

	Product





	Nestlé/Switzerland

	Japanese consumers prefer KitKat chocolate bars in exotic flavors such as wasabi, soy, and matcha latte. Now those flavors are being introduced in the U.K., the United States, and other countries.38




	Netflix/USA

	Squid Game was created for Netflix by South Korean director Hwang Dong-hyuk. The Korean-language dystopian tale went on to become the most-watched show globally for the streaming giant. Helped by social media buzz, Squid Game rated number one in more than 90 countries.




	Kraft Heinz; Modelez International/USA

	Tang drink powder became a $1 billion brand as regional managers in Latin America and the Middle East moved beyond orange (the top-seller) into popular local flavors such as mango and pineapple. Today, the Tang brand is distributed in most of the world by Mondelez International. Kraft Heinz owns the rights to Tang in the United States.39
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                        [image: A photo shows 5 KitKat chocolate bars of different flavors placed next to each other. The wrappers have different colors and designs on them, with the logo of KitKat. The colors include red, pink, blue, green, and white.] KitKat is a chocolate treat loved all over the world. Managers at Nestlé, the brand's owner, understand the importance of the "think global/act local" approach. The flavors shown here, including wasabi and green tea, were developed specifically for Japan.
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The Coca-Cola Company supports its Coke, Fanta, and Powerade brands with marketing mix elements that are both global and local. Dozens of other companies also have successfully pursued global marketing by creating strong global brands, in various ways. In consumer electronics, Apple is synonymous with hardware and software integration, ease of use, cutting-edge innovation, and high-tech design. In appliances, Germany’s reputation for engineering and manufacturing excellence is a source of competitive advantage for Bosch (see Exhibit 1-7). Bosch, Germany’s largest privately held industrial group, celebrates its 140th anniversary in 2026. Bosch competes in a variety of sectors including automotive and industrial technology and consumer products. The company uses the slogan “Invented for life” in its advertising and has more than 350 subsidiaries and a market presence in more than 150 countries. Italy’s Benetton utilizes a sophisticated distribution system to quickly deliver the latest fashions to its worldwide network of stores. The backbone of Caterpillar’s global success is a network of dealers who support the company’s promise of “24-hour parts and service” anywhere in the world. 
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                        [image: A photo shows a Bosch store displaying household appliances on the shelves. The appliances include refrigerators, washing machines, chimneys, and ovens.] Bosch's full line of home appliances benefits from consumer perceptions that German-engineered products offer premium quality and superior value.

 
              

          

          Source: ArtEvent ET/shutterstock.



          
            
          

        

As these examples indicate, there are many different paths to success in global markets. In this book, we do not propose that global marketing is a knee-jerk attempt to impose a totally standardized approach on marketing around the world. Instead, a central issue in global marketing is how to tailor the global marketing concept to fit particular products, businesses, and markets.40


As shown in Table 1-5, McDonald’s global marketing strategy is based on a combination of global and local marketing mix elements. For example, a vital element in McDonald’s business model is a restaurant system that can be set up virtually anywhere in the world. McDonald’s offers core menu items—hamburgers, french fries, and soft drinks—in most countries, and the company also customizes menu offerings in accordance with local eating customs. The average price of a Big Mac in the United States is $5.58. By contrast, in China, Big Macs sell for the equivalent of $3.50. In absolute terms, Chinese Big Macs are cheaper than American ones. But is it a fair comparison? Real estate costs vary from country to country, as do per capita incomes.



          
            
            Table 1-5
            Examples of Effective Global Marketing: McDonald’s
            

          
          
          
          
            
              
              
	Marketing Mix Element

	Standardized

	Localized





	Product

	Big Mac

	McAloo Tikka potato burger, Chicken Maharaja Mac (India); Rye McFeast (Finland); Adagio (Italy)




	Promotion

	Brand name

	Slang nicknames—for example, Mickey D’s (United States, Canada), Macky D’s (United Kingdom, Ireland), Macca’s (Australia), Mäkkäri (Finland), MakDo (Philippines), McDo (France)




	

	Advertising slogan “i’m lovin’ it”

	“Venez comme vous êtes” (“Come as you are”) television ad campaign in France. Various executions show individuals expressing different aspects of their respective personalities. One features a young man dining with his father. The ad’s creative strategy centers on sexual freedom and rebellion: The father does not realize that his son is gay.




	Place

	Freestanding restaurants in high-traffic public areas

	McDonald’s Switzerland operates themed dining cars on the Swiss national rail system; McDonald’s is served on the Stena Line ferry from Helsinki to Oslo; home delivery (India)




	Price

	Average price of Big Mac is $5.58 (United States)

	$7.73 (Norway); $3.50 (China)




            

          

          
        

The approach to global marketing that a company adopts will depend on industry conditions, shifting economic realities, and its source or sources of competitive advantage. For example:



	
                  Harley-Davidson’s motorcycles are perceived around the world as the all-American bike. Should Harley-Davidson start manufacturing motorcycles in a low-wage country such as Thailand?

              

	
                  The success of Honda and Toyota in world markets was initially based on exporting cars from factories in Japan. Today, the two companies operate manufacturing and assembly facilities in the Americas, Asia, and Europe. From these sites, the automakers both supply customers in the local market and export their products to the rest of the world. For example, each year Honda exports tens of thousands of Accords and Civics from U.S. plants to Japan and dozens of other countries. Will European consumers continue to buy Honda vehicles exported from America? Will American consumers continue to snap up American-built Toyotas?

              

	
                  Uniqlo, a division of Japan’s Fast Retailing, has approximately 800 stores in Japan and more than 1,600 stores overseas. The company sources 90 percent of its clothing from China. Uniqlo currently has more than 50 stores in the United States; its plans call for a total of 200 U.S. stores by 2027. Can the company achieve its goal of becoming the world’s number one apparel retailer?

              




The answer to these questions is: It all depends. Although Harley-Davidson’s competitive advantage is based, in part, on its “Made in the USA” positioning, the company has shifted some production outside the United States. India’s 100 percent tariff on imported motorcycles prompted Harley-Davidson to launch production in the state of Haryana in 2011. To further capitalize on market opportunities in Asia, and to avoid import tariffs that can go as high as 60 percent, the company recently opened a manufacturing facility in Thailand.41


Toyota’s success in the United States was originally attributable to its ability to transfer world-class manufacturing skills—“the Toyota Way”—to its U.S. plants while using advertising to inform prospective customers that American workers build the Avalon, Camry, RAV, Tundra, and other models, with many components purchased from American suppliers. The U.S. market generates approximately two-thirds of Toyota’s profits.


However, in its drive to become the world’s top automaker, Toyota encountered some speed bumps when production increases compromised product quality. Millions of vehicles were recalled. During Akio Toyoda’s tenure as president and CEO from 2009 to 2023, the company rebounded. It sold 10.5 million cars in 2022, the third year in a row that Toyota was the top-selling global automaker. The challenge facing the company now is to accelerate plans to fully electrify its fleet while continuing to support the hybrid-vehicle technology that underpins the popular Prius.42


As noted, about two-thirds of Uniqlo’s 2,400 stores are located outside Japan; key country markets include the United States, China, Singapore, and South Korea. Shoppers have responded favorably to Uniqlo’s colorful designs and the high service standards for which Japanese retailers are famous. According to A. T. Kearney’s 2021 Global Retail Development Index, China is the number one–ranked emerging market opportunity for retail. In China, Uniqlo’s management team selectively targets cities with high population densities such as Beijing and Shanghai (see Exhibit 1-8).
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                        [image: A photo shows a Uniqlo outlet on a busy urban street. The shop has two floors with the items displayed prominently through the glass-paneled façade.] Japan’s Fast Retailing competes with global companies such as Inditex (Spain), H&M (Sweden), and GAP (United States). Uniqlo stores use RFID technology on price tags to improve the customer experience by speeding up self-check-out lanes. Newcomers Shein and Temu are threatening to disrupt the industry.

 
              

          

          Source: August_0802/ Shutterstock.
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It is a well-known macroeconomics principle that when the demand for a product or service has

an upward trajectory, the prices for it go up if its supply is limited. Such has been the case for
the organic foods market in India. In 2023, the country became the largest organic food
producer worldwide, with 4.4 million farmers growing organic produce over 2.6 million

hectares of land. Despite this, prices of organic foods remain higher than those of non-organic

foods, approximately 20 percent to 100 percent more than conventionally produced, non-
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CASE 2-1

India at the Crossroads: Demographic Shifts and the
New Economic Realities

In 2023, India surpassed China as the world’s most populous country. That spells “opportunity”
for global marketers because population is one indicator of market potential. Indeed, in his 2023
Independence Day speech, Prime Minister Narendra Modi boldly predicted that, by 2047, India
would join the ranks of high-income countries. The prime minister cited three key pillars to back up

his prediction: demographics, democracy, and diversity (Exhibit 2-1).

Population growth rates and other demographic trends have an important impact on
macroeconomic data such as income levels. According to the World Bank, India’s per capita income
of $2,410 means it ranks as a lower-middle-income country. The monthly average salary for

Indians is 27,200 Indian rupees (or INR), equivalent to about $330; the comparable monthly figure
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