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challenges that international business executives face and, in the final analy-
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Each book presents concepts and insights for today’s most important busi-

ness and management challenges. The tone is straightforward. The message

is practical. The ideas are tested and ready for managers to apply in their

companies.

Each book follows a similar format: key-point summaries reinforce the

message of each chapter and learning points translate concepts into action.

Every chapter is illustrated with relevant international case studies that

bring the discussions, analysis and recommendations to life.

Executives attend IMD programmes not only to learn but also to be inspired.

The books in this series, like IMD programmes, provide executives with

inspiration as well as with tools to improve themselves and make an

immediate contribution to their companies. The focus is executive learning –

engaging, energizing and impactful.
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Preface

T
his book is written for the thoughtful executive who is looking for

new ways of improving the marketing practice in his or her

organization. Markets change constantly, but marketing as a

discipline doesn’t change with the same speed. Often, marketing practice

leads and the discipline follows, and the gap between the two can take a long

time to close. Our book, inspired by innovations in practice, is about addres-

sing some of the more important gaps in the traditional marketing literature

that represent the core ideas in the discipline. The gaps appear even in highly

popular textbooks. These publications definitely have their place; they pro-

vide the needed foundation and structure for the discipline. But, as classics,

the textbooks are not expected, or able, to address the emerging issues in

marketing. By the time they do, those issues are no longer emergent or,

alternatively, relevant. But the practitioners cannot afford to wait; they must

devise their own ways and innovate their own solutions.

The idea for the book was born out of a brainstorming meeting among the

authors, all members of the IMD marketing faculty, who were troubled by

the fact that today’s practitioners are ill-served by many of the existing books

on marketing. Our conviction has come about from years of working with

executives in leading international firms, many of them clients of IMD. We


