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The Opinion of Significant Others

This book is a must-read! A successful strategy builds on serving one’s customers in
good ways—and this is what this book is all about. The global focus is particularly
relevant, given the fact that the competition today for leading customers is global—
as said, a must-read!

Peter Lorange

Professor and Chairman, Lorange Network
Honorary President, IMD, Switzerland
Zurich

Switzerland

This is a perfect book for executive managers and MBA students who would like to
grasp the essence of global marketing strategy quickly. In the second edition,
Professor Schlegelmilch did a wonderful job updating and further enriching the
key knowledge of global marketing strategy in an easy-to-understand manner.

Kazuhiro Asakawa

Professor of Global Innovation Management
Graduate School of Business Administration
Keio University

Japan

Schlegelmilch offers a compelling and contemporary perspective on marketing’s
central role within global firms, and the need to continuously create new means to
engage with customers worldwide as the Fourth Industrial Revolution takes hold,
yet with significant variation in ecommerce and digital behavior around the globe.
As a marketing professional with experience in both academia and practice, 1



Vi Appraisals

strongly recommend this book to global marketing managers as well as educators -
it would be an ideal read for MBA students studying global marketing strategy.

Kelly Hewett

Associate Professor

Editor: Journal of International Marketing
The University of Tennessee

Knoxville, Tennessee

USA

Perfect for the executive MBA or specialist master’s student seeking cutting-edge
thinking on global marketing strategy. Entertaining, full of surprising insights, ambi-
tious in its coverage, and totally engaging, yet lean and to the point. Schlegelmilch
marshals his vast experience as a global executive teacher, consultant, and researcher
to give us an educational page-turner. Outstanding!

John Cadogan

Professor and Head of Marketing and Retailing
Editor-in-Chief: International Marketing Review
Loughborough University

United Kingdom

1 think the new edition will benefit our MBA and EMBA students a lot on both theory
and practice which will lead them to deal with challenges from the chaotic global
environment.

Jintao Wu

Associate Professor and Director of MBA Programs
Assistant Professor of Marketing

School of Business

Sun Yat-sen University

Guangzhou

China

Bodo Schlegelmilch has produced a definitive book on global marketing that does an
outstanding job clarifying how to bring the best of both local and global marketing
efforts into one unifying marketing strategy. The book is a “must-read” for any
manager interested in understanding how to better market his or her brands in an
increasingly global economy.

Russell S. Winer

William H. Joyce Professor of Marketing

Stern School of Business, New York University
New York

USA
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The book is great for executives who want an easy, yet comprehensive, book on
global marketing strategy and for students in a global marketing strategy course to
use as a guiding framework for doing business in the twenty-first century.

Victoria L. Crittenden

Professor of Marketing and Peter M. Black Endowed Faculty Scholar
Editor: Journal of Marketing Education

Babson College

Babson Park

USA

The second edition of this extremely readable book offers a completely updated
analysis of core issues relating to the development and implementation of global
marketing strategy. Executives at all levels and from all functional areas will greatly
benefit from this book which succinctly and powerfully addresses the most crucial
decisions impinging upon global marketing success. Definitely a must-read.

Adamantios Diamantopoulos
Chair of International Marketing
University of Vienna

Vienna

Austria

Bodo Schlegelmilch takes the reader on an insightful and compelling journey
through the world of global marketing strategy. This powerful book should be an
obligatory read for any brand or product manager aiming at succeeding on a global
scale.

Bjorn Ambos

Professor and Managing Director: Institute of Management
Senior Editor, Journal of World Business

University of St. Gallen

Switzerland

We all know that marketing in different markets is quite challenging. In the VUCA+
world, global marketing is more complicated than ever. The good news is that this
book deciphers this complexity! Theories and vignettes are carefully integrated to
help readers understand the concepts and see how to use them. A must-read.

Surat Teerakapibal

Vice Rector for Administration (The Prachan) and International Affairs
Associate Professor of Marketing

Thammasat University

Bangkok

Thailand
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Benefits

The second edition of this book has been completely revised and extended. It looks at
international marketing challenges from a strategic perspective. If you share the belief
that successful business leaders cannot afford to think in functional silos and agree that
the best companies combine a strong marketing orientation with a systematic and
thoughtful strategy, this book will appeal to you. If you are also too busy for reading
textbooks the size of War and Peace to get the latest thinking on global marketing
strategy, you will like the conciseness of the book. And finally, if you would like to
have a book that points you to further readings on topics you may want to pursue in
more depth, you should definitely hit the “order now” button.

The Ideal Reader

You are an experienced business leader or a student in a postgraduate program, such
as an MBA or a specialized master’s program. You have an international orientation
and are interested in cross-cultural differences and their impact on marketing and

strategy. You prefer a big picture approach to nerdy details.

Vienna, Austria Bodo B. Schlegelmilch

Xi



Whole societies are built on the division of labor, and this book also benefited from
insights, discussions, and the help of others. First, there are a number of bright
students in my CEMS and MSc courses held here in Vienna. They never stop
inspiring and introducing me to new perspectives. Second, there are countless
executive MBA students and business leaders I taught in more than 30 countries
around the world. Their practical examples and unique cultural perspectives taught
me to appreciate the importance of context. Third, there are my research assistants
Reiko Domai, Sarina Mansour Fallah, Sanem Oztiirk, and Erin Silangil, who greatly
helped me with sorting out references, writing off for copyright permissions, and
proofreading the text. Last but not least, there is my PA, Hanife Ozdemir, who
formatted the text and supplied me with copious amounts of coffee while I was
writing.
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